
THE OBJECTIVES
Increase awareness of Garnier products among Gen Z 
audiences through interactive Roblox integrations 
that drive high engagement.

Demonstrate key product benefits (speed, 
effectiveness, and discretion) through short, 
interactive gameplay experiences that showcase real-
time problem-solving.

RESULTS

199,438 2.1 MINUTES1,577,770
Unique Players Impressions Average Engagement Time

Age Demographic - Young gamers aged 16+

OVERALL REACH & ENGAGEMENT:

TASK-BASED ENGAGEMENT:

40,960
Actions

Strengthen values of self-care and personal well-
being, positioning Garnier as a natural part of 
teens’ daily skincare routines.

Encourage active user participation (not just 
passive exposure) through missions and NPC 
interactions.

Measure campaign impact through in-game interaction 
metrics (engagement, completion, interaction rate) 
alongside Brand Lift studies to evaluate changes in 
awareness and brand perception.

19,300
Users

2.12
interactions per player

20,940 
Actions

10,900
Users

~53%
completion rate

TASK STARTED:

TASK COMPLETED:



TRAILER

NARRATIVE (CUTSCENE) PERFORMANCE:

22,380
Actions

19,780
Users

21,790
Actions

19,300
Users

STARTED:

COMPLETED:

https://www.youtube.com/watch?v=DdUFbpQ2oDI&feature=youtu.be


WHICH PIMPLE PATCH OR ACNE-CARE BRANDS 
AVAILABLE IN SOUTH AFRICA ARE YOU FAMILIAR 
WITH? (SELECT ALL THAT APPLY)

BEFORE

AFTER
 13.2 Points 

Increase

(24.3%)
Garnier

(19.7%)
None

(26.3%)
Dis-Chem

(10.0%) 
K-Beauty brands

BRAND UPLIFT STUDY
1000 participants, aged 16+ with a 42% Female/ 58% 
Male gender split answered our survey.

The survey was performed twice, before the game 
integration and after the game integration. 

(22.4%) 
Clicks

(7.7%) 
Skin Republic

(17.7%) 
Nivea

(9.0%)
Other

(7.2%) 
Mighty Patch

(7.6%) 
Benzac

(37.5%)
Garnier

(6.4%)
None

(33.9%)
Dis-Chem

(8.9%)
K-Beauty brands

(27.8%) 
Clicks

(6.0%) 
Skin Republic

(23.2%) 
Nivea

(7.8%)
Other

(6.8%)
Mighty Patch

(6.8%) 
Benzac



HAVE YOU EVER USED PIMPLE PATCHES?

BEFORE

AFTER

(9.8%)
Occasionally

 5.7 Points 
Increase

(34.4%)
Regularly (18.4%)

No

(16.7%)
Never tried

(8.3%) 
Not anymore

(12.4%)
Not currently

(15.5%)
Occasionally

(33.2%)
Regularly

(12.5%)
No

(22.6%) +5.9%
Never tried

(6.8%) 
Not anymore

(9.4%)
Not currently

HOW FAMILIAR ARE YOU WITH THE CATEGORY OF 
PIMPLE PATCHES (ACNE TREATMENT PATCHES)

BEFORE

AFTER
 14.9 Points 

Increase

(39.5%)
Very familiar

(54.4%)
Very familiar

(18.0%) 
Not sure

(25.0%) 
Not familiar 

 at all

(17.5%) 
Somewhat familiar 

(14.1%) 
Not familiar 

 at all

(16.6%)
Not sure

(15.0%) 
Somewhat familiar 



WHAT IS THE MOST IMPORTANT FACTOR FOR YOU WHEN 
CHOOSING A PIMPLE PATCH? (SELECT THE TOP 3)

HOW MUCH DO YOU TRUST PIMPLE PATCHES AS A 
SOLUTION FOR TREATING PIMPLES?

BEFORE

AFTER

BEFORE

AFTER
 5.4 Points 

Increase

(30.8%) 
Fast & effective 
results

(14.0%)
Invisible on Skin

(17.2%) 
Suitable for 

 sensitive skin

(23.3%) 
Trust them 
very much

(28.7%)  
Trust them 
very much

(8.9%) 
Don’t trust them much

(15.1%) 
Don’t trust them much

(18.8%)
Trust them

(28.9%) +10.1%
Trust them

(6.5%) 
Don’t trust them at all

(27.0%) Neutral

(23.3%) Neutral

(19.4%)
Don’t trust them at all

(17.2%)
Affordable

(9.50%) 
Quality 

(19.6%)
Other

(16.4%) 
A brand I trust

(8.5%) 
Variety of patch sizes 

and shapes

(7.8%)
availability in stores

(39.1%) 
Fast & effective 
results

(17.1%)
Invisible on Skin

(30.0%) +8.3%
Suitable for  

sensitive skin

(26.6%) +9.4%
Affordable

(11.5%)
Quality (8.7%)

Other

(13.7%)
A brand I trust

(9.5%)
Variety of patch sizes 

and shapes

(6.0%)
availability in stores

 8.3 Points 
Increase



IF A NEW PIMPLE PATCH BRAND WERE LAUNCHED 
IN SOUTH AFRICA, HOW OPEN WOULD YOU BE TO 
TRYING IT?

WHAT WOULD MOST INFLUENCE YOUR DECISION TO 
TRY A NEW PIMPLE PATCH PRODUCT?

BEFORE

AFTER
 9.6 Points

Increase

BEFORE

AFTER

(27.9%)
Very open

(37.5%)
Very open

(22.9%) Maybe

(17.5%) Not open at all

(16.8%) Not very open

(24.3%) Maybe

(7.2%) Not open at all

(9.5%) Not very open

(27.8%)
real results 
from others

(21.3%) Other

(4.7%) Convenience

(8.7%)  Recommendations

(14.9%) 
Quite open

(21.5%) +10.1%  
Quite open

 10 Point 
Increase

(10.3%)  Attractive price

(9.3%)  Natural ingredients

(9.0%) Brand Trust

(9.0%) Discretion

(37.8%)
real results 
from others

(9.0%) Other

(3.0%) Convenience

(6.6%)  Recommendations

(17.7%) +7.4%   
Attractive price

(7.8%)  Natural ingredients

(12.5%) +3.5%   
Brand Trust

(5.5%) Discretion


