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Knowledge and Skill Requirements for 
Marketing Jobs in the 21st Century

Regina Pefanis Schlee1 and Katrin R. Harich2

Abstract
This study examines the skills and conceptual knowledge that employers require for marketing positions at different levels 
ranging from entry- or lower-level jobs to middle- and senior-level positions. The data for this research are based on a 
content analysis of 500 marketing jobs posted on Monster.com for Atlanta, Chicago, Los Angeles, New York City, and 
Seattle. There were notable differences between the skills and conceptual knowledge required for entry-, lower-, middle-, 
and upper-level marketing jobs. Technical skills appear to be much more important at all levels than what was documented 
in earlier research. This study discusses the implications of these research findings for the professional school pedagogical 
model of marketing education.
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The primary directive of marketing programs in teaching-
oriented business schools is the preparation of marketing 
students to be productive performers in businesses and orga-
nizations. Unfortunately, many marketing graduates discover 
that few jobs available to them after graduation let them use 
the knowledge and skills they learned in business school 
(Taylor, 2003). A marketing curriculum that prepares stu-
dents for the jobs available in the marketplace may allow 
marketing graduates to obtain jobs that actually let them use 
the knowledge and skills they acquired in marketing classes.

Business schools accredited by the Association to Advance 
Collegiate Schools of Business (AACSB) and those seeking 
or aspiring to future accreditation look to this organization 
for guidance in the development of business curricula that 
are relevant to the ever-changing business environment. In its 
report on Management Education at Risk (AACSB, 2002), 
AACSB points out the importance of technology in business 
curricula. This report states, “Employers demand graduates 
who are prepared to leverage technology in a scalable fash-
ion to advance firms’ strategies and operations” (AACSB, 
2002, p. 11). It appears, however, that marketing curricula 
have been slow to incorporate technological developments 
in the practice of marketing. For example, in 2005 only 
15.1% of a sample of AACSB-accredited business schools 
offered a database marketing (DBM) course in the business 
school (Teer, Teer, & Kruck, 2007). These authors argue that 
DBM is important because it is at the heart of the switch 
made by businesses and organizations from mass marketing 
to one-to-one business relationships with their customers. 

Though Teer et al. (2007) applaud the 52.5% increase in the 
percentage of business schools offering such a course in 
the undergraduate curriculum since 2005, in absolute terms 
the number of schools offering such a course in DBM is 
small. Also, when a DBM course is offered, it generally 
focuses on management and information systems topics rather 
than on the marketing-specific topics of direct marketing, 
market segmentation, customer relationship management, 
customer profiling, and Internet marketing.

Similar findings are noted in other business-related disci-
plines. Sodhi and Son (2008) examined well-over 1,000 adver-
tisements for operations research jobs. Their findings indicate 
that employers “. . . consistently require modeling, statistics, 
programming, and general analytical skills in an operations 
management context as their primary requirements regard-
less of sector, function within company, and even degree type” 
(p. 140). The authors recommend that operations research aca-
demics pay close attention to employer requirements as they 
develop and revise curricula.

Harraway and Barker (2005) surveyed a large sample of 
graduates with PhD and master’s degrees “regarding the sta-
tistical techniques, research methods and software used in 
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the workplace” (p. 44) The sample included students with 
such degrees in economics, finance, and marketing. The 
results of their study point to large discrepancies between 
what is taught at the university level and what is practiced at 
work. Specifically, the authors point to insufficient prepara-
tion of graduates in “statistical preparation for employment.” 
Courses requested to remedy graduates’ lack of preparation 
include multivariate statistics, generalized linear models, 
and research design and power analysis.

The present study focuses on the marketing discipline. 
How important are DBM and Internet analytics courses for 
the preparation of marketing students? Do employers require 
such skills for entry-level jobs or for advanced positions? 
This study examines job listings for entry- and lower-level 
marketing jobs as well as middle- and senior-level positions 
through a content analysis of job postings on Monster.com. 
The findings of the research may help in the updating of mar-
keting curricula so that marketing graduates are better pre-
pared for many of the jobs available in the first part of the 
21st century.

The Relative Importance  
of Conceptual Knowledge  
Versus Technical Skills

Before the presentation of data that support the claim that 
marketing curricula need to include quantitative analysis 
skills and technical skills such as DBM and Internet analysis 
skills, it is important to address some philosophical issues 
pertaining to the acquisition of such skills. DBM, Internet 
ana lytics, and other technology and e-marketing skills are 
technical skills that may be classified as vocational skills 
(competencies specific to the performance of a technical task). 
Schibrowsky, Peltier, and Boyt (2002) describe the pedagogi-
cal challenges of balancing conceptual knowledge in market-
ing (and in the other business disciplines), with technical 
skills needed to perform specific tasks. Conceptual knowl-
edge focuses on the theoretical background of the discipline 
of marketing and has a long life cycle. Technical or voca-
tional skills on the other hand change rapidly. The specific 
techniques currently used for DBM are different from those 
used 5 years ago and will differ from those that will be used 
5 years from now. Schibrowsky et al. (2002) call for the 
blending of conceptual knowledge with practical skills as the 
preferred approach for professional education. However, most 
business school curricula appear to focus on conceptual knowl-
edge as such knowledge is perceived as being more impor-
tant for marketing management positions whereas practical 
skills are generally viewed as being more useful in entry-level 
positions in marketing (Davis, Misra, & Van Auken, 2002).

AACSB’s directive for business schools to remain current 
in the practice of business requires ongoing monitoring of 

developments in businesses and organizations and continu-
ous efforts to adapt and improve the business curriculum. 
For this reason, executive advisory boards and surveys of 
alumni have become crucial elements in business schools’ 
assurance of learning programs. Business schools use infor-
mation about the skills valued by businesses and organiza-
tions to prepare graduates for employment (AACSB, 2006). 
Several studies have been published in the marketing educa-
tion literature examining the knowledge and skills required 
for success in the workplace from the perspective of alumni 
and employers (Barr & McNeilly, 2002; Davis et al., 2002; 
Raymond, Carlson, & Hopkins, 2006; Taylor, 2003). Most 
of these studies document the importance of training in oral 
and written communication and critical thinking skills. These 
meta-skills are relevant not only for entry-level jobs but also 
for advancing into middle- and senior-level marketing jobs.

