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NEW WORLD WINE AWARDS G °5"‘1;(‘)r Gold!

0 the New World Wine %w rds — judging the best, yet
upr singly affordable, wines in Aotearoa for 2. ars!

The New World Wine Awards (NWWA) is an internatiatahdard wine judging event that
has been running for over two decades. NWWA engaged

dishto build an awareness campaign to run before, during and after the key promotional
Y2YGK 2F GKS ! g NRad ¢KS 202S0GABS 41 a
department, encouraging the main

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

is approved by expertgishachieved this with educational content focused

on the judging process and the winning wines, supported by strategic display ad placemen
promote the awards during their key campaign month.

The campaign was a success due to:

A Crossplatform Content Integration NWWA leveraged the strength and
size ofdisQ &  Yld#forin 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.

A 186K+ digital impressions in 5 weekBhe digital components,
g KAOK AyOfdRSR Iy Sdisiddo.dagith @S Wl dzo ¢ w - lam =
supporting web articles, Solus EDMs, editorial EDM features, . e
social posts and display ads, generated awareness of the Awards
with an exceptionally well aligned audience demographic.

MEETTHETOP What we're loving

A Magazine content with unique longevitydislQ& © S & ( 50 WINNERS
2 |
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and festive entertaining every year. Readers collect e s v - I TES
these themed editions and refer back to their favourite recipes each - S e
Christmas. So, the Awards continue to receive {tailgcoverage and engagement fro
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NZ Pork i

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 Wo ma n 6 sandDdMegw Zeal and
Weekly, and double page spread recipes in The Australian

Wo me n6s We Ehk legpeshizowcased 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:

A Targeted Publications :Wo ma n 6 s Nel¥ Zealand
Womanodés ®dEkRéyAustralian Womends
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.
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Wo man 6

Midweek Meal Makeover

E.S

SAI\E7 J?‘M

Inject excitement into your family cooking by taking your favourite
dinner recipe o new levels of delicious with NZ Pork
» ity fave
¥ t family
Current B e

alinese pork steak satay

Cunentfamulyfave
i m&?sn

NZ Pork &

.NZWOMANSWEEKLYFOOD.CO.NZ/|

green hean stir-fry

/‘5
A family favourite that’s oh-so-nourishing J—
— but best of all, this NZ Pork recipe will be

on the table in just 30 minutes!

EASY sw n'ct“

mrmld fore
taste sensation

NZ Pork spaghetti

SERVES 4 P

COOK 30MINS

.....

FOR MORE NZ PORK RECIPES, VISIT WWW.NZWOMANSWEEKLYFOOD.CO.NZ/NZPORK e 0 @ srint

‘‘‘‘‘‘‘‘‘‘‘‘
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Maggi Meat-Free Mondays

In Iline with Maggi 6s
Mexican and Maggi Veg ltalian,New Zeal and
Weekly created a Meat-free recipe feature for Maggi to Everyday food

unch

new product |
Womanos

of

Maggi

Veg

share their Tomato & Basil 6
Co

Maggi Veg Italian. ng'
~ CUISI

Veg o’ with a warmiing,
nounshmg meat-free soup,
ples nachos and more'

This recipe also published on
nzwomansweeklyfood.conzandNew Zeal and
Weekly Food socials to extend audience reach.

Everyday food

Crispy onion &
saffron lemon rice

PREP : COOKTIME.
1HOUR 15 MINUTES
SERVES 4

‘hinly
it lurleafpahey i,

weundthe mp coursely
13 Woe faked smcnc.

sdven nd'mMy ground back

The campaign was a success due to: :
i =
spanal s

A High engagement i 40% more page views than
other commercial content on
nzwomansweeklyfood.co.nz around similar time
period

par

%4 cup (60ml) lemon jice:

2teaspoons finely grated
temon rind

3 gy, beaten

Freshly ground black pepper,

to season
80g butter, melted
2x 375 packets fresh filo

A Targeted audience i ByNew Zeal and
Weekly, the campaign effectively reached main
household shoppers and households who are meat-
free.

