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THE 
CMO VIEW of 2023
A PATH TO PROFITABLE GROWTH 

This report is part of a series of 
three pieces of work by 3THINKRS 
that explores the challenges facing 
B2B organisations. It is intended 
to support CMOs in their quest 
to drive profitable growth, build 
future-proof brands and adapt to 
changing conditions.

In this first report, 3THINKRS brought 
together a group of leaders from marketing 
agencies and tool vendors to discuss 
the trends in integrated marketing, sales 
and public relations. It is a discussion 
of grassroot issues for practitioners by 
practitioners.

The second report in this series summarises 
the key takeaways from the most relevant 
marketing, sales and PR reports of the 
last year. These reports were published by 
analysts, consultancies, agencies, and  
tool vendors. 

The final piece of work builds on the first two 
reports and adds the CMO perspective based 
on proprietary survey data.

Ruth Jones 
Founder and CEO, 3THINKRS
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This report is based on a panel debate between marketing agencies 
and tool vendors working in the B2B sector. These included:

Richard Bagnall
Global Co-managing Partner

CARMA

Richard Benson
Co-founder and CEO

Releasd

James Crawford
Managing Director

PR Agency One

Morgan McLintic
CEO

Firebrand

Darryl Sparey
Managing Director

Hard Numbers

Ruth Jones
CEO

3THINKRS

Izzie Rivers
CEO

Realm

The report covers a range of issues all related to the impact marketing and public relations 
has on driving profitable growth for B2B businesses.

We have organised the report as seven themes, ranging from recession-proof marketing to 
using data to drive planning, through to performance benchmarking.

Overview of  
the debate
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Recession proof 
marketing 
investment

The tightening economy that 
defined the media narrative for 
much of 2022 wasn’t significantly 
felt in the B2B market until 
towards the end of the year. 
Inflation, interest rate rises, and 
energy costs, broadly defined as 
a cost-of-living crisis, weakened 
confidence and have inevitably 
impacted the B2B market.

Economic downturns place all 
costs under scrutiny. The focus 
on a growth mindset switches 
to profitability. Lead generation 
activity is typically the last 
budget item to be cut because 
of its ability to demonstrate 
return on investment directly 
tied to sales. However, savvy 
organisations are also likely 
to continue to invest in brand 
marketing activities to capitalise 
on the recovery when it comes.

The economy is driving a strategic 
imperative for measurement and 

effectiveness across marketing, sales, and 
public relations. As the economy slows down and 
investment markets tighten, we’re seeing a shift in 
focus from a growth mindset to profitable growth.

You’ll always see articles about the 
importance of investing in marketing during 

a recession. However, we’re coming off the back 
of the COVID-19 pandemic and there’s a lot of 
uncertainty.

Ruth Jones

Izzie Rivers
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Using data  
to drive  
planning agility

Data adds rigour to the 
marketing process. It enables 
us to understand an audience, 
effectively plan and build 
predictive models. But planning 
will only get you so far. Human 
behaviour means that marketing 
and public relations campaigns 
need to continually test, learn, 
and adapt while in the field.

Agility is critical to modern 
marketing - more so during a 
recession. Marketing teams don’t 
have the luxury of  long planning 
cycles. Sales teams live or die 
based on leads. Data enables 
marketing and public relations 
teams to deliver rapid activations 
underpinned by continual 
testing and modification.

The characteristics of this recession 
may be different to previous recessions. 

Marketers will need to work even harder to 
demonstrate return on investment to get budgets 
signed off. To recession-proof marketing we need 
shorter campaign sprints to test and measure the 
effectiveness of a campaign.

A forcing function for marketing activation 
in start-ups is funding. We don’t have the 

luxury to spend a month planning. But there’s a 
compromise between starting activity and planning 
in the background.

Models made by third party tools that 
don’t have access to client’s historic Google 

analytics data to predict conversions are nonsense. 
Models made on your own data are a far more 
robust approach.

Izzie Rivers

Morgan McLintic

James Crawford
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Measurement 
frameworks and 
analytics are how 
to demonstrate 
effectiveness
Benchmarking effectiveness in 
B2B Marketing and PR is still 
in its infancy. Often, limited to 
single channel engagement 
metrics. In part, this is due to 
multiple influencing factors 
across the marketing and 
sales mix, which impact 
engagement and ultimately the 
‘close’. Alongside this, there is 
limited sharing of marketing 
performance data to establish 
clear B2B benchmarks right 
across the funnel.  

Practitioners should develop 
a measurement framework 
aligned with business objectives 
(go-to-market strategies, 
diversification,recruitment), and 
then measure performance in 
the marketing funnel around 
supporting those objectives. 
Marketing is much more than 
measuring MQLs, SQLs and the 
close, but the closer marketing 
can prove returns the better. 

Every client is different - meaning that 
every measurement approach needs to be 

different albeit based on a common framework 
such as the AMEC Integrated Evaluation Framework.

