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MSQ’s digital magazine, Joined-up 
Thinking, was designed to give voice 
to the thinkers and leaders across 
our nine agencies, in areas ranging 
from digital transformation to 
brand strategy to customer insights 
to martech and adtech to all-things-
data to, of course, boundary-busting 
creativity. With this issue, for  
the first time, we are focusing an 
entire issue on a single, albeit  
wide-ranging subject: B2B.

The timing could not be better.

MSQ launched MSQ B2B in April, 
a model and offering to combine 
the extensive global capabilities and 
expertise in B2B marketing that 
spans our agencies. 

MSQ B2B was immediately dubbed 
B2B’s “super group” by The Drum. 

And that’s what we aspire to be, 
already ranked by B2B Marketing 
as the #1 international B2B agency/
network, the #2 UK B2B agency and 
the #4 US agency.

Beyond MSQ, B2B marketing and 
its ecosystem of marketers, agencies, 
media platforms, and tech and data 
platforms has reached a watershed 
moment: the highest level of 
accomplishment across a greater 
range of disciplines seen in my 35-
plus years as a B2B agency leader. 
I speak regularly with B2B CMOs, 
senior marketers and agency peers… 
to a person, each would agree  
with me. 

Beyond the marketers’ 
accomplishment, there is an 
attendant and even more important 

EDITOR’S NOTE

HELLO

point to make. I reviewed recently 
Fast Company’s Most Innovative 
Companies for 2021. Many of them, 
most of them, were all or part B2B. 
I won’t name the brands here, but 
you can guess for yourself. One is 
leading the resurgent space race. 
Another is solving the space junk 
crisis. Several make the Covid 
vaccines possible. One gave small 
retailers a lifeline. Another one 
filled the virtual collaboration 
vacuum. Yet another has hardened 
glass to the point that screens are 
nearly unbreakable. 

These are the tip of a vast B2B 
iceberg of innovation and 
contribution to every essential 
aspect of life and sustainable growth 
across our economies and our lives. 
If you detect a hint(!) of boosterism 

here, I’ll own that. If you detect a  
hint of pride in what B2B has 
become and will become, I’ll own 
that, too.

Coming back to MSQ B2B, my 
pride runneth over. This is a 
fantastic compendium of valuable, 
topical essays, articles, videos and 
visuals. Original Growth Models. 
B2B branding evolution. Global-
to-local approaches. Sustainability 
to sustain premium brand stature. 
E-commerce as an ever-bigger part 
of the B2B equation. It collectively 
provides insight into the immensely 
talented individuals and agencies 
that comprise MSQ B2B. More  
than that, it gives B2B marketers 
food and fuel for thought across 
many areas that are top of mind  
for us.

A big thank you to all our 
contributors. And a special word of 
thanks to Toni-Clayton Hine, CMO 
of EY Americas, and Beth Bamonte, 
Global Demand Acceleration Leader 
for Industry Marketing at IBM, for 
our video interview. These are two 
brilliant B2B marketers who are 
leading our industry forward.

With that said, read, watch and 
enjoy. Contact any of the authors 
directly or contact me to discuss this 
content… and any other aspect of 
B2B marketing in ascendance.

Tom Stein 
Chairman and Chief Client Officer, Stein IAS

Chairman, MSQ B2B
tom.stein@steinias.com
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FEATURE

WHY B2B 
MARKETERS 

NEED TO BUILD 
SUPERIOR 

EMOTIONAL 
CAPITAL
Thanks partly to the pandemic and partly to the 

evolution of martech, B2B marketing is emerging 
from its tired stereotype and reimagining itself, 

MSQ’s Executive Director Kate Howe says.
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These have been the type of articles doing 
the rounds so far in 2021, following a cluster 
of news stories that included both Publicis 
Groupe investing in B2B agency Octopus and 
our own launch of MSQ B2B. 

The answers to those opening statements are 
pretty clear: No. No. And Yes. 

Creative agencies aren’t dead and marketing 
networks and groups would be mad to give up 
on advertising. Few businesses in the world 
understand people as much as advertising 
agencies, and when behaviours need to be 
changed and attention captured, brilliant 
creative campaigns have proved their 
effectiveness time and time again. 

But the very reason that creative agencies are 
alive and well is also the very reason why the 
smart marketing groups are investing more 
resources into their B2B capabilities.

Because at the heart of marketing is human 
connections. And at the heart of B2B are people 
who want those human connections too.

A recent Gartner study showcased just this. 
Seven out of nine B2B brands state that they 
have emotional connections with more than 
50% of their customers. And, as it goes on to 
say: “the memories, emotions and feelings 
that customers take away are ultimately what 
matters most.”

True, B2B is not as flighty nor as beholden 
to the flavour of the month as consumer 
marketing. And discarding rational value is 
madness, particularly further down the B2B 
sales funnel. Functional value (such as product 
differentiators) and economic value (such as 
ROI and TCO) will always have an impact.

Settling for SQLs?
But when it comes to marketing, it’s also true 
to say that, despite the Gartner studies and 
changing ways of the world, B2B brands have 
still been over-indexing on Sales-Qualified 
Leads rather than Emotionally Qualified 
ones. Maybe that’s because, despite what  
we know about the role of emotion in B2B 
buying decisions, change is often hard and 
always scary.

Until now it’s really only been the brave 
and the bold B2B brands who are thinking 
differently. Those same ones you see 
triumphing at the B2B awards ceremonies. 
But fortune can no longer only favour the 
brave. No longer can B2B marketing simply 
be seen as a sales support function. The way 
it’s always been can’t be the way it’s always 
going to be. 

Our MSQ B2B Chairman and the Editor of 
this very issue, Tom Stein, recently termed 
the last 12 months in B2B as ‘an awakening’. 
Thanks partly to the pandemic and partly to 
the evolution of martech, B2B marketing is 
emerging from its stereotype as a sales enabler 
and reimagining itself as a growth driver.

And at the heart of the reimagining sits 
Emotional Intelligence. That means 
communicating with greater relevance and 
empathy. Connecting experiences across 
every touchpoint, for every stakeholder 
audience. It means acting with integrity and 
warmth. So even when that rational value is 
elevated towards the bottom of the funnel, 
you’re still building relationships, showing 
that you’re a business who can genuinely 
enhance ‘your customers’ lives (and careers). 

Creative agencies are dead.  
Agency networks are giving up on 
advertising. The smart groups are 

investing more money in B2B.

Because at the heart of marketing is 
human connections. And at the heart 

of B2B are people who want those 
human connections too.
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It means appreciating the value of long-term 
brand building. Understanding when and how 
to avoid getting bogged down in the short-
term, tactical plays that leave us all cold. 

