
 

 

Category: Outstanding Public Relations Consultancy 

Company: Prohibition 

 

 
Date of incorporation, number of employees - including executive / support 
staff – and annual fee income: 

 Incorporated March 2012 

 Nine employees 

 Annual fee income in 2016: £668,000 
 

Business objectives and analysis of performance against budget over the past 
three years: 
Our objectives for the year were: 
 

1) To focus on delivering outstanding digitally-led work for household brands – securing 
one new ‘hero’ brand per year 

 
a. In November 2016, Prohibition secured its biggest client to date – luxury brand 

Watches of Switzerland 
 

2) Continue turnover growth and maintain at least 33% margin 
 

a. 2014 increased 101% to £210k - 41% profit 
b. 2015 increased 124% to £457K - 45% profit 

 
3) To nurture grass-roots talent in the North to avoid London “brain drain” 

 
a. Prohibition 100% funds and manages student magazine, Student Wire, using it 

as an outlet for PR and journalism students to secure work experience in digital 
journalism. There are currently 87 writers and 120,000 readers. 

 
b. In the past 12-months, Prohibition has taken on 27 work placements. Each is 

assigned a mentor to ensure they are upskilled and meet their degree 
requirements and those working beyond two full weeks become paid placements. 

 
4) Drive point-of-difference and become the North’s specialist social media ROI agency 

 
a. Prohibition invested and ran fifteen thought-leadership events across the country, 

attended by 904 senior marketers, on different facets of social media strategy this 
has secured 14 clients with additional revenues of £118K+. 

 
b. 86% of our client base is digitally-focused - up from 56% in 2014/15 
 



c. MD (and Veullo Top Ten UK PR Blogger) Chris Norton wrote the CIPR’s Social 
Media Handbook “Share this Too”. 

 
d. MD Chris Norton is Social Media Co-ordinator for the CIPR committee in 

Yorkshire & Lincolnshire 
e. Chris is also a senior lecturer on the PR degree at Leeds Beckett University. 

 

A brief overview of business / team strategy: 
The submission addresses how a young agency that has built a reputation as a leader in 
Integrated PR – has reinvented itself to remain at the forefront of the market and achieved its 
best-ever year, despite operating in a challenging landscape where clients are taking social 
media ‘in-house’, once profitable services are becoming commoditised, and Integrated PR is 
no longer considered a specialist discipline. 
 
Prohibition took a bold decision; gradually lose its point of difference and fight for 
commoditised work, therefore losing profit and growth opportunities, or comprehensively 
revaluate what it means to be ‘specialists’ and invest heavily, ensuring a genuine point of 
difference. 
 
Prohibition embarked on a business strategy re-evaluation to maintain a robust point of 
difference, and the decision was taken to firmly invest, resulting in our most successful year. 
 

A summary of commitment to CPD and professionalism: 
We believe strongly in building careers, not just providing ‘jobs’. Our “Prohibition Academy” 
delivered 350 hours of training, investing £16,225 in external trainers. 
This commitment pays off; we have a 90% staff retention rate, while 100% of staff; 

 Feel part of a professional, supportive environment 

 Feel empowered to make a difference 
A summary of recent outstanding achievements: 

 New client wins in past 12-months: Watches of Switzerland, BonMarche, The Royal 
Shakespeare Company 

 

 Already exceeding 2015/16 targets by 16% 

 Increased turnover by more than 46% in Year 4 while maintaining profit margin – with 
zero debt 

 90% client retention since incorporation with 70%+ of all new business from referral 

 We have placed our staff on more than 15 PRCA training days in the last twelve 
months. 

 

A summary of recent outstanding achievements, including client list growth / 
retention: 
Despite being a relatively young agency, Prohibition’s directors have not shied away from 
keeping the business as focused as possible, and specialising in digital and social media 
fields rather than chasing profit, and growing into a generalist agency. 
 
This approach is firmly focused on long-term agency success, rather than short term gain, 
and has already yielded positive results. 
 
Other key agency facts 
 

 Four staff are CIPR members 



 Monthly 1-2-1 coaching and development for all 

 “Prohibition Academy” – to drive excellence, monthly training sessions run with all 
staff 

 £16,225 invested in training and development per annum 

 80% staff retention – just two members have left in three years 

 Company performance shared with team 

 Staff Rewards (introduced in 2014) 
o “Dream experience” - fund allowing staff to spend £500 on a ‘life’ experience after 

three years’ service 
o “Director of fun” – staff member appointed to manage monthly social budget 
o A transparent bonus scheme, rewarding staff if company hits targets 
o Staff are given the platform to suggest organisational or cultural company 

changes 
o £6,300 invested in staff benefits 
o One additional Christmas holiday day 

 

A summary of a campaign you are particularly proud of, including details of 
the brief, objectives, strategy, tactics, outputs, outcomes and budget: 
ENTRY TITLE: Making Christmas ‘Real’ 
 
Christmas 2016/17 saw our client, Goldsmiths’, campaign focus on a more traditional ‘Real 
Christmas’ message. We were tasked with bringing this campaign to life across Goldsmiths 
social media channels whilst achieving a range of challenging commercial objectives, such 
as: 
 

 To promote the Goldsmiths online gift guide 

 To increase social media referrals to Goldsmiths website by 20% year on year 

 To increase contributed social sales by 25% year on year 

 To reach at least 300,000 fans/followers via social media activity 

 To increase our social community by 1,500 throughout November and December 
 
We proposed a content marketing campaign, supported by a social media PPC campaign to 
generate direct online sales. We knew our strategy had to include truly stunning visuals and 
clever video content. We allocated a small budget towards paid activity such as Facebook 
PPC adverts and boosting/promoting posts to achieve maximum reach and sales ahead of 
the campaign launch. 
 
IMPLEMENTATION OF TACTICS 
October 

 Campaign proposal signed off 
November 

 Campaign sign off 

 Social media photoshoot 

 Filming of the Christmas gift guide video 

 Launch PPC ads 

 Launch Christmas Gift Guide video 
December 

 Launch Real Christmas competition 

 Monitor PPC ads 

 Campaign evaluation 
 
MEASUREMENT AND EVALUATION 



Our Goldsmiths Christmas campaign far exceeded all key objectives: 

 Increased social media referrals by 35% 

 Increased conversions via social media by 180% 

 Total reach of more than 500,000 consumers 

 Increase of 1,951 new Facebook followers 

 Goldsmiths Real Christmas video received more than 67,000 video views and 61 
online purchases were directly from video 

 ROI of 44:1 on Facebook PPC gift guide adverts 
 
TOTAL COST: £10,050 
The campaign has been used as an example of how to make social content work to 
generate sales for other brands under the Aurum Holdings banner. 
 


