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Welcome to the The Works Search Annual Salary Guide 2022, the thirteenth 
edition. Our goal in producing this Guide is to develop and share with the industry a 
comprehensive understanding of both compensation packages and trends in PR and 
corporate communications.

This year’s survey included responses from over 335 corporate communications 
professionals, mainly in Greater London, the UK and abroad. We also cross-checked 
the salary and bonus data with over 1,000 records from our database to verify  
the results. 

Many thanks to all who completed the survey, whether you have done so every 
year or participated for the first time this year. We donated £400 to the Ukrainian 
Red Cross Society thanks to your input. We appreciate your time and effort in 
contributing to the project. If you wish to discuss the survey in greater detail,  
please do not hesitate to contact us. 

With best wishes

 
 
Sarah Leembruggen 
Managing Director 

sarah@the-works.co.uk 

On confidentiality
The Works Search Annual Salary Guide 2022 was conducted on an anonymous basis for individuals and their 

employees, and The Works Search has removed any data relating to identities from reported compensation figures.

A MESSAGE FROM  
SARAH LEEMBRUGGEN, MD
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WHO ARE WE? 
The Works Search is a bespoke executive search specialist for the PR and corporate 
communications industry where you can expect more.

Our expert knowledge of the sector and thorough approach helps to shape exciting  
in-house communications careers for senior and mid-level corporate comms professionals. 
These include in-house Directors of Corporate Affairs, Directors of Marketing and 
Communications, Global Heads of Comms/Media, Heads of Financial PR, Heads of 
Sustainability, Content Leads, and Corporate Comms Managers. We have also placed 
some of the agency stars in the industry, including CEOs, MDs, Partners, Directors, and 
Associate Directors. 

What makes us stand out? Over a decade of expertise and knowledge means that our 
timetabled, retained searches are smooth and we fill all the roles we handle — even the 
ones that are impossible to fill. Our candidate shortlists always hit the mark, thanks to our 
deep network and eye for high performance which means our clients can quickly get back 
to doing their jobs.

We take care in our work, enjoy offering career advice, and value sharing our knowledge 
to help shape teams for the future. 
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The pandemic has revolutionised the way we work. Over 

the last two years, the Covid-19 pandemic has shaped and 

dramatically accelerated emerging trends. The world of PR 

and corporate communications has adopted these changes 

and they’re here to stay.

We have observed the biggest change in the way we live 

and work for at least a century. Many communications 

professionals are now working from home for a large portion 

of their working week and have enjoyed a taste of flexibility. 

They have experienced a work/life balance, choosing ‘life’ 

and flexibility. Hybrid working is here to stay — an opinion 

that is supported by the data in the Guide. We can’t see that 

comms will ever go back to five days in the office, however 

much employers would like it.

Over the last year, it has become apparent that comms 

professionals are placing great importance on hybrid working 

and flexibility in their working conditions. Pre-pandemic, 

asking for flexibility during the working week, or for the 

option to work from home on occasion, was not always 

well received by employers. However, fast forward to 2022: 

professionals looking for a new role are requesting hybrid 

working and how many days they find acceptable to work 

in an office — it’s clear that it’s an important factor in their 

decision-making process. Hybrid working is no longer an 

occasional request, it’s an everyday demand from comms 

professionals when looking for their next job. 

We can see from the data in this year’s Guide that salaries 

and bonuses are increasing. Brexit, combined with the impact 

of the pandemic, the ‘great resignation’, and high staff 

turnover have all impacted hiring in the communications 

sector. Many companies (in-house and comms agencies) are 

experiencing a highly competitive market when it comes to 

recruiting people. Turnover has been exceptionally high and 

with many businesses continuing to grow strongly, resourcing 

comms teams has been extremely challenging. 

Hiring trends during 2021 could not be more different to 

those of 2020. After the pandemic triggered a deluge of 

hiring freezes in 2020, the industry bounced back healthily 

in 2021 and we saw revenues increasing across corporate 

comms agencies, and the demand for resource returned. 

Having worked from home for the large part of 2020, 

professionals tapped into a new-found confidence to move 

jobs and the hiring market came alive in 2021. Comms 

professionals were once again keen to progress their careers 

and find new challenges. 

Hiring has been particularly strong in agencies at Account 

Director, Account Manager, and Account Executive level 

and for in-house comms functions at Comms Manager and 

Executive level. 

REFLECTIONS AND 
HIRING TRENDS — A 
SUMMARY FROM OUR MD
THE WORLD OF WORK HAS CHANGED AND  
THERE IS NO GOING BACK
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A good number of people have left the industry for differing 

reasons — Brexit, seizing the opportunity to make a change 

in career post-pandemic, or simply because it was the right 

time to move on. This has meant that hiring good people has 

become more challenging as demand has outstripped supply. 

Not enough people for a lot of vacant roles. 

As a result, we have seen candidates request ‘feisty’ salary 

uplifts when moving roles. Compensation rose in many cases, 

and hiring firms used to several stages of interviews started 

to lose candidates to more agile employers. It was becoming 

apparent that to secure great talent, hiring processes needed 

to speed up.

