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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 menu.
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
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in association with NEW WORLD WINE AWARDS

~ Gofor Gold!

Here's to the New World Wine Awards — judging the best, yet
surprisingly affordable, wines in Aotearoa for 22 years!
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NZ Pork — Midweek Meal Makeover

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.

Inject excitement into your family cooking by taking your favourite

dinner recipe to new levels of delicious with NZ Pork

lelincsq

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.

DINNER | SEPTEMBER 2, 2024

01 NZ Pork & smoked cheese lasagne

NZ Pork make an irresistible combination in this lasagne

PeawUT savce

Cunent famll}’ fave SA M 5 ? l M

rcm A family favourite that’s oh-so-+ nourlshlng
El\ﬂs‘“ ~but best of all, this NZ Pork recipe will be

instead for rﬂ-;" on the table in just 30 minutes!
taste sensdt

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.

NZ Pork & green bean stir-fry

.NZWOMANSWEEKLYFOOD.CO.NZ/|

_

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.

NZ Pork spaghetti

Bolognese
SERVES 4 PREP  COOK S0MINS

lir-fry

fdwesk dinner dilemmas 2 thing

* 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.

Siip 1o Recipe

FOR MORE NZ PORK RECIPES, VISIT WWW.NZWOMANSWEEKLYFOOD.CO.NZ/NZPORK e 0 @ srint
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Maggi Meat-Free Mondays

In line with Maggi’s new product lunch of Maggi Veg
Mexican and Maggi Veg ltalian, New Zealand Woman’s
Weekly created a Meat-free recipe feature for Maggi to
share their Tomato & Basil ‘meatballs’ recipe that uses
Maggi Veg ltalian.

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.
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CUIRINE

Veg ou}ﬁwmh a warmiing,
nourishing, meat-free soup,
pies, nachos and more'

Everyday food
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Leaderbrand’s New C S Stapl
eaderbrand’s New Caesar Summer Staple T A

Leaderbrand's objective was to drive awareness and sales for e T e T
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.

Home > Recipes

BBQ prawn, peach & chilli
To achieve this, Leaderbrand developed a recipe using their Caesar salad
Caesar Salad Kit and featured it in Woman’s Day and The
Australian Women’s Weekly NZ, inspiring readers to try it for
themselves.

In the know
96 The stralian | . = "
T il ecostore
Q 3 = = —

We're stocking our bathrooms.
with Ecostore handwash as

DERBRAY .
\UH) 9_Um

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.

the social season swings into
Continental's Stock Pot Sensations, dissolve in boiling water or use it gear for clean hands and
available in beef, chicken and to deliver a yummy flaveur boost Super-stylish countertops.
. . g vegetable, make the perfect for sauces, risottos, stir-fries and With a sleek design and
* Brand Reinforcement: Strengthened Leaderbrand’s bt o sops st Tomsa e, 5330 o ok
a delicious liquid stock, simply available from supermarkets. designed to support healthy

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

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).

MAKES SERVES 6-8

PREP coox TOTAL Qo
15M 10M 25M w

Skip to Recipe , 2
» Between 1st Dec — 25" Feb, the featured recipe became Tosty tucker 1 oymiwenomach o s /
- . y L'dB a Woman's Weekly Food of breads, wraps, pruavbases. five super scents — Mango & Ly . Sea P— —
the third most-viewed page on New Zealand Woman’s i Cetuldialorall | SCE el ‘
. N ! protein and fibre, and low Kaffir Lime & Green Teba (erp. s;f eath)‘— 2 ~
Weekly Food, with page views exceeding the benchmark eicmmeinns | B i
) like white bread but with A must for your bag or desk drawer!
fower carbs. See gerrys.conz Visit alivebody.conz

by 55%.
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Are Media — Main Household Shopper Case Studies



Oranges & lemons

Sunkist’s Citrus Inspirtaion Zost is BEST!

Bursts of citrus make for mouthwatering morsels

Sunkist aimed to position their citrus fruits as a must-have, e et e
encouraging consumers to incorporate Sunkist fruit into their ———
next dish. Vielnamese Noodle Salad with e

To achieve this, Sunkist developed a recipe using their citrus Sunkist® Lemons and Blood " red
fruits and featured it in the New Zealand Woman’s Weekly, Oranges g
inspiring readers to try it for themselves and encouraging P i g v A e B Vi S S BN M
them to explore the citrus range further. i s i

1tbap Sumbiet* lemen
2ts3p boiling water

%

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.

