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Stardoll and LIVING’S ‘Britain’s Next Top Model’

 Team Up To Heighten Sense of Fashion

Deliver Previews of Episodes To Stardoll Community
London – July 6, 2010 – Stardoll, the world’s largest virtual entertainment and social gaming site for teenagers interested in fame, fashion and friends, is teaming up with LIVING to promote hit series Britain’s Next Top Model. Stardoll is set to deliver online previews of the show aimed at girls 16-24 to heighten their sense of fashion and engage them around exclusive content and virtual gifts.

LIVING will feature weekly exclusive previews of the show on Stardoll each week and encourage members to view through virtual gifting, co-branded traffic drivers and a behind-the-scenes insider view to the contestants and the following week’s installment.  Those who watch the preview will get their very own virtual fashion items inspired by the show. Supermodel Elle Macpherson hosts the new series that pitches 25 aspiring fashion beauties against one another in a compelling combination of glamorous photo shoots and grueling challenges, with catfights on the catwalk guaranteed from the start. Elle and her team of judges will eliminate contestants each week in their quest to uncover a star, with the winner scooping up the prize package – a contract with agents Models 1 and a cover spread with monthly glossy Company.
In the two weeks leading up to the new season, Stardoll featured a teaser video that has revealed some exciting early results. Stardoll is averaging 90,000 weekly unique visitors to Stardoll Cinema where the campaign sits with a 10% click-through rate on the homepage traffic driver, and 105,000 trailer plays introducing the series. LIVING are again working with Stardoll following a highly successful integrated partnership earlier in 2010 that saw over 240,000 unique visitors viewing over 740,000 previews of America’s Next Top Model.

“We’re really excited to be working with LIVING, one of many brands who are reaching high levels of both reach and engagement of a targeted, like-minded audience,” said Stephen Molloy, Commercial Director at Stardoll Network. “LIVING and its fashion shows really work well with the Stardoll community because content is focused around two core areas of interest to members; fashion and modeling, which has already proven to get higher click-throughs with each week as members spread the word throughout the community.”

“We are really pleased with the results on Stardoll,” said Dan Van Leeuwen, Account Manager at Manning Gottlieb OMD. “The show fits perfectly within the premium environment where we are able to see engagement and momentum increasing each week around the show’s content.”
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