
Campaign Summary



Background

• Olives New Zealand provides olive growers with support and 
information to help them produce premium quality Extra 
Virgin Olive Oil (EVOO) and olive products.

• In May 2020 six of its members won 7 gold medals out of a 
pool of 26 countries and 900 entries. This has been an 
incredible achievement and a real endorsement of New 
Zealand growers and the quality of the EVOO produced in 
New Zealand - some of the best in the world.

• These wins create a great opportunity to promote New 
Zealand growers, encourage buying local (never more critical 
than now) and educate consumers about the value of New 
Zealand EVOO.



Objectives

• Encourage the consumption/purchase of EVOO 
produced by your members (NZ produces some 
of the best olive oil in the world)

• Highlight the incredible achievement of NZ 
producers in winning 7 gold medals in New York

• Build public awareness about NZ EVOO 



Audience Selected 

• Audience based on research and to be used for 
targeting:

• Primary age – 45 – 54
• Gender - even split 
• Education Professional, degree
• Geo targeting Auckland, Wellington, Christchurch and 

Nelson
• Key interests

• Food and restaurants
• Food and Wine
• Local food/Buy local
• Cooking
• Olive oil
• Chefs, recipes



Facebook metrics (18 – 31 May) Snapshot

• Page views increased 35%
• Followers increased320%
• Page likes increased 370%
• Post engagement's 120% increase
• Unlike’s (during campaign) : 1



Posts

• Ran 8 posts during 
the period 18 – 31 
May



Paid Posts

• 9.4k reach (people who saw your post)
• 130 likes
• 23 shares
• 630 engagements
• 317 Website/link clicks
• 2 Hide posts
• Cost $195



Paid Posts

• 3.4k reach (people who saw your post)
• 28 likes
• 3 shares
• 105 engagements
• 19 Website/link clicks
• 0 Hide posts
• Cost $100



Paid Posts

• 3.2k reach (people who saw your post)
• 22 likes
• 77 engagements
• 9 Website/link clicks
• 0 Hide posts
• Cost $100



Unpaid Posts

This is a series of posts promoting the winners (all 
results are cumulative)
• 1.4k reach (people who saw your post)
• 221 likes
• 130 engagements
• Range of 9 - 31 Website/link clicks
• 0 Hide posts
• Cost $0



Olives New Zealand – New York Awards Media 
Coverage

Equivalent Value of Advertising

This measure is commonly used to measure the 
value of proactive, positive PR. 

When a story is curated and placed with a 
mainstream media outlet, readers consume the 
story as ‘editorial’ and is therefore more 6 x 
more valuable than the equivalent advertising 
space – what an organisation would need to pay 
for to have the same impact.

We estimate the EAV for the May campaign to be 
as follows:

• Stuff article: EAV - $16,080
• DomPost Capital Day Section: EAV - $4.473
• Supermarket News: EAV - $2100
• NZ Business Online: EAV - $2955

Total EAV (to date) = $25,608
Return on Investment = 1:36



Olives New Zealand – New York Awards Media 
Coverage



Some recommendations (for next time)

• Have a high-res image library for growers and oils ready to go
• There’s a strong appetite for buy local stories, and I think we can 

anticipate this would continue; I would like to look at interviewing a 
range of owners, to find angles etc and build a content calendar for 
regional & national news

• Are there any other awards on the horizon?
• Timing, Olives NZ needs to control the access  to media to enable us 

to secure media with major publications using exclusivity and first 
story options