Crackers
worth craving!
Snacklovers ill adore

Our Citrus range,
is truly in a league of
+ Strong Online Performance: The online article its own

outperformed expectations by 11.3%, showcasing the
continued interest in vibrant, summer-inspired recipes,
which highlighted Sunkist’s citrus fruits and further

increased engagement. waxes seRves 4 4

PREP COO0K TOTAL

* This recipe through print reached 643,000 AP25+ readers 208 sm 25M
as well as 242,000 main household shoppers.

N

Wh’s
RIGHT NOW

“Peel, good citrus”

Products we're loving this week

Skip to Recipe

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

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

www.sunkist.com
for more information and tasty recipes

Sponzared by
¥

S Woman's Weekly Food
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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 ‘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.
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Check out Anna’s review below:

TRIED& LOVEIT! 4P~
LUXE LOCKS

Beauty editor Annu Lee uts
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© 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

Shark 0 Now to Love

[5) @ PRINT

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 READ NOW
; ~
|




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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Beauty

Empowered & thriving!

PERFECT AT ANY AGE

Weekly editor Marilynn bravely shares her bold new approach to living her best life at 50 and beyond

“for amum of four'or ‘for Physical activity is also
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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,

an unwinnzble battle against time.

=ad

Aging with confidence and optimism

Marilynn turned 50 and decided that rather than wage an unwinnable batle...

rather than wage

Instagnam

newzealandwomansweekly
Sponsored

Learn more
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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

ge Perfect Golden

density and reviveits |
rosy colour for radiant,
more beautiful skin.

09 @

LOréal Paris Age Perfect

Golden Age SPFIS Day

Cream, $4499 —
[

| LOréal Paris Age Perfect Golden
Age Rosy Radiant Care Eye

| wOréal Paris Age Perfect Golden I
| Age Night Cream, 54499 1

Home > Fashion &Beauty > Skincare

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

Marilynn is embracing aging with confidence and optimism

WiiisWeekdy L'Oréal Paris Now to Love

2

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.
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Skin savers OCTOBER 28, 2024
Surrender at endota: Our beauty editor
reviews the spa’s signature treatments

() R —

- says Vanessa, 1 o

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 else first. That's exactly what : e
endota wanted to highlight to our readers.

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

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 =

WomansDey | oot M Ammtee

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.

1aboor risto
buff off dead skin cells and slather on
nourishing oll-rich products. 9.5)

Route to
relaxation! When was the last time you hit pause and surrendered yourself to a truly
A study found the
Organic Rolax Massage
can decrease your heart |
rate, reduce stress
nd alleviate
tensian.

restorative experience? With 110 serene spas across New Zealand,

Australia and Thailand, endota offers the perfect sanctuary, for those in

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

need of @ moment of self-care.

endota New Zealand.

Beauty editor Anna Lee

found her bliss at an endota
spa rejuvenating session
henwasthelasst  everyday e, 1 bookedin for Sweet surrender massaged mto my skin

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?

The campaign was a success due to:

Read now and get ready to unwind!

* Authenticity: Having Anna experience and V drnited us o u";*ﬁ::?“iq Aoy noaih iy ﬂ;w;emm;%w
yourself 1o truly restorstive  two of endola's signature. onn of g ylang. Jpon re-measuring my skin's
review their treatment firsthand created a e e s sdOIone  k mvenenrthe oo ne - o e
genuine story, building trust with readers. sy kil = e W e oyl
of a moment of sell-care. Following a consultation, their magic. massage, leaving me utterly
P g S ool T L e LT T
- High engagement: The boosted social DI GSimiT Sl
toerf dth f the oth esshidrislurd gl el S ook i o8
outperformed the average of the other Ppsgononand By =
. . . skin. Thsassessed thelevels  crafted from pure, active inside out, before stepping
campaigns, meaning more people saw this AN, Akl Eoncril
tent ety T et
ol ' m"%m;ﬁl";ﬂl find an endota spa near you, take a look at the
+ This campaign through print reached 767,000 e ps———
females 25+ on average 2.82 times.

