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The key is getting the right journalist contacts,
but all journalists and titles have different ways of
working so you have to get to know them all. For
example, some titles are working six months in
advance, but newspapers might need something
that day. And some journalists prefer things to be
written so they don‘t have to change anything,
while others want reams of information that
they can digest themselves, and then others want
quick facts. So you've got to be on the ball and
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
set of photography to supply to journalists
because lot of the lifestyle magazines are image-

be, so our first task was to improve

the customer’s perception through
the media.
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LOOK OUT IN THE NEWSAGENTS... FOR COVERAGE OF THE HOMEFORM BRANDS. CHECK THE AUGUST
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IDEAL HOME « THE HOME « TESCO MAGAZINE, WHICH SHOULD BE ON SALE FROM 1 JUL

Meet the team

KELLY O’HANLON,

ACCOUNT DIRECTOR

@ Oversees the whole operation
® Plans strategy and campaigns
for year

® Negotiates LLB-related activity
® Prepares end-of-year reviews and
proposals

EMMA VAUGHAN,

ACCOUNT MANAGER

©® LLB contact - anything that he
heeds to see goes through Emma
® Manages individual brand
campaigns

® Leads the media relations and
plans press briefings

@ Monitors coverage of rival brands

REBECCA WAN,

ACCOUNT EXECUTIVE

® Helps with the tweets and blogs

® Writes press releases and expert
comment

® Daily contact with the press to
secure coverage

® Compiles weekly coverage reports
for HomeForm Marketing

HOLLY JONES,

DIGITAL ACCOUNT EXECUTIVE

® Oversees Twitter and blog activity
@ Prepares weekly online summary
for the HomeForm Marketing

® Checks social media for negative
mentions for customer services

® Responds to Tweets and builds
follower base
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