We have certainly had more requests for executive search 

shortlists, going the extra mile to select balanced gender 

and ethnically diverse talent pools. It’s clear that companies 

are making more of an effort to hire underrepresented 

genders and ethnicities. We have seen a slight improvement 

in ethnic diversity for the comms industry since our last 

survey, with non-white professionals increasing by 1% 

(a similar increase is reported in the 2021 PRCA PR and 

Communications Census). The disabled population remains 

largely underrepresented within the industry. Only 4% of 

professionals consider themselves as having a disability, 

whereas currently, almost 20% of the adult population has 

an activity-limiting health problem or disability. 

We believe in order to further diversify and attract great 

talent, companies need to commit to bringing in lateral talent 

— people who may need 6-12 months to get up to speed. This 

requires commitment to people development, which may 

seem a tough ask when teams are lean or under-resourced. 

Companies need to work harder on retention and 

development as we return to the office. We are no longer 

benefitting from ‘hands on’ learning and ‘learning by 

osmosis’ when we have fluid teams working from home 

some of the time. Working from home can hinder learning, 

and the most junior talent will have felt this the most. This 

requires more dedication to learning and development and 

larger training budgets, especially as everyone is getting less 

exposure to each other. 

The larger and most operationally sophisticated firms are 

starting to develop proactive, forward-looking strategies 

to hire and retain talent and we believe that all firms will 

need to follow this model if they are to compete for diverse 

candidates. 

The year 2022 will no doubt be another eventful one and the 

companies that strive to make themselves ‘great places to 

work’ are the ones most likely to succeed in attracting talent. 

Companies keeping pace with the changes and shaping 

themselves for the future with a ‘people-first’ focus are 

positioning themselves well for the future. 

All the very best for the year ahead. 

Sarah 

Managing Director  

 

2021Hiring trends could not 
be more different to 
those of 2020 



88
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HOW WE GATHER  
THE DATA
In our online survey, carried out during March 2022, we 

asked participants to provide their compensation data for 

the year Jan 2021 — Dec 2021, and asked for their opinions 

on a variety of topics. All data collected was self-reported 

by corporate comms professionals and financial comms 

professionals and has been aggregated to evaluate trends in 

compensation packages, including base salary and bonuses. 

The survey asked participants about hybrid working, where 

they want to work next, staff turnover, company benefits, 

career development, and more. In addition, we segregated 

responses by gender, PR agency and in-house comms 

functions, level of seniority, and ethnicity. 

Responses from 335 participants are included in the survey. 

The salary and bonus data have been cross-referenced 

against 1,000 records of data captured over 2021 from The 

Works Search to ensure accuracy. We have also included the 

‘most common ranges’ on base salary data to show what 

professionals are mostly paid at each level. With some data 

sets, we look at trends over the last three years. 

WHERE DO RESPONDENTS WORK?

In-house  68%

Agency  32%

GENDER

Male 35%

Female 64%

Non-binary and other 1%

WHERE ARE COMPANIES BASED?

Greater London 86%

Outside Greater London in the UK 11%

Outside of the UK 3%

AGE GROUP

58+  2%

51 — 57  13%

42 — 50  29%

31 — 41  47%

25 — 30  8%

18 — 24  1% 

ETHNICITY BREAKDOWN 

White British  87% 

Other ethnic backgrounds  13%

DISABILITY STATUS 

Respondents who have a disability  4%

No disability 96% 

EMPLOYMENT STATUS 

Employed full-time 87%

Employed part-time 4%

Employed on a contract basis 3%

Self-employed/freelancing 4%

On maternity/paternity leave 2%

Unemployed and looking for work 0%
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We haven’t seen competition for the best talent quite like 

this in our 20+ years of experience. With fewer corporate 

communications professionals available on the market, 

companies are having to stand out by offering competitive 

salaries and benefits. Alongside our senior in-house 

executive searches, we have also undertaken more 

executive searches for agencies than usual, as they require 

us to headhunt and leverage our network to find the right 

professionals, mindful of their diversity. 

After the first year of the pandemic, there was a lot of  

pent-up frustration among people who would have normally 

moved jobs, as they sat tight for job security. Moving into 

2021, comms professionals’ confidence was back, and they 

were eager to move jobs, especially at levels where perhaps 

they have fewer life responsibilities and expenses. As more 

businesses started to recruit, salaries increased and the 

opportunities for candidates are now better than ever. 

Multiple offers for great talent have become common, and 

it has become increasingly likely that current employers 

will counter-offer. We also saw substantial pay requests, 

particularly from professionals considering agency roles 

which are less desired than in-house roles, making the most 

of the shortage. 

When looking over a three-year trend, we can see that 

salaries have increased at all delivery levels for both 

agencies (these include Account Executives to Associate 

Director) and in-house (PR Executive to Head of Media). 

More agency professionals got larger salary increases 

overall, and there were no pay cuts. Most in-house comms 

professionals took home pay increases of up to 5%. Men 

and women, on average, have received the same average 

uplift too, although this isn’t really addressing the pay gap. 

Geographical boundaries have been softened for companies 

allowing remote and hybrid working, which makes the 

possibilities endless. Professionals are now able to take 

up opportunities across the country, and in some cases in 

other countries, which does open other pools of talent. 

