
 

 

Category: Outstanding Public Relations Consultancy 

Company: PR Agency One 

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

income: 

22 - including 1 MD, 1 Director, 2 Associate Directors, 1 Operations Manager and the rest 

made up of PR Managers and Executives, and Digital Marketing Consultants. 

 

Business objectives and analysis of performance against budget over the past 

three years: 

Objectives: 

• Increase turnover 

• Become known nationally for delivering measurable excellence. 

In the past the past financial year alone, our client base has grown 65%. Our financial results 

over the past 3 years has been similarly impressive, with turnover increased by more than a 

third (34%) between 2016/17 and 2018/19. 

 

A brief overview of business / team strategy: 

2018 saw more agencies begin to take measurement seriously, adopting the then-new 

AMEC Integrated Framework for Measurement. Competitors were also attempting to close 

the gap on our PR measurement advantage and point of difference. 

This could’ve been threatening – but instead we saw it as an opportunity to evolve, mature 

our challenger/disruptor persona into a more established business and invest more than 

ever in our own measurement products. 

So the management team recalibrated its goals, quickly identifying that to achieve the 

intended growth, we needed to evolve even further – while not losing the heart of what 

driven our success from day one. 

We developed a new vision (become a £3million turnover agency respected for delivering 

measurable excellence) and company values to benchmark our progress against. 



We made our first two management team appointments below company director, via internal 

promotion. 

We worked hard to refine and productise our measurement offering to ensure we remain at 

the forefront of evaluation, developing an enhanced suite of AMEC-aligned tools in 

partnership with Cranfield University and the University of Salford to measure all the 

important KPIs, including conversion from PR. 

Tools designed to track results against client objectives, including reputation tracking 

(OneEval Reputation), brand tracking (OneEval Brand) and commercial measurement and 

attribution (OneEval Commercial). 

Thanks to this, we have not only retained our niche but advanced it to ensure it continues to 

inform clients about the impact of PR activity in a way few agencies can. This is earning us 

international recognition. 

The Decathlon account was won largely because of our measurement offering with senior 

management quickly able to make sense of sales information. Fultons Foods and other 

retailers have signed up for the full measurement suite, while Reputation Tracker is used by 

clients like Total Fitness and Fletchers Solicitors. 

 

A summary of commitment to CPD and professionalism: 

As an agency, we have always prided ourselves on investing in our staff and their careers. 

But 2018 saw us put more emphasis on this than ever before. 

We saw the importance in deploying better, more professional and effective training and HR 

processes in order to attract and retain the ambitious, hardworking, team members that will 

help to take PR Agency One forward. 

We: 

• Developed new Vision & Values and measured ourselves against these via a new 

employee satisfaction survey 

• Appointed an external HR partner and an Operations Manager 

• Developed a suite of staff training programs, including training with RADA, CIPR, 

PRCA, a business coach and advanced training from SEMRush and Digitangle 

• Increased staff training budgets to £40,000 per year (over £1,800 a head) 

• Benchmarked salaries - we pay 10% above average (PR Week) 

• Improved maternity and pension schemes to be above agency average 

• Introduced a suite of new employee benefits – dedicating 66 days a year to helping 

the local community and causes); meditation classes and circuit training sessions; 

birthday days off; annual Christmas trips abroad (Copenhagen, Oslo) 

• Introduced yearly charity initiatives, e.g. an 100km cycle ride for Cycle4Haiti 



• Improved flexible working policies – e.g. flexitime, family friendly policies, 3 work from 

home days a year, and buy back holiday days 

• Promoted two female staff members to the management team – the first 

appointments to the management team below company director level 

• Introduced an ethics policy which have seen us most notably decline work for Royal 

Brunei Airlines 

• Improved performance reviews. 

 

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

retention:  

In the past three years we have won larger, higher profile cornerstone accounts – often 

beating some of the UK’s biggest agencies. Decathlon, Serenata Flowers, RADA and 

Perkbox clearly demonstrate the strength and quality of the business’ reputation and output. 

The fees and profit reflect this too. 

As a result of the new rebrand and evolutions, in the past year we have: 

• Grown our client base 65% in the past year (2018/19 vs. 2017/18) 

• Won 16 new clients – including higher profile brands with larger fees (Decathlon, 

RADA, Serenata Flowers, Omnia Retail), often pitching against London agencies 

• 90% of clients are now based outside of Manchester (spread across London and 

mainland Europe) and the size of clients and campaign spends are rising significantly 

• Client retention was at 70% and the staff to income ratio was 57% 

• The tech PR division grew to 35% of turnover 

• In our staff survey we measured an average 8.78/10, proving that we are delivering 

on our company vision and values. Our staff retention rate of 82% reflects this 

• Our new measurement suite has been recognised as truly world class – it is 

shortlisted for a (global) AMEC Award, alongside initiatives from global agencies 

 

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

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

Although sports retailer Decathlon has an established presence in the UK, it was falling 

behind competitors in brand awareness. We needed to increase brand awareness and 

search visibility above the nearest competitors (who have bigger store footfalls and 

marketing budgets) in six months, increase sales 30% and increase association with the 

brand against key reputation KPIs. 



The Decathlon Activity Index (DAI) is the largest body of research into sports participation in 

the UK, based on a survey of 7,000 people which assesses their activity levels. It provides a 

bank of data from which both evergreen stories and those which reflect the news agenda 

can be pulled all year around, e.g: 

• ‘The UK’s Most Active Cities Revealed’ 

• ‘Only 7% Cycle to Work’ 

• ‘The Death of the Fly-And-Flop Holiday’. 

Results: 

• Brand awareness overtook Blacks and Millets and increased +53% YOY 

• Search engine visibility overtook JDSports.co.uk and GoOutdoors.co.uk 

• +25% increase in revenue from organic traffic 

• +26% increase in organic traffic YOY 

• 315 articles (114 in national newspapers) 

• 2.5 billion> combined circulation 

• 79% key message delivery 

• 121 links 

• The Sun | The Independent | Eurosport | The Mirror | Daily Telegraph | Women's 

Health. 

 


