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AQUAFINA ELITE MODEL LOOK 
SOCIAL PR CAMPAIGN 



BRIEF 

To familiarize the target audience with Aquafina elite model look 
2015 on social media. Provide coverage for, curate and promote 
the AEML finale event on social. Generate engagement and 
conversations between the Aquafina brand and its target audience 
online. Then position Aquafina as a pure style, beauty-conscious 
and fashionable brand online. 



STRATEGY 

•  Develop, create and deploy inspiring and sharable stories of 
past AEML winners and current contestants to ignite pubic 
interest, and spark conversation. 

•  Draw in a wider audience by celebrating the ‘unfiltered, 
natural and pure beauty of the Nigerian face’ using audience 
participation to drive conversations around the Aquafina Elite 
Model Look, and ultimately the Aquafina brand. 



INNOVATION AND CREATIVITY 

#AquafinaModelLook2015 
This was employed to explain the unfiltered, natural and pure 
beauty of the Nigerian face, thereby positioning Aquafina as a pure 
style & beauty-conscious and fashionable brand online. 



IMPLEMENTATION AND DESIGN, 
PRODUCTION, LOGISTICS AND SUPORT TEAMS 

The Event 

‘Story Telling’ 

We achieved this by telling inspiring stories of one or two past 
winners to set the tone for EML 2015 finale. 

There were live social feeds from the event by top Nigerian fashion 
influencers/bloggers with support from our army of influencers. 

There was also real time micro blogging of events activities, such as 
red carpet photos, runway photos, performances and special 
appearances. 



LOGISTICS AND SUPPORT TEAM FACTS 

•  Agency staff was on ground to gather content for social and 
develop post-event stories. 

•  A team of social media influencers was also on ground to 
further drive conversation about the event via live tweets, IG 
posts and photos. 



POST-EVENT 

•  Stories and photos from the event were used to generate 
inspiring and fun content that were shared on major blogs, and 
other digital platforms. 

 



RESULTS AFTER TWO WEEKS 

•  58,421,965 social media impressions  
•  3.9 Million people reached 

•  Over 190 online mentions 

 



BUDGET AND COST EFFECTIVENESS 

•  Budget confidential 