SALARIES

FINDINGS OF  
THE SURVEY 

5%Most in-house comms 
professionals took home 
pay increases of up to



1111
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IN-HOUSE  
BASE SALARIES

£1
00

K 
— 

£1
50

K

Role

Years of 
comms 
experience

Average 
years of 
comms 
experience

Base  
min Average 

Base 
max

Most 
common 
range*

Average 
salary 
increase

Communications 
Director

15-24 19 £100k £145k £260k +
£130k – 
£200k +

+ 2.5%

Global Head of 
Comms

15-22 18 £100k £135k £260k +
£130k – 
£200k 

+ 2.5%

Head of Comms 
UK/EMEA 

12-23 17 £95k £130k £180k
£100k – 
£150k 

+ 2.5%

Head of Media 12-25 21 £80k £98k £130k
£85k – 
£120k 

+ 2.5%

Senior PR/ 
Communications 
Manager

9-20 15 £50k £78k £120k 
£70k – 
£100k 

+ 2.5%

PR/Comms 
Manager 

6-16 11 £40k £53k £85k
£50k – 
£80k 

+ 2.5%

PR Executive 0-7 3 £25k £40k £45k 
£25k – 
£45k 

+ 2.5%

Most common 
salary range for 
Heads of Comms*The most common range is the salary range The Works views as ‘common’ for these levels
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£1
00

K 
— 

£1
50

K

£1
20

K 
— 

£2
10

K

Most common 
salary range for 
Board Directors

AGENCY  
BASE SALARIES 

Role

Years of 
comms 
experience

Average 
years of 
comms 
experience

Base  
min Average 

Base 
max

Most 
common 
range*

Average 
salary 
increase

CEO 19-25 + 23 £120k £175k £260k +
£120k - 
£240k 

+2.5%

Managing 
Director 

15-23 19 £100k £155k £260k +
£110k - 
£190k 

+ 2.5%

Board Director/ 
Partner

14-25 20 £100k £155k £260k
£120k – 
£210k 

+2.5%

Director/Partner 10-20 16 £80k £110k £210k 
£110k – 
£150k 

+2.5%

Associate 
Director 

7-15 10 £60k £74k £100k
£70k – 
£95k 

+2.5%

Senior Account 
Director 

6-12 8 £55k £58k £70k 
£55k – 
£70k 

+2.5%

Account Director 4-8 7 £45k £53k £70k
£45k – 
£70k 

+7.5%

Senior Account 
Manager 

4-6 6 £31k £45k £50k 
£35k – 
£50k

+7.5%

Account 
Manager 

3-6 5 £28k £35k £45k 
 £30k – 
£45k

+7.5%

Senior Account 
Executive 

1-2 3 £25k £30k £35k
£25k – 
£35k

+ 7.5%

Account 
Executive 

0-2 1 £20k £27k £60k
£20k – 
£30k

+7.5%

*The most common range is the salary range The Works views as ‘common’ for these levels
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IN-HOUSE AVERAGE 
SALARIES OVER  
THREE YEARS 

Role Average base 2021 Average base 2020 Average base 2019

Communications Director £145k £145k Not enough data

Global Head of Comms £135k £132k £140k 

Head of Comms UK/EMEA £130k £125k £130k 

Head of Media £98k £93k £95k 

Senior PR/  
Communications Manager

£78k £73k £65k 

PR/Comms Manager £56k £54k £57k 

PR Executive £40k £33k £33k 

£145K
Average base salary 
for in-house 
Communications 
Directors in 2021
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AGENCY AVERAGE 
SALARIES OVER  
THREE YEARS 

Role Average base 2021 Average base 2020 Average base 2019

CEO £175k £200k Not enough data

Managing Director £155k £155k £135k

Board Director/Partner £155k £158k £122k 

Director/Partner £110k £101k £115k 

Associate Director £74k £70k £73k 

Senior Account Director £58k £56k £55k 

Account Director £53k £51k £50k 

Senior Account Manager £45k £48k £41k 

Account Manager £35k £40k £34k 

Senior Account Executive £30k £29k £30k 

Account Executive £27k £23k £25k
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KEY POINTS

Agency salaries have increased particularly 
at the delivery level (Account Executive to 
Associate Director). Many agencies were 
hiring at these levels so the increase could 
have been part of their retention strategies

The salaries for senior roles have remained 
similar to 2020 and 2019 levels

16
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Increased by more than 30%

Increased by 21% to 30%

Increased by 11% to 20%

Increased by 6% to 10%

Increased by 1% to 5%

Stayed the same

Decreased by 1% to 5%

Decreased by 6% to 10%

Decreased by 11% to 20%

Decreased by 21% to 30%

Decreased by more than 30%

4%
3%

5%
14%

15%

20%

21%

27%

8%

2%

42%

26%

2%

0%

0%

0%

0%

0%

1%

In-house Agency

WHO RECEIVED THE  
PAY INCREASES —  
IN-HOUSE OR AGENCY?
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KEY POINTS

29% of agency professionals 
achieved a significant pay 
increase of 11% to 30%

Most in-house comms professionals took home  
pay increases of up to 5% 

More agency professionals got larger salary  
increases overall

The most typical salary increase for agency 
professionals was up to 10% 

Twice as many agency professionals took home up to 
20% and 30% pay increases compared to in-house 

