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Why Integrated PR and Marketing is Core to Success – Not
Something to be Implemented Late or Just as Projects

Executive Summary
Public relations (PR) and marketing are often treated as separate disciplines: PR is seen as the brand and reputation engine, while marketing

is tasked with lead generation and revenue impact. In reality, these disciplines are two halves of the same system. When they operate in silos,

organizations experience inconsistent messaging, weaker brand equity, ine�cient sales cycles, and fragmented customer experiences. When

they are integrated, companies bene�t from a uni�ed story across all touchpoints, more e�cient marketing spend, and stronger commercial

outcomes.

This document builds on the foundational principles outlined in the PRIME|PR “Why PR and Marketing” deck and expands them with current

industry research and benchmarks. It explains why companies need both PR and marketing, why integration beats siloed activity, how

integrated campaigns support the full marketing funnel, and how executives should think about investment levels, operating models, and

metrics. The goal is to equip leadership teams with a strategic blueprint for designing an integrated PR/marketing function that drives brand

awareness, thought leadership, third‑party credibility, demand generation, and ultimately revenue growth.

1. The Business Case for Public Relations
Public relations is the discipline focused on shaping how audiences perceive a company, its leaders, and its products through trusted third

parties and strategic storytelling. Rather than buying attention, PR earns it. This distinction is critical in an environment where audiences

increasingly distrust overt advertising but still seek expert perspectives, peer validation, and credible information before making decisions.

The PRIME|PR framework de�nes PR as the use of trusted and in�uential third‑party experts to develop positive content about a company, its

leadership, or its products in order to boost brand awareness, thought leadership, and third‑party credibility. In practice, this includes media

relations, analyst brie�ngs, conference speaking engagements, contributed articles, case studies, and joint announcements with partners.

These tactics elevate a company from being an unknown vendor to a recognized, trusted authority in its space.

Multiple studies underscore why this trust‑building function is vital. Global research from Nielsen has consistently found that

recommendations and word‑of‑mouth style endorsements are the most trusted forms of communication, with well over 80% of consumers

trusting recommendations from people they know more than any form of paid advertising. Earned media – coverage, reviews, expert

commentary, and articles – sits much closer to this trusted end of the spectrum than traditional paid ads. As a result, PR‑driven exposure can

have outsized in�uence on brand perception, purchase intent, and loyalty compared to comparable levels of paid impressions.
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Strategically, PR delivers value in �ve primary ways:

• Brand awareness – ensuring the right audiences know who you are and what you stand for.

• Thought leadership – positioning executives and subject‑matter experts as go‑to voices on key topics.

• Third‑party credibility – using neutral or respected organizations, analysts, and media to validate your claims.

• Stakeholder con�dence – giving investors, partners, recruits, and regulators con�dence that the company is credible and relevant.

• Market positioning – framing the competitive narrative so that your company is associated with the most attractive category spaces.

2. The Business Case for Modern Marketing
If PR builds the stage, marketing runs the performance. Marketing is responsible for translating awareness and interest into engagement,

pipeline, and revenue. It orchestrates campaigns, content, and experiences across channels to bring the brand promise to life and move

prospects through the buying journey.

Contemporary marketing is far more than advertising. It spans product positioning, messaging architecture, digital presence and SEO,

performance campaigns, email and marketing automation, content strategy, social media, events, and sales enablement. High‑performing

organizations treat marketing as an investment engine for sustained revenue growth rather than a discretionary cost center.
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Industry benchmarks illustrate how central marketing has become to growth. Surveys of B2B organizations show that many allocate on the

order of 5–10% of revenue to marketing activities, while B2C companies often invest a higher share due to the need for more intensive

customer acquisition and brand building. Broader CMO surveys have found that when companies increase marketing’s strategic scope – for

example by giving the function responsibility for analytics, innovation, and market entry – marketing budget as a percentage of revenue tends

to rise as well. This re�ects a shift from viewing marketing as ‘spend’ to viewing it as a driver of future cash �ows.

The PRIME|PR materials, drawing from long‑term client experience, reference a useful rule of thumb: companies may allocate close to one

�fth of yearly net revenue to maintain brand awareness and support growth, with B2C organizations sometimes going signi�cantly higher

depending on competition. Regardless of the exact percentage, the strategic point is that consistent marketing investment, deployed against

a clear plan, compounds over time. Each campaign reinforces the last, audiences move from unaware to familiar to preference, and sales

conversations begin from a position of recognition rather than obscurity.

