
HIRING A 
PR COMPANY? 
DON’T SIGN A  CONTRACT UNTIL  YOU 

ASK THESE FIVE VITAL QUESTIONS



HIRING A  PR COMPANY?

Here’s the truth:
The PR industry has a bad reputation. Too many PR companies have 
done a lousy job landing top-tier coverage for their clients… leaving 
clients wondering if they should try to get press themselves. 

What do you need instead? 

Why?

Transparency was and always will be the key to successful publicist and 
client relationships.

The #1 motivator for entrepreneurs is freedom and impact. PR can help you 
get the exposure and credibility you need to achieve both -- but only if you 
work with a PR company that knows what they’re doing. You need to be 
represented as the expert you are through compelling stories that are widely 
shared in top tier publications.

Consider this your cheat sheet of questions to ask any firm you are considering 
hiring for PR. It’s time to build more transparency in the PR industry and this 
starts with asking these questions before you sign a contract. Hold PR 
companies to the standard you and your business deserve -- and benefit from 
the impact of the PR companies that put in the work.

A PR TEAM THAT ACTUALLY DELIVERS, AND DELIVERS ON YOUR TIMELINE --  
SO YOU CAN SCALE YOUR IMPACT, GROW YOUR TRIBE, AND SHARE YOUR 
MESSAGE ON A MASSIVE SCALE.



HOW DOES YOUR PR MODEL WORK?

How Does Your PR Model Work?

Every PR agency has a di�erent variation of the core two PR 
models, and what type of model is ‘best’ is totally dependent on 
your preference as the client. Your goals, timeline, and daily 
schedule may play a role in determining which PR model will work 
best for you.

For example, some PR firms specifically focus on short term press 
coverage for startups that may be raising funds or planning a big 
launch. Others are more focused on long term press coverage, 
either for startups or established companies. PR companies refer to 
these alternatives as “short term traction” and “long term traction,” 
and each company operates by a specific methodology for their 
niche of clients. 

The two PR models are a retainer base and a performance based 
model. Make sure to understand the di�erences between the 
models, and ask an agency which model they use for their services.



HOW DOES YOUR PR MODEL WORK?

A Retainer Base

The first, and more ‘traditional’ model that you’ll find from most PR 
firms, is a retainer base. In this model, a PR firm o�ers various tiers 
of monthly retainers (upfront, recurring monthly fees), with a 
commitment ranging from six months to one year. This is one 
model for cultivating a long term relationship with your PR agency. 
They will get to know you and your business, and be able to keep 
you in mind as they continue relationships and communications 
with all types of journalists and media outlets. Because the press 
world is ever changing and new opportunities are cropping up all 
the time, it can be advantageous to have someone with their finger 
on the pulse who can pitch you whenever something arises. As a 
result, some may look to this model if they are embracing PR as a 
consistent and concerted e�ort. Your publicist will be tasked to 
seek out opportunities to get your name or your business’s name in 
top publications and media outlets over the course of your 
contract. 



HOW DOES YOUR PR MODEL WORK?

While there are PR agencies who have built credible reputations for securing 
media placement for their clients, one common complaint about this 
traditional retainer base model is that some months may yield less success 
than others. It’s possible that you could be paying a monthly retainer fee of 
$10,000+ per month, and only land one mention in a smaller publication for 
one of the months. Of course, the opposite is also true: you could experience a 
‘slam dunk’ month and get three top-of-the-line features in major 
publications. Without set deliverables, it can be di�icult for startups to commit 
to this PR model. Companies that are pleased tend to look at monthly 
retainers as less about the fee-per-month, and more about the overall return 
on investment for the length of your time with an agency.

One great question to ask for the retainer base model is about the minimum 
number of placements they can guarantee throughout your contract together. 
Having a clear picture of a ‘worst case scenario’ with this minimum number 
can help you make a decision with the price point. Ask about their other 
clients who are similar to you or your business, and what they have been able 
to land for them. The clearer the picture of how many features and how much 
exposure you can expect going in, the more expectations are managed. 



HOW DOES YOUR PR MODEL WORK?

Understanding the Daily Process Under 

A Retainer Base

If you are considering working with an agency that abides by the 
retainer base model, also ask them questions about how they work. 
This could include details on their day-to-day process (which we’ll 
cover in depth in the next section), how o�en they check in with 
their clients, and how o�en you can expect to be pitched to 
di�erent publications. Some PR agencies keep an updated 
spreadsheet or list of times they have pitched you and your 
company. If this is important to you, ask what transparency 
measures they take with their clients and what you can expect from 
them.

