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OUR PURPOSE 

We unleash the power of storytelling that 
enables organizations to connect with 
consumers in meaningful ways. Why? 
Because we know that strategic marketing 
is effective marketing.  

Our approach allows us to create inspired 
campaigns that drive lasting love and 
loyalty.
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\

Our Expertise Crosses Categories
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Home + LifestyleBeauty + Hair Care Food + BeverageWellness + Personal Care



A Few Words from Our Clients
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  Our Work: A Snapshot         



MEDIA 
RELATIONS 

Unleashing the power of culture to deliver 
your messages to the right audience at the 
right time in the right way.



Some Places Our  Clients  
Recently Appeared
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Action: 

1/Elevate founder and strategic partnerships 
to raise awareness of impact of global 
pollution; 2/Leverage annual pollution report 
to create relevance and urgency within news 
cycle; 3/Publish white paper in trade journal 
based on ongoing research and success. 

Results: 

• To date Pure Earth has been featured in a 
broad range of media  in 70 countries 
including CNN,  CNBC, BB C News, 
Associated Press, Financial Times, The 
Washington Post, France 24, and  Le 
Monde.  

• Our efforts garnered more than 2  Billion 
media impressions as well as over 5,000 
social media mentions. 
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Nonprofit



Action: 

1/Leverage diverse panel of third-party experts to educate 
about brand benefits, amplify messaging around the 
psychology of naturally curly hair, and credential brand 
safety and efficacy; 2/Lean into supportive beauty editors/
reporters with first looks at new line-up; 3/Seize pop 
culture milestones and recognition days to gain relevance; 
4/Arm diverse creator community with products and key 
messages to re-engage community on social.  

Results: 

• DevaCurl was featured in all top-tier beauty and trade 
publications including an exclusive in WWD and 
multiple articles in media outlets that either negatively 
covered or wouldn’t cover the brand the prior year.  

• The brand was selected for coveted “Best of Beauty” 
and Readers’ Choice awards by Allure, InStyle, Self, and 
Cosmopolitan. 

• Our efforts resulted in more than 8.2 billion media 
impressions and counting in outlets including Today, 
Allure, Byrdie, Cosmopolitan, ELLE, Essence, Good 
Housekeeping, Latina, MadameNoir, PureWow, 
StyleCaster, and Women’s Health.
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Beauty



Action: 

1/Seize stay-at-home order to create demand for 
a new way to experience luxury travel 
destinations; 2/Leverage upcoming holiday 
season to create urgency for media to share our 
story; 3/Engage travel-focused micro-influencers 
for reviews and unboxing content on Instagram 
and YouTube. 

Results: 

• Next Stop candles were featured in 5 top-tier 
and 3 key regional publications and 
generated over 530 million UVMs within a 90-
day period. Our team secured coverage in 
publications including Fortune, Prevention, 
Observer, and Elite Daily. 

• Influencer program resulted in UGC from 10 
high-engagement travel influencers which 
amplified sales during peak, make it or break it 
holiday season.
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Consumer Lifestyle



Action: 

1/Educate about investigational treatment options for 
rare inherited eye diseases; 2/Partner with principal 
investigators and advocacy groups to raise awareness of 
clinical trials; 3/Establish company presence on social 
media; 4/Develop key digital assets for use across 
channels. 

Results: 

• Conducted local media tours in partnership with 
research institutions, investigators, and local patient/
family spokespeople  

• Forged partnerships with rare disease advocacy 
groups and supported local in-person and virtual 
events 

• Created company social channels and built 
community from ground up 

• Developed social media playbook for employee use 

• Created employee activation on social media for Rare 
Disease Day
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Healthcare



THOUGHT 
LEADERSHIP 

Elevating organizations, brands, and leaders 
above the fray of competition by creating an 
authoritative presence in the places that 
matter.



