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Growth and performance marketing leader with 15 years across agencies, in house B2B SaaS and my own business. I run the whole funnel and build the measurement underneath it, so marketing can be held to pipeline and revenue rather than to platform metrics. Most recently I have owned go to market at a B2B SaaS company as its only marketing person, covering positioning, paid media, SEO, lead generation, the CRM and the attribution behind it. Before that I led performance and ecommerce teams at IPG Mediabrands and Mindshare for Nestle, Johnson & Johnson, Unilever and UPS, with over £1 million a month in media under management. I also built and ran my own direct to consumer business for two years, so I know what a customer costs when the ad budget is my own.
CORE STRENGTHS
Growth and demand generation. Full funnel ownership, go to market strategy, demand planning and forecasting, positioning, lifecycle marketing, ABM, partner and channel programmes.
Revenue operations. HubSpot and Salesforce architecture, multi touch attribution, UTM governance, lifecycle and data model design, CRM migration and clean up, sales enablement, pipeline reporting.
Analytics. Funnel and cohort modelling, CAC, ROI and pipeline coverage, channel and creative economics, budget modelling. Comfortable going to raw CRM data rather than platform dashboards.
Paid media. LinkedIn, Google, Meta, X, YouTube, programmatic and retail media. Spend managed from £10k a month to over £1 million a month.
Web and SEO. Technical SEO, JavaScript rendering, programmatic page builds, CRO, GA4 and Google Tag Manager, briefing and directing external developers.
Tools. HubSpot (including the CRM, automation, forms and lists APIs), Salesforce, LinkedIn Campaign Manager, Google Ads, GA4, GTM, Search Console, Ahrefs, Looker Studio, Notion, n8n, Python, Cloudflare Workers, Claude.
PROFESSIONAL EXPERIENCE
Head of Growth, Assurix   January 2026 to present
B2B SaaS GRC and trustmark platform for UK Managed Service Providers. Reported to the MD and founder, then to the COO. Sole marketing function in a seven person company, directing external development and design resource and owning a budget of about £120k a year.
1. Delivered 21 new customers and £137k of new annual contract value from marketing channels in 2026, including 14 of 16 new customers in Q2 worth £88.6k.
1. Created £683k of marketing sourced pipeline across 89 deals, 68% of all new pipeline created in the business that year.
1. Built the full funnel from scratch across paid media, SEO, content, ABM, partnerships, events and lifecycle marketing.
1. Designed and built a six layer attribution architecture in HubSpot that tags every contact, company and deal by named source, channel and direction, lifting attribution compliance from 73% to 99.6% in a quarter.
1. Replaced platform reported metrics with a single leadership KPI, ICP fit companies created in the CRM, and built the reporting, targets and quarterly scorecard around it.
1. Built the funnel conversion model from 1,536 companies and 224 deals. Proved a reported decline in win rate was an artefact of founder network deals and a dead second pipeline, and that the true rate was steady at 42% to 43%. Used it to model the demand needed to scale from 10 to 20 new customers a month.
1. Defined and implemented the ideal customer profile in the CRM, classifying 983 companies and restaging the funnel with a 467 company lifecycle backfill so historical reporting stayed accurate. The ICP fit rate of new leads went from 42% to 61% in a quarter.
1. Launched a portfolio of five interactive scorecards and two gated guides. Scorecard completers produced 6 customers worth £39k, and the lead guide delivered 29 of the first 57 ICP fit companies from paid.
1. Ran LinkedIn Paid from scratch on about £29k, generating 57 ICP fit companies and 14 at MQL or beyond. Relaunched paused prospecting in October 2026 with ad level attribution into the CRM, cutting cost per net new ICP fit company from £321 to £61 and delivering 34 net new fit companies in four weeks.
1. Ran a landing page test inside that relaunch where one page produced 28 of the 34 companies at £59 each, and a weekly creative review at individual ad level to decide what to pause before cost per lead rose.