A This campaign through print reached 603,000 AP15+
on average 1.32 times, this is 14.19% of total AP15+

Red bean &

audience.

excess water from groons

PREP + COOKTIME

SERVES 4

Tomato & basil
meatballs

PREPAND COOKTIME
35MINUTES MAKES 4

1packet [100g) MAGGI talian Plaot
Based Mince

wrasde
Hesta bge fyng un xer medem

o highhet. Ao o gty
nachos beown meatbals. Add cricn and
drained, rinsed Add beans, com and cook for 2 minutes or until softened.

. fomsowd
chunky e

hilf crossmays, beush with

overexch pie —this

A This campaign through social media reached over

topped witha s, dunp
tea towltopreven th
it

agsn
T 0 fit the top of pie.
Place over fillg,then foldin

will peevent pastry from
buring Bake for 3 mimutes
or i gclden. Serve

ets of pistry,

41,000 users.

dges mdyoh

36 tiow Zealand Worman' ioeily

1 medium orsan, Vi cup (25g) guacamole  chicken S10 minutes
€ sixlayers Flace a sixth i
= <hopped finely ¥4 cup coria
with melted buster, foldin  Rapaat to make s pits slced thickly

Malke your meals
Maggi-cal!

ek
ith Maggs Veg Plant
7], e

whigping up ol
iy wil oyt Avalable

44 Now Zesand viomseis Wesky
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&5 MAGGI

NZ Woman's Weekly Food with
Wei

Who doesn't loy
plant-based ver:

sl meatballs recipe

nner? For your next meat-free Monday meal try this

d version of  Kiwi classic mid-week dinner will soon be a hit in

Learn more




Leader brand9os

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 Wo ma n 6 sandDraey
Australi an Wo meimsdirsg réddeeskoltry it fod Z
themselves.

The campaign was a success due to:

A Timing: Featuring the recipe during the summer holidays
led to outstanding results, as the audience were actively
searching for seasonal recipes.

A Brand Reinforcement : StrengthenedL eader br andé s

reputation as a trusted provider of fresh, high-quality
produce.

A This recipe through print reached 773,000 AP15+ on
average 1.65 times.

A This recipe reached over 52,000 users on social media
(51% above average), with impressions totaling 133,008
(77% above average).

A Between 15t Dec i 25" Feb, the featured recipe became
the third most -viewed pageon New Zeal and
Weekly Food , with page views exceeding the benchmark
by 55%.
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New Caes

Home > Recipes

JANUARY 15, 2025

BBQ prawn, peach & chilli
Caesar salad

MAKES SERVES 6-8
15M 10M 25M
Skip to Recipe

Leadebiand Woman's Weekly Food

Drizzle dazzlers

Best-dressed

Adressing can make the difference between a good and a great salad.

In the know

S

salads

Here are our six favourites.

s

We're stocking our bathrooms.
with Ecostore handwash as
the sacial season swings into

Continental's Stock Pot Sensations, dissolve in boiling water or use it gear for clean hands and
availeble in beef, chicken and to deliver a yummy flavour boost super-stylish Eointertop
vegetable, make the perfect for sauces, risottos, stir-fries and With a sleek design and
base for soups and stews. Tomake  more. Rrp $5.30 for a four-pack, besutiful ragrance, theyve
a delicious liquid stock, simply available from supermarkets. designed to support healthy

What's hot

Youl love Gerry's assortment
of breads, wraps, pitza bases,
r

rated Super Bread's high in & Juniper, Coconut & Wild Orange, and
protein 2nd fibre, and low Kaffir Lime & Green Tea (rrp $30 each) -
in carbs. The Ultra Low Carb they're enriched with botanical extracts
Almend Cecenut Bread loeks and shes butter to deeply misturise.
like white bread but with A must for your bag or desk drawer!
fewer carbs. See gerrys.conz Visit alivebody.conz

44 New Zestand Wornaris Weekly

1
Cotton & Caconut, Raspberry Blossom

skin barrier function and
hydration. and enriched with
nourishing harakeke extract.
Available in floral Peony &
Guava, uplifting Lemangrass
& Lime Leaf, the classic
Vanilla Bean & Caconut, plus
a fragrance-free option (rrp
5699 each). For more info,
see ecostore.com/nz

DERBRAY .
\u“) G_Um




Sunki st os Ci

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 featureditintheNew Zeal and
inspiring readers to try it for themselves and encouraging
them to explore the citrus range further.