Flawless finish

y
enhances and cares. For touching it ond cover the:

» This campaign through social media reached
over 46,600 users and gained over 126,000 ey ot bt

fora big event with fouc for each nail. Wile using =
. . 5 NOWTOLOVECONZ
I m p reSS IO n S . press-an, consider the size. ::-ssm ‘and olls es much os. Our beauty editor's honest review Learn more
! ger. pesshe. Craving solitude from the hustle and bustle of everyday life, beauty editor Anna...
tess raturollookoreven = theyre your

impact the lengih of manicure’s

time you v See insights and ads Boost post
‘canwear them. The porfect  best fiend!
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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

Shine BRIGHT

Seasonal (&%

i This

sparkle
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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.
p D

20 chesrstothe

kin hydrated, smooth and glowing? Our beauty editor reveals

from

celebrities,

82 Star weekly

by, ceed for
Proect Jonah for 40 years. This
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NOWTOLOVECO.NZ
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:

» 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.
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Home > Fashion & Beauty > Beauty News

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
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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:

* 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
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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

Check your work arex

Maintaln your chainsaw

nzww®aremediaconz

Make sure your work area Good maintenance will with STIHL in the

is free of tripping hazards extend the chainsaw’s life 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 % job, make Or enter online at
anyone who could enter sure the air filters, sprocket Mblnmn.nWIm
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 everything 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

(£] [& erint

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.




Shark’s HydroVac

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+.
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Shark + Woman's Day promotion

CLEAN SMA
NOT HARDE

sa

and mother of
two-year-old wins,

Dr Michelle Dickinson

is avery busy waman. S
saving time by cleaning.
smarter, not harder, is
2 cause close to her heart,
“Many of us Kiwis vicuum
without thinking about the.
sclence behind how it works”
explains Michelle, “Once we
understand the forces and
chemistry invohed in deaning,
we can let science do the hard
work, sowe don't bave t!”
Using ber expertise in
understanding haw materials
behave on the tnlest scales,
Michelle has teamed up with

b I brand
in the US and UK, ‘\Inl\ o help
i ean more effectively.
urk’s mew PowerDetect
Cl h an & Empty System, with
lis Innovative Reverse Clean
Technology, doubles efficiency,
capluring dirt and debris in
bueh furward and reverse
mations, unlike ather
vacuums.” she says,
*As 3 nanotechnologist,
1spend my time analysing
hoaw tiny particles interact
with surfaces, That includes
understanding scientific
principles ke frictian,
adheston and coheslon,
which are all important when
you vacuum and elean

MICHELLE’S TOP 4 TIPS

DUST FIRST, VACUUM need to vacuum the some
SECOND Follow the area twice,
principle of moving dirt HARNESS THESE THREE
downward and let gravity CLEANING POWERS
do its thing. Stort by dusting  Chemical cleaning:
high surfaces, Like ceiling Brecking bonds with
fans and fixtures, allowing science, Chemical cleaning
particles to settle on the relies on substances like
floar before vacuuming. soaps, detergents or
USE SLOW/ AND surfoctants to break down
DELIBERATE and lift dirt, grease and
MOVEMENTS Vacuum slowly  oils from surfaces.
to ollow moximum suction Thermal cleaning: Lets heat
while the beush kicks up the do the heawy Lifting. Heot
dehns. This technique helps Im:eam the kinetic energy
the g brush making dirt
property disturb cupet fibres, und grime easler to loosen.
releasing embedded ditand A steam cleoner is a great
dust, ond meaning you dont  example ~ it uses high-
35 Wty

R

vapour to

dissolve stubborn grime in any situotion!
and kill bacteria without THINK LIKE A PARTICLE
ding harsh ck L Ld dust isn't just

Mechanical cleaning: it = 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 oir quality.
between particles and the The Shark Cordless
surface, moking it ecsier to PowerDetect Clean & Empty
remove them. System, np $1149.99, is

By combining these three available from leeding
powers, you can cleanmore  retailers and

B Homes
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HYbrid Work With LogitECh making the most of hybrid work

The Casa Pop-Up Desk is an all-in-one workspace that

simply folds away

I's no secret that Kiwis have embraced the mix of working in the WOMAN'S DAY + LOGITECH PROMOTION
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.

It's no secret that Kiwis have embraced the mix of working in the
office, at home and on the go. A recent survey of 1500 office workers
across New Zealand and Australia revealed nearly 70% identify as
"hybrid workers"

The campaign was a success due to: The Casa Pop-Up Desk is an all-in-one

workspace that simply folds awa

Woman's Day NZ with Logitech
Published by Angela Wei @ - Paid Partnership - February 1 at 3:40 PM - @

