Kate MacNevin drives Stein’s bold shift towards creative, influencer-led B2B marketing
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Kate MacNevin's tenure as the global chief executive of Stein is transforming the agency's landscape, particularly within the bustling realm of B2B marketing. Since her appointment in January, MacNevin has undertaken a comprehensive rebranding initiative, transitioning from the former ‘Stein IAS’ to the simply ‘Stein’. This new identity embodies a clear ambition: to position the agency as a leading force in the B2B sector, striving to carve out a distinct niche among its competitors.
Central to MacNevin's strategy is a focus on innovation and creativity. Speaking to The Drum at the agency's London headquarters, she emphasised the need for B2B brands to transcend their historical reliance on functionality and product-centric messaging. “For too long, B2B has been very functional and product-driven. Right now, we’re seeing incredible conversations with B2B CMOs for an up-levelling of creativity and driving emotion,” she noted, setting the stage for a more engaging approach to B2B marketing.
In a notable alignment with industry trends, Stein is initiating a bespoke influencer practice tailored for the B2B market. MacNevin projects that influencer marketing spend in this domain could rise significantly—from under 5% to 20% of overall budgets in the coming years. This pivot reflects insights drawn from a recent Ogilvy survey, which highlighted that 75% of B2B businesses are already leveraging influencers to enhance their marketing efforts, with 93% of CMOs expressing plans to increase their use of such strategies. The effectiveness of these campaigns is evident, with findings suggesting that B2B influencer initiatives outperform traditional brand-only marketing in terms of performance metrics.
Moreover, MacNevin underscored the depth of data available in the B2B sector, positioning it as a leader in measurement practices. This advantage allows B2B marketers to closely track marketing-qualified leads and sales outputs, thus providing compelling justifications for investments in influencer content. “B2B is leading in this [measurement] because we have the right data,” she remarked, demonstrating a keen understanding of how data can bridge the gap between brand strategy and demand generation.
The potential of influencer marketing in the B2B arena is being further amplified by platforms like LinkedIn, which has evolved into a central hub for B2B interactions. With agencies reporting soaring investments in LinkedIn advertising, it is evident that both brands and influencers are capitalising on the professional network's capabilities to forge deeper connections with decision-makers and industry leaders. This digital shift represents a significant opportunity for Stein as it seeks to embed itself at the forefront of this evolution, particularly as LinkedIn’s Creator Accelerator Program nurtures a new breed of B2B influencers.
MacNevin’s vision for Stein is not solely about adapting to current trends but also about leading them. Through initiatives like the 'brand to demand experience' framework—a collaboration with platforms such as WARC and LinkedIn—Stein is actively working to unify marketing and sales, addressing a long-standing rift that often hampers B2B success. “This is the right time for it because there’s so much pressure on delivering return on investment, and on driving efficiency for the business,” she stated, highlighting the emerging need for holistic strategies in B2B organisations.
In a rapidly evolving marketing landscape, MacNevin's leadership signals a paradigm shift towards a more integrated and emotionally resonant approach to B2B marketing. By championing creativity, leveraging influencer partnerships, and utilising data-driven insights, Stein is well-poised to navigate the complexities of the sector and emerge as a frontrunner in this new era of B2B engagement.
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