Over a quarter of agency and in-house salaries 
remained the same

The salary range for in-house (-30% to 30%) is wide 
as it includes 3% of professionals taking a 11%-30% 
pay cut

Agencies did not see any pay cuts in 2021
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SALARY CHANGES FOR 
IN-HOUSE AND AGENCY 
Average salary changes for  
in-house and agency 

Average salary changes  
for men and women 

KEY POINTS

Comms professionals, whether in-house or agency, have on average  
received a 2.5% increase in their salary

Men and women have received the same average uplift although this isn’t 
really addressing the pay gap 

Agency

+2.5%

In-house

+2.5%

Men

+2.5%

Women

+2.5%
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72% of in-house 
professionals 
received a bonus

BONUSES
Bonuses are back, which indicates the healthy state 

of communications and the economy. They have been 

increasingly steadily over the last few years. More 

respondents received a bonus (68%) compared to the 

previous year (59%). Agency bonuses now match those of  

in-house professionals, with the average bonus up 1 

percentage point to 18%. Agencies have climbed back to 

match in-house bonuses (they were higher in 2019). 

However, 12% more in-house corporate comms professionals 

received a bonus compared to agency professionals. The 

more senior in-house and agency respondents received the 

largest bonuses. 

The junior professionals in the agencies from entry to 

Senior Account Director levels reported receiving the lowest 

bonuses. Considering they were some of the most sought-

after levels across the sector, this is somewhat surprising. 

Perhaps agencies need to consider their retention strategies 

in this competitive market — monetary compensation would 

be the best motivator for these professionals in the early 

stages of their careers. 

With agency and in-house bonuses both averaging at 18%, 

we did notice notable discrepancies in the bonus data when 

we looked at genders. Agency women received an average 

bonus of 8%, compared to their male counterparts who 

averaged a significant 23%. When we looked more closely 

at the bonus ranges, men received bonuses of 1-100% + 

whereas women’s bonuses only ranged from 1-35%. Agency 

bosses may be increasing base salaries at the same rate for 

men and women, but bonuses are clearly a different matter. 

The genders are not being rewarded equally when you add 

up base and bonus in agencies. In-house men also received 

slightly higher bonus ranges compared to women, although 

only by 5%. 
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RESPONDENTS WHO  
RECEIVED A BONUS

in 2021
68%

in 2020
59%

How many received a bonus: in-house vs agency?

Yes No

In-house
28%

Agency
40%

Agency
60%

In-house
72%
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BONUS BREAKDOWN
In-house average bonus (as a % of base salary) 

Communications Director

Global Head of Comms

Head of Comms UK/EMEA

Head of Media

Senior PR/ 
Communications Manager

PR/Comms Manager

PR Executive

23%

23%

23%

8%

13%

8%

3%

23%
Bonuses for in-house 
Communications Directors, 
Global Heads of Comms, and 
Head of Comms UK/EMEA
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Agency average bonus (as a % of base salary) 

CEO

Managing Director

Board Director/Partner

Director/Partner

Associate Director

Senior Account Director

Account Director

Senior Account Manager

Account Manager

Senior Account Executive 

Account Executive

43%

13%

23%

18%

13%

10%

8%

8%

8%

5%

3%

KEY POINTS

Among in-house professionals who received a bonus, Communications 
Directors, Global Heads of Comms, and Heads of Comms UK/EMEA reported 
receiving the highest average bonus, a healthy 23% 

Conversely, Heads of Media, Comms Managers, and PR Executives  
received the lowest bonuses

Among agency professionals who reported receiving a bonus, CEOs,  
Board Directors, and Directors received the highest average bonuses

Conversely, junior agency professionals from Account Executive through to 
Senior Account Director levels reported receiving the lowest bonuses
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Average bonus for in-house and agency across three years

Average 2021 Average 2020 Average 2019

In-house 18% 17% 16%

Agency 18% 15% 17%

Average bonus for in-house men and women

In-house Average bonus Typical Range

Men 18% 1%-40%

Women 18% 1%-35%

Average bonus for agency men and women

Agency Average bonus Range

Men 23% 1%-100%+

Women 8% 1%-35%

KEY POINTS

68% of respondents reported receiving a 
bonus (up from 59% in 2020) 

60% of agency respondents got a bonus 
(58% in 2020) 

72% of in-house comms professionals 
received a bonus (64% in 2020)

In-house comms teams clearly fared better 
when it came to getting a bonus, an extra 
12% got one compared to agencies 

40% of agency professionals did not receive 
a bonus compared to 28% of in-house 
professionals, making in-house an attractive 
place to work as more bonuses are on offer 
which will influence total remuneration

Men’s and women’s bonuses are averaging 
the same in-house, however there is a 
difference in the range with men reporting 
larger bonuses 

Agencies are not paying fair bonuses unlike 
their in-house counterparts — men are getting 
15 percentage points more in their bonuses 
on average

Agency men are getting 100% bonuses and 
more in some cases, whereas women are 
only receiving up to 35% — knowing this is 
happening, does this make agency life less 
attractive for women? 
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TOTAL COMPENSATION — 
SALARY AND BONUS
We also used the findings from the survey to take a close 

look at total compensation (base and bonus together, no 

other benefits included) to see who pays more — in-house 

or agency. The results show the average years of comms 

experience as job titles can sometimes be misleading when it 

comes to levels of pay.

