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Abstract. The selection of suitable employees is becoming more and more demanding because of the 

increasing number of job applicants that want to get into a marketing career. The aim of this contribution is 

to find out which marketing competencies a competent graduate of economics should possess to be attractive 

for marketing related jobs in SMEs in the Region of South Bohemia, as well as to identify the positives and 

negatives of hiring such graduates. Based on data obtained from 93 SMEs with their own marketing 

department, the desired competent graduate for marketing related jobs can be described as a communicative 

and creative individual with the ability to analyse information. The main advantages of hiring graduates 

include creativity, the ability to work with modern technologies and/or enthusiasm for learning. On the other 

hand, a lack of experience and/or the longer training time are the main disadvantages of hiring fresh 

graduates for marketing-related jobs. 
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1 Introduction  
 

In developed countries, major efforts have been made by universities to prepare graduates of business or economic 

degrees, and who want to be marketers, to meet actual labour market requirements. Now, more than ever, if candidates 

for marketing related jobs, including university economics graduates, want to start a successful career in, for example the 

marketing communication field, they should possess key competencies, as determined by employers. These requirements 

are no longer based only on theoretical knowledge, but especially on higher level abilities, ones which provide 

a framework for the behaviour and skills that are expected of competent marketers in various types of marketing 

specializations [1, 2, 3]. Key competencies can be defined as a generic complex of knowledge, values and attitudes, but 

primarily life skills, such as problem solving, communication, collecting and analysing information, ability to work 

independently, leadership, creativity, ability to cooperate effectively, and the desire to participate in lifelong learning [4, 

5]. These competencies allow individuals to act appropriately and efficiently within various professional and personal life 

situations. They represent and incorporate a wide range of long-term qualifications and requirements for a flexible 

response to changing labour market demands, as well as ensure maximum performance in the defined tasks [6]. 

The selection of suitable employees is becoming more and more demanding because of the increasing number of job 

applicants that want to get into a marketing career. Nowadays, due to the requirements for matching the needs of 

companies with individual employee abilities, companies are increasingly using a competency-based approach 

to selecting the most suitable candidate. A competency-based approach involves the specification of the desired 

framework of the individuals’ key competencies for specific positions by means of a competency model as a basis for the 

selection of suitable applicants for a given position [7-9]. 

A competency model defines a combination of priority skills, abilities and knowledge, that is, individual competencies 

necessary to perform the tasks related to a specific position within an organization, for example in the marketing 

department. Competency models can be divided into two basic types: a) generic - for universal application throughout 

a company; and b) specific – wherein competencies that are a prerequisite for the required performance of a given 

employee in a specific position within a company are defined [10, 11]. 

To find component and capable potential employees for marketing related jobs, the recommended competency model 

should consist of the following particular groups of desired key competencies, each of which should be tested on job 

applicants during the hiring process [12-17]:  
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1. Competencies related to problem solving:  

a. Creative thinking 

b. Negotiating skills 

c. Public speaking 

d. Analysing and assessing information 

2. Social (interpersonal) competencies: 

a. Ability to communicate 

b. Ability to work in a team 

c. Ability to lead and motivate people 

3. Self-management:  

a. Ability to work independently 

b. Ability to work under pressure 

c. Ability to manage a budget 

Most of these competencies are behavioural, so if students have certain basic individual capabilities, their 

competencies can be developed throughout higher education [1]. With regards to the development of marketing 

competencies in universities and the preparation of students for their future successful marketing careers, there are plenty 

of methods that have been proven to help. These include case studies [18], business simulation games [19, 20] or project-

based learning [21, 22].  

The latter is considered to be one of the most suitable pedagogical tools for the development of students’ marketing 

competencies. This approach is characterized by the creation of student research teams that work on long-term projects 

(usually one or two semesters) connected to real world business practice with the purpose of solving the actual business 

tasks and problems [23, 24]. 

2 Methodology 

The aim of this contribution is to find out which marketing competencies a competent graduate of economics should 

possess in order to be attractive for marketing related jobs in small and medium-sized enterprises (SMEs) in the Region 

of South Bohemia. A partial goal is to identify the positives and negatives associated with employing graduates 

in marketing departments. 

Following an analysis of secondary resources [12-17], the research focused on a set of eight marketing competencies, 

namely: 

1.  Creative thinking; 

2. Communication; 

3.  Working independently; 

4.  Effective team collaboration; 

5.  Negotiating skills; 

6.  Analysing and assessing information; 

7.  Public speaking; 

8. Ability to work under pressure. 

The following criteria were defined for the selection of suitable respondents from among SMEs: 

a) companies with 25 - 249 employees; 

b) companies with a marketing department; 

c) companies in the Region of South Bohemia. 

The minimum number of 25 employees was set due to the assumed existence of marketing departments in such SMEs. 

