
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. 
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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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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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