The findings are very interesting. It’s widely believed that 

senior in-house roles are better compensated than agencies, 

but we found the reality to be quite different. Our findings 

show that the total compensation is similar for in-house 

professionals and their equivalent levels in agencies, with 

in-house professionals faring slightly better (e.g. £60k 

for PR/Comms Managers in-house vs £57k for Account 

Directors; £88k for Senior PR/Comms Managers vs £84k 

for Associate Directors). At the senior end of the market, 

we found that agency professionals are better compensated 

than their in-house counterparts. Whilst average in-house 

total compensation peaked at £178k for Comms Directors, 

the figure is £191k for Board Directors/Partners in agencies, 

representing a difference of £13k (or 7%). 

We often hear from comms professionals we work with that 

‘in-house pays better’. However, our findings show that 

this is a misconception, especially at a more senior level. 

Admittedly, we do know of some exceptionally high bonuses 

in the banking and private equity sectors, averaging 55%, 

however, these are not the norm when we look at all private 

sector companies. Agencies do pay well at a senior level and, 

on average, better than their in-house counterparts. 

That said, we haven’t considered the ‘high value’ benefits 

most in-house professionals receive. These can range from 

car allowances to higher pension contributions, and this is 

where agencies fall short. While many of the larger agencies 

now offer good benefits, the ‘value’ overall rarely beats  

in-house company benefits. 

£60k for in-house PR/ 
Comms Managers  

£57k for agency 
Account Directors

vs

Total compensation
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Role
Average years of 
comms experience Average base  

Average  
bonus

Total compensation
Average salary  
+ bonus 

Communications  
Director

19 £145k 23% £178k

Global Head of Comms 18 £135k 23% £166k

Head of Comms  
UK/EMEA 

17 £130k 23% £160k

Head of Media 21 £98k 8% £106k

Senior PR/ 
Communications  
Manager

15 £78k 13% £88k

PR/Comms Manager 11 £56k 8% £60k

PR Executive 3 £40k 3% £41k

IN-HOUSE TOTAL 
COMPENSATION
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Role
Average years of 
comms experience Average base  

Average  
bonus

Total compensation
Average salary  
+ bonus 

 CEO 23 £175k 43% £250k

Managing Director 19 £155k 13% £175k

Board Director/Partner 20 £155k 23% £191k

Director/Partner 16 £110k 18% £130k

Associate Director 10 £74k 13% £84k

Senior Account  
Director 

8 £58k 10% £64k

Account Director 7 £53k 8% £57k

Senior Account  
Manager 

6 £45k 8% £49k

Account Manager 5 £35k 8% £38k

Senior Account  
Executive 

3 £30k 5% £30k

Account Executive 1 £27k 3% £28k

AGENCY TOTAL 
COMPENSATION
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COMPANY  
BENEFITS 
When it comes to company benefits, we were really 

interested to know what is most important to professionals 

in agency and in-house and, specifically what men and 

women really want, in this post-pandemic climate. What do 

they consider as most important when it comes to company 

benefits? Do they care about their bonus or is it all about 

holidays and pension contributions?

The findings suggest that for agencies, men and women are 

clearly enjoying hybrid working, women especially. After 

hybrid working, men rate a bonus as the most important 

benefit, followed by pension and holidays which they 

consider of equal importance. Women seem to feel much 

more strongly about the flexibility component of company 

benefits, as well as keeping a close eye on their holiday 

allowance. Pension and bonus are of equal importance with 

women. Very few people are really concerned about fresh 

fruit being on offer and they’re not that bothered about gym 

memberships anymore.

In-house men are less interested in their bonus compared  

to agency men, although when professionals move  

in-house, perhaps they have less control over their bonuses, 

as bonuses can often be tied into winning new business in 

agencies. In-house women care more about their pension 

than agency women; that’s probably because the pension 

contributions are better in-house than in agencies (we looked 

at this a few years ago). 

HYBRID WORKING
is what’s most important
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The company benefits which are MOST IMPORTANT  
to agency men and women

The company benefits which are MOST IMPORTANT  
to in-house men and women 

Agency men

1
Hybrid working (able to work at  
home and in the office)

62%

2 Bonus 38%

3 Holiday allowance 32%

4
Pension contribution  
(additional to statutory)

32%

5 Flexitime (flexible start and finish time) 27%

6 Private health insurance 16%

7 Training and development 8%

8 Gym contribution/membership 5%

9 Maternity/paternity package on offer 3%

10 Free fruit 3%

In-house men

1
Hybrid working (able to work at  
home and in the office)

52%

2
Pension contribution  
(additional to statutory)

43%

3 Bonus 43%

4 Holiday allowance 31%

5 Private health insurance 28%

6 Flexitime (flexible start and finish time) 26%

7 Maternity/paternity package on offer 8%

8 Training and development 6%

9 Free fruit 2%

10 Gym contribution/membership 2%

Agency women

1
Hybrid working (able to work at  
home and in the office)

71%

2 Holiday allowance 65%

3 Flexitime (flexible start and finish time) 47%

4 Bonus 41%

5
Pension contribution  
(additional to statutory)

41%

6 Private health insurance 27%

7 Maternity/paternity package on offer 20%

8 Training and development 12%

9 Gym contribution/membership 4%

10 Free fruit 4%

In-house women

1
Hybrid working (able to work at  
home and in the office)

67%

2 Holiday allowance 56%

3
Pension contribution  
(additional to statutory)

49%

4 Bonus 46%

5 Flexitime (flexible start and finish time) 39%

6 Private health insurance 30%

7 Maternity/paternity package on offer 17%

8 Training and development 14%

9 Free fruit 3%

10 Gym contribution/membership 2%
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Comms professionals are the happiest they have been 

