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Hello, we’re
Petal & Co.

• After working at a global PR agency, I founded Petal & Co. 

in 2015 to partner with ambitious businesses and those 

invested in them.

• We work with entrepreneurs, advisers, investors and 

organisations driving growth – including the team behind 

the Help to Grow Management Course.

• I’ve also just completed the course as part of cohort 36 at 

Manchester Met.



Agenda

Crafting 
a compelling 
narrative

Engaging and 
succeeding with 
media

QuestionsWhy PR? Is it 
relevant for me?



PR is the strategic management of communication 
between an organisation and its publics to build a 
positive image, foster goodwill, and influence 
perception.

It is focused on earning placements and views (like 
news coverage), rather than paying for space.



Where does PR sit in the marketing mix?

Advertising
Paid media to 

reach a broad 

audience

Public relations
Managing public 

perception and 

communication
Personal selling
Direct interaction to 

persuade customers 

/ leads

Sales promotion
Short-term 

incentives to boost 

sales Direct marketing
Targeted 

communications to 

specific audiences

Digital marketing
Online strategies to 

raise visibility with 

audiences



Media 
relations 

Influencer & 
stakeholder 
engagement

Reputation 
management – 
ESG, crisis & 
issues 
management

Integrated 
communications & 
events 

Awards, 
rankings & 
accreditations

PR encompasses many components 



A good PR story is infinitely more effective than a 
frontpage ad

If I was down to my last dollar, I would spend it on PR



Crucial to all stages of a business’ growth journey

Winning 
customers 
and 
educating 
audiences

Building your 
brand and 
highlighting 
innovation  

Winning new 
markets and 
attracting & 
engaging talent

Securing investment 
and succession 
planning



Measurable impact



Crucial to all stages of a business’ growth journey

Attract 
customers

Highlight 
innovation

Winning new 
markets

Secure  
investment



Media 
relations 

Our focus today: media relations

Arguably the single biggest, distinctive, and 

critical component of PR.



Crafting a 
compelling
narrative



What you want to say

What audiences want to hear

PR is about creating a 

narrative that tells the story 

you want to tell in a way that 

resonates and grabs attention 

with audiences.



Commercial goal

To grow sales by 20% this year. 
More than 80 pieces of work, in some 
instances these have been replicated 
across multiple regions

Profiling more than 50 different 
spokespeople as thought leaders 
across the different regions, 
sectors and streams.

Crafting a compelling narrative
Your goals

Comms objective
Educate audiences about the 
benefits of your technology. 

Commercial goal

To attract & retain top talent for 
a high-performing team. 

Comms objective
Position XYZ Co. as a great 
place to work with excellent 
career prospects.

Commercial goal

To acquire new sites to accelerate 
expansion and provide national 
reach. 

Comms objective
Highlight XYZ Co as a well-
capitalised, acquisitive 
business with a positive 
culture.



Crafting a compelling narrative
What matters to your audience – think back to module 5 when you were segmenting your audiences – what do they 

care about, what influences them and where do they look?

AnswerThe

Public.com

Buyer 

personas

Google Search 

Console

Media 

newsletters



Tips for crafting a compelling narrative

Develop proposition and key 
messaging

Work out your stories
Think about your 

spokespeople

Based on the audience you’re 

targeting, capture the pain points 

you solve, what makes you unique 

and build around that. 

Create a set of audience-focused 

key messages and document 

everything. 

Begin to map out the next 6-12 

months. Are you planning new 

products, hires, investments?

Will you be likely to take on new 

clients, accreditations etc? Begin to 

map this out month-by-month, and 

keep updating this document.

This may be you, but there may be 

other times that you want to use 

different voices in the business. 

Focus on identifying who the most 

credible voice is for each type of 

story. Make sure they are aware 

and prepped. Ideally, bring them in 

to planning so you can capture their 

voice in key messaging.

Consider the tactics you want 
to use

Set goals and metrics

This will vary based on the stories 

you have and audiences you want to 

talk to.

Consider research, press releases, 

forward features, thought 

leadership, OpEds, media one-to-

ones, awards & rankings, case 

studies or creative campaigns and 

what is most relevant for the 

messages you want to promote.

From the outset, define what success 

looks like and how you can measure 

it.

Options to consider include: web 

traffic, report downloads, job 

applications, customer conversations, 

sector penetration, share of voice, 

for example.



Interview 

articles

Survey 

research

Trends 

OpEds

Forward feature 

contributions

Awards





What makes for a good story for journalists?
And what doesn’t

What adds news value for earned media?

Is the business already high profile? Or have links to 
household name brands/celebrity?

Does the business have a strong, active social media 
presence / following?

Is the company in an interesting or growth sector (in line 
with the Industrial Strategy)?

Is there a strong origin / founder story?

Is there a strong image or opportunity for broadcast?

