
Top PR Tips For Startups

Understand what PR is  
Make sure you are clear about what PR actually is. Our view? Consider 
it as a strategic communication process which builds mutually beneficial 
relationships between your company and brand and your audiences.  The 
best PR is carefully planned with time to formulate ideas, finesse messaging, 
create materials and ensure the right people are being targeted.

If you think about PR in terms of media coverage, it’s your company or brand 
message, delivered through a trusted source or influencer, that gets people to 
notice you and engage with your brand. 

Invest in your brand  
You’ve worked hard to get your startup going and we appreciate how much time, 
sweat and maybe even tears you have already invested to get to this point.  
But our first tip has to be to invest in some PR.

Ask yourself are you building a brand or just selling a product? If you are planning 
on long-term success, then PR should be an integral part of your marketing activity.

Why? Because it can be one of the most impactful ways of introducing yourself to 
your audiences. It can help at all stages of a startup’s journey but, if you’re at the 
very beginning then remember you can only make a first impression once and you 
need to make sure it’s a good one! 

We’ve helped many startups with their first steps into PR and we understand the 
challenges they face. An often-asked question is should I bother with PR? Here are our 

thoughts on why a startup should and some tips on what to do. 
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Define what you want to get out of any PR activity  
Work out your business objectives and then plan your PR activity to help 
you achieve these. For example, for the business objective of reaching 
a sales target, you might need more or new people to know about your 
brand. The PR objective would therefore be to generate more awareness 
and there are then a number of different PR tactics that would help achieve 
this. Other startup objectives might be launching a new product or service, 
attracting the right talent or securing investment.

Define your target audience  
Who exactly do you want to reach? You want your PR to reach exactly 
the right target audience or key opinion formers with as little wastage as 
possible. Remember too that the audience you target in the UK may not be 
exactly the same as the audience you target in other countries. 



Understand your target media   
Having decided who you want to reach, you need to find the media that 
reaches them. Do you know what they are reading/watching/listening 
to? Try to avoid basing this on your personal likes or dislikes as you’ll 
introduce bias to your targeting. Make sure you get to know these media 
outlets before you start pitching. You’ll need to target the right journalist 
with the right kind of story otherwise your investment will be wasted.

Capture your founder’s story  
You know your business inside and out but does that mean you cannot 
see the wood for the trees? Things may have become more complex since 
your initial “ah-ha” moment, and you have probably spent months fine-
tuning your product or service and creating business plans, but your most 
powerful tool is why you did it in the first place. 

Your story is a great piece of content so capture it and make sure you 
know it. You’d be surprised how often we have seen stories change or hear 
different versions of events from different founders. None of which helps 
generate trust with your audiences, you need consistency. 

Back to basics  
Reconnect with your brand purpose, core values and key messages. What 
problem do you solve? How does your product or service aim to enhance people’s 
lives? Start by taking a long hard look at your website and social channels 
and other collateral. Do they reflect this, are they up-to-date, relevant to the 
market and with great content? Get rid of typos or out-of-date information. Give 
everything a spring clean, it’s your job to put your best face forward.

Make a start  
Being ‘a best kept secret’ is never a good plan for a startup. So, pull together 
your media collateral, make it relevant, make sure it’s newsworthy.  When 
crafting your news release, think Topical, Relevant, Unusual, Trouble, Human 
interest. Think of your end audience, how do you want them to react or what 
action do you want them to take when they see/hear/read about you?

Follow the news agenda  
Once your startup is launched, think of follow on stories. Whether you are 
a food brand following consumer habits or a tech brand with the latest 
innovation, remain relevant, jump on the news agenda and react to ensure 
you stay part of the conversation. 

Measure and analyse what works  
PR is much more measurable than you may think, with so much media visible 
online you will be able to track click throughs from online coverage to your site. 
And when it comes to social media, you can track analytics including engagement, 
follows, reach. After your first foray into PR, you will be better armed with 
information that will help you make even more impact with your next story.
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Remember, a good reputation isn’t earned overnight, it takes time to build. But it’s important as a 
startup that you take ownership and control of your reputation, don’t leave it to chance, to others,  

or even to your competitors to manage. 
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