It means reclaiming – or, perhaps, claiming 
for the first time – the ‘customer experience’. 
Last year a study into Global Customer 
Experience by PEGA showed that in global 
businesses, IT is twice as likely to lead CX 
than any other function. Why IT and not 
marketing? Once again, is it a case that CX  
is being seen as functional, when really the 
only way to deliver great CX is through 
emotional intelligence? 

that moves us from using data to optimise 
tactical decisions, to using insight to drive 
strategic decisions. 

Now is the time to move beyond digital 
transformation to real marketing 
transformation. And B2B marketers are  
doing it.

We’re operating with greater confidence than 
ever before. There’s a strut in our step and a 
desire to connect more readily with audiences. 

And maybe that’s why you’re seeing more 
networks and groups investing heavily in 
B2B. Because for those who offer genuine 
full-service capabilities, who can bring the 
right experts together to provide joined-
up thinking across all touchpoints in the 
customer journey – and, crucially, are 
able to do it on a global scale – there is an 
opportunity for B2B brands to truly connect 
with customers. 

Taking the science and understanding 
that have always made the practice of B2B 
marketing so intriguing, and marrying it with 
the quest for developing more empathetic, 
emotionally qualified leads is what will truly 
help businesses earn the Superior Emotional 
Capital that attracts, converts, retains and 
grows valuable customers.

C
L
O
S
E

01. 
COHERENT
Emotional Capital is strengthened 
when brands act in ways that 
are coherent, consistent and 
connected. Emotionally-coherent 
brands don’t say one thing to gain 
publicity and then do something 
else when they think no-one will 
notice. Emotionally-coherent 
brands deliver consistently,  
in a joined-up way, across the 
whole organisation.

THE FIVE 
MOTORS OF 
EMOTIONAL 
CAPITAL

03.  
ON THE LEVEL
Brands with Superior Emotional 
Capital are seen to strive for a fair 
balance between give and take,  
to arrive at win-win rather than  
we win, you lose. Consumers  
are happy for companies to  
make a profit if they do so not  
at other’s expense.

05.  
ETHICAL
Emotional Capital is strongest 
in brands that are seen to have 
decent principles. Ethical brand-
owners are determined to do 
good and not harm – to staff, 
suppliers, society, the planet.

02. 
LITERATE
Emotionally-literate brands make 
it their business to know how 
audiences and stakeholders 
really feel about life, their world, 
themselves, the category and 
the brand. And they get the ‘Big 
Picture’ – the cultural & societal 
overlays, the mood of the times, 
the wider trends shaping how  
we all feel.

04.  
SELF-AWARE
Emotional Capital is increased 
in brands that show a genuine 
understanding of themselves. 
Emotionally self-aware brands 
ask searching questions to 
understand their own real 
strengths and face up to their 
weaknesses.

Kate Howe
Executive Director of MSQ

Now is the time to move beyond 
digital transformation to real 

marketing transformation.

A new era
This B2B revolution has been building for 
some time – though no-one could have quite 
expected the pandemic to give it such an 
emphatic kick in the required direction. Sure, 
B2B organisations have led the way for some 
time in using data and martech to help drive 
personal, relevant and timely comms. But 
these advances alone are not enough. Smart 
marketers know they need to translate the 
data into true insights, and then into creative 
inspiration. It’s still creativity that’s needed to 
spot new connections, and a shift in mindset 

8 9

THE B2B EDITIONJOINED-UP THINKING



of components that make up a 
‘memory structure’ – a combination 
of words, logos, sounds, smells and 
other experiences. Because a brand 
is the sum total of all the emotions, 
thoughts, images, sounds and 
history that exist in our collective 
brains about a certain company, 
service or product.

Our brains are trained to make life 
as easy as possible for us, so if those 
brand components are familiar, 
then the unwelcome element of 
doubt is removed. Which makes 
a brand easier to buy. Those who 
have read Daniel Kahneman’s 
seminal ‘Thinking, Fast & Slow’ 
will recognise this construct – 
Kahneman revealed that 90-95% 
of all purchase decisions made are 
determined by the subconscious 
part of the brain.

That’s particularly pertinent 
following a pandemic. It has made 

This is a story that spans 20 years. 

Sure, it’s hard to remember a time 
pre-Covid. But I think one way to 
understand how a brand responds 
to a situation like the pandemic is to 
cast our minds back to the last time 
the world changed in one fell swoop. 

Everyone over 30 will remember 
where they were on the 11th 
September 2001. I was lying in bed 
at home with flu, and remember 
having to look twice as I simply 
couldn’t believe that what I was 
seeing on the TV was true. 

And, like COVID-19, it had societal 
and cultural implications far 
beyond what any of us could  
ever imagine. 

For instance, people started 
‘cocooning’. Eschewing social 
conventions for a simpler life, 
focusing on redecorating their 
houses and putting their money  

life increasingly complicated, with 
many new considerations and 
uncertainties, and it’s increased the 
desire to remember “the good old 
times”, which we all start believing 
were better than they were.

The pandemic has also further 
accelerated other developments 
– such as globalisation, channel 
proliferation and disintermediation. 
Indeed, it’s probably accelerated the 
latter by a decade. 

Global and channel consistency 
is key when alternative products 
and services can be acquired 
in confidence more easily from 
more places. Meanwhile channel 
proliferation – both from a media 
and sales point of view – increases 
the need for distinctive assets that 
are used consistently across a wide 
series of channels (particularly in 
social media, where visual comms  
is critical). 

into gardens and home cinema 
systems instead. 

They took fewer risks – not just 
with how they spent their money, 
but also who they spent it with. In 
periods of uncertainty, people will 
tend to hero their past – evoking a 
sense of nostalgia to try and recall 
their ‘good old times’.

In today’s post-pandemic context, 
that’s good news for the big, 
dependable, trustworthy brands, 
then. Right? 

Possibly. But as every good B2B 
business knows, being ‘strong and 
stable’ alone isn’t enough. It’s how 
you bring that ‘strong and stable’ 
moniker to life.

Training brains
Let’s start with consistency. Every 
brand – whether it’s the largest 
B2B conglomerate or a local D2C 
bakery – is built through a series 

But a word of warning. As all 
branding experts like to give when 
discussing consistency. This is not 
about matching luggage. And it’s  
not about blindly making every 
global component one and the 
same. It is about bravely thinking 
inside the box, understanding  
the distinctive assets from your 
brands and then creatively 
reinterpreting them.

It’s important to figure out what 
components of your brand are 
distinctive on a global level, and 
what components are left to 
individual markets. Because if 
you’re only global, then you very 
quickly risk becoming overly 
homogenous, which in turn makes 
you boring and irrelevant. What 
can you do at a local level to ensure 
you still offer intrigue and choice, 
without losing those distinctive 
elements that build trust? 

ARTICLE

The Sights and 
Sounds That Make a 
Forward-thinking 

B2B Brand

BRANDING LESSONS  
FROM A B2C STALWART

Starbucks
The year is 2011 and Starbucks has 
just made a seemingly small but 
actually rather significant move. The 
business has tweaked its logo to 
remove the words ‘Starbucks coffee’. 

