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Survival. Strength. Success. Businesses both great and small are knuckling down 
in the face of adversity and looking ahead longingly towards more stable times. 
But what does the current climate mean for their employees?

EDITOR’S
NOTE

The impact of recent months on the 
global economy has meant that some 
teams have sadly been reduced in 
number, some have been ‘frozen’ –  
with no recruitment for the foreseeable, 
and other teams have actually grown  
to meet new demand. There is no one 
size fits all when it comes to dealing 
with a global pandemic – and  
business owners are facing some 
difficult decisions when it comes to 
their employees. 
 
Unable to foresee what the rest of 
2020 and beyond holds, it’s hard for 
businesses to establish what they will 
need from a resourcing perspective. 
One thing is clear, though, and that 
is ensuring that existing teams are 
upskilled and supported to work in new 
ways and deal with never seen before 
challenges. And even if we forget 
COVID-19 for a minute, there are a 
multitude of considerations to take into 
account for building strong teams and 

equipping employees to work in today’s 
digital, ever-transforming world of 
work. Businesses have to go above and 
beyond what they think they know; it’s 
not just a matter of ticking boxes. 
 
The most successful companies are 
those that put their people at the 
heart of everything they do. Those 
that ensure that they are shaping 
inclusive, diverse and supportive 
environments that empower employees, 
and continuously evolve their 
training programmes to upskill and 
build confident teams. From people 
management, to tackling ‘impostor 
syndrome’, to supporting people with 
their mental health, looking after teams 
is a complex and crucial part of the way 
businesses operate and can ultimately 
make the difference between failure 
and success. 
 
Francesca MacKenzie 
Editor 
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No matter the size, location or  
industry of your business, the  
COVID-19 pandemic has triggered 
uncertainty and difficult decisions  
for every marketer.  
 
Whether it’s navigating the never-
ending complexities of working from 
home, digitalising old collaboration 
and feedback methods, or making 
fundamental decisions around future 
planning, marketing teams across 
the globe are facing unprecedented 
circumstances that they need to react 
to – and quickly. 

In 87% of companies, the entire 
marketing workforce is now working 
remotely, which equates to a massive 
shift in how teams operate and 
collaborate together.1 Things won’t  
be going back to normal anytime  
soon: in fact, remote working is being 
touted as the ‘next normal’. But how  
can marketers ensure that work is  
being done effectively? How can 
productivity be maximised with no 
face-to-face interaction and in-person 
knowledge sharing? 

And what about the very marketing 
teams themselves? As budgets are 
slashed, recruitment efforts put on hold 
and with social distancing persisting, 
the very structure – and future – of the 
marketing team is under question. For 
some departments, their reaction has 
been to build cross-functional teams, 
while others have spearheaded online 
training initiatives to rapidly upskill 
colleagues. New digitally focused 
roles have been created, while other 
businesses have cut back on personnel 
significantly to make ends meet.

We all have a planned marketing 
campaign that has now been cancelled 
for the foreseeable future. We have 
all seen previously available budget 
disappear overnight. And, unfortunately, 
we all know of at least someone who 
has fallen prey to redundancy during 
these difficult times. For better or for 
worse, we truly are at a pivotal time for 
the future of marketing. 

THE PANDEMIC 
EFFECT
Embracing the future

 “ As a result of 
COVID-19, the way 
we look at – and work 
with – marketing talent 
will fundamentally 
change. But without 
the right people in the 
right place with the 
right skills, businesses 
will struggle to emerge 
from this pandemic 
successfully.”  

Matt Smith 
CEO, BDB 



 
05
 

05
THE knowledge

THE TALENT ISSUE

…but hold on a minute. Although it’s 
true that the pandemic will change 
the way marketing departments are 
built, structured and managed, the truth 
is that the rise of digital was making 
substantial changes to marketing 
teams anyway. The pandemic has  
just sped up the process.

