














nEn[H Business to Business

Wolseley demonstrates sustainable credentials with
launch of Greenprint magazine

Greenprin

niz the: BEoo Coge

il

W i

[ We're already seeing customers get
us involved much earlier in their
planning process, which means that we
can help them shape their sustainable
strategy for the development. That
means that we are building much
deeper and more integrated
relationships with our customers. [

Tim Pollard, General Manager, Sustainable Building Center
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[title] Wolseley Customer Magazine.

[brief] Support the launch of Wolseley's Sustainable Building Center by

developing an informative and advice-led customer magazine.

[solution] Sustainability is an important and controversial issue in the
construction industry but, for small businesses, knowing where to turn for

good advice and sustainable products is a challenge.

In 2006, Wolseley UK decided to develop the country’s first Sustainable
Building Center ahead of any government legislation on sustainable
construction. Prior to its opening, Wolseley launched customer magazine,

Greenprint, to build awareness among customers and prospects. -

Greenprint features advisory articles on issues like the new Code for
Sustainable Homes, peppered with advice and comment from leading
experts in sustainable construction. Innovative new technologies are
explained and actual case studies showcase how sustainable buildings are

being developed in the UK.

Keen to avoid the trappings of other customer magazines, Red C’s
editorial team also ensured that Greenprint did not end up as a thinly
veiled product announcement publication which was internally focused

and trumpet blowing.

[results] First distributed in May 2007, already the number of enquiries
for sustainable products has reached an all-time high. Over time, the
magazine will become part of a wider contact strategy designed to
keep Wolseley’s customers ahead of changes in legislation and

product developments.



Consumer campaign shapes up for B2B market
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nEn[H Business to Business

[title] Bupa ‘Bupa World’ Campaign.

[brief] To translate the B2C Bupa World Campaign to the B2B market and

a range of marketing communications.

[solution] We needed to ensure that the key elements which make the
consumer campaign work successfully; its simplicity, charm and engaging
nature were all kept, whilst also translating the campaign to appeal to a

very different target market... decision makers in small businesses.

This involved developing new characters, a new copy tone and ultimately
work that conveyed the overall positive feeling of the campaign. A key
challenge was to still communicate messages which we knew from
experience would work in this market, but with a completely different

approach to the copy tone and design.

A crucial element in achieving this was to develop a thorough
understanding of the consumer campaign and combine this with our

extensive experience of the B2B business customer.

[results] Feedback from a number of teams at Bupa was very positive
and as a result Red C has been solely responsible for developing a large

number of communications in the B2B ‘Bupa World’ campaign.

[ | just wanted to let you know the
feedback has been exceptional — so well
done and thanks - you have set a

benchmark now! 4

Matt Rowlands, Marketing Manager Business Markets, Bupa



nEn[H Business to Business

One large step for Bupa corporate communication

[title] Bupa - 'One Bupa’ Brochure.

[brief] Overcome the fact that employers are often unsure of what they
are looking to achieve, or how health and care products can help them,
and that their needs vary depending on type, size and lifestyle. We also
needed to address the fact that the range of products offered by Bupa

was overwhelming and confusing.

[solution] Develop communications that represented Bupa B2B as one
company with a single customer facing approach. The One Bupa
Brochure aimed to position Bupa as providing consultation to companies
based on their own individual requirements, which differed depending
upon a number of factors such as budget, sector, employee profile,
segment, company age etc. Following on from intensive workshops,
literature and product reviews and key stakeholder interviews we
established key needs for typical clients and then demonstrated the
breadth of options Bupa could provide to address them. These were
presented in the One Bupa Brochure in a clean, simple and uncluttered

manner in language that was direct and straightforward.

[results] The brochure was well-received throughout Bupa and was

subsequently progressed in conjunction with online activity and launched

to the large corporate market.

Il The One Bupa Brochure represented
a real change of approach for Bupa and
the end result looked professional

and stylish. &

Matt Rowlands, Company and Corporate Marketing Manager, Bupa
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nEn[H Business to Business

[title] Simon Jersey Customer Database Segmentation.

[brief] Maximise return from existing customer database and ensure

limited marketing budget is spent effectively.

[solution] Simon Jersey offers one of the most extensive uniform
collections in the UK. Established in 1971, the company markets itself

through a 280-page catalogue and fully transactional website.

The uniform and corporate workwear market is highly fragmented and
very competitive. We began by interrogating the database and devised a
simple to use scoring system that placed customers into different groups

according to their responsiveness and future worth.

When existing customers were allocated a score, some extremely
valuable insights were gained. A very small number of top customers
were contributing a huge 49% of sales, whilst the value of a large
number of dormant or lapsed customers was less than had previously
been believed. We then applied the segmentation model to Simon
Jersey's most valuable industry sectors to understand the different trends
in uniform purchasing between hotels and dental practices, public

services and pubs.

[results] The segmentation of the database not only ensured that the
marketing spend on each customer was proportionate to their value, it
allowed us to protect the most valuable customers, giving them

exceptional customer service.
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[title] Swinton Taxi Insurance - Mystery Tipper.
[brief] Create an exciting prize draw to increase insurance quote calls from Taxi Drivers.

[solution] Taxi drivers are hard working, hard done by, no nonsense characters. Getting their
business can be tough, but once you've got it they can help you increase it by word of mouth.
To do this, we created The Swinton Mystery Tipper. This mysterious woman travels the UK
handing out monthly £1,000 tips to taxi drivers sporting a sticker of her in their cab. To get the
sticker, taxi drivers have to call for a quote and give their renewal details. And they did, in
droves. Any one of the cab drivers out there could receive the £1,000. No skill required, just a
sticker. Easy, effective, clever and successful, the Mystery Tipper appeals to the audience

because of its simplicity, creativity and sense of fun.

This was initially a 12 month campaign but, due to its success, it has now been extended to run
throughout 2009. In case you're wondering who the tipper is, she's a real live Swinton employee

with blonde hair and a rather swanky trilby and mac. Her true identity is never revealed.

[results] Simply staggering. 12 consecutive record months for Swinton Taxi Division with quote
calls up 130% on last year. This campaign has also achieved a DMA Gold award for Financial
Services and and Silver for Customer Aquisition. It also received the B2B marketing award for

Lead Generation and is nominated for two ISP Awards in 2009.

[ After briefing Red C to come up with a prize
draw for 2008, | wasn't expecting this. A yearlong
campaign that has shown a tangible increase in
business month on month is a dream result for
someone like me in marketing. I've already signed
up the Mystery Tipper for 2009 and look forward

to seeing the successful results continue. ”

Rhian Thomas, Marketing Manager, Swinton





