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Ajenda Public Relations
a small--but mighty--boutique agency 

Little did Jen Morris, the owner of 
Ajenda Public Relations, know in high school 
when she created a PR and marketing plan 
for an Old-Fashioned A&W restaurant, she 
was paving the way for a future career as a 
restaurant publicist. She figured she could kill 
two birds with one stone by completing her 
school assignment and if by implementing that 
plan she could make more money at her after 
school job it was a win-win-win situation for 
her employer, grades and wallet. Nearly two 
decades later she’s polished many of those PR 
tactics and coupled them with fifteen years of 
FOH restaurant experience to create a boutique 
agency that represents some of the best 
restaurants and chefs in Orange County. 

We sat down with Jen and some of her clients 
to find out what makes her tick. 

What do you enjoy about owning a PR and 

marketing company? 

The incredible food. But all kidding aside, 
it would definitely have to be a sense of 
accomplishment when I help another company 
meet their goals. Another aspect I enjoy is 
working with other passionate and creative 
people. Chefs and restaurateurs are some of the 
hardest working and talented people and their 
energy is contagious.

What makes Ajenda PR a good fit for 
restaurants?

What makes us unique is that we’ve worked 
in the hospitality industry so not only do we 

local PR company will know the market best 
and will be more likely to have established 
relationships with the local media. 

“Jennifer’s culinary network relationships are 
priceless.  She has her finger on the pulse with 
each trade publication, media outlet, radio, and 
more to know what they are working on plus 
the type of features they prefer.  The media 
community values her opinion and unique 
client pitches.  By hiring Ajenda PR, I have 
freed up numerous hours to focus on other 
growth aspects of my business while getting 
instant PR results,” adds Amy Jo (Pedone) 
Valenza, owner of Valenza Chocolatier. 

Secondly, prioritize what your goals are and make 
sure they are aligned with your budget. If you’re 
a small and independent restaurant, then chances 
are you don’t have a big budget and are better 
served hiring a boutique agency. That small--but 
mighty--boutique agency can focus on local media 
coverage that will result in more awareness and 
thus new guests. Additionally if you’re a multi-unit 
concept it may be in your best interest to partner 
with a regional or national firm to oversee your 
PR campaigns and goals. But don’t rule out hiring 
a local PR company to handle a grand opening 
when you enter a new market. The bottom line is 
there is no such thing as a one-size-fits all strategy 
when it comes to hiring a PR company. That’s why 
it’s important to interview several companies of 
various sizes and decide which one is the best fit 
for your company. 

For more information about Ajenda Public 
Relations visit www.ajendapr.com. 

PR Spotlight

know the PR and marketing side, but we also 
know the restaurant side. So in addition to 
having a solid background in food and wine we 
also know innate details like the best time to 
reach out to a chef is in the late afternoon. We 
enjoy a hands-on approach and pride ourselves 
on creating a tailored plan for each of our 
clients. Through this customized approach 
we are able to increase visibility, create 
awareness and ultimately make our clients 
more successful.  Not only do we provide 
traditional media outreach, but we also provide 
an ever-growing list of services like social 
media; email marketing; food photography and 
styling; graphic design; and website design 
and management to make it easier and more 
cohesive for our clients.

“She is one of the rare people who actually 
‘gets it’ when it comes to the synergistic 
relationship needed between marketing, PR 
and operations.  She knows what is possible 
and relevant rather than the many before her, 
who would constantly point us in the wrong 
direction on so many fronts that would do 
nothing to the top or bottom line,” states Don 
Myers, owner of Cha Cha’s Latin Kitchen and 
Brunos Italian Kitchen. 

What are some mistakes you see many 

restaurants make when hiring a PR 

company? 

Farm-to-fork and locally sourced ingredients 
are popular terms when it comes to describing 
a chef’s cuisine, but all-too-often I see 
restaurants not hiring a local PR company. A 
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