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Celebrating 10 years

In celebration of our 10th birthday at Oracle, we asked our clients to
tell us why they like working with us and here's what they said...

1 My colleagues and | have worked
with Oracle since 2013. They are an
incredible team to work with.
Passionate, exciting and full of ideas!
But above all else, they are dedicated
to providing the best possible service
for their clients! | wish everyone was as
easy to work with. They definitely make
my working day more enjoyable. | wish
Caroline, Zoe and everyone at Oracle a
very happy 10th anniversary.”

LIZ BALL, MARKETING MANAGER,
COUNTRYSIDE

We appointed The Oracle Group at
the beginning of 2021 to help us
succeed in delivering our five year
business plan. They focus on driving
our external communications
regarding our sales and corporate
news together with developing
creative ideas. Happy birthday Oracle,
great to have you on board.”

REBECCA LITTER, GROUP SALES AND
MARKETING DIRECTOR, HILL

(19 We've partnered with Oracle for
just over a year and they are brilliant to
work with. Consistently smashing KPIs
is pretty much a given, but it's their
new ideas and initiatives that really set
them apart. Our PR has never been
stronger! Oracle truly is an extension
of our own team and completely
aligned with our brand and ambitions.”

ANDREW PEGLAU,
ASSISTANT DIRECTOR, PEABODY

Our intricate relationship with
Caroline Coskry, Zoe and their
professional team of writers has been
highly effective in producing regular
content through a plethora of
platforms. Oracle, is celebrating it's
10-year anniversary and we at Millwood
are proud to have been part of this
journey over 6 of these years. During
this time Oracle PR have successfully
managed the Millwood brand’s
reputation. We congratulate Oracle on
this landmark and look forward to
working with them on future projects.”

OLIVER FURLEY, MARKETING MANAGER,
MILLWOOD DESIGNER HOMES

66 The team are very creative, pro-
active and efficient, ensuring a very
positive and enjoyable working
relationship. They are definitely one
of the best agencies I've worked with
and wouldn't hesitate to recommend
them highly.”

KAREN TIPPING, MARKETING MANAGER,
SHANLY HOMES

We love working with the team at
Oracle and have been a client of theirs
for over 8 years. They have supported
us in many ways over the years, they
know our sector incredibly well and we
see them as an extension of our own
team! A huge happy 10th birthday from
all of us at RSbC.”

LAURA SHEPHERD, SENIOR MARKETING
MANAGER, ROOMSERVICE BY CORT
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13 We have worked with Caroline and
her team for many years, prior to
Oracle even being formed. We find
them insightful, proactive and always
available to provide advice and assist
on crisis communications.”

RICHARD DAVER, MANAGING DIRECTOR
RENDALL & RITTNER

19 Oracle deliver PR support and have
consitently offered us excellent
opporunities for effective exposure -
ensuring that our new developments
feature in the places where our
potential buyers will see them.”

JIM MUNSON, HEAD OF MARKETING,
NOTTING HILL GENESIS

66 Working with Oracle is a breath of
fresh air. As a leading PR agency, they
have the knowledge and expetise to
think strategically, craft the narrative
and pitch with great success to their
extensive media contacts that youd
expect. What separates them from the
pack though is their enthusiasm, their
ability to get stuck in, try new ideas
and do! They are knowledgeable and
decisive - as they should be with their
experience and success - and this
gives you great confidence. The team
is a pleasure to work and they well
deserve reaching the fantastic
milestone of turning 10! “

JENNIFER FRY,

GROUP COMMUNICATIONS MANAGER,
INLAND HOMES
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Property Marketing
Awards Success

We were absolutely thrilled with our
‘Highly Commended’ award at the recent
Property Marketing Awards (PMAs) for
our work on an influencer campaign on
behalf of Peabody.

Working with garden and interiors expert
Jaqueline Mercer, aka Tiny and the
House, we developed a strategy that
would add to the conversation around
Peabody’s new development, The
Pomeroy with the idea of transforming
the outside space. At a time when homes
were under the spotlight due to the
pandemic, this tactic showcased that no
matter the size of the space, every piece
of the home can be used to the best of
its ability.

Contracted to one grid post and one
story, Jacqueline shared the project with
her Instagram followers. These posts
reached an estimated 30.6K people and
received 778 likes and 103 comments.