» Strategic Targeting: Being placed in Woman’s Day targeted

. ) t'sno secret that Kiwishave  tips for making the most of seconds to fold away and move Top tips from an expert on making the most of hybrid work
p— embraced the mixof working  hybrid working. to a different area when the kids s
busy household decision-makers who are often responsible for |m
a o ln q on the go. A recent survey work In a space that feels both you and your partner are
pu rchasin g decisions in the home. of 1500 office workersacross ~ comfortable and wellsetup,  working from home~” S
New Zealand and Australia 50 you feel you can focus ‘Then when the work is
revealed nearly 70% identify and you're not sacrificing done, simply pack everything N
A ] ’ g as “hybrid workers” productivity or wellbeing.” into the Casa's beautiful R
* Relevant Solution: Logitech’s Casa pop-up desk provided a Bl RO e kbbb S G R
t_ I I t_ f th f . th N n k' _t h . h I barriers to really enjoying Gillian advises that investing  off for the day. Seamlessly three great
hybrid working is not having in an ergonomically approved fitting in with your décor, colours
prac Ical solution Tor those aClng IS ISsue, ma Ing I Ig y the right set-up and a whopping  set-up such as the Logitech you'll forget all about work,  ~ Bohemian
. 83% were unhappy with theirs  Casa-which includesalaptop  “Hybrid puts work-life
relevant to their needs. octerinetaaem stk Injbowrd Wil whvlem: TG dared ke proms 40
10 dedicate (o being a home touchpad - will pay off inmore  the more you can do todefine  Classic Chic.
office. Having to shove ways than one. them, the better off you'll be,”
H H H the day’s work into a corner “Screen position and says Gillian. “My advice is to
* The online sponsored content gained 916 page views, olibogingublocinte  beyboundsamcommanlycisd  pack eweyyourwock dhogs
0 o downright depressing. as the biggest challenges when  once you've finished for the
outperformi ng the average by 6 %o. Wellingion-based flexible  working away from a traditional day, s work isn't taking over

- o
work specialist, or “flexpert”  desk, so this is a great solution,”  your home life” I°°|1e ch
Gillian Brookes has a few says Gillian. "Plus, it only takes  Find out more at logitech.com

* This campaign through social media reached over 29,000 users
and gained over 52,000 impressions. As well as getting 837
link clicks.
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Expert tips on hybrid working Learn more
The Casa Pop-Up Desk is an all-in-one workspace that simply folds away




Samsung’s Cordless Bespoke Jet Vaccum

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.

Are Media — Main Household Shopper Case Studies
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Fly through the vacuuming with the light, stylish
and powe ung Bespoke Jet,
which practic

WHAT A SUCKER!

Enjoy pl y effective and

cleaning from start to finish with the
Samsung Jet One cordless stick vacuum
cleaner. Its oll-in-one “clean station” mokes
storing and charging the vacuum incredibly
oasy - and it hygienically emptios itself into
the dustbin! The multilayered filtration
system trops 99.999% of fine dust and
allergens, while an ontibocteriol dust bog
inhibits almest all bacterial growth. With

up to 210W of suction and a lightweight,
oerodynamic design, this is the effortless
wiay to clean your home and possibly the
lost vacuum clecner you'll ever need to buy,
1rp $1799. For more info, visit samsung.com.
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The Warehouse Sales

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.
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Flybuys Closing Down Clear-out

ANNA LEE’S
TOP PICKS

Last chance to

The Weekd/'s lifestyle and
Flybuys wanted to celebrate its legacy as New Zealand’s first and REWA RD s
largest loyalty programme while informing members of its upcoming
i i LE CREUSET SALT
closure. To achieve this, we created sponsored content that YO U RS ELF A,
iahli 'S i iwi e
highlighted the programme’s impact on Kiwi households and Ty . ey

of mind knowing | can rely
onthem for years to come.
Le Creuset Salt
and Pepper Mils,
490 Flybuys
Points each

encouraged readers to redeem their remaining points. ESbiieas oot doeniheinstmontha o Deosnberst

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

TIPODES

GLOW VITAMIN C /
BRIGHTENING SERUM
New Zealand-founded, 4
‘owned and made, there's

always roomin my beauty

bagfor Antipodes award-

winning natural skncare
range. Plant-powered and
H H . . . results-driven, theres a
recommendations to inspire them to make the most of their points et R
SOy, R ChaT Vitamin C Brightening
befo re th e d ead I ine lybuysis theloyalty  schemes were relatively households was a member.”  team has been inundated children growing up. So reminded that loyaty Serum. 330 Flybuys Points
. programme many new, and getting stuff for Since those early days, with messages of support. they've bought things to programmes now exist with
Kiwis grew up with free from your everyday Flybuys has consistently “So many people have setup the home, then former Flybuys partners. ARMANI MY WAY EDP
= it was the first of its shopping and services was  ranked as New Zealand’s been in touch to let us nappies and toys, and later *BNZ is continuing to As summer arrives, fm gving
kind in New Zesland pretty much favouriteLoyalty  know what Flybuys has tech to help their children  reward customers with T — my fragrance wardrobe 3

and it's still the largest unheard of" ‘It's heen a programme meant to them and that's study. And then theirown  BNZ Rewards on the . sunny makeover, reaching
Introduced by Loyalty says Loyalty NZ e - to date, it meant 50 much to us,” children became members.”  Visa Advantage card, and Wy for beautifullight and fresh
New Zealand in 1996, chief executive PGB TR 1o 29 million  says Lizzy. But now it's time to New World will continue Lud floral scents. A quick spritz

