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Look out in the newsagents… for coverage of the homeform Brands. check the august 

issues of : ideal home • the home • tesco magazine, which should Be on sale from 1 July.

Public relations plays a major role in getting the HomeForm 

brands into customers’ minds during the Sales and throughout 

the year. When you read stories about the Company’s products in 

the lifestyle mags, chances are it was Willoughby PR that made it 

happen. Account Director Kelly O’Hanlon shows how it all works

happen. Account Director Kelly O’Hanlon
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“T
he decision to buy a kitchen, he decision to buy a kitchen, 
bathroom or bedroom can be a bathroom or bedroom can be a 
long process and customers need long process and customers need 
inspiration, advice and guidance. inspiration, advice and guidance. 
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be, so our first task was to improve be, so our first task was to improve be, so our first task was to improve be, so our first task was to improve 
the customer’s perception through the customer’s perception through 
the media.

We’re getting a bigger share of We’re getting a bigger share of 

space. Ideal Home recently had a 
spread of around seven or eight 
pages and they came to us 
to provide expert comment 
– all the magazines and 
newspapers love to have 
expert comment, so we 
always make sure we have 
lots to give!

In the past year, we have 
achieved 387 pieces of coverage 
for HomeForm and its brands.

The key is getting the right journalist contacts, The key is getting the right journalist contacts, The key is getting the right journalist contacts, The key is getting the right journalist contacts, 
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they can digest themselves, and then others want they can digest themselves, and then others want 
quick facts. So you’ve got to be on the ball and quick facts. So you’ve got to be on the ball and 
understand the needs of the particular journalist understand the needs of the particular journalist 
or title you’re working with.

And we’ve got to make sure we’ve got a great And we’ve got to make sure we’ve got a great 
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because lot of the lifestyle magazines are image-because lot of the lifestyle magazines are image-
led.”
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summer 
sale “Having Laurence on board really helps. Last year’s Inspiration Tour was particularly helpful for getting coverage in the regional press who were excited that he was visiting their town. That’s really good for getting local people into the Showrooms, whether to meet Laurence on the day, or afterwards because they’re more brand-aware.We get lots of coverage in the home interest press anyway, but having Laurence on 

board certainly helps to open more doors.”
the first date of the inspiration tour was the day before Kelly’s wedding! 
for months beforehand, Kelly was planning both at the same time. Luckily, 
someone else was able to stand in for her at the Showroom
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keLLy o’hanLon,  
account director
l oversees the whole operation
l plans strategy and campaigns 
for year
l negotiates LLB-related activity
l prepares end-of-year reviews and 
proposals

emma Vaughan,  
account manager
l LLB contact – anything that he 
needs to see goes through emma
l manages individual brand 
campaigns
l Leads the media relations and 
plans press briefings
l monitors coverage of rival brands

rebecca wan,   
account executiVe 
l Helps with the tweets and blogs
l  writes press releases and expert 
comment
l Daily contact with the press to 
secure coverage 
l compiles weekly coverage reports 
for Homeform marketing

hoLLy Jones,   
digitaL account executiVe 
l oversees twitter and blog activity
l prepares weekly online summary 
for the Homeform marketing
l checks social media for negative 
mentions for customer services
l responds to tweets and builds 
follower base

Meet the team
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emma flicks through the magazines to check 

coverage of Homeform brands - and the competition
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