Although surveys of stakeholders are extremely important in 
the learning assurance process, Davis et al. (2002) point to sev-
eral problems endemic to such a research approach. These 
include sampling issues, time-dependent results, results that 
cannot be generalized to other institutions, and problems with 
validity. Davis et al. (2002) also note that alumni’s year of grad-
uation is another important factor that needs to be controlled. 
More recent alums are likely to hold entry- or middle-level mar-
keting positions whereas earlier alums are more likely to hold 
middle- and senior-level positions and may value a different set 
of knowledge and skills. Ultimately, business schools need to 
find a balance between the knowledge and skills that graduates 
need for entry-level jobs and the knowledge and skills needed to 
advance to middle- and upper-management positions.

To avoid some of the sampling and methodological issues 
discussed by Davis et al. (2002), this study focuses on the 
content analysis of knowledge and skills required for entry-, 
lower-, middle-, and upper-level marketing jobs in electronic 
job postings on Monster.com. The primary advantage of a 
content analysis of job postings on the Internet is the avail-
ability of detailed information on the skills, knowledge, and 
experience required, as compared with printed job listings 
(Gallivan, Truex, & Kvasny, 2004). Gallivan et al. (2004) 
theorized that online listings remove the concerns of paying 
by the line or by the word that characterized printed job list-
ings and thus provide more information as to the knowledge 
and skills required for the advertised job.

Monster.com was chosen over its close competitor 
CareerBuilder.com because of the lower risk of including 
duplicate listings in the analysis. As CareerBuilder.com is 
owned by three newspaper publishers, namely Gannett Co, 
Inc., Tribune Company, and The McClatchy Company 
(www.careerbuilder.com/share/aboutus), it includes numer-
ous redundant job listings that appear in the newspapers 
owned by these publishing organizations. The same job list-
ing often appears three or four times on CareerBuilder.com. 
Thus, to avoid duplicate data entries, we chose to base our 
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analysis on Monster.com listings. In addition, there are indi-
cations that Monster.com was winning the war of web traffic 
during the months when the data for this study were collected. 
The web traffic service Quantcast estimates that Monster.com 
experienced a surge in traffic during the summer months of 
2009 with an average of 27 million unique visitors per month 
(http://www.quantcast.com/monster). Visitor traffic to the 
site peaked during the week of June 17, 2009 with 19.7 million 
visits to the site. According to Quantcast.com, Career 
Builder.com’s peak traffic of 7.1 million visitors occurred 
during the week of January 13, 2009, with February 2009 
recording the largest number of monthly visitors (16.5 million 
unique visitors).

Research Method
This study uses content analysis to examine the knowledge 
and skills listed as requirements for marketing jobs on 
Monster.com in five metropolitan areas that were chosen to 
reflect the diversity of companies and organizations in the 
United States. Atlanta, GA, was chosen to reflect the South-
eastern section of the United States. Atlanta is ranked fifth 
among U.S. cities in terms of the concentration of Fortune 
500 company headquarters. Notable employers in Atlanta 
include Coca-Cola, Home Depot, AT&T, Delta Airlines, and 
UPS (Atlanta Business Chronicle, 2008). The Chicago met-
ropolitan area was selected to represent the Midwest because 
of the large representation of Fortune 500 company head-
quarters, including retail giants such as Sears and Walgreens, 
financial and insurance services such as State Farm and All-
state Insurance, foods (Sara Lee), transportation (Boeing and 
United Airlines), and many others (Choose Chicago, 2008). 
The Los Angeles metropolitan area was chosen because of 
the large representation of entertainment companies and its 
diversified economy, represented by companies such as Dis-
ney, Direct TV, Northrop Grumman, Occidental Petroleum, 
Mattel, Dole Foods, KB Home, and others (CNNMoney.com, 
2008). New York City was chosen to represent the mid-
Atlantic coastal area of the United States. New York City is 
the largest urban area in the United States and the second 
largest economic area in the world (Zumbrun, 2008). It is the 
headquarters of 43 Fortune 500 companies (CNNMoney.com, 
2008). The Seattle metropolitan area was chosen because of 
the dominance of Internet and technology companies, such as 
Microsoft, Amazon.com, Real Networks, Nintendo, Expedia, 
and Drugstore.com (Enterprise Seattle, 2008). In addition to 
the in-depth examination of marketing jobs in these five 
metropolitan areas, we also examined the incidence of 
specific job skills such as “quantitative analysis” and “CRM” 
(customer relationship management) using the nationwide 
database of Monster.com.

The search function of Monster.com was used to select 
the job listings used in this research. The search term of 

“marketing” was used as the primary screening criterion. To 
get a broad cross section of marketing jobs, no employment 
type subcategories were used in the search function. Only 
jobs that required or indicated a preference for an undergrad-
uate or graduate degree in marketing or business administra-
tion were selected. A systematic sample (selecting every 
third qualifying job) was used in each of the five locations. 
In the event that the third job listing did not require or indi-
cate a preference for an undergraduate or graduate degree in 
marketing or business, the next job listing was selected. 
Duplicate listings were skipped.

