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An overview of your experience, your commitment to professional 

development and how you contribute to the industry: 

I have worked as a sole practitioner since 2007, as Catapult PR. The company celebrated its 

19th anniversary in March 2017, has won 24 awards (22 for PR). Whilst I, at one point, 

employed 8 people, I had no job satisfaction, so took the brave decision to work to the 

‘power of one’ 10 years ago. 

In 2012, I won the national CIPR title of ‘Best Freelance PR Practitioner’ and wrote a book 

about my 30 years in PR, across both in-house and consultancy roles, in both big cities and 

the regions. 

This has led to me inspiring young practitioners worldwide, who have sought advice. It was 

appointed a Visiting Fellow at Solent University and have helped coach students at Lincoln 

University. I received this humbling message from one US student: 

“My name is Lauren Collins - a college student from Syracuse, New York. I am respectfully 

reaching out to you due to my admiration for your book, Rogue Elephants. I would simply 

like to thank you for giving aspiring public relations practitioners a glimpse into your life and 

career journey. The authenticity and humility you exhibit when recounting your personal 

experiences in PR is something I truly appreciate. Such raw accounts of the highs and lows 

you have experienced are so insightful for those just starting out in the field and unsure of 

what to expect. 

“I believe your book truly demonstrates that putting practices into a real-life context is crucial. 

We are not taught in our classes what to do if a dinner with a client goes awry, if a journalist 

is rude, or even how to go about finding a place to live while settling into a new job. I am 

confident that your teachings are truly valuable to all of us venturing out into public relations.” 

I have also presented to business groups, demonstrating the power of PR for SMEs and 

wrote a PR Guide for start-up insurance brokerages. 

 

 



Outline your work-related achievements over the last three years, including 

your business objectives and/or plan: 

In the last three years, I achieved the objective of increased fee income by 69% - from 

£45,583 in 2014, to £76,939 in 2016. Profits have increased 180%. 

In October 2016, I won the Northern Marketing Award for ‘Best Not-for-Profit Campaign’. In 

February 2017, I was shortlisted for two PRMoment.com Awards (Media Relations and 

Community Engagement). 

During the last three years, I have continued to study Italian and have worked with two 

Italian clients (CIBO Bologna and Slow Travel Fest, Tuscany), as well as establishing a 

niche as an Italian brand specialist. 

My client base has expanded and I work with clients from Northumberland to Northampton – 

remarkable for an independent practitioner based in Poulton-le-Fylde. I have marketed on 

results and sector-specific experience and gone the extra mile, literally and geographically, 

to build a strong client base, using workspaces and hot-desking, if necessary. 

I have invested in my website, training and marketing and built a strong supplier network. I 

also became accredited as a Growth Voucher Advisor. 

 

Outline the biggest work-related challenge you’ve faced in the past three 

years, including details of what happened, how you overcame it and what you 

learnt from it: 

My fee income collapsed in summer 2014, when my biggest client ceased to trade and two 

more cut back on marketing. My fee income by September was half of that of March 2014. 

I immediately went on as many training courses as possible (e.g. Advanced Twitter, 

LinkedIn) and instantly applied for jobs. Given my age and home location, nobody even 

interviewed me. 

I therefore put myself forward for part-time roles in Manchester agencies. My first three-day 

stint was horrendous, particularly when directed to ring magazine journalists, to get 

Christmas products featured. Given it was mid-October, I pointed out the futility, but was told 

to “do it anyway.” Luckily, my next role was better. I was asked to work from the agency’s 

office three days a week, for two months. Given my performance, I was asked to stay on for 

a third, before their new employee started. 

The four-hour commute each day gave me a lot of thinking time. The role also provided a 

huge confidence boost. I went to Manchester thinking I must be way behind other 

consultants, given my lack of success with job applications. I left knowing that just because I 

work alone, and in a rural location, doesn’t mean I am inferior or a dinosaur. This was a 

watershed for my business. 

 

 



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

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

Northumbrian-based hidden gem, Langley Castle, could gain no media exposure and briefed 

me to find ways of gaining editorial coverage in-county, to boost its local business. 

Having conducted research, I suggested it champion the establishment of a Northumberland 

Day, to generate media exposure and position itself at the heart of its community. 

I sourced and motivated partners, created milestones for drip-feed activity and: 

 Created a media call around a time capsule housed in a champagne 
Nebuchadnezzar 

 Staged workshops county-wide to get people participating in ‘Langley’s’ idea 

 Created a ‘Northumberland Flag Challenge’ to turn Northumberland red and yellow 

 Created and populated a free website 

 Devised a logo conveying civic pride via a heart motif 

 Sourced a glass artist to create bespoke ‘Northumbie’ Awards, for Best Dressed 
Village, Most Inspiring School, Best Designed Event and Best Community 
Involvement 

 Handled an intense media relations campaign, including a media call around the 
‘World’s Biggest Stottie’ 

 Saw ‘Northumberland Day’ established on May 28! 
 

Results: 
 

 52 participating organisations/businesses; over 70 events; 25,000+ people attracted 

 2001 column inches across 80 significantly-sized articles (69 in-county) 

 72 online articles 

 Print audience reach (circulation) 7,746,472; Broadcast audience reach 3,523,000 

 Online readership 595 million; 530,000 coverage views; 4,120 social shares from 
editorial (Coverage Book) 

 One full front-page (The Journal); one front-page lead (Courant) 

 Six BBC Radio Newcastle + Heart Radio interviews 

 ITV Tyne Tees, BBC Northeast, Hexham TV and Made in Tyne & Wear broadcast 
coverage 

 Langley keyword in 71% of print coverage; 100% broadcast 

 Direct footfall to Langley of 1893 for initiatives, workshops and May event 

 2913 Facebook follows; 51,943 engagements & 595,296 reach in 4 months 
 

Budget: 

£4500 fee + £750 costs. 

Knowing I inspired all of this and made history in Northumberland makes the challenges of 

the last few years worthwhile. 

 