3. PRIME|PR’s Perspective: Why Integration Matters
The PRIME|PR deck articulates a central operating principle: integrating public relations and strategic marketing creates a snowball e�ect

over time. When activities are coordinated and diversi�ed across the right audiences with the right messages, returns do not accumulate in a

straight line – they accelerate. This is particularly true when integration begins at least a quarter before a major sales push, funding round, or

product launch, giving brand awareness enough time to grow before demand‑generation and sales motions peak.
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In this view, PR, marketing, and sales form a single continuum:

• PR �lls the top of the funnel by generating awareness and credibility.

• Marketing �lls the middle of the funnel through education, nurturing, and engagement.

• Sales converts warm, informed, and trusting prospects at the bottom of the funnel.

Attempting to run aggressive sales e�orts without �rst building this foundation – as the deck notes – inevitably results in wasted time,

budget, and energy. Prospects simply do not recognize the brand, do not understand the category, or do not yet trust the claims being made.

The PRIME|PR model is also instructive from a resourcing standpoint. Rather than relying on large teams of junior associates billing high

blended rates, PRIME|PR emphasizes senior‑level execution at a lower, transparent hourly rate. This approach treats PR and marketing

counsel more like a virtual CMO and integrated marketing department than a disconnected vendor. For companies seeking to integrate PR and

marketing, the lesson is to prioritize senior strategic guidance and alignment over sheer volume of disconnected tactical activity.

4. Core PR Pillars in the Deck
The PRIME|PR presentation breaks public relations into three core pillars – brand awareness, thought leadership, and third‑party credibility –

each supported by speci�c tactics. Understanding these pillars is essential to designing integrated campaigns that harness PR as a strategic

asset rather than a reactive function.

4.1 Brand Awareness

Brand awareness is described in the deck as the most important of the three pillars. Without positive brand awareness, a company is almost

guaranteed to struggle. Awareness does not just mean that people have heard the name; it means that priority audiences can associate the

name with a clear value proposition, category, and reputation. High‑quality awareness creates familiarity and lowers perceived risk, making it

easier for marketing and sales activities to resonate.

Typical tactics that build awareness include press releases, media coverage, advertising, social media, newsletters, and tradeshow presence.

Integrated campaigns link these together. For example, a product launch might be supported by a press release, brie�ngs with journalists and

analysts, targeted digital advertising, organic social media content, and a presence at a relevant industry event. Each touch reinforces the

others, making it more likely that customers encounter a consistent story multiple times in di�erent contexts.

4.2 Thought Leadership

Thought leadership is described in the deck as “the long game.” It is the process of elevating executives, founders, and technical leaders to

recognized expert status in their domains. While brand awareness teaches the market who you are, thought leadership teaches the market

why your viewpoint matters and why your approach to the problem is di�erentiated and credible.

Tactics here include contributed articles in respected publications, keynote and panel speaking engagements, analyst brie�ngs, podcasts and

webinars, opinion pieces, and in some cases authoring books. E�ective thought leadership programs are tightly integrated with product

strategy and marketing themes: every article, talk, or interview supports a set of narrative pillars that marketing campaigns also echo in

demand‑generation content, web copy, and sales materials.
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4.3 Third‑Party Credibility

Third‑party credibility, as framed in the deck, is “with a little help from my friends.” It focuses on leveraging already trusted individuals and

organizations – customers, partners, industry associations, standards bodies, and analysts – to build trust around the company. Rather than

the company praising itself, these external voices validate performance, ROI, innovation, or reliability.

Key tactics include case studies, joint press releases with recognized partners, co‑authored articles, analyst citations in reports, customer

testimonials, and reference programs. This is where the power of PR is most obvious. When a respected analyst �rm or marquee customer

endorses your solution, the perceived risk for new buyers drops dramatically. Integrated marketing then ampli�es that endorsement across

channels, using it in campaigns, on landing pages, in sales decks, and in nurture sequences.

5. The Marketing Funnel and the Importance of Timing
One of the most valuable concepts in the PRIME|PR deck is the explanation of the marketing funnel. The deck emphasizes that only once PR

and marketing have �lled the top‑of‑funnel (TOFU) and middle‑of‑funnel (MOFU) stages can strategic and e�cient sales e�orts take place.

Trying to sell aggressively when a market has little awareness, limited understanding, and low trust is equivalent to asking someone to sign a

contract the �rst time they hear your name.