The campaign was a success due to:

A 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.

A 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.

A Strong Online Performance : The online article
outperformed expectations by 11.3%, showcasing the
continued interest in vibrant, summer-inspired recipes,
which highlighted Sunkistds
increased engagement.

A This recipe through print reached 643,000 AP25+ readers
as well as 242,000 main household shoppers

A This recipe reached over 19,000 users on social media
with impressions totaling over 38,000.

Are Media i Main Household Shopper Case Studies

Womanos

t rus I

© ‘s

Vietnamese Noodle Salad with
Sunkist® Lemons and Blood

Oranges

Fresh, vibrant, and bursting with bold citrus flavours, this Vietnamese noodle salad is your

new go-to for a quick, nourishing meal.

C 1
MAKES SERVES 4

PREP COOK
20M 5M

nspi

TOTAL

25M

Skip to Recipe

Woman's Weekly Food

r

Oranges & lemons

Zest is BEST!

Bursts of citrus make for mouthwatering morsels

Citrus poppyseed cake
with lemon icing

1 cup icing
1tbap Sumbiet* lemen

2ts3p boiling water

%

Crackers
worth craving!
Snacklovers ill adore

Our Citrus range,
is truly in a league of
its own

“Peel, good citrus”

| What sh
RIGHT NOW

Products we're loving this week

Available from New World, Pak’nSave and 4 Square stores

www.sunkist.com
for more information and tasty recipes

4 New Zesind Woerris Vieekly
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Shark Beauty FlexStyle

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 6Tried & Tested©o
Wo ma nDays and not only showcased the

F 1l e x S perférreadce 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:

A High engagement : 2,100 article views and 754

competition entries.

A Exclusive prize : The Shark FlexStyle proved to
be desirable for our audience.

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

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

out

Annabos

revi

ew bel

0o wW:

TRIED & LOVEIT!
LUXE LOCKS |

Beauty editor Annu Lee uts

;2 \w
"

Woman’s Day & Shark promaticn

become my
sty dries, strsigh

4
g, unruly it

I Austratia, the US and the UK,
12000

Butisthe

peoy
it beauty ook really

thehype?
cult Shark Flexseyle T

thetest.

well Ladare a by
blowaut,

usingalr
natheat - 1o dry and syte,
ile the cool-shot button sets

o,
=4

© Woman'sDay

Mome > Win » Competitions

JUNE 2, 2024

Be in to win your own Shark FlexStyle

One lucky person will win

the Shark FlexStyle Air Drying & Styling System

D oton

[5) @ PRINT

%

Worman's Day Shotk

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!

There is still time to enter our
Shark FlexStyle giveaway, plus
read our beauty editor’s review

2> READNOW

.i’




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
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 inves
Age Perfect range.

The campaign was a success due to:

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

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

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

A This campaign through social media reached over
46,100 users as well as gaining over 85,600
impressions
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Beauty

Empowered & thriving!