With the retainer base, it’s also important to make sure you have an 
understanding of how to terminate the contract, if need be. 
Because these are commitment contracts, consider what you 
would do if you met an unexpected financial hardship or were 
unhappy with the quality of the service the PR firm gave you. Get a 
sense for their leniency and how much they can work with you 
beyond the confines of a contract. 



HOW DOES YOUR PR MODEL WORK?

Performance or Project Based Model

A performance or project based model is when you pay a PR 
company to target a set of deliverables in a certain time frame. This 
is a great short term project option, if you are hoping to get quick 
coverage for credibility or to round out your press kit, or if you need 
a concerted press e�ort surrounding a big launch (for a book, a new 
product line, a conference, and so on). It can also work long term as 
a way to build in milestones and accountability with your PR team. 
This model di�ers pricing-wise from the retainer model because 
you pay directly for what you get. For example: if you are hoping to 
land coverage that highlights the Series A round your company just 
closed, you could pay a PR firm to target top tier tech media as just 
one project, and then be done. 

If this model is of interest to you, ask the PR agency whether they 
require payment upfront or a�er coverage has been achieved. This 
is entirely dependent on the PR company’s policy. If it’s the former, 
ask for a set timeline so you know when you can expect coverage 
a�er payment has been completed. Some PR companies o�er hard 
deadlines by number of days, weeks, or months until they can 
confirm your piece will get picked up. If you pay only a�er coverage 
has been achieved, ask if this ‘pay-for-performance’ refers to a 
journalist’s verbal or written commitment to cover you or your 
company, or when the piece is already live. Also make sure you 
know the invoice date, or how long you will have to pay once 
coverage has been achieved.



HOW DOES YOUR PR MODEL WORK?

The project basis di�ers for each PR company based on what they ‘o�er’ or 
‘guarantee.’ Ask if they can help with specific publications (for example, if 
you have your eye on a feature in only select media sites), or if they more 
generally aim for a ‘top-tier publication’ (which means they won’t 
guarantee just one specific publication, but one of the ‘top-tier’ 
publications). Make sure you share an understanding of what your ideal 
press targets are and the process the PR company puts into place to achieve 
it.  Because the media ultimately decides what gets covered, ask the PR 
company what happens if deliverables are not met. Do they o�er refunds 
a�er a certain time period?  A red flag would be if the PR agency says they 
pay the journalists/ publications in order to guarantee results. Pay to play is 
strictly against publications rules and can result in the article being 
removed altogether (along with the journalist’s entire column).

Knowing a PR company’s model and the specifics of their contracts is a 
foundational first step in deciding whether or not to hire their services.



WHAT WILL THE DAY-TO-DAY PROCESS BE?

What will the day-to-day process be?

To understand how a PR agency works, make sure to ask what their 
day-to-day process is. Ask who on the team does what, and what 
you can expect as a client. Do they check in with their clients daily? 
Weekly? If you have a question or something comes up, how quickly 
can you expect that they will get back to you?

Knowing a PR agency’s daily process is one of the most important 
considerations when deciding whether or not to hire them. You can 
tell a lot about a publicity team by how they work for their clients 
daily, and what exactly their work entails. Some are consistently 
making the e�ort for their clients and care about getting results in a 
timely manner, whereas others may take the more lax approach of, 
“Press is a long game.” While much of PR is dependent on the right 
timeline for a story, the attitude of a PR company can spell the 
di�erence between waiting months for a feature vs. weeks or even 
days. If speed is important to you, pay close attention to how they 
describe their daily pitching process. 



Day-to-day process for retainer models

Central to the daily process of a PR company on a retainer model is 
how o�en they are pitching you to reporters and media 
connections. One form of PR is referred to as “earned media,” which 
is where you or your company is top of mind for a journalist or 
reporter, so they pick up your story on their own. Earned media is 
very hard to achieve but is the most credible form of PR you can 
get. When it’s achieved without a PR company, it’s usually because 
your story or company has gained enough traction on social media 
or through word of mouth that a reporter thinks of you for a story. 
When you hire a PR company on retainer, earned media works like 
this: perhaps the PR company already landed you a feature in one 
publication, and the journalist read about it. Then, when they are 
working on a story for their own publication, they think of you and 
your story, and write about it on their own.

