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In 2020, my time spent 
representing clients on crisis 
statements relating to cladding 
doubled. So far this year,  
I feel it has doubled again and 
unfortunately for everyone 
involved, the end isn’t yet  
in sight. 

Contractors, developers, housing 
associations, property management and 
insurance companies are all in the 
headlines, not always for the wrong reasons 
but quite often without the full details  
being reported.

So, how do we get around this? How do we 
ensure that a topic so emotional and 
complex can be addressed in a way that 
every voice is heard?

The truth is, we can’t. That’s not the way 
journalism works. We can, however, be 
proactive with communications and 
manage messaging differently. For example, 
I have recently been working with two 
industry bodies to come together to provide 
leaseholders and journalists with a key 
messaging document, dispelling myths and 
addressing some of the more crucial 
concerns.
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But let’s not forget that when it comes to 
cladding, every development is different. 
When it comes to the Building Safety Fund, 
it’s not that clear cut and each site is 
reviewed independently. Communicating 
the complexities of each individual building 
can be incredibly difficult, particularly  
when there are so many case studies. 
Understanding that really, no case is the 
same, the only thing we can do is to 
continually support and educate those 
reporting on cladding.

While I wholeheartedly feel for any 
leaseholders going through this awful 
situation, there are two key things I  
keep coming back to;

1. No one could foresee this happening.  
Meaning no developer, housing association, 
or building contractor knowingly built a 
building to be unsafe 

2. The more leaseholders campaign about 
their specific building, the harder it will be 
to sell further down the line. It doesn’t take 
an expert to Google the name of the building 
when considering buying a new home

I feel it is our responsibility to ensure that,  
in each case, the journalist receives enough 
information to write a more objective and 
considered article. Don’t get me wrong, we 
all know journalists are looking for a story 
and the more opportunity to report about 
the cases that pull on the heart strings, the 
better. BUT at the same time,  
as PR professionals specialising in the 
property industry, I feel it is our 
responsibility to aid and assist on better 
communication around cladding.

If you are looking for support or just a word 
of advice on any cladding or building safety 
related crisis comms, please do get in touch, 
we’ve become very well versed in the subject.
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For resident communities, 
keeping open lines of 
communication serves many 
purposes. It creates a 
transparent community that is 
more inclusive, keeping 
residents aware of meetings, 
events, community upgrades or 
construction, and informing 
them of where their money and 
fees are being spent. 

It also can play a vital role in a crisis. 
Keeping residents informed can be the key 
to averting or managing crisis 
communications on site.

In recent months, we have seen crisis 
situations heightened due to poor 
communication and in an age where social 
media is quite often the first port of call for 
dissatisfied customers, this can gather 
momentum incredibly rapidly.

Our advice isn’t anything new but perhaps a 
reminder that engaging with customers is 
so important and can be done in many ways 
through a variety of channels:

1. Communicate proactively – don’t wait for 
the customer to come to you. Provide 
regular, scheduled updates together with a 
website where you can refer people to 
which has the up-to-date information on 
the project

2. Embrace technology – every business 
has had to do this to some extent over the 
last year. However, many still rely on email 
as a form of communication. If this is you, 
look at other options, a conference call / 
virtual meeting with residents, a WhatsApp 
group, a newsletter or a good old fashioned 
phone call!

3. Have a voice on social media -  
our industry hasn’t caught up yet when it 
comes to social media, there are still many 
who are nervous around its use, which is 
fully justified. Negative posts are always 
frustrating and disappointing but how a 

business is seen to deal with them can help 
limit the damage to its reputation.  
With more people consuming news through 
social media, it’s vital that businesses 
embrace this form of communication

4. Maintain personal connections – this 
goes without saying and I’m sure many 
businesses do rely on those personal 
connections. During busy periods, it’s easy 
to forget how much those connections  
can help engage the rest of the community, 
so make sure you don’t leave them cold for 
too long

5. Be creative – in some cases, being 
creative in your communication will help 
with engagement. Don’t be afraid to do 
things differently in order for people to sit 
up and take notice

Why resident communication 
is more vital than ever!

Love To Rent is a dedicated BTR website 
providing listings, blogs, featured 
developments and more. The week will 
provide the opportunity for providers to 
promote case studies, video tours and 
dispel myths around the rental model. 

Anne-Marie Brown, Founder of Love To Rent 
said: “Our aim is to connect with the public, 
raise the profile and provide information 
about what Build to Rent is and why it is 
different from private renting. We are 

working alongside the UKAA and BPF as well 
as a host of operators; including Allsop, 
Sigma Capital Group, and urbanbubble to 
create a marketplace for Build to Rent 
properties that customers have confidence 
in. This will also gain further recognition 
from decision makers that BTR is both a 
viable and growing part of the sector.”

