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Social success for second

Love to Rent Week

Following the success of the UK's first BTR
customer awareness week in 2021, Love to
Rent Week returned in October to inform
customers about the benefits of renting a
Build to Rent home, dispelling myths about
renting, and showcasing some of the homes
available. Running from the 24th to the 28th
of October, we were delighted to assist with
the social media management to promote
this year's Love to Rent Week.

The week was a great success with a 344%
increase in visitors to the Love to Rent
website acquired through social search,
along with a 500% increase in blog views.
With social media content shared across
Facebook, Instagram, LinkedIn and Twitter
throughout the week, there was plenty for
business and consumer audiences to enjoy.
Over the week, all channels performed well
with Facebook engagement increasing
363 %, Instagram profile visits rising 57%
and LinkedIn likes increasing 289%.

Supported by the British Property
Federation and the UKAA, Love to Rent
Week showcased the lifestyle on offer in the
growing BTR sector including focuses on
co-working spaces, pet-friendly homes, and
social areas to build new friendships.
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Social Search Blog Views

+344% 1 +500%

Facebook Engagent LinkedIn Impressions

+363%  +348%

Renting...
but not as you
know it

Celebrating a successful
Love To Rent Week

#LoveToRentWeek
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The power of targeted multimedia campaigns:

The brief

Lewisham Homes is launching its first
ever shared ownership programme at Nol
Creekside near Deptford Bridge station.
The development consists of 34 shared
ownership homes in a mixed tenure
development. There are two blocks, the
south block is shared ownership and the
north block social rent with commercial
space at street level. These homes are
being built as part of Lewisham Council's
‘Building for Lewisham’ programme.

We are looking for a PR agency to initially
support the shared ownership homes

at Creekside.

What we did

We provided a combined marketing
approach to inform and engage potential
new homeowners across every channel.
Running alongside the sales campaign,
we created a brand awareness to raise the
profile of Lewisham Homes.

Sales strategy

Our bespoke PR strategy focused on feature
ideas and themes to consistently keep
momentum in the press. Media coverage
was achieved in the Metro, First Time Buyer
magazine, What House? and Bexley News
Shopper among others. We also worked

with the local papers and secured both
advertising space and advertorials to help
continue to boost local awareness.

To support this, we launched a multimedia
campaign with the aim of boosting sales
from buyers residing in specific targeted
locations by using PPC and social media
advertising. Together with creating

social media content including Instagram
reels, this really helped to engage the
target audience.

Both Paid Search and Facebook adverts are
continuing to drive good levels of interest to
the Lewisham Homes, Creekside website.

Brand awareness

The trade press story focused on the first
ever shared ownership development by
Lewisham Homes as part of Lewisham
Council's new homes strategy, resulting
in coverage in Property Week, LABM, PBC
Today, Housing Digital and PAD magazine.

Community building

To keep building the brand within the local
community, we also organised an

art competition at a local primary school
in Deptford, Tidewell Primary, which
tasked local children with drawing their
dream bedrooms.

These drawings were judged by local gallery
and art shop Deptford Does Art, and the
three winning drawings now decorate the
Marketing Suite at No.1Creekside. The
school received book tokens from SiteSales
in acknowledgement of their efforts.

Marketing

Using direct mail we were able to promote
the development to Lewisham Council
Social Housing Tenants, and those on the
Lewisham housing register first, before
wider Lewisham residents, and then a
national audience.

We also organised a matterport video to

be taken of the show apartment which

was used to show potential customers what
the apartments would look like. This went
live on the website and has been used in
email marketing.

Oracle have not only provided us with a full PR and Media
strategy, they have consistently offered new ideas and marketing
initiatives which have helped to reach our target audience. They
continue to think of the wider picture rather than just the

immediate, which is just what we needed.”
KAREN WOODCOCK, SALES AND MARKETING MANAGER AT LEWISHAM HOMES



The 1840 60th anniversary
corporate garden party

The Brief

To mark City & Country’s 60th year in
business Oracle was tasked with organising
an event for stakeholders and delegates

to recognise the evolution of the business
over six decades. Held on the front grounds
of The 1840, St George's Gardens, our aim
for this event was to bring together over
100 stakeholders, business partners and
members of the City & Country team

for a Corporate Garden Party at the close
of summer.

