
To provide an example, we decided 
to run our own survey with a sample 
size of 2054 adults, asking one simple 
question, ‘When thinking about looking 
for a new home to buy or rent, what 
one source of information would you 
trust the most?’

Could Generation Z spell the 
end for property portals?

Websites such as Rightmove and Zoopla 
have been trusted platforms at the heart 
of our home-hunting habits since the 
turn of the millennium, but that could 
change in the years to come owing to 
the preferences of the next generation 
of home-movers. 

Our findings in partnership with YouGov 
showed that just 28% of 18-24 year-
olds cite property portals (eg, Zoopla / 
Rightmove etc) as the information source 
they most trust when looking for a home 
to rent or buy, in sharp contrast to 45% 
of 25-34 year-olds and 43% of 35-44 
year-olds. 

We worked with YouGov to ask a 
representative sample of people what 
one source of information they trust 
most when looking for a home to buy or 
rent. The surprising drop-off in the 18-24 
group favouring portals reflects a wider 
trend amongst Generation Z who tend 
to be wary of traditional advertising and 
product campaigns, instead preferring 
influencers, social proof and personal 
recommendations. 

Our research bears this out as around 1 
in 6 (16%) 18-24 year-olds surveyed were 
more likely to place their faith in other 
people’s reviews and recommendations 
via sources such as Trustpilot, 
significantly more than those in the 
older age groups (10% 45-54s and 8% 
55+). Additionally, just under 1 in 4 (23%) 
Generation Z potential home-movers 
would most  trust a personal interaction 
with an estate agent or letting agent.

Just as the growing presence of web-
savvy Millennials aided the rapid rise of 
property portals in the post-recession 
property market, the data indicates 
disruption may be on the way as 
Generation Z comes of age as home-
movers with far different patterns of 
buyer behaviour.

The FMCG and fashion worlds have seen 
changes in recent years thanks to the 
emergence of platforms such as TikTok 
Marketplace and Depop which elevate 
Generation Z-friendly creator content, 
recommendations and influencer driven 
selling. These trends may well signal 
the future direction of the property 
market as developers and agents look to 
capture the attention of younger buyers 
and renters.

Understanding what sources of 
information people put their trust in 
is a vital part of how we support our 
property clients, and that’s exactly what 
we set out to discover in this research. 
We hope that by shining a light on this 
forward-looking trend, the industry can 
prepare itself for how to reach the next 
generation of buyers and renters. In 
recent years we have achieved great 
results for clients with influencer-driven 
campaigns and we fully expect this 
trend to continue.

All figures, unless otherwise stated, are from YouGov 
Plc. Total sample size was 2054 adults. Fieldwork was 
undertaken between 14th–17th July 2023. The survey  
was carried out online. The figures have been weighted and 
are representative of all GB adults (aged 18+).

68% of journalists want data in the form of original research, such as trends and market data, 
according to the latest global State of the Media report by Cision. Not only do they rely on 
data, but most journalists rely on PR professionals to provide it – excellent! Most importantly, 
our job is to help our clients discover what data is relevant and how to present it.
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Case studies are like gold dust in the 
PR world – they are usually the main 
guarantee of some fantastic national 
press coverage, and they provide 
a great way of getting into more 
consumer, local and digital publications 
too. They can also provide great new 
content for your website, award entries 
and social media platforms, with video 
content of a real-life customer much 
more likely to be interacted with and 
shared than a simple photo post.

But what actually is a case study? In 
simple terms, it is a happy customer, 
willing to share their story with the world. 
In the property industry, they are willing 
to share their homebuying journey to 
help prospective buyers get a feel for 
the development in which they have 
bought, learn more about the best 
places in the local area, and provide 
a positive insight into the developer’s 
customer service. 

For developers, the process of finding 
a suitable case study starts with you. 
Sales teams based in marketing suites 
are the first point of contact in the 
buying journey for many customers, and 
throughout the process they are able to 
build great relationships with them. This 
means that sales team members are in 
an excellent position to find out all about 
the customer, and they will know who 
has an interesting story to tell. When 
you are keen on finding a case study, 
it’s important to approach the sales 
teams first to find out which customers 
would make the most interesting story 
for the press. As they are trusted by the 
customer, the sales team would be the 
first people to approach customers and 
ask if they would be happy to be a case 
study, so it’s vital that they themselves 
know how the process works.

