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Demonstrate your commitment to professional development and your career 
growth : 
I wasn’t a child who knew what they wanted to be when they grew up. 
But I always had a good work ethic, guts and determination. 
I decided against a university degree – although I am now studying for a business degree 
with Open University – and took a job at 18 in newspaper advertising. 
I realised I was a people person, had an ability to communicate to different audiences and 
had a knack for reeling in an audience. 
Cold calling taught me to be plucky and adaptable. I also learnt to be target driven – a skill 
which translates well in PR. 
In 2012 I started working for a small PR agency as events and sponsorship coordinator. 
Here I single-handedly launched and ran the first Suffolk Property Awards. 
When I was made redundant, I moved to the communications department of Suffolk County 
Council where I managed some of their biggest campaigns. And, when I was headhunted by 
Prominent PR in 2016, they were so sorry to lose me, I ended up bringing them with me as a 
client. 
At Prominent I continue to develop my skills, attend CIPR courses and work towards my 
degree. I am a member of CIPR and am undertaking my CPD. 
 

Outline your work-related achievements over the last two years and how they 
contribute to the wider industry: 
I am responsible for the account management of our three biggest clients - Will Aid, the 
Cambridgeshire and Peterborough Combined Authority and East Cambridgeshire District 
Council (ECDC). 
All three were won on personal recommendation and in all three cases, clients have been so 
pleased with the results that retainers have been extended. 
It has also led us to expand our services to include a full press office facility and I head up a 
team of junior staff who help me field and manage press queries. 
 

Outline the biggest work-related challenge you’ve faced in the past two years, 
including details of what happened, how you overcame it and what you learnt 
from it: 
In November 2016, ECDC recommended me to provide the communications for devolution 
in Cambridgeshire and Peterborough, the formation of the Combined Authority and the 
election of a mayor. 



This was a hugely complex process which I had to manage alongside my role as comms 
lead for ECDC. 
 
The challenges included: 

 Developing effective working relationships with eight local authorities - including 
different political party representation and individual comms messages. 

 Creating aligned key messages to help the general public understand what 
devolution means. 

 Design a Combined Authority “brand”, website and social media channels 
Manage comms for the actual Mayoral Election 
For five months, I worked with each individual council so they had confidence in me to 
deliver their messages before purdah kicked in. 
Then I was thrown a curve ball. 
James Palmer, leader of ECDC, decided to run for mayor.  
As I remained the comms lead for ECDC as well as for the Combined Authority, this meant I 
had to have two separate approaches running in parallel. 
At this point, I upwardly delegated and brought in my MD to assist. 
I’d never worked on an election so this was a baptism of fire. 
But I handled the logistics from start to finish and every media outlet I invited came. 
We also had a bigger voter turnout than any other Combined Authority election in the UK – 
resulting in a nod from PR Week. 
This success was partly a result of my ability to understand the different demographics in the 
region and match comms to each audience accordingly. 
I learnt resilience and flexibility and dealt with chief executives and leaders of the council on 
a daily basis – teaching me adaptability. 
I had to deal with multiple audiences which taught me how to multitask and remain 
consistent. 
As a side note, I was going through a house sale during the election campaign and 
completion took place on election day. 
Despite this, I managed to oversee a team of five until the small hours with a smile, a 
notepad and plenty of coffee. 
This serves to demonstrate how I can keep calm and collected in stressful circumstances. 
The Combined Authority has asked us to continue working with them to deliver ongoing 
comms. 
 

A summary of a campaign you are particularly proud of, including details of 
the brief, objectives, strategy, tactics, outputs, outcomes and budget: 
Will Aid 
In 2015 I was managing the PR account for law firm Attwells whose charity of the year was 
Will Aid – a campaign encouraging lawyers to write wills in exchange for a donation to 
charity. 
My work brought me to the attention of the Will Aid executives who were looking for PR 
representation and about to tender. 
Instead – based on Attwells recommendation - they decided to pass us the national contract 
for 2016 and I was put in charge of managing it. 
 
Brief & Budget: 
We started work in June – six months after the campaign for 2016 was underway. This put 
us at a distinct disadvantage in meeting targets. 
But despite this, we were confident we could meet the KPI’s within a budget of £8,750 (five 
days a month retainer). 
 
Objectives: 



 Increase the number of lawyers involved in the programme 

 Increase awareness of Will Aid with the public 

 Meet KPIs for media coverage. 
 
Strategy, tactics and outputs: 

 A “one-hit wonder” press release, tailored for specific areas to maximise coverage 
with minimal effort 

 Improving their social media channels 

 Commissioning a poll to generate newsworthy headlines 

 Utilising existing relationships with journalists across the country 

 Developing working relationships with celebrity patrons 

 Targeting the legal press to reach solicitors. 
 
Outcomes: 

 Our KPI was 507 media clippings. We generated 526. 
This had a combined circulation of 92,546,647 - up from 85,766,957 in 2015. 
Of those clippings: 

 The KPI was 300 regional clippings. We achieved 320 

 The KPI was 17 national media mentions. We achieved 21 

 There was a 50% increase in the number of broadcast clippings – we secured 33 and 
in 2015 there were 16. 

 Our target for the recruitment of solicitors was 980 but 1,008 solicitors registered – up 
13% from 893 in 2015 

 Our target for number of wills written was to exceed the 2015 total of 11,813. During 
the 2016 campaign, 12,995 wills were written, raising £1,234,525 for charity 

 We have been invited to continue working with Will Aid and I will be managing the 
2017 campaign. Our retainer has been increased. 

 