The grand lawns, sweeping driveway and
majestic Victorian backdrop were the ideal
location to host an event that deserved
such gravitas.

“The feedback from
Directors was
positive and everyone
enjoyed themselves
despite the rain.”

The Planning Process

Oracle worked with the City & Country team
to create a British Garden party that was

in keeping with the brand and majestic
setting. This elegant space required careful
dressing, and we went for a simple theme
with ared carpet that led down to the
spacious marquee with floral bouquets.
Adding a touch of style and encouraging

guests to mingle we organised two croquet
masters to oversee three croquet pitches.
Guests were given expert advice, learning
the difference between an anti duffer and a
bray slice, and a cross-peg to a dambuster.

Local suppliers were selected to set up two
bars, one outside maximising the space and
one within the marquee. A fleet of bar
tenders kept guests’ glasses topped up with
champagne, fine wines or G&T's. Sumptuous
canapes were served throughout the event
from pistachio-crusted tuna and hot
smoked trout with horseradish cream on
seed bread to spinach, pea & ricotta tart
and lemon meringue pies.

Within the marquee, tasteful furnishings
were enhanced with an art display from
local brother and sister duo Tomartacus
whilst one corner of the marquee hosted
classical sounds from an award-winning live
jazz band, creating a fantastic atmosphere.
Cascading flower arrangements and
tasteful furniture completed the internal
look and feel of the marquee.

Practical solutions were organised in the
way of luxury toilets, a cloaks areain a
gazebo, a stage for speeches and outside
furnishings. A last minute weather issue
meant we had to suddenly call into play
some extra gazebos and an armada of
branded umbrellas became an essential
item to ensure that guests remained dry as
they walked from the car park to the event.

We had some lovely feedback from
City & Country...

“Thank you very much for your support and
help with yesterday’s event. It was very much
appreciated. In spite of the rain, the event
went well and everyone seemed to enjoy
themselves.”

ITY
- COUNTRY

“The feedback from Directors was
positive and everyone enjoyed themselves
despite the rain.”

“I thought your gazebo guys were first class
and the marquee and red carpet looked
brilliant and was erected on time. Was
impressed by the TV people and band so
great choice of suppliers.”

“The croquet guy seemed very good. |
thought his bar man was brilliant and we
appreciated both them and the band staying
on. I finally got the last people away at 8:45!"

Social Media Coverage

We created live story content of the

event on The 1840 Instagram account,
which showcased every aspect of how

the afternoon unfolded, from set-up to
speeches, décor details to croquet games,
music, and renowned City & Country

team members.

Alongside documentation for social
media, our photographer also captured
fantastic images of the event to be used
for grid posts.

If you're thinking of holding an event and
want to discuss this with one of our experts,
getin touch with our events team at
events@oraclepr.co.uk.
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Social media trends in 2023

Algorithm updates. New platform features. The latest trending audio.
These are just some of the most popular phrases we've uttered together
and with clients over the past year, and for good reason.

How we consume social media has
undergone a rapid transformation. We crave
authentic connection from brands and
influencers with immersive content that
mirrors our mood, whether that be joyous or
melancholy, and our attention span is the
lowest it's been in years (just eight seconds,
according to Microsoft).

It's no wonder our preference for engaging
short-form video over static images is
ever-increasing. Originally popularised by
TikTok over two years ago and closely
followed by Instagram Reels, we can now
consume highly addictive, vertical video
content on Reels for Facebook and, more
recently, YouTube Shorts.

In 2023, we can expect this trend to
continue, including further developments
by brands into the ‘internet of senses'.

The Social Media Trends 2023 report by
Talkwalker and Khoros highlights that 45%
of consumers expect sensory elements,
such as gamification and the metaverse, to
be mainstream by 2030.