The sampling process began in July and lasted through 
September 2009, using job listings posted as early as June 1, 
2009. Listings were organized by date, so the most recent job 
postings appeared first. Later listings were selected using the 
same systematic sampling process described earlier until the 
selection process reached the first date of an earlier search. 
One hundred job listings were content-analyzed for each of 
the five metropolitan areas for a total sample of 500 market-
ing job listings. The coding and data entry were conducted 
primarily by a graduate research assistant (88%), with some 
help from an office assistant (2%). About 10% of the data 
was entered by one of the authors of this study in the process 
of training the graduate research assistant and the office 
assistant. All data entries included information on the name 
of the business posting the job listing, the date of the listing, 
and the type of job advertised. This identification was used 
by one of the authors of this study to check for quality and 
consistency so that uniform coding criteria were used for all 
the data used in this study.

Marketing jobs were classified as entry, lower, middle, 
and senior level based on the number of years of experience 
required and the degree requirements. All job listings used 
for this study either required or preferred that the applicants 
have a 4-year college degree. As this study focuses on the 
skills and knowledge required of marketing graduates, jobs 
that could be filled by individuals without a 4-year college 
degree were not included in the sample.

Job listings that were classified as entry level required no 
experience or minimal job experience (less than 2 years). 
The next level of jobs required 2 to 4 years experience, but 
no advanced degree. Middle-level jobs required 5 or more 
years of experience or less experience with an advanced degree. 
The classification of jobs was consistent with classifications 
used by PayScale.com (2010) and Monster.com (2009). The 
5-year experience level is generally viewed as the inflection 
point for greater responsibilities at work and higher wages. 
Our initial classification method allowed for a job to be listed 
as mid-level if an advanced degree (MBA) was required, but 
the experience requirements were lower. We created this 
classification based on research by the Graduate Management 
Admission Council (2009), which indicates that even in a 
recessionary environment, graduates with an MBA command 
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higher wages than graduates with an undergraduate degree in 
business. However, the overall number of job listings requir-
ing an advanced degree was relatively small (see section on 
description of the sample), and all such listings required 5 or 
more years of experience. At the top level of job listings, we 
classified postings for directors, vice presidents, or higher 
ranking corporate officers.

Conceptual knowledge was classified according to the 
areas discussed in most textbooks on principles of marketing. 
Skills were classified into two categories: meta-skills involv-
ing knowledge that applies to most business disciplines (oral 
and written communications skills, working in teams, etc.) 
and technical skills usually involving knowledge of specific 
types of software (MS Office, SPSS, Access, etc.), program-
ming languages (Java, Flash, SQL, XML, etc.), or specific 
types of Internet marketing analytics (tag architecture for 
Atlas, WebTrends, etc.).

Research Questions
This research aims to describe the knowledge and skills 
required for different levels of marketing jobs. Technological 
developments have transformed the way U.S. businesses and 
organizations conduct their activities in the past 10 years. 
The increasing importance of technical skills has been docu-
mented in academic studies conducted for other disciplines 
(Sodhi & Son, 2008) as well as by the National Association 
of Colleges and Employers (2009) and human resources pro-
fessionals (Hansen & Hansen, 2009). However, do job list-
ings for marketing positions reflect these national trends? 
And, is the demand for applicants with quantitative and tech-
nical skills restricted to entry- and lower-level positions, or 
do all levels of marketing jobs require such skills? Accord-
ing to Davis et al. (2002), technical skills are viewed as being 
more important for entry-level positions whereas marketing 
knowledge and critical thinking skills are more important for 
middle- and upper-level jobs. Thus, our research questions 
focus on the blending of skills and knowledge required by 
employers of recent marketing graduates as well as market-
ing alumni with several years of experience.

Research Question 1: Do entry- and lower-level posi-
tions in marketing require mostly technical skills 
rather than conceptual knowledge?

Research Question 2: Do middle- and upper-level jobs 
in marketing require mostly conceptual knowledge 
of marketing rather than technical skills?

The topic of regional variations in marketing skills required 
by employers has not been addressed in the marketing liter-
ature. However, as the types of businesses and organizations 
vary by location, it is reasonable to assume that regional 
variations in required job skills exist. In this study, we 

selected five metropolitan areas (Atlanta, GA; Chicago, IL; 
Los Angeles, CA; New York, NY; Seattle, WA) that rep-
resent a broad spectrum of industries ranging from packaged 
goods, financial services, and insurance to transportation, 
telecommunications, and technology.

Research Question 3: Do the skills required for mar-
keting positions differ in the five metropolitan areas 
included in the sample?

Description of the Sample
Entry-level positions make up only 15.4% of our sample, 
lower-level jobs make up 38.8%, whereas middle-level jobs 
make up 32.8%, and senior- or upper-level jobs make up 
12.8% of our sample. The low percentage of entry-level jobs 
is not surprising in light of several news stories in recent 
months. ABC News reported that a survey commissioned by 
the National Association of Colleges and Employers showed 
that only 19.7% of new college graduates who had applied 
for a job in 2009 had been able to obtain one by the time they 
graduated. This compares with 51% of college graduates 
who had jobs when they graduated from college in 2007 and 
26% who had jobs on graduation in 2008 (Berman, 2009). It 
is noteworthy, however, that the percentage of jobs at each 
skill level varied by metropolitan area. The percentage of 
entry-level jobs ranged from a high of 20% of job listings in 
New York City to a low of 8% of job listings in Seattle. Nev-
ertheless, the relatively low percentage of entry-level jobs in 
all five metropolitan areas indicates that most employers 
seek to hire applicants with skills and experience, rather than 
new college graduates. However, regardless of the level of 
the job listing, the vast majority of employers required appli-
cants to have a bachelor’s degree rather than a graduate degree. 
More than 95% of jobs analyzed from Atlanta, Chicago, Los 
Angeles, and New York City required only a bachelor’s 
degree. The sole exception is Seattle, where 14% of the mar-
keting job listings required or indicated a preference for a 
graduate degree.