1. Led technical SEO recovery from a brand term deranking. Disavowed 75 toxic backlinks, shipped dynamic rendering so search and AI crawlers could read a React single page application, and took site health from 14 to 92 in three days.
1. Launched a public MSP directory of about 70 indexable city and sector pages, ranking for high intent buyer searches within days. The London page reached 3,221 impressions in its first week, more than the homepage, and three certified providers claimed their listings unprompted, two of which became sales opportunities.
1. Built the partner and channel programme: a partner led giveaway that created 86 companies and £17.5k of closed won revenue, co branded scorecards with technology vendors, joint webinars, and a multi tenant embeddable scorecard that certified customers run on their own sites.
1. Built a matched audience of 8,700 UK target companies and an ABM programme against 2,300 validated accounts, having found that certification and industry code scoring alone admitted 23.5% non qualifying companies.
1. Built AI assisted GTM tooling: an internal application on Cloudflare Workers that turns LinkedIn engagement and CRM history into a ranked call list and writes engagement data back to HubSpot, and a scheduler that drafts personalised follow ups from each contact's history into the SDR's CRM tasks.
Demand Generation Manager, Nutritics   May 2025 to January 2026
Nutrition and food data SaaS.
1. Built the company's first demand generation KPI tracker, unifying Salesforce opportunities, Calendly bookings and web form submissions into one funnel model with year on year quarterly comparison, monthly detail and a Looker Studio feed. The business had no funnel visibility before it.
1. Used it to find the largest leak and fix it: rebuilt the demo booking journey on the website and took demo booking completion rate from 36% in the quarter before I joined to 76% by October 2025, above the previous year's best.
1. Grew inbound opportunities created by 78% quarter on quarter, 59 to 105, and inbound revenue by 77%, £170k to £300k.
1. Lifted inbound opportunity to win conversion from 58% to 76%, the highest in the two years of data in the company's funnel model.
1. Redefined the lead scoring and funnel model, introducing entry and exit criteria for each stage, score decay so stale leads drop out of reporting, and ICP gating in place of a rule that made any demo booking a marketing qualified lead regardless of fit.
1. Audited the digital setup across paid media, SEO, lead routing and reporting, and set the priority order for fixing it. A GA4 and Tag Manager audit found the main trial signup conversion tied to a retired URL, and a second tag container nobody on the team could access still firing events.
1. Won strategy team approval for the structural changes needed to improve enterprise conversion, and presented demand generation and funnel performance at quarterly business review.
1. Contributed the marketing input to annual budget planning, framing the recommendations so leadership could carry them to other stakeholders and get them approved.
Founder, Fit Legacy   July 2023 to May 2025
Direct to consumer health and fitness business. Built and run solo as my full time focus for two years, owning the P&L and every acquisition channel.
1. Grew the business from scratch to six figure revenue using paid media, organic social, SEO, CRO and marketing automation.
1. Ran cross channel paid campaigns across X, Meta, LinkedIn, Google and YouTube at 350% ROAS, controlling spend and CAC against target CPL.
1. Built an automated inbound funnel that captured leads at each stage of a considered, high ticket purchase decision and nurtured them to conversion.
1. Grew an audience of 130,000 social followers and 15,000 email subscribers through content and copywriting.
1. Ran a continuous test and learn programme on landing pages, email and creative using HotJar and Google Analytics, improving open, click and conversion rates.
1. Implemented tracking and attribution with Google Tag Manager, HubSpot and GoHighLevel.
Business Director, Ecommerce, Mindshare   August 2022 to July 2023
1. Led the ecommerce team across Amazon and retail media on Criteo and Citrus Ads, improving client performance and sales.
1. Increased Unilever's organic sales on Amazon by 10% through brand store and product page optimisation.
1. Owned senior client relationships and strategic planning, presenting to stakeholders across agency and brand teams.
1. Advised clients from small to enterprise on ecommerce strategy, covering platform selection, vendor or seller central, marketplaces, direct to consumer and audience segmentation.