PERFECT AT ANY AGE

L6Or®al wanted to drive pur ch oymmmm———————————

arlynn McLachlan  ina positive way.” shares 20ne.donned asparkly gold foramum of four or ‘for Physical activity s also
hasn't always Marilynn, their age’ akey part of Marilynn's
embraced theidea  adult children. “I struggled to  the night with friends and e ey implies looking empowering new oulook.
of agei g fomily. She walks
i - someone of : 7500 d mlm w
y But this year, Marly journey planca. | stage.Whynotjnt s Yu foraprrvorkPlates s
po and the . " look gre
wisdom each year brings—  milestone. her entire. she admits. "I was never her body.
bo Sh for Marilynn's new take on
Ithelped Pt ing has al herthe
their ag ugh h
mindset she found difficult  against time, she would ageing Now I realise ts not  looks after herself say yes 1o moments she may
toaccept for herself. ing wi i it E line prioritises he
examples i i of. i f her worth. “Age i just a number,”
older, | reall t she smiles, "I choosing
by their age and who out of her “Icare less aboutwhat  own that.” she says. “It’s. o honour mysetf by fully
used their Iife experience comfort people think and I'm power,
e
"mﬂ-:? who lam=™ that generation. When you and seizing every
Marilynn wears LOréal The catalyst take care of yourself and opportunity
e Zenui youT because I'm
Glow, $3999, and L'Oréal earlier this that h
Lo nfallble e Matte ] year when confidence touches youare tool”
sstance Liquid Lipstick J/' Marilynn's every part of your life”

N Tipping,
532

by fully

—

youngest daughter  Now, Marilynn's self-care
Maddinotumed1l,  regme wehsfocisone

“Isawphotosof  nourishing skincare routine

myself at Madeline’s xp«vally Tormuated for
birthday party and | didn't re skin, i something
like what | saw” she says. heprotises

“Investing,
time in mysedf,

‘I'm choosing
to honour
myself

tells “Applying

my LOréal Paris

Age Perfect

Golden Age Night |

stepping into
my power’

46 New Zesland Womanis Weekly

New Zealand Woman's Weekly ©

December 19, 2024 at 143°M - @
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.

=ad

Aging with confidence and optimism
Marilynn tuned 50 and decided that rather than wage an unwinnable battle...

spirit™
‘That moment sparked Cream and Radiant Care Eye
cepel i Cr i e
g bed has b iy
been shaped by others. beautiful, mindful rtwal,

‘She explains, “For example,  which in turn flows
wehaveatendencytotell  intoall aspects
pecple how g of my lfe”

Instagnam

newzealandwomansweekly
Sponsored

Learn more >

Qv W

nevizealandwomansweekly This year New Zealand
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

#ad

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

<oncems, restore I
density and revive its

rosy colour for radiant,
more beautiful skin.

LOréal Paris Age Perfect Golden
‘Age Rosy Day Cream, $44.99

LOréal Paris Age Perfect
Golden Age SPFIS Day
Cream, $4499 =

[

1| LOréal Paris Age Perfect Golden |

Age Night Cream, $44.99

I_’ OPBRIE A L

Home > Fashion &Beauty > Skincare

NOVEMBER 25, 2024

New Zealand Woman's Weelkly editor
Marilynn McLachlan on her new
approach to life at 50

Marilynn is embracing aging with confidence and optimism

Wiiis Wesdy L'Oréal Paris 0 Now to Love

09 @ & PRINT

Marilynn McLachlan hasn't always embraced the idea of ageing. As editor
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.

P Beauty

Calling all
antioxidants
At e el o
g

o N

- MATURE SKIN
. SUPERSTARS

andpoluten
stengand dubeess Yeame C 53
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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 -
especially for the main household shopper, who
often puts everyone el
endota wanted to highlight to our readers.

S e

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:

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

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

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

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

Beauty editor Anna Lee
found her bliss at an endota
spa rejuvenating session

Sweet surrender

massaged nto my skin

with Jade facal rollers to
deeply nourish and hydrate.
Upon re-messuring my skin’s
meisture levels after the
facial, we found - to my glee

-asiy
The full-bady session
culminated in a scalp and foct
massage, lexving me utterly
relaxed from scalp to soles.
Completely blissed out. 1
was gently guided to a comfy
chair, where Isipped ana.
cup of organic peppermint
Tea, savouring the warm glow
th the

at
inside out, before stopping
back out into the world &
grounded, more revitalised
version of the person | was
when l'went in.