with their pay in the last three years. With base salaries 

and bonuses back on track after the big slump of 2020, 

our survey revealed that levels of happiness around 

compensation have risen.

Were respondents happy with their overall pay?

2021 2020 2019

66%

34%
37%

35%

63%
65%

Yes No

ARE PROFESSIONALS 
HAPPY WITH THEIR PAY?

66% of professionals 
are happy with their pay
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Our survey revealed a very active hiring market indeed, with 

33% of respondents having moved jobs during 2021 — but 

where did they go? 

The trend continues for professionals to favour in-house over 

agency as more than double the number of employees took 

up in-house roles compared to those on offer in agencies. 

Hiring has been a challenge across the industry, with 

agencies in particular feeling the pinch of such high turnover. 

We have heard from both agency and in-house comms teams, 

and they are both finding it ‘extremely challenging’. 

Anecdotally, we hear Directors of Corporate Affairs, who are 

hiring through recommendations and advertising, talking 

about having to hire ‘average calibre’ professionals, as 

there are fewer candidates to choose from. Agency CEOs 

have been ‘crying out’ for resource, especially at Account 

Executive to Account Director level and have found it 

particularly hard to hire good calibre people, as the desire 

for working in agencies is decreasing. The attraction for 

in-house comms roles is now almost six times higher (65%) 

than working for an agency (11%), which means the talent 

is heading in that direction, thus impacting agency hiring. 

Furthermore, with fewer people available to hire, everyone is 

feeling the effects. 

In-house

Agency

Left the communications industry

Self-employment/Freelancing

Redundancy

Maternity leave

58%

3%

2%

2%

8%

27%

Where did professionals move to?

JOB MOVES — WHERE ARE 
PROFESSIONALS GOING?

33% of professionals 
moved jobs
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When considering next career moves,  
this is what professionals want to do next 

KEY POINTS

Only 27% of respondents moved to an agency as they continue to  
lose talent to in-house

Professionals are nearly 6 times more likely to want to move in-house  
than to an agency 

A meagre 11% want to go to another agency, which is the same % we 
reported in our previous survey

More people are leaving the industry, up by 3% from the previous survey

Becoming self-employed has become slightly less popular, 2% down from 
the previous survey

Join an in-house comms function 

Move to an agency 

Leave the communications industry 

Self-employment/freelancing

Set up own comms business

65%

13%

6%

5%

11%

Professionals are nearly 6 times more 
likely to want to move in-house than to 
an agency  6x
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KEY POINTS

Agencies were clearly feeling stretched with 
57% describing their turnover as higher 
than normal to very high, compared to 27% 
describing the turnover in the same way  
in-house 

Most in-house professionals thought turnover 
was normal 

Only 5% of agency professionals said there 
was no movement at their agency

Hiring is a challenge across the industry, 
with 95% of agencies and 84% of in-house 
comms teams describing it as ‘quite or 
extremely challenging’

In-house Agency

Very high 8% 8%

Higher than normal 19% 49%

Normal 36% 28%

Below normal 24% 10%

No movement 13% 5%

95%
of agencies and

84%
of in-house comms teams describe hiring as ‘quite or 

extremely challenging’ 

HOW WAS STAFF 
TURNOVER DURING THE 
‘GREAT RESIGNATION’?
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PROMOTIONS — WHO 
CLIMBED THE LADDER? 
In general, more people were promoted compared to the year 

before. This reflects pre-pandemic levels and the status of 

the wider economy. More men got promoted compared to 

women, a trend that continues from the last two years. 

Senior Comms Managers and Executives stole the show 

in-house when it came to promotions, and Account 

Directors and Account Managers took the lead for agencies. 

These sought-after delivery levels were getting the most 

promotions — perhaps agency bosses are using this as part of 

their retention strategy. 

Promotions for men and women 

2021

24%
Men

23%
Women

2020 2019

19%
Men

15%
Women

22%
Men

26%
Women
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KEY POINTS

More men than women got promoted for the second year in a row, although 
the gap is lower (1% compared to 4% in the previous year)

Senior Comms Managers and PR Executives were the levels to receive the 
most promotions

For agencies, junior to mid ‘delivery levels’ received the most promotions, with 
Account Directors and Account Managers at the top 

In-house 

 

1
Senior PR/  
Communications Manager

30%

2 PR Executive 25%

3 Head of Comms UK/EMEA 22%

4 PR/Comms Manager 14%

5 Communications Director 9%

6 Head of Media 8%

7 Global Head of Comms 5%

Agency 

1 Account Director 69%

2 Account Manager 67%

3 Senior Account Executive 50%

4 Account Executive 48%

5 Associate Director 46%

6 Managing Director 30%

7 Director/Partner 27%

8 Board Director/Partner 13%

Which levels got the most promotions?
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DIVERSITY AND 
INCLUSION
We asked about how comms organisations view diversity and 

inclusion, and it’s clear that the majority think it’s important. 

