
Get there faster:  
Strategic marketing 
for high-growth 
businesses



Securing investment for your business isn’t easy, but once you get that all-important 
funding, you can start taking your organisation to the next level. You’re poised and 
ready to put your plans into action, but which area should you focus on first to 
maximise your growth?

Investors don’t part with funding lightly - so any investment you receive shows they 
believe your business has potential to deliver a significant financial return.

Now is the time to demonstrate your business’s worth, but first, you will need to 
overcome some of the most common hurdles facing high-growth businesses.

Our changing energy 
infrastructure means that 
companies with the right 
capabilities to enable that 
change are thriving: 

•   �There are 978 high-growth UK 
companies operating in the cleantech, 
greentech or green energy space1

•   �Of these, 89 are academic spin-outs 
- three times the overall proportion 
of spin-outs among ambitious 
businesses in the UK

•   �The UK’s cleantech innovators are 
especially concentrated in London, 
the South East and Scotland

•   �High-growth UK cleantech companies 
are relatively early-stage, with 46% 
classed as ‘seed’ and 28% as ‘venture’ 
- so there’s plenty of room for growth

•   �Since 2011, the UK’s cleantech and 
sustainability sector has raised more 
than 2.5k equity fundraisings, worth a 
total value of £5.29 billion

1	  Beauhurst, ‘Top 10 green energy companies in the UK’, 

Get ready to grow_



As you’ve been focused on securing 
investment, it’s possible that you’ve 
neglected some of the activities that will 
help you sustain the momentum you’ve 
achieved so far - such as brand building, 
market presence and lead generation. 
So you might find that, although you’re 
well-known in investment circles, there 
is work to do on extending your reach 
and increasing acquisition rates. You 
could be missing opportunities to reach 
large numbers of potential customers. 
And while you might have best-in-
class products and services on offer, if 
customers aren’t aware of them, you’ll 
struggle to boost your sales. 

Even if you’re fairly well-known 
within your market, once you have 
investors on board, you need to focus 
on building your brand equity quickly. 
This way, your organisation will be as 
valuable as possible when it’s time for 
you to make your next move. 

At The Marketing Pod, we’ve worked 
with numerous fast-growing businesses 
in the energy technology sector and we 
believe that the best way to maximise 
the value of your brand is by investing in 
marketing. And we’re not the only ones 
that understand the influence effective 
marketing can have on business 
growth. A recent study of high-growth 
businesses found that high-growth 
firms use marketing techniques more 
intensively than their slower growing 
peers2.

So, if you’re not already focusing on 
your marketing, you could be limiting 
your organisation's growth. Not sure 
where to start? We’ve packed this guide 
full of tips on how you can follow in the 
footsteps of some of the world’s leading 
high-growth businesses.

Top 5 marketing priorities for high-
growth firms

	      Creating content

	      Social media marketing

	      Brand differentiation

	      Search engine optimisation

	      Marketing technology and 		
	      automation

2	  Hinge Research Institute, High Growth Study 2022, p.36



High-growth businesses do marketing 
differently_

High-growth businesses spend more on their marketing than their competitors - 
but where does all this investment go? 

Hinge Research Institute’s 2022 High Growth Study contains valuable insights into the 
marketing strategies of some of today’s fastest-growing companies. A total of 1,150 
companies participated in the study, with a combined revenue of $216 billion.

In the report, the Hinge Research Institute assesses what tactics are driving the most 
impact for high-growth businesses. Featuring a mix of digital techniques, traditional 
face-to-face methods, and some that use a combination of the two, the results make 
for interesting reading.

What are the top 10 most impactful high growth marketing techniques?

Differentiating from their competitors

In a crowded marketplace, it’s vital that your organisation stands out. By refining your 
unique brand position and its key messages, in a way that’s relevant to your target 
audiences, you can create advocates, establish greater credibility and - in the long 
run - grow customer loyalty and your brand’s market status. Consistent messaging 
and branding have a vital role to play in differentiating your business from other 
competitors.

Providing assessments  

and/or consultations

Keyword research/search  

engine optimization

Live product/service 

demonstrations

Conducting and publishing  

original research

Public relations (earned media)

Nurturing prospects through  

phone calls

Speaking at target conferences  

or events

Marketing partnerships with other 

organisations

Presenting in educational webinars

Networking on social media



Establishing a place 
in the market_
High-growth organisations often have 
several subject matter experts on their 
team - people who really understand 
the products or service they provide 
and the industry they’re working in. By 
promoting these experts and sharing 
the insights they can offer, they establish 
themselves as ‘thought leaders’ and 
specialists in their field. There’s a range 
of ways you can do this, from creation 
of content for white papers (that can be 
repurposed for multiple channels) or by 
speaking at industry events.

If you don’t have a cohesive 
idea about what your brand 
is, what it means to the 
world, what the offering 
means in the world, it is hard 
to break through.