henwasthelsst  everyday e, | booked in for
time you hit pause  the Surrender Spa Package The air softly laced with Calm
and surendered  (S188), which combines Essential O1 - endota’s very
yourself 1o a truly restorative  two of endoly’s signature. ‘onn blend of ylang ylang,
‘experience? Wah 0 serene  treatments - the Organic tevender and bergsmot - the
spas across New Zealand. Relax Massage and Organic rhythmic movements of the
Australia and Thalland, for 75 melted
endota offers the perfect minutes of nurturing from away stress and tension,
sanctusry for those inneed top totoe. while warm stones worked
of a moment of sell-care. Following a consultation, their magic.
Craving solitude from my route to relaeation began Kasumi then began my
the hustle and bustie of by measuring the hydration facial, using the endota
of my s g Or i s
BT analyse, and s full face All natural and full of
scan to examine what was antioxidants, vitamins
happening both on and and minerals, the potent
below the surface of my X carefuly
skin, This assessed the levels crafted from pure, active
of sun damage, spots, skin botanicals to deliver visible
texture and anry other areas results and glowing skin—
of concern, afowing my ‘without harsh chernicals.
therapsst, Kasumi, to not only These were carefully
soathe my body and mind
but also to ensure the post-
facisl orod. Jored
1o the needs of my sain. for your

Find an andota spa near you, take a ook at the
5
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Skin savers

(LD —

- says Vanessa.™ o

offdead skin cells at the same time.

ik o Kt Bty Guss 57 ooy T, $53. 501G Janoro
Lymphatc Maseace Tol, $37 Trance fric Oy By Breah, $70.

7 =

Superdry

adrink

1aboor risto
buff off dead skin cells and slather on
nourishing oll-rich products.

Steigh the holiday season with finds
that dazzle, pamper and delight

Flawless finish

y
enhancesand cores. For  touching it and cover the.
atunhitof colows, colting  width of your nail bed
buildoble polish witha glossy  snugly, 5o take o fow

fora big event with for each nai. Wile us
rabi foux or eoch nail. Wil using beatl between
“They con become beie over ime.
if constantly covered in polish or
short break

press-
press<an, consilerthe sze.  inwater and olls os much s
possible.

i,
Tess naturat look or even = theyre your
impactthe lengthofime you ~ maricure’s
canwear them. The perfect  best riend!

£
Home > Fashion&Beauty > BeautyNews

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

Anna Lee

Werian's Day

endota

[& rant

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.

endota New Zealand

1931400PM- @
Our beauty editor, 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...

Learn more

See insights and ads Boost post

00 16




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'
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:

A Strategic Timing: The campaign ran during the
festive season, aligning with holiday gifting and self-
care trends.

A High engagement: The organic social posts
exceeded benchmarks, with reach up 21%,
impressions up 20%, highlighting strong engagement
in the Ceramides range.

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

A This campaign through social media reached over
13,000 users and gained 40,073 impressions.
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mistakes and how to fix them
SWITCHUP

Seasonal (&%

This week in...

November 25, 2024

Woiiiaris Weekdy

On the cover

from

Malcolm 26 Chesrsto the i celebrities,

Why 60.sthe
new. who love o give

by, ceed for
Proect Jonah for 40 years. This
fnce 1974,

‘Spall yoursei with he ind voices willng o
Maison Francis Kurkdfion spenly. The Weekly often  pl
Baccarat Rouge 540 i

As Robyn notes,this topic

it Good Hight i sa,$90
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Too Faced Procious Gems Eyeshadow Palette, $54

conte

24 Happy 2ist
Lady Louies
big decision

Shine BRIGHT

i This

sparkle

Palatto, $112.

forhighlighting, sculpting

Th T stralian Womer's 3écily
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Home > Fashion &Beauty > Skincare

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

0= & @FRINTV

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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kin hydrated, smooth and glowing? Our beauty editor reveals
for your skin
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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.




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 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:

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

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

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

A This campaign through social media reached over
32,000 users and gained over 68,000 impressions.
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FEBRUARY 17, 2025
The superpowered skincare ingredient
you need to work into your beauty routine
this year

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

Sponsored by

Hemptuary® Sarah Templeton

[£] 9 & PRINT |

This is the year we're supercharging our beauty cupboards, embracing

powerful natural ingredients and getting rid of chemical-ridden nasties.
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Hemptuary
Body Balm
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Believe sunscreen is just for summer? Think again! Sun protection is a must :
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STIHL Chainsaw Safety Awareness

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:

A 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.