In practical terms, TOFU activities include broad brand awareness campaigns, educational content, press coverage, SEO, social content, and

category‑level storytelling. MOFU activities include deeper content such as white papers, webinars, case studies, newsletters, and events that

help prospects evaluate �t, reduce uncertainty, and build a business case internally. PR plays a signi�cant role at both layers by generating

third‑party validation and compelling stories that marketing can repurpose and amplify.

The deck’s guidance that integrated PR and marketing activity should ramp at least one quarter in advance of a major sales cycle, funding

e�ort, or product launch is grounded in this funnel logic. Audiences need time to see messages multiple times, hear about the brand from

multiple sources, and internalize the narrative. When the sales team eventually reaches out, prospects are far more likely to recognize the

company and engage seriously, which increases conversion rates and lowers the cost of customer acquisition.
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6. Budgeting for PR and Marketing
The PRIME|PR deck provides both philosophical and practical guidance on budgeting. Philosophically, it argues that strategic marketing

activity snowballs over time, delivering exponentially increasing returns as long as tactics are coordinated and sustained. Practically, it points

out that many �rms use high blended hourly rates and large teams of junior sta�, which can create a disconnect between what the client pays

and the expertise they actually receive.

By contrast, PRIME|PR positions itself as a boutique with a low hourly rate and exclusively senior‑level sta�, functioning as a virtual CMO and

integrated marketing department. This model is designed to deliver more strategic value per dollar by reducing overhead and ensuring that

experienced professionals execute the work.

External research supports the idea that sustained, appropriately sized marketing budgets correlate with growth. Surveys of CMOs show that

marketing budget as a percentage of revenue often sits in the high single digits to low double digits, depending on sector and growth stage.

B2B companies may invest 5–10% of revenue, while B2C brands often spend more due to competitive intensity and channel requirements.

Importantly, high‑growth �rms tend to invest more heavily in marketing and view it as a strategic lever rather than a cost to minimize.
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For executives, the practical takeaway is twofold: �rst, under‑investing in PR and marketing guarantees friction for sales and slower growth;

second, the structure of the spend matters. Dollars should fund integrated, senior‑led programs that align PR, marketing, and sales, not

disconnected activities managed in isolation.

7. Integrated PR and Marketing vs. Siloed Functions
The strongest argument for integration is not philosophical; it is performance‑based. A growing body of research shows that organizations

with better alignment across go‑to‑market functions – particularly marketing and sales – achieve materially higher revenue growth,

marketing ROI, and pro�tability than those with siloed teams. Integrated campaigns, where messages and creative are coordinated across

channels, consistently outperform single‑channel e�orts on both brand recall and conversion rates.

When PR and marketing are integrated, companies bene�t from:

• A single narrative – All communications, from press releases and interviews to ad campaigns and web copy, re�ect the same positioning

and proof points.

• Higher trust – Earned media and third‑party endorsements feed directly into marketing content, raising credibility across channels.

• More e�cient funnels – Prospects encounter consistent messages as they move from awareness to consideration to decision, reducing

confusion and drop‑o�.

• Better data and optimization – Uni�ed teams share metrics and insights, improving targeting, creative, and timing.

• Stronger sales alignment – Marketing and PR activities are planned with sales input and timed to support pipeline priorities.
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In contrast, siloed functions create predictable problems:

• Fragmented brand – Di�erent teams tell di�erent stories, confusing the market and weakening di�erentiation.

• Wasted assets – Coverage and content generated by PR are not leveraged in campaigns, while marketing materials miss opportunities to

reference trusted third parties.

• Misaligned timing – Launches and campaigns are not sequenced with PR or sales, resulting in spikes of activity with little cumulative

impact.

• Con�icting metrics – PR is measured on clips or impressions, marketing on leads or clicks, and sales on revenue, without a shared view of

the funnel.

The PRIME|PR deck implicitly argues for integration by showing how PR tactics (media relations, thought leadership, analyst relations) and

marketing tactics (digital, events, content, advertising) work best when coordinated around a shared strategy. Modern best practice goes one

step further by embedding sales into this planning, ensuring that campaigns are designed around real buyer journeys and revenue objectives.

8. Scope of Services in an Integrated Model
The presentation outlines a set of service areas that together form an integrated PR and marketing engine. Understanding these building

blocks helps executives design a coherent operating model rather than a loose collection of vendors and projects.