We can also expect more conversations
surrounding ‘social search’and its role in the
future of SEQ in social copy - as far as
Gen-Zis concerned. According to an
internal study by Google, as much as 40%

of 18- to 24-year-olds are now using social
media as their primary search engine.

So, what does this mean for our clients and
the wider property and construction
industry? Opportunity. A chance to lean into
what is trending and experiment as part of a
wider social media strategy. However, we
appreciate navigating the ever-changing
social media landscape can be daunting.

At The Oracle Group, we pay close attention
to what social media features are launching,
how content creators are harnessing these,
and how our changing online behaviours

affect overall brand engagement and loyalty.

This means we can advise and provide our
clients with a holistic view and help create a
sustainable social media strategy. A plan
which focuses on high-quality posts that
adhere to clear content pillars and pre-
agreed core brand narratives to ensure
social media delivery is on message and will
resonate with target audiences.

To ensure your marketing strategy is fully
informed with the social media
opportunities and trends for next year, look
out for the release of our exclusive eBook
‘Constructing Content in 2023: A Guide to
Social Media'.

Are you social - listening?

While it has long been recognised that social mediais
key for building brand authority and capturing new
audiences, the rise of user-generated content (unpaid
content produced about brands by the public) has caused
companies to rethink their marketing strategies.

With over 4.6 billion people now active on
social media globally in 2022, platforms
such as Facebook, Twitter, Instagram, and
most recently TikTok, have become
saturated with user-generated content.
While this presents an opportunity for
companies to use UGC to showcase organic
brand endorsement as part of a content
creator motive, it can also be a way for users
to visually raise complaints.

So how can businesses feel better prepared
to harness - and respond to UGC content?

Though the terms are often used
interchangeably, social listening is not the
same as social monitoring. While they both
have the same first step of browsing
multiple social media channels for company
mentions, keywords as well as industry
trends, social listening provides that extra
sentiment analysis.

We've put together three reasons how social
listening can benefit companies:

1. Foster brand loyalty

Social listening allows brands to keep track
of topical conversations and customer
feedback, offering them a chance to
respond to make their audience feel heard,
creating a sense of community.
Engagement is key for boosting positive
interactions and diffusing negative ones.

2. Stay relevant

By staying up to date on current trends,
news, and public opinion, social listening
allows companies to stay ahead of the
curve, meaning that their online content
stays on trend, engaging, and useful.

3. Aid market research

Keeping on top of competitors' social media
presence is a great way to uncover
opportunities for you to act on within your
own marketing. Moreover, sentiment
analysis can help to reveal more about your
audience, and whether your messaging
needs adjusting.

Despite its growing importance in
influencing marketing strategies, social
listening is often time-consuming. At The
Oracle Group, we offer social listening tools
as part of a comprehensive social media
strategy.

There are also freely available tools such as
Google Alerts and Google Trends to identify
public opinions. In addition, using the
search function on any social media channel
as well as researching industry-related
hashtags more closely can help identify the
analysis you need to progress your
marketing strategy with confidence.

To discuss more social listening
opportunities, contact Emma Holden via
emmah@oraclepr.co.uk
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Financing and the shared
ownership market

Rupi Hunjan, CEO of Censeo, explains how the financial
side of buying a shared ownership property works and why

it is now a market leader.

There is a severe shortage of housing in the
uk, with low supply and high demand for
‘affordable’ properties. As a result,
traditional ways of purchasing a home are
becoming unsustainable.

For some 30 years now, shared ownership
has been positioned as the bridge between
renting and the outright purchasing of
homes. In many ways it represents the best
of both worlds, allowing for a more
sustainable environment for the UK's
growing population. It makes much better
sense for people to own part of an asset
rather than nothing at all. What's more, if
people are already paying high rents, it is
better to be paying the same amount but
split between an investment in buying
theirfirst home and a subsidised rent to a
housing association.

With this in mind, we recognise that shared
ownership is now becoming the bona fide
‘Fourth Tenure’ of property ownership

in the UK, therby helping develop their
financial inclusion.

