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THE PERFECT MATCH
BT, HELLO! AND VERA WANG

In autumn 2001 BT ran a series of TV campaigns
based on the strap line "Bringing People
Together". The series of advertisements featured
two families and culminated in a wedding between
the families in an important Christmas cam-
paign. BT wanted a magazine partner to help
launch the final TV creative (the wedding) and
had potential third party partnerships with "The
Wedding Shop" and Vera Wang to help underline

the wedding theme to the readers.

HELLO! worked with BT to create the concept
of an entire feature dedicated to "Weddings of
the Year' — a retrospective look at celebrity
weddings that had taken place during the
previous 12 months. BT could then sponsor this
feature and run a competition to win a dream
Vera Wang wedding dress. The tailor-made
package then fell into place.

BT became the exclusive sponsor of this tailor-
made feature — the ultimate in "Bringing People
Together". HELLO! launched the final TV credtive,
with a sneak preview of the wedding, in the
form of an advertorial.
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OUTCOME OF THE CAMPAIGN:

The end results looked fantastic and fitted seam-
lessly with the HELLO! environment. The response
to the competition was overwhelming with over
2,300 entries from the magazine and more than
19,700 hits on the competition web page over
a one month period. BT had achieved blanket
coverage of the association with weddings
for both readers and web-users alike as their
TV campaign broke. They also extended the
message into the next year with the editorial
coverage of the lucky competition winner.

"BT had briefed our agency to promote their key
message "Bringing People Together" pre-
Christmas fo coincide with their TV campaign
themed around the wedding of Mark and Lara.
We asked a number of fitles what they could do
editoriall. HELLOY moved mountains with
their editorial team within very tight deadlines to

WHY HELLO!?
@ Half a million HELLO! readers have
more than one phone line in their home.

come up with a first for both HELLO! and our
client. A fully integrated communication
package across the magazine and internet site

which gave our client excellent exposure and
® 878,000 HELLO! readers like to keep

up with the latest technology.

unbeatable value with the key association of
weddings as the central theme."

Linda Ewing — Freud Communications e Nearly 1.5 million HELLO! readers

have BT as their main line service
What were BT's main objectives for the activity

in HELLO!2

The main objective was to raise awareness of

provider.

® 444,000 HELLO! readers have 02/
the TV advertising at a key time. This was BT Cellnet as their mobile phone
achieved directly by the advertorial with the service provider.

"Bringing People Together" strap line underlined by
® A further 187,000 HELLO! readers

have BT internet access.

the total feature sponsorship, and the competition.
Additional benefits included the addition of the
online element and the ability fo data capture. Source: TGI Apr ‘03-Mar ‘04.
How did BT find the HELLO! advertising team's
creative work and service?

HELLO! managed to turn a very broad brief with
a limited budget info an insightful cost-efficient
package which worked for BT on many levels.
HELLO!
around the ideas

turned

quickly and liaised
with all the parties
involved both in
the UK and
overseas. The
execution was

outstanding.
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Nikon wanted to enhance their association
with fashion and emphasise Nikon as the camera
of choice amongst professional photographers.
HELLO! offered Nikon a dual sponsorship of the
extensive editorial coverage of couture fashion

shows and the Inside Story section. Not only
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NIKON TURNS HEADS AT
THE LONDON FASHION SHOW

was this a media first, but also coincided with

their seperate sponsorship deal with London
Fashion Week. This provided perfect synergy for
Nikon, with their brand appearing alongside
the high quality photography of fashion-led
editorial in the magazine on a weekly basis.
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Nikon.

DENIES BEING SEXY
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OUTCOME OF THE CAMPAIGN:

HELLO! put together a specially targeted
campaign that included both sponsorship and
advertorials. The sponsorship activity focused
around "Inside Story" — a section that provides a
behind the scenes snapshot of the A-List movers
and shakers. This was brought to readers "In
association with Nikon". Sponsorship also
included HELLOY's editorial coverage of the
most prestigious, British fashion event of the
year - London Fashion Week. This was a media
first for Nikon. The advertorial execution offered
readers an exclusive prize that gave them VIP
access to London Fashion Week as well as the
priceless opportunity of this trip being featured
in the editorial pages of HELLOY in future weeks.

What were Nikon’s main objectives for the
activity in HELLOY2:

Nikon wanted fo generate maximum exposure
and brand awareness of their involvement with
London Fashion Week. In addition fo this they had

four core obijectives for this campaign:

¢ To target ABC1 women 25-35 and 45-55

* Toinfroduce an easy fo use, hi tec digital camera.

¢ To promote stunning photography.

* Drive association of Nikon with
fashion photography.

What attracted you to HELLOY2

"We are really excited to be working
with HELLO! on what is a new type of
venture for us. The strength of the HELLO!
brand and the upmarket readership of the mag-
azine is an ideal fit with what we are trying to
achieve for our consumer digital camera range.
Sponsorship of HELLO! editorial sections
allows us to communicate to an affluent and
responsive audience in an exciting and creative
way above and beyond display advertising. It also
allows the Nikon brand to become associated
with the glamorous and aspirational pages of
HELLO! magozine while af the same time
reaching our core target market at a really cost
effective rate." Elaine Swift, Head of PR, Nikon.

How did Nikon find the HELLO! advertising
team's creative work and service?

Nikon and HELLO! worked closely together to
create the most visually arresting and impactful
sponsorship and advertorial package. The HELLO!
team went the extra mile for Nikon, coming up
with a competition offering fickets to London
Fashion Weekend as well as the chance to be
photographed by a famous Nikon photographer
and appear in the editorial pages of HELLOY.

INSID R\YS
BROUGHT TO YOU IN ASSOCIATION WITH
NIKON DIGITAL
THE FUTURE OF
PHOTOGRAPHY

FOR FURTHER INFORMATION ON ALL NIKON
PRODUCTS VISIT WWW.NIKON.CO.UK OR
_ CALL 0800 230 220

digital

WHY HELLO!?
Fashion in HELLO! is the
combination of haute
couture designer
collections displayed
by impactful full page
| photography, and a
~ weekly ‘style file’ that
showcases more accessible high-street
fashion. As one of the most popular
sections within HELLO!, the fashion
pages proved to be the
environment for the Nikon sponsorship
activity - centring, as it did, on London
Fashion Week.
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