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Summary

Since 2002, The Marketing Practice has had one mission: to be a  
B2B marketing agency that our clients, staff and owners rave about. 

In 2012, we celebrated our tenth birthday and have taken our mission  
even further:

Growth
•	 In size – 97 people vs 26 three years ago

•	 In revenue – to £7m (up 37% year-on-year)

•	 Across the globe – campaigns in EMEA, US and APAC

•	 In client satisfaction – 21% of our clients ‘rave’ about us

Innovation
•	 New marketing automation services
•	 A unified approach to creativity 
•	 An integrated planning function
•	 Social media integration

Great work
•	 We started a national conversation for O2

•	 We got the C-level to talk strategy with Canon

•	 We made project management a board-level 
topic for Oracle

Delivering the numbers
•	 Consistently exceeding lead targets

•	 Improving email open rates

•	 Average campaign ROI: 30x 

“They challenge us strategically 
about the direction we’re going 
in, creatively about what we’re 
creating, and they’re creating 
leads day in, day out. So for me 
they’re absolutely invaluable in 
how we go to market.”
Oliver Potter – Head of Enterprise Marketing, O2
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AT A GLANCE...

Monthly client satisfaction scores: 
94% positive in 2012/13 (up from 89% in 2011/12). 
Increase from 15% to 21% ‘Purple’ scores.

92% 
client retention, 
including: 

New wins:
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About The Marketing practice

•	 �We’ve grown in size (26 – 97 people in 3 years)

•	 We’ve grown our business (£3m – £7m in 3 years)

•	 �Our client satisfaction score has increased (15% to 21% ‘raving’ in a year)

Our mission since 2002:  
a B2B marketing agency that our clients, staff and owners rave about.

The definition of ‘integrated’
We help clients establish the right demand generation model for  
their business. We run end-to-end programmes from initial positioning  
and creative right through to lead generation, telemarketing and  
sales enablement.  

“Integration is a massively over-used term. But what it means to us  
is marketing that’s integrated with sales, creative that’s integrated with  
lead generation and data that’s integrated with everything.”

Clive McNamara, Chief Executive,  
The Marketing Practice
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A unique balance of different capabilities

The Board
CEO and co-founder, 
Clive McNamara, 
previously ran 
global marketing 
for a UK software 
business and saw 
an opportunity 
for an agency that would truly 
integrate channels and take end-
to-end responsibility for delivering 
measurable marketing results.

Paul Everett 
Director of 
Marketing 
Strategy

David van 
Schaick 
COO

Tracy James 
Head of 
People and 
Environment

Anna Hutton 
Director 
of Client 
Services

Nick Robbins- 
Cherry 
Finance and 
Commercial 
Director

Creative team
Team delivering high 
quality content and 
experiences through 
online, offline 
and events.

Run by Paul 
Baker, Creative 
Director 
(formerly CD 
at McCann 
Erickson, 
Interfocus and 
SMI/Publicis)

Inside Sales team
1-2-1 conversations 
on the telephone 
and by email with 
client’s prospects 
and customers. Daily 
conversations with 
client sales teams to 
track and progress 
opportunities.

Run by Osiri 
Weithers, Head 
of Inside Sales 
(15+ years in 
enterprise 
B2B sales)

Data team
Sourcing and 
managing data; 
designing and 
managing CRM and 
Marketing Automation 
implementations; 
tracking and 
reporting ROI.

Run by Matt 
Hanks, Head of 
Data (15+ years 
specialising 
in CRM 
systems and 
campaign data 
management)

Planning team
Gathering customer 
and market insight; 
creating segmentation 
models; owning 
our social media 
monitoring and 
response service.