Michelle Peluso, 
CMO at IBM

 

Identifying the 
best ways to reach 
customers_
Engaging your target audience is 
crucial when you’re trying to fast-track 
your growth, as it’s by developing a 
real connection with your customers 
that you’ll see sales soar. The most 
successful marketing contains carefully 
crafted messages that show a deep 
understanding of customers’ needs, 
motivations and pain points. But even 
the most effective marketing messages 
won’t work unless they reach their 
intended audience. It’s for this reason 
that high-growth companies make it a 
priority to determine which channels 
their customers and prospects actually 
use, and then focus on these channels.



The Marketing Pod  
& AMP Clean Energy_

One of the latest high-growth energy 
businesses to partner with us is AMP 
Clean Energy, a distributed energy 
company with innovative solutions 
to help businesses fund and develop 
green energy projects.

The brief
After a series of company acquisitions, 
the AMP Group consolidated all of its 
subsidiaries under one brand - AMP 
Clean Energy. They were then keen to 
rebrand, in order to ensure that the new 
brand was clearly articulated to the 
market. The Group’s existing relationship 
with The Marketing Pod meant we 
already knew each of their businesses 
well, so they asked for our strategic 
support with rebranding.

Our approach
We provided AMP Clean Energy with 
end-to-end support throughout the 
rebrand process, including:

Engaging with key stakeholders 

With a number of different businesses 
coming together under the new AMP 
Clean Energy brand, it was important 
for everyone to feel involved in the 
organisation’s evolution. We facilitated 
on-site workshops with employees 
across different businesses and 
departments to get a well-rounded view 
of their proposition.  

Redefining their position in the market

In consolidating their subsidiaries under 
one business, AMP Clean Energy was 
significantly boosting the service it 
could offer its customers. We needed 
to ensure the new brand was fully 
reflective of its increased capabilities, 
so we used the insights we gained from 
facilitating the workshops to identify 
AMP Clean Energy’s key strengths and 
future aspirations. This enabled us to 
determine its ideal brand personality.

Brand rules
AMP CLEAN ENERGY 2018

These three colours should predominantly be used for 
corporate documents, but can also be used for 
sector specific collateral.

AMP Clean Energy Lime
Pantone 382
CMYK 28/0/100/0
#C4D600

AMP Clean Energy Yellow
Pantone 116
CMYK 0/14/100/0
#FFCD00

AMP Clean Energy Grey
CMYK 0/0/0/70
#4D4D4D

Reversed out of AMP Clean Energy Grey

Reversed out of AMP Clean Energy Green

AMP Clean Energy    Our colours
Brand Guidelines

Primary colours  

AMP Clean Energy Green
Pantone 361
CMYK 77/0/100/0
#43B02A



Bringing the new brand to life

Once we had agreed on this new 
positioning with AMP Clean Energy’s 
key stakeholders we developed a new 
logo and colour palette, along with new 
messaging for each of the company’s 
core services. We then updated AMP 
Clean Energy’s existing collateral with 
the new visuals and messaging, and 
created a set of multi-channel customer 
communications to inform their 
customers about the rebrand. 

The results
With our support, AMP Clean Energy 
successfully boosted its brand equity 
by bringing all of its businesses under 
one roof. AMP Clean Energy has since 
been acquired for over £52m by Asterion 
Industrial Partners. 

Linda Taylor, Group Marketing Director 
at AMP Clean Energy, said: 

“The team at The Marketing Pod 
were fundamental in delivering our 
AMP Clean Energy brand to market 
in December 2018. They provided us 
with research-driven, employee and 
customer-led engagement and strategic 
support that enabled us to consolidate 
six brands into one and launch a new 
market-facing position for the Group.  

“The Marketing Pod also worked 
closely with us across all customer 
touchpoints from redesigning all our 
collateral, creating our pre and post 
communications and assisting with 
our digital and social media strategies. 
Following the rebrand, they helped 
facilitate our annual marketing planning 
process and ongoing are enabling 
our transition to a marketing-led 
organisation. They are not an extension 
to my team, but are my team!”

At AMP Clean Energy, we know that although 
many businesses could benefit from a 
biomass boiler, projects can often fall at 
the first hurdle – funding. That’s why we’re 
providing the upfront capital for businesses 
like yours to install a new biomass boiler, so 
you can access all the benefits of biomass at 
minimal hassle to your business.

When you choose our Fully-
Funded Installation service, 
you’ll benefit from…
A brand-new boiler  
We’ll fully fund a new biomass boiler on 
your site through a long-term energy supply 
agreement (ESCO), and install it too, so you 
don’t have to provide any upfront capital.

