










Savings campaign just the tip of the iceberg as investments rise

[title] Cheshire Building Society Investment Rate Campaign.

[brief] Develop an emergency campaign to address the

imbalance between borrowers and investors.

[solution] Immediate action was required to address

the issue, Cheshire needed a campaign which was

eyecatching, responsive and above all, could go live

very quickly. Red C recommended an integrated

online/offline campaign. One that was easy to pass

through compliance and go live within the shortest

possible period of time. It worked. Within 7 working days,

we had built and set up a  live microsite, dispatched an

email campaign and sent a postcard, which promoted

the Bond offer to existing customers. For the microsite,

we purchased a unique URL, www.skatetherate.co.uk,

which reflected the winter creative treatment. One

week later, two small national press ads appeared,

widening the offer to the general public. 

[results] So successful was the mini-campaign that the

Cheshire was forced to withdraw the Bond after just 

3 weeks, having raised £49 million in retail funds.

Typically, the Society would expect to raise this kind 

of investment sum over 6 months! 
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Making self-employed people feel better

[title] Bupa Self-employed Direct Mail Pack.

[brief] Create a DM pack that conveys the benefits of Bupa and increases

leads and sales from the self-employed sector.

[solution] We wanted to get under the skin of self-employed people and 

not only show empathy with the audience but demonstrate that Bupa

understands the reality of being self-employed. Essentially we wanted the

recipient to feel that Bupa is on their side and is one of the ways that 

they can help continue to make their business a success. Showing an

understanding of all the jobs a self-employed person undertakes is a strong

door-opener, and allowed us to talk to the recipient in a way that made

them feel that there is someone out there who understands what their

daily working life involves. Even though we were restricted to a C5 format,

we approached this piece as we would a press ad and concentrated on

creating a strong emotive hook on the outer. This concept was then carried

through the piece and allowed us to merge DM best practice with the

creative route to create a strong response-driven piece.

[results] This pack was a huge success for the team. Not only did we

receive response rates comparable to the existing, rigorously tested

banker pack (which had been running for years), but best of all, the pack

also doubled the conversion rate of responders.

We showed this pack to our Small

Business Healthcare Panel and the reaction

was so positive we knew it was a winner

before it was even mailed out.

Adrian Rowe, Managing Director, Red C

“

“
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Response rates double as homeowners rush 
to release equity in their home

[title] Central Capital Re-mortgage Campaign.

[brief] Develop a highly personalised direct mail campaign that

overcomes the inertia associated with re-mortgaging.

[solution] We wanted to hit people hard with the great news that their

home had increased in value over the past 3 years and that they could

now access this cash to use how they wish. By using data purchased

from The Land Registry we were able to provide a personalised message

down to postcode sector level and by house type, detailing just how

much money they had ‘made’ over the past three years. Providing

actual figures released by the Land Registry gave our message added

credibility and gave the consumer confidence to re-mortgage and

release some of the equity that was locked up in their home.

[results] A 25% uplift on response was recorded when compared to the

control pack. Using the house price data in a follow up email then doubled

the response rates.

In financial services, the biggest

challenge is getting people to open the

envelope. This pack uses an innovative

approach to achieve this.

Julian Gratton, Creative Director, Red C

“

“
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Making savings child’s play 

[title] Child Bond Branch Campaign. 

[brief] Create a fun in branch environment for

the Cheshire Building Society, to promote young

saver products.

[solution] School holidays are traditionally a

time for children to get bored! We knew that

children in the bank at this time would be

getting near their boredom threshold after being

dragged around town. We wanted to make the

Cheshire branches a fun place for children, to let

them take over the branch for the 6 week

summer break. The takeover of the branch was

an opportunity to market children’s products to

families such as Child Bonds, Child Trust Funds

and Young Savers products. 

As well as childish imagery to capture the

imagination, there was a drawing competition,

building blocks and a children’s entertainer

placed outside the branch to generate publicity

and encourage families into the Cheshire.

[results] The campaign was a success, not only

did it bring the branch to life, the number of

child product enquiries increased during the

campaign period.
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