Once the customer has agreed to take 
part, that’s where we come in. We will 
reach out to them and set up a short 
telephone interview, where we ask 
questions about their background and 
homebuying experience, so that we 
can work out the angle we think will 
grab a journalist’s attention. After the 
interview, we produce a full article, 
before arranging for photography to be 
taken of the customer in their new home. 
Throughout the process, we ensure both 
the case study and client are kept in the 
loop and are happy with everything that 
is included, with the opportunity to make 
changes and choose the most suitable 
photographs before going out to the 
press.

Interested in finding a case study to 
boost your business? Here’s our top tips 
to securing a press-worthy story:  

1. The story: The most important part of 
a case study is the story. It’s imperative 
that we offer journalists a new and 
interesting angle, or they won’t be keen 
on using it. A refreshing angle could be 
related to a customer’s career, or their 
reason for moving. Recent articles we’ve 
had success with have included a retired 
couple that downsized from 5 acres 
of land to a penthouse apartment, an 
84-year-old ballet dancer that relocated 
from Scotland to Devon, and a first-time 
buyer that managed to purchase her first 
home aged just 24.

Time to get on the case 
with case studies
If you work in PR, you know the 
power of a great case study. And 
if you’re a client working with a 
PR agency, you probably hear the 
words ‘case study’ mentioned 
every other week. We know we 
talk about them A LOT, but there’s 
a very good reason why!

2. Photography: Along with a good 
story, professional photos that reflect 
the story are a must. A professional 
photographer knows how to tell a story 
through hi-resolution photography, and 
they will take advantage of good lighting 
and angles to showcase the home 
correctly. Journalists will only use a case 
study if they have good photography 
alongside it, so this is important to note.

3. Play on lifestyle highlights: 
Remember that journalists are people 
just like us. They love a heartwarming 
story, and photos that tug on the 
heartstrings. Cute pets and little children 
with toothy grins are usually a hit and 
create some fantastic photography 
shots.

4. A truly happy customer: While a 
customer might be completely happy 
with their new home and the service they 
received, they may not wish to share 
their story with the world. It’s important 
for sales teams to make sure they agree 
to have their photos taken and shared, 
with the potential for a national press 
story. If they are ok with this, consider 
asking if they would be happy to provide 
a video case study which will offer a 
fresh piece of content to share on your 
website or social media. 

If you’re interested in finding out more 
about our case study process, or 
training your sales team to find a great 
story, we can provide training.  
Find out more here.
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Personalised targeting
Most comprehensive customer 
databases hold demographic data 
and preferences which provide the 
opportunity to personalise campaigns, 
and have proven to enhance customer 
engagement, conversion rates and 
customer loyalty as you are serving 
them information which is relevant to 
them.

Content

Don’t deliver the same content all the 
time as after a while, it will be ignored.  
We work with our clients to tailor 
relevant content which can be used to 
send out to databases.  For example, 
we have found newsletters to be a great 
way of providing customers with an 
update on what is happening across the 
site and within the community.

Keep it clean

Your database must be kept up to date 
if it’s to be a valuable business tool. 
You need to clean your list regularly by 
removing or amending incorrect data. 
Failing to do so wastes your money 
through misdirected marketing - and 
your data could become unusable within 
three years.

Conclusion

Your customer database holds the key 
to understanding your customers better, 
building stronger relationships, and 
ultimately driving growth and success.

Earlier this year we held a crisis 
communications workshop to 
provide industry professionals 
with an insight to Crisis PR. We 
covered what to do in a crisis, 
what press want, an effective 
response and social media policy. 
Our speaker Richard Daver of 
Rendall & Rittner also gave a crisis 
example case study, discussing 
the situation, how it was handled 
and how they worked alongside 
Oracle to manage the press. 