James Crawford

Agency practitioners should be braver in 
asking for and challenging clients to get the 
data, like their benchmarks.

Darryl Sparey

We insist on tagging every asset in 
a campaign and track it through the 
marketing funnel.

Izzie Rivers

Attribution through a website measured 
using Google analytics or form fills, is 
a must. Analytics can be annotated by 

date, tied into sales, marketing, or public relations 
activities.

James Crawford

We track sales through the sales funnel 
from lead, MQL, SQL and closed. Likewise, 

we track recruitment via the careers page from 
application, interview, offer and acceptance.

Morgan McLintic
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Data blindness 
highlights need 
for education

The huge amounts of data 
generated by marketing and 
public relations activity can have 
the same impact as irrelevant 
and flawed metrics. It leads to 
data blindness and an obsession 
with counting stuff rather than 
measuring the impact of activity 
against business objectives.

Criticism is levelled variously at 
the vendor community for over 
selling tools and at marketing 
and public relations teams and 
their agencies for under investing 
in tools or not implementing 
them correctly. The fundamental 
issue is the need for greater 
data literacy and skills within 
marketing and public  
relations teams.

The vendor community contributes to 
the issue by selling tools that ingest hard 

to quantify amounts of data and then it creates 
loads of pretty charts and automated dashboards 
that look amazing. They look good, and as they’re 
charts and dashboards, they seem like meaningful 
measurements. But in the absence of further 
information they lack the ‘so what’ factor. They don’t 
tell the story that a client organisation cares about 
– how did PR and comms turn the dials that matter? 
The result is that we can look like busy fools making 
large numbers up rather than demonstrating the 
real value that we deliver  
to organisations.

Richard Bagnall

The public relations industry under-invests 
in tools and analytics in comparison to the 

SEO industry. SEO agencies will have a greater 
understanding of analytics and will be able to find 
a positive data point, simply because they’ve got 
more of them.

Darryl Sparey
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Integrated sales 
and marketing 
drives sales

Closing the gap between 
marketing and sales is key to 
improving business outcomes. 
The two functions cannot afford 
to work in silos. Account Based 
Marketing (ABM) bridges the two 
areas enabling marketing and 
public relations investment to be 
focused where it is most likely to 
generate results.

Leads should be treated as a 
key asset by both marketing and 
sales teams. Integration between 
the two functions to identify key 
opportunities and developing 
leads will pay dividends in sales 
outcome. Nurturing and re-
targeting marketing qualified 
leads (MQL) enables them to 
be converted to sales qualified 
leads (SQL).

ABM is enjoying a renaissance because 
it enables an organisation to focus on 

value and invest in the most lucrative accounts. 
It’s a highly effective means of moving a prospect 
through the funnel from MQL to SQL.

Izzie Rivers

A focus on data raises the standard of 
all aspects of the sales and marketing 

process. If an agency delivers 100 MQLs and only 
two convert into sales there is a problem either with 
quality or the sales team.

Izzie Rivers

There’s huge potential value in maintaining 
MQLs for a period of 12-24 months. Only 

a small fraction of prospects will be ready to buy 
when they first see a campaign.

Richard Benson
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Build your own 
tool stack aligned 
to workflow

Tools enable marketing and 
public relations teams to 
identify, engage and nurture 
audiences. Automation and 
artificial intelligence frequently 
over promises and under 
delivers. There are no silver 
bullets or all-encompassing 
solutions. Marketing and public 
relations teams need to build 
their own tool stack aligned to 
workflow.

We use Google Data Studio to aggregate 
data and report to clients. We use a CRM 

to track all media engagement and create internal 
benchmarks. It acts as a learning and improvement 
tool for the agency.

Darryl Sparey

Social listening to understand search 
behaviours is flawed because so many 

communities are beyond its reach. Social listening 
works if your community is on Twitter due to the 
free API, but most communities are walled gardens 
these days.

Izzie Rivers
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Benchmarking is 
the Achilles Heel 
of marketing and 
public relations

Industry wide intelligence about 
the effectiveness of different 
marketing channels is a blind 
spot for marketing and public 
relations. Teams gather data in 
silos. There is a related issue with 
the veracity of native and third-
party data. Estimates for bots 
and fraud vary widely.

It is challenging for organisations 
to compare data campaign-to-
campaign. It’s impossible to 
make meaningful comparisons 
between organisations within 
an industry. This is one of the 
single biggest issues for industry 
investment.

It is possible to create benchmarks as a 
roll-up. Tracking the number of clippings per 

account per month, national versus trade, year over 
year, acts as a baseline press office benchmark. 
Campaign story peaks will naturally skew the 
figures, but also provide an indication of what’s 
possible from the big stories that resonate.   

Ruth Jones

Benchmarking is complex in the earned 
sphere because there are so many variables. 

Every client, campaign, media, pitch, news agenda 
etc. is different.

James Crawford

We create campaign benchmarks by 
triangulating client data from companies of 

a similar size and industry, along with intent data 
from platforms like Google.