Half of the BAME respondents, on the other hand, think that 

the lack of support on D&I is a barrier to their progression. 

With marginal increases in BAME professionals entering 

the industry, more support is clearly required to help them 

progress and to retain them. 

Diversity and inclusion — how important is it for your organisation? 

KEY POINTS

Supporting the unique attributes and 
contributions of people and groups is vital 
to a company’s ability to attract and retain 
employees, and it will only grow more 
important

It’s clear that companies value diversity and 
inclusion in their teams 

In-house
79%

agency
75%

In-house 
19%

agency
23%

In-house 
2%

agency
2%

Important to very important Slightly to moderately 
important

Not important 
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KEY POINTS

A whopping 50% of BAME comms 
professionals think that the lack of support 
for D&I is a barrier to progression 

In addition to attracting more diverse talent 
into the industry, we must account for 
experiences of BAME professionals and the 
obstacles they face in career progression 

There is clearly room for improvement when 
it comes to diversity and inclusion initiatives 
— they not only make companies better places 
to work, but also contribute to better business 
performance

To what extent do you agree that lack of support  
for D&I is a barrier to progression?

50%
of BAME comms 
professionals think that 
the lack of support for D&I 
is a barrier to progression

Agree and 
strongly agree  

50%
Neither agree 
nor disagree

20%
Disagree and 
strongly disagree

30%

BA
M

E 
RE
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N

TS



42

HYBRID WORKING — 
WHAT DOES THE  
FUTURE HOLD?
So where are we with hybrid working? 

If you’re still thinking about when, or even if, the working 

world will return to a pre-pandemic ‘normal’, you’re wasting 

valuable time. All signs point to the continued rise of hybrid 

working, a model that meets employees in the middle, 

incorporating remote work and greater flexibility into 

traditional models. The most forward-thinking companies are 

already thinking in terms of how best to support employees’ 

work-life balance. The future of hybrid work has arrived, and 

it’s here to stay.

However, what does the future hold for comms professionals 

as company policies are revised to align with working in this 

‘new normal’? 

The current and most popular set-up for most in-house 

comms professionals is complete flexibility and no set days 

in the office or at home; this is followed by a model of 3 days 

at home and 2 days in the office. Agency professionals are in 

the office 3 days a week in the main, although this is closely 

followed by complete flexibility. From what we understand, 

agency bosses often suggest preferred days for their team 

to be in the office to make sure there is some ‘buzz’, and to 

foster better collaboration and learning. 

As executive search consultants, we hear from candidates 

looking for new roles about their requirements for flexible 

working; they do not hold back on sharing what they will 

accept should they move to a new employer. Our survey 

found that 90% of employees now want some sort of 

flexibility. Most professionals will accept going into the office 

for a maximum of 3 days a week, followed by 2 days in the 

office and 3 days remote working. 

We also asked professionals what they really want; it’s clear 

that they prioritise a work/life balance. Both agency and in-

house professionals really want just 2 days in the office. Both 

cohorts seem to like the idea of complete flexibility where 

there are no set days in the office/home. 

This is certainly food for thought for employers who are 

thinking that the industry will revert to five days in the office 

at some point. When considering what professionals will 

accept and the shortage of good talent, employees hold all 

the cards, and this new way of working is here to stay. 
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KEY POINTS 

Hybrid working has become the dominant 
model of work, with most in-house comms 
professionals having complete flexibility and 
no set days in the office or at home; this is 
followed by 3 and 2 days in the office 

The office is no longer universally viewed 
as the epicentre of the professional world — 
only 2% of in-house comms professionals 
are in the office every day, and no agency 
employees are going in every day

Agency professionals are in the office 3 
days a week now, closely followed by having 
complete flexibility over when they are in 

How comms professionals are working now

In-house Agency 

100% in the office 2% 0%

4 days in the office/1 day remote working 3% 4%

3 days in the office/2 days remote working 32% 42%

2 days in the office/3 days remote working 22% 17%

1 day in the office/4 days remote working 4% 3%

100% remote working 4% 1%

Complete flexibility (no set days in the office/home working) 33% 33%

2% of in-house comms 
professionals are in the 
office every day
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KEY POINTS

Appetite for remote working remains high 
among comms professionals — they want 
more flexibility and a better work-life balance 
in their careers, and this at the forefront of 
their minds when looking for a new role

The majority of respondents (90%) would 
only consider roles with some form of 
flexibility. Only 10% of professionals would 
consider roles that require them to go to the 
office 5 days a week. 

Most respondents would accept going into the 
office for a maximum 3 days a week, followed 
by 2 days in the office/3 days remote working 

What is the maximum number of office days comms professionals 
would consider when applying for a new role? 