CEO Contributor 
Articles

Social Media + Blog 
Posts
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• See links below for examples 
of by-lined articles in 
business and industry trade 
publications and blog posts: 

RightWorks Staffing Blog 

Nico Barawid Entrepreneur 
By-lines 

NonProfit By-line 

https://www.rightworksinc.com/blog
https://www.entrepreneur.com/author/nico-barawid
https://www.entrepreneur.com/author/nico-barawid
https://philanthropynewsdigest.org/features/the-sustainable-nonprofit/how-nonprofits-can-evolve-following-a-time-of-uncertainty
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We place our clients at top 
industry conferences to help 
credential them as 
authoritative voices in their 
industry and in the world of 
business: 

Some of the events our clients 
have participated in: 
  

• BlogHER  
• BlogHER Health 
• ALIS 
• Fast Company Innovation 

Festival 
• The Kroger Wellness Festival 



SOCIAL MEDIA + 
INFLUENCER 
RELATIONS 

Harnessing the power of culture and 
influence to help brands leverage the 
arbiters of cultural trends to connect with 
consumers where they are.



Action: 

1/Leverage professional, celebrity stylists’ credibility with 
consumers to introduce new Prose Styling Gel;  

2/Educate consumers in brand efficacy and points of 
difference with engaging “how-to” social content;  

3/Use celebrity stylist testimonials to introduce brand to 
consumers for trial and professionals for client 
recommendations. 

Results: 

• Secured content creation partnerships with 5 top 
celebrity stylists with ~150K followers combined 

• Content surpassed typical engagement rate with post 
engagement at 1-2.5% 

• Increased traffic to prose.com landing page by 6% 

• Set the stage of ongoing stylist ambassador program 
and help brand overcome challenge of being solely 
available through direct-to-consumer channel. C
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Click Stylists’ Names to Watch

Maggie Connelly Reagan Link 

Cynthia Alvarez 

https://docsend.com/view/pbqxepia4u8fgs3q
https://docsend.com/view/fndac9n9avidpbxu
https://docsend.com/view/w4bcdzjm99nmewu6


Action: 

1/Develop and deploy a strategy for key stakeholders to 
align on and execute; 2/Create messaging addressing 
breaking news early on so the target audience viewed 
Ayana Therapy as their go-to resource; 3/Leverage internal 
experts to provide feedback on the experiences of patients 
to create a strong connection point on social; 4/Explore 
the audience archetypes to create a brand voice that took 
a strong stand and spoke to them 

Results: 

• All key metrics were increased within the first 3 months 
of strategy deployment 

• Grew organic engagement by 20% overall on Facebook 

• Increased organic engagement by 50% per post on 
Facebook 

• Created meaningful conversations with the audience 
measured by audience and brand nestled comments 

• Increased engagement among current followers by 25% 
on Instagram 

• Increased page views by 30% on LinkedIn 

•
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Action: 

1/Engage advocacy group Pharmacist Moms, 
Pharmacy Times, and mid-tier mom influencers to 
share importance of being proactive about their 
health; 2/Educate pharmacists who are also mothers 
about ways to overcome vaccination hesitancy when 
engaging patients; 3/Leverage relevant cultural 
milestones like Hepatitis Awareness Month; 4/Drive 
traffic to brand channels and to local pharmacists.  

Results: 

• Secured 10 influencers with 1.2 million combined 
followers 

• Generated content via Instagram Reels, Stories, 
and static posts with 100% key message delivery 

• Pulsed out content to align with key brand 
milestones to create audience surround sound 

• Engaged key members of Pharmacist Moms to 
serve as brand ambassadors beyond social 
activations (e.g., interviews, web videos, at events) 
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THANK YOU

Sharon Robustelli 
sharon@ten3pr.com 
917.328.6723 
www.ten3pr.com

We create inspired 
campaigns that drive lasting 

brand affinity

NEW YORK 
1412 Broadway 

New York, NY 10018

LOS ANGELES 
714 N. La Cienega 

Los Angeles, CA 90069

MEXICO CITY 
Av. Horacio 1022 

Polanco III Secc, Miguel Hidalgo 
11550 CDMX, Mexico


