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Brief and objectives: 
How do you catapult an Anglo-Indian industrialist from relative unknown to the Platts Global 
Metal Awards‟ CEO of the Year? How do you position a business to lead the most crucial 
economic debate of last year and manage messages sensitively when thousands of 
steelworkers hang on your every word? How do you coordinate scores of high-profile 
interviews across time zones with a small team? This was the Liberty House story of 2016-
2017. 
 
From its foundation in 1992 until 2015 Liberty House was almost exclusively a commodities 
trader, building a global business but still virtually unknown outside the trading community 
and specialist media. From late 2016 onwards the group‟s founder Sanjeev Gupta began 
buying UK energy, metals and engineering assets, backed by a new „green steel‟ business 
model and aiming to revive struggling enterprises. To succeed, it needed to build its profile in 
the UK and win the confidence of financial backers, public policy makers, industrial 
communities and trade unions. 
 
Objectives 
 

1. Reposition Liberty as a leading „international metals and industrials group‟ rather than 
simply a commodities trader 

 
2. Position executive chairman Sanjeev Gupta as a visionary entrepreneur bringing 

hope to ailing sectors 
 

3. Influence decision-makers in areas such as energy policy and industrial strategy, 
building recognition for Liberty as an investor, supplier and partner with government. 

 

Rationale behind campaign, including research and planning: 
Our communications strategy aimed to optimise the media potential of every investment the 
company made and put the business right at the heart of the running story about the decline 
of steel and heavy engineering in the UK. 
 
Each acquisition included a high-profile initial announcement, followed by an event to 
celebrate the „rescue‟ and then follow-up stories showing the recovery plus one-to-one 
interviews on broad strategy, facility visits and opinion editorials on the low-carbon business 
model. Our key targets were publications e.g. FT, Telegraph, Times, Economist as well as 
national broadcasters in order to influence City and political decision-makers. At the same 



time we nurtured relationships with the tabloid publications with big circulation in steel 
communities. 
 

Strategy and tactics, including creativity and innovation: 
By reaching out to key journalists we ensured Liberty was seen as media-friendly. This 
helped deflect potential scepticism when this relatively small business sought to acquire big 
assets around the country, especially its audacious bid to buy all of Tata Steel UK‟s assets 
that were put up for sale in May 2016. 
 
Almost without exception Liberty‟s interest was greeted positively in the media, which 
resulted in senior directors gaining access to crucial meetings with Government Ministers. 
Though Tata ultimately removed the business in its entirety from sale in July 2016, Liberty‟s 
credentials had been clearly established through effective media briefing over three months 
and this laid the ground for later successful attempts to buy crucial parts of Tata, with the 
blessing of trade unions. 
 

Implementation of tactics: 
By capitalising fully on the UK national media potential of its investments the company was 
well-positioned to secure support from Scottish and Welsh Governments for projects in those 
nations. This included Scottish Government guarantees that allowed the purchase of plate 
mills in Lanarkshire and an aluminium smelter in the Highlands. With the high-profile 
involvement of Nicola Sturgeon & Carwyn Jones as well as their ministers, Liberty‟s plans 
received continuous positive coverage. 
 
Liberty‟s messages on regaining competitiveness through „green‟ production and vertical 
integration of steel and engineering received even more coverage post-Brexit vote, while 
Liberty continued to make headlines by aligning its message with the Government‟s new 
industrial strategy. 
 

Measurement and evaluation: 
Objective 1 
 
Output: In pure media relations terms; 4,283 pieces of coverage between June 2016 and 
June 2017 in UK print and online outlets and news platforms in Middle East, India, Australia 
and USA, with broadcast coverage in excess of 200 pieces globally. By second half of 2016 
and early 2017 media consistently referring to Liberty as a „metals and Industrials group‟. As 
few as 12 pieces were negative or sceptical and in excess of 1,000 were positive and 
contained Liberty‟s key messages. 
 
Output: The PR team secured in-depth interviews, features and profile pieces in both 
upmarket and popular national titles including The Times, Guardian, Independent, the „i‟, 
Financial Times, the Sun and Daily Mail. Radio 4 broadcast a 30-minute documentary on the 
Chairman and BBC TV has been filming a similar documentary to be broadcast later this 
year. Sky is in the early stages of a special report on the Group‟s proposed investment in the 
USA. 
 
Output: Liberty‟s acquisition of new assets CovPress, Fort William Smelter and Tata 
Speciality in Yorkshire greeted very positively by workers 
 
Output: Positive reception for Liberty‟s interest and subsequent acquisition of major industrial 
assets in USA and Australia (despite little industrial experience) 
 



Outcome: High-profile industry figures taken senior positions within Liberty- Michael Morley, 
Rene Baars, Mel Wilde and Gavin Houghton. 
 
Objective 2 
 
Output: Feature article headlines included: 
&#61656; “Britain‟s new king of steel‟ – Mail on Sunday 
&#61656; Platts Global Metal Awards - CEO of the Year 
&#61656; “How to be a 21st century industrialist” – City AM 
&#61656; “Gupta puts new steel in UK bike production” – Sunday Telegraph 
&#61656; “We owe a great debt to Sanjeev” – Express and Star 
&#61656; “Liberty Group‟s Sanjeev Gupta is seen by some as the man to save UK 
manufacturing” – Daily Telegraph 
 
Outcome: Major business media routinely seeking Liberty‟s input to their industrial reporting 
– eg both FT and Bloomberg asked chairman to give correspondents face-to-face previews 
of Liberty plans for 2017. 
 
Objective 3 
 
Output: Increased opportunities to meet ministers to argue case for industry reforms 
including Nicola Sturgeon, Anna Soubry, Fergus Ewing, Carwyn Jones. 
Outcome: Created partnerships with aforementioned ministers, leading to them working with 
us on press events and supportive media comments, positioning Liberty as government-
supported. 
Outcome: UK Government using Liberty to illustrate Industrial Strategy in action. (ref: 
Business Minister Nick Hurd speech at Coventry 23-2-17) 
Outcome: Scottish First Minister referring to Liberty Steel within her campaign for the 2017 
general election (ref: Nicola Sturgeon‟s column in Evening Times 16-5-17) 

 

Budget and cost effectiveness: 
With no internal PR resource in Liberty, a four-strong team at Working Word provided 
ongoing 24-hour international press office for Liberty and sister companies SIMEC and 
Wyelands Bank, in addition to delivering a proactive media relations campaign that 
generated unprecedented levels of positive coverage that positioned the business to make 
successful UK investments exceeding £500 million. 
 

Fees and costs for period June 2016 – June 2017 was £105,823. 

 