A rapid proliferation of channels, 
devices and metrics has completely 
transformed our day-to-day work. 
Today’s B2B buyers have a myriad of 
touchpoints to jump between and can 
engage with and purchase from your 
business at any given juncture. The 
traditional 4-step sales funnel is no 
longer viable – today’s omnichannel, 
multi-touchpoint world has made it 
non-linear instead, and it includes 
interactions such as social media,  
email and live chat. 

And today’s B2B buyers are more 
powerful than ever when it comes to 
controlling their own buying journey – 
they can do their own research and 
compare and contrast services with 
your competitors before they even 
speak to a sales representative. They 
will engage with your brand’s content 
before they choose whether to embrace 
or ignore you.  
 
In fact, our roles today would be 
unrecognisable to marketers 20, 10 or 
even 5 years ago. And, as expectations 
rise, channels change and new tools 
are added to our repertoire, the role  
of marketers will continue to evolve  
and change.

To keep up, marketers are feeling the 
pressure to update their skills and 
restructure their teams in order to 
make the most of these fast-moving, 
digitally focused campaigns. Upskilling 
in core skills like SEO, PPC and demand 
marketing, and making room in your 
team for data strategists, are just some 
of the ways marketing departments are 
being future-proofed. 

SPOILER 
ALERT!
Our digital age

And with budgets now being tightened, 
it is more important than ever for 
the team to know how to work more 
efficiently and show that their work is 
producing return on investment. Digital 
not only provides marketers with the 
means to deliver campaigns, but also 
to track every single second, and 
marketing teams need to be able to 
harness it all.

In a nutshell, the truth is things were 
already changing. COVID-19 has only 
intensified the general trend.  
 
So, where do we go from here?
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In response to the rise of digital, and 
wary of any skills gaps, marketing 
teams are more aware than ever before 
of the need to continually improve their 
skills and make sure that any break in 
knowledge is plugged. From training 
sessions on SEO to leadership courses, 
marketers are honing their skills to 
keep up to date.

Luckily, there are now more ways 
to learn on-the-job than ever before. 
Digitally enhanced L&D, for example, 
has been burgeoning for years, allowing 
marketers to learn new skills anytime 
and anywhere. What ‘training’ means 
has changed– no longer do we have 
boring seminars at hotel conference 
rooms a day’s travel away – innovations 

in L&D have meant that we can learn 
through bite-sized content, or innovative 
learning management system (‘LMS’) 
solutions that ensure less time overall, 
and more engagement than ever before. 

Take Simplilearn’s Digital Marketing 
Specialist Program, for example, 
which contains more than 200 hours 
of e-learning content – from videos, 
projects, quizzes and exams, to 
downloadable workbooks and apps.

Plus, useful information is out there  
if you know where to go. Take SEO 
tools like SEMRush or Moz, for example. 
Their blogs on the best practices to 
follow when it comes to SEO are a 
host of useful information, and they 

TRAINING 
GROUND
Learning on-the-job

are available for free perusal during 
your lunch break. The conferences 
and events that marketers attend both 
virtually and in-person every year have 
seminars and talks that are a fantastic 
opportunity to network, engage with 
each other, and learn at the same time.

Promoting, encouraging and signing 
up for L&D opportunities isn’t just 
crucial for existing marketing teams 
either. Instilling a culture of continuous 
upskilling and learning is also  
attractive for new recruits, who will 
be enticed by the focus on continual 
professional development.2

2.  https://www.theidm.com/professional-skills-census  



The current landscape offers a 
great opportunity for employers and 
managers to take a step back and 
address the skills base they currently 
have and see how training and learning 
opportunities can bring teams to their 
full potential. 

