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Data in this report has been taken from circa 1000 FMCG professionals
registered by PIE. Additional information has also come from a survey of
salary and benefits carried out in December 2025 in order to give the most
up to date picture of what's happening in this sector.

The candidates surveyed operate in a wide range of business operating
stages but the majority are working within SMEs and blue chips.

The FMCG team at PIE is always happy to give you individually tailored
salary advice according to your own growth stage. Should you require
something more bespoke please don't hesitate to get in touch.




Salary still matters to candidates. But in FMCG, as in many other sectors, it is now far
from the whole story.

Our latest candidate research across sales and marketing professionals in the FMCG
and Consumer market shows that decisions are increasingly being made based on the
total package on offer, not just base salary and bonus potential. This isn't a new idea,
but there is no doubt that concern around sustainability, lifestyle and long-term
security is playing a much bigger part in how roles are evaluated, particularly in a
sector known for its pace and pressure.

Unsurprisingly, performance-related reward still sits at the heart of the FMCG value
proposition, with the vast majority of candidates ranking bonus as one of their top
priorities. What is perhaps more telling is what sits alongside it. In our data pension
provision, healthcare and car benefits all consistently appear in the top tier of benefits
valued by candidates. Benefits that would once have been seen as “nice to have” are
now widely viewed as part of the baseline offer, not optional extras.

This reflects a broader split in the market. Larger, more established FMCG businesses
often continue to compete on structure, security and depth of benefits, while
challenger brands increasingly look to balance this with flexibility, autonomy and
lifestyle-led perks. The strongest employers - regardless of size - are those who can
combine both into a coherent, well thought-through proposition.

The question of flexibility continues to be a defining factor. In our survey nearly 90% of
respondents now work in hybrid or fully remote models and around two-thirds say
they would not consider a role that requires them to be office-based full time. Notably
even those respondents currently working in fully office-based roles said that they
would not consider such roles in the future. Businesses that treat flexibility as a trust
and performance reward, rather than a control issue, are finding themselves with a
material advantage in attracting talent.

Quality-of-life benefits are increasingly acting as decision filters too. In our data, 25+
days holiday is now the norm and anything below this can be seen as a deterrent in a
job offer. Demand for options such as buying additional leave, alongside broader
wellbeing support, continues to rise. These benefits are no longer fringe
considerations; they are part of how candidates judge whether a role is actually
workable and sustainable.

And it isn't only about the offer on day one. FMCG professionals are thinking much
more carefully about what happens next. Nearly 80% surveyed have a formal annual
salary review and every single one of those expects a pay increase at their next review.
Most are realistic - the majority anticipate increases in the 2-5% range - but the
expectation of clear, structured progression is now firmly embedded in how roles are
evaluated. A strong starting package without a clear sense of momentum increasingly
feels incomplete.

In a market where FMCG businesses are competing not just with each other but with
challenger brands, adjacent sectors and increasingly sophisticated employers for the
same commercial and marketing talent, one thing is clear. The strength, clarity and
balance of your overall package has become one of the most decisive factors in
whether you win or lose the people you want.
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When evaluating a job opportunity, the data shows a very clear hierarchy of priorities.

At the top of the stack sits the leading practical benefit, which reflects the realities of many
commercial roles. Car allowance or company car, along with fuel or expensed travel, feature
prominently in candidates’ top priorities. In a sector where roles are often field-based, hybrid or
multi-site, these benefits are not seen as perks, they are seen as essential tools to do the job. Closely
following behind this we see core financial and security-led benefits. Bonus is consistently ranked as
one of the most important elements of any package.This reinforces a key theme where candidates
are not just optimising their short term earnings but seeking stability and sustainability as well.

Beyond this sits a second tier of benefits focused on protection, flexibility and quality of life.
Healthcare enhancements, equity participation and parental benefits all play a meaningful role in
shaping how attractive an offer feels. Meanwhile, lifestyle and “soft perks” such as gym membership,
cycle-to-work schemes and the option to buy additional holiday are valued, but tend to act more as
tie-breakers between similar offers rather than primary decision drivers, sitting comfortably down in
the third tier of our graph.

The overall picture is clear - candidates are making considered, long-term decisions. A competitive
basic salary may open the conversation, but it is the balance and credibility of the total package that
ultimately determines whether an offer feels compelling or incomplete.
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@ MIN @ AVERAGE @ HIGH

Key Account Manager [ Z5101616) 65000

Field Sales Exec [Z50/010) 38000

National Account Executive [ 2501616 48600
National Account Manager 42000 63000
Senior NAM 58000 78000
Business Unit Controller 65000 108000
Head of Sales/SD

70000 110000

Commercial Director 64000 152000

(@)

50000 100000 150000 200000

Across the FMCG sector, bonuses for commercial roles remain consistently structured and broadly
aligned with wider market trends.

At NAE, NAM and Commercial Manager level, a circa 20% bonus (as a percentage of base salary) is
fairly standard and typically reflects a 50/50 weighting between individual performance and
business or team performance.

At senior levels, including SNAM, Head of Sales, and Director roles, target bonuses increase to 25—
30%, with greater emphasis on broader business metrics.

Blue-chip organisations often include a third layer of weighting at global or divisional level. In
contrast, challenger brands may lean more heavily on personal performance weighting, with some
also offering equity or long-term incentive components to supplement leaner bonus pools.

In all cases, clarity, consistency, and perceived fairness in how bonus outcomes are defined and
communicated continue to be key to credibility.
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® MIN @ AVERAGE @ HIGH

Assistant Brand Manager | €2i510l6) 45000

Brand Manager 35000 60000

Senior Brand Manager

55000 78000

Head of Brand 68000 110000

Category Executive | <i26/0]0) 40000

Category Manager 43000 66000
Marketing Executive | Z<161016) 40000
Marketing Manager 36000 85000

Marketing Director 65000 170000

Shopper/Trade Executive | Z<i0)66) 42000

Shopper/Trade Manager 40000 79000

Head of Shopper/Trade 69000 105000
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In the FMCG sector, bonuses for marketing professionals are often becoming more structured around
outcomes - less “hope marketing happens’, more “prove it has”!

For most commercial marketing roles, the core package retains an annual bonus element, normally
expressed as a % of base salary, paid after year-end results. Whilst it's fair to say that the overall % -
which sits generally at between 5 & 10% - hasn’'t changed much in recent years, particularly for those
in less senior roles, we're finding that for many candidates this can now be based on a combination of
company / personal / team results to allow for reward for exceptional personal performance even
when overall business performance may have dipped or flatlined. This then acts as a lever to retain
employees who might be tempted to start looking elsewhere if their contributions go unrecognised.

It's worth noting that bonuses for senior level marketing roles are currently sitting at between 15% and
20% although there are outliers to this at both ends of the spectrum. We have seen some businesses
paying up to 30% for Heads of/Director level. However at these higher levels bonuses do tend to have
a strong element of reward for business performance rather than being more weighted towards
personal outcomes and therefore may be considerably less in actuality.

Employers are also leaning on surveys and benchmarking to keep reward packages competitive as pay
expectations stay high.
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Will Gardner
Managing Director

+44 01494 360360

pie-recruitment.com

fmcg@pie-recruitment.com

George Robinson
Managing Consultant -
FMCG & Consumer

4 LACEMAKER COURT
LONDON ROAD
AMERSHAM
BUCKINGHAMSHIRE
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