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HARD-HITTING

All great intel starts with basic, but important, questions like: why, how, when, and who? So, apply those to your IMTS social
media experience.

Why?

Social mediais an
affordable, accessible way to
reach customers you might
not meet otherwise. Take
advantage of this networking
opportunity!

How?

You don’t need all the social
media channels to take
advantage of their power. If
you’re looking to build a
following, pick a couple of
key platforms to build on and
start with some great IMTS
content.

When?

It is never too early to start
posting about your IMTS
booth. But, best to start now
in the show year and build
excitement and anticipation
for what is to come at your
booth.

Who?

The customer may not
always be right, but they are
always key. Who is your
primary customer? What
platforms do they use? What
kind of content do they like?
These are all things to
consider.



HOW DID
WE DO?

We used our socialsin a
bunch of different ways
leading up to and during
IMTS. We launched multiple
new original programs, put
out a lot of social-exclusive
content, and celebrated the
city of Chicago.

We worked with our
Marketing team to create
social graphics to highlight
key facts and attendee
experiences about how the
show has helped them
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INTERNATIONAL MANUFACTURING TECHNOLOGY SHOW
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91%

OF VISITORS FIND NEW
PRODUCTS OR IDEAS AT IMTS

REGISTER TODAY

imtschicago

imtschicago What do you hope to find at IMTS 202
plenty of things to choose from and our audien
IMTS attendees repert finding new solutions, pro
to help advance their business.

Iy/30anLQl today to register and join us

9 - 14 in McCormick Place, Chicage. #IMT52024

ricknefflic Makes you wonder about the other 9%. See you in
Chicago!

82w Reply

tajinder_bhoday Plenty of ideas and research innovations to
interact with the global leaders of future technology
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CHI-TOWN IS
OUR TOWN

We have been holding the show
in Chicago for over 50 years

and there is so much culture,
food, and experiences to have
while in the city and we wanted
to highlight things attendees
and exhibitors could
experience themselves during
the show.

*

LOCALS

0 imtschicago
Original audio

0 imtschicago A little birdie told us to head downtown to
@vacohotels for our latest episode of Chicago Locals! Built
originally in 1942, AMT's Melissa Garretson is back to take us on
a tour of Voco and it's @holidayinn counterpart (half of the hotel
is Voco and the other half Holiday Inn). With over 500 rooms and
a focus on sustainability, Voco is a must stay in Chicago!
#IMT52024 @choosechicago

Watch all about Voco in the latest episode!
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WE’RE HERE TO
HELP!

IMTS is a lot of moving parts
(and people), so we launched
IMTS Preview Days and Tuesday
Tips. Preview Days highlighted
different parts of the show,
such as conferences and
attractions, and gave a face to
those areas of IMTS, which
Michelle Edmonson hosted.
Tuesday Tips was a social-
exclusive series of short videos
covering essential information,
like shuttle schedules, housing,
and registration!

0 imtschicago

©

imtschicago The next episode of IMTS Preview Days is coming
up on Monday 8/19! Tune in to see Michelle Edmonson sit down
with the VP of Membership and Sales, Bill Herman, Director of
Exhibitions Operations, Allison Konczyk, and Associate Content
Manager, Ramia Llyod to find out about membership
opportunities, how to get around and to IMTS and all of the best
#chicago hot spots. Brought to you by @okumaamerica and
@autodesk, make sure to catch it here on Monday!

in our bio!
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IMTS KEY TIPS

There are a lot of things you can do at the show to enhance your social media presence at IMTS. Keep in mind these key tips to help you get the

most out of your time at the show!

HASHTAGS

Using key hashtags like #IMTS
or #MTS2026 will make it
accessible to anyone
interested in IMTS or keeping
up to date on what is going on
at the show

CONSTANT
PRESENCE

During the show, make sure to
keep a consistent flow of
content: lives, stories and
posts with photos of the show.
Make sure to post your booth
number so show-goers can
find you!

CREATE
EXCITEMENT

Use things like #flashbackfriday
or #throwbackthursday to create
build-up to the show. Or maybe
show a sneak peek of what
you’re bringing to IMTS.

USE AMT AND
IMTS

We have a constant flow of
content leading up to the show
and the week of. Monitor our
platforms and if you’re tagged or
your industry is mentioned,
share the post or create one
connected to it and tag us!



THE BASICS

Social media has four
main platforms that
customers regularly
access. But how are
they different? Why
does that matter?

LINKEDIN

* Specifically designed for connections

* Professional language is best

« Companies have a 2x higher conversion rates on LinkedIn
compared to other platforms

FACEBOOK

Probably where you will have the most followers

Less likely to have engagement

81.8% of users access Facebook on mobile only

Family and friends’ posts are prioritized by FB’s algorithm over
businesses, even if they follow you

TWITTER/X

* Bestplace for conversational language
> Don’t be afraid of photos or gifs
* 10% of users are responsible for 92% of all posts

INSTAGRAM

*  90% of users follow a business

* Itiscommonly used in off-hours, but has peak morning times
during the week

* Carousels of photos are always best. If they don’t go through all
the photos, it will come up first in their feed next time they open it.



