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The marketing landscape is fast-moving. Methods
deployed one year  don’t necessarily work the next.
Indeed, over the last  12  months, we have seen seismic
shifts in how marketing is performed, which channels are
prioritised and even how teams work together. 

The COVID-19 pandemic has been an unexpected driver
in moving working practices remotely and has forced
marketers to think  about mood, tone and content
relevancy. The Black Lives Matter movement
has  encouraged  people to  re-evaluate  messaging and
assess levels of diversity in campaigns as well as the
wider industry itself.

Any analysis of the sector, such as this one, risks being
outdated quickly

It’s possible that what you are about to read already
is.  But  it reflects a moment in time, the  spring of 2020
and, as such, will be a useful comparison in subsequent
pieces of research.

We wanted to conduct this research to find out how
marketers felt about their industry, their job role, the
challenges and inspiration they meet on a daily basis.
What does it tell us about marketing in 2020 and how do
we meet the challenges to conduct marketing that is
relevant to audiences, but also that improves the quality
of the output we as marketers create?



https://likemindmedia.lpages.co/get-involved-research/




ALIGNMENT BETWEEN  SALES AND
MARKETING TEAMS
We asked questions relating to the relationship
between  the  sales and  marketing teams,
two  departments  that have always seemed to have a
love/hate relationship.  Gone are the days when
marketing teams can simply generate leads and pass
them over the wall to  sales to close. Today, marketing
plays much more of a nurturing role when it comes to
lead generation, reflecting the changing ways
consumers and businesses behave in the sales cycle.

This means more collaboration between  sales
and marketing  is  inevitable. Do all marketers  recognise
this? 

Most respondents feel that teams are reasonably well-
aligned, but there are significant gaps between sales
and marketing. Upon investigating further with some
respondents, this seemed mainly due to
different objectives and targets set for both teams.
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It’s no surprise that business  owners think there is
alignment as they are probably performing both roles.
Those people who have greater responsibility are more
likely to feel there is alignment, but they are more likely
to be directly involved in decision making and
discussions on a strategic level with another senior
leader, in this case, of the sales team.

Apprentices feel there is alignment– is this because they
are removed from the  decision-making  process,
or that they are fresh into the role and not bogged down
with politics at this point in their career? Otherwise, it
does seem that feelings of alignment rise with
seniority.  

This raises a couple of questions:



Do we have meetings for
meetings' sake or is

it genuinely valuable time
spent collaborating and

sharing ideas? The recent
enforced move to

homeworking during
the coronavirus emergency

has demonstrated to
many businesses how their

teams can collaborate
effectively without being in

the same location. Some
businesses were already

working this way.

Regardless of the logistics,
it is generally accepted

that teams need to work
together.
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COLLABORATION



would like to see
more collaboration

within the team
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feel they have
regular meetings

with the team
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Marketers in senior leadership roles (heads,
CMOs, managers) were most likely to say they

had plenty of meetings WX�]À

VU�[ÀThose not in senior roles were more likely to
say they did not have enough
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Marketing assistants were
the most likely to say they

were not able to get
together to discuss their

work enough

This suggests that those not in
management positions don’t feel

as confident that they are part
of the decision-making

process or as involved in
the team



When considering those who
worked in separate teams for
different disciplines (eg where
roles are split between SEO,
social media, branding etc) as
opposed to those who perform
one function only, there was a
more pronounced split.

Having one function, it is no
surprise that people are less
likely to have meetings than
those that work in separate
teams. Those that share a
single function are the ones
who want more meetings.
Maybe this is because they
need to ensure consistency
between each other in their
output. Is this an assumption in
marketing teams that people
performing the same action all
know the objectives or what
they are working towards?
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