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EXPERIENCE THE POWER OF LIVE EVENTS

PR - the what, when,
who, where and why
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Welcome to the FaceTime PR guide, which we’ve put
together to give you a better understanding of how PR can
4 be used to maximise your ROI at an event.
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A solid PR campaign can
include some, or all, of these
elements. Which you opt for
will depend on what type of
business you are, who your
target audience is, which
channels are best suited to
reach them and how much
budget you have.

For example, if your company
sells beauty products, then
an influencer campaign on
Instagram (paid) combined
with reviews in lifestyle
magazines (earned) could
work best. If you sell
manufacturing services, then
trade coverage (earned) plus
content (owned) may work
better for you.

THE CHANGING WORLD OF PR
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SET YOUR
OBJECTIVES

Before you create your
event PR plan, always
set your objectives. It’s a
good idea to work hand-
in-hand with your sales
and marketing teams

to ensure the whole
company is aligned.

Are you a new brand
launching to the industry?
Do you have new
products or services to
shout about? Are you
releasing vital trend
research that will make
your industry sit up and
take notice? Are you
premiering a state-of-the-
art development?

Creating your exhibitor Facgr%g
PR campaign

IDENTIFY WHO YOU NEED TO TALK TO

Identify who your customers are and be as specific as you can. This should
be relatively straightforward because they should mirror the event’s visitor
audience. For example, are they 16-24 year old gadget obsessives? Are
they fitness junkies? Are they art dealers with billionaire clients? Are they
technology buyers with £1 million budgets?

This step will impact
every other element of
your PR campaign.
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Getting your message across Facgr%g

CONCLUSION

¢ Plan, plan and plan again

* Work closely with sales
and marketing to set your
objectives, messaging and
tone of voice

* Be clear about what you
want to say, to whom, how
and when

* Piggyback on the event’s
PR machine to maximise
impact and ROI

* Monitor coverage and
keep the conversation
going post-event
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