Strengthening the partnership, The
Oracle team secured Jacqueline's
takeover of The Times Property
Instagram account. The takeover
involved three grid posts, all of which
were centred around Jacqueline’s
transformation of the Peabody terrace.
This element of the campaign reached
an estimated 185K people and all three
posts received a combined 1,430K likes
and 46 comments.

A career highlight for Jacqueline, she
also posted on her story and grid
(outside of contract) tagging Peabody
and receiving a further 612 likes and 46
comments - resulting in further reach
and exposure for Peabody and its
development.

Breaking new ground with
Burrington Estates

We are delighted to have recently been appointed by the team at
Burrington Estates to assist on corporate, national and sales PR.

We were welcomed by some familiar faces
including David Jervis and John Scott, both
previously at Spitfire, who recently launched
the central division of Burrington Estates.

Burrington Estates is a dynamic and
growing business with a strong track record
in the South West. It is known for its high
quality residential and commercial
developments in the West Country,
operating as two distinct divisions
Burrington Commercial and Burrington
Residential.

On the residential side, it has created a wide
range of homes of distinction ranging from
medium to large scale developments,
high-quality mixed-use schemes, luxury
individual homes and careful renovations.
Its housing developments are typically in
the range of 25 to 150 units, and the
company has completed more than 400
homes in the past five years.

Now with the help of a new £15.5m
investment from BGF, Burrington Estates is
embarking on ambitious growth plans with
housebuilding as its main focus. It has
launched a new residential division in the
heart of the Midlands to replicate its
success in the South West. Its targetis to
reach 600 homes per annum by 2025,
building in locations such as Berkshire and
Oxfordshire.

Burrington Estates also has a track record
of commercial regeneration, and is in the
middle of a £30 million, 86 acre campus
renovation at Winslade Park in Exeter. Along
with a selection of leisure facilities and a
restaurant headed up by an award-winning
chef, the campus will benefit from 88 homes
and offices for 1500 people.

For more information, please visit
www.winsladepark.com.

Andrew Henry Interiors

launches Luxe

What a great time to start working with Andrew Henry Interiors

as they launch Luxe by AHI.

This new arm to the business expands
Andrew Henry’s offering to the high-end
show home market and private clients. A
premium boutique service, Luxe promotes a
personal touch and ensures that every
interior is distinct. Created for those with
budgets of £60K - £200K, Luxe allows the
design team to offer a higher specification
to its clients using soft furnishings,
enhanced lighting options and partnerships
with home automation and landscape
specialists.

A service that embraces indulgence and
style, every Luxe project is assigned to a
dedicated Senior Designer who works
closely with the Luxe Design Manager to
deliver an individually inspired project for
clients. The team proudly supports UK

artisans and businesses, incorporating
bespoke finishes such as hand-painted
murals, personalised cabinetry, and window
treatments to all projects.

Andrew Henry, Director at Andrew Henry
Interiors comments: “After many years in
the making | am thrilled to finally be
launching Luxe by AHI. This premium
service allows us to provide customers with
a boutique product that embraces new
levels of design whilst supporting some of
the UKs finest artists and craftsmen. To
discover more about this exciting new
service please contact the team.”

Alice McCutcheon, Creative Director at
Oracle comments: “We have such a passion
for interiors at Oracle and are always keen

to see the latest show home designs. We
have known Andrew Henry for many years
and often admired his work. Working with
Andrew and the team is providing us with
such a great insight to how show homes are
delivered, it really is inspiring how much
effort goes into every small detail. We are
really delighted to be on board!”

LUAL

ANDREW HENRY I' N T E R O R S
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Emily Wilding Davison
statue unveiling

In 2019 discussions began with Epsom Bid
who were looking for help to raise
awareness of the unveiling of a statue of
Emily Davison in Epsom town centre. Two
years later, following the pandemic that
caused havoc with groups of people
mingling, we were given the good news to
go ahead.

The committee approached us to help them
ensure that this event would hit national
news, determined to ensure that both
Epsom and Emily hit the news agenda.

As the statue reveal got closer, with the
plan to unveil Emily on the date of her death,
8th June, Oracle enabled a small team to
work on contacting as many broadcast,
national and local press to come and engage
in this slice of Epsom’s history.

Success of
Love To Rent
Week

To help raise the profile of build-to-rent and
demonstrate what sets it apart from renting
from the traditional private landlord and
breakdown outdated preconceived ideas,
the UK's first BTR customer awareness
week—Love To Rent Week—took place
between 24-28 May.