However, it’s important to remember 
that traditional feedback and reviewing 
processes shouldn’t be forgotten – 
despite our extraordinary situation. 
Arguably, making sure that people feel 
equipped and can adapt has never  
been more important. If someone is 
struggling with making the transition 
from face-to-face pitches to engaging 
digital presentations, they will need  
the right support to improve and get  
up to scratch.
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ADJUSTING
EXPECTATIONS
A little reality goes a long way

Despite the wide availability of 
e-learning tools and knowledge-
sharing across the industry, there  
is a danger that employers can  
become unrealistic.  
 
Do employers really expect people to 
be already fully trained before they 
start a role? Do they expect marketers 
to have every latest skill imaginable? 
Unfortunately, that just isn’t possible. 

Yes, people have online access to 
materials to upskill themselves, but 
on-the-job learning is perhaps the most 
effective resource of all, and it should 
be a joined-up effort between employer 
and employee.

Similarly, online L&D isn’t an excuse 
for employers to get lazy – and they 
shouldn’t expect people to do all of 
the learning themselves. Although 
self-betterment is always encouraged 
and showcases a motivated marketer, 
employers and managers should still 
do the groundwork to ensure that their 
teams have great synergy and a solid 
knowledge base. After all, managers 
should have a better idea than anyone 
else of what skills an individual needs to 
develop. Not everyone is aware of their 
own skills gaps, so they can’t always 
identify what their training needs are. 
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“  An  
investment  
in knowledge 
pays the  
best interest.”

Benjamin Franklin
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WELCOME TO
THE FAMILY
Recruiting with purpose

Anyone who has been job-hunting for 
marketing roles in the past few years 
will know that marketing recruitment 
has changed.  
 
New and existing talent within our 
industry are expected to have a variety 
of newly-created, technical skills – think 
UX design, SEO and data analysis – as 
well as the traditional soft skills such  
as customer centricity, content creation 
and strategy.  
 
COVID-19 has only heightened this 
requirement – digital skills are more 
highly prized than ever before, but 
in order to navigate the uncertainty, 
marketers need a holistic overview  
of what is ahead.

However, COVID-19 has complicated 
things even further. A recent survey of 
1,990 global marketers found that 5% 
of B2B marketers have experienced 
a change in job status since the initial 
outbreak: 25% of this figure have been 
made redundant and 65% have had their 
jobs scaled back.3 The IPA’s quarterly 
Bellwether report, conducted with IHS 
Markit, found that almost a third (31.2%) 
of marketers plan to reduce employment 
over the next three months. 

Many business are planning to reduce 
employment and recruitment efforts as 
an attempt to ‘hunker down’ during the 
crisis, and although we undoubtedly 
understand the need to tighten belts and 
be mindful of spending, should it  
be marketing departments that see  
job slashes?

Marketers are expected to be the best 
of both worlds – jacks of all trades and 
masters of… all. They need to combine 
digital expertise with classic marketing 
knowledge and approaches. But is 
this expectation too high? Can this sort 
of ‘hybrid’ marketer offer everything 
you need for your campaigns, and is it 
realistic to expect it?

It’s better instead to hire well-
rounded marketers that have a strong 
understanding of a few core areas, 
AND hire specialists that add further 
value to the wider marketing puzzle. It’s 
wonderful to find true hybrid marketers 
as they can offer a lot, but you also need 
specialists in certain areas to provide 
the in-depth insight and skills that you 
need. For example, you cannot expect 
someone to run a truly successful digital 
campaign without real digital expertise 
and know-how.

3.   https://www.marketingweek.com/b2c-b2b-marketers-redundancy-coronavirus/ 
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3. Prioritising teamwork 
 
Marketing redundancies go beyond 
damaging the business: they also 
damage the team that is left behind.  
By removing marketers from their 
jobs, you are breaking up the team’s 
dynamics and synergy, and it can take 
months for this to either heal properly or 
for you to plug the gap with training or 
new recruitment.  
 
Although of course some businesses 
have had no choice but to make 
redundancies for financial reasons, at 
a time when morale is at a premium, 
businesses should try and avoid making 
panicked layoffs as a knee-jerk reaction 
to the current situation. The loss will 
only be felt more keenly as time passes.