Run by Allyson 
Bancroft, Head 
of Planning 
(formerly with 
OgilvyOne, 
Brann and 
McCann 
Erickson)



6

Rebrand: emphasis on marketing’s role  
in driving business success
Our rebrand reflected the excitement of our promise: to take end-to-end 
responsibility for delivering measurable marketing results.
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The real secret behind our success story



8

Creative and revenue 
contribution to  
clients’ businesses

O2 – Talking Points

Challenge
Get enterprises to see O2 as more than just a consumer brand.

Approach
We made O2’s consumer heritage an advantage by capturing interesting 
insights for businesses – direct from consumers.

A fully integrated awareness, lead generation, nurturing and sales 
enablement campaign (see next page).

Results
•	 74 sales leads (vs target of 40) 

Roslin McLanachan, O2 
“We were looking for a unique way 
to engage with our audience,  
and the Talking Points campaign 
has done that.”
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Talking Points 

Deal

Ongoing drip-feed 

Sales enablement

Opportunity 
acceleration 

Lead generation 

In
si

de
 s
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es

Awareness/Interest 

Direct mail/email

Web content

Social media content

Thought leadership papers

Integrated events 

Chat mats

Battlecards

Presentations

Product sheets

Blue Door executive forums

Case studies Expert opinion 
articles

Inside Sales 
telephone 
follow-up

Special events/webinars

campaign extending through 
the sales process
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Canon Europe – Aiming Higher

Tola Omotayo, Canon Europe
“I’ve just left a meeting with a prospect and they loved the approach... 
It’s really standing out with the C-level.”

Challenge
Create leads with a C-level audience in UK, Germany and the Netherlands. 

Approach
We sent contacts a copy of their annual report marked with areas where 
Canon could help them deliver strategic objectives.

Results
•	 31 leads (vs target of 19)

•	 ROI: 49x

ROI of 49x
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AXA Wealth data  
and campaigns

Kerri Wells, AXA Wealth
“We wouldn’t be anywhere near reaching our targets – 
let alone exceeding them – without TMP.”

Challenge
Personalise communications and segment an audience 
of over 30,000 contacts and 1,000,000 records. 

Approach
Consolidated AXA Wealth’s data into a single CRM 
system, tailored campaigns to prospect groups and 
delivered a complete segmentation strategy. 

Insight-led campaigns have delivered:
•	 Email click-through rates more than doubled  

over six months (from 1.6% to 4.4%)

•	 Results exceeding the lead targets

•	 Ultimately, twice the targeted number of  
AXA platform sign-ups 

One o� 
campaigns

CRM Sales data
30,000 contacts 

Industry 
data sources 

and feeds

Email system
over 1,000,000 

records

Customer research 
and analysis

Customer surveys 
and analysis

Sales data analysis
(best customer 
characteristics)

Sales process analysis

Broader market research 
and competitor analysis

Segmentation models

Messaging matrix

SAS analytics

Campaign plan

De-dupe and clean

Who to talk to?

What mechanism?

How to personalise?

How to score?

SFDC (CRM system)

On-going 
campaign execution

Reporting

Response tracking

Contact history 
tracking

Existing customer and prospect data

Behavioural Demographic

Email campaign 
management

Online tracking

Single view of each contact

Personalisation Campaign history Behaviour Next best action

We consolidated a data universe (over 30,000 contacts and 1,000,000 
records) by integrating all of the existing data from different sources.
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Creative thinking

O2 Flexiday
On February 8th, 2012, O2 closed their Slough head office for the day  
– to show flexible working in action, and to allow O2 Enterprise to talk  
to the market about the benefits achieved. It provided a year’s worth  
of communications.

Results
•	 173 leads (target: 150) 

•	 299 nurture opportunities 

•	 Predicted ROI: 35x 

•	 £800m pipeline by the end of 2012
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“We’re going to do/create [idea] to/for/with 
[audience] who [insight], which will make 
them think/feel/believe [X] and do [result].”

themarketingpractice.com

Unified ApproAch
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how we solve our clients’ toughest marketing challenges. 