If you would like to get involved this  
year, please contact  
annemarie@lovetorent.co.uk 

Love To Rent launches 
first BTR Week
We are delighted to be supporting Love To Rent in the launch of their 
first Build To Rent week which takes place w/c 24th May.
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SEO and PR. You wouldn’t be mistaken for 
thinking that Search Engine Optimisation 
and Public Relations are two completely 
separate entities. For years they have been 
spoken about and worked on separately, 
with many agencies choosing to have two 
different teams working on digital content 
and PR campaigns, instead of merging them 
into one. 

The truth is, in the present day the growth 
of our online activity and increased use of 
social media has bought the two forms of 
marketing closer together, with many 
businesses now adapting their marketing 
plans to harmoniously incorporate the two. 
But why? Take a look at our top reasons why 
we think SEO and PR go hand in hand.

1. SEO has the knowledge to feed into 
PR activities
Google, the most popular search engine in 
the world, now places more importance on 
the quality and relevance of your content 
when placing it to the top of search results. 
Through using analysis and analytics tools, 
we can learn about the audiences on your 
website and what content they interact with 
most. Analysis tools such as Google’s 
keyword planner can help to identify 
keywords people are searching for, allowing 
us to adapt our PR messages and the 
keywords used in releases to help boost 
your website’s authority for key target 
keyword terms. Utilising this method in the 
planning stage of a press release can help to 
ensure we use consistent key messages and 
are writing about what audiences really 
want to hear. 

2. Seasonality through SEO
As PR experts, we know that throughout 
certain times of the year there is a higher 
search volume for certain topics, and so we 
target our content calendar around these. 
But how do we know this? Yearly analysis of 
SEO tells us that certain seasonal events 
such as Christmas, or Easter for example, 
bring in an increase in search volume, and 
as businesses, we need to create targeted 
content to reach these audiences. As an 
example, in terms of property, through SEO 
data we know that more people search for a 

SEO and PR:  
Search marketing’s finest double-act

We are thrilled to announce that Tara 
Dulake is expecting a baby girl this July. 
While we don’t know what we will do 
without her, we wish her and George all the 
very best for the coming months.

In other staff news, Charlie Carr has been 
promoted to Senior Account Executive 
just 18 months after joining the team. In 
this short time, Charlie has shown she has 
a true flair for writing and pitching fresh 
ideas to journalists, generating some 
excellent press coverage.

Staff news

Back to 
networking
The one thing I think we have all 
missed the most is networking, 
bumping into people you haven’t 
seen for a while and having a good 
catch up. We are so excited for the 
events coming up come this 
Autumn and will be embracing all 
the award ceremonies as an 
opportunity to see all those faces 
we have missed the most. We are, 
however, hosting our Cocktails In 
The City event in July, so if you 
would like to join us for a drink or 
two, please email Caroline ASAP as 
spaces are limited.

home in the time between Boxing Day and 
New Year, so this helps us ensure we write 
PR pieces and blogs with relevant keywords 
for our clients, to help them target these 
vital audiences around these times. 

3. Creating newsworthy content
Everyone that works in PR knows that to get 
the best coverage and engagement, a story 
has to be newsworthy. Sometimes there 
may not be anything new that is notable for 
a product, and it is up to us to come up with 
an idea that will be interesting to audiences. 
SEO can help us create a campaign that will 
grab the attention of our audience, by 
providing us with an insight into what’s hot 
and what’s not. Through keyword research, 
search term analysis and monitoring trends 
within social media, we can create a 
successful PR campaign that is relevant to 
the current climate and will entice and 
engage target markets.

4. Helping utilise trackable links
Creating and distributing valuable content 
online can really boost awareness of a 
brand, and it can also bring in new visitors to 
a brand’s website by using trackable links. 
When writing an online PR piece, it is a good 
idea to include links to other landing pages 
on the website, or external links to other 
websites to increase search engine 
rankings. Before choosing which links to 
include in a piece, SEO can inform us of 
which URLs on the website need to be 
boosted, meaning a brand has a better 
chance of being optimised in Google. 

All in all, it’s clear that SEO plays a huge part 
in PR and how we communicate with our 
audiences, and vice versa. Would you like to 
integrate your brand’s SEO and PR? Email 
marketing@oraclepr.co.uk to discuss a 
personalised marketing plan with our 
experienced digital team.