 

3 days in the office/2 days remote working 37%

2 days in the office/3 days remote working 26%

4 days in the office/1 day remote working 22%

100% in the office 10%

1 day in the office/4 days remote working 3%

100% remote working 2%

90% of respondents would 
only consider roles with 
some form of flexibility
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KEY POINTS

Comms professionals with the ability to work 
remotely are largely anticipating a hybrid 
office environment going forward

Agency professionals prefer 2 days in the 
office, followed by 3 days

In-house professionals also prefer 2 days in 
the office/3 days remote working 

Clearly, most employees have developed an 
affinity for remote work flexibility that has 
grown into an expectation for the future 

What do in-house and agency professionals REALLY WANT  
when it comes to hybrid working?

In-house Agency

100% in the office 1% 0%

4 days in the office/1 day remote working 7% 8%

3 days in the office/2 days remote working 23% 25%

2 days in the office/3 days remote working 31% 32%

1 day in the office/4 days remote working 13% 12%

100% remote working 5% 3%

Complete flexibility (no set days in the office/home working) 20% 20%
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ATTRACTING COMMS 
PROFESSIONALS TO 
YOUR BUSINESS
In a competitive market, it’s wise to know how you can attract 

new people to your business. What do they care about when 

considering joining your business? We asked professionals 

what was most important to them when considering a new 

employer. 

The top three factors when men consider an agency move is 

money, interesting/challenging work and having some sort 

of flexibility or hybrid working. Not surprisingly, women look 

at things from a different perspective and money does not 

sit at the top spot when considering an agency role. Agency 

women place more importance on interesting/challenging 

work, the hybrid work option, and then money. It’s similar 

for women in-house although money falls to fourth place in 

importance, as they rank a good work-life balance higher. 

Men and women clearly have different ‘pull factors’, although 

there is common thread of importance when it comes to 

interesting and challenging work. Comms professionals 

clearly value hybrid working and it will be a deciding factor 

when selecting who they want to work for. What is less 

important for many comms professionals when selecting 

a new employer is the training on offer, a company with 

purpose, and the security and stability of the company. 
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When considering an in-house role

Men Women 

1 Salary and bonus 66% Having interesting and challenging work 69%

2 Having interesting and challenging work 60% Good work life balance 67%

3 Good work life balance 49% Hybrid working 65%

4 Hybrid working 46% Salary and bonus 64%

5 Company benefits 30% Recognition 51%

6 Recognition 29% Flexitime (flexible start and finish time) 43%

7 Flexitime (flexible start and finish time) 27% Career progression 40%

8 Career progression 18% Security and stability 39%

9 Company with purpose 15% Company with purpose 38%

10 Security and stability 13% Company benefits 38%

11 Training and development 7% Training and development 18%

When professionals are looking for a role, this is  
what is VERY IMPORTANT to them

KEY POINTS

The things that professionals looking for an 
in-house role consider important are similar 
to those looking for agency roles. For men, it’s 
all about the salary and bonus again, along 
with having interesting and challenging work, 
a good work-life balance, hybrid working and 
company benefits.

For women, it is important that they have 
interesting and challenging work, followed by 
good work-life balance, hybrid working, and 
then salary and bonus.
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KEY POINTS

Men value salary and bonus most when 
thinking about an agency move; they also 
place importance of having interesting and 
challenging work, a good work-life balance, 
hybrid working and company benefits 

Women value interesting and challenging 
work and hybrid working over salary and 
bonus; they also place importance on 
recognition and career progression

When considering an agency role

Men Women 

1 Salary and bonus 65% Having interesting and challenging work 71%

2 Having interesting and challenging work 62% Hybrid working 67%

3 Good work life balance 49% Salary and bonus 65%

4 Hybrid working 49% Good work life balance 61%

5 Company benefits 30% Recognition 57%

6 Recognition 27% Career progression 49%

7 Career progression 27% Flexitime (flexible start and finish time) 47%

8 Flexitime (flexible start and finish time) 27% Company benefits 39%

9 Training and development 14% Company with purpose 39%

10 Company with purpose 8% Security and stability 35%

11 Security and stability 5% Training and development 18%
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FINAL WORDS 
We encourage our readers to use the data in this Guide to 

inform actions in relation to ensuring comms professionals 

are paid fairly and at market rate. It is important to make 

sure that professionals across the board are compensated 

fairly to achieve long-term objectives, such as continuing to 

close the gender pay gap, and address retention issues for 

agency professionals. 

As a consequence of the pandemic, there has been a huge 

shift in people seeking more balance when it comes to work 

and leisure time. People are making new choices about where 

they want to live and creating new expectations around 

flexibility, how many days they would like to work in the office 

and work-life balance. 

Our findings emphasise the need for companies to carefully 

consider their working policies, bonus schemes, company 

benefits and address what comms professionals really want 

from their role. As businesses look to hire new talent in a 

more competitive market, they should consider the need to 

move quickly to secure the professionals they want. 

We also advise leaders to look at initiatives that attract 

and advance diverse talent, and support full representation 

across the industry. This will help them to both stand out and 

attract the best in the market.

Over the coming months, we will delve deeper into  

some of the findings from our survey in our weekly  

Thought Leaders Connected newsletter so do sign up at 

the-works.co.uk/newsroom.

http://the-works.co.uk/newsroom
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