I remember it faced a bit of criticism 
at the time. Indeed, one branding 
expert told the BBC, “I think it’s nuts…
what’s it going to be – the coffee 
formerly known as Starbucks?” 

Of course, the Starbucks Siren 
was more than strong enough to 
stand on her own. Because from a 
consumer point of view, very little 
had changed. The logo was the 
same colour, same shape, it had 
the same image as before. The 
distinctiveness remained. 

And now there would be no more 
problems with literacy when rolling 
out the brand around the world.  
The logo you see in a US Starbucks 
is the same you’d see in a China 
Starbucks and the same you see  
in a Turkish Starbucks. 

It also meant that Starbucks was 
now no longer about coffee and 
coffee alone (of course, it wasn’t 
really by that point anyway, but 
that’s not what the brand showed). 
The brand had caught up to give  
the business the flexibility it craved. 

The lesson: Build consistent, 
distinctive assets that allow you to 
stretch your brand wider, not block 
yourself into a corner.
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BRANDING LESSONS  
FROM A B2C STALWART

McDonald’s
Few brands consider the full 
customer experience in the way 
McDonald’s does. Just by reading 
this sentence, you can already smell 
the burgers. That smell you likely 
associate with being taken there in 
your formative years, perhaps by a 
grandparent, who was treating you 
like an adult for the first time. 

Maybe you associate with the 
sounds of a children’s party you 
attended there. There’s a reason 
why the play garden takes up 
such valuable retail estate in a 
McDonald’s. It’s a multi-sensory 
experience that generates pure 
nostalgia for years to come. 

And then, of course, you have the 
golden arches themselves. That 
goes back to the consistency 
we talked about earlier in the 
piece. You’re tired, maybe you’re 
feeling insecure because you’re in 
different environment (or you’ve 
just experienced a pandemic 
that’s thrown every life routine out 
of kilter!), but when you see the 
golden arches, there’s a pillar of 
consistency, a pang of nostalgia,  
a burst of emotions that generate  
a desire to visit. 

The lesson: ‘Strong-and-stable’ may 
be relevant, but it needn’t be boring. 
In fact, there are a whole host of 
powerful sensory experiences that 
can be considered. 

Tapping emotions
So consistency breeds familiarity 
which can breed trust. That’s great, 
but also very rational. And we know 
that in B2B (as covered in various 
other articles in this magazine) 
there are a lot of emotional levers 
that go into building trust too. 

People build memory structures 
through experiences. Was the 
salesperson nice? Did I come away 
feeling valued? I had a fun time, 
so I associate that brand with 
enjoyment. 

That approach has sat at the heart 
of B2B brand building for years. But 
as the implications of the pandemic 
force businesses to find alternative 
ways to engage customers on a 
remote basis, other senses must 
come into play. 

90-95% of all purchase 
decisions made are 
determined by the  
subconscious part  

of the brain.

That means using sounds and smells 
as well as sight and touch to create 
lasting brand marks. For example, 
in a digital environment you can 
use sonic emotion to maximise the 
structures you have. Take the audio 
you experience when you open 
Skype or Netflix. The distinctive 
sound Intel use whenever you 
encounter a ‘lightbulb moment’.

Don’t get fooled in thinking ‘it’s 
a jingle’. It’s a sound that you can 
associate with a positive moment. I 
don’t know why Deliveroo doesn’t 
play a particular sound when your 
food is being delivered – that would 
be Maslow’s bell to the customer 
and anyone around them. 

The crucial part in that example, of 
course, is that the sonic branding 
appears when the food arrives, not 
when it’s being ordered. Because 
you want to associate the sound 
with the prize, not the part when 
you’re spending money. How can 
you bring sonic branding into your 
digital brand experiences too? 

What’s next?
Just like people eventually stopped 
cocooning after 9/11, people will 
eventually embrace habits that 
don’t feel explicitly linked to 
the tumultuous last 12 months. 
But implicitly, the pandemic has 
changed the world forever. It’s 
changed the ways customers view 
brands and changed the ways 
brands can – and should – act. 

Does your brand have the right 
mix of consistent and flexible 
components and multi-sensory 
drivers it needs to truly resonate 
with your customers in today’s 
complex, digital world?

Paul Galesloot 
Chief Executive of Holmes & Marchant, 
MSQ’s Brand Experts
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THE
BIG
INTERVIEW

IBM and EY have long been celebrated as two 
of the very best B2B marketing organisations. 
They’re pushing the boundaries in martech, 
in content, in customer experience… the list 
goes on. 

But no organisation was left unaffected by the 
pandemic. None could have been prepared for 
something so seismic. 

The shining light has been that whilst the 
pandemic threw up a variety of challenges, 
it also, for the smartest and best set-up 
organisations, offered new opportunities too.

And that’s why it was so fascinating to  
speak to Beth Bamonte, Global Demand 
Acceleration Leader of Global Industry 

Marketing at IBM, and Toni Clayton-Hine, 
CMO of EY Americas, for this issue’s  
Big Interview.

In an illuminating chat, we discussed how 
the pandemic forced both leading marketers 
to think differently. I heard how their teams 
have changed shape in the past 15 months, 
how they expect ways of working to differ now 
restrictions are loosening again, and how they 
plan to sustain positive change made during 
the period. 

And now it’s time for you to hear their 
thoughts too. I hope you enjoy listening to 
these two leading thinkers as much as I did 
speaking to them. Just click the play button 
above to get streaming.

FEATURE

How have some of the world’s best B2B marketers navigated  
an unprecedented past 15 months? In an exclusive interview,  

we spoke with Beth Bamonte, Global Demand Acceleration Leader 
of Global Industry Marketing at IBM, and Toni Clayton-Hine, 

CMO of EY Americas, to find out.

WITH TOM STEIN

TO
M 

ST
EI

N

TO
NI

 C
LA

YT
ON

-H
IN

E

BE
TH

 B
AM

ON
TE

14 15

THE B2B EDITIONJOINED-UP THINKING

https://app.frame.io/presentations/99f69031-1572-46d3-8d8a-136c37460af5


“Implementation cannot 
be overlooked. Leaders 

need to be explicitly clear 
on the purpose of each 
area of global-to-local 
marketing activation.”

Craig Duxbury
President, Client Services, Stein IAS

C-suite discussions around global 
marketing have doubled in the past 
year. That’s no surprise when you 
consider that, according to Forrester, 
multinationals that build strong 
alignment between global and local 
are able to deliver 19% faster revenue 
growth and 15% higher profitability.

So with such a large potential to 
generate competitive advantage in 
today’s complex markets, getting 
global to local right is a business 
imperative. But – how?

To find out, we conducted research 
with senior marketing leaders at 
B2B firms around the world and 
identified four models for successful 
global marketing.

