
POWERED BY

building the 
teams of 
tomorrow
conversations with
marketing thought leaders

FOOD & NON-ALCOHOLIC BEVERAGE



06
marketing
leaders
30
questions
06
interviews

overview

The food and beverage 
category enjoyed healthy 
growth in 2020. As the public 
health emergency forced 
consumers indoors and 
limited restaurant services, 
the category saw rapid 
expansion, from comfort 
staples to emerging products. 
Everything changed overnight: 
what consumers bought 
— how, when, and where. 
Why they use products and 
how. Where they search for 
information and how they 

make purchasing decisions. 
The pandemic accelerated 
trends already in progress 
and inspired new ones, 
having an impact on how 
companies market their 
brands. We wanted to learn 
the ripple effect this has had 
on marketing leaders and 
the strategic decisions they 
had (and will continue) to 
make around budgets, talent 
management, operations, and 
future planning.
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the 
pandemic
pivot

TOPIC 1

Looking back, everything seemed to shift 
overnight in the early months of the pandemic. 
And the changes just kept coming. As a result, 
many companies were forced to restrategize 
critical aspects of their businesses — from 
where and how their employees worked to 
how brands communicated to their customers. 
As the consumer journey adapted to the new 
normal, brands were tasked with keeping up. 
Plans were scrapped. Budgets were diverted. 
New approaches were inspired. Pivot or perish. 
This period was marked by challenges but also 
remarkable opportunities for business growth.

1/3 of marketing 
leaders said 
decreasing 
the marketing 
budget was their 
most painful 
pandemic-
driven decision

omnichannel 
strategy has 
seen the greatest 
innovation as 
a result of the 
pandemic
Rounding out the top five areas of innovation 
are e-commerce, content strategy, marketing 
operations, and digital marketing strategy.



The pandemic 
highlighted  
that in marketing 
we need to be 
as agile as we 
can, constantly 
pivoting directions 
and trying new 
things.

 — Ricky Fitzpatrick, Director of Marketing

83% said flexibility 
is the superpower 
they discovered  
in themselves as  
the pandemic hit  
& progressed
"Go with the flow but be prepared for the pivot" 
was the motto of the moment. And agility plus 
collaboration were seen as essential soft skills  
for marketing leaders during this time.



the 
evolving 
role of 
marketing

TOPIC 2

Digital marketing was already a growing priority 
for most companies, but some experts believe 
that the pandemic accelerated the trend by 
2-5 years. The same goes for e-commerce and
customer experience. Brands that relied on
face-to-face consumer interaction as a key
component of their marketing efforts had to
adjust quickly. Talent management strategies
also had to reflect the new reality, requiring new
skill sets, both hard and soft.

e-commerce, social
media marketing &
content marketing
have emerged as
the new priorities

2/3 of marketing 
leaders said that 
marketing has played 
an increased role in  
their organization in  
the last year

Also in focus is paid advertising and email 
marketing, as brands seek tactics to meet 
consumers wherever they are — at home, 
on the go, but always on a device.

Every marketing leader agreed that the 
pandemic was a time of opportunity. It was 
also a time to be more laser-focused on 
the customer journey than ever before. The 
pandemic changed their reliance on social 
listening for the better, and has helped 
crystalize their brand message.



 — Andy Judd, CMO

How we've 
operated has 
definitely 
changed. Our 
largest objectives 
are building 
awareness and 
attracting new 
consumers.

building strong 
customer 
relationships  
is at the center  
of everything
Marketing leaders ranked acquiring customers, 
retaining customers, and improving the 
profitability of existing customer relationships 
as their current focus.



future-
proofing the 
marketing 
organization

TOPIC 3

If we learned one truth from the pandemic, it’s 
that things will never quite be the same as they 
were before. The new normal is here to stay and 
teams will need to be agile in response. They’ll 
also benefit from continual consumer adaptation, 
emerging attitudes, and developing beliefs that 
drive awareness, engagement, and purchase.

