
EVERYONE LOVES STORIES.

LET US TELL YOURS.



TODAY’S AGENDA

• Introduction

• What is PR?

• How to Write a Press Release

• Tips and Tricks



• Head of Content at Fleet Street
• Director of the British Guild of Beer 

Writers
• Former editor of Imbibe and Inapub
• Former food and drink editor of The 

Grocer, 
• Features editor of the Morning Advertiser

ABOUT ME



Hospitality experts. Food and drink 
specialists. Professional storytellers. 
Respected consultants. 
Knowledgeable, passionate, 
excellent. B Corp certified. 

OUR TEAM IS A 
DIVERSE MIX OF 
CONSULTANTS 



FOOD, DRINKS, OPERATORS, SUPPLIERS, TRADE BODIES AND LIFESTYLE

CURRENT CLIENTS



“If I was down to my last dollar, 

I would spend it on PR.”
- Bill Gates



WHAT IS PR?



MARKETING ADVERTISING PR

There’s an old saying:
“Advertising is what you pay for, publicity

 is what you pray for.”



PR IS 
EARNED MEDIA



Paid – A marketing channel that you 
pay for to increase awareness or 
traffic 

Display Ads
Paid Influencer 

and social 
advertising

Advertorials

Content Marketing 
(on your channels) 
– Blogs, podcasts 

e.g

Email Marketing Social Media

Classic PR 
Coverage (Print or 

Digital)
Social coverage

Coverage on other 
people’s 

newsletters etc

Owned – media managed and 
distributed by your brand or business

Earned – media generated on 
platforms not managed by your 
business, that you’ve not paid for

PAID, EARNED & OWNED 



PR Does Not Stand For 
‘Press Release!’



PR TOOLKIT

There are various ways of engaging with media and communicating with the relevant audience. Here are just a few! 

BRIEFINGS
FEATURE 

CONTRIBUTIONS
NEWS RELEASE OP EDs

REACTIVE MEDIA VISUALSINTERVIEWS ROUNDTABLES

AWARDS LISTICLESCASE STUDIES EVENTS

AND SO MUCH MORE…..



CREATE A STORY

The traditional 
way of 

generating PR is 
to create the 

story. 



FOLLOW A STORY

Opportunity Knocks.  
You answer. 

This is when you notice a 
story in the news and 

respond.



SOCIAL 
MEDIA 

TRENDS

SPORTING 
EVENTS

REAL-TIME 
EVENTS

NEWS 
AGENDA

BANK 
HOLIDAYS

NATIONAL 
HOLIDAYS

SEASONS 

NATIONAL 
FOOD/DRINK 

DAYS
OCCASIONS



THINK YOU HAVE A STORY?

Here are some questions to ask yourself… 

o Is it a first? Is it unique? 

o Is it hot right now?   

oHas the horse already bolted or are people still talking about 
this?

oDoes anyone care? We know you do, but be critical, does 
anyone else? 



WHO
CARES?



UNDERSTANDING 
YOUR AUDIENCE

Effective PR, is rooted in the 
understanding of who your 
audience is.



How to write a Press Release



• Grab attention with the 
headline

• Get your main message in 
the first line 

• Be concise

• Use quotes to provide extra 
information, not repeat 
what you’ve already said

.



THE AI QUESTION



Subject Line: The Dog & Duck

Dear sir/madam

I hope you’re well. 

Please see a press release below.

Thanks,
XX

A BAD EMAIL PITCH



GOOD EMAIL PITCH…

Subject Line:  PRESS RELEASE: Pub wins award for making Merthyr safer

Hi Jessica,

I’ve seen your recent articles on crime rates in the centre of town and wanted to let you know that our pub The Dog & Duck has just 
won a national award for our work in making the town safer.

For more information, please see a press release below and attached, as well as an image.  

If you would like to speak to me for more information, then my number is XXXXXX. 

Many thanks,
XX



TIPS & TRICKS



• Spoon feed journalists the info
• Pitch early
• The ‘I have a story’ method
• Begin by telling them the story, not about you
• Find out what they are covering currently

SPOON FEED THE MEDIA



A PICTURE PAINTS A 
THOUSAND WORDS 



PICK UP THE 
PHONE



The creative ideas and words laid out in this presentation and the presentation in its entirety remain the property of Fleet Street Communications 
ltd, until such time as they form a part of an agreed transaction or contract between Fleet Street Communications ltd and a third party.
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