The data was collected in 2018 – 2019 on the basis of a questionnaire survey conducted among 93 companies that met 

the aforementioned requirements. Data was primarily obtained from those persons responsible for recruitment – HR 

managers or directors in some cases. Using a 5-point scale (from 1 to 5, where 1 = very significant, 2 = significant, 3 = 

important, 4 = not significant, 5 = unimportant), the respondents evaluated the importance of specific marketing 
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competencies. Subsequently, in the open-ended question, the respondents also defined their idea of the optimal behaviour 

of a competent graduate for each specific marketing competency. In the second part of the questionnaire, respondents 

were asked to identify, from lists of 15, the advantages and disadvantages of employing graduates. They could choose a 

maximum of 4 options from each group. For the statistical analyses, STATISTICA 9 software was used. As the obtained 

data do not follow normal (Gaussian) distribution, only a non-parametric test was used for the analysis thereof (Friedman 

ANOVA).  

3 Results and Discussion 

3.1 Preferred marketing competencies  

Using the Friedman ANOVA to determine the significance of a specific marketing competence, the following 

hypotheses were tested at the significance level of α = 0.05: 

H0: The average significance of the individual marketing competencies determined by the surveyed companies is 

identical. 

HA: non H0 

Results of Friedman ANOVA: 

ANOVA = 237.5801; df = 8; N = 93; p-value = 0.000 

Taking into consideration the obtained p-value, the zero hypothesis is therefore rejected. This means that in the process 

of finding a competent graduate for a marketing department, there are identifiable differences in the companies´ 

perception of the marketing competencies required. The average significance of every competency of the analysed group 

of marketing competencies based on the SMEs points of view are presented in Table 1. The closer the individual means 

are to 1, the greater the importance the specific competency has to employers. 

Table 1. Importance of marketing competencies (means, n = 93) 

Marketing competencies 
Arithmetic 

mean 

Standard 

deviation 

Creative thinking 1.27 0.43 

Assessing and analysing information 1.34 0.54 

Working independently 1.39 0.57 

Communication 1.48 0.61 

Effective team collaboration 1.67 0.69 

Ability to work under pressure 1.93 0.77 

Public speaking 2.56 0.73 

Negotiating skills 2.83 0.87 

Source: Author. 

Based on the results, it is possible to define the basic profile of a desired competent graduate for marketing related 

jobs as follows: a communicative individual with the ability to provide original and unexpected solutions to problems, 

both independently and as a member of a team. When solving problems, the graduate should be able to obtain necessary 

information, purposefully and efficiently, from various resources, find a core message, and distinguish between relevant 

and irrelevant information. Also of importance is the ability to work towards a common predefined goal in cooperation 

with co-workers and comply with deadlines. On the other hand, the competent graduate does not have to be a good public 

speaker and/or have the ability to negotiate. 

3.2 Advantages and disadvantages of hiring graduates 

Employing graduates of universities of economics has many advantages, which is why SMEs hire them, in particular 

for entry level marketing jobs. The most important advantages for the surveyed SMEs are presented in Figure 1. Notably 

in the field of marketing, hired graduates see everything from a different angle, come up with different and creative ways 

and ideas, or point out mistakes that were ignored in the past. They are often skilled in working with modern technologies 

and social networks, which opens up new ways of marketing, especially for small companies. Moreover, graduates are 

very enthusiastic about learning new things and usually pay more attention to their tasks because they are at the start of 

their careers. 
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Figure 1. Advantages of hiring graduates (n = 93)      

Source: Author. 

 

Figure 2. Disadvantages of hiring graduates (n = 93)     

Source: Author. 

It is clear that there are also disadvantages for the surveyed SMEs in hiring graduates for marketing departments (see 

Figure 2). Sometimes graduates of universities of economics have no work experience in the marketing industry, so it 

takes a longer time to develop their skills. As a result, the management will have to understand that the hired graduate 

will not immediately generate positive change within the organization. That is why every newly hired graduate has to be 

trained properly, but this period may be longer than in the case of more experienced employees. Unfortunately, one of 

the main problems of hiring fresh graduates are their high salary expectations. Sometimes they cannot understand that 

they have just joined a company and therefore cannot expect to be paid like an experienced marketing communications 

specialist. At the same time, young people are very often searching for the right career and salary is an important reason 

for switching jobs, every year if needs be.  

4 Conclusion  

The aim of this contribution was to find out which marketing competencies a competent graduate of economics should 

possess in order to be attractive for marketing related jobs in SMEs in the Region of South Bohemia, as well as to identify 

the positives and negatives of hiring such graduates. Based on data from 93 SMEs with their own marketing department, 

the appropriate candidate can be described as a communicative individual with the ability to provide original and 

unexpected solutions to problems, both independently and as a member of a team. When solving problems, the graduate 

should be able to obtain necessary information, purposefully and efficiently, from various resources, find a core message, 

and distinguish between important and unimportant information. Also of importance is the ability to work towards a 
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common predefined goal in cooperation with co-workers and to comply with deadlines. On the other hand, the competent 

graduate does not have to be a good public speaker and/or have the ability to negotiate.  

It is clear that for the surveyed companies, hiring graduates for their marketing departments has its advantages and 

disadvantages. The main advantages include creativity, ability to work with modern technologies and/or enthusiasm for 

learning. On the other hand, the lack of experience, high salary expectations and longer training time are the main 

disadvantages of hiring fresh graduates for marketing-related jobs. 
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