A hassle-free experience  
We know that when you’re running a 
business, you need a low-maintenance 
source of heat and hot water. We’ll take the 
strain out of maintaining the biomass boiler 
by providing regular and reactive servicing 
and maintenance. With our remote fuel 
monitoring service, we’ll also make sure 
the boiler is always fuelled, sending out an 
automatic fuel delivery whenever you need it.

A simple way to pay 
Once your boiler is installed, you just pay for 
the heat you use off the meter via a monthly 
Direct Debit payment – it couldn’t be easier. 
There are no maintenance costs, either – 
if the boiler breaks, we’ll fix it, and we’ll 
pay for it.

How can AMP Clean Energy 
support your business?

Champneys Forest Mere reduced their 
heating costs by 20% by switching to 
biomass with AMP Clean Energy –
could your business benefit from 
similar savings? 

Wood Pellet

We can provide regular, reliable deliveries 
of wood pellet throughout the year.  
With a range of different grades of pellets 
available, we’ll find a pellet and delivery 
solution that suits your organisation’s needs.

Our low moisture, low ash, high density wood pellet is made 
from 100% virgin timber and meets stringent sustainability 
standards. The combination of low moisture content and 
high density means that our wood pellets are a particularly 
high energy fuel, boosting the performance of your biomass 
heating system.

Did you know? 
AMP Clean Energy is the UK’s leading biomass 
supplier, with around 4000 customers. 

Do you want to 
save money on 
your heating bills? 

www.ampcleanenergy.com/biomass/fully-funded-installations

       Act now to secure a 
free biomass boiler for 
your business

Urban Reserve

Through Urban Reserve, AMP Clean Energy is developing small 
scale flexible generation projects that support the intermittency  
of renewables. 

We manage the planning and construction process using our 
specialist in-house teams, and fully fund the development of the 
project at no cost to you – we’ll even contribute to your legal costs. 
We’ll also guarantee to pay you competitive rents over a 20-30 
year lease, with rent reviews every three years. 

A suitable site is 2,500 ft2+, at least 50 metres from sensitive 
developments (e.g. housing) and ideally on level ground 
with existing hardstanding. 

Are you getting the most value 
out of your land?
AMP Clean Energy is looking for commercial 
or industrial land to rent in urban areas, 
close to major cities to develop new Urban 
Reserve projects.  If you’ve got suitable 
land available, we want to hear from you.



Bring your 
brand to life_
Now you know how some of the fastest-growing businesses approach their 
marketing, you can take strategic steps to ensure your marketing is setting you up 
for success. 

Here are our top tips:

1.	�Get to know your 
customer

Before you do anything else, you 
must ensure that you fully understand 
your customers. This is critical to your 
strategy and planning - building a clear 
picture of the people you’re targeting 
will not only help you to articulate how 
your current offering can help them, 
but it should also be used to inform 
new product or service development. 
When you’re growing quickly, decisions 
must be made rapidly and having this 
information to hand should help you to 
move in the right direction

So we recommend undertaking as 
much market research as you can to 
discover exactly what’s happening in 
your customer’s world - the results may 
surprise you.

You can do this through:

•	 Interviews and surveys - to provide 
both qualitative and quantitative 
insights

•	 Scrutiny of your Google Analytics 
- how do online customers interact 
with your brand?

•	 Keyword research - what are your 
customers searching for online?

Key questions you should 
know the answers to: 

•	 What are your customers’ pain  
points? 

•	 Where can you find them?

•	 �What do they think of your  
business?



A key part of your research should be 
customer journey mapping - creating 
a visual representation of the process 
your customers or prospects go through 
when buying with your business. This 
might be much more complex than you 
expect. A customer may not go straight 
to the URL you provide on a leaflet, for 
example - they might search for you on 
social media, head to your homepage, or 
call your sales team. 

By mapping out the customer journey, 
you can refine your interactions with 
your customers at each touch point and 
understand how to get them seamlessly 
to the end goal - a sale.



2.	Set your business apart  

Now you understand your customers, 
you need to evaluate your offering 
through their eyes. This will help you to 
differentiate your organisation from your 
competitors.

Start by reviewing your market 
positioning - is it clear that you can offer 
your customers something that your 
competitors can’t? If not, your brand 
might need to be refined, to ensure you 
stand out from the crowd. Competitor 
research is a useful way to identify 
what’s already on offer. Combine this 
insight with your customer research to 
carve out a more distinctive position 
within the market.  



In our experience, high-growth 
businesses are often able to articulate 
their offering to investors, but can be 
less adept at communicating their 
customer offering. When you’re looking 
to grow your business quickly, you need 
to be able to speak your customers’ 
language - and this begins with a strong 
value proposition. 

While your customers may be 
‘businesses’, it’s important to remember 
that you’re speaking to the people 
within those businesses. So your value 
proposition should tell them how your 
product/service can benefit them, and 
why they should buy from you rather 
than your competitors.