This could also happen from existing relationships. Established PR 
firms have built solid working relationships with journalists and 
reporters from many di�erent publications, and can fill them in on 
their clients to see if there’s a match for a story. A PR company can 
pitch you to a few of their media connections, and if it’s not a fit for 
the reporters at the time, your story could still be top of mind for 
another story or article for a month or two later. Reporters don’t 
just cover stories: they create articles that draw in many di�erent 
perspectives. Perhaps the story of how you turned your original 
elementary school teaching career into a tutoring app for kids 
globally isn’t a fit for them now, but they will think of you again 
when they’re working on a later story about career switches. 

WHAT WILL THE DAY-TO-DAY PROCESS BE?



This is why it’s essential to know how - and how 
o�en - a PR company is pitching you. Ultimately, it 
comes down to consistency. A good PR company 
keeps you top of mind to the decision makers at 
publications who decide what stories are 
newsworthy by talking about you consistently. Just 
pitching your story once to several reporters that 
they don’t have a close relationship with isn’t 
nearly as e�ective. Unless the reporter has a clear 
reason to cover your story, they won’t. These 
reporters are inundated with great pitches and 
consistency is one of the only things that stands 
out to them.

One of the best ways to get a sense for the PR 
company’s process is to ask for an example of how 
they did publicity work for a business similar to 
yours, or someone with a similar story. Ask for the 
details about the length of the contract, features or 
mentions secured, and how o�en you pitched them 
(and to who). A PR company that is trustworthy and 
hardworking will have no problem sharing 
information like this with you, even if their 
nondisclosure agreement forbids them from 
sharing the name of the company. 

Because PR is a big investment, you want to feel 
confident that every single day, your publicist is 
getting your story into the right hands.

WHAT WILL THE DAY-TO-DAY PROCESS BE?



Day-to-Day Process for Project Basis

If you are going with a company that does a pay-for-performance or project basis, it’s 
still important to know their day-to-day process for the project. It will be di�erent 
from the retainer model simply because they are landing specific deliverables for 
you. Ask how they go about doing this. Do they have connections at the publications 
who can ensure the story goes live soon? What is their method of pitching, and how 
o�en do they pitch? Do they pitch sta� writers or contributors?

Hand-in-hand with their daily process is how long you can expect to wait until 
coverage has been landed when done on a project basis. Make sure you know how 
the PR company classifies the “end of a project.” For some, it’s when a contributor or 
journalist agrees to cover the story and begins the writing process. For others, it isn’t 
until the story is live. This depends on what you, as the client, feels most comfortable 
with -- and what works best with your timeline. Sometimes, a contributor agrees to 
cover a story but doesn’t actually get around to writing it until the following month, 
and it can take another month to go live. Who will you communicate with during this 
time? Does the PR company prefer to give you the reporter’s direct information, or 
will they serve as the liaison? 

Similar to hiring for a retainer basis, ask the PR company for some examples of past 
clients they have worked with, and how long it took to secure these publication 
goals - including ideas on timelines. Timelines di�er widely in the press, which is why 
what a PR company can control -- how o�en they’re pitching you, and to who -- is 
important to know. 

WHAT WILL THE DAY-TO-DAY PROCESS BE?



WHAT ANGLES WILL  YOU PITCH IF  WE DON’T HAVE ANY HARD NEWS ITEMS?

What angles will you pitch if we 
don’t have any hard news items?

There are two main reasons that people can get press: the first is 
that they have a timely story or a piece of breaking news, and the 
second is that they’re considered to be an expert in an industry and 
their research, opinion, or story is ‘evergreen’ (or can be featured in 
the press at any time). If you’re hiring a PR company to assist in the 
launch of a hard news item, that’s great! The work is cut out for you 
and the PR company. However, if you’re hiring a PR company to 
boost your exposure, SEO, and credibility, but you don’t currently 
have any recent launches or news items, it’s important to ask how a 
company will pitch you. 



WHAT ANGLES WILL  YOU PITCH IF  WE DON’T HAVE ANY HARD NEWS ITEMS?