Let's take a closer look at the facts
The number of first-time buyers getting on
the property ladder with a mortgage is now
at its highest level since 2006. According
to the trade body UK Finance, mortgage
providers advanced £62bn to this sector of
homebuyers last year.

Across the UK, around 1.5 million buyers
secured mortgages in 2021, 47 per cent
higher than 2020. In addition, recent figures
suggest first time buyer levels now
represent 50% of all homes bought with
amortgage.

The eligibility criteria for shared ownership
is that the purchaser is either first time
buyer, or someone who used to own but
can no longer do so. Annual household
incomes need to be below £80,000, or
£90,000in London.

According to the Ministry of Housing,
Communities and Local Government, on
average, people buying shared ownership
properties are 35 years old. And overall, the
Council of Mortgage Lenders has estimated
that more than 200,000 UK households now
live in shared ownership properties.

Government schemes such as shared
ownership are the only way to help first-
time buyers secure a property to call home.

Lenders and products

Initially, lenders were cautious about
entering the shared ownership market. As
aresult, buyers had little choice regarding
who would provide them with a mortgage.
Housing associations which were (and

still are) under pressure to provide more
homes, were finding that their prospective
customers were not getting the most cost-
effective rates or couldn't get the finance
necessary to make a purchase.

However, today this section of the mortgage
market is increasing by being now seen as
an attractive proposition for lenders and
especially now that affordable housing is
attracting more affluent buyers with larger
deposits who are often supported by the
Bank of Mum and Dad. Moreover, as
first-time buyers are no longer seen as
risky, the mortgage rates on offer are the
same as for other tenures.

Over the past few years, we have seen the
availability of mortgage lenders within the
shared ownership market increase to 30
across the country. High loan-to-value
mortgage availability is at an all-time high,
with 16 of the lenders offering between
90% to 95% loan-to-value products.

Censeo has spent the past 16 years building
relationships with lenders, advising them on
the shared ownership market and helping

them develop products that are suitable for
first time buyers. This has helped to bringin

leading banks and building societies who
otherwise would not want to lend to this
sector. As aresult, there is now a wide
range of products available to first time
buyers. So, whether you are self-employed,
buying a new build house or flat, buying
alone or with a partner, or looking to
staircase, there are financial institutions
out there willing to lend.

As with many areas of financial services, it
is worth pointing out that the lower the
deposit, the higher the perceived risk,
which is reflected in the cost of funds. In
short, the larger the deposit, the cheaper
the interest rate.

Censeo also believes that to have a truly
inclusive environment for homeownership
here in the UK, everyone should have the
option not only to get a toehold on the
housing ladder but also ultimately to own
their own home outright.

A popular way to do this is by 'staircasing’.
Here, people who have bought ashareina
property through shared ownership can
have the option to purchase further shares
so they staircase up to owning their homes
outright. This is not only good for
homeowners but also for Housing
Associations which can plough back the
income backinto building new properties.

censeo
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Helping first time buyers

Censeo has long recognised the issues of
affordability and access to credit facing first
time buyers. The company also recognises
the challenges facing Housing Associations
-namely the need to sell properties quickly
and efficiently, ensure customers can
access funding and, of course, help as many
customers as possible on to the housing
ladder and help those who have bought
through shared ownership to increase their
stake in the property.

That's why we believe that first time buyers
should have proper customer service from
both lenders and intermediaries - one
which reflects shared ownership’s status as
the new Fourth Tenure of ownership.
Similarly, lenders will treat those buying
through shared ownership with the same
level of support as those buyingin the
traditional manner.

First-time buyer will often spend months
trying to find the right property, as well as
the challenge of getting the right financing
in place. For many this is a quagmire of
uncertainty, Censeo sees itsjob is to guide
them through this phase as quickly and as
painlessly as possible. That is why we have
created a seamless easy to use process
for our customers. We use modern
technology like apps, online portals and
virtual meetings, alongside knowledgeable
advisers, to provide a modern approach

to what is probably one of the most
important financial decisions the customer
will ever take.