Considering the extremes of 
brand centric vs. brand flexibility 
and global operations vs. local 
flexibility, we find the majority of 
multinational corporations fall 
somewhere in between.

Shared services – like martech or 
media platforms/buys – are often 
owned by global for use by local 
teams to avoid duplication of costs – 
but local tactically skilled teams do 
the implementing.

4. Regional Control

What if its best for local markets 
to take control of their marketing 
strategy, tactics and implementation? 
We move furthest from Global 
Control to Regional Control. Global 
marketing may hand down business 
imperatives, like global product 
launches, as well as provide shared 
services for local use. But it’s the 
regions who hold control.

This does allow for a more 
customer-centric approach – but it 

comes at significant cost. Decisions 
in a vacuum from a global team, 
in these instances, may not always 
represent the best interests of the 
brand and their customers. But 
if your business has only highly 
specific regional markets, this is 
your model.

ARTICLE

Global-to-Local: 
Getting it Right

The Global-to-Local Quadrant

1. Global Control

When a business’ global markets 
are identical or similar in customer 
needs, a Global Control approach 
is effective. Here, the strategy, 
messaging, audience definition and 
brand elements are all defined and 
executed at the global level because 
customisation would only result in 
doubling up efforts. 

The global marketing team must be 
ready to take on the responsibility 
of aligning marketing strategy, 
priorities and tactics with the 
wider business goals and then 
implementing them. But given  
sales are relationship and 
transactional in nature, local 
or regional sales teams are still 
required in this model.

Global Control is most practical 
when the business has a single 
global market. What happens when 
each market customers’ needs differ 
and when different messages and 
approaches are required?

2. Central Support

When the global team releases their 
grip on the reins a bit, we move 
into the Central Support approach. 
Strategy is provided at the global 
level to local teams to implement 
– and global executes the brand-
level marketing – but local teams 
have the freedom to define creative 
and marketing for their customer 
engagements. Here, the global 
marketing function is supportive, 
owning the shared services (e.g. 
martech platforms and center of 
excellence) required to implement 
efficiently and effectively. 

Central Support is an approach 
often used when the organisation 
needs to adapt from a Global 
Control model to ensure its 
products and market strategy are 
customised for its regions. For 
instance, the way a Silicon Valley 
business communicates in the 
United States will be drastically 
different than how it should 
message itself to businesses in  
South America, where technology 
isn’t as highly utilised.

3. Hub & Spoke

Moving further from Global 
Control is Hub & Spoke, where 
implementation is highly  
localised – not centralised. In  
this model, strategy sits with a 
global marketing team and/or  
Chief Marketing Officer – they  
have the responsibility of not  
only developing the marketing 
strategy but also syndicating it to  
all individual regions. 

“B2B businesses need to 
find the right balance.”

Stefan Svardenborn
Global Communications and Marketing 

Leader (Former Director, Tetra Pak)

What’s the Right Course of 
Action?
Base your decisions on the markets 
you operate in. Do you require 
rapid local response or local 
adaptation? Or can local differences 
be minimised in favour of global 
brand presence?

Be thoughtful about the balance 
within the marketing functions to 
capture the global benefits, while 
remaining locally agile. Identify 
the model that works best for your 
markets and adapt it to fit your 
needs. Then – make sure it sticks.

It’s not just the ‘what’; it’s also the 
‘how’. Implementation cannot be 
overlooked. Leaders need to be 
explicitly clear on the purpose 
of each area of global-to-local 
marketing activation.

Businesses that identify the right 
model for their needs, and clearly 
communicate and implement it,  
will be able to reap the rewards of 
global to local.

“Now, more than ever, 
your brand positioning 

and story has to be razor 
sharp at the core...  

What you have to do  
now is tell your story 
through the lens of the 

respective customer 
segment’s needs.”

Russ Findlay
Formerly Global Chief Marketing Officer, 

Hiscox

Craig Duxbury
President, Client Services, Stein IAS
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FEATURE

Over the course of the pandemic, B2B brands proved 
strikingly resilient, especially in comparison to consumer 

counterparts. Now, as the U.S. and UK economies are 
seemingly on the verge of a roaring comeback, robust 

growth again is in vogue and in view. 

MODELLING � 
MAXIMIZING
GROWTH
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ORIGINAL GROWTH MODEL: STRATEGIC PILLARS

The Original Growth Model: A Strategic 
Framework and Planning System Bespoke 
for B2B
Working with as many marketing leaders 
globally as we do, and helping them drive 
growth from brand to demand, Stein IAS has 
identified the key components that we believe 
provide a model framework for growth. We 
call it the Original Growth Model (OGM), 
a strategic framework and system to model 
and to map out the key priorities that can 
drive and optimise growth, to advance GTM 
programmes and to deliver clear return on 
marketing investment. The OGM comprises 
three core areas:

Growth Stack: These seven interlocking 
layers provide the essential building blocks 
for growth and help in describing, analysing, 
measuring and designing a brand’s bespoke 

growth model. We believe they represent the 
essential components every brand needs to 
consider to provide the pathway to growth.

Growth Priorities: These 28 strategic areas, 
which feature across the seven growth stack 
layers, represent the priority areas and 
functions we believe marketing must activate 
to achieve maximum performance and 
growth outcomes.

CX Blueprint: Effective application of 
the seven growth layers and 28 priorities 
(showcased in the table above) enables you to 
achieve an ideally connected experience from 
brand to demand and from global to local. In 
doing so, you can develop an advanced CX 
blueprint including Overall Strategy, Reach & 
Attract, Engage & Inspire, Nurture & Convert 
and Analyse & Optimise. 

At Stein IAS, we believe in having a strategic 
framework that acts as a blueprint and roadmap.

Today, this framework, this growth model, 
needs to be agile and able to adapt and 
flex (as Covid has taught us). It needs to be 
transformative, outcome orientated, tech 
enabled and brand immersive. And because 
of that, it needs to reflect continual marketing 
maturity measurement and transformation 
mapping. In our view and based on our 
extensive experience, an effective, forward-
looking growth model should provide:

•  A blueprint for CMO activation that provides 
focus and structure

•  Definition of all the critical components for 
growth realisation

•  Marketing maturity measurement

•  Effective transformation mapping

And, with marketing containing so many 
different teams and disciplines, a growth  
model and framework needs to provide the 
interlock that helps connect teams behind a 
single strategy.

A growth model and framework needs 
to provide the interlock that helps 

connect teams behind a single strategy.

A roaring comeback? How very exciting.  
But what’s needed for brands in both regions 
to fully achieve growth? That starts with a 
comprehensive platform for transformative 
brand and demand growth realisation – 
a strategic approach aligned with business 
ambitions and overall marketing and  
sales objectives. 

B2B Marketing Needs a New Growth Model
Over the last few years, so many different 
areas have become the responsibility of 
marketing – brand, creative, campaigns, 
data, product, go to market, innovation, 
martech, adtech, operations, sales alignment, 
CX, measurement and attribution, digital 
transformation…all of which contribute to 
growth. Going forward, CMOs and their 
teams need visibility into and focus on the  
key levers and priorities across all these areas. 

