
Main Household Shopper 
Case Studies



Food
Main Household Shopper Case Studies



NEW WORLD WINE AWARDS

The New World Wine Awards (NWWA) is an international-standard wine judging event that 

has been running for over two decades. NWWA engaged 

dish to build an awareness campaign to run before, during and after the key promotional 

month of the Awards. The objective was to showcase the credibility of New World’s liquor 

department, encouraging the main 

household shopper to purchase wine at New World, knowing the selection 

is approved by experts. dish achieved this with educational content focused 

on the judging process and the winning wines, supported by strategic display ad placements to 

promote the awards during their key campaign month. 

The campaign was a success due to:

• Cross-platform Content Integration: NWWA leveraged the strength and 
size of dish’s multi-platform audience with custom content specifically tailored to their 
magazine, EDM format, website and social channels, 
rather than repurposing the same materials across each platform. 
The result was that every content component performed well and felt 
fresh and engaging for their audience, while contributing to a cohesive, broader scope 
campaign.

• 186K+ digital impressions in 5 weeks: The digital components, 
which included an exclusive ‘Hub’ concept on dish.co.nz with 
supporting web articles, Solus EDMs, editorial EDM features, 
social posts and display ads, generated awareness of the Awards 
with an exceptionally well aligned audience demographic.

• Magazine content with unique longevity: dish’s bestselling Christmas 
Issue has become a colloquial ‘bible’ for Kiwi households planning their Christmas menus 
and festive entertaining every year. Readers collect 
these themed editions and refer back to their favourite recipes each 
Christmas. So, the Awards continue to receive long-tail coverage and engagement from 
their placement in this issue.

dish – Main Household Shopper Case Studies



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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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
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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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Sunkist aimed to position their citrus fruits as a must-have, 

encouraging consumers to incorporate Sunkist fruit into their 

next dish. 

To achieve this, Sunkist developed a recipe using their citrus 

fruits and featured it in the New Zealand Woman’s Weekly, 

inspiring readers to try it for themselves and encouraging 

them to explore the citrus range further. 

The campaign was a success due to:

• Targeted Appeal: The Vietnamese-inspired recipe was a 

great fit for the audience, aligning well with current trends 

and seasonal preferences, which sparked strong interest.

• Multi-platform approach: The campaign's reach across 

print, online, and social media ensured broad visibility. 

Print reached a significant number of readers, amplifying 

the brand presence within a highly trusted publication, New 

Zealand Woman's Weekly.

• Strong Online Performance: The online article 

outperformed expectations by 11.3%, showcasing the 

continued interest in vibrant, summer-inspired recipes, 

which highlighted Sunkist’s citrus fruits and further 

increased engagement.

• This recipe through print reached 643,000 AP25+ readers 

as well as 242,000 main household shoppers. 

• This recipe reached over 19,000 users on social media 

with impressions totaling over 38,000.

Sunkist’s Citrus Inspirtaion
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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 -  

particularly main household shoppers - 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
Check out Anna’s review below:
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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 - 

especially for the main household shopper, who 

often puts everyone else first. 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

Are Media – Main Household Shopper Case Studies



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 main household 

shoppers 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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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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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

Are Media – Main Household Shopper Case Studies



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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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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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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