We believe the first step towards 
effective crisis management is 
being prepared. Our workshops 
provide an in depth understanding 
of how a business can prepare 
for a crisis, including a crisis 
communications flow chart which 
all attendees can take away 
and adapt for their business. For 
further information on how you can 
attend the next crisis workshop, 
please contact Caroline 
caroline@oraclepr.co.uk

How well are 
you using 
your customer 
database?
One of the most valuable assets which, believe it or not, is often 
overlooked in our industry, is the customer database. By effectively 
working your database, you can gain valuable insights, strengthen 
relationships, and drive sales.  

Do you have a crisis 
communications plan?

Wouldn’t it be convenient if you 
could see all the latest property 
news in one place? Our 
property briefing email provides 
you with a daily roundup of 
everything you need to know 
about the industry.  

Sign up today on our website: 
https://loom.ly/f13HHAo

Now’s the time for housing 
associations to build trust
The ones who do this, will stand-out from the crowd

Whilst shared ownership has 
successfully helped many first-time 
buyers take a step onto the property 
ladder, unfavourable press generated 
by buyers facing challenges during the 
re-selling process or due to unexpected 
rising costs will undoubtably be casting 
doubts. It’s something that’s consistently 
discussed in the media, with some 
titles refusing to cover the positive 
shared ownership stories we present 
to them – even if the photography and 
angle are worthy of a front cover. During 
a housing crisis, the attention these 
negative experiences are attracting has 
increased and there’s a clear opportunity 
for housing associations to elevate their 
messaging and branding. 

Transparent communication

Transparency is key in addressing these 
perceptions and diffusing the media 
coverage around them. It’s crucial 
that HA’s offer clear explanations and 
address these concerns head on, by 
explaining why people are facing these 
issues. By proactively acknowledging 
the well-known issues that buyers 
have unfortunately experienced, 
housing associations can demonstrate 
a commitment to protecting the 

interests of first-time buyers. Providing 
comprehensive answers to the 
questions that are making buyers 
nervous and acknowledging the benefits 
and the challenges of shared ownership, 
will build trust, mitigate uncertainties, 
and ensure buyers have a thorough 
understanding of the scheme. 

Social and community Initiatives

Engaging in social and community 
initiatives helps housing associations 
build trust by demonstrating a 
commitment to the well-being and 
development of the communities they 
serve. This can involve supporting local 
projects, organising community events, 
and collaborating with local authorities 
and organisations to address wider 
community needs. These initiatives 
showcase the association’s dedication 
to fostering a positive community 
environment, beyond housing provision.

Accountability and governance

Transparent governance and 
accountability practices are also 
essential. Housing associations should 
maintain strong governance structures, 
adhere to relevant regulations and 
standards, and regularly report on 

their performance and outcomes. By 
demonstrating responsibility and ethical 
conduct, housing associations can instil 
confidence in tenants and stakeholders.

If housing associations can demonstrate 
this commitment to protecting the 
interests of first-time buyers with this 
approach, they’ll be prioritizing their 
needs and empowering them to make 
informed decisions. One way of creating 
positive messaging around shared 
ownership is Shared Ownership Week 
which is now in its 10th year, pioneered 
by The Media People. For further 
information on how to get involved in the 
week email alicemc@oraclepr.co.uk
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Getting under the skin of 
our clients’ developments is 
essential to providing effective 
PR. Whilst extensive research, 
marketing materials, virtual tours 
and brochures provide valuable 
insights into the new homes we 
represent, nothing compares 
to visiting new developments in 
person. Whether it’s touring an 
expertly dressed show home or 
donning a hi-vis, hard hat, and 
boots to tour the bare bones 
of a construction site, visits to 
developments are invaluable 
assets to our PR and marketing 
toolkits and provide a whole host 
of benefits.

An Immersive Understanding 

No number of virtual matterports, 
CGIs or video tours can compare to 
experiencing a new build in the flesh. 
By walking through the homes, taking 
in the sense of space and layout, and 
exploring the wider development, we 
can experience a site’s atmosphere, and 
take in the unique ‘feel’ that makes each 
development special. It’s communicating 
this ‘feel’ into our pitches and PR 
material that makes them stand out. 

Witnessing the intricate details of a 
property first hand allows for a deeper 
understanding of its USPs. Likewise, 
surveying a site’s bare foundations gives 
us a clearer vision of what a finished 
product will look like, allowing us to tell 
its story more effectively. 