A 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.

A The online sponsored content gained 2,700 page views
performing 49% above average, as well as gaining 802
competition entries.

A 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

Are Media i Main Household Shopper Case Studies

NIW ZEALAND WOMAN'S WETKLY & ST PA0MOTICH

Making the cut!
CHAINSAW SAFETY

Before you turn your machine on, take a moment

hainsaw Safery
Awareness Week
kicks off from May
o
J

1108 10 fev up your p

<
w0 reduce the risk of injury.
Leading battery-powered
chamsaw retaider STIHL NZ
reports there has been an
HCTEASE I WORMEN CLstonters
in the past few years. Bus
althaugh there are plenty
af light and manveuvrable,
cutting-edge battery
chainsaws in the marker,
ir's still important to take
five minutes to gee ready
before vou start your DIY
or gardeniog adventure.

TIPS & TRICKS

Check that your protective
clothing is complete and
fitting properly. It should
be snug-fitting, with no
loose elements getting in
the way and include:

© Trousers with a reinforced
cut-retardant layer or front
leg protection.

© Protective cut-retardant
footwear, with non-slip
soles and steed toecaps.

© Heavy-duty, non-slip
gloves, preferably in
leather.

© Proper head, face and
eye protection, as well as
ear plugs or mufflers.

Visit your local STIHL
Specialist Retailer to view
their extensive range of
Essantial Protective Wear,

Before you start up your
chainsaw, check:

© That all parts are intact
and secure.

to reflect on the risks

Sa far this year, ACC has
already amassed 895 pew
chainsaw-related claims.
Soft-tissue mpuries and
lacerations are the most
common, Women chainsaw
users make up a much higher
proparton of these claims,
increasing by more than 16
percent from 2
and 2024 is expecred
follow a similar trend.

STIHL's Stace Hall
explains it's vital all users
handle thesr machines safely, ¥
“Despize the batrery-run
machines heing quicter
and easser to handle, they
are still very powertul tools,”
Iye warns,

© The chain is the right weather —some conditions
tension. could make your work area
@ The chain cutters are hazardous.

sharp.

© The depth gauge settings  Hold and use the

are correct, chainsaw correctly

© All safety devices are in Keep two hands on the saw
place and worldng. and held it close to your

@ There are no loose bolts,  body, with the bady of the
screws, nuts or covers. saw close to what you're

® If anything's missing or cutting, Plant your feet

damaged, don't use the farmiy and slightly apart for

chainsaw. This is especially balance. Never try to adjust

important if you weren't your chain ar machine while v 2

the last person to use it. the engine is running. ' g £
To be in to win, email

nzww®aremediaconz

Check your work arex Maintain your chainsaw
Make sure your work area Good maintenance will
is free of tripping hazards extend the chainsaw’s life

with STIML in the
subject line, plus your

and electrical cables. and ensure it’s safe to use. name and full address.
Also, keep an eye out for When you finish 2 job, make Or enter online at
anyone who could enter sure the air filters, sprocket nowtolove.co.nz/win.
your work area and check cover and chain brake Entries close June 23.
to make sure nothing is mechanism are free from Good luck!
going to fall on you while sawdust: clean the guide bar

you're working (like tree groove; oil the holes and

tops, etc). Watch the chack averything Is In place.

STIHL

HOMES | MAY 23, 2024
Chainsaw safety: everything you need to
know

ur machine on, take a moment to

@ Now to Love
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Before you tum yor

Chainsaw Safety Awareness Week kicks off from May 23, highlighting just

how important it is to rev up your protection to reduce the risk of injury.

Leading battery-powered chainsaw retailer STIHL NZ reports there has
been an increase in women customers in the past few years. But although

there are plenty of light and manceuvrable, cutting-edge battery

© Woman'sDay -

Win a STIHL safety bundle

One lucky reader will win a STIHL safety bundle, worth $627.50, including
protective chaps, safety glasses, earmuffs and a petrol-powered
chainsaw (MS162 12"). Enter your details below and you are in the draw.
Entries close 11:59pm, Sunday 23 June 2024.




