
 

 

Category: Outstanding Public Relations Consultancy 

Company: Smarts Communicate 

 

 
Date of incorporation, number of employees - including executive / support 

staff - and annual fee income: 

Date Incorporated - 8th March 1990 

 57 permanent staff, 5 freelancers 

 +12% headcount (past 12 months) 

 94.8% staff retention (past 12 months) 

 Staff roles: 2 x C-level; 3 x Directors; 17 x Senior Consultants; 15 x 
Managers;  
13 x Executives; 7 x Admin 
 

FEE INCOME (LAST 12 MONTHS): Confidential 

 

Business objectives and analysis of performance against budget over the past 

three years: 

1. WIDEN SERVICE OFFERING  

 Develop revenue opportunities by broadening our service offering 

through talent development and recruitment 

1. MAXIMISE PROFITABILITY: 

 +85% client retention 

 Reduce over-servicing 

 Maintain overall OP vs LY 

2. WIN NEW CLIENTS (OUTSIDE OF NORTHERN IRELAND): 

 +20% international revenue  

Past three-year performance: 

Revenue +21.21% // Operating Profit +28.09%  

Financial Summary: 

2015-2018 have seen continued record-breaking double digit operating profit (OP) 

and revenue growth. The speed of growth also brought a rise in unprofitable clients. 



Our key financial target this year was to reduce over servicing but maintain overall 

OP. Ultimately 2017-2018 saw us virtually doubling our OP target, reducing 

unprofitable revenue while, most importantly, growing our overall OP.  

2017-2018  
Budget (Revenue): Confidential 
Actual (Revenue): Confidential 
 
Budget (OP): Confidential 
Actual (OP): Confidential 
 

2016-2017  

Budget (Revenue): Confidential 

Actual (Revenue): Confidential 

Budget (OP): Confidential 
Actual (OP): Confidential 
 

2015-2016 (Revenue) 

Budget (Revenue): Confidential 

Actual (Revenue): Confidential 

Budget (OP): Confidential 
Actual (OP): Confidential 
 

 

A brief overview of business / team strategy: 

Our business strategy is three-fold: 

1. Broaden our expertise to the widest definition of PR 

Maximising opportunities with existing clients and to win new business in an evolving digital 

and purpose-driven landscape 

 

2. Add purpose to everything. 

To unlock potential both within our team and with our clients by uncovering the purpose in 

everything.  

 

3. Build a team of experts  

To win and retain international clients we needed a team of specialists. To recruit and retain 

them we needed a company and culture that stood out. 

‘Do something you love, and you’ll never work a day in your life...’ a well-known but great 

quote. We wanted to give our team and our clients opportunities to pursue areas they were 

passionate about.  

This meant: 

1. Targeted recruitment from top London and Edinburgh agencies from companies as 

diverse as Tearfund and CompareTheMarket. 



2. Diversifying the skill set of our team, recruiting from digital, not-for-profit, media 

buying and planning backgrounds – ensuring we weren’t just capable, but experts 

of paid, earned, shared and owned. 

3. A business-wide focus on bringing these enhanced skills to bear on all business.  

It has seen us helping international rum brand Zacapa find its voice in International 

Women’s Day globally, supporting Hertz to connect more meaningfully with families and 

advising Barnardo’s as they’ve sought to re-engage young people in education. 

 

A summary of commitment to CPD and professionalism: 

Commitment to our people is paramount. We aim to recruit the best, they only remain that 

way through continuous investment in professional skills. This includes supporting everyone 

through CIPR’S CPD programme. 

PEOPLE PROGRAMME: 

 Dedicated new-start onboarding programme and handbook 

 Monthly allowance for CIPR CPD 

 Paid professional subscriptions 

 Personalised training programme (investment of over £2,000/person) 

 New start buddy programme 

 Continuous Line Management Training 

 24hrs Confidential Employee Assistance programme 

 Wellness Programme 

 Mum-o-vation – reintegration programme for mums 

 Flexible working for parents 

 Birthday half-days 

 Smarts Super-You – employee recognition programme 

 SmartChange – 2 leave days for volunteering 

 Christmas Closure – Bonus week’s Christmas holiday  

 Loft Sessions – Monthly training lunches 

 

A summary of recent outstanding achievements, including client list growth / 
retention: 

 100% retention (past 12 months), plus significant wins: 

o Tanqueray Gin – Globally 

o Food Standards Agency – UK-wide 

o Gordon’s Gin – Globally 

o Bank of Ireland – UK-wide 

• Top 25 UK Consumer agency (#22) 

• Top 60 UK Agency Overall (Only Northern Irish agency listed) (#59) 

• 78% pitch win  

• CIPR Excellence – Winner of Best Social Media for Harp Lager 

• PRCA DARE – Best Large Consultancy 2017 & 2018 – winner 

• Releasing first ‘Smarts Lab’ experiment -  a social-playlisting service – Tuunio 

• Record profits third year running   

 



A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

Harp & The Ulster Fry  

Brief and Objectives: 

Harp Lager was at risk of being drowned out in Northern Ireland (NI) by the bigger budgets 

of global players like Carlsberg.  

HARP’s needed to change the rules to engage 18-35-year-old consumers. 

Objectives: 

• Increase social community by 5% 

• Reach +1.5m  

• 250k video views 

• 35k interactions 

• +80% positive sentiment 

• Keep market share flat  

 

 

Rationale behind campaign, including Research and Planning 

Harp’s ‘Pure Here’ platform is rooted in local colloquialism, signifying Harp’s local credentials 

– credentials it wanted to amplify.  

 

Google Analytics, Facebook Insights and Socialbakers showed us that content tapping into 

local quirks resonated. 

We didn’t have the budget to compete with global beers so we put our eggs in one basket. A 

satirical social media platform that aligned with Harp’s mind-set and audience, The Ulster 

Fry (UF). 

Strategy and tactics, including creativity and innovation 

Creating year-round content, both image and video, in partnership with UF, that brought 

‘Pure Here’ to life.  

We pitched our proposal over a pint of Harp (naturally).  UF loved it. It aligned with their 

desire to develop film. But they were time poor part-timers. Our investment allowed them to 

go full-time, creating the win-win scenario allowing a genuine partnership to develop.  

As a joint editorial team, we met monthly in person and maintained daily contact via phone 

or Trello. We brainstormed and actioned ideas that research showed as increasingly 

influential with our target audience:  

Implementation of tactics 

It was crucial Harp’s appearances on UF’s channels were natural and relevant.  Our film 

shorts were going to be make or break in delivering content that could be hosted on UF 

and/or Harp’s Facebook page. 

 

One of these - ‘John Joe: Northern Ireland’s Personal Assistant’ featured Harp throughout 

and was watched +500,000 times, with 26.4k interactions, 6.5k shares and an interaction 

score of 378 per 1000 fans. 

 

We also created the ultimate local road trip in an online comedy series, ‘Pure Here & There’ 

which ran on the Harp Facebook page weekly from October–December 2017. They featured 

‘celebrity’ cameo appearances including legendary football commentator Jackie Fullerton 

and Irish rugby captain Rory Best. The series delivered +1.3m views online. 



 

Measurement and Evaluation: 

• HARP grew market share and profit for first time in four years. 

• +25% social following 

• + 9.2million social reach 

• +2.2million video views  

• 691k interactions  

• +247% comments vs 2016 

• +158% shares vs 2016 

• 98% positive sentiment for Ulster Fry/Harp content 

 

Budget and Cost Effectiveness 

 

Fee: Confidential. Costs: Confidential. 

 