The types of industries included in our sample reflect 
those businesses and organizations that had listings on 
Monster.com for each of the five metropolitan areas between 
July and September 2009. Table 1 shows the proportion of 
job listings in the sample by industry and by metropolitan 
area. As the five cities in our sample were selected because 
each represented a different industrial base, the differences 
in the proportion of jobs by industry type are not surprising. 
Los Angeles and New York City have the highest proportion 
of jobs listings by advertising agencies. Seattle has the high-
est proportion of job listings in telecommunications and in 
computer and information services. Chicago, Los Angeles, 
and Atlanta had the highest percentage of job listings in man-
ufacturing. Seattle and New York have the lowest proportion 
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of job listings in manufacturing. However, the different pro-
portions of industry groups and organizations in the five 
metropolitan areas did not have a significant effect either on 
the level of jobs advertised or in the educational require-
ments of job applicants.

Findings
Tables 2, 3, and 4 summarize the skills and knowledge listed 
in job announcements for the four levels of marketing 
jobs on Monster.com in the Atlanta, Chicago, Los Angeles, 
New York City, and Seattle metropolitan areas. Skills were 

divided into two categories: technical skills and meta-skills. 
Technical skills refer to knowledge of specific software (Excel, 
PowerPoint, SPSS, SAS, and others), programming langu-
ages such as SQL, Java, Flash, and XML, or other technical 
knowledge. Meta-skills are broad-based skill types that are 
applicable to all jobs in businesses (i.e., oral and written 
communications, team management skills, time management, 
and others). Conceptual marketing knowledge refers to the 
subject areas found in most marketing curricula.

Surprisingly, there were only two types of technical skill 
requirements (competency in MS Office and Outlook) that 
varied significantly by job level (Table 2). Knowledge of 

Table 1. Differences in the Percentage of Job Listings by Industry and by Metropolitan Area

Type of Industry Atlanta, GA Chicago, IL Los Angeles, CA New York, NY Seattle, WA Total

Business services (accounting, 
consulting, legal)

14.0 14.0  7.0 14.0 12.0 12.2

Computer software, information 
services

10.0  9.0 10.0  5.0 20.0 10.8

Advertising 11.0  9.0 16.0 18.0  5.0 11.8
Financial services and insurance 10.0 12.0 10.0 11.0  6.0  9.8
Education  0.0  1.0  1.0  4.0  0.0  1.2
Electronics  3.0  2.0  5.0  2.0  5.0  3.4
Health care and drugs 10.0  6.0  3.0  6.0  3.0  5.6
Manufacturing 11.0 15.0 14.0  5.0  2.0  9.4
Health and beauty products, 

detergents, cleaning supplies
 1.0  0.0  1.0  1.0  1.0  0.8

Food (including packaged food) and 
restaurant services

 3.0  6.0  4.0  3.0  2.0  3.6

Beverages  2.0  1.0  0.0  0.0  0.0  0.6
Retail  7.0  3.0 11.0 11.0  9.0  8.2
Telecommunications  5.0  4.0  6.0  2.0 23.0  8.0
Other 13.0 18.0 12.0 18.0 12.0 14.6
Number of job listings 100 100 100 100 100 500

Note: F2 = 130.0; probability = .00.

Table 2. Technical Job Skills by Job Level as a Percentage of Job Listings

Entry Level 2-4 Years 5 or More Years Upper Management Total Statistical Significancea

Technical skills
MS Office skillsb 58.4 54.1 43.6 25.0 47.6 .00
MS Outlook 35.1 29.4 23.0 12.5 26.0 .01
Statistical software 14.3 18.0 18.8 12.5 17.0 NS
Database analysis 41.6 39.7 44.2 31.2 40.4 NS
Customer relationship 

management
31.2 31.4 32.1 20.3 30.2 NS

Data mining  6.5  8.2  8.5  3.1  7.4 NS
Internet marketing tools 36.4 31.4 37.6 28.1 33.8 NS
Other analytics/software 35.1 37.1 41.8 45.3 39.4 NS
Number of job listings 77 194 165 64 500

a. A chi-square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.
b. MS Word, PowerPoint, Excel.
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these software programs was significantly more likely to be 
listed as a requirement for entry- and lower-level positions than 
for middle- to upper-level positions. For example, knowledge 
of MS Office was listed as a requirement in 58.7% of entry-
level jobs, 54.1% of jobs that required 2 to 4 years of experi-
ence, in 43.6% of job listings requiring 5 or more years of 
exp erience, and in only 25% of listings for upper-management 
jobs. Remarkably, more advanced technical skills app eared 
to be required equally frequently for most job levels. Table 2 
shows that database analysis was listed as a requirement 
for 41.6% of entry-level jobs, 39.7% of the jobs that required 
2 to 4 years of experience, 44.2% of jobs requiring 5 or 
more years of experience, and 31.2% of listings for 

upper-management jobs. Many of the skill categories in the 
job listings required specific knowledge that is usually not a 
part of the marketing curriculum. For example, under Inter-
net marketing tools, we classified skills such as knowledge 
of Java, XML, knowledge of tag methodology used by Atlas, 
Webtrends, or Omniture, search engine optimization (SEO), 
and others. About a third of the job listings that we analyzed 
included the requirement of such specialized knowledge in 
all but the upper-management category.

Although most differences in the technical skill levels listed 
as job requirements were not statistically significant, it may 
appear from the percentages reported in Table 2 that upper-
management jobs listings have a somewhat smaller percentage 

Table 3. Meta-Skills by Job Level as a Percentage of Job Listings

Meta-skills Entry Level 2-4 Years 5 or More Years Upper Management Total Statistical Significancea

Oral communications 84.4 83.5 84.8 75.0 83.0 NS
Written communications 75.3 79.9 74.5 64.1 75.4 NS
Presentations 67.5 74.7 73.9 62.5 71.8 NS
Team/relational/leadership skills 55.8 63.4 70.3 75.0 66.0 .05
Detail oriented 36.4 32.5 32.7 23.4 32.0 NS
Time management 40.3 50.5 40.6 45.3 45.0 NS
Creative problem solving 27.3 27.3 33.3 26.6 29.2 NS
Statistics, quantitative analysis 35.1 49.0 50.3 42.2 46.4 NS
Ethics 13.0  3.1  4.2  4.7  5.2 .00
Number of job listings 77 194 165 64 500

a. A chi-square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.

