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OVERVIEW 

OUR TEAM 

Colliers International’s (Colliers) in-house UK PR team is made up of four people that are responsible 
for the day to day media relations for Colliers International’s UK business. The PR team is supported 
by a wider digital and marketing team and together we service the UK and Pan-EMEA business which 
includes 16 business lines, across 42 markets. 

The team develops, creates and distributes news, research, social posts, blogs, video and web 
content to ensure that Colliers stands out amongst its competitors in the busy and highly competitive 
commercial property marketplace. 

For the purpose of this award submission, and to demonstrate our creativity and innovation as a 
team, we would like to focus on our work in 2018 for just one of the business lines we support; UK 
retail agency.  

MARKET BACKGROUND 

You cannot fail to have notice that the retail sector has been going through a tumultuous time of late. 
With almost daily announcements of major retailers going into administration or entering in to CVA 
negotiations, alongside a backdrop of online retail growth and a move towards a more experiential 
mixed use shopping format, the fundamentals of retail have changed drastically and, for Colliers, this 
has meant increased appetite from clients (and the media) for expert advise on how to navigate this 
unprecedented transformation and a greater need for guidance on what the future of retail looks like.  

That’s where the PR team came in. We could see there was a need to offer a reassuring voice to 
clients and the wider retail sector, so we set about working closely with our top UK retail 
spokespeople to agree a plan of action for positioning Colliers as the go-to experts for guidance and 
expert advice on any retail related topics. 

OBJECTIVES FOR POSITIONING COLLIERS’ RETAIL EXPERTISE 

 To offer honest, solutions-focused commentary about the state of the retail industry 

 To position our media trained spokespeople as the go-to commentators on all retail industry 
issues 



 To obtain coverage for our experts in top tier national broadsheet, broadcast and trade news 
outlets. 

OUR STRATEGY 

Using the uncertainty in the UK’s retail sector to our advantage, our strategy was to be both proactive 

and reactive in our communications around this issue, jumping on the news agenda to offer timely 

expert knowledge backed up by data and figures. Whilst also moving the debate away from the 

negative to reassure the market and offer solutions and guidance on what the future of the UK high 

street might look like.  While the campaign was largely driven by Colliers’ in-house PR team, we 

worked with our external PR agencies to localise stories and make them relevant to regional 

audiences, thereby making the content work harder.   

METHOD 

Below we provide three examples to demonstrate our method which combined helped us to achieve 

the objectives of our retail campaign.  

CASE STUDY 1: A PROACTIVE & REACTIVE APPROACH 

Creatively using elements of the news agenda to drive our proactive thought-leadership approach, we 

offered honest, solutions-focused analysis to provide a reassuring voice to both clients and the wider 

industry at a time when sentiment in the sector was confused and uncertain.  

We skilfully utilised the search function on media database Roxhill to identify the journalists writing 

about specific key words. Once identified, we were able to issue quick, proactive commentary ahead 

of our competitors in almost real time on key consumer issues such as the Debenhams’ store 

closures. This ensured Colliers was regularly included in ongoing commentary by high-profile national 

broadsheets such as the Financial Times, The Times, The Daily Telegraph and the Guardian.  

Our flagship ‘state of the nation’ Midsummer Retail Report, which in 2018 was in its 31st year, is both 

anticipated and highly regarded by journalists and clients alike. Last year’s report ‘Joining the Dots’ 

coincided with the announcement of a potential CVA by House of Fraser, which we turned into a 

positive and used to further promote the report in an innovative way.  

This resulted in top broadcast coverage on BBC News and in the Financial Times. By the time the 

campaign was wrapped up we had issued 29 press releases (a 123% increase on 2017) and 

achieved 75 pieces of coverage, included seven pieces of national coverage in the Financial Times, 

the Guardian, the Daily Telegraph, City A.M., London Evening Standard, the Daily Mail and the 

Daily Mirror. In addition, 40 broadcast interviews were conducted (compared to just one broadcast 

interview in 2017) – including 30 on the BBC.  

When reacting to inbound journalist enquiries, senior spokespeople from across the business with 

expert knowledge of the retail sector were readily available to provide sensible comment and analysis 

at a time when many in the retail sector were shying away from joining the debate.  