Generating Journalist Rapport

In a world where online communication 
is more prevalent than ever, site visits 
are a fantastic opportunity to meet with 
clients in-person and build relationships 
away from a screen. By inviting 
journalists to client sites, we can further 
strengthen our connections with media 
outlets, and showcase the development 
more effectively than any written pitch 
could. We often sample the local area’s 
restaurant offerings with journalists too, 
which provides a great excuse for a 
delicious lunch… 

Site visits often result in fantastic 
coverage for clients, as journalists have 
more of a personal investment in the 
developments and homes they have 
visited. These on-site experiences 
provide them with an authentic story 
to tell about a site, and one that will 
resonate more with readers and buyers 
as a result.

Candid Content Creation

In today’s visual-centric world, capturing 
content for social media is at the 
forefront of our minds when we visit 
upcoming sites. Developments do not 
necessarily have to be a finished product 
to be shareable content. In fact, sharing 
Instagram stories of a development’s 
build progression appeals to a sense of 
‘human-interest’ that has proven highly 
popular on socials. 

Show homes are of course inherently 
Instagram friendly, with their polished 
interiors and pleasing aesthetics. By 
stepping inside, we can envisage the 
beauty and build standard of homes first-

Building PR success:  
The benefits of site visits

hand and receive a tour from our clients 
in the moment, as they’re on hand to 
immediately answer any queries and tell 
their story. 

Travelling to different regions of the UK 
to work with a range of client teams 
demonstrates the variety and dynamism 
of the world of property PR. These trips 
out form great content for our own social 
media in a ‘day in the life’ format. 

Site visits are our secret weapon at 
Oracle, and we certainly enjoy swapping 
the office for a construction site from 
time to time! 
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As the social media world evolves, 
traditional marketing methods are no 
longer the only pathway to success. 
TikTok is the fastest growing channel 
for innovation with 49% of current 
users saying the app is the primary 
source they use for discovering 
something ‘new’. 

According to TikTok their platform has 
an online footfall of 28 million active 
UK users and the average daily time 
spent on the app of 125 minutes, almost 
double the second highest platform, 
as YouTube trails behind at 74 minutes, 
TikTok can’t be ignored any longer as 
part of a social media strategy. 

It is no secret that utilising a business 
account with TikTok can powerfully 
generate exposure for brands, 
potentially increasing website traffic and 
increasing awareness among users.

To keep your audience engaged, 
authenticity is key. Businesses should 
create clever organic content which 
must be very ‘real’ with relatable humour 
generally playing a large part in follows, 
likes, shares and watches. Incentives 
must entertain over focusing on a sale. 
Consider humanising home content 
and ensure its relatable for TikTok 
viewers, with stylish show home tours, 
interior design tips as well as providing 
entertaining or ‘oddly satisfying’ content.

TikToks that illustrate the multiple 
stages of property journeys, such as 
looking at house inspiration, research 
on homes, moving house, are all 

After weeks of preparation, contacting 
local suppliers and spreading the word, 
The Great Epsom Bike Off took place at 
The Ashley Centre. 

Throughout the event, volunteers took 
part in a challenge to cycle 54 miles on 
two stationary bikes, to complete the 
distance of the London to Brighton Cycle 
Ride. Journalist and news presenter, 
Nicholas Owen, who is an ambassador 
of The Children’s Trust, also attended 
the event and helped us reach the  
target mileage.

The event also included a wide range 
of activities including performances by 
local dance school Terri-Jayne School of 
Dance, face painting and an arts & crafts 
stall. The favourite attraction was a Meet 
and Greet with Ashley Bear and The 
Children’s Trust’s Mascot which drew 
a huge crowd (a big thank you to our 
staff who enthusiastically got inside the 
suits!). A group of children supported by 
The Children’s Trust also came along to 
the event and throughout the day some 
of the families’ stories were shared on a 
big screen.

Partnerships Manager at The Children’s 
Trust, Kat Caddick comments: “We are 
incredibly grateful to The Oracle Group 
for organising this brilliant event and to 
all of the organisations and individuals 
who have generously given their time 
and donations. Our amazing children and 
their families had a lovely time and it was 
a great opportunity to raise awareness 
of the work we do and why donations 
are so vital.”