1. Built an ecommerce audit product for the agency as a new project based revenue line, sold it to clients and led delivery.
Ecommerce Director, EMEA, Reprise Commerce (IPG Mediabrands)   August 2020 to August 2022
1. Owned the EMEA online retail proposition for the agency, so every market had a strategy to drive regional growth.
1. Led ecommerce strategy and audits for Nestle, Johnson & Johnson, Kimberly Clark and Exxon Mobil across EMEA, presenting recommendations to client leadership.
1. Improved search visibility and sales through listing optimisation in vendor central, and managed activity through Datahawk, Channel Advisor and Profitero.
1. Oversaw retail media campaigns on Citrus Ads and Criteo, and built the client dashboards and multi platform reporting behind them.
1. Ran client training, wrote digital playbooks, and tested hypotheses to lift conversion rate on direct to consumer sites.
Digital Marketing Lead, Imagen   November 2019 to August 2020
1. Created the inbound marketing strategy, increasing MQLs by 80%.
1. Increased website conversion rate by 40% through a CRO programme, and raised the SQL share of leads from 20% to 35%.
1. Rebuilt an overspending, that was not delivering Google Ads account to produce qualified leads within budget, and added paid social delivering on target.
1. Redefined the marketing KPIs around hard metrics, and cleaned up the analytics to make the data reliable.
1. Managed and mentored the marketing team.
Senior Performance Manager, Reprise (IPG Mediabrands)   October 2018 to November 2019
1. Led performance teams on multi market campaigns across nine European markets, including the UK, Germany, France and Spain, with over £1 million a month in media under management.
1. Planned and ran a multi market campaign driving footfall to physical stores for an international retailer, beating target sales, and cross channel brand and acquisition campaigns for an ecommerce client, exceeding target ROAS.
1. Built and presented cross channel paid media forecasts by investment level.
1. Project managed full digital experience audits across owned, earned, paid and shared assets, advising on conversion and UX standards.
1. Developed the agency group's own inbound marketing strategy on HubSpot.
Digital Performance Planner, Reprise (IPG Mediabrands)   August 2017 to October 2018
1. Ran high volume multi channel, multi market accounts, reallocating budget to the most efficient channels.
1. Built spend and performance pacing tools, and used them to drive optimisation recommendations.
1. Built automated reporting and dashboards with Adverity and DataTap, and forecast performance across channels and markets.
Marketing Manager, Netstar   August 2013 to August 2017
1. Exceeded new business revenue targets at 238% ROI against a target of 135%.
1. Took the company from zero organic web leads a month to organic traffic providing 85% of new business leads, moving the site from nowhere to the top organic positions on the industry's most competitive keywords.
1. Increased lead volume by 100% and cut cost per lead by 66% by rebuilding a wasteful Google Ads account.
1. Transitioned the company to a fully inbound strategy, retiring email blasts, telesales and direct mail, and implemented HubSpot with content and funnel offers for each stage of the buying cycle.
1. Developed buyer personas and rebuilt the website's messaging to target a different customer, generating more qualified leads.
PPC Executive, Eviivo   August 2012 to August 2013
1. Managed PPC driving hotel bookings across six websites against CPA and margin goals, with profit and loss responsibility for an annual budget of £2.5 million.
1. A/B tested ad copy and landing pages to improve ROI, working from daily analysis of ad and analytics platform data.
Marketing Executive, World of Garden Products   April 2011 to August 2012
1. Ran digital marketing and branding for eight ecommerce websites, covering copywriting, email, content, social, PPC, paid social, SEO, analytics and A/B testing.
1. Contributed to business planning as part of a small management team in a fast growing ecommerce business.
EDUCATION
Loughborough University, September 2007 to June 2010. BSc (Hons) Geography, 2:1.