Flybuys rewarded members  Lizzy Ryley, (PSS ™embers. which _“Some have used say goodbye, “It's been to deliver savings and of anew perfume onmy
with Points for shocoin “Flybuys. prezents an Points to buy prezen B to beoart o Dollars with <Ay, S“'P"";‘-e;"ﬁ‘a'dmﬁ
i i . November.” — ibows and neck - adds
This campaign was a success due to: 3 e e
2 you can Armani My Way before | step out the door
tasa Fragrance, 1000 1o take on the day (or night!)
ing Points Flybuys Points. ‘with confidence.

* 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.

STOpPICkS BE=" — clybuys

Naw Zealnd Worman's Weekly 59

300’

* Emotional connection: By celebrating Flybuys’ legacy, this
campaign taps into nostalgia and trust, particularly among main
household shoppers, who have used it for years.

/ 1 ///’!%
h

Nothing brightens a
miserable wet doy ke a
bright umbxella! And with
its clever Kiwi design and
technology. | con always
be sure o Blunt brolly,
785 Flybuys Points, won't
blow inside out. Bonus!

),

* This campaign through print reached 347,000 main household
shoppers and 588,000 readers AP15+.

Ibuys is the loyalty one in three New Zealand DE'.O"GH' COFFEE
P households nber” |

F Kiyels grew up with Since those early days, MACHINE
ityeas the frstofits Flybuys has consistently Istruggle to function

Ko inNew Zelndand s ke s New Zehnd's kit collag ot e

il the bargest. avourite loyaly pr ‘

Intzoduced by Loyalty New - 10 date, it has 2.9 million ol riiis A
Zealand In 1996, Flybuys membes, which represents Flybuys Polnts,
rewarded members with Points an Impressive 74% of Kisel U go-10.0s soon as Fmout
for shoppingatiis affibated  hoascholds. oreishomes ¥ splel
retailers, which could be “The broad reach of the. and easyto use, even before
redeemed for an actual reward  programume meant Flybuys Fve had my caffeine it!
or sexvice - anything from a touched the everyday lives
gardenhoseand cosmeties  of millions of Khwis and
toan electrc toothbrush. since the announcement of WONDERBOOM

Itwas a novel approach s closure, the Lovalty NZ
and ftworked. team has been inundated PORTABLE SPEAKER

“Backwhen Flybuys weas  veith messages of support Music mokes the people come
launched, coalition loyalty “So many people have been together, as Modornna sings.
schemes were relatively new,  intouch 10 let us know what — and abightiy coloured

fofCiafiad.  Mylusety ; Wanderboom portable
hopping and a
services was pretty much wus? says Lizzy fromsingletons to marriage, But now s time 1o say 31 December so they get 1o deliver savings and New I";:""""’:"‘W ’."‘":l'-
unheard of says LoyaltyNZ ~ “Some have o having bables, to thase goodbye. I0s been a privilege the value they have earned.  World Dollars with Clubeard o sounds
chiefexecutive Lizzy Ryley. chiklren growing up. So 1obepartof so many New They realso reminded that Toany pierie o an otdoot
“Flybuys proved 1o be an they've bought things to set Zealanders' lives,” says Lizzy. loyalty programemes exst gathering. Turn up the beats!
ableto  up the home, then napples *Flybuys would like to thank with Flybuys’ partners. Poinis asa by using
Somach o that Just o afford. Alovely family from and toys,and later tech to the millins of Kiwis who have “BNZ s continuing 1o teseard  Poinis + Cashifyou don't have
weeks after launch, 250,000 S letus know Ip study, embraced the pr p Z Rewards  enough for the item you .
lied tosign  Flybuys has walked alongsid n chikdren Members are encouraged on the Visa Advantage card, swant, To redeem your Points y u ys
‘up and within five months, them as theit Iives evohved, 3 Points befor and Nev World will continue  now, go to fiybuys co.nz flybuys.co.nz
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Nexgard Spectra Puppy Love

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,
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.
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