Raising funds for charity 
Through a bike ride,  
marathon and mascots

The event was inspired by our Chief 
Development Officer, Clare Sanderson, 
who at the time, was determinedly 
preparing for the London Marathon 
2023. We are now thrilled to say that 
Clare completed the 26.2 mile run and 
raised an extraordinary £2,075 for The 
Children’s Trust. Despite being her 5th 
time running the marathon, Clare did a 
fantastic job, and we are all very proud 
of her. She had vowed to never do it 
again but we’ve just found out she’s 
signed up for the Malta Marathon in 
February next year!

In April, we hosted an exciting 
event with our partner charity, The 
Children’s Trust as part of our 
ongoing commitment to help 
them raise as much money and 
awareness as possible. 

TikTok Masterclass:  
Keeping it real in real estate

positively received is evident from 
hashtags such as #homeinspo hitting 
1.3B views, #cityliving 32M views and 
#firsttimebuyer 123M views. 

So how do property accounts attain viral 
view numbers? A critical approach is 
familiarising yourself and the brand with 
the ‘hometok’ community. 

A principal method of achieving this 
could be by assigning a ‘social hero’ as 
the face of the account which will help 
to portray the brand page as having a 
more natural ‘content creator’ feel. 

Understanding and making use of 
features such as video responses to 
user comments will further engage the 
brand with its community. Up to 76% of 
TikTok users agreed that brands that 
post/reply to comments feel like part of 
the conversation. This rubber stamps the 
brand authenticity to its target market 
audience as a result. 

A great way to end up on the ‘For 
You’ page which heightens exposure 
and fuels discovery, is piggybacking 
the latest filter/dance craze or using 
trending sounds/music. Creating an 
authentic twist and relating them 
alongside your brand and target 
audience will help inform and reshape 
how users may view a brand. Equally 
important, is not falling into a trap of 
complete trend hopping, but creating 
your own content too.

Relatable videos can be a place to build 
up communities of future and existing 
homeowners to interact with, where 
they can ask questions personal to their 
experiences. Influencing videos can 
simplify some of the complex aspects of 
home buying such as Shared Ownership, 
but remember content needs to be 
humorous. 

Fundamentally in #propertytok, don’t 
think so much about selling houses; 
think what’s entertaining about them.

Two members of Oracle recently attended a TikTok workshop in London, 
hosted by social media agency Favola, and share their insights.

8   |   INSIDE THE ORACLE  SUMMER 2023 INSIDE THE ORACLE  SUMMER 2023  |   9

https://favola.co.uk/


The latest report by the NHBC 
Foundation, in collaboration with the 
RSPB and Barratt Developments, is titled: 
Biodiversity in Housing Developments: 
Creating Wildlife Friendly Communities. 
It demonstrates how the housebuilding 
industry is uniquely placed in having an 
opportunity to not only create houses, 
but sustainable communities where 
people thrive alongside wildlife. 

Sustainability has been a top priority 
for the housebuilding industry for quite 
some time now. There has been a clear 
focus on reducing carbon emissions and 
creating greener properties. Following 
the arrival of the 2020 pandemic, we 
saw a shift in perspective due to a 
heightened appreciation for the natural 
world and wildlife, with environmental 
consideration focusing more on habitat 
protection and the value of green space 
within communities. 

Having been inspired by the ‘bee-bricks’ 
used in our clients’ new builds, the 
Oracle team has organised a variety 
of wildlife events at developments, 
focusing on the hidden gem of our 
natural environments, brilliant bees. 
Honeybees are crucial for human 
survival, and form the backbone of our 
eco systems, without them we would 
not have enough food to survive! 80 per 
cent of our crops are pollinated by bees, 
so it is only right that they deserve our 
respect and care. 

To mark Don’t Step on a Bee Day on the 
10th of July, we organised an event for 
client Bellway Thames Valley at their 
development Yellow Fields, where we 
invited local school Wantage Primary 
Academy to the development. The 
children enjoyed an informative session 
from a local beekeeper from Ridgway 
Bees. This immersive and educational 
day saw the children creating wildflower 
seed balls, called ‘Bee Bombs’ to 
support local bee life. The school 
children were thrilled to learn some 
unusual facts about these interesting 
insects. 