Table 4. Conceptual Marketing Knowledge by Job Level as a Percentage of Job Listings

Marketing Knowledge Entry Level 2-4 Years 5 or More Years Upper Management Total Statistical Significancea

Develop marketing plans 19.5 21.6 40.0 40.6 29.8 .00
Manage marketing functions 26.0 31.4 51.5 65.6 41.6 .00
Product/brand management 19.5 30.4 42.4 42.4 34.2 .00
Supply chain management  7.8  6.2 15.8 10.9 10.2 .02
Segmentation, positioning, strategy  6.5  6.2 14.5  7.8  9.2 .04
Pricing 13.0  9.8 18.2 21.9 14.6 .04
Forecasting, budgeting 27.3 32.5 43.0 54.7 38.0 .00
Marketing research 51.9 43.8 50.3 48.4 47.8 NS
Global marketing  3.9  1.5  4.8 17.2  5.0 .00
Customer behavior 53.2 62.4 64.2 45.3 59.4 .03
Selling 41.6 41.2 39.4 26.6 38.8 NS
Sales management 36.4 45.4 55.2 35.9 46.0 .01
Internet marketing 36.4 33.5 43.6 31.2 37.0 NS
Promotion/advertising 45.5 54.1 57.6 59.4 54.6 NS
Public relations 28.6 28.9 22.4 32.8 27.2 NS
Direct marketing 26.0 33.5 35.8 17.2 31.0 .03
Merchandising  6.5 11.3  6.1  4.7  8.0 NS
Industry-specific knowledge 11.7 33.5 50.9 37.5 36.4 .00
Number of job listings 77 194 165 64 500

a. A chi-square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.
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of technical skill requirements (i.e., statistical software, CRM, 
data mining, Internet marketing tools). However, the conclu-
sion that upper-management jobs require fewer technical skills 
is most likely incorrect. More than 45% of upper-management 
job listings required advanced technical skills in the category 
of “other analytics/software.” In our coding of job skills, we 
used the category of other analytics/software as a catch all 
for industry-specific software or analysis skills. For exam-
ple, some job announcements included nonspecific descrip-
tions of additional software tools that the individual who 
would be hired should possess, “pertinent mainframe soft-
ware packages,” or it could be a listing of specific analytics 
tools such as experience with “data from retailer and/or 
CPG POS systems and/or syndicated data such as IRI, 
Nielsen, Spectra, and so on.” Thus, job listings for upper-
management positions often require that candidates possess 
very specialized skills in their industry. These findings add-
ress Research Question 1 and represent a departure from the 
assumption that technical skills are required mostly in jobs 
occupied by recent college graduates and not for upper-
management jobs.

Table 3 presents our analysis of differences in the impor-
tance of meta-skills for the four job levels. There were only 
two categories of meta-skills that were found in significantly 
different proportions of job listings. Team, relational, or 
leadership skills appear to increase in importance with job 
level. Whereas 55.8% of entry-level jobs listed team, rela-
tional, or leadership skills as a job requirement, three quar-
ters (75%) of upper-management jobs in marketing listed 
such personal skills as a job requirement. Second meta-skill 
where we found significant differences was ethical decision 
making. Personal ethics and ethical decision-making skills 
appear to be most important for entry-level jobs (13%), 
rather than for all other job levels. However, although we 
observed no statistically significant differences in the required 
meta-skills among job categories, most meta-skills were 
viewed as being very important. The most frequently listed 
meta-skills are oral communications (appearing in 83% of 
job listings), written communications (75.4%), presentations 
(71.8%), team/relational/leadership skills (66%), quantita-
tive analysis (46.4%), time management (45%), detail orienta-
tion (32%), and creative problem solving (46.4%).

In the area that we classified as marketing knowledge, we 
found several significant differences in the specific areas of 
expertise required of job applicants for marketing positions 
in the four job levels we examined. Significant differences 
between the marketing knowledge required at the different 
job levels are found in the following areas: developing a 
marketing plan, managing marketing functions, product or 
brand management, supply chain management, segmentation/
positioning/strategy, pricing, forecasting/budgeting, global 
marketing, customer behavior, sales management, direct mar-
keting, and industry-specific knowledge (Table 4). In all 

these categories of marketing knowledge, most of the statis-
tically significant differences are between the conceptual 
knowledge areas for entry- or lower-level and middle- or 
upper-level jobs. In some areas of marketing knowledge, the 
relationship between skill level and percentage of jobs 
requiring a specific area of marketing knowledge is almost 
linear. For example, whereas only 26% of entry-level posi-
tions require some expertise in the management of marketing 
functions, 31.4% of lower-level jobs require such knowl-
edge, compared with 51.5% of middle-level jobs and 65.6% 
of upper-level marketing jobs. In other categories such as 
supply chain management and segmentation/positioning/
strategy, we found that the requirement for specific areas of 
marketing knowledge peaks at middle-level jobs and then 
declines in upper-level job listings.

Surprisingly, there are several areas of marketing knowl-
edge where there are no significant differences between the 
percentages of job listings that included a specific area of 
knowledge (Table 4). The areas of marketing knowledge 
where we found no significant differences between job 
levels are marketing research, selling, Internet marketing, 
promotion/advertising, public relations, and merchandising. 
Although the specific responsibilities of individuals hired 
for those positions will differ by job level, subject knowl-
edge in those areas is equally a requirement for lower-level 
as well as upper-level jobs in marketing. For example, for 
the 51.9% of entry-level jobs that required some knowledge 
of marketing research, these skills would likely involve 
developing a questionnaire, selecting a sample, coding, or 
analyzing data. However, the 48.4% of upper-level market-
ing management jobs that listed marketing research as a 
requirement, most likely involve a broader understanding of 
the marketing research function. Similarly, a lower- or middle-
level employee may be involved in writing advertising copy, 
but most (59.4%) of the upper-level managers recruited from 
these job listings would have to evaluate advertising copy 
as well as evaluate advertising strategies. Thus, the answer 
to Research Question 2 is somewhat surprising. Although 
in general, entry-level marketing jobs require less concep-
tual knowledge than upper-level marketing jobs, employers 
appear to require that applicants for all position levels pos-
sess significant conceptual knowledge in the discipline of 
marketing.