LINKEDIN

 Key Demographics
* People aged 25-34 years old account for 60% of users
* Men account for 43.7% of users and women 56.3%.

FACEBOOK

 Key Demographics:

* Males account for 43.7% of users and women for 56.3%

* Usersaged 25-34 account for 29.4% of users, the highest of
any age bracket

DEMOGRAPHICS TWITTER/X

* Key Demographics
* 53.75% of users are under the age of 35
* Females account for 36.3% of the demographic, while males
account for 63.7%.

INSTAGRAM

 Key Demographics

* Males account for 51..8% of users and females account for
48.2%

* Mostusers-30.3%- are within the 25-34-year-old age range




YOUTUBE

 Key Demographics
* People under 35 years old account for 36.8% of users
e Men account for 45.6% of users and women 54.4%.

DEMOGRAPHICS

TIKTOK

 Key Demographics:
* Males account for 54% of users and women for 46%
 Usersaged 18-24 account for 21% of users, the highest of
any age bracket

* Over 35% of social media marketers say short-form video offers
the highest ROI of any social content format




KEY

There are a lot of tips and tricks that
you can use in social media, but
these three categories are key to
creating a consistent brand voice.
Some additional tips: don’t be afraid
to use utilize your subject matter
experts and make sure to interact
with comments on your posts as
well as like or comment on your

posts that people share.

HASHTAGS

Most useful on Twitter on Instagram

Use 1-2 on Twitter/X and between 3 and 10 on Instagram

You can either use a hashtag in the caption or put it into the first
comment on the post, but brands see the most success with
keeping it in the caption

Fact: Tweets with more than 2 hashtags have 17% less
engagement

TAGGING

Tagging people or businesses in your posts will drive up
engagement

It brings your posts into the feed of people who might not usually
see them

It encourages the people tagged to share and engage with the post
as well

Fact: Tagging other users can increase engagement by up to 56%.

LANGUAGE

Write as you speak. In the age of Al, people will want to hear a
human voice coming through

Try not to use too much slang or technical terms, because studies
show that about 38% of users will unfollow a brand if they use too
much slang



HOW CAN YOUR
ORGANIZATION
HELP?

Social media is a team sport. For
example, while there may only be
one or two people running the
channels themselves, AMT uses
content and articles to drive people
back to our site and to sign up for

events like MFG or IMTS.

WHAT ARE YOUR GOALS FOR SOCIAL MEDIA?

* What audiences are you trying to reach?
* Do youwantto drive them back to content or to your website?
* Do youwantthem to sign up for a newsletter or service?

HOW CAN THE ORGANIZATION FURTHER
YOUR GOALS?

* Keep track of what content performs best and relay that back to
any content groups or content-focused employees working on the
social channels.

TEAMWORK=SUCCESS

 Content and social media teams working together expand
audiences and put your content in the feed of people who may not
know of your company but need your products or services.

* Always be open to new suggestions and working with subject
matter experts to expand your customer base and create a unique
brand.




ADDITIONAL KEY INFO

Know your audience! What
demographics are you trying
to reach? What platform is
best for that?

People buy with emotion and
verify with fact. People like to
feel something so don’t be
afraid of it. But always fact
check!

Posts with photos or links
perform significantly better
than one’s without. Good text
is important, but good text
with pictures is even better.



* Don’t be afraid to work with other booths or brands to create a photo, video,
or a live and tag each other to bring awareness of your brand to people who

might not normally see it!

ADDITIONAL

TA K E AWAYS * Keep up the momentum you create at the show by sharing photos you take

(so take lots!) at the show. We have lots of videos on our Youtube that can

be shared and tagged, even after the show.




WHY DOES

MATTER?

Social media has lots of uses but a few key points about why having an active social presence is important.

BRAND
AWARENESS

Active social media profiles give
people a chance to see your
brand and gain interest in your
products. They can’t buy what
they don’t know.

HUMANIZATION
AND TRUST

People like brands they can connect
with. Putting out profiles or articles
about humanitarian efforts works
well with most audiences. Brand
trust is at an all-time low, so the
more you can relate and create
authenticity, the better.

AUDIENCE
DEVELOPMENT

Social media is there to create
connections, but as digital burnout
has risen, converting online
interactions into in-person
interactions is key. Social media is
the door, and human interaction is
the key.



When you’re surrounded by people who share a passionate

commitment around a common purpose, anything is possible

- Howard Schultz
Former Chairman and CEO of Starbucks



Let’s Connect on LinkedIn!

Elissa Davis

Senior Audience Development Specialist
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