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[title] Ladbrokes Card Re-launch.

[brief] Create a truly integrated betting and gaming proposition for

Ladbrokes, exploiting their dominant high street presence.

[solution] With little insightful research available, Red C undertook an
intensive programme of shop visits. Agency staff worked in shops,
conducted seventy informal staff and customer interviews and
undertook observational studies of bettor behaviour. The resulting ten
typologies created an unrivalled depth of insight for Ladbrokes
management and our creative teams, and identified five key customer

types to target with the multi-channel proposition.

Our recommendations included:
« Promoting the card benefits using ‘small but important’ spaces, both

in-shop and online

- Appealing to experienced gamblers by promoting the ‘hidden gems'’
that the card offered

« Using a 'least degrees of separation’ strategy to encourage single

channel gamblers to extend their relationship with Ladbrokes

The creative proposition for the re-launch, Bet Your Way, demonstrated
an inherent understanding of the customer’s transactional behaviour,
showing how the Ladbrokes Card could significantly enhance their
experience and enjoyment. Each execution in-shop and online explained
a single real benefit of the account. Direct mail and email to active
accounts carried offers that we knew from our research would appeal to

experienced bettors.

[results] Results from the re-launch are still coming in, but the Cheltenham
Festival, where the first executions appeared, and the subsequent Aintree
Festival, have delivered record numbers of new accounts opened online

and in-shop.
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[title] Dixons Store Group Closures.

[brief] Migrate customers from closing Dixons branches to other

Group stores.

[solution] When Dixons announced in the summer of 2004 that it was
closing 106 of its High Street branches, it attracted considerable national
press interest. Commentators even predicted the ‘death of the High

Street’, driven by the growth of internet retailing and record rent increases.

Red C was brought in to manage a complex ‘customer migration
programme’, using several variables to analyse the customer base of the
closing stores and predict the best alternative to offer. DSG could
direct customers with high IT spend to nearby PC World stores, or
tempt valuable TV and home entertainment buyers to shop at Currys,
for example. The aim of the programme was to retain at least 25% of

the customer spend within the Group.

Using a powerful database combining locational and purchase
behaviour analysis, several unique datasets were developed. Each
merited a different migration offer. Customers directed to a nearby
Currys were sent a 16-page catalogue of Summer Sale offers; PC buyers
were tempted to a local PC World with personalised vouchers and a free
healthcheck for the PC that we knew they had bought from Dixons.
High value Dixons customers with mixed purchase behaviour were
invited to a private sale evening at another Dixons store. And phone

buyers were incentivised to visit The Link.

[results] It showed considerable imagination and foresight at DSG to treat
store closures as a marketing opportunity, albeit a defensive one.
Customers appreciated the personal approach, and voucher redemption

tracking revealed that the programme beat all targets for spend retention.
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[title] Currys "Under-performing Stores” campaign.

[brief] Pilot a campaign that increases footfall to under-performing

Currys stores so that sales are increased.

[solution] First we embarked on a series of store and area visits in order
to gain an insight into location, staff, competition and customers. From
this we provided a store visit report for each location and 'weeded’

out those where external factors were contributing to their

under performance.

To follow up this study we used Dixons Store Group’s profiling tools to
undertake a catchment area analysis for each store. This database
analysis and segmentation established two primary segments, ‘striving

families’” and ‘thriving families’.

We developed two creative treatments of a mini catalogue, to target a
relevant message at both the ‘strivers’ and the ‘thrivers’. A media
campaign focused on targeted door-to-door (Royal Mail Distribution),
customer direct mail and in-store point of sale. To aid store buy-in, we

launched the campaign to stores prior to any consumer media.

[results] Results were judged against the performance of both control

stores and the whole store base.
* Incremental sales from just 4 pilot stores equivalent of new ‘virtual store’
* Only fifth of products purchased came from the brochures

* Strivers performed best both in terms of response and sales value
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[title] Rebrand Co-op Pharmacy.

at I.i|1.1'= [brief] Transform the look and feel of the store network to reflect
heart of ! positioning as a community retailer and bring to life the ‘ask the

pharmacist’ proposition to encourage a two-way dialogue.

[solution] Through customer research, Co-op Pharmacy identified that
their stores were difficult to navigate - with no internal signage. Added
to this, the lack of branding made stores hard to differentiate from the
competition. Customers also failed to understand why they had to wait

for prescriptions.

Red C introduced a community led creative concept with hearts to
represent Co-op as a caring brand with people at its core. The warm,
bright colours and the use of staff and customers reflected Co-op
Pharmacy’s positioning as part of the community. Using real people
also helped portray the values of being friendly and approachable. A
new strapline, ‘Healthcare at the heart of your community’ was

developed to underpin the new proposition.

Permanent point of sale was developed to focus on service and
information themes, such as ‘feel free to ask’ and ‘prescription collection

and delivery’.

[results] Customers researched said that the in branch experience felt
more community orientated and created a welcoming, friendly
environment. Deals and offers were also said to be much more noticeable
and take-up of services such as collection and delivery increased year on

year by the use of local marketing campaigns and in-store POS.
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[title] PC World New Store Openings.

[brief] Improve account openings from small businesses in new

PC World store catchment areas.

[solution] There is a PC World Business Centre in every PC World store,
helping hundreds of thousands of small businesses solve their IT problems
locally. Problem is, PC World is so overwhelmingly successful as a
consumer brand that it takes time for the local business community to
discover the value of the Business Centre in a new store. With up to 15
new stores a year opening, PC World is understandably keen to accelerate

the process.

Red C overhauled every aspect of the Business Centre opening programme,
introducing new, highly personalised and more offer-driven direct mail
leading up to the launch. The agency recommended using a mobile ‘SWAT
team’, as they became known, to go into stores two weeks ahead of
launch and follow up the mailings with introductory phone calls, from a
script developed by the agency. The team also helped the newly recruited
Business Centre staff find their feet in terms of outbound calling, and

developed their skills.

[results] New account acquisition costs plummeted from around £500 per
new account to just £5, exploiting the ‘buzz’ around the store opening to
build an immediate business customer footprint in the catchment area.
This technique delivered the most cost-effective customer recruitment of

all marketing channels.