100% of marketing 
leaders are hiring  
this year

seeking  
more leaders 
than doers

Every marketing leader said they're adding 
to their teams, whether it's one additional 
person or five. Two-thirds of hires will be at 
the entry to mid-manager level.

The majority of marketing leaders are 
looking to bring on people who can build 
consensus and move projects forward. 
They are equally split on whether hard skills 
or soft skills are more important.



This has been  
an opportunity to 
expand the team, 
ground ourselves 
in the data, and 
really focus on 
who our target 
consumer is.

 — Kathy Maurella, CMO

overall, marketing 
leaders believe 
specialists will 
continue to bring 
the most value to 
their teams
Key areas that will see new hires are content, 
performance marketing, graphic design, 
brand marketing, social media, and influencer 
marketing. Each marketing leader also foresees 
field marketing and sampling restored as key 
elements of their future marketing efforts.



The pandemic has been a period  
of opportunity and risk-taking with 
many silver linings.

Hiring is on the rise in areas that  
build the brand message and foster 
customer connection.

key 
takeaways

Digital marketing is on the rise  
with priority placed on e-commerce, 
content marketing, and social  
media marketing.

Gaining an understanding of the 
changing customer journey is 
paramount to the current focus on 
optimizing customer relationships.



We saw this time 
as an opportunity 
to build out 
everything digital, 
from shopper 
marketing 
and even field 
marketing with 
virtual events.

 — Patrick Jammet, VP of Marketing

We adopted a 
more specialist 
model, hiring 
individuals with the 
right experience & 
hard skills, which 
may require an 
incremental  
salary to acquire 
that person.
 — Andy Judd, CMO



current marketing
team size

4—7

50%

8—11

33%

12+

17%

1–2 new hires
the projected number of members to be added 
to the marketing team this year, according to 
83% of industry leaders

hiring levels
for open positions this year

83% leaders
vs. 17% doers

marketing teams
need more...

67% specialists
vs. 33% generalists

hiring an in-house 
marketing role33%
advertising67%

$100k expenditure
if given an extra $100k in 
their budget, marketing 
leaders would spend it on:

a deeper 
dive into 
the data

22%
entry-level

45%
mid-level

33%
director level

0%
senior/executive level

50% of
teams
have changed their marketing 
department’s organizational structure 
in response to the pandemic

current sizes of respondents’ 
marketing teams

+1 +2



Forcing us to take a harder look 
at our marketing channels and 
consumer. Understanding how 
our consumer's behaviors were 
changing during pandemic 
allowed us to best serve them 
and pivot accordingly.

Has allowed for a reset, 
and a strong focus on 
brand marketing (with 
a lens of looking at the 
picture holistically).

Consumers are 
looking for and trying 
new brands, looking 
for healthier options.

e-commerce

83%

paid
advertising

67%

omnichannel
marketing

50%

content
marketing

83%

email
marketing

67%

influencer
marketing

50%

social media
marketing

83%

website
optimization

67%

superpowers discovered
during the last year and a half

67%
agility

83%
flexibility

33%
problem solving

50%
collaboration

33%
leadership

A DEEPER DIVEA DEEPER DIVE

hard and soft skills
are considered
equally important

top priorities
in digital marketing

silver lining 
pandemic responses



last year was a time to 
take risks

we are more focused on the 
customer journey than ever

field marketing and sampling 
will make a comeback

we’ve changed the way we talk 
about our brands for the better

100% of
marketing 
leaders
believe...

believe we’ve changed our reliance 
on social listening for the better

83%

believe their brand positioning has 
expanded to include clearly 
communicated values around diversity, 
equity, inclusion, and social justice

67%

A DEEPER DIVE

going fully
remote

top 3
most painful decisions 
market leaders had to make 
in the past year and a half

1

decreasing
marketing
budget

2

delaying
mission-
critical
hires

3



Interested in learning more? 
Explore conversations with 
today’s marketing leaders at 
forceb.co/MarketingThoughtLeaders
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