GROWTH REALISATION

BUSINESS STRATEGY & VISION

G
ro

w
th

 S
ta

ck

Growth Priorities
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Connecting Brand to Demand
The Original Growth Model is built on the 
foundations of intelligent marketing and 
identifies the core strategies and connection 
points at each stage, from overall strategy to 
analysis and optimisation. The outcome is 
a measurable brand-to-demand framework 
that connects the customer experience from 
first touch to in-life and beyond.

Overall Strategy
Ensuring the core platforms and overall 
strategies including messaging, buyer/account 
profiles, buyer journeys, brand and demand 
forecasts, total addressable market and overall 
business and marketing objectives are locked 
down to drive effective marketing plan 
development.

Reach & Attract
Addressing the core targeting strategies 
across all stages of the buyer journey using 
a combination of inbound and outbound 
approaches across data-driven paid, owned 
and earned media.

Engage & Inspire
Engaging prospects across websites, hubs 
and landing pages to ensure effective content 
engagement, lead capture and buyer profiling.

Convert & Grow
Converting prospects to customers through  
effective lead scoring, lead nurturing, lead 
routing and management, sales integration  
and remarketing. Then effectively onboarding 
customers and activating cross/upsell strategies  
to drive loyalty and advocacy.

Analyse & Optimise
Measuring marketing performance with defined 
and standardised metrics, KPIs, reporting and 
optimisation strategies.

Data Strategy & Martech Platforms
Underpinning each of these stages and 
programmes with the appropriate data strategy 
and marketing technology platforms comprising 
the most appropriate mix of adtech and martech 
to achieve marketing and campaign objectives.

ORIGINAL GROWTH MODEL
CX blueprint

GROWTH  
FOCUS

Tetra Pak
Tetra Pak started to implement  
the Growth Model starting in  
2018. Programmes focussed on a 
digital marketing transformation 
initiative to deliver global go-to-
market frameworks that would 
radically transform the planning  
and deployment of campaigns. 

This was achieved by streamlining 
processes and the deployment 
of GTM blueprints and toolkits 
containing campaign architectures, 
ROMI models, KPI frameworks 
and standardised templates and 
assets across media and marketing 
automation platforms. 

Within just one year, Tetra Pak 
had increased the output from 
every $ invested in marketing 
campaigns by +40%, which came 
from growing sales leads +20% vs 
YA, whilst decreasing the worldwide 
promotional budget by -15%. Marc Keating

Chief Innovation Officer, Stein IAS

22 23

THE B2B EDITIONJOINED-UP THINKING



So what does that mean for  
B2B marketers? 
Let’s apply the same principle 
to business. In sports and 
entertainment there will always 
be the debate that you can’t beat 
the real experience. But in the face 
of saving money and increasing 
efficiency at scale, business doesn’t 
worry about niceties like that. 
‘Somewhere close to the real thing’ 
will be good enough. 

Right now, you can meet colleagues 
in VR for a meeting if you all have 
headsets, and it easily beats the 
experience of a Teams meeting. 
It’s like being in an office: you can 
move around, take one person into 
a meeting room, do a presentation, 
write on a whiteboard with virtual 
pens. 

It’s not quite close enough to ‘the 
real office experience’ to rival the 
real office yet. Avatar body language 
isn’t authentic enough; hand and 
finger dexterity are too blunt for 
efficient typing; some people get 
motion sickness. However, the 
gap between real office working 
and virtual will close because the 
incentive is massive.

But if you think Apple, Microsoft 
or Tencent are planning on waking 
up one day to discover they don’t 
control any of the VR market for 
business, think different. Big Techs 
are busy vying to be the platform 
on which we work as well as play. 

Anyone asking, ‘When is the right 
time for my business to embrace 
virtual reality?’ is asking a smart 
question. But the question should 
be, when will my business be 
embraced by virtual reality? 

Disruption happens when you don’t 
see a new business model coming. 
But for anyone who has been inside 
a VR headset lately, it’s very clear 
what’s coming: a virtual world to 
rival the real world. And that means 
the business world too. 

One by one, the experiences of the 
real world will be made available 
in the virtual world with one major 
difference – wider accessibility. 
When the cost of the hardware 
and the programmes makes a 
virtual experience more affordable 
than the real thing, more people 
can access the experience. This 
democratisation of experience will 
change the human world (whether 
for better or worse is debatable), but 
the upside for business will at first 
make it attractive, and soon after as 
the early adopters streak ahead, a 
matter of business survival.

The democratisation of the work 
experience will happen in your 
lifetime and many of the real things 
you know will become things of the 
past. Start with the obvious in B2B: 
the industry event. It’s already on 
the ropes. VR is going to knock it 
clean out. 

Why pay to fly everyone out to 
stay in hotels when you can pay a 
development team much less to 
build a bespoke event in VR?  
To see it as a loss is a failure of  
the imagination because all the 
best bits will get better. Want to 
demonstrate your safety product 
inside a volcano? No problem. Want 
to show off your undersea network 
under the sea? Go for it. It won’t be 
just the top brass that can sneak off 
for a round of golf; everyone will be 
able to do that in VR, or climb the 
last leg of Everest, or go play golf  
on Mars. 

The experience is hard to imagine 
until you are in it, but the benefits 
are easy: no travel costs, no office 
space, low carbon operations, global 
recruitment potential, no ‘virtual’ 
isolation (you can all be virtually 
together), enhanced training 
experiences. The list keeps growing 
the more you think about it. Time 
to buy a headset? You may as well 
start getting used to it.

NEED TO KNOW

VR Set to Turn  
B2B Outside-In

Many experiences have been 
democratised already in the gaming 
and entertainment VR world. 
Take the game ‘The Climb’, which 
simulates extreme rock climbing. 
Facebook’s Oculus 2 headset costs 
$300 and the game $30, which is 
much less than climbing gear, let 
alone the cost of travelling to the 
places the game takes you. 

Of course, it’s not the same 
experience. But as the technology 
improves, it will get closer and 
closer to the real thing. Haptic 
gloves and shoes will simulate the 
feeling of rock. The VR pod in 
your home will simulate weather 
conditions. It still won’t be the real 
thing and purists would never swap, 
but many people who don’t want to 
travel to Nepal and risk their lives 
will be able to know something of 
what it’s like to summit Everest,  
at a fraction of the cost.

Check out virtual 
office pioneers 

Arthur and the big B2B 
brands jumping into 
VR here.

Reuben Webb
Chief Creative Officer, Stein IAS
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NEED TO KNOW

Top Tips
to Improve Your Brand’s 

Digital Experience

1.
THE CLICHÉ MATTERS: B2B 
AUDIENCES ARE HUMAN TOO

It’s widely accepted that B2C 
customers are often singular 
decision makers, prone to making 
impulse purchases that are more 
likely to be at the whim of emotion. 
This psychology is easy for us to get 
our head around, and it is regularly 
exploited across a direct-to-
consumer (D2C) purchase journey.