8.1 Media Relations

Media relations focuses on building relationships with journalists, editors, and producers to secure coverage in relevant outlets. In an

integrated context, media relations is not just about volume of mentions; it is about placing stories that align with core positioning and can

be repurposed in marketing. Coverage is shared on social channels, featured on the website, and used in sales decks and nurture programs to

validate the company’s claims.

8.2 Analyst Relations

Analyst relations, highlighted as a distinct service area in the deck, is particularly important in B2B technology, energy, and other complex

sectors. Analysts help shape categories, in�uence shortlists, and provide guidance to buyers. Regular brie�ngs, structured updates, and

participation in reports can yield both direct referrals and powerful third‑party validation. Integrated teams treat analyst outputs – such as

quotes, diagrams, or report inclusions – as high‑value content assets to be woven into campaigns and sales materials.

8.3 Content and Thought Leadership

Content strategy and thought leadership, while implied across the deck, are central to integration. PR‑driven thought leadership creates

authoritative, high‑quality content that marketing can extend into ebooks, webinars, blogs, and email sequences. A single interview or

keynote can be atomized into multiple assets, used across the funnel, and reinforced with paid ampli�cation where appropriate. This approach

maximizes the yield from every executive time investment and every earned opportunity.
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8.4 Digital and Demand Generation

Digital marketing and demand‑generation programs ensure that the momentum generated by PR converts into measurable pipeline.

Integrated teams build landing pages that feature press quotes and case studies, create retargeting campaigns around visitors who engage

with thought leadership, and design email journeys that blend educational content with proof points and calls to action. Instead of running

campaigns in isolation, they use PR moments as anchors for spikes of coordinated digital activity.

9. Implementation Roadmap for Executives
For leadership teams, the question is not whether PR and marketing matter – they clearly do. The more useful question is how to transition

from fragmented e�orts to an integrated model that compounds value over time. A practical roadmap typically includes the following steps.

1. Align on business objectives.

Start by clarifying the business outcomes that communications must support: market entry, category creation, pipeline acceleration, funding,

talent recruitment, or partner development. These objectives determine where PR and marketing should focus and how success will be

measured.

2. Build a uni�ed narrative.

Develop a messaging framework that de�nes the company’s positioning, key proof points, and di�erentiators. Ensure that PR, marketing, and

sales all use this same foundation when crafting pitches, content, campaigns, and sales materials.

3. Design an integrated plan.

Map PR and marketing activities onto a shared calendar aligned to product launches, sales cycles, and external industry events. Identify

which stories will be driven through earned media, which through owned and paid channels, and how each will connect to clear calls to

action.

4. Structure the team for collaboration.

Decide whether to build in‑house capabilities, partner with an agency, or adopt a hybrid model. In all cases, ensure that PR and marketing

leadership work from the same brief, attend the same planning sessions, and share accountability for pipeline and brand metrics. The

PRIME|PR virtual CMO model is one example of how senior counsel can bridge strategy and execution.

5. Establish shared metrics.

Move beyond isolated KPIs such as clips or clicks. De�ne shared metrics that trace the impact of PR and marketing across the funnel:

awareness and share of voice at the top, engagement and conversion rates in the middle, and pipeline, revenue, and customer lifetime value

at the bottom. Where possible, align dashboards for PR, marketing, and sales so that all teams can see the same picture.

6. Review and optimize.

Use quarterly and annual reviews to examine which stories, channels, and tactics are performing best. Adjust the mix of PR and marketing

investments accordingly, but maintain a long‑term perspective; reputation and category positioning are built over years, not weeks.
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10. Conclusion
Companies that treat PR and marketing as an integrated system – rather than as separate, competing functions – consistently achieve

stronger brand equity, more e�cient customer acquisition, and faster revenue growth. The PRIME|PR “Why PR and Marketing” deck captures

this insight in practical terms: PR builds awareness, thought leadership, and third‑party credibility; marketing converts that momentum into

engagement and pipeline; and both must be coordinated and sustained over time to deliver compounding returns.

For executives, the mandate is clear. Invest in PR and marketing at levels be�tting their role as growth engines, structure teams and partners

so that strategy and execution are integrated, and measure success across the full funnel. When this is done well, PR and marketing cease to

be line items on a budget and instead become core levers of enterprise value – shaping how markets perceive you, how fast you grow, and

how durable your position will be over the long term.
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