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Shark Beauty FlexStyle

Be in to win your own Shark FlexStyle

One lucky person will win the Shark FlexStyle Air Drying & Styling System

Shark is best known for their floor care appliances. Check out Anna’s review below: vty 5 | @) oo
But when they took their hair care market into New E e & o

%

Zealand with the Shark FlexStyle, they faced a
tough challenge by breaking into a competitive
space and convincing consumers to see them as
more than just a vacuum brand.
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To shift perceptions and build credibility, Shark
needed a standout strategy. To achieve this, we
created a ‘Tried & Tested’ sponsored content with
Woman’s Day, and not only showcased the
FlexStyle’s performance but also gave readers a
chance to experience it firsthand with an exciting
giveaway - sparking curiosity and engagement.

Beauty editor Anna Lee has gotten her hands on the cult Shark FlexStyle
Air Drying & Styling System and put it to the test. Read her review and see
whether the “it girl” beauty tool is really worth the hype

We have one Shark FlexStyle Air Drying & Styling System. worth
$559.99, to give away!

The campaign was a success due to:
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* High engagement: 2,100 article views and 754
competition entries.
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» Exclusive prize: The Shark FlexStyle proved to
be desirable for our audience.

» This campaign through print reached 667,000
females 25+ on average 2.0 times.

* This campaign through social media reached
over 46,600 users as well as gaining over
75,500 impressions.

There is still time to enter our
Shark FlexStyle giveaway, plus
read our beauty editor’s review
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Age Pertfect with L’Oréal

L’Oréal wanted to drive purchases from their Age Perfect
range by targeting women 40+ for those starting to notice
signs of aging and looking to bring brightness back to their
skin.

To inspire our audience in an authentic way, we needed a
voice they could relate to - someone who embodied
confidence and aging gracefully. We invited Marilynn
McLaclan, head editor of NZ Woman’s Weekly, who was
not only turning 50 but embracing it with confidence.

By making her the face of the campaign, we created a
powerful, relatable connection that encouraged women to
celebrate their age and invest in their skin with the L’Oréal
Age Perfect range.

The campaign was a success due to:

* Relatable Content: Marilynn as the face of the
campaign connected with the target demographic,
staying authentic to their interests and needs.

» Timing: This campaign was live before the festive
season, capturing attention when consumers seek
premium self-care products and gift ideas.

» This campaign through print reached 636,000 females
40+ on average 4.23 times.

* This campaign through social media reached over
46,100 users as well as gaining over 85,600
impressions.
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Empowered & thriving!

PERFECT AT ANY AGE

Weekly editor Marilynn bravely shares her bold new approach to living her best life at 50 and beyond
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This year New Zealand Woman's Weekly editor Marilynn McLachlan hit a birthday milestone and
with that her perception of aging shifted.
She shares why she decided to embrace aging with optimism and confidence, rather than wage
an unwinnable battle against time.
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Aging with confidence and optimism
Marilynn turned 50 and decided that rather than wage an unwinnable batle...
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Woman's Weekly editor Marilynn McLachian hit a
birthday milestone and with that her perception of aging
shifted

She shares why she decided to embrace aging with
optimism and confidence. rather than wage an

unwinnable battle against time
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RESTORE
YOUR GLOW

As we age, our skin becomes
thinner and more fragile, which
can leave us looking was

aut. Specificlly formulated to
meet the needs of mature
skin, the LOréal Paris

ge Perfect Golden

density and reviveits |
rosy colour for radiant,
more beautiful skin.
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LOréal Paris Age Perfect

Golden Age SPFIS Day

Cream, $4499 —
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L'Oréal Paris Age Perfect Golden
Age Rosy Radiant Care Eye

LOréal Paris Age Perfect Golden ||
Age Night Cream, $44.99 i
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New Zealand Woman's Weelkly editor
Marilynn McLachlan on her new
approach to life at 50

Marilynn is embracing aging with confidence and optimism
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|_’ORE AL Marilynn McLachlan hasn't always embraced the idea of ageing. As editor
8 of the New Zealand Woman’s Weekly — a magazine that celebrates the
beauty and power of all women, and the wisdom each year brings - she
would read stories about women who proudly owned their age, but that
‘was a mindset she found difficult to accept for herself.
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é Look your best
BARE-FACED

Here's how to achere a aciane
‘comgiesion witha e TLC and
the right eodusts.

Lay the foundation

MATURE SKIN




endota Serenity

With most of us caught up in our busy lives, it can
be hard to take a moment to pause and truly relax.
That’s exactly what endota wanted to highlight to
our readers.

Their goal was to raise brand awareness while also
promoting their beauty range. To achieve this,
Anna wrote a tried-and-tested article detailing her
experience at endota, sharing insights about the
treatment she received and recommending which
of their beauty products to try.

Her engaging storytelling aimed to entice readers
to book their own self-care experience at endota.

The campaign was a success due to:

* Authenticity: Having Anna experience and
review their treatment firsthand created a
genuine story, building trust with readers.

* High engagement: The boosted social
outperformed the average of the other
campaigns, meaning more people saw this
content.

* This campaign through print reached 767,000
females 25+ on average 2.82 times.

+ This campaign through social media reached
over 46,600 users and gained over 126,000
impressions.
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Route to
relaxation!
A study found the
Organic Rolax Massage
«can decrease your heart
rate, reduce stress
nd alleviste
tension.

Beauty editor Anna Lee
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Skin savers
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OCTOBER 28, 2024

Surrender at endota: Our beauty editor
reviews the spa’s signature treatments
Beauty editor Anna Lee found her bliss at an endota spa rejuvenating session
Womansey | i AnnaLee
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When was the last time you hit pause and surrendered yourself to a truly
restorative experience? With 110 serene spas across New Zealand,
Australia and Thailand, endota offers the perfect sanctuary, for those in

need of @ moment of self-care.

