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Brief and objectives: 
Carex – part of PZ Cussons and the UK’s number 1 hand wash brand – was launching a 
new product in its ‘Fun Editions’ range with an exclusive partnership with Love Hearts 
(licensed by Swizzels Matlow), the retro sweet with a distinctly different flavour and scent. 
 
The new Love Hearts hand wash had been introduced to support Carex in its goals to: 
 

 Maintain its number 1 brand position 

 Reinvigorate the Fun Editions range and increase sales 
 

Weber Shandwick was tasked with launching the Love Hearts product to the consumer. 

 

Rationale behind campaign, including research and planning: 
What is the target audience? 
The core Carex shopper is Mum, the main grocery shopper. However, as family budgets 
have grown tighter, mum is tempted to choose own-label products over brand. Our social 
listening research showed that female millennials were highly engaged with retro and 
vintage products online. We saw an opportunity to widen the audience to 16-30 year old 
females, who would be – if not already – mums themselves in a few years. 
 
What trends impact millennials? 
Using global trends tools, we identified key consumer behaviours about millennials: 
 

1. Personalisation: 48% millennials expect brands to offer them a personalised 
experience (Digital Marketing Magazine, 2016) 

2. Empowerment and equality: love for this audience is not just seen in the traditional 
sense. It means love for friends (their ‘girl squad’) and love for themselves. 

 

Strategy and tactics, including the types and variety of social media utilised, 
creativity and innovation: 
We harnessed millennial trends to create a two-pronged strategy: 

1. Personalise: Personalise a limited supply Carex Love Hearts bottles with messages 
of love and make them available to millennial consumers 



2. Share: Allow fans and bloggers to gift personalised bottles to each other to generate 
word of mouth about the new products and to share their own messages of love 

 
Channel Selection 

 Video: Millennials are 264% more likely to share a video about a product, service or 
company (AdWeek, 2015) 

 Instagram & Snapchat: Growth channels for millennials (58% of Instagram users are 
female) 

 Facebook: Despite the growth of Instagram, millennials are still likely to share content 
via Facebook (Business Insider, 2016) and the platform is a primary driver of organic 
video reach (Socialbakers) 

 Influencers: Millennials are more influenced to buy by influencers than celebrities 
(Twitter 2016) 

 
Goals 

 At least 50% of reach to be millennials 

 Less than £0.05 per engagement. 
 

Implementation of tactics: 
The campaign was delivered in two bursts of activity: 

1. Summer of Love (July and Aug ’16) to coincide with product launch 
2. Valentine’s Day (Feb ’17) to maximise the seasonality 

 
Personalised Messages of Love 
Launched a campaign via video urging millennials to share their messages of love. A select 
number of people got the messages specially printed on bottles and sent to loved ones. 
 
Influencers Share the Love 
We researched and recruited a range of influencers (e.g. Carly Rowena, Josie LDN) that 
would appeal to millennial females and got them to share their messages of love – and their 
product reviews via blogs, Instagram and Snapchat. 
 
Date Night with a Difference 
To build excitement, a series of GIFs revealed non-traditional date night prizes for fans, such 
as meal to enjoy with you best friend. 
 
Web Hub 
We created a microsite for all social channels to direct people to enter to win personalised 
bottles and to hold a moving carousel of fan selfies. 
 

Measurement and evaluation: 
The campaign was a record-breaking success for the brand: 
 

 Retained its number 1 position in the market 

 Product immediately became the best-selling one in the range, achieving 90% more 
sales than its predecessor 

 
It also generated the brand’s highest social media engagement and reached mostly 
millennial females: 
 

 2.1m reach 

 1.3m millennials reached (63% of overall reach beating our target by 13%) 



 325k video views 

 1m influencer reach 

 94.6K entries to personalised bottle competition driven by the campaign – the most 
ever within PZ Cussons’ whole brand portfolio. Site traffic was so high at peak times, 
the bandwidth needed to be upgraded 

 366K engagements 

 5,449 new social fans 

 18% of all people who saw the content engaged with it 

 32% of people who engaged with the content also entered the website competition 

 
 
Budget and cost effectiveness: 
The campaign used a modest budget with a multichannel campaign that was more than 
the sum of its parts: 
 

 Total budget: £42,000 (agency fee and direct costs) 
 
Based on costs for paid social, this beat our targets set: 
 

 £0.02 cost per engagement 

 £2.42 cost per 1k impressions 

 £0.06 per competition entry 
 
Sameen Kenway from PZ Cussons, said: “This was a creative campaign delivered across 
multiple channels for a relatively small budget. We were able to reach new audiences in a 
creative way and the insight-driven approach meant that all content was built around the 
target audience. It was received well within the business, even winning a global internal 
award.” 
 