A buyer of a shared ownership property has
a long-term relationship with the Housing
Association, Council or Developer and so do
Censeo. The team regularly reviews client's
mortgage and protection needs as lives
change. In the current economic climate
reviewing mortgage rates have never been
more important but is something seen as
second nature to Censeo who offera
dedicated mortgage health check to client’s
leaseholders giving value added service and
building trust and loyalty and helping
minimise risk of rent arrears and service
charge arrears.

The future

More than ever in the world that we live

in a mortgage adviser needs to step up

to the plate and do just this, give advice.
Be the guide for the client to get them

to the right mortgage deal based upon
personal circumstance, preference and
financial landscape. The days of the order
taking mortgage adviser who claims to
give advice are over, arecommendation
and application needs thought, advice
and expertise to make sure that the client
is suited perfectly to the right product

for them, and that they understand the
arrangement and responsibilities that
they are undertaking when they buy a
home, so that they are well versed and
there are no surprises. This is where
Censeo excels.

Shared ownership is becoming the
major tenure for homeownership here in
the UK, so the buying process needs to
reflect this.

We live in the age of Amazon, Google,
TikTok etc, and instant feedback and
efficiency surrounds brand identity The
homebuying process needs to be geared
towards this world and today’s millennial
customers who are getting used to
efficient, effectibve and economic
transactions.

Censeo has invested heavily in
technology, for example buyers are given
access to online affordability tools,

API's into our portal giving instant
decisions on affordability along with
facilities to upload documents and an
array of buyers guides.

But at the same time this is the
residential property sector which has
its own inefficiencies with many
stakeholders involved in the transaction
while technology can be a liberating
influence and allow people to get
information at the touch of a button,
buying a home is both a major and
emotional decision that usually needs
human input.

We call this a‘bionic approach’ where
smart technology and data processing is
used in conjunction with experienced
human interaction in the form of
professionally qualified advisers.

At present, when someone wants to buy a
home, they must fill in six or seven
different forms which aske the same
information. There must be a way of
simplifying this process homebuying, we
feel that Censeo has pioneered the
development of a client centric approach
to data gathering

Censeo also believe that affordabilty in
purchasing a home could be an issue that
is here to remain.

As long as residential property remains
an investiable asset class that produces a
yield, where demand out strips supply
and the desire for home ownership
remains there is going to be long term
upward increase in price.

So home ownership without a new way

of buying, home ownership could become
a pipe dream for most, but innovation
comes and goes and what we have seen
recently seems to be very complicated
and has a slant towards financing and

not the tenure. Shared ownership has
been around for over 40 years and is tried
and tested, Currently there are 32
different part buy part own schemes
around the world.

Censeo looks forward to continue
developing its service to those who want
to live in a home of their own. For further
information visit:
www.censeo-financial.com
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Oracle’s 12 Days of Giving

As part of our Christmas celebrations this year, we wanted
to give back to a community in which many of us and our
families call home. As one big family ourselves, we
decided the best way to do this was to take our values and
ESG aims, and kickstart Oracle’s 12 Days of Giving.

Focusing on supporting local charities,
helping the environment and spreading
Christmas cheer, our team will be taking
part in a series of activities all centred
around giving back. From joining Save the
Children’s Christmas Jumper Day to
simple acts of kindness around the office,
we believe Oracle’s 12 Days of Giving will
be a fun, eye-opening and enjoyable
experience for all!

With so many inspirational volunteers
across our local area, all of whom are
working incredibly hard to make Christmas
that little bit easier for many, we want to do
our part to help. This will include our lovely
Operations Manager and experienced
hairdresser Joann, offering to style staff's
hair for award ceremonies and Christmas
parties in return for a donation to Age
Concern. We are also looking forward to
joining the charity’s volunteers, as well as
Father Christmas, at the Epsom Rotary
Parade to collect vital donations and help
their Christmas appeal.
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Continuing our support for local charities,
we are going to bring in thermal clothing
and board games to help Epsom Methodist
Church’'s Warm Wednesdays and provide
essential items to Epsom Food Bank. As
well as assisting these vital initiatives, we
also feel that everyone should feel special at
Christmas so we will be giving Cancer
Research UK unused party dresses with the
hope that everyone can find their festive
sparkle and donating exciting toys so that
little ones can wake up to something lovely
in their stocking.

