Bringing Stobart to the
Stock Market

Haulier Eddie Stobart was set to
become more thanjusta trucking
company through a proposed merger
with Westbury Property Fund to
createanintegrated transportand
logistics groupwith alisting on the
London Stock Exchange (LSE).

Representing both parties,Lansons
Communicationswas briefed toraise
the profile of the group asa public
company,by exploiting the Stobart
brand while ensuring coverage
reflected Westbury’srole.

Despite the Eddie Stobart brand,
itwas feared the £138m transaction
was notsignificantenoughto
generate substantial coverage in the
businessand City press,so Lansons
alsotargeted the broader consumer,
regional and broadcast media.

National newspapers from the

Financial Times to The Sunwere
verballybriefed,while model trucks
wereissued toallmediaand
analystsas gifts.On the dayof the
announcement of the merger,the
newmanagement team arrived at
the LSEin a Stobartlorrydriven
bymanaging director William
Stobart,who parked the vehiclein
Paternoster Square.Celebrity ‘Stobart
spotters’were used to give the story
a personal perspective.

By parking an Eddie
Stobart lorry outside
the LSE for a day,
Lansons secured
extensive coverage for
a relatively small IPO
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Lansons supplied B-roll footage
of Stobart facilitiesand management
interviewstonewsoutletsto
demonstrate the inter-modal
nature of the group,which would
involve waterwaysand rail aswell
asroad haulage.

Leverage of the Stobart brand
ensured arelativelysmall dealbecame
thelead businessstory of the week,
breaking online and across consumer
andbusiness broadcast media,
followed by extensive coveragein the
Cityand business press.Cartoons

appeared in The Timesand The Guardian.

National business coverage was
positive,reflecting the nature of the
enlarged companyandwhateach
businessbrought tothe deal.

Stobart Group CEO AndrewTinkler
says: ‘Lansons planned thoroughly
and delivered awell-structured
daythat metall of the campaign’s
objectives.The resultswere
widespread,and more importantly
reflected the messages that we set out
toputacross.
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