Arguably, great marketers are more valuable than ever before.

1. Skills for success 

By losing a marketer from your team, 
you are losing a broad mix of skillsets 
that are invaluable during the current 
crisis. By helping organisations respond 
effectively and communicate with 
employees and customers, marketing 
teams have never been so crucial 
- especially as buyers are holding 
businesses to higher levels of scrutiny.  
 
As we discussed in The Brand 
Issue, maintaining brand presence 
and authenticity is vital to keep a 
steady relationship with clients – and 
disappearing altogether will mean that 
you lose share of voice as we navigate 
the economic turmoil that will follow 
COVID-19.  

2. Long-term relationships 
 
Not only are the skills that marketers 
bring to the table crucial at the moment: 
their relationships are too. Existing 
partnerships with both suppliers and 
customers will be important as your 
business navigates a post-COVID 
world. Your marketer does not exist 
alone in-silo, they bring with them a 
sophisticated network of partnerships 
and relationships that ensure seamless 
activity for the business.

THE knowledge
THE TALENT ISSUE
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                       “NOTHING 

    WE 

                   DO 

        IS 

                  MORE 

                 IMPORTANT 

              THAN 

                  HIRING 

          AND 

              DEVELOPING 

                                           PEOPLE. 

                        AT THE END OF THE DAY, 

                                 YOU BET ON PEOPLE, 

      NOT ON STRATEGIES.”

              LAWRENCE BOSSIDY
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Alongside shifting L&D and recruitment 
priorities, marketing teams are also 
navigating the complexities of a  
multi-generational workforce. 

Take age, for example. Within today’s 
workforce is an unprecedented mixture 
of generations working side-by-side. 
Due in part to the rising average age 
of retirement, it’s not unusual to have 
five generations working together: and 
it’s becoming more usual for younger 
generations to manage older colleagues. 

AGE IS JUST 
A NUMBER 
Multi-generational synergy

1.  Stop talking about  
generational differences 

We’re all familiar with the stereotypes 
about ‘boomers’ and ‘lazy millennials’, 
but even in a light-hearted way these 
labels can be problematic. Encourage 
teams to concentrate on working with 
individuals, rather than talking about 
those individuals’ ages.  
 
Doing so will make the age gap less 
important to your team and help  
remove related stigmas. Instead,  
your employees can place their  
focus elsewhere, like on working  
as a cohesive group and driving  
great results.

It’s true that there is no substitute for 
experience, but similarly there is huge 
merit to the younger, hungry generation 
who come bearing fresh ideas and a 
perspective that can only be achieved 
as a digital native.  
 
As B2B managers and employers, 
you can’t ignore the benefits of a 
multi-generational team. So, how can 
business take steps to ensure that all 
generations work seamlessly as one? 



3.  Identify common interests  
and traits 

It’s important to encourage everyone, 
from company leaders to new recruits, 
to embrace what they share, not what 
divides them. Not only does this build 
collaboration, but it also helps build  
trust across generations. 

You might be surprised at how much 
commonality exists across age gaps, 
and by being open about what brings 
them closer together rather than apart, 
your team will be ready for success.

2.  Encourage mentoring  
opportunities

 
Younger and older employees can 
mentor one another in unique ways. 
Generation Z, for example, have 
not known life without technology 
integrated into every aspect: they’re the 
perfect people to approach to coach on 
internet or digital-related questions.  
 
Generation X or Baby Boomers, 
however, have significant insight on 
career growth and the ins and outs of 
their industry, that can’t be learned but 
needs to be experienced. Generation Z 
marketers may know all of the technical 
steps to launching an email campaign, 
but more experienced colleagues will be 
able to offer a great perspective in how 
often to email and what exactly to put in 
the copy.
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 “ Each generation 
imagines itself to be 
more intelligent than 
the one that went 
before it, and wiser 
than the one that 
comes after it.”  

