
PR IN PRACTICE

Making Organic

Newsworthy
How to turn a good product into a story journalists want to 
write.

Liz Williams



My Background

Experience Across Sectors

From Global Retailers to Growing Challengers

A Mix of Big Brands and Ambitious Start-Ups

Still the same approach…
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01 — PROOF POINT

Organic is having a 

moment.

02

• Sales

• Retailers

• Consumers

• Media



02 — PR VS MARKETING

PR v Marketing

PR

Main Goal
Earn trust, credibility and a positive reputation.

Audience
Journalists, media outlets, stakeholders, customers and the wider public.

How It Works
Builds relationships, shares newsworthy stories, handles issues and manages reputation.

Level of Control
Lower — you can't control what (or when) others say about you.

Typical Results
Media coverage, thought leadership, brand trust, long-term reputation.

MARKETING

Main Goal
Generate leads, increase sales and drive short-term results.

Audience
Target customers and specific market segments.

How It Works
Uses advertising, content, social media, email and campaigns to reach the right people.

Level of Control
Higher — you control the message, creative, timing and channels.

Typical Results
Website traffic, leads, conversions, sales and short-term ROI.
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PR sits in the marketing mix — but the approach is very different.

WHERE THEY ALIGN Same objectives Same key messages & brand values Same target audience



03 — WHAT MAKES A STORY

What Is a Press News Story?

01 Not an advert

02 What works for advertising messaging won't always work for press

03 Take the key messages and put them in a press-worthy style

04 Is it genuinely something you'd talk about?

05 Two important things to consider next…
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• 20% more berries — but does that mean you get your RDA of vit C?

• Bigger box — is it made of a new sustainable material?

• Reduced the price — but still paying farmers a premium?



04 — MEDIA CALENDAR

Media Calendar

Media has a schedule

Calendar moments that we'll all be 
interested in…
• Christmas

• New Year — health resolutions

• Summer – holidays, beauty, weather  

• September — back to school

How does it fit with that?

…Key organic activity
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• OMR
• Wake Up to Organic 
• Organic September



05 — WHERE DO YOU FIT

Where Do You Fit?
Business story? Feature? News piece? Be realistic about your audience.

Founder Story Founder Story Expert Roundup Best-Of List
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06 — MORE PROOF

Become the News
You don't have to lead with ‘organic’ — the story can.
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08 — CREATING THE HOOK

Creating the ‘Hook’

T Topical   Of the moment, timely, new and something people are talking about. Stats.

R Relevant   Relevant to the specific audience.

U Unusual   Not what people already know or expect — something that will surprise. Is it the first? The biggest? The smallest?

T Trouble   Show how you're solving a problem. Why is the brand doing this? Stats.

H Human Interest   What's in it for people? What impact will it have on your customers or readers?
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07 — IT'S WORKING
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09 — THE TICK LIST

Tick List

01 WOW FACTOR

Is it genuinely interesting?

02 PROOF

Do you have strong stats?

03 SOCIAL PROOF

Do you have strong social media examples?

04 TIMING

Can you link it to a recent event, news story or 
trend?

05 OTHER EXAMPLES

Who else supports it — a restaurant menu? A 
big retailer?

06 CELEBRITY LINK

Have they been seen drinking it, wearing it or 
posting about it?
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10 — THE PRESS RELEASE

The Press Release

1

Partners

Would a partner strengthen 
the story?

2

Endorsement

Can a charity, NGO, expert or 
spokesperson support it?

3

Quote

Is the quote well worded —
not fluffy?

4

Easy to Use

Make it easy to write.

5

Journalist Fit

Have they written something 
similar?
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Organic September successes

Hero launch “moment” Retailer engagement Influencer & brand collaborations

Huge potential to build on for next year’s campaign
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January – health March – OMR Launch May – breakfast/dairy

Annual organic moments

Organic September ‘27

Capitalise on time of year to 
position organic as a choice 
for better health
“You are what you eat, and 
what you eat, eats”
Highlight care for soil, plants, 
animals, people within organic 
principles

Organic Market Report 
Launch
Annual report on growth of 
market
Features consumer insights
Opportunity to use stats to 
bolster brand or product press 
activity

Wake up to organic 
Brighter mornings
Positioning organic as an easy 
and nutritious start to the day
Incorporate dairy as key time 
for sector – Spring Flush
Opportunity for 
beauty/textiles brands – “get 
ready with me” style content

The UK’s largest campaign 
dedicated to growing the 
organic market
“Organic: a shortcut to 
better”
Tapping into shopper 
overwhelm and label fatigue 
to position organic as the easy 
option to get all you need, 
and nothing you don’t

Using consistent moments across the year to drive greater awareness



SOIL ASSOCIATION Q&A

Let's Talk.

Working with the marketing agenda Build a bigger picture together Brand partners

Data Independent credibility

liz@lwpr.uk

Liz Williams



What’s next? 

‘Marketing Organic’ launch PR Opportunities – Christmas gift guides Organic Market Report ’27 – have your say

Upcoming opportunities to drive awareness 



Let’s keep talking

Join us and fellow brands to network and to discuss ways to collaborate and build our own marketing & 
PR organic action plans!

Martini Bar 
Barbican
4– 5pm

First drink on us!
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