


Shoe Carnival Uses Personalized Mailing to Bring Customers Back

VERTICAL Retail

BUSINESS Direct Marketing/Traffic Generation/Loyalty
APPLICATION

CLIENT Shoe Carnival

PRINT PROVIDER

http://www.shoecarnival.com

Shoe Carnival is a multi-state discount shoe retail chain with more than 250 stores located in
the South and Midwestern United States

MaximumGraphics, a Consolidated Graphics company

http://www.cgx.com

Maximum Graphics is a high-quality printer with mailing and fulfillment operations.

AGENCY Group 3 Marketing
http://www.group3marketing.com
Group 3 is a relationship marketing company that helps its clients create customized customer
acquisition and retention programs.

HARDWARE NexPress 2100

SOFTWARE FoxPro, Datalogics DR Formatter

FINISHING Polar cutter

TARGET AUDIENCE | shoe Carnival customers who were members of the chain’s Savings Club but who had not
shopped in the stores in the previous 60 to 90 days.

DISTRIBUTION 10,200 post cards

DATE November 2004
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DESCRIPTION

Group 3 Marketing maintains a database of high spending customers who have opted into a
promotional program called the Savings Club for Shoe Carnival. Members of the Club earn
points on their purchases and receive extra bonus points for participating in incentive
programs such as shopping on Tuesdays.

SALES PROCESS

Through a professional contact that knew one of the chain’s buyers, Bart Foreman, President of
Group 3 Marketing, was able to set up a meeting with Shoe Carnival’s Marketing Vice
President. The sales process to launch the Savings Club took about four months from the time
Group 3 made its initial presentation until the first Letter of Agreement was signed. Then, the
program moved into the development stage, and the pilot campaign was launched three
months later.

Foreman says that today he works with a contact in Marketing at Shoe Carnival who reports
to the Vice President of Marketing. He also works with the Creative department, Information
Technology and Finance. Since Group 3 gathers the response information for the campaigns,
much of that information goes to the finance contact.

VARIABLE DATA ELEMENTS

The variable data elements on the postcard included the member’s Savings Club ID number,
the name, mailing information, the point balance, date of last visit, and the number of points
needed to earn the next reward. The card also contained a bar code to help Group 3 track the
response from the mailing.

PRODUCTION DETAILS

The mailing design profiled in this case study was a 4”x6” high gloss full-color postcard with a
note to each recipient, a summary of their recent shopping activity and related points, as well
as a savings discount valid until the end of January 2005.

PRICING

Foreman says the postcard projects such as the one in this study cost about thirty-three to
thirty-six cents each, including Standard Class A postage, depending upon the number
mailed.

RESULTS

Ten days after the mail date, 1,120 receipients had shopped in the stores, and 80 had
shopped in more than one store in the chain. The shoppers had spent an average of $55.88.
By early January, the number of returning shoppers had increased to 2,679, bringing the
response rate to more than 26%. By the end of the promotional period, after subtracting the
money allocated to the discounts, the chain’s sales attributable to the campaign were more
than $200,000. The total cost of the project was $3,400.

This mailing was the first time Shoe Carnival had reached out to inactive customers in a formal
way. Nick Blessinger, the chain’s Marketing Manager, says the promotional campaign’s
success was enough to encourage the company to try other such promotions in the future.

Foreman says Group 3 continues to work closely with Shoe Carnival and “every day is a new
adventure. We are constantly analyzing results and working with their marketing team to
better communicate with the Savings Club members. What we have learned is that no two
programs are the same, and each model needs to be carefully designed to meet the needs of
the client, which are driven by many interrelated factors.”
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