George Orwell
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Aside from age, teams also need 
to ensure that their talent is 
representative of multi-cultural,  
multi-racial backgrounds.  
 
All businesses should be hiring 
with equality for all ages, genders 
and races – and ensuring that their 
recruitment processes are fair and 
consistent for everyone, regardless 
of their background. For marketing 
teams in particular, if teams are not 
diverse and representative of a variety 
of experiences, there is the risk of 
marketing messages making sweeping 
generalisations and showing prejudice. 

Whether it’s race, ethnicity, gender, 
disability or sexual orientation, it’s 
crucial for businesses to ensure that 
everyone has a space at the table. 

Being ‘diverse’ in your marketing 
efforts doesn’t just mean the people 
you put in your advertisements or 
your key messages, but also within 
your marketing teams: the people who 
actually come up with the ideas. 

Diversity within your marketing team 
can bring new perspectives, an 
understanding of different communities 
and bring new ideas to the table. It’s this 
understanding and empathy towards 
everyone within your target audience 
base that can lead to increased revenue 
and brand loyalty for businesses.  
The more diverse your marketing team 
are, the more emotional intelligence  
and empathy they will have for  
different audiences.

It’s with more diverse voices in marketing 
teams that B2B blunders can be avoided. 
For example, in 2015, tech company IBM 
created a ‘Hack-a-Hairdryer’ creative 
with the objective of encouraging more 
women to enter STEM professions.  
 
The campaign was torn apart for being 
patronising and sexist.4 If more women 
were involved in the campaign from the 
beginning, would the creative have gone 
ahead? We can’t help but think that no,  
it wouldn’t have.

STRONGER
TOGETHER
Diversity is crucial

THE knowledge
THE TALENT ISSUE4.  https://www.bbc.co.uk/news/blogs-trending-35027902 
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CREATING 
AND 
MANAGING 
A 
DIVERSE 
WORKFORCE 
IS 
A 
PROCESS, 
NOT 
A 
DESTINATION.

R. ROOSEVELT THOMAS
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As we get to grips with the current, 
ever-changing pandemic situation, as 
well as the ongoing complexities of the 
digital world we all live in, how can we 
ensure that – as B2B marketers – we 
are getting the best out of our teams?

1. Be mindful of mental health 
 
We discussed mental health in The 
Crisis Issue, but it’s too important to not 
mention here. 60% of employees cite 
work as the cause of, or a contributing 
factor to, a mental health problem5  – 
and in purely economic terms it cost  
the UK £34.9 billion last year.6 The 
impact of employees’ emotional 
state has benefits beyond individual 
wellbeing: a happy and healthy 
workforce means more attendance  
and productivity for businesses.

In the current turbulent times, keeping 
an eye on everyone has never been 
more important. Though there is no 

‘one-size-fits-all’ approach to mental 
health within the workplace, there are 
steps and measures that managers 
can take. From increasing awareness 
and sharing resources, to encouraging 
a healthier work-life balance and 
implementing an ‘open door’ policy, 
mental health can be kept an eye on  
and – when things do go wrong, you  
can pick up on them faster.

2. Remove the fear of failure 

Originally relegated to IT teams and 
developers, agile methodologies are 
transitioning to other departments – 
and they’re a perfect fit for marketing 
teams. With goals including improving 
speed, predictability, transparency and 
adaptability, it’s easy to see why it’s so 
popular. Agile marketers focus on rapid 
iteration, experimentation and data-
backed decision-making, so that their 
department can work better, faster, and 
at less cost. 

A key tenet of the agile methodology is 
removing the fear of failure – a major 
cause of inflexibility, being scared of 
failing can often hold teams back. By 
giving team members the room to try 
things and make mistakes (which is 
essential to succeed), marketers will 
become confident enough to experiment 
with new ideas and strategies. 