Set the right targets  
(and align them properly)

detailed programme plans 
and execution

Market positioning based  
on real insight

big ideas that create buzz 
and hard results

biG MArKetinG ideA

refine > ideA > deVelop

there’s no fixed way to develop this. it may come organically 
from the work to define the problem. it may come from a 
small group being tasked to work up two or three ideas. 
occasionally, it may come from a larger brainstorm. 

1. 2.

3.

the beSt MindS in b2b SAleS  
& MArKetinG.
We have over a millennia of b2b experience between us, 
agency and client side. over that time we’ve learnt what 
works, sometimes the hard way.

A conSidered ApproAch.
einstein said: “if i had only one hour to save the world, i would 
spend fifty-five minutes defining the problem, and only five 
minutes finding the solution.” We tend to agree. that’s why our 
approach starts by refining the brief until it’s crystal clear. from 
that clarity comes the strongest solutions.

coMMerciAl focUS.
We see our role as delivering commercial outcomes for our clients. 
As an integrated agency, no one channel is promoted over another. 
So our solution is driven by one criteria only: is it the best it can be?

refine the probleM

deVelop the SolUtion

Marketing 
automation 

analysis

Messaging 
platform

Sales &  
marketing 
alignment

Sales 
workshop

research

Market sizing 
analysis

data 
benchmarking

target setting

proposition 
development 

inside Sales 
pilot

Approach & 
rationale

concepts

targeting  
& data

timing plan, 
next steps, 
estimate

Sales 
enablement

reporting 
& meeting 

rhythm

the team

contact, 
content & 
channel  

plan

inside Sales 
approach

targets, 
lead 

definitions & 
handover 

points

AGencY 
brief

finAl plAn

biG  
MArKetinG  

ideA

1-2-1 social media service
A service to uncover and join relevant 1-2-1 conversations with specific 
prospects, customers or influencers via social media. Some campaigns 
have 40% of event registrations via social media.

Marketing Automation 
We now offer initial scoping and planning services as well as overall 
management of marketing automation campaigns. It’s helped increase 
email click-through rates from 1.5% to 4.7%.

A Unified Approach
Led by Paul Baker, our new creative director, this initiative ensures we apply 
the right creative process. Now, every team contributes insight to create the 
perfect brief. 

Delivered for:

Delivered for:
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Financial performance 
and client growth

Performance to plan:  
strong management and forecasting 

At the start of this year we planned to achieve £7.1m revenue.  
Our actual revenue was £7.0m.

Our business model: the retention  
of a small number of clients
With whom we develop long-term, stable relationships. This is reflected  
in our 92% client retention over the year, and the financial growth of  
our agency. Monthly client satisfaction scores: 94% positive in 2012/13  
(up from 89% in 2011/12). Increase from 15% to 21% ‘Purple’ scores.

	FY 12	FY 11	FY 10

Revenue	 £7.0m	 £5.1m	 £4.1m

Growth from	 37%	 24%	 41% 
previous year

Profit	 £1.23m	 £1m	 £0.9m
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Staff and community 
engagement

Staff retention
The appointment of Tracy James as Head of People and Environment in 
2012 had an immediate impact on our efforts to recruit and retain the very 
best talent. This is demonstrated by our 87% employee retention rate.

Staff satisfaction
We collect staff scores for job satisfaction (4.9/6 average in 2012)  
and environment (5.1/6 average). 

Spain
To celebrate our 10th birthday and reaching our client satisfaction  
targets, we took the whole company to Puerto Banus for three days  
in a five star hotel.
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Staff morale and development

• �Leadership training programme 
Focusing on quality line management and personal development

• �Immersion training 
Working through an end-to-end campaign in a day

• �Social committee 
From family days to summer concerts, Nintendo Wii nights  
to karting sessions

• �Monthly company sessions 
Sharing our latest monthly results and progress against annual  
plan with all our staff

• �Sherpa for Sherpas 
Monthly best-practice workshops run by staff on a subject that 
positively impacts the day-to-day actions of our colleagues

Supporting the local community

Every year we support a local charity; in 2012 we raised £24,000 for YDUK. 