Top tip_
You should be able to summarise 
your brand’s value proposition in a 
single sentence - if you can’t, it’s not 
clear enough. 



3.	�Take a strategic 
approach

Now that you’ve defined your position in 
the market and your value proposition, 
you may find that you need to adjust 
your visual identity and/or your tone 
of voice to ensure they accurately 
reflect your brand. If so, you should do 
this before you carry out any marketing 
activity. Taking this step back will 
ensure that all the marketing you do 
going forward gives your customers a 
consistent message about who you are 
and what you can offer. 

Your customer research should always 
inform your wider marketing plan. 
Revisit your customer journey maps to 
identify which touchpoints require your 
attention first - did mapping reveal that 
your website needs to be optimised 
for engagement and conversion, for 
example? You should also refer to your 
customer profile to ensure that you have 
a presence on all of the channels that 
your audience is using. 

Every business will have a different set 
of initial priorities, but many high-growth 
organisations find that while they’re 
ready to get started, they have a lack 
of content they can share. Creating 
content is the top marketing priority for 
high-growth businesses, with 73% of 
B2B marketers using content as part 
of their overall marketing strategy - so 
content creation should be high on your 
list of priorities. But just like the rest of 
your marketing, your content needs 
to be carefully planned, to ensure it’s 
timely, relevant and engaging for your 
audience.

Creating content is 
the top marketing 
priority for high-growth 
businesses, with 73% 
of B2B marketers using 
content as part of 
their overall marketing 
strategy.3

3	 Content Marketing Institute



4.	Test and learn

Once your campaigns are live, you 
can start learning more about your 
customers and refine your approach 
accordingly. Any activity you carry out 
on digital channels will provide you with 
a wealth of data on the people who 
see and interact with your brand. By 
harnessing this data you can continually 
optimise your marketing to maximise 
your returns. 

In fact, research has shown that the 
companies that grow the fastest are 
those that use analytics - companies 
that use customer analytics extensively 
see profit improvements 126% higher 
than their competitors who don’t.4 So 
make sure you’re constantly monitoring 
and learning from the data you’re 
collecting. 

Simple A/B testing - creating two 
versions of an ad, landing page, or other 
marketing asset with just one varying 
element, can give you valuable insight 
into what resonates with your audience. 

When you’re aiming to grow quickly, 
you don’t have time or money to waste 
on ineffective activity - so this real-time 
insight can help you to make swift, 
strategic marketing decisions.

“Marketing 
transformations are 
ongoing - they never 
end. It’s about continual 
improvement”

Diana O’Brien, 
Global CMO at Deloitte

4	 McKinsey



_

Expert support 
from an agile agency_ 
Any business has the potential to 
fast-track its growth, but when you’re 
concentrating on client services it 
can be hard to dedicate the time to 
optimising your marketing strategy. 
This is particularly true if you don’t have 
an in-house marketing team, or if your 
marketing team is very small. 

Many of the investor-backed businesses 
we’ve worked with sought out our 
support because they were keen to 
keep their OPEX costs low, so they 
needed an agency that could act as an 
outsourced marketing team. As a result, 
we’ve refined our services to provide 
a solution that resolves some of the 
biggest marketing challenges facing 
high-growth organisations. Here’s how 
we can help you if…

...you need marketing 
expertise, but you don’t 
have an in-house team 

You don’t need to spend time and 
money recruiting a marketing team - 
our team of B2B marketing specialists 
have expertise across the full range of 
marketing and PR services, so you can 
turn to us for advice on everything from 
digital to content marketing.  

...you need to start building 
brand equity, quickly

We’ll make getting to grips with your 
business our first priority, so we can hit 
the ground running when it comes to 
establishing your position in the market.  

“I was impressed with 
the speed with which 
they understood the 
complexities of our 
organisation and our 
market, very quickly 
grasping our objectives, 
product set and strategy.”

Douglas Greenwell, 
Group Strategy and Marketing 
Director, Danwood 
(backed by Apogee)



...you don’t have time 
to create a marketing 
strategy (or carry it out)

Whether you’re looking for strategic 
advice and consultancy or you need 
hands-on support to deliver your tactical 
activity - or both! - we’re here to help. 

 

“We have really benefited 
from working with The 
Marketing Pod...our market 
profile has increased 
significantly and we have 
had some great feedback 
following the launch of a 
number of propositions.” 

Jon Slade, CEO, 
Ensek (backed by LDC)

...you need marketing that 
delivers tangible results to 
show your investors

With our bespoke Insights Dashboard, 
you can see how your online and offline 
campaigns are performing in real time. 
And the results should keep your 
investors happy - we have a proven 
track record in supporting high-growth 
businesses to boost both their revenue 
and their reputation, including: 



 

We'll help you 
get there faster_

Talk to the team today: 
hello@themarketingpod.co.uk 
www.themarketingpod.co.uk 
01564 742848