A big part of Christmas at Oracle is
decorating the office and this year we are
opting for a sustainable tree covered in
beautiful, recycled decorations. We will
further our support of the natural world by
donating £5600 to The Woodland Trust which
equals half an acre of land to be used for
planting trees and nurturing greenery.
Finally, Oracle volunteers will carry out a
litter pick around our local park, somewhere

we all enjoy spending time, to make it as
safe and as clean as possible. Our last day of
giving this year is to our staff, we are giving
them time - three extra days holiday at the
end of the year which will mean we close the
office on Tuesday 20th December.

Our 12 Days of Giving does not stop here as
we have lots of exciting plans in the pipeline
for 2023 which we cannot wait to start!

DAYS @F
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Get Award Ready In 2023

When awards season rolls around every year, at Oracle we
embrace the chance to secure the industry recognition
that we know our clients deserve. The team has been busy
drafting a vast range of award entries this year, such as
the What House? Awards, Evening Standard Awards, and

RESI Awards to name a few.

Writing entries that are insightful yet
concise, creative yet contained, and that
showcase developments in the very best
light is our forte. We recently had a hattrick
of winning entries for our client
Countryside at the International Property
Awards, in the Best Apartment, Best
Residential Development and Mixed-Use
development categories. This prestigious
competition celebrates the highest level of
achievement within the property industry,

and the success of our entries has provided

these fantastic Countryside developments
with world-renowned recognition.

Entering industry awards can provide an
extremely beneficial boost to new
developments, helping to further establish
them on the property market and cementing
brand name within the industry. If you have
a development you would like to be
nominated for an award, Oracle can create
an entry that judging panels will remember.
We love taking on new projects and see
writing award entries as an exciting
challenge. Get in touch today here to make
aninquiry.

n

ENTRY DEADLINES

Take a look at the 2022 entry deadlines
for the national property awards we
entered for clients this year, which
provides an insight into when these
deadlines usually take place
throughout the year.

FEBRUARY

- Inside Housing Development Awards
- Inside Housing - UK Housing Awards
- Planning Awards

MARCH
- Property Marketing Awards
- Housing Design Awards

APRIL
- First Time Buyer Awards

MAY
- British Home Awards
- Housebuilder Awards

JULY
- Building Awards

- Evening Standard New Homes Awards
- What House? Awards

- RESI Awards
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Engaging Communities In 2023

Community consultation may just feel like a tick-box
exercise for busy a housebuilder during the planning
process but it can be a vital addition to your armoury in
achieving good relations within a community. Best
practice includes the laborious creation of a Statement of
Community Involvement but some underlying benefits
should be considered to offset the bad.

Some members of the community WANT to
have their say. Not all of them thankfully, but
the handful that always turnsup to a
consultation event want to be able to tell
their neighbours what is going on in the
locality. And this style of information
sharing is often the medium that starts a
debate and irons out niggles well before a
spade reaches the soil.

Consultation also allows you the opportunity
of engaging with key stakeholders, be it the
local authority or local businesses, that
should see the appeal of taking an
underutilised piece of land and turning it
into homes that will expand the community
and allow a place to flourish.

During consultation programmes that
Oracle has worked on, local people love
nothing more than to come and have a
chat with the housebuilder proposing to
construct new homes in the area. But once
they have seen plans, had their questions
answered, been reassured that an
outlandish development is not being

built in their backyard, they generally go
away happier.

In our experience allowing this style of
feedback can occasionally alter a
masterplan. It is possible that your architect
hasn't thought through the brick colour and
how that will fit into the local vernacular.
Perhaps there are footpath links that might
be more sensible to move 10m left or right.
Would it be better to spread the height and
massing from a different angle? Most
specialists have nailed all of the above but
things do get missed and what better way to
find local knowledge than to invite it in?