The week was a great success and saw
a69% increase in users visiting
www.lovetorent.co.uk along with a 72%
increase in page views. Love to Rent Week
also proved a big hit on social media
channels with fantastic numbers of
impressions made on YouTube (4086,950),
Facebook(207,980), Instagram (62,252) and
LinkedIn (5,039). Twitter also saw an
impressive number of engagements (14,957)
and posts(227) proving that the week
secured fantastic reach across all major

The past year had seen statues
being torn down across the world
so this was a prime time to send
out a positive statue story. The narrative
for Emily was nothing but good news,
unveiling a sculpture that stands for
women, equality, and passion, and will
inspire generations of people to visit and
pause to stop, look and think.

With such a considerable back story for
Oracle to work with, this was a fantastic
opportunity to engage with the press.

As the event drew near, we had TV crews,
national papers, photographers, social
media channels and local radios station
chomping at the bit to attend.

The morning of the unveil was a perfect
summer’s day but quite frenetic with
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social media channels. The week was
featured in 12 online and print publications
and recorded an estimated 198,310
coverage views.

The awareness week has prompted
enquiries from the likes of Halifax and Sky
who are all keen to partner with Love to
Rent on the back of a successful first ever
Love to Rent Week, proving that the
industry is continuing to grow and is
climbing at an upward trajectory.

Peter Sloane, Chair of Love to Rent
comments: “The success of our first

Emily Davison
Memorial Project M T aawEsrwan.
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Channel 5, ITV and BBC all wanting their
piece of the action. With a little patience
and some clever engineering, every crew
left with the material that they needed to air
/ print / share the story.

For 24 hours Emily Wilding Davison, again
had her moment of fame and for Oracle we
were honoured to have been a part of such
project, and to work with such a passionate
group of people who were prepared to give
up their time for the good of others.

For the full run down of our results, take a
quick look at our case study video
https://bit.ly/3f2rmmu

Celebrating
a successful
Customer
Awareness
Week

Renting... but not as you know it

love,

hello@lovetorent.co.uk teIentM

customer awareness week has really
demonstrated the demand from the
consumer to understand more about what
Build to Rent has to offer and this has been
seen clearly in the popularity of our first
video, which had over 120,000 views in the
first week alone and over 1.1 million
impressions.

“We are also delighted to welcome Halifax
and Sky as our partners. These are
organisations who can see the benefits and
opportunities available in the Build to Rent
sector and to show the consumer that there
is a different way of renting.”

ORACLE INSIGHT
TikTok #Propertytok

Agents are targeting new waves
of buyers via TikTok to sell
anything from new flats in
Battersea to a six-bedroom LA
mansion... and its working.

One agent based in the East Midlands has
reportedly 565,000 views in just eight weeks
and circa 40,000 likes, with one property in
Leicester receiving nine bookings for
physical viewings directly from the platform.

So, is now the time for TikTok? As the
property market continues to flourish, it
could be exactly the right time to test it out.

TikTok has been one of the few success
stories of the pandemic, forming a social
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lifeline for the young, bored and
permanently online, who have found
themselves suddenly cooped up during
lockdowns. It's no understatement to say
that TikTok has taken society by storm,
surpassing Facebook and WhatsApp to
become the world's most downloaded
non-gaming app.

The statistics speak for themselves, if you
would like to learn more about how Oracle
can assist you on TikTok, email us at
digital@oraclepr.co.uk

TikTok

\
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KEY TIKTOK
STATISTICS FOR THE
UNITED KINGDOM

TikTok has over 3.7m
active users in the UK

Itis the 7th most
active social media app
in the world

TikTok is downloaded over
one million times a month
in the UK

The average daily time
spent on the app is
41 minutes

The largest share of
users(26%)in the UK is
aged 18-24

The UK generated the
third-highest income for
the app behind China and
the USin 2019 at £1.95m

@hollyh is the UK's largest
influencer on the platform
with over 16.6m followers

The biggest TikTok
influencers in the UK have
higher engagement rates
on Instagram

TikTok had its biggest
month in March 2020 with
115m global downloads,
with 745k from the UK

TikTok is set to reach
10 million users in the
UK by 2021
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The background to this story starts twenty
years ago when Andy Hill, CEO of Hill Group,
was made redundant, a sudden change in
circumstances that illustrates how quickly
someone’s luck can turn. With the support
of his family, he was able to start a business
that has grown into one of the UK's leading
housebuilders. But he has never forgotten
that redundancy is an issue that can lead to
homelessness, and how fortunate he was
not to face this.

