
Shark is best known for their floor care appliances. 

But when they took their hair care market into New 

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. 

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.

The campaign was a success due to:

• High engagement: 2,100 article views and 754 

competition entries.

• 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.

Shark Beauty FlexStyle

Are Media - Giveaway Case Studies

Check out Anna’s review below:



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.

Age Perfect with L’Oréal
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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.

endota Serenity
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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' 

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 

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.

Elizabeth Arden Ceramide Capsules
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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.

Manicare’s Crystal Hair Remover
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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.

Hemptuary Skincare
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