Izzie Rivers

Benchmarking is a more standard 
practice in paid media. In earned media, 

benchmarks are less commonly used, but are 
possible - e.g. pitch success rates, optimal times/
days to pitch. It is entirely possible in our sector and 
supports continuous improvement and campaign 
benchmarking.

Darryl Sparey
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Richard is the Global Co-managing Partner for CARMA, a leading provider of 
communications evaluation services and held the Chair position from 2016-
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international clients on the best ways to measure the effectiveness of their 
PR and prove its value to the organisation for more than 25 years. During this 
time, he has built and led some of the world’s foremost communications 
measurement consultancies including Metrica, Gorkana and PRIME Research. 
Prior to his career in measurement and insights, Richard worked in public 
relations himself, both in house and agency.

James Crawford, Managing Director, PR Agency One

James Crawford is Managing Director of PR Agency One, a business-
to-business public relations agency. Since its launch in 2012 it has put 
measurement at the heart of its business. PR Agency One’s proprietary 
evaluation system OneEval pre-dates the AMEC framework and has since been 
developed into three distinct products that focus on three areas: commercial, 
reputation and brand. His personal interest is in commercial attribution. 
James is an expert in Google Analytics and tracking commercial outcomes.

Richard Benson, Co-founder and CEO, Releasd

Richard Benson is the Co-Founder and CEO of Releasd, a platform that 
enables PR professionals to create visual, digestible PR reports. Richard’s 
focus has been on helping customers better demonstrate the value of their 
work through technology; Releasd is now able to measure coverage-level 
views and delve into ‘dark social’ metrics. The ability to add context and 
custom KPIs encourages users to focus on the Outcomes and Outputs of 
their work. Prior to founding Releasd, Richard was Head of Digital Strategy at 
Launch, one of the UK’s leading independent creative PR agencies.

Ruth Jones, CEO, 3THINKRS

Ruth is the CEO of 3THINKRS, a boutique PR and marketing agency 
that searches for the unique perspectives that create headlines, change 
perceptions and spark debates. Ruth specialising in integrated marketing 
consultancy, helping organisations create a central marketing strategy that 
connects marketing, PR and sales enablement efforts. She has advised some 
of the largest blue-chip B2B brands and launched some of the coolest tech 
unicorns. And, helped clients through corporate re-brands, M&As, through to 
exit strategies.
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Darryl is the Managing Director of performance-driven marketing and 
communications consultancy, Hard Numbers. Darryl co-founded Hard 
Numbers to be the communications consultancy that clients’ sales teams 
love. Hard Numbers marries killer creative with hard commercial acumen to 
deliver demand generation campaigns which drive a demonstrable return on 
investment. In contrast with many comms agency founders, Darryl has spent 
much of his career in business development and driving revenues for private, 
PE-backed and FTSE100 organisations. After spending over eight years 
running sales and marketing for Precise (now Kantar Media), he moved into 
digital marketing, running the London office of a Search Engine Marketing 
(SEM) agency. From his work in Search Engine Optimisation (SEO), he saw 
first-hand the power of both brand and brand search as a critical element 
of success for companies when transacting online and moved into PR and 
communications as a board director of leading tech-specialist  
consultancy Hotwire.
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Izzie Rivers is CEO, Realm, an agile media and marketing agency that 
believes in welcoming change for strategic advantage. One constant in our 
marketing lives is the rapid acceleration of transformation, particularly across 
information, real-time demand, technology, and people. Realm partners with 
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community ethics in the workplace, mentors media executives and empowers 
change for good.
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3thinkrs.com

3THINKRS is a boutique PR and marketing agency launched in 
July 2021. It searches for the unique perspectives that create 
headlines, change perceptions and spark debates. Its senior 
team has advised some of the largest blue-chip B2B brands 
and launched some of the coolest tech unicorns. Its clients 
benefit from its boutique size, as the senior team devises the 
strategy and stays close to the campaign execution. 

The team is ambitious in its pursuit of delivering the best possible 
results for its clients, to help them drive profitable growth. It was  
named ‘Best New Agency’ at the UK Agency Awards in its  
fourteen-months for a ‘refreshing approach to staff, business and the 
industry and its ability to grow an agency in ways that are important’. 
PR Week, PR Moment and PRCA also shortlisted it as a Best New 
Agency in its first year.

The team benefits from its ‘Work from Anywhere’ and ‘Work Your 
Own Way’ policies, which not only enhance wellbeing but help to 
improve work performance – enabling the team to deliver the results 
that matter. Its  Pop-Up working culture has seen the team work 
and play across London, Paris, and Amsterdam - as featured in the 
Financial Times. 

We are also here to make a difference to the industry – in our first six 
months we launched the Thinkrs & Inkrs Academy, the first industry-
open training academy where 80 individuals from 37 agencies and 
in-house teams trained. It’s our effort to drive creativity and diverse 
thinking, with a cross-agency approach to training. 
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