PEOPLE
POWER
Getting the best out of teams

THE knowledge
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4.  https://www.activehw.co.uk/uploads/bitcmental-health-at-work-report-2017.pdf 
5.     https://www.centreformentalhealth.org.uk/news/mental-health-problems-work-cost-uk-economy-ps349bn-last-

year-says-centre-mental-health



4. Plug any skills gaps

In order to ensure that your business 
and marketing department are in the 
best possible shape to work through 
the pandemic, now is the perfect 
time to incorporate upskilling/training 
programmes. If there are any gaps in 
your marketing team’s knowledge base, 
now is the moment to ensure that they 
are plugged.

3.  Encourage knowledge-sharing

Knowledge-sharing has always been a 
key part of every marketing team – but 
with teams now working remotely, and 
not able to bounce ideas off each other 
in the ways they used to, implementing 
processes for fluid and digitally-
enhanced knowledge-sharing should  
be on every B2B marketer’s mind. 

Whether it’s creating a virtual workplace 
through tools such as Microsoft Teams 
and Slack, with specific channels 
that allow simple file sharing, or 
incorporating easy-to-use video 
conferencing tools that boost, rather 
than hinder, collaboration, there are 
many ways to bridge the virtual gap.
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5. Tackle imposter syndrome

Namely the feelings of inadequacy or 
lack of qualification in the workplace, 
imposter syndrome is something nearly 
everyone has experienced – at some 
extent – in their lives. For managers who 
are responsible for the progress and 
motivation of their marketing team, it’s 
important to spot imposter syndrome 
and tackle it if it’s adversely affecting 
the employee’s wellbeing or productivity.  
 
Times of crisis amplify our biggest 
fears and worries, and a lack of face-
to-face interaction can cause rapid 
deterioration of wellbeing. A key way 
of alleviating imposter syndrome is to 
focus on frequent feedback, to let your 
team know that they’re doing a great 
job and that their contribution is valued. 
In today’s remote-working environment, 
this feedback is more important than 
ever before.



 “ At BDB, supporting the mental wellbeing of  
our employees has been a key priority this  
year, and a programme was in place before the 
Corona virus pandemic hit. By providing the team 
with the resources and - if required - the help 
they need, we hope to boost enjoyment of the job, 
motivation and productivity.  
 
The enforced remote working of recent months  
has placed even more focus on the importance  
of open and honest dialogue to help us reach 
individual and shared goals together.”  

Dr Catherine Butcher 
COO, BDB
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6. Lead honestly, and vulnerably 
 
The COVID-19 pandemic has been 
the ultimate test of management and 
leadership – a sudden, dramatic, life-
threatening upheaval which has caused 
uncertainty across both our personal 
and professional lives. How can you 
even begin to lead others in such a time, 
when you don’t know what is happening 
yourself?

Truthfully, the best thing you can do 
is be honest. A good leader doesn’t 
massage the truth, even if it’s with the 
best of intentions. Short-term positivity 
may sound good, but when you fail to 
deliver it will damage your leadership 
substantially. This isn’t the time to overly 
consider what you ‘should’ say. Be 
real and authentic and frequent in your 
communication.  
 
After all, we’re all in this together.

THE knowledge
THE TALENT ISSUE
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Looking after your team’s talent

Nurturing marketing talent and creating 
multidisciplinary teams that synergise 
well has always been a priority for  
B2B marketers. 

By placing attention not just on budgets 
and campaigns but also the team that 
delivers them, B2B marketers can 
ensure that they’re in the best possible 
position to tackle the post-pandemic 
world and all that it brings.

Although the digital world and new 
consumer expectations were causing  
a shift in the way we operate,  
COVID-19 has pushed us squarely  
into unfamiliar territory. 

LOOKING AHEAD
TOGETHER
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“TRAIN PEOPLE WELL ENOUGH SO THEY CAN LEAVE, TREAT THEM WELL ENOUGH                                                    SO THEY DON’T WANT TO.” – RICHARD BRANSON  