Does the business link with current news stories / trends? 
Are you lobbying?

Is the spokesperson a good speaker? i.e. would be great for 
broadcast or soundbites for an interview

News for owned & paid channels
 

Industry award wins. Often publications compete with each 

other for awards share of voice & investment

Financial growth stories with vague or incomplete figures

Sales & marketing spokespeople can be a barrier 

Product focused news unless truly game-changing 



Engaging and 
succeeding with 
media



You’ve created a compelling narrative that tells 
the story you want to tell in a way that aligns with 
what matters to audiences.

Now, how do you secure media coverage?



More than 80 pieces of work, in some 
instances these have been replicated 
across multiple regions

Profiling more than 50 different 
spokespeople as thought leaders 
across the different regions, 
sectors and streams.

XYZ Co.

First, identify the 
right media 
outlets



More than 80 pieces of work, in some 
instances these have been replicated 
across multiple regions

Profiling more than 50 different 
spokespeople as thought leaders 
across the different regions, 
sectors and streams.

Tips for targeting the right media outlets

▪ Develop a list of your top target media and 

journalists. If you don’t immediately know this, ask 

your customers or use Chat GPT to build a list. 

▪ Ask your customers what publications they 

read/watch/listen to / don’t read – and why.

▪ Subscribe and share news around your organisation 

from your target media so everyone is familiar with 

what’s relevant and you develop a collective news 

sense.

▪ Download media packs from the publications you’ve 

identified – they often provide info on readership 

demographics and reach.



More than 80 pieces of work, in some 
instances these have been replicated 
across multiple regions

Profiling more than 50 different 
spokespeople as thought leaders 
across the different regions, 
sectors and streams.

Understand how those outlets work

▪ Spend some time looking at which journalist covers 

what in target publications. You can look at who’s 

covered stories similar to ones you’d like to read 

about your business. Some outlets outline relevant 

contacts for different topics / ‘beats’. 

▪ Many media packs also provide information on the 

types of articles and themes the outlet focuses on, as 

well as ‘forward features’ they’ve planned for the 

year.

▪ You can also look at the different categories of 

articles on the outlet’s website. There’s no point 

pitching an insights feature to a publication that only 

covers news.

▪ It can also be a great idea to meet with key target 

media to develop relationships. 



Leveraging the news agenda

Map out dates Monitor news agenda

Develop a calendar of planned 

activity, key dates and bigger 

picture themes so you can plan 

activity 

Monitor the news for reactive 

comment opportunities – for eg 

Spending Review, industry figures, 

high profile news relevant to your 

sector where you can add expert 

comment. Set up Google Alerts, 

follow influencers, subscribe to The 

Times and FT Week Ahead emails

Consider podcasts

For macro issues, there are some 

brilliant podcasts which provide 

insight into business news: 5Live 

Wake up to Money, The Rest is 

Politics





Practical tips for pitching journalists

1. Research the journalist before hand – it’s good to be able to show you understand what 

they’ve covered lately and are interested in.

2. Create a strong newsworthy angle in the subject headline – make it clear why its topical 

and useful to them.

3. Keep it brief – ideally less than 200 words. Journalists are very time-pressured.

4. Let them know if they can use it ‘exclusively’ – if it’s a key publication, can they have a 

news article first or be the only outlet to feature a compelling OpEd?

5. Timing matters – studies show Tuesdays and Wednesdays can work best. But it differs by 

sector and outlet. Many journalists will be happy to tell you how their publication operates.

6. Build relationships with key journalists – follow on social media, offer a meeting if it feels 

appropriate. Move away from just using them when you need them!

7. Think about the whole package – good images are often incredibly important and being 

able to provide comprehensive bios, sources, follow up interviews etc all helps.



Use your own words 
and voice – journalists 

are pushing back 
against AI generated 

content.

Gartner predicts search volume will drop by 
25% by 2026 due to AI chatbots and other 
virtual agents

49% of consumers use LLM to search for 
information and 38% use AI answers on 
Google and Bing

66% of consumers expect AI to replace 
traditional search in 5 years

82% of users find AI-powered search more 
helpful than traditional SERPs

Google AI Overview now show for more than 
55% of all searches – and 88% of users click 
‘Show More’ on them.

PR in a world of AI



We want to tell good growth stories from alumni. 

If you have a success story or milestone you’ve achieved / or expect to 

achieve from your growth action plan, let us know. This could be:

• Sales growth 

• New product development / innovation

• Job creation

• Game-changing client wins

• Winning new markets

• Attracting investment or M&A.

We’re also keen to hear about stories about:

• Any unexpected but tangible benefits linked to the Help to Grow 

Management Course

marketingteam@charteredabs.org

How we can support

mailto:marketingteam@charteredabs.org


Questions





Thank you & 
questions.

jessica@petal.co

mailto:jessica@petal.co
mailto:jessica@petal.co
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