
 

 

Category: Outstanding Young Communicator 

Entrant name: Pippa Nixon 

Company: Down at the Social 

 
 
Demonstrate your commitment to professional development and your career 

growth: 

Since rejoining Down at the Social 12 months ago I’ve worked closely with the company MD 

to guide the business through a tough time. Just two months after my return I took the reigns 

of the team of 8 whilst the MD was on maternity leave, and committed a huge amount of 

time to developing a nurturing and results driven culture. 

Whilst I’ve run budgets I have never run a P&L, but now I forecast and track our business 

budget, making major business decisions such as taking on new team members. Since I 

rejoined DATS the business has reported growth of 30%, with its best year yet in 2018/19. 

To further grow I have started working with a mentor within the sector to help grow my 

business knowledge and network, looking for new skills I can bring back to the business. 

Partnerships and relationships are key as I work closely with other PR agencies to ensure 

that our campaigns are as successful as possible. I have used the power of my networks to 

gain PR coverage for clients, tying external campaigns together to offer press and 

influencers more content by partnering with contacts across the UK. 

We have a three year financial plan with targets which will include my taking responsibility 

for my own team with its own P&L in the next year, and I am committed to looking for new 

opportunities for the business to expand in areas we haven’t in the past. 

 

Outline your work-related achievements over the last two years and how they 

contribute to the wider industry: 

Educating clients: Focus on educating clients to the value of PR, such as converting a one-

off campaign brief for The Original Factory Shop into one of the agency’s biggest retainers. 

Originally a two week influencer campaign - something the client had never done before and 

was very scared of - through great results and gently educating them along the way I have 

convinced them of the value of ongoing PR and pitched and won a twelve month campaign 

to cover all areas of their extensive business, successfully onboarding the client and its 

charity partner. 



Growing the Business: In the past year I have worked really closely with the company MD to 

drive new business, and since June 2018 our team has won thirty pitches (81% success 

rate) and increased the average monthly billing by 42%. The business has grown by 30% 

overall. 

Team: I have recruited and trained three junior members of staff with no prior PR experience 

to create a team who work on multi-platform campaigns driving results with traditional PR 

coverage, social strategy and great media and influencer relationships. I have media trained 

the new team to look for the best opportunities for coverage and have streamlined the selling 

in process so they work more efficiently. I run weekly 121 sessions to provide support plus 

monthly appraisals, and help the team meet both their’s and the company’s goals. The three 

new team members are now gaining national PR coverage weekly with one team member 

on track to become a manager a year after starting in PR. 

Company Values: Together we have created a new vision, mission and values for the 

business shaping all decision making from writing pitches to recruitment and staff appraisals. 

I have put in place new initiatives such as a regular employee of the month and drive team 

building to instil a positive company culture driving new talent to want to be part of our team. 

 

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

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

We were briefed to help drive a community fundraising campaign for Projekts skate park, 

with a goal of £50k funding which would allow them to complete an important expansion to 

further serve the local community. 

We pitched a campaign which included traditional consumer and business PR, community 

engagement and influencers. As a not-for-profit they did not have the funds for the 

campaign, but as the team believed in the cause and were excited by the offering we took on 

the campaign anyway pro bono. 

We focused on all of the brilliant ways Projekts benefits the local community, and the way 

this funding would help with its work. We targeted regional contacts, especially business 

press, as local businesses were most likely to give the biggest donations. 

We engaged one of our local bar contacts, whose MD has a love of skateboarding, to 

sponsor the skatepark and they gave one of the largest donations to the campaign. 

The PR coverage included Granada Reports, The FT, various other business press and 

regional online media driving eyes and donations to the campaign, raising a huge £132k 

overall (£82k above the original fundraising target), and allowing the skatepark to fund the 

expansion. Since the campaign the skatepark was noticed by even more people and has 

recently been used as a filming location for a national TV campaign. 

Budget: NA. 

Results: Pieces of coverage: 17. Reach of campaign: 1,773,600. 

 