The best PR companies are agile enough to pitch you in the best 
light possible for any article that is rooted in your industry, talents, 
or skill sets. These publicists capitalize on your strengths and can 
bring in stories from your life and business to add further 
credibility. The best publicists know it is all about the pitch angles -- 
they’re opportunity spotters! For example, say that you are the 
founder of an organic skincare company and your ideal piece of 
press would be about how you bootstrapped your way through 
developing skincare products. A story like that might not be timely 
or in the works for any reporters as of the current month, but a 
savvy PR company can pitch that same story in other ways to 
reporters who are covering similar stories -- for example, perhaps a 
reporter is working on a story for a top-tier publication on the rise 
of organic products. The PR company could pitch you for a quote or 
a mention, with a one-liner about how you bootstrapped the 
production line. 

Ideally, a PR company should be able to know your strengths and 
what you can o�er to a story almost better than you can! This 
requires an in-depth onboarding process, where you share your 
experiences, research, stories, and specific skill sets. That way, 
when a headline or story concept comes up, your PR agent can 
think quickly about which of their clients can speak to the headline 
-- and can think of you, even if it’s not a bullseye fit for your ideal 
story. Any press is good press, especially when you’re positioned as 
an expert and can derive credibility from esteemed publications. 
You want every chance possible to get featured. 



WHAT ANGLES WILL  YOU PITCH IF  WE DON’T HAVE ANY HARD NEWS ITEMS?

If you’re operating on the project basis, a PR company’s ability to pitch you beyond a 
hard news item also helps with speed. Rather than waiting for the ‘perfect story’ 
opportunity, they can get you in a top-tier publication faster, convey the same 
credibility, and get you the exposure necessary for you to potentially end up with 
some earned media down the line, too. 

To test a PR company’s agility, tell them about you, and ask what headline pitches 
they would pitch you for. See if they can come up with diverse headlines that could 
cast a large net for potential features, and see if you like the headlines they’re coming 
up with. A PR company that truly knows and understands a client should have no 
problem coming up with headlines on the spot once they know a bit about them and 
their expertise. A good PR company should also be able to come up with compelling 
headlines on the spot -- because they work with headlines and stories all day! The 
headlines and pitch ideas they come up with have a direct influence on whether or 
not you get featured -- a truly great PR company can create compelling angles that 
intrigue journalists, whereas an average or subpar PR company comes up with 
run-of-the-mill, boring headlines instead. You can also ask for links to past features 
they landed for clients, and see how the clients were pitched. 

Within the articles featuring their past clients, how were they positioned? Do they 
sound like experts in their fields? Is their angle something that makes you want to 
buy from their clients or learn more, or is it also boring or lackluster? The world of PR 
knows that attention spans are growing shorter and a buzzy headline with a gripping 
story is the best way to achieve traction beyond the press feature. PR companies 
shouldn’t only have the connections, moxie, and hard work ethic to land you features 
-- they have to have the creativity and agility to make many compelling angles work 
for you and your company.



How hard will the PR company work for you?

The many ways a PR company can pitch you is directly correlated 
with how hard they will work for you. Rather than keeping you in 
their file for your ‘ideal’ story, and telling you that they are 
continuing to pitch you for that one story or headline, an e�ective 
PR company has an ongoing list of potential headlines that you 
could speak to. 

A reporter or journalist is far more likely to take on a story when 
they are given options. For example, rather than just emailing them 
with the pitch for one story and seeing if it’s a fit, emailing with a 
list of 10-15 potential headlines significantly increases the chances 
that at least one of those headlines might work for the journalist. Of 
course, you can help to come up with some of these pitches too, if 
you’d like. It depends how hands-on you want to be. But beyond 
your own brainstorming, how the PR company takes the initiative 
to fit you into stories that are in-process so you achieve top-tier 
press faster should be a central consideration in your decision to 
work with a PR company.

WHAT ANGLES WILL  YOU PITCH IF  WE DON’T HAVE ANY HARD NEWS ITEMS?



DO YOU HAVE EXPERIENCE WORKING WITH 
OTHER COMPANIES IN OUR INDUSTRY?

Do you have experience 
working with other 
companies in our industry?

Industry matters a great deal in PR. Because so much of a PR 
company’s ability to land you press depends on their relationships, 
it matters who they have relationships with -- and many journalists 
and reporters have one specific ‘swimlane’ or area of focus for their 
stories. So, if they chiefly work with landing press for health-tech 
companies, they have developed relationships with contributors 
who write about health-tech. If you are a brick-and-mortar clothing 
company that has nothing to do with health-tech or anything 
related, that should give you pause. How will they pitch you? Who 
will they pitch you to?



DO YOU HAVE EXPERIENCE WORKING WITH 
OTHER COMPANIES IN OUR INDUSTRY?

