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and also featured the competition. ® Overaquarterofamillionfemale
Run of site banners, skys ahdttons readers of HELLO! have taken a
onhellomagazine.com  promoted long haul holiday in the last year
the feature and competition, as did an — more than all the quality press
inclusion inhellomagazine.com 's supplements
email newsletter. The competition
as the most successful that has
un to date in HELLO! and on
ellomagazine.com ,eliciting5,500
esponses in total. Due to the success
the 2007 campaign Jamaica ran the
ame campaign again wittHELLO! hellomagazine.com ’s users are
d hellomagazine.com in 2008. big spenders on travel, spending

an average of £1,200 on their

What were Jamaica Tourist Board's main last holiday
objectives for the activity iHELLO! and on
hellomagazine.com 2 Source: TGl Apr 07 — Mar 08

This campaign was designed to highlight the | sEiSeiiai RESEE B iiE Bl

TR AVE L . J AM AI C A diverse regions that the island of Jamaica has to

offer, together with the manydifferent aspects
TOU R I ST BOAR D of Jamaican culture, thus
dispelling the myth that
Jamaica is just a destination
ELEMENTS OF THE CAMPAIGN: for all inclusive package
HELLO! tailored a series of advertorials holidays.
according to the age group of each of its
platforms. For four consecutive weekELLO!  What attracted Jamaica Touris
magazine ran a different advertorial following Board toHELLO! and
the theme of Bob Marley songs, highlighting hellomagazine.com  ?
sports, spas, romance and festivals in Jamaica.By utilising botrHELLO! and
The advertorials ran in the Ihside Story hellomagazine.com 1 : e
section, headed up aslhside Jamaicg and Jamaica Tourist Board cou
presented the perfect insiders guide to Jamaicasuccessfully reach a bro
for couples and families alike. The advertorials audience; from couples and famil
also ran a competition to win a holiday for in the magazine to young
two to Jamaica. hellomagazine.com independent travellers on
ran an advertorial to appeal to the younger website,all of which have a real
independent traveller, summing up in an passion for travel.
easily digestible format exactly what the real“\We were delighted withthelELLO! advertorials.
Jamaica has to offer to this audience, whilst Thank you for everything. One love!”
still re ecting the theme of the advertorials in Elizabeth Fox, Jamaica Tourist Board's Regiona
HELLO!. The advertorials were deep linked Director for UK and Europe
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HELLO!'s female readers spentin
total over £1.6 billion on holidays
in the last 12 months —mor n
all the quality press supple S
except the Sunday Times Magaz*ne
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MEMORIES ARE MADE IN
MALAYSIA WITH HELLO!

SETTING THE SCENE:

Malaysia Tourist Board and Malaysia Airlines
worked in conjunction with HELLO! magazine to
promote Malaysia as an affordable yet luxurious
holiday destination in autumn 2003. Traditionally
Malaysia was perceived as a rather expensive

destination for holidays — more for a honeymoon,
or other equally unique occasions. In order to
educate consumers on the diversity and afford-
ability of Malaysia, a press campaign was launched

that was focused around advertorial activity.



TRAVEL:
MALAYSIA

OUTCOME OF THE CAMPAIGN:

The double page spread advertorial that ran in
HELLO! at the beginning of October 2003 was
immensely popular. The striking visual imagery,
exclusive reader promotion and educational CD
rom offer combined to make both an entertaining
and informative advertisement feature.

What were Malaysia Tourist Board’s main

objectives for the activity in HELLO!2:

There were four core objectives for this advertorial:

* To educate and inform readers of the diversity
of Malaysia as a holiday destination.

* To inform readers of the exclusive benefits of
flying to Malaysia with Malaysia Airlines.

* To offer HELLO! readers a unique holiday
package to Malaysia.

* To encourage interaction with the HELLO!
reader by providing them with details of how
to obtain a CD-rom (which contained
detailed information on Malaysia’s beaches,
islands, cities and resorts).

What attracted Malaysia to
HELLO!?

HELLO!'s extensive
editorial coverage along with

travel

access to an upmarket and
discerning audience proved to
be an ideal vehicle for Malaysia
Tourist Board for this cam-
paign. With 12 pages of
stunning fravel features every
month, HELLOY's environment

lends itself perfectly to

an exotic and aspirational
holiday destination such as Malaysia.

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

HELLOV!'s creative team worked in conjunction
with Malaysia Tourist Board’s media agency
Acumen Partnership, to create a stunning double
page advertorial. Running directly before HELLOY's
popular travel section, this advertorial proved
to be eye-catching, relevant and appealing to the
HELLO! reader. Its success has led the Malaysia
Tourist Board to increase its advertising spend
with HELLO! during 2004.
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WHY HELLO!?

Every month HELLO! carries 12 pages
of dedicated travel editorial. Covering
long-haul destinations, short holidays
in Europe and city breaks abroad,
these pages always appeal to our
indulgent and extravagant readers.
Exotic and enchanting destinations are
covered every week and provide
readers with unique and exciting ideas
for their travels throughout the year.
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SETTING THE SCENE:

In summer 2004, Sandals & Beaches - the ultra
all-inclusive Caribbean tour operator - wanted to
promote a range of specific offers and destinations
to the HELLO! reader. As a regular advertiser
in the magozine, Sandals approached HELLO!

CARIBBEAN COOL AT
RED HOT PRICES

Advertising Effectiveness
FRONT COVER OUTSERT

READER PROMOTION
SANDALS

to investigate the opportunity of running a reader
promotion for HELLO! readers which, although

for a limited time period, offered each reader the
opportunity to buy a heavily discounted holiday
at a selected number of Sandals & Beaches resorts.
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TRAVEL:
SANDALS

OUTCOME OF THE CAMPAIGN:

Due to the high value of the promotion to each
reader, HELLO! offered Sandals unbelievable
access to the front cover of the magazine.
Uniquely, HELLO! devised a 4-page, saddle
stitched brochure for Sandals & Beaches —
which was ‘outserted’” on the magazine and
gave Sandals & Beaches exclusive access to
our readers before they even opened HELLO!
and unprecedented standout on the newsstand.
The outsert made HELLO! readers aware of
the savings available to them and drove them
to the advertorial booking form within INSIDE
STORY, inside the magazine. The Sandals &
Beaches promotion offered HELLO! readers
up to £1,274 discount per couple at a

selection of Sandals & Beaches Caribbean
resorts. Advertising to promote The Sandals
Signature Spa Collection also ran on the outside
back cover of that week's issue of HELLO!

What were Sandals main objectives

for the activity in HELLO!2

To drive sales over a very specific time frame
and raise awareness of the selection of resorts
within the Sandals & Beaches range of ulira
all-inclusive resorts.

What attracted Sandals to HELLO!2

HELLO! offers access to an upmarket and
discerning audience who have the means
available for a world class all-inclusive holiday
at short notice. HELLO! and its readers are
passionate about travel. Every month HELLO!
features 12 pages of stunning travel editorial
which is of particular inferest to our readers.
HELLOY!'s environment lends itself perfectly to
promote luxury holidays such as those offered
by Sandals & Beaches.
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WHY HELLO!?

® HELLOY's commitment to travel is
reflected in the number of pages
devoted to travel. Every month HELLO!
carries 12 pages of dedicated travel
editorial. Covering long haul

destinations, short holidays in Europe

and city breaks abroad, the travel

pages always appeal to our indulgent

and extravagant readers.
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