Psychology has always played a 
huge role in marketing. It’s easy to 
acknowledge that a target audience 
has feelings, emotions and a vast 
array of experiences shaping their 
perceptions. Which in turn can be 
learnt, understood and manipulated 
to elicit behaviour change and 
influence a desired action.

Yet it is often suggested that those 
very same humans, once operating 
in a B2B context, cannot be or  
are not influenced by emotion.  
Instead, they for some reason  
need economist-level logic to  
create action.

This has never been the case. 
However, it has been sufficient 
enough to allow B2B marketers 
to fall back on those assumptions, 
neglecting to spend time 
understanding the nuances of 
human emotion and decision 
making within their space.

As the B2B sector has experienced 
significant digital transformation 
over the last 12 months, ‘emotion’ 
has played an increased role in 
success. Yes, there will still be 
multiple decision makers and 
logic-based, regulated purchase 
requirements, but with the volume 
of B2B customers wanting to 
access digitised sales experiences 
exploding out of pure necessity, a 
larger proportion of your audience 
will be impacted by emotion, just as 
they are in their everyday lives.

To really connect with your 
audience, you must prioritise 
learning. When it comes to digital 
transformation, now is the time to 
ensure that you have a plan that will 
enable you to regularly learn from 
your customers. Start by:

•  Revisiting your known buying 
personas

•  Audit existing customer journeys 
using both behavioural data 
(analytics) and human research

•  If your organisation is not taking 
research, experimentation, UX 
and psychology seriously – 
make it known, because your 
competitors are, and they are 
going to overtake you.   

The B2B marketing and sales funnel 
has changed drastically over the past 
few years. But have B2B websites 
maintained the same level of growth 
and innovation?

Creating the most personalised 
journey possible for your buyers is 
crucial, and your brand’s website 
should be at the heart of your 
customers’ digital experience. So 
why are more and more buyers in 
the enterprise space saying that 
digital experience has not only been 
disappointing, but doesn’t help them 
on their path to purchase?

Earlier this year, we at twentysix 
hosted a unique virtual event 
where a panel of experts within the 
world of B2B marketing and digital 
transformation took a deep dive into 
the role of the B2B website and how 
it has evolved; from data analytics 
and user experience to content and 
journey personalisation.

Here we bring you four key 
takeaways from the event – and 

if you like what you read and want 
to learn more – you can gain instant 
access to the full webinar here.
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2.
HANG ONTO YOUR GAINS – 
CONVENIENCE IS LOYALTY

Accelerated digital transformation 
has created a vast set of crossover 
expectations. What your customers 
once couldn’t do, they then had to 
do, and now want to continue doing. 
Why? Because it’s easier, and we get 
more things done without having to 
schedule a call, drive to a meeting or 
mess around with physical invoices.

We don’t know for how long, or in 
what way the impact of the last 15 
months will change behaviours, but 
what we do know is that changes 
out of necessity and distress has 
created a level of convenience – and 
convenience is shaping up to be the 
new loyalty.

In recent research published by 
McKinsey detailing the impact of 
Covid-19 on the B2B sector, it is 
clear that preferences have indeed 
changed:

•  70-80% of B2B customers prefer 
remote human interaction or 
digital self-service

•  89% of companies say that they are 
likely to sustain the digital changes 
to marketing and sales models for 
12+ months post-Covid

In human history, whenever a 
‘need’ turns into a ‘want’, it quickly 
becomes a requirement. Where 

highly effective, digital self-service 
interactions become requirements, 
those organisations that neglect the 
opportunity to continue their digital 
evolution will fall behind. Businesses 
that stop at a functional possibility 
(the minimum viable product),  
rather than spending time refining 
their digital features into a more 
designed experience, will ultimately 
lose the gains they have made or 
protected over the last 12 months.

Design thinking and digital 
experience design will become the 
reason that a customer no longer 
chooses you over your competitors. 
Hang on to your gains by continuing 
your experience development or 
watch as those customers’ needs 
quickly turn to choices.

  3.
WORK TO ENABLE A  
UNIFIED VIEW 

For companies that typically 
have longer sales cycles and 
whose audiences are made up of 
multiple decision makers at single 
organisations (sound familiar?!), 
enabling a unified view of the 
customer journey is imperative. 
Ensuring all of your platforms are 
integrated, including your analytics 
and CRM, will enable you to create 
a joined-up single source of truth, 
allowing your internal teams  
to work towards the same goal  
or objective. 

With a single view of performance 
online to offline, the opportunity 
to conduct richer and intelligent 
analysis becomes greater. Putting 
this into practice; instead of simply 
being able to see how many leads 
have been achieved, you can look 
at this more closely to uncover how 
many leads have converted on your 
website and how many were in fact 
‘won’ or ‘closed’.

In doing this, you are able to 
understand elements such as user 
behaviour and intent, as well as 
being able to model and predict 
outcomes. These powerful insights 
are key in driving decision-making 
and enhancing effectiveness of  
both your website and the rest of 
your marketing. 

Getting your analytics right is a 
fundamental building block to 
achieving that unified view. So, 
where do you begin?

It can feel daunting, but we’d 
recommend following our three-
step framework: 

Fix > Unify > Extend 

Fix – To ensure you have  
confidence in your data, you need 
to start with the fundamentals. Get 
support in auditing your website 
and validating your tracking. 
Prioritise and implement any 
critical and quick fixes. 

Unify – Enable basic integration 
between analytics and your 
CRM for a joined-up view of 
performance. This should be fully 
accessible across the organisation. 

Extend – Look to extend and enrich 
your data by further integrating 
with other data sources, such as 
your ad serving platforms.

4.
USE ANALYTICS TO 
UNDERSTAND ‘INTENT’

In the B2B landscape, we know that 
leads are incredibly important, but 
we also know that not all leads are 
born equal, and the quality of a 
lead differs when the journey is not 
joined-up. With poor visibility of the 
customer journey, it is not surprising 
when Sales and Marketing teams 
have competing views on what 
makes a great quality lead.

During lead scoring, insufficient 
attention is often given to users 
further up the sales funnel, with 
the focus falling on users who have 
already become leads. With website 
conversion rates averaging at around 
2% or less, this means that 98% of 
your website visitors (who did not 
convert) are being ignored. 

To understand why most users don’t 
convert, you need to look at intent. 
Understanding intent is arguably 
more important in the B2B space 
due to the nuanced behavioural 
considerations in play when there is 
not a clear declaration of intent, for 
example, a ‘buy now’ button.

When you track intent within 
analytics, you can start to pull out 

which user actions are the ones that 
often lead to conversions. From 
there, you have the power to build a 
model that predicts the probability 
of conversion.