Z ® with endota New Zealand.

A7 Woman's Day
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Our beauty editor, Anna Lee, just experienced one of endota’s most-loved treatments. Want to know
her honest review? From stress to serenity... did she find bliss at the spa?
Read now and get ready to unwind!

NOWTOLOVECONZ
Our beauty editor's honest review
Craving solitude from the hustie and bustle of everyday life, beauty editor Anna...
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Elizabeth Arden Ceramide Capsules

Elizabeth Arden's goal was to reposition their Ceramide
Capsules as a versatile serum, on par with competitors.
The objective was to shift the perception of the Ceramide
Capsules and drive sales by showcasing the 'Serums'

SWITCHUP

Collection as a solution for all skincare concerns.

To achieve this, we implemented a multi-platform
approach, authentically promoting the range through
print, digital, and social media. This strategy delivered
significant results, reaching a wide audience and

generating strong engagement.

The campaign was a success due to:

+ Strategic Timing: The campaign ran during the
festive season, aligning with holiday gifting and self-

care trends.

+ High engagement: The organic social posts

_ Beaut

exceeded benchmarks, with reach up 21%,
impressions up 20%, highlighting strong engagement
in the Ceramides range.

* This campaign through print reached 851,000 females
30+ on average 5.07 times.

* This campaign through social media reached over
13,000 users and gained 40,073 impressions.

Too Faced Procious Gems Eyeshadow Palette, $54
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DECEMBER 2, 2024
Capsule magic: Turn back the clock with
ceramides

Unlock your best skin yet with Elizabeth Arden's game-changing Ceramide range

now Elizabeth Arden “ Anna Lee
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Ever wondered what keeps your skin hydrated, smooth and glowing?
Beauty Editor Anna Lee dives into the world of ceramides with Elizabeth
Arden’s National Education Manager Nica Marcello.

@ Woman's Day NZ @ with Elizabeth Arden.
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Turn back the clock with ceramides Learn more
Unlock your best skin yet with Elizabeth Arden’s game-changing range of ce.




Manicare’s Crystal Hair Remover

Hair removal can be a hassle - waxing is painful, creams
are messy, and traditional methods don’t always deliver
smooth results. That's why McPhersons launched the
Manicare Crystal Hair Remover - a safe, pain-free, and
effective way to remove body hair.

To drive awareness and boost sales, we took a multi-
platform approach across print, digital, and social media. By
positioning it as the "TikTok-approved" beauty must-have,
we highlighted how it effortlessly transforms skin, making it
an essential addition to every reader’s routine.

The campaign was a success due to:

+ Strong Hook: Positioning the Manicare Crystal Hair
Remover as the "TikTok-approved" must-have created
instant credibility.

+ High Engagement: This article attracted over 2,342
page views, capturing strong reader interest and driving
engagement.

» This campaign through print reached 243,000 females
25+ on average 1.00 times.

» This campaign through social media reached over
51,400 users, gained over 77,000 impressions and got
2,200 link clicks.

Are Media - Beauty Case Studies

Gel silky smooth skin with this
TikTok-approved Cryslal Hair
Remover
Transform your at-home hair removal routine without pain

or mess

Lauded as a quick, pain-free way to master your at-home hair

removal regime, it's no wonder the Manicare Crystal Hair Remover is

1aking Tok. The innovative and aest| etically- ;\eos ng
de» ce swi ft y removes hair without the pain of waxing or the need
for messy creams, and is safe for use between professional laser hair
removal treatments.

If you're after an efficient solution to hair removal, or you're tired of
ngrown hairs from waxing or skin irritation from razors, read on to
discover why this viral TikTok beauty tool will transform how you feel
about at-home hair removal in seconds

Skincare shouldn’t stop at the neck. Try some treats for th e rest of you

Woman's Day NZ with Manicare.
Paid Partnership - June 12 at 4:31 PM - @

Transform your at-home hair removal routine without pain or mess
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How to get silky smooth skin Learn more
Transform your at-home hair removal routine with this Crystal Hair Removerl...

INSTANTLY SMOOTH,
RADIANT SKIN
Quick, easy and

@ BODY POSITI VE @»1
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paindree removal
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CRYSTAL HAIR
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Hemptuary Skincare

AFT Pharmaceuticals wanted to drive awareness and
boost sales for Hemptuary, their natural and organic
skincare range.

To achieve this, we crafted an engaging online article
highlighting the benefits of Hemp-infused skincare,
breaking misconceptions and educating consumers on its
effective properties.

To maximise visibility, we amplified the content with a
homepage takeover on nowtolove.co.nz, ensuring
Hemptuary stood out as readers engaged with their daily
news.

The campaign was a success due to:

» Effective messaging: The online sponsored content
educated consumers on Hemp-infused skincare,
breaking misconceptions and driving interest.

+ Strategic Content Placement: The homepage
takeover on nowtolove.co.nz maximised visibility and
credibility gaining over 3,000 impressions.

* The online sponsored content gained 1,593 page
views, outperforming the average by 10%.

* This campaign through social media reached over
32,000 users and gained over 68,000 impressions.

Are Media - Beauty Case Studies
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FEBRUARY 17, 2025
The superpowered skincare ingredient
you need to work into your beauty routine
this year

Hemptuary
Body Balm

Whether you're tackling acne or ageing. this natural, organic ingredient means not skimping

on glow. o
Sponsored by cetesmiTy News ~
Hemptuary® Saranilsmpleton - Urzila Carlson’s -
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This is the year we're supercharging our beauty cupboards, embracing
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