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Demonstrate your commitment to professional development and your career 
growth :  
It’s taken me until the final year I’m eligible to enter as I was never confident I had done 
enough to justify entering; but with that came the realisation that that’s the whole point – I am 
constantly learning and improving from one day to the next, and that’s what makes it so 
rewarding. 
 
I’ve been a CIPR member since the beginning of my career, inspired to join by those who 
had come before me. I achieved the Advanced Certificate in 2012, Accredited Practitioner 
status in 2015 and am serving my fourth year on CIPR Cymru Wales committee. I co-lead 
the organisation of the annual conference; shaping the theme and content based on views 
and needs of peers and ensuring relevance to challenges and opportunities facing the 
industry at the time. I work hard to make sure it appeals to individuals and teams, to agency 
and in-house practitioners. 
 
Over the last two years I have held a senior agency role and have since been promoted to 
Communications Manager in my current in-house role in a hard to penetrate sector. My 
career has entered an exciting phase where I am doing both the work I love, in the sector I 
love where I want to continue to build my career. 
 

Outline your work-related achievements over the last two years and how they 
contribute to the wider industry: 
In my previous role at an agency, at the time new and rapidly growing, I benefited from a 
wealth of experience and mentorship, learning valuable skills previous in-house roles had 
not given me; writing winning tenders, delivering successful pitches and managing multiple 
clients. I worked in new areas including arts and culture, events, and consumer, and 
delivered award-winning bilingual campaigns. 
 
In every role I have mentored junior members of the team to build skills and confidence. In 
my current organisation we have limited training budgets and as a two-person team, limited 
capacity, so I bring expertise in-house to collaborate or I protect time where I lead practical, 
skills building sessions to share ideas and identify best practice. 
 
I currently manage communications across a large portfolio of humanitarian projects and 
advise humanitarian teams around the world; supporting development of social content, 
media storytelling, strategy writing and stakeholder engagement. In April I completed the 
MOOC in ‘Humanitarian Communications: Addressing the Challenges’ with University of 



Geneva. This focused heavily on the ethical issues of communicating in humanitarian crises 
and my learnings from this are always at the heart of my activities to ensure ethical best 
practice. 
 
I work extremely hard to showcase the value of communications. Since being promoted, I 
have identified the need for, and led on creation and development of three areas; incident 
management planning, online growth and internal communication. I sit on the Senior 
Management Team, confident communications has a voice at every level of decision 
making. 
 
Outside of work, I regularly take part in talks with university students; educating about the 
profession, hoping to inspire others to consider it as a career path and showcase the thriving 
industry in Wales. 
 

 

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: 
My biggest challenge also served to act as significant professional development; my 
transition from in-house to agency. While skills, knowledge and expertise are transferred, I 
quickly had to adopt new ways to manage workloads, adapt my thinking to being on ‘the 
other side’ of the client:agency relationship, and adjust ways of working for frequent switch in 
priorities, timeframes, and the pace not experienced as acutely in-house roles. This came at 
a time of personal struggle with depression and severe anxiety, but was overcome with 
determination to succeed in an environment out of my comfort zone, and vital support from 
my Managing Director. 
 
The biggest thing I learnt was the confidence to ask for help and not see it as an admittance 
of failure. Working in both disciplines gave me credibility to advocate for in-house capacity 
building and highlight the role agencies can play; recognising the contribution each can bring 
beyond the traditional relationship, but acting as an extension of one another’s teams. 
 
 

A summary of a campaign you are particularly proud of, including details of 
the brief, objectives, strategy, tactics, outputs, outcomes and budget: 
Brief & objectives 
 
Due to the nature of humanitarian work, campaign impact can take a long time to come to 
fruition, however, I was extremely pleased with the success of an annual funding call for our 
humanitarian research programme (R2HC). This campaign was devised to increase the 
quality of applications as opposed to the number. The campaign ran from 8 February – 15 
July 2016. 
 

 Increase number of eligible high quality applications by 5% 

 Utilise stakeholder network to promote the call, increasing our credibility as a funder 

 Use online activity to increase website visits by 30% and our mailing list by 10%. 
 
Strategy & tactics 
 
The campaign was based on a series of announcements to targeted stakeholders and 
influencers, with consistent communications over a number of months to ensure potential 
applicants had plenty of time to prepare. We significantly increased the amount of guidance 
shared beforehand to aid improvement in quality, and specifically worked to share 
information via influential, credible third parties. 



 8 Feb > Pre-launch announcement on website and targeted mailshots 

 11 May > Second pre-launch targeted mailshot with invitation to join webinar on 2 
June 

 12 email mailshots sent in total (7 specific to funding call, further 5 with funding call 
featured as part of a wider mailout 

 Third party email campaign to encourage referral from stakeholders 

 Social content created for Elrha Twitter and LinkedIn channels 

 Bespoke social content created for stakeholders, influencers and donors to share 
independently. 

 
Outputs & outcomes 
 

 Newsletter outreach - 10.4% engagement rate (against industry avg 2.7%; our list 
average 9.2%) 

 Open rate - 4% higher than own list average at 36% (industry avg 21%) 

 Bespoke bit.ly link created for stakeholders shared via social media generated 2,647 
clicks 

 Mailing list +14.7% 

 +54% increase in unique visits to dedicated funding call page compared to 2015 > 
28% of visits generated by stakeholder referrals 

 57% website traffic directly from bit.ly link created for and shared by stakeholders 
 
These outcomes aided the submission of 71 eligible applications, an uplift of 7.5% compared 
to 2015. 
 
Budget 
 
No spend allocated; all work carried out in-house (only cost for staff time). 