So, ask the PR company what experience they have working 
with other companies in your industry. How o�en do they take 
on clients that are looking for similar types of press? Are they 
well-versed in positioning clients in your industry as experts? 
You can tell how much a PR company knows about an industry 
by how many clients they have from the industry - because the 
more they pitch those clients, the more they know what works 
and doesn’t work for that industry’s coverage. They know how 
to spin a fresh angle. What tends to happen when a PR 
company doesn’t have a lot of experience in one industry is 
that they pitch very generic angles that don’t get picked up 
o�en by reporters, because they’ve been overdone or don’t 
introduce anything new. Because there is an abundance of 
press about each industry, an in-depth understanding of the 
latest of an industry is paramount for a publicist's ability to 
successfully land coverage. Believe me, reporters can tell when 
you are faking enthusiasm or know nothing about the industry 
you are pitching.

Some PR companies even specialize or niche down to one 
industry, because they’re passionate about it. This passion will 
shine through in their ability to pitch you, and in their 
relationships. Again, everything in PR is relationships. 
Reporters are never general. What makes reporters great at 
writing their own compelling stories is their knowledge of the 
industry, too. So, when publicists are well-versed in one 
industry, they have reporter connections in the same industry 
-- reporters that would love to write about other companies or 
individuals from the same industry. 



DO YOU HAVE EXPERIENCE WORKING WITH 
OTHER COMPANIES IN OUR INDUSTRY?

This goes beyond just landing the press, too - it helps with the impact of the 
press once it hits the web or newsstands. Consumers who are interested in a 
certain industry -- usually, the target audience for your product or business -- 
are more likely to read articles within the industry they’re interested in that 
have headlines that draw them in. PR becomes a well-oiled machine within 
each industry when the PR company, reporter, and story can all align perfectly 
to create a story worth reading and sharing. 

Remember that the press you get matters just as much (if not more) than the 
fact you got it. It’s great to be able to say you landed a top-tier publication… 
but how does the article position you? Is there an ROI because of the exposure? 
Is your phone ringing o� the hook since the article went live? Or are there 
crickets? A company that both knows how to pitch you and has worked with 
other companies in your industry is more likely to get you press that will give 
your company the big impact you’re looking for.



DOES THE FIRM UNDERSTAND BOTH THE 
JOURNALIST'S  PERSPECTIVE AND MEDIA PERSPECTIVE?

Does the firm understand both 
the journalist's perspective and 
media perspective?

It’s not enough for your PR company to just know how to write a 
press release and then send it out to a mass number of news 
outlets on a site like PressWire. Similar to what we talked about 
with industry-specific pitches, there needs to be an understanding 
of the media’s perspective and typically, plenty of earned 
experience in the media to know how to construct a compelling 
pitch. Does your PR company know what the media or the 
journalist is looking for? This is something that only comes from 
years of experience -- both in PR, and potentially in media, too. Ask 
the head of the PR company about their career to date. Have they 
ever written for a major publication or newsource, or worked at one 
in a leadership capacity? How have they learned the ropes of media 
and what stands out most to journalists and readers alike?



DOES THE FIRM UNDERSTAND BOTH THE 
JOURNALIST'S  PERSPECTIVE AND MEDIA PERSPECTIVE?

Many in PR actually have their own columns at top-tier publications presently. No, 
they can’t feature any of their clients on this column -- that goes against most 
publications’ guidelines (it’s biased to feature your clients, even if you truly believe 
in them and their story). But, the fact that they are immersed in that world and are 
strong writers proves that they know how to write a compelling pitch (and, that 
they have other connections who likely also work for the same top-tier 
publication). A press release alone seldom does much. Cra�ing a story with an arc, 
a surprising twist, and a headline that is pithy and click-worthy is both an art and a 
science, and only the best PR companies know how to do this consistently for their 
clients.

This matters for both a journalist’s perspective and the media’s perspective. The 
media is how the story is viewed in the greater context of the other stories and 
articles out there --  how the reader will engage with the story. To even get there in 
the first place, the PR company has to know a journalist’s perspective, too. Sending 
over nebulous headlines with an ill-detailed storyline is a surefire way to get 
crickets from potential journalists. They simply don’t have to reply. The best PR 
agents construct a story arc for the journalists and align the story on the whole with 
the journalist’s past work. Journalists are inundated with pitches and press 
releases, and top-tier PR companies know how to send overpitches that stand out 
amongst the noise.