Tables 5, 6, and 7 summarize the skills and knowledge for 
middle- and upper-level marketing job listings for Atlanta, 
Chicago, Los Angeles, New York City, and Seattle. We had 
assumed that as each of these metropolitan areas is charac-
terized by different industries, we would find a substantial 
number of significant differences in the marketing knowledge 
and skills listed as requirements for marketing jobs. Although 
these findings may be partially accounted for by the different 
proportion of openings for the four skill levels in each area, 
regional differences in requirements for marketing knowledge 
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Table 5. Technical Job Skills by Metropolitan Area as a Percentage of Job Listings

Technical Skills Atlanta, GA Chicago, IL Los Angeles, CA New York, NY Seattle, WA Statistical Significancea

MS Office skillsa 40.0% 48.0 50.0 52.0 48.0 NS
MS Outlook 9.0 13.0 36.0 44.0 28.0 .00
Statistical software 12.0 10.0 19.0 17.0 27.0 .01
Database analysis 26.0 33.0 53.0 45.0 45.0 .00
Customer relationship 

management
28.0 30.0 42.0 28.0 23.0 .05

Data mining 5.0  6.0  6.0  6.0 14.0 NS
Internet marketing tools 21.0 27.0 34.0 35.0 52.0 .00
Other analytics/software 57.0 45.0 34.0 11.0 50.0 .00
Number of job listings 100 100 100 100 100

a. A chi-square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.

Table 6. Meta-Skills by Metropolitan Area as a Percentage of Job Listings

Meta-Skills Atlanta, GA Chicago, IL Los Angeles, CA New York, NY Seattle, WA Statistical Significancea

Oral communications 74.0% 81.0 86.0 91.0 83.0 .02
Written communications 55.0 74.0 76.0 89.0 83.0 .00
Presentations 63.0 64.0 72.0 91.0 69.0 .00
Team/relational/leadership skills 52.0 67.0 64.0 61.0 86.0 .00
Detail oriented 14.0 24.0 28.0 30.0 64.0 .00
Time management 35.0 41.0 44.0 42.0 63.0 .00
Creative problem solving 14.0 16.0 32.0 42.0 42.0 .00
Statistics, quantitative analysis 38.0 39.0 52.0 52.0 51.0 NS
Ethics 7.0  4.0  6.0  4.0  5.0 NS
Number of job listings 100 100 100 100 100

a. A chi-square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.

Table 7. Conceptual Marketing Knowledge by Metropolitan Area as a Percentage of Job Listings

Marketing Knowledge Atlanta, GA Chicago, IL Los Angeles, CA New York, NY Seattle, WA Statistical Significancea

Develop marketing plans 14.0% 17.0 21.0 36.0 61.0 .00
Manage marketing functions 27.0 22.0 39.0 52.0 68.0 .00
Product/brand management 29.0 28.0 26.0 46.0 42.0 .01
Supply chain management 11.0  3.0 10.0  8.0 19.0 .01
Segmentation, positioning, strategy 5.0  3.0 15.0  6.0 17.0 .00
Pricing 20.0 12.0 12.0 12.0 17.0 NS
Forecasting, budgeting 30.0 32.0 43.0 38.0 47.0 NS
Marketing research 41.0 48.0 54.0 50.0 46.0 NS
Global marketing 5.0  4.0  2.0  4.0 10.0 NS
Customer behavior 60.0 60.0 56.0 60.0 61.0 NS
Selling 48.0 38.0 42.0 38.0 28.0 NS
Sales management 49.0 41.0 53.0 45.0 42.0 NS
Internet marketing 22.0 28.0 37.0 35.0 63.0 .00
Promotion/advertising 44.0 51.0 55.0 65.0 58.0 .04
Public relations 14.0 20.0 27.0 48.0 27.0 .00
Direct marketing 32.0 21.0 26.0 35.0 41.0 .02
Merchandising 5.0  8.0  9.0 12.0  6.0 NS
Industry-specific knowledge 33.0 18.0 28.0 40.0 63.0 .00
Number of job listings 100 100 100 100 100

a. A-chi square probability of d.05 was used to indicate statistical significance. NS indicates that the differences between the different groups were not 
statistically significant.
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and skills should be noted by marketing educators as they 
develop curricula for their students.

In the area of technical skills, we only found two catego-
ries (MS Office and data mining) where there were no statisti-
cally significant differences between the metropolitan areas 
in our sample (Table 5). Knowledge of MS Outlook appeared 
more frequently as requirement in job listings for New York 
City and Los Angeles, knowledge of statistical analysis soft-
ware was required more frequently in Seattle, database analy-
sis and CRM were listed more frequently in Los Angeles 
jobs, whereas Internet marketing tools were required for more 
than half the marketing jobs listed in the Seattle market.

There are also statistically significant differences in the 
meta-skills required in the five metropolitan areas (Table 6). 
Oral and written communications and presentations are listed 
in about 90% of the marketing job listings in New York City. 
Team/relational/leadership and time management skills, as 
well as a detail orientation, are listed more frequently in Seat-
tle. In general, Los Angeles, New York City, and Seattle list-
ings contained more meta-skill competency requirements 
than jobs listed in Atlanta or Chicago.

