wishpond

CASE STUDY
CHALLENGE

Vervegirl is a hip teen/ early 20’s
magazine, with a demographic

of females 13-24. As a value-add,
they needed to increase brand
awareness for their client, New York
Color. They needed a solution which
would benefit both New York Color
and their readers. With a digital
savvy market, they needed a hip
digital savvy solution.

SOLUTION

For two weeks, Vervegirl ran a
Wishpond powered Video Vote
Contest. The videos were created by
influential beauty vioggers. The top
3 vloggers with the most votes were
eligible for $1,000, promotional work
with New York Colors, and a write up
in Vervegirl magazine. The videos
were how-to’s on applying New York
Colors make-up. Prizes for liking the
New York Colors Facebook page
were given out daily for the contest
duration. The contest was promoted
through Facebook and Twitter, to
drive traffic to the contest page on
vervegirl.com

OUTCOME

In just 2 weeks, the Vote Contest

had:

- over 1,400 participants

- potential reach of over 500,000

- website traffic increase of over 30%

- time spent on contest site of over 5
minutes/view

- a happy client

INCREASING BRAND AWARENESS TO A TARGETED

DEMOGRAPHIC: VOTING ON HOW-TO VIDEOS

Hew York Color Canada
16 January

GET YOUR GIRLS TO VOTE AND WIN!
LIKE IT. LOVE IT. SHARE IT.
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Ladies, Check out our NYC Beauty Vloggers 2da

Here's your inside scoop to our new Spring launches!

We've teamed up with VEIVEE] Fl to search for 10 young
ladies to create « how-to » videos for NYC, featuring some of our |
incredible NEW LAUNCHES for Spring, and some of our classic
NYC faves.

The search is done, the videos are up and now it’s time to vote!

Log on to VErVEgi rl.com andvote for your favourite!

Share the news with your friends and invite them to like our
page.

ALL NEW LIKES, SHARES AND VOTERS HAVE A CHANCE TO
VAMIRL AN RRETES L .
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£ 18 people like this.

Tiara Sleight Supsr exciting!
17 January at 09:52 - Like - Y1

Wishpond Video Contest

The Vervegirl case is a great example of involved user-generated content to share
targeted, interesting information with customers. Wishpond’s simple-to-use video
contests gave them the platform they needed that would engage both the participating
vloggers, and their readers.

Using no paid advertising, they garnered over 1,400 participants, with a potential brand
awareness reach of over %2 a million. In addition to working on Facebook and Twitter,
the Wishpond contest tools are easy to embed in your website, like Veregirl did. All
versions are mobile enabled. For their demographic group, mobile is essential.

Through the Wishpond voting app in our Social Marketing Suite, Vervegirl was able to
increase traffic to their site, raise brand awareness for their client, and serve the needs
of their readers.

Social Voting can increase brand awareness to a very targeted audience. Vervegirl
proves how this is done.

We used wishpond once before. We did a 25 days of

holiday madness contest, where everyday we ran a
separate contest, and gave away prizes leading up to
Christmas. We liked the ease of use of your application
and the ease to embed it into our website. We’re on a
WordPress platform, so it worked out quite easily. Overall,
the ease of set up was a benefit. 17

Michael Whitney - Vervegirl
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