Armed with all of this information, 
it is possible to segment audiences 
by intent to understand their 
behaviours and preferences. 
Personalisation and conversion 
optimisation can be made far 
more intuitive with the inclusion 
of intention, preventing an over-
reliance on generic criteria. You 
can even take this one step further 
by creating motivational nudges to 
users with certain levels of intent, to 
encourage them to progress on their 
purchase journey. 

The accelerated digital 
transformation of the B2B 
landscape puts the B2B website 
at the centre of digital experience 
– making it more important than 
it has ever been before. Those 
organisations that continue to 
embrace digitisation, making a 
conscious effort to understand their 
customers and prioritise enhancing 
their digital experience, will no 
doubt reap the rewards.

Richard Jones
Chief Strategy Officer, twentysix
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As MSQ’s iconic brand consultancy, 
Lloyd Northover integrates into 
Stein IAS to launch the world’s 
leading B2B consultancy. Simon 
Ward, Principal of Lloyd Northover 
and now also Director of Brand 
Strategy for Stein IAS, joins Stein 
IAS Chief Strategy Officer Derek 
Stewart and our Guest Editor 
Tom Stein to pick out the biggest 
conversation points surrounding 
B2B branding today. How should 
a brand be set-up to prosper post-
pandemic? Is brand building 
strategies still set apart in a silo? 
How do you leverage your ‘constant 
core’ and ‘context flex’?

Watch the full discussion in 
our exclusive film here or

check out selected highlights 
follow in this section.

Collective strength builds brand 
value and trust
For a brand to remain strong and 
in sync, it must have collective 
strength. This is where many 
B2B brands fall short. Face-to-
face engagement between sales 
teams and customers has been 
fundamentally disrupted by the 
pandemic. Though this disruption 
will moderate, B2B brands must still 
project their collective personalities 
to not only take on more of the 
role sales personalities may have 
played, but to also convey a joined-
up experience that builds enduring 
brand value and trust.

Connecting brand to demand
B2B brand strategy is a critical 
establishing factor for a business 
in its own right – but it should 
not be developed in isolation 
from marketing needs. Creating a 
seamless transition from brand to 
demand takes considering the role 
brand strategy – from positioning 
and foundation to messaging and 
identity – will play in tactical 

The rise of brand strategy post 
pandemic
Many brands have experienced 
disruption during the pandemic, 
but this disruption comes with an 
opportunity for brands to examine 
everything anew. Over the past 16 
months, some brands have seen 
the pandemic as the ‘forcing factor’ 
that’s compelled them to reassess and 
strengthen their brands. Gartner’s 
annual CMO study reinforces the 
point, indicating that CMOs across 
the board and across B2B are 
prioritising brand strategy far more 
than they have in recent years.

Opportunity lies in a 
balanced brand-to-

demand investment, with 
long-term brand building 

setting the stage for 
more effective, ongoing 

demand campaigns.

The need to change brings 
opportunity
With digital now playing such a 
predominant role, there’s been a 
realisation that brands must work 
harder in the interest of supporting 
customer, prospect, partner and 
employee relationships. They 
must strive for greater clarity and 
cohesion across the multiplicity 
of audiences and digital channels. 
Amidst so much change, a bigger 
relationship gap is likely to be 
created. However, change also 
brings about the important 
opportunity for brands to sync 
more closely and empathetically 
with all their audiences.

activation through the funnel. 
Brand progression and demand 
acceleration must be approached  
in lockstep, with each driving  
the other and with growth the  
end goal.

Breaking down nonsensical silos
To the previous point and to ensure 
connectivity with prospects and 
customers, brand and demand 
shouldn’t be isolated from each 
other; it does a disservice to 
overall investment (and return on 
investment). Consistent investment 
in brand over the longer term is 
critical. Investment in shorter-term 
demand plays may still be where 
most B2B companies’ comfort 
level resides – but opportunity lies 
in a balanced brand-to-demand 
investment, with long-term brand 
building setting the stage for 
more effective, ongoing demand 
campaigns.

The power of successful branding
When a brand strategy is effectively 
implemented, a business (and all its 

NEED TO KNOW

The Evolution  
of Brand Strategy 

and Branding  
in B2B

stakeholder audiences) should feel 
and think about itself differently  
than before. This should translate 
into how the brand acts and the 
conversations it starts – and 
those started about it. The brand 
cannot be stuck in yesterday’s 
voice. To be a success, branding 
can’t be incremental; it should be 
transformative. To do branding  
right, the concept of compounding – 
that is, progressively and consistently 
building upon branding efforts –  
can achieve exponential impact  
and value creation.

Leveraging ‘constant core’ and 
‘context flex’
Ownership of a brand’s story used to 
lie 100% with the brand – but digital 
and social channels have shifted the 
balance to be shared between the B2B 
brand and its customers. Because of 
this, a brand must review where it 
stands more regularly to add context 
to its marketing, while maintaining 
a ‘constant core.’ The availability of 
real-time data now enables marketers 
to understand what really matters 
to people at any given moment 
– and thus, add ‘context flex’ to 
their marketing to fluidly align the 
brand with trends, developments 
and market sentiment to maintain 
intense topical relevance. 

Data and insights give you a deeper 
understanding of what you mean to 
your customers – and what you have 
to do is establish your brand story  
in a way that is relevant and 
meaningful to them. And if you can’t 
or you’re not prepared to – then it 
might be time to just shut up shop.

Derek Stewart
Chief Strategy Officer, Stein IAS
Simon Ward
Principal, Lloyd Northover 
Director of Brand Strategy, Stein IAS
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WE ARE  
MSQ
MSQ is home to nine joined-up 
agencies, helping businesses build 
emotionally intelligent brands to 
attract, convert, retain and grow 
valuable customers. We’re one of 
the UK’s fastest-growing marketing 
groups, offering clients a unique 
blend of creative, tech, media, 
PR, CRM, brand design, research 
and insight. Our B2B specialism, 
MSQ B2B, has been named B2B 
Marketing’s Top International B2B 
marcomms agency, providing 
expert customer-led thinking 
for businesses such as Duracell, 
Ingredion, Vodafone, 3M, Nasdaq, 
Tetra Pak and Trelleborg.

MSQ’s new Covent 
Garden HQ. A brand 
new, state-of-the-art and 
sustainable office that 
opened June 2021, bringing 
all 9 of MSQ’s agencies 
together under one roof.



NEWS

SIX  
OF THE 

BEST
Joined-up Thinking magazine is 

created by MSQ, one of the world’s 
fastest-growing marketing groups. 

Here we bring you all the latest 
that’s been happening at  

MSQ Towers (new towers,  
as you’ ll see) since our last issue…

MSQ B2B 
NAMED B2B 
MARKETING’S TOP 
INTERNATIONAL 
MARCOMMS 
AGENCY

Just months after 
launching MSQ B2B, 
we were delighted to be 
ranked as the Number 
One International 
B2B agency in B2B 
Marketing’s US Agencies 
Benchmarking Report. 

