
 

 

Category: Outstanding Public Relations Consultancy 

Company: Weber Shandwick 

 

 
Date of incorporation, number of employees - including executive / support 

staff - and annual fee income: 

13th November 1989  

35 

 

Business objectives and analysis of performance against budget over the past 

three years: 

Deliver engaging communications that create value and enhance reputations for our clients, 

by encouraging them to take informed, brave and positive action. 

Performance 2015-17: 

 Clients over £100k pa fee revenue doubled from five to 10 

 Headcount increased by 10% and staff turnover reduced 

 Enhanced finance reporting through focus on productivity, utilisation, resource 

planning and client contribution – consequence improved profit margin growth of 5%   

 

A brief overview of business / team strategy: 

The world is changing. Arguably, in many ways, not for the better. We know that brands 

have the potential to influence change for good. Therefore, in 2017, we decided it was our 

responsibility to focus on putting our own values into action.  

The only way we can do that is with a solid team that feels heard and empowered. Our 

people are our priority and our objectives echo that: 

 Recognise talent and build teams that play to people’s strengths 

 Improve staff performance, utilisation and the quality of our work through robust line 

management and training 

 Develop desirable business opportunities through nurtured relationships  



 Record, monitor and challenge over-service to grow profit margins and rates across 

all budgets  

Put simply: enable our team to deliver within positive client – agency relationships to better 

our businesses. 

 

A summary of commitment to CPD and professionalism: 

The world isn’t the only thing that has changed. Our industry continues to evolve and it is 

important that we as an agency echo its transition. While this has included the recruitment of 

key specialists, we felt a greater priority to up-skill our team to ensure they reach their full 

potential and in turn, help us grow our business.  

We increased our training and development budget to £24,000 for the year to ensure 

resource was available to make this happen. 

We took the decision to abolish annual in favour of quarterly reviews; supported by weekly 

catch-ups to adapt and develop objectives that support employee progression.  This ensured 

a constant dialogue to guarantee we were delivering for our team, so they would deliver for 

us.  

External training with the CIPR, plus bodies with courses relevant to the changing nature of 

our work – including design, photoshop, videography and paid spend for social – are made 

readily available. 

Our senior management team run weekly in-house training sessions on a broad range of 

topics and we tap in to Weber Shandwick’s experts from across the globe.  

2017 saw us host four PRCA training programmes, in return for placing two team members 

in every session. 

 

A summary of recent outstanding achievements, including client list growth / 

retention:  

Our people-first approach paid off. 2017 was a record year: 

 15 new account wins 

 1.2M in new business (a 75% conversion rate and additional 41% in fees) 

 Promoted more staff than ever before  

 Welcomed back two team members  

 Reduced staff turnover 

 Grew digital offering from a non-billable team of one to a highly billable team of four 

 Won x3 6+ figure accounts  



 20 industry awards won including Best is Show at the EMEA Sabre Awards (the 

overall winner of all category winners – the very best campaign of the year by anyone 

in EMEA) 

 
 

A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

Iceland was set to eliminate plastics from its own-label products. The campaign needed to 

maximise impact and mobilise support.  

We conducted a consumer survey – eager to demonstrate the concern around plastics was 

not limited to the middle class ‘Waitrose’ shopper. 

The results from the 5,000 respondents (issued a week before the announcement) 

demonstrated that 81% of people would support Iceland’s pledge. 

Pre-briefing ahead of Theresa May’s 11 January call for action within 25 years secured 

Government support for Iceland’s commitments. Iceland launched the following Tuesday, 

saying it would deliver plastic-free across its own label products in five. 

After a series of intense meetings, the campaign was aligned with Greenpeace, with 

Executive Director John Sauven so engaged that he agreed to go on the record in support 

and ensured the details were shared with the movement’s bank of key influencers. 

The comprehensive media campaign included three far-reaching exclusives; including front 

page with the Daily Mail, a newspaper that had run its own anti-plastics campaign and was 

eager to participate. 

Other outputs included a robust, environmentalist-focused influencer programme, briefing 

activity for Iceland suppliers, content for social and weekend national press ad placement. 

Announcement aired by 62 broadcast shows (118.9M reach) and 250 radio shows covered 

the story (167.5M listeners), with 27 broadcasting interviews  

156 pieces of press coverage, including every national newspaper (181.7M OTS) and 314 

pieces of online coverage 

The campaign made this critical, anti-plastic move more than a news story; the result was a 

cultural and political milestone. Coverage across the media was quickly followed by real 

change: 

 in the supermarket sector – action announced by Asda and Waitrose 

 in the supply chain including switches in capital investment 

 in iconic UK institutions – including the Royal Family, the BBC and the Church of 

England; in their policies and practices 

Public support secured from Greenpeace, Friends of the Earth, the UK Department for the 

Environment, Food & Rural Affairs (DEFRA) and Theresa May during Prime Minister’s 



Questions. Since the announcement, 200 Members of Parliament have lobbied for all other 

supermarkets to collaborate and join Iceland’s pledge. 

A negative issue for Iceland was transformed into an opportunity to enhance its ethical 

credentials. Within a few days of the announcement, research showed that the number of 

people who viewed Iceland as the most environmentally friendly retailer rose from 3% to 

15.2% (highest in sector). 

 


