
 

 

Category: Outstanding Small Public Relations Consultancy 

Company: Capital B Media 

 

 
Number of employees - including executive / support staff - and annual fee 

income: 

Kate Betts Media Ltd, which trades as Capital B Media, has six employees and seven 

associates. 

 

Business objectives and analysis of performance against budget over the past 

three years: 

Main business objectives over the last three years: 

1) To cement our place in South Yorkshire as an excellent provider of PR for enhancing 

and protecting reputations.  

Result: PR client base has steadily grown, with clients seeing us as a no-nonsense agency 

that can deal with the media when things get tricky too. Despite tough trading conditions, we 

have thrived, gained clients and seen turnover increase.  

2) To be recognised as national experts in crisis communications and media training. 

Result: We have run media training as far afield as Cornwall, Pembrokeshire and Liverpool, 

with frequent trips to London. Clients are in the public, private and third sector. Our director 

Kate Betts has been invited to speak at national conferences in Manchester and at the NEC 

on crisis communications. We have advised behind the scenes on high-profile national 

cases. 

In 2018 national emergency planning experts RWCSL approached Kate to work with them 

as their crisis communications expert with high profile clients. 

3) In terms of budget, our plans have always been to aim for sustainable growth. So, 

our objective was to initially consolidate our position and then to push for more 

growth from 2018 onwards. 

Result: Turnover increased by more than 30% from 2018 to 2019. We took on two new 

members of staff in 2018/ 19 to cope with demand. 

 



A brief overview of business / team strategy: 

The business has two strands that complement each other – PR services and media 

training/ crisis comms advice. Our business strategy is to cross-promote services to clients, 

with many of PR clients benefiting from media training/ crisis comms advice, and vice versa.  

We see ourselves as part of our clients’ teams, wherever possible working long term, so that 

we build a deep understanding and a better ROI.  

As PR has evolved, we have expanded our offer to include more multimedia and marketing 

services. We have invested heavily in video software and hardware, taken on a 

videographer, and work closely with an associate to provide design and print services to our 

clients. 

We offer placements to local people with potential, as we are keen to stop PR talent going to 

the big cities. We have taken on four graduates direct from local universities, one of whom 

was shortlisted as CIPR Young Communicator of the Year. 

 

A summary of commitment to CPD and professionalism: 

Capital B is for: 

• Believing in professional standards. We turn down clients if we are unsure about their 

ethics, or believe PR is not the best route for them, even if that means losing income 

• Being honest. We challenge where necessary. With crisis communications, we don’t 

cover things up. We protect reputations, without compromising integrity 

• Bringing out the best. Staff are given an individual annual training budget. We 

recognise the importance of work/life balance and offer flexible hours and 

homeworking 

• Belonging to a professional body. The company contributes towards the cost of CIPR 

membership for staff; two of whom are CIPR accredited practitioners. 

 

A summary of recent outstanding achievements, including client list growth / 
retention: 

• We have ten retained PR clients, up from seven three years ago. Three of those 

clients have been with us for five years or more 

• Our clients include two national charities. We won a PRide Gold Award in 2017 for 

our member magazine for one of the charities 

• Our work for that charity (PHA UK) has expanded to include political lobbying, 

national PR campaigns, and multimedia projects – including new website builds and 

video documentaries. Outcomes include playing a direct part, via lobbying NHS 

England, to secure access to a life-changing drug 



• We continue to be the PR agency of choice for Barnsley Council and in 2018 won a 

PRide Gold Award for one of our campaigns with them 

• In 2018 we renewed our position as an approved supplier to Sheffield City Council 

• One of our private sector clients has seen profit triple in the last two years. In that 

time we have provided media training, secured numerous appearances on local and 

national TV and radio, and regular newspaper columns. We also create videos and 

support social media 

• Media training and crisis comms clients are coming from further afield as our 

reputation grows 

• As well as being a crisis comms trainer for CIPR, in 2019 Kate also became a crisis 

comms trainer for national provider Government Events. 

 

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

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

NATIONAL SEARCH FOR A 21ST CENTURY MILLER. 

The brief was to launch a nationwide search to find a new miller for Worsbrough Mill 

Museum & Country Park, on behalf of Barnsley Council’s museums service, as the miller 

was retiring after more than 20 years. 

The objectives were to attract at least five suitable applicants and to showcase the attraction 

to increase visitor numbers. 

The strategy started by working with Barnsley Museums to establish the target audience 

based on requirements for this niche role. We developed tactics and outputs to target that 

audience. These included specifically targeting national broadcast media; a media release; a 

press photocall with the retiring miller; a social media content plan; creating video shorts for 

online use, and acting as the mill’s external press office. We even used our copywriting skills 

to write the council’s job advert!  

The PR outcomes were impressive, with national TV coverage on BBC One’s Countryfile 

Diaries which has 1.14 million viewers. Regional broadcasts included ITV Calendar News 

(300,000 viewers) and two appearances on BBC Radio Sheffield (reach 206,000), including 

a two-hour live OB. Coverage was achieved in all local newspapers, with a three-page 

feature in Milling & Grain magazine. 

Website users went up 26% and sessions up 31%, compared to the previous month. 

Facebook reach was up by 179%, and Tweet impressions were 39,500 compared to 1,800.  

The business outcomes exceeded the objectives, with 23 applicants for the role, from across 

the UK, and even one from Greece.  

Visitor to Worsbrough Mill increased from 14,865 in April to 22,727 in May - a 53% increase.  



Lynn Dunning, head of museums at Barnsley Council, said: “The campaign helped us reach 

people who wouldn’t have heard of us otherwise, and the knock-on effects to visitor numbers 

and online visits to the website has been amazing.” 

The campaign was awarded Gold in the art, culture and sport category of the PRide awards 

2018. 


