
NZ Pork wanted to show Kiwis how easy it was to substitute their 

usual protein of choice in their favourite midweek meals with pork. 

Before campaign launch, we conducted our own in-house market 

research to ensure the campaign would resonate with the target 

audience and identify New Zealanders most common midweek 

meals. 

Over the campaign period, we ran full page Midweek Meal 

Makeover recipes in Woman’s Day and  New Zealand Woman’s 

Weekly, and double page spread recipes in The Australian 

Women’s Weekly NZ. The recipes showcased the easy 

substitution of pork into family favourites.

On nzwomansweeklyfood.co.nz we created a dedicated hub the 

housed recipes sponsored by NZ Pork. QR codes on the print 

recipes also directed to the hub, as well as run of site display ads.

The campaign was a success due to:

• Targeted Publications: Woman’s Day, New Zealand 

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

have a strong readership among main household shoppers, 

making them the ideal platforms to promote NZ Pork.

• Brand Awareness: Are Media Research conducted a mid-

campaign research survey which showed 9 out of 10 of those 

surveyed are now more likely to buy NZ Pork and make a 

recipe from midweek makeovers from NZ Pork.

• This campaign through print reached 1,449,000 AP15+ on 

average 6.22 times, this is 34.08% of total AP15+ audience. 

NZ Pork – Midweek Meal Makeover
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Leaderbrand's objective was to drive awareness and sales for 

their Caesar Salad Kit while showcasing the new dressing 

included in the kit, leveraging the peak summer season. They 

aimed to position the product as a convenient and fresh meal 

solution during the holiday period when consumers are 

actively searching for easy, seasonal recipes.

To achieve this, Leaderbrand developed a recipe using their 

Caesar Salad Kit and featured it in Woman’s Day and The 

Australian Women’s Weekly NZ, inspiring readers to try it for 

themselves.

The campaign was a success due to:

• Timing: Featuring the recipe during the summer holidays 

led to outstanding results, as the audience were actively 

searching for seasonal recipes.

• Brand Reinforcement: Strengthened Leaderbrand’s 

reputation as a trusted provider of fresh, high-quality 

produce.

• This recipe through print reached 773,000 AP15+ on 

average 1.65 times. 

• This recipe reached over 52,000 users on social media 

(51% above average), with impressions totaling 133,008 

(77% above average).

• Between 1st Dec – 25th Feb, the featured recipe became 

the third most-viewed page on New Zealand Woman’s 

Weekly Food, with page views exceeding the benchmark 

by 55%.

Leaderbrand’s New Caesar Summer Staple
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A 36-page cookbook featuring Test Kitchen Classics was 

attached as a bonus GWP on the May 2024 issue of The 

Australian Women’s Weekly NZ. Otaika Valley had exclusive 

sponsorship of the cookbook, with recipe integration 

throughout, brand ads and a double page spread recipe.

The cookbook recipes were also placed on 

nzwomansweeklyfood.co.nz with social posts pushing to the 

Test Kitchen and Otaika Valley recipes.

The campaign was a success due to: 

• Exclusive sponsorship: Otaika Valley was the sole 

sponsor for the cookbook meaning their brand had 100% 

SOV throughout.

• Brand Positioning: The Australian Women’s Weekly Test 

Kitchen recipes are well-known and trusted, and with 

Otaika Valley aligning with this enhanced their brand 

positioning with our audience.

• The Australian Women’s Weekly NZ readership is 

299,000 with 175,000 readers being main household 

shoppers.

Otaika Valley Eggs – Test Kitchen Recipes
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In line with Maggi’s new product lunch of Maggi Veg 

Mexican and Maggi Veg Italian, New Zealand Woman’s 

Weekly created a Meat-free recipe feature for Maggi to 

share their Tomato & Basil ‘meatballs’ recipe that uses 

Maggi Veg Italian.

This recipe also published on 

nzwomansweeklyfood.co.nz and New Zealand Woman’s 

Weekly Food socials to extend audience reach.

The campaign was a success due to:

• High engagement – 40% more page views than 

other commercial content on 

nzwomansweeklyfood.co.nz around similar time 

period

• Targeted audience – By New Zealand Woman’s 

Weekly, the campaign effectively reached main 

household shoppers and households who are meat-

free.

• This campaign through print reached 603,000 AP15+ 

on average 1.32 times, this is 14.19% of total AP15+ 

audience. 

• This campaign through social media reached over 

41,000 users.

Maggi Meat-Free Mondays

Are Media - Food Case Studies



In the lead up to Coeliac Awareness Week, Coeliac New 

Zealand and Lee Kum Kee did a 4-page cut-out-and-keep 

in New Zealand Woman’s Weekly. This included an 

opening page sharing information about coeliac disease 

and how shoppers can identity coeliac-safe products, plus 

four delicious and easy gluten-free recipes using Lee Kum 

Kee sauces. This was in a cut-out-and-keep format so 

readers could keep the recipes for future reference without 

needing to hold on to the entire magazine.

The campaign was a success due to:

• Targeted Placement: New Zealand Woman’s Weekly 

readers index +32% more likely to follow a gluten-free 

diet/lifestyle in their household.

• Educational Content: Leading into four delicious 

gluten-free recipes using Lee Kum Kee products was an 

educational piece on coeliac disease and how those 

living with coeliac disease can easily find coeliac-safe 

foods in the supermarket.

• Brand Positioning: Lee Kum Kee came across as the 

ultimate sauce range for those wanting to create 

delicious, nutritious and quick gluten-free recipes.

• New Zealand Woman’s Weekly readership is 400,000 

and reaches 234,000 main household shoppers. 

Lee Kum Kee – Coeliac Awareness Week
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