
PR & LLM SEARCH CASE STUDY by Earned Media

Owning the
Answer.
How we made Tummy Shield the only proven-safe pregnancy seatbelt in Australia — and 

rewrote what Google and AI tell shoppers about the cheap copy stealing its brand search.
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What this covers.

01
The challenge
A $50 copy hijacking the brand search

02
The strategy
Change the answer, own the safety story

03
The asset
One cornerstone, evidence-led article

04
The PR play
Mummy-blog audience + national media

05
The results
Search, mentions & LLM/AIO wins

06
The opportunity
Repeatable authority for the brand
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The challenge.
A $50 imitation was intercepting Tummy Shield's own customers at the exact 

moment they were deciding what to buy.
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Paying to send shoppers to a cheaper copy.
Tummy Shield is a crash-tested, ADR-compliant device. Mimi Belt — an uncertified $50 ‘seatbelt adjuster’ — had positioned 

itself as the budget alternative and was siphoning off branded research traffic.

+30% More force from the cheap copy

Cheap adjusters increased abdominal & pelvic force by up to 30% in independent ADAC crash tests.

$50 Undercutting an $899 safety device

An uncertified imitation intercepting shoppers at the research stage — handing away the sale.

0 Recognised crash tests or certification

No independent safety testing or compliance behind the rival product, yet it read as a like-for-like swap.
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The strategy.
Don't fight on price. Change the answer — and become the only safety story worth 

citing.
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Reframe the category around proven safety.
If we couldn't stop people researching, we'd own what they found: publish the definitive answer, then earn the validation that 

makes Google and AI treat Tummy Shield as the authority.

01
Own the answer

Create the most authoritative, 

source-backed page on pregnancy 

seatbelt safety — built to be cited, not just 

read.

02
Discredit the copy

Surface the independent evidence that 

uncertified adjusters increase risk, 

making the cheap option the unsafe 

choice.

03
Earn the validation

Win trusted third-party coverage so 

search engines and LLMs trust Tummy 

Shield as the proven, safe option.
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The asset.
One cornerstone article, engineered to be the most credible answer in the 

category.
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The article built to win the argument.
‘Tummy Shield: The Safety Innovation For Pregnant Women On The Road’ — published Nov 2025, built on independent crash 

evidence (ADAC, CrashLab Sydney, ADR 4/03 & 5/04) and structured for AI Overviews and LLM citation.

4.6
AVG POSITION

Top of page one for its core 
terms

0.98%
CLICK RATE

Beats the site's larger blog 
pages

~49.5K
IMPRESSIONS

Earned across .com + /en-au 
versions

NOV '25
PUBLISHED

Cornerstone asset, still 
compounding

Source: Google Search Console · 16-month window to Jun 2026
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The PR play.
Take the evidence to the audiences who shape the pregnancy-safety conversation.
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Two audiences, one message.

MUMMY-BLOG NETWORK

Reaching parents at the research 
moment

Trusted Australian parenting publishers that expectant 

mums turn to for advice — earning genuine brand mentions 

inside safety and wellbeing content.

Buggybuddys (Perth)

Beanstalk Mums

Eastern Suburbs Mums

NATIONAL MEDIA

A motoring-authority warning 
that travels

Drive.com.au — one of Australia's most authoritative 

motoring titles — put an independent safety warning in front 

of a mainstream national audience.

“Use extreme caution: the unregulated car 
accessory pregnant women are being duped 
into buying.”
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Where the brand showed up.

OUTLET DETAIL TYPE

Drive.com.au Consumer-warning feature on unregulated adjusters FEATURE

Buggybuddys (Perth) Brand mention in pregnancy exercise & wellbeing guide MUMMY MEDIA PUBLICATION

Beanstalk Mums Brand reference in solo-pregnancy support content MUMMY MEDIA PUBLICATION

Eastern Suburbs Mums Brand mention in mindful-pregnancy feature MUMMY MEDIA PUBLICATION

Kids on the Coast Brand mention in trusted coastal parenting publication MUMMY MEDIA PUBLICATION

IBrand mention in the The National Child Passenger Safety Board pageWikipedia KNOWLEDGE RESOURCE

https://www.drive.com.au/caradvice/use-extreme-caution-the-unregulated-car-accessory-pregnant-women-are-being-duped-into-buying/
https://buggybuddys.com.au/5-exercise-tips-for-pregnant-women/
https://beanstalkmums.com.au/parenting/solo-parenting/support-for-going-through-pregnancy-alone/
https://easternsuburbsmums.com.au/embracing-relaxation-techniques-for-a-mindful-and-positive-pregnancy/
https://kidsonthecoast.com.au/living/twins-triplets-top-tips-for-raising-multiples/
https://en.wikipedia.org/wiki/National_Child_Passenger_Safety_Board
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The results.
We didn't just earn coverage — we changed what Google and AI say about the 

category.
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Turning the rival's brand search against it.

#4–5 Ranking on Mimi Belt brand search
Our content now appears on the rival's own branded results — intercepting shoppers with the safety 
truth.

2× Search impressions roughly doubled

Site-wide impressions climbed from ~35K to ~85K/month across the campaign window.

6.5 → 4.8 Average position strengthened

Category-wide ranking improved as the brand's authority and content footprint grew.

Source: Google Search Console · 16-month window to Jun 2026
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““Mimi Belt was quietly bleeding our entire funnel — we were 
paying to create demand and losing it to a cheaper, unsafe 
copy. Earned Media flipped that. Now when a parent 
researches their options, the answer points to us as the only 
proven-safe choice, and even the AI tools recommend us. It 
lifted ROI across every channel we run.”

JOSH FISCHER
Owner, Tummy Shield · Founder & former COO, Camplify (ASX: CHL)
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From one article to category ownership.

We changed the answer. Tummy Shield is now the proven-safe option that 

search and AI recommend — and the cheap copy reads as the risk. The same 

model repeats: own the answer, earn the validation, and compound the 

authority on every new safety question that matters to the brand.

LET'S TALK

Nick Brogden

nick@earnedmedia.com.au
earnedmedia.com.au