In the area of marketing knowledge, we found relatively 
the fewest statistically significant areas between the five 
metropolitan areas (Table 7). There are no statistically sig-
nificant differences in the following areas of marketing 
knowledge: pricing, forecasting/budgeting, marketing research, 
global marketing, customer behavior, selling, sales manage-
ment, and merchandising. There exist statistically signifi-
cant differences in the knowledge required in the areas of 
developing a marketing plan, managing marketing func-
tions, product or brand management, supply chain manage-
ment, segmentation/positioning/strategy, Internet marketing, 
promotion/advertising, public relations, direct marketing, and 
industry specific knowledge.

To address Research Question 3, we also examined the 
national job market by using the search engine within 
Monster.com in order to find the prevalence of different 
types of knowledge and skills for marketing job listings on a 
national level. However, the variability in the manner differ-
ent skills are described in job postings presented a significant 
obstacle to this analysis. For example, when we searched for 
Marketing AND (writing OR written communications), we 
received 3,520 listings out of a base of 9,928 (35.5%). How-
ever, we know from several sources (Hansen & Hansen, 2009; 
National Association of Colleges and Employers, 2009) as 
well as from our own research that written communication 
skills are extremely important to employers. Interestingly, 
when we searched Monster.com’s national database for 
analysis-specific job descriptions, the results were similar to 
those obtained in our examination of job listings in the five 
metropolitan areas used in our sample. For example, search-
ing for Marketing AND analysis resulted in 4,386 listings 
out of a base of 9,928 (44.1%). The percentage of job listings 

requiring analytical skills in our sample was 46.4 (see Table 
3). So, analytical skills appear to be very important for many 
types of marketing positions across the United States. When 
we looked for the prevalence of listings requiring an under-
standing of marketing on the Internet, we used the terms 
marketing AND online, which resulted in 4,664 listings. 
However, using the search terms, marketing AND (Internet 
OR online) resulted in 6,231 listings out of the same base of 
9,928 (62.8%). Our content analysis of job listings in the five 
metropolitan resulted in a much smaller percentage of jobs 
requiring familiarity with Internet marketing (37.0%, 
reported in Table 3), so it is most likely that the search terms 
we used in our analysis of the national database cast a broader 
net than the focus on understanding the knowledge area of 
“Internet marketing.”

Using Monster.com’s national database to search for the 
specific types of analysis tools, however, often posed sub-
stantial difficulties in arriving at the proper search syntax. 
For example, the terms “marketing” AND “customer rela-
tionship management” OR CRM resulted in 2,042 listings 
(20.6%), whereas searching for marketing AND database 
resulted in 2,012 listings out of base of 9,928 (20.2%). 
However, the requirement for database analysis skills can 
also be described using the specific database analysis soft-
ware, such as MS Access, Dbase, Act!, and others. As 
many of these software names can appear in the same job 
listings, estimating the number of jobs nationally that spec-
ify database analysis skills proved to be very difficult. We 
concluded, therefore, that content analysis performed by a 
researcher is a better method for analyzing the prevalence 
of the requirements for specific skills or areas of marketing 
knowledge than search queries seeking the frequency of 
specific words.

However, the difficulty of getting a precise number of job 
listings that require specific analysis skills should not over-
shadow the importance of such skills for marketing gradu-
ates. Analytical skills are important not only for those seeking 
marketing jobs in the five metropolitan areas included in our 
sample but appear in 44.1% of job listings nationally. Even 
more specific technical analysis skills seem to be important 
in Monster’s national database. For example, database anal-
ysis skills are required in at least 20.2% of national job list-
ings’ marketing positions. The number of jobs requiring 
those skills is even greater if one includes job listings requir-
ing experience in MS Access or other database analysis soft-
ware. Even queries for very specialized technical skills result 
in a significant number of job listings. For example, we 
found that 574 marketing job listings out of a base of 9,928 
included the terms “search engine optimization” or “SEO.” 
Thus, the overall trend of requiring technical analysis skills 
appears to be documented not only in our sample of 500 job 
listings but also through search queries in Monster.com’s 
national database.
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Discussion

This study examines the specific skill sets and knowledge 
required for four levels of marketing jobs in Atlanta, Chicago, 
Los Angeles, New York City, and Seattle that were listed on 
Monster.com. Most of the earlier studies on this topic used 
surveys or focus groups of alumni, recruiters, other employ-
ers, or executive advisory boards. Each of these earlier stud-
ies has its own limitations (Davis et al., 2002). Most notable 
limitations of these studies are the ability of a sample to rep-
resent all employer types, geographic differences, and changes 
over time in the knowledge and skills valued by employers. 
The current study also has limitations because of the size of 
the sample and the areas selected for the sample as well as 
the effects of the economic slowdown of the 2009 recession. 
In addition, the selection of Monster.com’s job listings’ data-
base as the sample frame may not be representative of all 
marketing jobs that are available nationally. Smaller compa-
nies or companies located in smaller towns may be less likely 
to post job listings with Monster.com than larger companies. 
Undoubtedly, there are many companies that use free resources 
to post job openings in marketing (placing a sign at the win-
dow, posting on the firm’s website, sending an e-mail mes-
sage to college career centers, posting the job on Craig’s List, 
etc.). However, even when we take these limitations into 
consideration, this study documented some notable changes 
in the knowledge and skills required by employers of mar-
keting graduates that need to be considered by marketing 
educators in the development of marketing curricula.

As with earlier studies of employers and alumni, this 
study found that new and recent marketing graduates rely 
more on skills than marketing knowledge for their jobs. But 
the specific skills needed for success at entry- or lower-level 
marketing jobs are more extensive than what was noted in 
earlier studies. In addition to oral and written communica-
tions and the ability to work in teams, marketing graduates 
also need to possess significant technical skills to allow them 
to analyze information in databases and on the Internet. 
Unless marketing students take courses in Management 
Information Systems and in Computer Science, it is unlikely 
that they will be able to develop competencies in the use of 
SQL, SAP, XML, SharePoint, tagging Internet advertising, 
and so on. Similarly, although most recent marketing gradu-
ates were probably taught about the importance of Internet 
marketing and CRM, they are not instructed how to analyze 
relevant information in those areas.

