
The Warehouse wanted to raise awareness of their sales during key 

events throughout the year, such as Back to School, Easter, 

Halloween, Christmas, and more and encourage readers to shop at 

The Warehouse. 

To achieve this, we developed an annual multi-platform strategy, 

promoting each event across print, online, and social media through 

multiple publications to maximise reach and awareness.

These campaigns were a success due to:

• Always-on presence: By aligning with key retail moments like 

Back to School, Easter, Halloween, and Christmas, the campaigns 

ensured The Warehouse stayed relevant during high-intent 

shopping periods.

• Multi-platform approach: These campaigns reached across print, 

online, and social media ensuring broad visibility. 

• Strong engagement: The campaign delivered strong engagement 

across digital channels, with content outperforming benchmarks 

and driving high levels of interaction and traffic.

• All the online sponsored content gained over 12,100 page views 

with majority of them performing above average.

• These campaigns reached over 131,000 users on social media and 

garnered over 256,000 impressions and achieved more than 5,165 

link clicks.

The Warehouse Sales 
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Shark wanted to bring awareness to their Cordless 

PowerDetect Clean & Empty System by showcasing how 

its innovative ‘Reverse Clean Technology’ doubles 

cleaning efficiency, capturing dirt and debris in both 

forward and reverse motions, and offering a smarter, 

more effective way to clean.

To achieve this, we promoted the vacuum in Woman’s 

Day and New Zealand Woman’s Weekly through editorial 

mentions and an interview with nanotechnologist, Dr. 

Michelle Dickinson, educating readers on how this 

vacuum makes cleaning effortless and effective. 

The campaign was a success due to:

• Highlighted Main Feature: Highlighted Shark’s 

innovative ‘Reverse Clean Technology’ that doubles 

cleaning efficiency, offering a smarter, more effective 

cleaning solution.

• Strategic Targeting: Promoted in Woman’s Day and 

New Zealand Woman’s Weekly, reaching household 

decision-makers who are likely to purchase cleaning 

products.

• Expert Endorsement: Dr. Michelle Dickinson, a 

nanotechnologist, provided credibility and educational 

value, showcasing the vacuum’s benefits and making 

cleaning seem easier and more effective.

• This campaign through print reached 377,000 main 

household shoppers and 611,000 AP15+.

Shark’s HydroVac
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It’s no secret that Kiwis have embraced the mix of working in the 

office, at home and on the go. However, one of the biggest barriers 

to enjoying hybrid working is not having the right set-up, not 

everyone has a room to dedicate to being a home office. Logitech 

promoted their Casa pop-up desk as the solution, which includes a 

laptop stand, keyboard, and wireless touchpad to create a 

seamless workspace.

To achieve this, we interviewed flexible work specialist Gillian 

Brookes, who shared expert tips on maximizing hybrid work with 

the Casa pop-up desk. The interview was featured in Woman’s 

Day, targeting busy household decision-makers to help them work 

more efficiently, no matter where they are.

The campaign was a success due to:

• Strategic Targeting: Being placed in Woman’s Day targeted 

busy household decision-makers who are often responsible for 

purchasing decisions in the home.

• Relevant Solution: Logitech’s Casa pop-up desk provided a 

practical solution for those facing this issue, making it highly 

relevant to their needs.

• The online sponsored content gained 916 page views, 

outperforming the average by 6%.

• This campaign through social media reached over 29,000 users 

and gained over 52,000 impressions. As well as getting 837 

link clicks. 

Hybrid work with Logitech
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Samsung launched their Bespoke Jet vacuum, combining 

cutting-edge technology with effortless usability - even cleaning 

up after itself.

To reach the household shopper, we promoted the vacuum in 

Woman’s Day and The Australian Women’s Weekly NZ through 

editorial mentions and a sponsored content article. These 

placements highlighted its standout features and benefits, 

educating readers on how the Bespoke Jet makes cleaning 

easy, effective, and perfect for busy households.

The campaign was a success due to:

• Highlighted Main Feature: Highlighted Samsung’s 

innovative ‘cleaning itself’ feature that automatically empties 

the dustbin into a docking station, reducing mess and 

contact with dust for a hands-free clean.

• Strategic Targeting: Promoted in Woman’s Day and The 

Australian Women’s Weekly NZ, reaching household 

decision-makers who are likely to purchase cleaning 

products.

• Consumer Education: The content not only promoted the 

product but also educated readers on the benefits of 

advanced home tech, positioning Samsung as a leader in 

innovation for modern households.

Samsung’s Cordless Bespoke Jet Vaccum
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STIHL wanted to raise awareness for Chainsaw Awareness Week 

and highlight the importance of revving up protection to reduce the 

risk of injury. According to ACC data from 2024, there were 895 

chainsaw-related injury claims, with women chainsaw users making 

up a surprisingly high proportion.

To help educate our audience, we shared chainsaw safety tips and 

tricks across print, online, and social media platforms. As part of the 

campaign, we also ran a giveaway competition where we gave 

away a STHIL safety bundle to further engage readers and 

encourage safer chainsaw use.

The campaign was a success due to:

• Audience Education: By sharing tips and safety advice across 

multiple platforms, this effectively educated both new and 

experienced chainsaw users, particularly resonating with the 

household shopper and the growing number of female users 

taking on outdoor and DIY tasks.

• Strong Engagement: This campaign gained strong 

engagement, highlighting the audience's interest in learning 

chainsaw safety, with significant interaction across both the 

online and social media platforms.

• The online sponsored content gained 2,700 page views 

performing 49% above average, as well as gaining 802 

competition entries.

• This campaign reached over 67,000 users on social media, 

performing 69% above average. It garnered over 127,000 

impressions, 63% above average, and achieved more than 

2,400 link clicks, 53% above average

STIHL Chainsaw Safety Awareness
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Flybuys wanted to celebrate its legacy as New Zealand’s first and 

largest loyalty programme while informing members of its upcoming 

closure. To achieve this, we created sponsored content that 

highlighted the programme’s impact on Kiwi households and 

encouraged readers to redeem their remaining points.

To showcase the variety of rewards available, we enlisted Anna, our 

Beauty Editor, and Seb, Woman’s Day Editor, to browse the Flybuys 

website and share their top picks, enticing readers with 

recommendations to inspire them to make the most of their points 

before the deadline.

This campaign was a success due to:

• Authentic recommendations: Using familiar editorial voices like 

Anna (Beauty Editor) and Seb (Woman’s Day Editor) adds 

credibility and makes the content feel more authentic.

• Emotional connection: By celebrating Flybuys’ legacy, this 

campaign taps into nostalgia and trust, particularly among main 

household shoppers, who have used it for years.

• This campaign through print reached 347,000 main household 

shoppers and 588,000 readers AP15+.

Flybuys Closing Down Clear-out 
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During the Covid-19 lockdown in New Zealand, dog adoptions surged, 

with over a third of Kiwi households welcoming one into their home. 

But Nexgard wanted to remind readers that adopting a dog is a lifelong 

commitment, not just a response to the pandemic.

To support this message, we created a series of sponsored content 

articles offering practical tips and guidance on how to properly care for 

their pooch while incorporating Nextgard’s products.

This campaign was a success due to:

• Educational content: By offering helpful, easy-to-follow care tips, it 

positioned Nexgard as a trusted source for responsible pet 

ownership.

• Timely and relatable: It tapped into a real behavioural shift during 

lockdown, making the message instantly relevant to a large 

audience.

• Seamless product integration: Nexgard’s products were woven 

naturally into the content, reinforcing their value without feeling 

overly promotional.

Nexgard Spectra Puppy Love  
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