We ensured our spokespeople were fully media trained, willing and able to take up the many 

broadcast interview requests that came our way. Often TV and radio interviews require guests to be in 

studio at very short notice or to travel to sometimes remote locations to deliver an interview in a ‘real 

life’ setting. We agreed early on with our spokespeople that we would require them to go above and 

beyond if the campaign was to succeed, which they were willing to do.  

CASE STUDY 2: COLLABORATION WITH OTHER BUSINESS LINES 

We also worked closely with our business rates team who had skilled commentators able to offer a 

complementary stance to further demonstrate our expertise and knowledge of the retail sector and the 

nuanced challenges retailers were facing, particularly around the impact of cripplingly high business 

rates bills, as one of a number of contributing factors impacting the ongoing instability of retail 

operators.  



Working closely with external PR consultant, Karen Roberts, who looks after the PR for our Rating 

team, we were able to support the Rating team’s wider campaign to position John Webber, Colliers’ 

Head of Business Rates, as the key media spokesperson for business rates and its impact on 

business.  

Through this approach, we were first to point out that business rates were instrumental to the demise 

of Toys R Us. We then worked closely with Colliers’ Retail Research team to look at the growing 

number of CVAs in the retail sector and give comment on how business rates had contributed to this 

unprecedented turmoil. “Fifteen Major Retailers Have Gone into Administration or Announced CVA 

since April 2017” appeared in the Daily Telegraph (April 2018). And “Will Debenhams be the 30th 

Major Retail Chain to Go into CVA since the 2017 Business Rates Revaluation” was run by the 

Guardian (September). Both releases were then widely circulated and covered by a wide range of 

trade and sector media. John discussed the impact of business rates on retailers on The Today 

Programme (November 2017) and Radio 5 Live (June 2018). 

Quickly we built a reputation for being able to provide timely and credible real time data on the 

business rates bills of individual retailers either entering CVA or closing stores. These included House 

of Fraser, Debenhams, New Look, M&S, Maplin and more recently LK Bennett. By reacting 

immediately we gained national, sector and trade coverage including Financial Times, Daily Mail, 

City AM, London Evening Standard, Property Week, EG, Retail Week.  

We are now the “go to” place for business rates research for the Financial Times and regularly 

receive inbound requests from media asking for input on key headlines retail stores - such as what 

Philip Green has been doing with Arcadia – which resulted in coverage in Daily Telegraph (Feb 

2019) and subsequently rolled out to wider media. 

CASE STUDY 3: LEADING THE CHARGE FOR CHANGE 

John Webber is not one to shy away from vociferous comment on Government policy – and so in the 

case of the Chancellor’s Budget we were quick to react with comment on Hammond’s or any 

opposition parties policies. “Lib Dem proposals to abolish Business Rates and Replace with a 

Commercial Landowner Levy - A drift into Alice in Wonderland” says Colliers.” This was discussed by 

John on BBC Radio 5 before being picked up by trade and sector press.   “Failure to Address the 

Business Rates issue” will mean carnage on the High Street continues says Colliers (Oct) appeared 

in the Financial Times and a raft of trade, sector and local media. Liz Hamson, editor of Property 

Week even wrote about this issue in her leader column and quoted John Webber. 

We are also proud to have created a manifesto of Business Rates Reform which we launched with 

EGi and use for any speaking opportunities, letters to the editor, articles writing and letters to MPs. In 

2018 John Webber wrote 15 by-lined articles which appeared in targeted trade media including Retail 

Week, Essential Retail, Property Week, CoStar and EG. We have also had regular articles in the 

Birmingham Chamber of Commerce Magazine and the Retailer. 

The wider Retail Agency team were also not afraid to stick their head above the parapet to present 

potential solutions to the retail sector’s woes and as part of our 2018 Midsummer Retail Report 

campaign, Retail Agency Co-Head Dan Simms proposed a radical approach to property leasing 

designed to better balance the interest of retailers, landlords and investors. A five-point plan which 

proposed a more flexible leasing model with five-year leases; rents based on turnover of a specific 

shop; mutual options to break; a ‘white box’ approach to fit out; and more limited incentives/rent free 

periods. The proposal was picked up by The Times, and a host of trade titles including Retail 

Gazette and Retail Times.  