Charlie

Tara & George
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What are you most proud of?
There are quite a few things that I am proud 
of achieving in my life, in particular 
graduating from university with a first class 
degree in 2018. At the moment though, I 
think I’m most proud of how I, and the whole 
Oracle team, have handled the past year. It 
hasn’t been an easy one trying to stay 
positive during the past 12 months. Working 
from home and learning a whole new 
working style, together with our own 
personal challenges has been tough, but I 
can honestly say that we have all managed 
to keep a smile on our faces for the most 
part, and I’m really proud of that!

Who are your influencers?
Anyone that knows me knows I love a bit of 
Instagram, and there are some influencers 
that I can’t help but religiously check their 
stories every day! Having recently moved 
into my own home, two of my all-time 
favourites are @staceysolomon and  
@mrshinchhome, as they regularly post 
easy cleaning and storage hacks that I can 
recreate. This year in particular we have  
all needed a bit of light relief, so I love 
following accounts such as @ladbabymum,  
@rosemarinoramsey, @mammybanter  
and @charlottedawsy, who post really funny 
content that has kept me entertained  
during lockdown. 

What gets you out of bed in the 
morning?
I have to admit that, unfortunately for my 
other half, I’m an early riser, and I love 
getting up early so that I can make the most 
of my day. Lay-ins are great, but I’m really 
not one for staying in bed until lunchtime 
– imagine what you’re missing out on! On 

weekdays, the fact that no day is the same 
at Oracle makes every day interesting. One 
day I could be in a serious client meeting, 
the next I could be planning an event and 
ordering 300 Easter Eggs and an Easter 
bunny costume for a client Easter Egg Hunt 
(which has happened before!).

What made you pursue this career?
I started university with the sole aim to 
become a journalist but, after speaking to a 
friend who worked in beauty PR, I thought 
this career may be better suited to me. I 
actually joined Oracle as an admin assistant 
after I’d found a job on the website - I 
thought that if I took that job, there may be 
an opportunity to progress within the 
business, and that was definitely the right 
thing to do! I’m so lucky that the senior team 
at Oracle have allowed me to develop my 
career, and now as an Account Manager I 
still love learning new things every day. 

Favourite restaurant
That would have to be my local pub, The 
Stepping Stones. I’m a huge lover of ‘pub 
grub’, and I just love going out for a 
traditional Sunday roast with all the 
trimmings, especially when it comes with 
humongous Yorkshire puddings! For 
something a bit more classy, I absolutely 
love Thai food, and the best one I’ve been to 
is Mango Tree in Belgravia. I’ve never tasted 
anything like the chicken pad med mamuang 
stir fry there. It is to die for, and the 
cocktails aren’t bad either!

What type of music do you like?
My music taste varies hugely, and usually 
you can find me singing and dancing along 
to absolutely anything we have on the radio 

in the office! I LOVE a musical, so anything 
that I can sing my heart out to from  
Wicked or The Greatest Showman, and  
I am there. My guilty pleasure would have  
to be a bit of Little Mix or James Arthur, but 
when I’m driving my go to is always 90s  
R&B or garage - something to have a wiggle 
to at the traffic lights! 

Most enjoyable part of your job?
I love the fact that my role is so varied, and I 
can turn my hand to try anything. Whenever 
anyone has a spare hour, there is always 
another member of the team that will need 
help with something, whether that is with 
social media posts, drafting a marketing 
brochure or helping to plan an event. In 
helping other people out with their workload 
over the past three years, I have learnt so 
much and have discovered how to do many 
things that are out of my comfort zone that 
aren’t just related to PR - I could now even 
explain to you what SEO is (in simple 
terms!).

Favourite film?
I’m a huge Disney fan, so my absolute 
favourite film is the live action remake of 
Cinderella. I’m lucky in the fact that I’ve  
got a 5 year old step-daughter, so I can use 
her as an excuse to watch all of the films  
on Disney+ guilt-free! On the complete 
opposite end of the spectrum, I love a 
thriller or an action film, and I could  
watch Gone Girl or The Girl on The Train  
all day long. 

Random fact about yourself?
I’m really into photography, I have an 
unhealthy obsession with Yankee Candles, 
and my favourite time of the day is sunset. 

https://www.instagram.com/staceysolomon/
https://www.instagram.com/mrshinchhome/
https://www.instagram.com/ladbabymum/
https://www.instagram.com/rosemarinoramsey/
https://www.instagram.com/mammybanter/
https://www.instagram.com/charlottedawsy/

