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Case 
study

Supercritical is a carbon 
removal marketplace selling 
into a highly technical, risk-
averse audience. With a 
CEO who cut her teeth as a 
copyeditor, expectations for 
content were sky-high. 

The challenge

Finding a partner who could 
deliver the kind of credible, 
technically sharp content 
that wouldn’t get torn apart 
in reviews from science and 
leadership teams.

https://gosupercritical.com/
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The challenge

Content 
marketing  
as damp 
little fires

When Kieran Kilbride-Singh joined Supercritical 
as Marketing Director, content was a constant 
headache. “It was constantly a problem,” he 
recalls. “It was just bubbling up and becoming a fire 
constantly — one that I had to think about and work 
out how to put out.” The content wasn’t having the 
impact the team were after, but it was still causing 
them headaches.

Kilbride-Singh knew from his previous product-led 
growth role that content could be the engine of 
awareness and pipeline. But here, instead of  
fueling growth, it was draining time and sapping 
the team’s morale.

Generic content agencies  
don’t get carbon markets
The carbon removals company had worked with 
a number of content agencies. In most cases, 
these agencies could write copy but couldn’t 
speak the language of carbon removal. The 
Supercritical team describes the process:

→ We’d brief the agency and set them  
up with an SME

→ We’d get a draft we weren’t happy with

→ We’d give feedback for a second draft

→ The second draft still wouldn’t be  
good enough

→ We’d have to rewrite internally

A frustrating process that led to the team 
spending hours giving feedback and rewriting 
deliverables they had already paid for.

The inflexible agency trap
On top of that, priorities were shifting quarter 
to quarter as the company evolved. What they 
needed was flexibility, but what they got was 
process-driven rigidity. “We had, say, five credits, 
and you could only use them in a particular 
way,” Kieran says. “Every week we went in with 
a begging bowl, asking them to do work we were 
already paying for.”

Meanwhile, delivery was slow and the content 
itself fluffy — not the serious, technically credible 
thought leadership and actionable business 
insights and frameworks their audience needed.

How do you find a team  
that ticks all the boxes?
Right before bringing on The Climate Hub, 
Supercritical had shifted gears: no longer a 
SaaS-style inbound play, but a full push into 
enterprise carbon removal. That meant selling 
into a more technical, more mature, and more 
senior audience — the kind that sees straight 
through fluffy messaging.

The bar for content was now much higher:  
deep technical credibility, sharp thought 
leadership, and copy that could hold up under 
scrutiny from scientists, investors, and a CEO 
with an editor’s eye. The agencies they were 
working with at the time couldn’t give technical 
depth or a flexible approach.



Case study: Supercritical 3

The turning point

Finding a  
team that 
gets it

The Climate Hub had worked with Supercritical’s 
Content Manager, Abi, before. She knew we could 
plug straight into the team, and from day one, 
the difference was clear. Instead of begging for 
deliverables they’d already paid for, Supercritical 
got a partner that could flex with shifting priorities, 
jump between formats, and actually speak the 
language of carbon markets.

Reports, newsletters, LinkedIn ghostwriting,  
mini playbooks — all delivered quickly and at 
high quality, without bottlenecks or endless 
back-and-forth. Internal review time dropped 
dramatically because drafts came back close  
to final, not starting points.

What stood out most, though, was the 
proactivity. “It’s not just responding to a brief,” 
Kieran explains. “You’re thinking about our 
business needs too, coming with ideas and 
spotting opportunities. That’s super valuable.”

The Climate Hub difference:

  Flexible:  
Priorities change daily in a startup. We flex with 
them. No rigid credits, no nickel-and-diming. 
We’re here to remove friction, not add more.

  Experts:  
Our team brings deep knowledge of climate and 
carbon removal. That means fewer rewrites, 
faster approvals, and content that satisfies both 
the leadership and technical teams.

  Reliable:  
You’ll never send a follow-up again.  
Content gets delivered on time, edits are  
turned around quickly, and the process runs 
smoothly without chasing.

https://theclimatehub.co/
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I’ve just stopped  
thinking about  
content, because it’s  
solved. Now it runs  
smooth as hell.

Kieran Kilbride-Singh

Marketing Director @ Supercritical
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The impact

Whats next

When 
content  
runs smooth 
as hell

With The Climate Hub embedded, content stopped 
being a constant problem and started running 
smoothly in the background. The CEO (a former 
copyeditor and tough content critic) began 
praising content instead of questioning it. The 
climate science team, initially skeptical after bad 
agency experiences, gave glowing reviews of The 
Climate Hub’s ability to turn technical drafts into 
publishable pieces.

Concrete results followed:
  Growth: 

10% month-on-month LinkedIn follower growth

  Time saved:  
Less review overhead for leadership  
and subject-matter experts

  Revenue impact:  
At least one major inbound RFP directly 
attributed to a Climate Hub report, 
representing significant pipeline.

The real win is that Supercritical’s marketing 
team stopped worrying about content 
altogether. As Kilbride-Singh says: “I’ve just 
stopped thinking about content production, 
because it’s solved. Now it runs smooth as hell.”

Today, The Climate Hub continues to deliver 
Supercritical’s key content assets. For 
an early-stage startup with fast-moving 
priorities, that’s gold: a flexible, proactive 
team keeping the content engine running 
while internal resources focus on strategy  
and deals.
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I recommend The Climate  
Hub 100%. I’ve already told 
other companies in CDR. They  
asked me, ‘How do you do your 
content?’ and I recommended  
they check out The Climate Hub.

Kieran Kilbride-Singh

Marketing Director @ Supercritical