 

SUPPORTING MATERIAL 

SOCIAL MEDIA ENGAGEMENT 



To further highlight these important issues and our role at the forefront as media commentators, all 

press releases and coverage achieved are shared on our UK social media channels and the personal 

LinkedIn pages of our experts - John Webber’s personal linked in regularly gets 1500 hits per post. 

Below are some examples of our most popular tweets from the campaign.   

 

https://twitter.com/Colliers_UK/status/1062754395199283201  

Impressions 3,123 

Media engagements 27 

Retweets 5 

Likes 5 

 

https://twitter.com/Colliers_UK/status/998872113934151680   

Impressions 2,589 

Media engagements 26 

Retweets 10 

Likes 6 

 

https://twitter.com/Colliers_UK/status/1069904595705577472/photo/1  

Impressions 2,395 

Media engagements 51 

Retweets 5 

Likes 14 

 

METRICS & MEASUREMENT 

REPORTING 

We pride ourselves on our transparent reporting system. Not only are we reporting our daily news 
coverage back to the business, but we are reporting on coverage, plus website traffic and social 
media activities to management on a monthly basis. Our bespoke reporting platform, Releasd, allows 
us to demonstrate our success in key campaigns in a creative and visual way.  

ANALYTICS 

Coverage for our retail campaign has been excellent and is one of our most successful to date. Over 

the last 12 months we have been featured regularly across our target top tier broadsheet and 

broadcast media as well as consistently featuring in our trade sector media. Below is a snapshot of 

some of the coverage from across our top national and trade media for this Retail campaign. 

The Financial Times 21 

The Times  31 

The Guardian 8 

The Daily Telegraph 8 

Property Week 56 

Estates Gazette 37 

https://twitter.com/Colliers_UK/status/1062754395199283201
https://twitter.com/Colliers_UK/status/998872113934151680
https://twitter.com/Colliers_UK/status/1069904595705577472/photo/1


CoStar 33 

 194 

 
N.B. These figures only take into account coverage for our top five retail and business rates 

spokespeople (Dan Simms, David Fox, James Watson, Paul Souber and John Webber) in a cross-

section of titles. 

Success for our team is measured in traffic to our website, clippings and engagement on social 

media. Over the past year the team achieved: 

 A total of 367,740 visits to our website (colliers.com/uk) in 2018  

 A 37% y-o-y increase in national coverage (broadsheet) (93) 

 A total of 5541 pieces of coverage achieved in 2018 

 142 Broadcast appearances in 2018 

 327 media interviews for our spokespeople nationally, 76 for retail agency 

 Increased followers across all of our UK social media accounts y-o-y, including; 
 Our UK corporate handle @Colliers_UK by 7.2% to 15,430  

 LinkedIn followers up to 19,771 (We can no longer know because of the  merger) 
 
 

BUDGETS 

As a team we have a relatively small business budget of less than £100,000 per annum to support the 
entire UK business and Pan-EMEA service lines, which is made up more 1,000 employees, and their 
clients activities.  
 
Our retail campaign however was run using purely earned techniques (editorial), no advertising or 
sponsorship spend can be attributed to this campaign. The only additional spend would be the cost of 
our external PR consultant for the rating team, Karen Roberts (£32,400 per year), however only a 
small proportion of Karen’s time can be attributed to this specific campaign. As such, we are 
extremely proud of the results we have achieved from minimal spend.  
 

CONCLUSION 

To conclude, we believe Colliers UK PR team has demonstrated innovation and creativity and an 
ability to turn a negative into a positive, at a time when our competitors were shying away from what 
seemed on the surface to be a potentially damaging debate for the sector.  
 
We have achieved excellent results with only a small team, using completely earned PR tactics and 
relying on our strong relations with national and trade media to position our spokespeople as the go to 
commentators for advice and guidance on the state of the retail market. 
 

 

 

 

 

 

 

 

 

http://www.colliers.com/en-gb/uk
https://twitter.com/Colliers_UK
https://www.linkedin.com/company/colliers-international-uk
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