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Case Study: Innoxa, “Showing off”, 2009  
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Objectives 
Our task was to gain back the credibi l i ty  of  the Innoxa brand, increase sales and regain lost  market 
share. 
 

Challenge 
Innoxa was struggl ing to stand out f rom the c lut ter and was being outshouted by internat ional beauty 
brands wi th large budgets.  We were faced wi th a chal lenge that  mirrored that  of  David and Gol iath. 
 
With a l imited budget we needed to make sure that the campaign was as cost ef fect ive as possib le,  
yet s t i l l  creat ing the awareness needed for  the brand. 
 

Insight 
The target market is  descr ibed as “ forever 30” and is  feminine but not fussy.  Pr ide was an insight that  
s tood out.  When you feel  good you are proud and you present yoursel f  wi th conf idence. When you 
walk in to a room proudly,  people stop and not ice you. You walk in wi th your shoulders pushed back,  
chest out and your chin up. You show off .  
 
 

Solution   
Our solut ion was to choose one “hero”  product f rom the Innoxa range, and I  focus our communicat ion 
sole ly on th is  product so that  our communicat ion could be a lot  more targeted,  and our messaging 
more focused. The product we decided on was the Body Special is t  Neck and Bust cream. Because of  
the uniqueness of  th is  product and no one else was punting th is  speci f ic  product,  i t  would set us apart  
f rom the rest .  
 
Just  as one shows a beaut i fu l  face when sel l ing a face cream – we fel t  i t  necessary to show off  the 
body part  that  our product targets – the Neck and Bust.  The idea celebrates women for  being,  the 
beaut i fu l  creatures that they are.  I t  is  a c lear and beaut i fu l  demonstrat ion not only of  the products 
physical  resul ts ,  but the emot ional resul ts  too – feminine, inner conf idence that shines through. I t  is  
a lso an idea that grabs attent ion and is  far  f rom the gener ic  format of  internat ional beauty adverts.  
The morr is jones team were al l  female and so they knew that  deep down al l  women want a beaut i fu l  
chest to show off .   
 
 
 
 
 
 
 
 
 
 
 



 

2 of 3    www.morrisjones.co.za 

Work 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

3 of 3    www.morrisjones.co.za 

The 
campaign 
resulted 

in a 
 

2200% ROI 

Results 
The sales resul ts  were excel lent especia l ly when compar ing to 
the actual  investment behind the campaign – therefore great 
ROI.   These resul ts  are even stronger i f  we consider that 
magazines are natural ly  a s low bui ld ing medium. 
 
Standing “abreast”  and tak ing a r isk paid of f .  
 
When the Neck and Bust campaign launched, sales increased 
s igni f icant ly – from 382 000 uni ts to an impressive 531 000 
uni ts (making i t  the number one sel l ing SKU) 
 
The Innoxa campaign also resul ted in a great ROI.  With a 
media spend of  R902 484 we generated unit  sales of  178 626, 
which in s impl is t ic  terms works out at  a media cost of  R5 for  
every uni t  sold,  which is 4% of  recommended sel l ing pr ice.  Put 
d i f ferent ly,  by mult ip ly ing the RSP by the number of  uni ts sold 
we get a total  of  almost R22 mi l l ion sales.  This is  
approximately a 2200% ROI.    
 
We won a Si lver  Apex in 2010 for  th is Innoxa campaign in the 
change category. 
 
We also got a lot  of  people ta lk ing. 
 
Radio stat ions, newspapers,  top magazine t i t les and numerous 
credib le b logging and market ing s i tes were al l  ta lk ing about 
our adverts.  
 
Al though there were the cr i t ics,  they were outshouted by the 
posi t ive buzz that  the campaign created.  
 

 
 
 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Copyr ight  morr is jones© 2011 
 
 