Shar kos

Shark wanted to bring awareness to their Cordless
PowerDetect Clean & Empty System by showcasing how
its innovative OReverse Cle
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 vacuumin Wo man 6 s
DayandNew Zeal and Wo theoungh editoka e
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:

A Highlighted Main Feature :Hi ghl i ght ed
i nnovative OReverse Clean
cleaning efficiency, offering a smarter, more effective
cleaning solution.

S|

A Strategic Targeting: Promoted in Wo ma n 6 sand a
New Zeal and Wo meachihnghousshadk | y
decision-makers who are likely to purchase cleaning
products.

A Expert Endorsement: Dr. Michelle Dickinson, a
nanotechnologist, provided credibility and educational
value, showcasing the vacu
cleaning seem easier and more effective.

A This campaign through print reached 377,000 main
household shoppers and 611,000 AP15+.
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Shark + Woman's Day promotion

CLEAN SMA
NOT HARDE,

Hydr oVac

sa

and mother of
twa-year-old twins,

Dr Michelle Dickinson

s 1 very busy womin, So.
saving time by cleaning.
smarter, not harder, is
2 cause close to her heart,
“Many of us Kiwis vacuum
without thinking about the
sclence behind how it warks”
explains Michelle, “Once we
understand the forces and
chemistry invohved in deaning,
we can let science do the hard
wark, so we don't have tw!”
Using ber expertise in
understanding haw materials
behave on the tnlest scales,
Michelle has teamed up with

uum brand
in the US and UK, \h'uk 1o help
Kiwis clean more ctively.
“Shiark's new PowerDetect
Clean & Empty System, with
lis Innovative Reverse Clean
Technology, doubles efficsency,
capluring dirt and debris in
bueh furward and reverse
mations, unlike ather
wacuums,” she says,
*As a nunotechnologist,

1spend my time analysing
how tiny particles interact
with surfaces, That includes
unidenstanding scientific
principles ke frictian,
adheston and coheslon,
which are all important when
you vacuum and elean”

MICHELLE’S TOP 4 TIPS

DUST FIRST, VACUUM

SECOND Follow the
peinciplo of moving dirt
downward and let gravity
do its thing. Stort by dusting
high surfaces, like ceiling
fans and fitures, aliowing
particles to settle on the
floar before vacuuming.

USE SLOW/ AND

DELIBERATE
MOVEMENTS Vacuum slowly
1o ollow maximum suction
while the beush kicks up the
debris. This technique helps
the vacuum's rotating brush
properly disturb corpet fibres,
releasing embedded dint and
dust, end meaning you don’t

35 Wty

need to vacuum the same
area twice,

HARNESS THESE THREE

CLEANING POWERS
Chemical cleoning:
Brecking bonds with
science, Chemical deaning
relies on substances like
soaps, detergents or
surfactants to break down
and lift dirt, grease and
oils from surfaces.
Thermal cleaning: Lets heat
do the heawy Lifting. Heot
increases the kinetic energy
of molecules, making dirt
and grime easier to loosen.
Asteam cleoner is a great
example ~ it uses high-

R

What Is working?
“Nothing, Everih

By takinga good look at what

Vapour to d
dissolve stubborn grime inany slmmon!
and kill bacteria without MNKUXEA PARTICLE
ding harsh L Ld dust isn't just

Mechanical cleaning: dirt = it's @ mix of skin cells,
The science of motion. hair, mites and fibres, Using
Mechanicol cleaning uses technology, like Shark's
phuysical force to dislodge Reverse Clean, not only
dirt, dust and debris from remaves visible debris, but it
surfaces, Friction between olso traps microscopic
a cleaning tool and the particles that are harder to
surface helps break the bond  see, improving olr quality.
between particles and the The Shark Cordless
surface, making it eosier to PowerDetect Clean & Empty
remove them. System, np $1149.99, is

By combining these three available from leeding
powers, you can clean more retailers and sharkdeanconz.