We triumphed amongst 
the agencies and networks 
where more than 20% 
of global gross income 
comes from outside the 
US. MSQ B2B also placed 
5th in the Top 10 Fastest 
Growers table, showing 
the agencies that reported 
the largest increase  
in US gross income  
year-on-year. 

MSQ ACQUIRES 
MBA TO CREATE 
LEADING 
CUSTOMER 
EXPERIENCE 
BUSINESS 

We’re delighted to have 
acquired the independent 
digital agency MBA, 
which we have merged 
with our existing 
customer acquisition 
agency, Stack, to form a 
new B2B and B2C agency 
designed for today’s 
fast-paced, digitally 
transforming and 
increasingly e-commerce 
driven world.

Working with clients 
such as Royal Mail 
MarketReach, Cambridge 
Assessment International 
Education, ACCA and 
Stellantis, MBAstack 
fuses the very best in 
data insight, smart tech 
and creativity to create 
informed imagination 
that fuels business growth. 

MSQ PLEDGES 
TO CUT CARBON 
EMISSIONS BY 
MORE THAN 50% 
PER HEAD BY 2024

We marked Earth Day by 
revealing ambitious new 
plans to reduce overall 
carbon emissions per 
employee by more than 
50% within the next three 
years (see p38). 

Already the UK’s first 
Carbon Negative 
marketing group, we’re 
now focussing on the 
journey to become a 
low-carbon company. 
We’ve created a detailed 
strategy to significantly 
reduce emissions and 
have appointed our very 
first Chief Sustainability 
Officer, James Cannings, 
to oversee progress.

MSQ OPENS NEW 
GLOBAL HQ IN 
COVENT GARDEN

A bright new future 
requires a new way of 
working. We’ve just taken 
the keys to a new MSQ 
HQ, based on Bow Street, 
Covent Garden. 

MSQ LAUNCHES 
DYNAMIC 
PRODUCTION OFFER

We’ve ramped up our 
production capabilities 
to make insight-driven 
personalisation of creative 
content a possibility for 
clients of all investment 
levels and across all 
channels.

Through a suite of 
innovative content 
delivery products, like 
ADA, our dynamic 
creative engine, we can 

MSQ AGENCIES 
NAMED  
BEST-IN-CLASS

Awards season is upon 
us (does it ever really go 
away?) and we’ve been 
delighted to see MSQ 
businesses celebrated for 
their achievements. Stein 
IAS was named ‘Martech 
Agency of the Year’ at the 
B2B Marketing Martech 
Awards and ‘B2B Agency 
of the Year’ at the B2B 
Marketing Elevation 
Awards, whilst twentysix 
were ranked by The Drum 
as the UK’s #1 Digital 
Agency.

And on an individual 
level, MSQ’s Chief Data 
Officer Rob Goodwin has 
been inducted into the 
BIMA 100, recognising 
the UK’s most influential 
people in digital and tech.

Based directly opposite 
the Royal Opera House, 
the headquarters brings 
all our services together 
under one roof, providing 
clients and staff with a 
flexible working space 
that’s perfectly suited to 
the post-Covid working 
environment.

now provide brands with 
cleaner, clearer and more 
valuable relationships 
with consumers through 
delivering personalised, 
truly creative experiences.

For more news and insights 
from across MSQ, visit
joinedupthinking.xyz
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Halving our Carbon 
Footprint by 2024 is the 

Critical Next Step
For the last six months MSQ has 
been a carbon negative (or climate 
positive!) company, right across our 
global operations. We offset a lot 
more CO2 than we generate through 
schemes that prevent deforestation, 
investments into renewable energy, 
as well as ethical programmes such 
as low emission cooking stoves in 
developing nations. In addition to 
this we have already planted over 
65,000 trees and have plans to go a 
lot further with that.

And whilst I would encourage all 
businesses, especially those across 
the service sector, to take this step,  
it really must just be the very first 
step on the journey. That’s why 
we’ve just announced we’re going 
to halve our carbon footprint per 
head by 2024, not just relax and pat 
ourselves on the back for becoming 
carbon negative.

The scary bit 
Human brains don’t deal with the 
concept of a crisis that is 80 years 
away as well as, for example, being 
told that a meteor is going to strike 
the Earth within the next three 
years ( just to be clear, it’s not, at  
least as far as I’m aware!).

But if you find it easier to deal 
with statistics of what is going on 

around us right now, then consider 
this. As far as we know, there have 
been five mass extinction events 
in Earth’s history. Four of them 
were climate related. And we are 
currently adding carbon dioxide to 
the atmosphere at ten times the rate 
of the last one.

In fact, you are already living 
through the start of the sixth mass 
extinction event. The scientific 
community refers to this as the 
Holocene extinction and is because 
around 150 to 200 species of plant, 
insect, bird and mammal become 
extinct every 24 hours. This 
number is estimated to be between 
100 and 1,000 times higher than the 
normal expected rate. And whilst 
you can argue that these extinctions 
are not all climate related, they 
are certainly connected to the 
destruction of ecosystems, which  
is driving climate change. 

What we can do 
So, over the next few months and 
years we will certainly post more 
about our journey to halve our 
footprint. 

Initially there is nothing ground-
breaking. Important, sure. But 
nothing unfathomable. That’s a 
good thing. We need to switch 

our offices to renewables. And in 
the post-Covid world, we need to 
encourage and incentivise our staff 
to do the same, in turn reducing 
our ‘homeworker emissions’. We 
need to focus on strategies for a 
greener commute and greener in-
work travel. And we need to work 
through all of the suppliers of all of 
the goods and professional services 
that we use as an organisation to 
find greener alternatives, or to work 
with partners to understand and 
help with their own reduction and 
offsetting strategies.

Finally, we need to be open and 
transparent with all that we do. So, 
we can help and encourage other 
organisations too. Because this 
isn’t a ‘nice little initiative’ from 
an agency of do-gooders. It’s not a 
press release that gets a nice feeling 
of warmth before being forgotten 
about. And Chief Sustainability 
Officer isn’t just a nice title to stick 
on LinkedIn. Becoming low carbon 
companies should be an imperative 
for every agency, group and 
supplier in our industry. It’s time  
to take the next step.

BECOMING A LOW 
CARBON COMPANY 
How we’re Doing

PROJECTS MSQ HAS SUPPORTED THIS MONTH
Our funding directly impacts atmospheric CO2 levels

6 months
climate positive workforce

1,584.17T
of carbon reduction

66,232
trees planted by MSQ

Peatland restoration and 
conservation in Indonesia

0.78T CO2 removed

Converting landfill gas to 
energy in Northern Turkey

4.82T CO2 removed
James Cannings
Chief Sustainability Officer, MSQ
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