Again, this too comes from experience. If they were once (or, if they are) a journalist 
themselves, they know what they want in their inbox, and what they would ignore 
or throw away. If they don’t themselves write for a publication, this isn’t necessarily 
a reason not to work with them. If they have a strong reputation in the PR industry, 
it’s likely that they built it through relationships, or have friends who work at these 
publications. Again, your best plan of action is to ask for examples or samples of 
what they have landed for past clients. Read the headline and story objectively. Is 
this something that you, as a reader, would click on? What would you think of the 
company or person portrayed in the article if you were reading this on your own?



DOES THE FIRM UNDERSTAND BOTH THE 
JOURNALIST'S  PERSPECTIVE AND MEDIA PERSPECTIVE?

It may be hard to surmise the exact details of what makes 
a headline and a story so compelling -- but you know it 
when you see it. The person featured seems to walk on 
water, and the headline is interesting enough that you 
want to keep reading. Do not be fooled into thinking that 
this is just because the company had an interesting story 
that the PR company and journalist simply ‘brought to 
life.’ A savvy PR company knows how to make anyone’s 
story newsworthy. 

Their knowledge of the media industry should dovetail 
into how they build you up. Ask them for ideas on how 
they would pitch you and your story. Do you like what 
they come up with? Does it make you feel excited to 
imagine yourself in the news in this way? Feeling that 
your PR company believes in you and wants to share your 
story in all its guts and glory is significant here, too. 
Remember that your PR company should make you feel 
confident -- not with a false confidence or to make you 
sign the contract, but a confidence that glows from the 
inside out, because of their vision for how they can cra� 
your story and land you major press. 



DO YOU HAVE EXPERIENCE WORKING WITH 
OTHER COMPANIES IN OUR INDUSTRY?

All of these components also come down to trusting your PR 
company. There are many resume points that can help with this 
peripherally: their past experiences, the number of clients they 
have had, or even who their clients were. But there’s also 
something to be said about the working relationship, which you’ll 
be able to tell from those first few meetings and phone calls. 
Notice how they remember (or, if they even do) certain details 
about your story or your company. Their ability to remember 
details and embolden you in your quest for publicity are surefire 
signs that it could be a great fit, above and beyond their 
testimonials and past experiences.

Above and beyond all of these questions that are critical to ask for 
transparency, trust your gut, too. Everyone has a di�erent 
preference for a PR agent. Choose a company that has experience 
in landing features for your niche or industry, and one who has a 
clear record of successful features in the past. This standard of 
transparency is crucial, not only for your happiness and 
satisfaction with the PR services you receive, but for the industry 
as a whole. We are reimagining a PR industry rooted in telling 
compelling stories and getting our clients the credibility and 
exposure that they deserve. 



WHAT NOW?

WHAT NOW?

This is a lot of information -- and may have you feeling 
more confused than ever about how to identify a qualified 
PR Company. Energent Media o�ers performance-based 
PR, which means you pay for what you get. We work both 
for and with you to help you achieve your goals, and with a 
well-rounded team of media professionals with columns 
and journalism backgrounds, we know how to write a 
compelling story pitch to land you in the publications of 
your dreams. 



The next step for most of our clients is to book a free PR audit. 
Through this audit we will learn about your business, your 
goals, review your current PR (if available) and discuss the 
opportunities that we see for your specific business. 

Our PR model has worked wonders for our clients, and we think 
we can find an opportunity for your business as well. 

FREE PR AUDIT TODAY. 

Click here to schedule your 

Jennifer is responsive and knows 
how to deliver RESULTS! 

I love working with Jennifer 
because she doesn’t need much 
information to deliver results. She 
can run with what we have and 
improve on the angles so that we 
can secure coverage. She’s a true 
asset to any compay and I’m glad 
to be working with her. 

Steve Youg 
CEO @APPMASTERS

Jennifer has been a pleasure to 
work with. She has great 
connections, works hard and 
comes in everyday with a plan. The 
advice and strategies that she has 
shared cannot be measured in 
money. I strongly recommend her 
to anyone looking to enhance their 
brand recognition.

Nathan Hirsch 
CEO @ FREEEUP

I spent a lot of time researching a 
company who could help us with 
PR and am really glad I chose who 
I did.  The Energent team did 
amazing work, super fast, super 
responsive.

Je� Minnichbach 
OWNER & FOUNDER 
AT NO LIMIT 
CREATIVES