Did you know?  
A Queen bee has 
servants to groom and 
feed her. Forager bees 
visit between 50 and 
100 flowers per trip? The 
signature buzzing sound 
that bees make is the 
sound of 11,400 wing 
flaps per minute! 

Buzzing with success:  
Why bee-themed  
events are a win for our 
housebuilder clients 

Here are just a couple of benefits of 
hosting bee themed events…

1. Engaging Community Involvement: 
Bee-themed events provide an excellent 
opportunity to engage with the local 
community, especially schools. By 
collaborating with educators, students, 
and beekeepers, our clients can create 
memorable experiences that inspire 
young minds and foster a sense of 
environmental stewardship. These 
events not only generate positive 
media coverage but also create lasting 
community connections. 

2. Promoting a Green Image: 
Hosting bee-themed events sends 
out an important message about our 
clients’ commitment to environmental 
sustainability. It showcases their 
dedication to not only creating 
environmentally efficient houses, but 
communities that see biodiversity 
and green space as a priority, in 
which residents can exist in harmony 
with nature. This resonates with eco 
conscious homebuyers, who are 
increasingly seeking properties that align 
with their own personal values.

So, the next time you spot a bee buzzing 
around your local community, remember 
the significance behind their presence. 
These industrious creatures symbolise 
the efforts made to create sustainable, 
biodiverse living spaces to benefit us 
all. Honeybees and new build houses 
may seem like an unlikely pairing, but 
together they can lead us towards a 
more environmentally conscious future.

What do new build houses and bees have in common? 
They are unexpected allies in sustainable living. 

10   |   INSIDE THE ORACLE  SUMMER 2023 INSIDE THE ORACLE  SUMMER 2023  |   11



Fusion steels the show

Light Steel Framing (LSF) is 
revolutionising house building

Transforming the construction of new 
homes, light steel framing is innovating 
the industry, offering an excellent 
alternative to heavy timber and concrete 
structures and offering the advantage of 
speed, sustainability, design options and 
project cost benefits and certainty.

Speed & Efficiency

Created off-site in a factory setting, 
light steel framing allows for precise 
fabrication and faster assembly when it 
arrives on site. The manufacture is not 
hampered by wind, rain and snow and 
CAD technology streamlines the entire 
manufacturing and construction process.

Strength & Durability

Light steel framing offers remarkable 
strength and durability for housebuilders. 
Its high strength to weight ratio and 
resistance to warping and shrinkage 
means less snagging defects after 
completion – offering greater cost 
benefits to clients.

Environmental Benefits

Light steel framing comes into its own 
when considering a circular economy. 
Steel is 100% recyclable and can be 
reused indefinitely. There is minimal 
waste during its creation, reducing 
environmental footprint when comparing 
it to traditional methods. Steel is not 
susceptible to pests and mould – which 
in turn enhances indoor air quality and 
promotes a healthier living environment.

Design freedom

A significant advantage of light steel 
framing is its design versatility – offering 
clients innovative floor plans, openings 
and architectural features. Whether  
you are looking for an open plan 
concept or a complex roof design, it 
offers endless possibilities.

Advantages

Prefabricating your light steel frame in  
a factory has many advantages:  
A controlled environment enabling 
minimal tolerances, increased quality, 
reduced labour needed onsite reducing 
deliveries and importantly H&S risks.  
On-site assembly is quicker; ground 
works costs are less; precision 
cutting minimizes material wastage; 
and durability of the product reduces 
maintenance and repair expenses over 
the lifecycle of the building. 

Conclusion

Light steel framing is a game changer. 
Want to know more? Talk to our  
friends at Fusion Steel Framing on  
01604 263 633 or email  
info@fusionsteelframing.co.uk.

Breaking away from Oracle’s usual vernacular, the newest client to join 
us is Fusion Steel Framing. A Northampton-based company that was 
purchased a year ago by The Hill Group, this business is going from 
strength to strength, steered by Managing Director Mike Fairey as they 
create new and improved modern methods of construction for the 
industry. What we’ve learnt already…

https://www.fusionsteelframing.co.uk/
mailto:info@fusionsteelframing.co.uk
https://theoraclegroup.co.uk/