A good exhibition also has the benefit of
attracting local media. Starting a
relationship with the community paper at
this early stage of development can have
endless advantages. Nurturing a journalist
at concept will keep him or her invested in
the scheme and eager to post updates when
needed.

These days there are so many ways to
consult with the community - even more so
since COVID. Whether it is taking space in
an empty shop - which can be extremely
affordable, door knocking with a
guestionnaire on an Ipad, a dedicated
website, newsletters or social media
platforms, there are many effective ways of
starting a conversation.

At Oracle we love consultation - it
encompasses all our best bits - writing,
organising, talking to strangers and making
good things happen. Working with
housebuilders to create the marketing
collateral to showcase a masterplan,
designing effective questionnaires and
FAQs, working with the local press to gain
maximum exposure or just turning up and
being part of the consultation team

and another pair of hands is all part of
how we can help you make the most of
your exhibition.

If you would like to discuss any projects
that need community consultation or
pre-planning advice, please contact Zoe at
zoe@oraclepr.co.uk.
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Getting to know...

Bethan Millett

Meet Bethan Millett, who has just celebrated her first
anniversary of working at Oracle. We thought you might like to
find out more about her, so keep reading!

What made you pursue this career?

| studied history at university so writing,
research and exploring new creative
concepts has always been something | have
been passionate about. My main priority
when thinking about my career was to find
something where every day was different,
held a new challenge and something where |
would be constantly learning. This is exactly
what | have found at Oracle. To find a job
which covers so many aspects including
social media, events and communication
plans has been wonderful!

“Walking into the office and
seeing 10+ smiling faces and
a series of enthusiastic
‘Good mornings!'is a great
way to start the day”

What's the most exciting project you
have worked on and why?

| have really enjoyed working on various
influencer-led projects, including New
Homes Week, as it required forming new
connections, plenty of creativity and mainly,
it was fun! As the contemporary world is so
controlled by social media and subsequently
influencers, it has been exciting to see
first-hand how the property PR world is
changing to fit into this new normal and |
feel fortunate to have been an active part of
this movement.

Strategic PR and marketing experts

If you could live in any home, what
would it be and why?

After visiting some amazing show homes,
this is something | think about a lot. My
dream home would have a big kitchen and
living space as | love entertaining and having
friends round for drinks, food and a good old
gossip! Somewhere near a lovely green park
would be perfect as | am definitely getting a
dog or two in the future.

Who are your main influences?

As cliché as it may be, my mum would have
to be my main influence. She is an incredible
all-rounder; loving wife, mum to three
children, hard worker and great friend to
everyone. During COVID, she helped with
organising the distribution of vaccines and
tests across Kingston borough and jumps at
any opportunity to help people who need it.
| always think if I'm just half as wonderful as
she is, I'm doing a good job!

What gets you up in the morning?
During the week, the thought of walking into
the office and seeing 10+ smiling faces and
a series of enthusiastic ‘Good mornings!isa
great way to start the day. On the weekend,
it has to the idea of a bacon butty, coffee
and duvet day.

Favourite restaurant?

| love Giggling Squid! Thai food is my
favourite so Giggling Squid is always my top
choice especially for special occasions. The
Pad Thai and Panang Curry are delicious and
they have funky cocktails too.

Favourite music?

Nearly all music genres float my boat,
especially songs | can dance and sing

to like nobody’s watching or listening. A
quilty pleasure is definitely Broadway and
musicals, especially the Wicked soundtrack.

Favourite film?

Bridesmaids is my all-time favourite. Even
after 50 times of watching it and being able
to quote the entire film, | still find myself
laughing the whole way through. | also
loved Bohemian Rhapsody; Rami Malek was
fantastic!

Random fact about myself?

| hate bananas, love the Bridgerton series
and once saw a humpback whale in
Monterey Bay in California. Also, | am an
ex-gymnast and cheerleader so | still love
to do handstands, somersaults and going to
trampoline parks!
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