Engaging the wider 
business and  
marketing community

•	 We engage with over 30 B2B 
marketers each quarter through 
our Quarterly S&M (Sales & 
Marketing) Forums  
www.themarketingpractice.com/
forum 

•	 Blog http://blog.
themarketingpractice.com, which 
has 700 unique visitors a month 
(average)

•	 12,000+ views of our SlideShare 
presentations

•	 TMPtweets, which shares views 
from 20+ regular TMP ‘tweeters’ 
https://twitter.com/TMPtweets/
tmpers 

•	 Speaking engagements in 
London (B2B Marketing 
Summit), Helsinki (B2B 
conference), San Francisco 
(Oracle OpenWorld).
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Key initiatives and 
achievements

MAY

JUNE

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

JANUARY

FEBRUARY

MARCH

APRIL

2012

2013

NEW BRAND FOR THE
MARKETING PRACTICE

CAMPAIGNS WIN SILVER 
AND BRONZE AT DMA AWARDS

FINALIST AT CIM AWARDS

END OF FY12: £7M REVENUE (37% GROWTH ON FY11)

SHORTLISTED FOR 2 MARKETING 
WEEK ENGAGE AWARDS

 

NEW HIRE: 
ROBERT AINGER, FORMER 
CORPORATE MARKETING 
DIRECTOR AT ORANGE, JOINS 
TMP AS ASSOCIATE DIRECTOR

 

NEW HIRE: 
OSIRI WEITHERS 
JOINS TMP AS HEAD OFINSIDE SALES

 

NEW HIRE: 
PAUL BAKER, FORMER 
EXECUTIVE CREATIVE DIRECTOR 
AT MCCANN ERICKSON, JOINS 
TMP AS CREATIVE DIRECTOR

 

AXA WEALTH LEAD 
TARGET EXCEEDED

 

New client win, salesforce.com
key account marketing programme

New client win, CA Technologies

New client win, AXA Wealth pitch for 
data and campaign management

New client win, Capita acquisition branding

New client win, Cisco Systems
demand generation

Shortlisted five times for 
Marketing Week Engage awards

TMP Charity Ball in aid of our charity of the year,
Young Dementia UK, raises £17,000.
TOTAL RAISED IN THE YEAR: £24,000

Sales are from Mars, Marketing are from 
Venus: our Sales & Marketing Forum event
with speakers including Mark Armstrong:
Head of Direct Enterprise Sales at 
Telefónica UK and Robert Pickles: 
Director of Public Sector Business 
Development and Public A�airs at 
Canon UK

TMP turns 10 and celebrates with 
a team trip to Spain

O2 Talking Points: B2B Marketing 
campaign of the month

300 leads and £30m pipeline 
delivered for O2 Enterprise 
over the last 12 months

PRESENTED AT B2B MARKETING SUMMIT 
ON “SECRETS OF LEAD NURTURING”

CANON ‘AIMING HIGHER’ PROGRAMME KICKS 
OFF IN UK, GERMANY AND NETHERLANDS

‘AIMING HIGHER’ PROGRAMME GENERATES
£31M PIPELINE FOR CANON 
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Client testimonials
 
Sarah Lyons – Channel Marketing Manager,  
AXA Wealth
“It’s a great agency to work with, a fantastic account team that’s always 
very accessible, who place a great deal of emphasis on the relationship 
which I like… they’re absolutely brilliant.”

Giuseppe Rossi, VP International Sales, Oracle
“The program has clearly demonstrated the success we can expect  
when sales & marketing work together so well.”

Paul Stevenson – Head of Enterprise  
Marketing Services, O2 UK
“We have the holy grail of having an integrated agency. Whether our 
strategic development on messaging, our social media plans and  
strategy or our execution plans, TMP is involved at each step...” 
 




