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BEAUTY:
LANC ME

OUTCOME OF THE CAMPAIGN:

Lancbme took complete ownership of
HELLOY's BAFTA coverage through a unique
sponsorship partnership. The package included a
display advertisement to open the BAFTA story,
a heading on the opening BAFTA spread which
read ‘In Association with Lancome Paris’. Then,
on the next two editorial spreads Lancéme ran
two consecutive advertorial strips which show-
cased the main products for achieving the per-
fect ‘Red Carpet Look’. The stores, where the
reader could book their ‘star treatment’ con-
sultation, were also highlighted. To finish,
Lancbme ran a page advertorial opposite the
last editorial page of the BAFTA story which
gave full details of Lancoéme’s role as official
Beauty Sponsor of the BAFTAs and the
Lancdme BAFTA makeover road show.

What were Lancéme’s main objectives

for the activity in HELLO!2

To enhance and promote their five year association
with the BAFTAs as official Beauty Sponsor. To raise
awareness of the key Lancéme products needed to
achieve a ‘Red Carpet Look’, and to promote the
BAFTA makeover road show where the Lancéme
BAFTA makeup team would reveal the behind-the-
scenes beauty secrets of the BAFTAS.

What attracted Lancéme to HELLO!?

Each year HELLO! carries glamorous and
comprehensive coverage of the prestigious BAFTAS
award ceremony. HELLO! presents the reader
with captivating pictures and editorial, bringing
to life the prestige and excitement of the event.
By sponsoring the BAFTA pages in HELLO!,
Lancome was able to extend their sponsorship
presence, and bring the association of glamorous
beauty to their key target audience.

WHY HELLO!?
The BAFTAs coverage in HELLO! is
undoubtedly one of the most compelling
features of the year, guaranteed to
captivate the readers of HELLO!.
HELLO! readers have a phenomenal
interest in beauty, plus the money

available to ensure that they have
the latest beauty products.
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BEAUTY Advertising Effectiveness
READER EVENT
READER PROMOTIONS
BENEFIT

BENEFIT FOUNDERS HOST FLAWLESS T
EVENT AT SELFRIDGES EXCLUSIVELY FOR o
HELLO! READERS B

SETTING THE SCENE:

Cult American cosmetics line Benefit has been designing products to
solve women'’s beauty dilemmas for more than 30 years. 2008 saw the
launch of its new powder foundation, Hello Flawless!.

Due to the name of this new foundation, Benefit saw this as a worthwhile
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opportunity to team up with HELLO! exclusively for commercial activity,  © * ! _J,, G
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ongoing presence of the Benefit brand in HELLO!. N - )
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BEAUTY: BENEFIT

ELEMENTS OF THE CAMPAIGN:

As the main focus of the campaign was to concentrate on
Hello Flawless! foundation during its launch period, it was
decided that an exclusive reader event would be the best
way to raise awareness of the product, which was then
promoted through a page adverforial in HELLO!. A
page worked best as it permitted room to promote the
reader event, as well as the benefits of Hello Flawless!.

The reader event was held at Selfridges in London, and
was exclusively available to HELLO!
had booked appointments through the magazine's

readers, who

advertorial. At the event readers enjoyed individual
assessments, makeovers, and an introduction to Hello
Flawless!, all while enjoying the continuous flow of
cupcakes and champagne. Jean and Jane Ford, Benefit's
glamorous co-founders, made an unique personal
appearance freating HELLOY readers to a showcase of
makeup application techniques. Nadine Baggott,
HELLOY!'s Health and Beauty Editor, was also present to
meet with readers to discuss individual makeup advice
and application techniques. Readers also received
goody bags, discounts and gifts with purchases.

At the event Benefit received a great response fo the
new foundation, with sales of Hello Flawless! greatly
and due to the
HELLO! branding on display and party awareness,

exceeding original expectations,

they also witnessed a much higher footfall to the
Benefit counter in Selfridges, as well as an increase in
product sales compared to a usual Saturday afternoon.

In addition to the reader event, Benefit ran a subscription
offer in the magazine, giving HELLO! readers their top
selling B Spot perfume with every new subscription.
Benefit also donated an exclusive prize of a Benefit
makeover party for the magazine’s weekly Most Stylish
Both the subscription offer and prize
received phenomenal response.

competition.

What were Benefit's main objectives for the HELLO! activity?
Our main objective for the HELLO! magazine reader
event was that we coordinated with HELLOY's commercial
team, Nadine Baggott, Benefit’s marketing department
and co-founders Jean and Jane Ford to support the
launch of Benefit’s new foundation Hello Flawless!.

Oursecondary objective was to increase the presence
of the Benefit brand in HELLO! via a subscription
offer and a competition. HELLO! is a key fitle for
Benefit to utilise due to the strong

and glamorous beauty editorial

S0 poll

and upmarket environment the !

magazine provides.

What attracted you to HELLOY2
The name of the new product led

us directly to the magazine for
the project — Hello Flawless! and
HELLO! scemed like the perfect
match. However, in addition to this
we were keen to build an ongoing
commercial relationship ~ with
HELLO! os we did see spikes in
sales whenever Benefit was featured
editorially. The success of the acfivity
has really proven to Benefit that
HELLO! is the
partner for future campaigns.

ideal magazine

How did you find the creative work and
service you received from HELLOY2
The creative work and service from the magazine
has always been exemplary and it's a relationship that we
are very happy to find ways to continue. | know Benefit
are very much looking forward to working with HELLO!
commercially again in the very near future.

Jason Waterworth, Beauty Director,
Modus Dowal Walker
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WHY HELLO! ?

® HELLO! readers spend £14.5 million on
skincare a month - that’s £88 million
more than Grazia in a year and £42
million more than Marie Claire

HELLO! readers spend £11 million on
cosmetics a month - that’s £70 million
more than Grazia in a year and £43
million more than Marie Claire

Three quarters of a million HELLO!
readers use prestige cosmetic brands
- that's 400,000 more than Grazia
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