Partnership

To celebrate Hill's 20th anniversary, Andy
wanted to do something that would help
tackle the homeless crisis and give people
the opportunity to rebuild their lives. So, he
launched Foundation 200, a pledge to build
and gift 200 homes in order to provide
thousands of people a home, in a safe,
secure, purpose-built single dwelling. With
a commitment to deliver 40 homes per year,
across b years, Foundation 200 is an
innovative approach to the crisis and Hill's
way of giving back to the community and
supporting those in need.

To fulfil the ambition of Foundation 200,
Hill used its home building expertise to
create the SoloHaus home - the very first
modular home specifically designed for
people experiencing periods of
homelessness. In April 2020, at the
beginning of the first UK lockdown, Hill
launched the Foundation 200 SoloHaus
prototype via webcast to local authorities,
charities, housing associations, suppliers
and consultants. The response was
overwhelming, with demand to purchase
SoloHaus homes as well as interest in Hill's
pledge to deliver 200 homes. It was clear

™

that there is high demand for a solution to
the homelessness crisis, and SoloHaus is
seen as being part of that solution.

Together with Salvation Army and Citizens
UK, Hill launched the SHC Partnership. To
mark the launch of the partnership, a
SoloHaus prototype was craned into the
grounds of Westminster Abbey, where we
invited press to meet with all parties and
discuss the new modular home. Coverage
featured in The Independent, Daily Mail,
Evening Standard, Time Out, Yahoo, MSN
and many more.

Homelessness, with its multitude

of causes, is sadly a growing
problem. That's why we decided to mark
our 20th anniversary with a commitment
to ease the current crisis and help
people living on the streets to rebuild
their lives. The whole business is taking
huge pride in delivering these initiatives,
and while we will not solve the problem
on our own today, we are taking a big
step in the right direction, which we
hope others will follow.”

Andy Hill, CEO and Founder, Hill Group
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A trio of welcomes

Will Vince

a

Meet our three new members of staff, Account Director Will Vince, Events Manager Karen Holloway and
Content Executive Mia Alamo. We asked them a few questions to get to know them a little better...

What are you most proud of?

WV: I'm most proud of my football
commentaries that | did on the BBC while
covering my football team (Wycombe
Wanderers)for a couple of years. At the
time | hadn't had any training and went into
it completely blind with only my knowledge
of football and my team to rely upon.

Most enjoyable part of your job?

KH: So far, I've enjoyed helping with various
different events and everyone in the office
has been so friendly and easy to approach.
I've noticed that everyone gets stuckin and
lends a helping hand whenever someone
needs it, I'm looking forward to being able to
do so in the future and learning more about
what others do.

WV: | really enjoy the variety of tasks that
the role brings. The fact that no two days
are the same keeps things fresh and brings
new challenges which | think really suits me.

MA: Having a variety of things to do as no
day is the same. | also enjoy having a close
relationship with my clients and having the
freedom to suggest creative ideas.

What made you pursue this career?
MA: | love everything creative and coming
from a digital design degree meant | was
looking for a creative role which would allow
me to explore everything digital. Oracle
gave me the best of both worlds and | am
thoroughly enjoying my role.

What's your biggest strength and
biggest weakness?

KH: | tend to look into the finer details too
much and be over cautious sometimes. | like
to think that I'm a good listener to anyone
that might need someone to lean on.

WV: My biggest strength is that I'm creative
and | think that I'm full of ideas, some good

and some bad! My biggest weakness is that
I'm quite self-critical and if | get something

wrong, | tend to dwell on it for a while.

Random fact about yourself?

MA: | went to school in Spain at the age of 5
for two years. As my father is Spanish, he
ended up there for work and so we
relocated. My claim to fame was that | went
to school with (old) Ronaldo’s son and have
met most of the Spanish football team.

What's top of your bucket list?

KH: | would love to visit Argentina one day
and watch a live performance of The
Argentine Tango. I'm a bit of a Strictly fan
and whenever someone performs this
dance, it absolutely fascinates me.
Especially with how the dancers don't
managed to hit each other when their legs
whip around the way they do!

If you could give one piece of advice
to someone who wanted to get into PR
what would it be?

WV: My advice would be to make sure that
you're very aware of what's going on in the
world and to keep up to date with the latest
news and trends. Having news sense means
that you know what to pitch and what not to
pitch to a journalist, the timing of these is
also crucial as bad timing is likely to mean
that however good your story may be - it's
not going to cut it.

Strategic PR and marketing experts
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