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[title] Marisota Launch Campaign.

[brief] Create a new female fashion catalogue brand that
resonates with women who have sizing issues but still

want to look great.

[solution] We wanted to show real empathy with the
target audience and because the client undertook
extensive research into women'’s sizing issues, we had a
very convincing set of statistics. To convey these stats to
the audience we created three ‘Marisota Women’, all
with size problems of their own. They represent women
who struggle to find clothes and shoes that fit. They
each have a unique personality and have sizing issues
the audience can really relate to. The TV advert was
filmed in a Thomas Crown Affair style, to appeal to
women who grew up in the 60s. It got straight to the
point, using strong, concise messages containing the
statistics as well as showcasing many clothes from the
Marisota collection. We created an empathetic,
successful and youthful campaign for women that

are 50+ and want to look great.

[results] Marisota exceeded sales right from day one

of launch.
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[title] Freemans Email Marketing.

[brief] Increase the penetration of online ordering from the mid-market

female customer base of home shopping company Freemans.

[solution] With more than half a million active customers, Freemans has
been using email marketing to encourage customers and prospects to visit
their website for some time. In a bid to accelerate the performance of its
digital marketing, the company appointed Red C in late 2006 with a brief

to revitalise their email programme.

The agency replaced the template-driven, formulaic email strategy with a
richer and more engaging programme, mixing fashion newsletters with
offer-led digital postcards. Tests of sequential emails, triggered by customer
behaviour, revealed some powerful new techniques for maximising
response. Deep analysis of click-through performance, at element level,
helped Red C to continuously evolve and refine the performance of emails,

and revealed the building blocks for the ‘killer e-mail’.

Too often, companies are seduced by the low cost of email into producing
little more than 'digital leaflets’. As the Freemans programme demonstrates,
creating more engaging direct marketing, even in a low-cost email

environment, will produce both immediate and long-term gains.

[results] Unsubscribe rates, a key indicator of customer engagement, are
at a three year low, and half the industry standard. More importantly,
every metric within the Freemans emails is performing better than last
year, including a legendary tactic (and closely guarded secret) that

delivered a 97% open rate.
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[title] Freemans - Style Bible Email Newsletters.

[brief] To create an email communication that drives high volumes of

customers and prospects to Freemans website every month.

[solution] Before the introduction of Style Bible in September 07, we'd sent
plenty of successful fashion e-mails, but none had the ‘added value’ element.

So we created the ‘Style Bible’, which presents the latest fashion trends in an

intelligent, ‘must-read’” monthly missive. Freemans website has over 20,000

:_:?5.1_:- lines and Style Bible acts as virtual fashion assistant, highlighting ranges that
e e Tt are topical and hot, in knowledgeable yet down to earth copy.
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Style Bible goes to every email address, not just high-spending customers,
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and segmental performance analysis has revealed it is very successful with

‘less engaged’ groups such as cash customers, dormants and enquirers. For

these groups it was important to go the extra mile to earn their custom, and

Style Bible was the ideal vehicle.

[results] The Style Bible has quickly established itself as one of the best
performing emails despite the fact that the email in non-incentivised.
f : L . The email regularly generates click through rates of over 40% and has also

ki produced some exceptional ROI figures since it’s introduction in 2007.

:""""" ; '_'_"-_-__,' M The Style Bible not only looks fantastic

3 - ':':-_ but it also established itself as one of our
A T best performing emails. Red C’s ability to

e —— speak knowledgably and to engage with the

o — Freemans customers in such an empathetic
T way is a great credit to them. [
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Caroline Evans, Agency Brand Controller, Freemans Grattan Holdings
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[title] JD Williams - Jacamo online campaign.

[brief] Provide online strategy for male customer contact throughout the year
for Jacamo, a male home shopping brand, selling branded clothes for the larger

male who wants good fitting clothes to fit their expanding physique.

[solution] Researching our database, we found that our customers were family
men who used to play sport but now preferred to watch it (at the pub), and
not surprisingly, hated going shopping. Three quarters of the customers
shopped with us using the website, so an online strategy that kept the brand
front of mind, and our customers engaged with the brand, was a key element

of the marketing strategy.

Red C designed a range of email templates from postcard style to newsletters
which were easy to scan read and used a straight talking male tone of voice.
Further value was added to the communication by including regular features
such as tips and advice on new styles, a ‘Jacamo Hero’ and cool links to free

album downloads and the latest viral videos.

We also created a Jacamo ‘Facebook’ page, which proved incredibly popular

with the customer base and became a great place to host the emails.

[results] With over 20% of our customers opening the email and with 25%
going on to click through to the main website, the email strategy has been a

resounding success for Jacamo.

[ We are delighted with the response
to our email campaign and are
committed to expanding our

online strategies in the future.

Alison Forbes, Marketing Manager, |D Williams