Equally important is the finding that many middle- and 
upper-level marketing jobs require technical skills such as 
database analysis and other industry-specific types of soft-
ware and analytics. As many people who in the past would 
have been considered for such middle- and upper-level jobs 
most likely graduated 5 to 20 years ago, many may not pos-
sess the cutting-edge technical skills required for many such 

positions. This finding may provide an explanation for the 
difficulty older workers have in finding other jobs if they are 
laid off. Age discrimination may not be the only reason for 
the phenomenon described in Fortune magazine as “50 and 
Fired” (Helyar, 2005). The findings of this research suggest 
the need for ongoing training in technical skills as well as in 
areas of marketing knowledge for marketing graduates of 
earlier years.

The need for ongoing marketing training is also demon-
strated in the area of marketing knowledge. The analysis of 
the knowledge and skills required for middle- and upper-
level marketing jobs provides some very encouraging find-
ings for marketing educators. In contrast to findings by Arora 
and Stoner (1992) and Davis et al. (2002), many employers 
are now seeking to employ individuals who understand con-
cepts and theories taught in marketing courses, such the 
development of marketing plans, product management, pro-
motion management, Internet marketing, sales management, 
and marketing research. Thus, the conceptual knowledge 
that students receive in their marketing concentration courses 
will facilitate their career advancement efforts at all stages of 
their work experience.

Implications
Our recommendation to incorporate more technical skills in 
the marketing curriculum, however, may represent a chal-
lenge for marketing educators. Currently, there are very few 
business programs that offer a concentration in marketing 
technology. The Center for Marketing Technology (CMT) at 
Bentley University offers a glimpse at what such programs 
will offer in the future. The CMT offers ongoing seminars on 
marketing technology issues that can be attended by both 
undergraduate and graduate students. CMT staff train stu-
dents on the use of software for marketing technology, and 
such software is updated on an ongoing basis. In December 
2009, CMT’s website included free online tutorials on the 
use of MediaMark and Qualitap data, the use of Qualtrics 
survey software for developing online surveys, SPSS for data 
analysis, and Tapscan software for media planners (Bentley 
University, 2009).

Proponents of the liberal arts education model for market-
ing education (as described by Schibrowsky et al., 2002) may 
find developments such as the creation of the CMT at Bent-
ley University disturbing. These marketing educators focus 
on teaching students the foundations of the discipline of mar-
keting and few of the analytical skills required for marketing 
decisions. It is very likely that they would prefer to relegate 
marketing technology teaching to community colleges and 
other vocational schools offering instruction on the latest 
software and programming languages. The professional school 
model articulated by Schibrowsky et al. (2002), however, 
requires the blending of theoretical marketing knowledge 
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with the skills needed for the job. To use a medical analogy, 
marketing graduates who are not familiar with the latest 
technologies are similar to doctors who do not know the 
applications of new medical technology and medications. A 
physician is not expected to know how to operate the latest 
molecular imaging equipment made by GE, but he or she 
should know what such equipment can do and should be able 
to understand the report that is generated after a patient scan. 
Similarly, a physician is supposed to know what new medi-
cations can do for a patient. It would be ludicrous if a doctor 
had to phone a pharmacist for advice every time he or she 
needed to prescribe medications for a patient.

However, if marketing educators are supposed to become 
competent in the use and analysis of marketing technology, 
who should be responsible for providing such training? Teer 
et al. (2007) found that among the 21 marketing faculty who 
taught DBM (out of a sample of 139), 16 reported that they 
learned the course content on their own, while only three learned 
the material in their doctoral program and two in their mas-
ter’s program. Thus, the Internet analytics and database 
marketing courses may not be available in most marketing 
curricula because business schools have not invested enough 
resources to acquire new software and to train faculty and 
students in their use. In fact, most business schools lack the 
resources necessary for providing continuous training to fac-
ulty. In the absence of administrative support for such training, 
most marketing faculty may have no other option but to remain 
firmly committed to the liberal arts model of business educa-
tion while “outsourcing” the training of marketing technolo-
gies to adjunct professors, technical staff, or employers.

Limitations and Directions for Future Research
Although we believe that the trends documented in this 
research need to be reflected in marketing curricula, there are 
several limitations to this study that should be noted. Although 
Monster.com’s database allowed us to examine detailed job 
listings in several areas, this database does not reflect the 
totality of marketing jobs available in the United States. Job 
listings by smaller companies or companies found outside 
large metropolitan areas may not be fully represented on 
Monster.com. Similarly, government jobs on the federal, 
state, and local level are usually not part of the general 
Monster.com database.

Another limitation of our study is the focus on geographi-
cal areas and not industries. Undoubtedly, many of the dif-
ferences between the five metropolitan areas in our sample 
are due to the different types of businesses and organizations 
in each area. Unfortunately, the number of observations we 
had in each industry category was not large enough to reveal 
statistical differences in the majority of areas of knowledge 
and skills we examined. However, given a larger number of 
observations in each category, it is possible that several 

statistically significant differences could be found for sev-
eral industrial classification categories.

The study is also limited by the period when the data were 
collected. As the U.S. economy returns to a normal pattern of 
job growth, we expect that there will be more marketing jobs 
available in a variety of businesses and organizations.

Finally, this study focused on knowledge and skills that 
are generally part of the marketing curriculum. We believe 
that there are several other variables, such as personality traits, 
that may actually determine who among several equally qual-
ified applicants get the job.

We hope that additional research is conducted in the 
areas discussed in this section as it is essential that market-
ing curricula be continuously adapted and enhanced to bet-
ter prepare marketing graduates for jobs in businesses and 
organizations.
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