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beautyheaven is y
Australia’s number one 
dedicated beauty sitededicated beauty site 
Launched in 2005 in response to building consumer p g
demand for independent beauty information 

The philosophy guiding the site development has 
been to build a trusted community an environmentbeen to build a trusted community – an environment 
delivering what consumers want:

- consumer-generated content
- pre-shop research
- peer-to-peer recommendation
- facilitation of open conversations about beauty

Since commercial launch in 2007 the site has realizedSince commercial launch in 2007 the site has realized 
significant growth in all consumer metrics

The stickiness and engagement of the audience has 
created unique opportunities for marketers and 
revenue has quickly scaled. The site has regularly 
been sold out in 2010  - at premium CPM’s





beautyheaven understands womenbeautyheaven understands women
Key statistics:
145,201 unique browsers per month
866,697 page impressions per month
196,931 user sessions per month

beautyheaven’s success has 
been a result of listening to 

42,384 email opt-ins from members who 
always want the latest in beauty news
Source: Nielsen SiteCensus October 2010

and connecting with women.

The biggest beauty review directory 
in Australia:
More than 55,000 consumer reviews in a

We have created a trusted 
environment where women 

k dibl i f ti d More than 55,000 consumer reviews in a 
comprehensive pre-shop directory

Two key types of women make up our 

seek credible information and 
where they want to talk – to 

h th t d ith audience:
The beauty expert & influencer – loves 
beauty, passionate, social, vocal, 
influential

each other, to us and with 
beauty brands.

influential
The pre-shop researcher – intelligent, 
solution orientated, educated, savvy



“word of mouth” is the new “There are millions ofword of mouth  is the new 
‘black’

There are millions of 
products on the 

market. 
How do you know 
what’s worth it? 

…beautyheaven has established 
itself as the consumer destination for 
beauty brand recommendations

beautyheaven tells 
me”

“I get real 
people’s 

opinions not 
sales pitches”beauty brand recommendations

beautyheaven is seen as the online destination to 
cut through clutter – a trusted way to find out

“Word-of-mouth 
recommendations cut through clutter a trusted way to find out 

about products and opinions before they spend.

78%

mean a lot more to 
me than any other 
type of advertising”

“I am put at ease 
in the 

understanding 
that the reviews 

th h t78% come to beautyheaven for pre-shop 
research

are the honest 
opinions of real 

women”

“ I b kl96% say the product reviews on beautyheaven 
influence their thoughts on a product

“ I base my weekly 
beauty buys on 
product reviews 

from 
beautyheaven ”

76% have bought a product after reading a 
beautyheaven review

beautyheaven…

(Source: beautyheaven.com.au “Women and beauty online” survey 
of 856 visitors in May 2009)

y



The engagement of our audience has enabled us to create 
truly unique marketing solutions for beauty brands

• Trial Team Seeding Campaigns

• Video reviews by our members

• On pack endorsement stickers

S d f• Sponsored forums

• Sponsored blogsSponsored blogs

• Sponsored advertorial features





Some lessons we’ve learnt about 
turning consumer engagement 

into commercial success…



1 Think BIG in terms of where your business model1. Think BIG in terms of where your business model 
could go in the future but stay true to what your 
business isbusiness is

Don’t attempt growth through watering down your coreDon t attempt growth through watering down your core 
proposition or niche positioning

How can you make money?
• Selling eyeballs (listings, media & sponsorship)Selling eyeballs (listings, media & sponsorship)
• Selling stuff (products and services - ecommerce)
• Selling clicks (referrals to other sites or downloads)g ( )



2. ALWAYS respect the trusting relationship you have p g p y
with your consumers – think of it long term 

– Short term revenue may be tempting (eg homepage 
takeovers, bombarding an audience with sponsored 
messages) but how is it impacting on your consumer 
engagement?
T t ’ il dd t f t t th– Treat consumers’ email addresses as an act of trust – they 
are giving it to you in the trust that you will use it 
appropriately. Ask yourself every time you send them a pp p y y y y
message: am I really adding value to this consumer?

– Never sell customers’ details to list providers, other third 
parties or partners. This is a breach of trust.



3. Create a trusted environment – that is genuinely 
two way.

– The original mass media model has been a one-way street 
involving an expert “pushing out” their point of view. Some 
bloggers are choosing this path – yet this is not how 
consumers are interactingconsumers are interacting.

– Ask your consumers what they want to see, for their ideas 
and reward interaction and quality feedback. q y

– We’ve found that the site and our consumers moderate 
themselves – due to the high level of trust created in the 
environment.

d NEVER !… and NEVER, ever censor!





4. Take risks, be different and learn from your mistakes

– Don’t get obsessed about what your competitors are doing
You will inevitably make mistakes and in some cases big– You will inevitably make mistakes and in some cases big 
ones (ask me about our first iPhone app)

– Being a leader is about taking risks, trying different things, g g , y g g ,
admitting when you make a mistake.  Over time this pays 
off!



BE REAL AND BUILD TRUSTBE REAL AND BUILD TRUST 

- With your consumer base
- With your customersWith your customers
- With the experts that you partner with
AND
– Be proud of the culture created by yourBe proud of the culture created by your 

business





Thank you!y

Jackie Maxted 
jackie@beautyheaven.com.au

(02) 9555 9520


