
CASE STUDY: BISSELL WOOLITE®

Valpak® Brightens Consumer Response.

Marketing Objective
To evaluate redemption rates for CPG offers in 
a Valpak mailing.

tm

STRATEGY
	 •  ��Mail areas were selected based on the highest 

likelihood of containing consumers who…
		  – Use Woolite® rug cleaner brands most often

		  – Are dog owners

		  – Have children at home
	 •  ��To select markets with highest concentrations 

of consumers most likely to purchase, several 
indexes were used to choose the best mailing 
areas (Category Development Index (CDI) and 
Brand Development Index (BDI).

	 •  �Valpak was distributed in different markets 
than the FSIs.

	 •  �After the promotion, the client provided data 
showing the number of offers redeemed by 
Valpak or FSI, by week and by major retailer 
for the promotional period.



Valpak®, Valpak.com® and Solo Values® are trademarks of  Valpak Direct Marketing Systems, Inc., its subsidiaries and affiliates. All other products and 
company names are used for identification purposes only and may be trademarks and/or registered trademarks of their respective owners. Cox Target 
Media, Inc. makes no claims to these trademarks. Visit us at www.valpak.com.

The ValpaK Campaign
•  �Two versions of a single panel insert were mailed to one million homes from mid-

July to early August across nine markets. 
•  �The identical offer of “Save $1 on any Woolite Cleaner Purchase” was used for both 

mailings and was in-market approximately 3 months.

RESULTS
•  �The mailings generated a cumulative redemption rate 

of 0.17% over the 3-month life of the offer. 
•  �The same offer that dropped in FSIs the week before 

the Valpak drop had slightly lower redemption 
rates than Valpak for the first three weeks of the 
promotion.

•  �Retailers Wal-Mart and Kroger recorded the largest 
number of redemptions (22% each,) followed by 
Target, Meijer and Safeway.

•  �Valpak not only drove response at grocery stores 
(44%), but also saw redemptions at discount stores 
(32%).

CONCLUSIONS
The Valpak mailings performed well with redemptions 

keeping pace with FSIs. The 0.17% redemption rate was
particularly competitive when compared with the average

direct mail co-op redemption rate of 0.1% as reported in research 
from CMS*. 

Valpak redemption rates outperformed FSIs in the first three weeks of the campaign, 
showing that Valpak consumers are quick responders. In addition, the campaign was 
successful in driving traffic to discount and grocery stores, making Valpak a viable 
CPG option in extremely competitive situations, to move product quickly, or to launch 
new products.
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Handy 
All-in-One
Cleaner!

Woolite is a trademark of Reckitt Benckiser, licensed to BISSELL Homecare, Inc

Save
$100

RETAILER: We will reimburse you for the face value of this coupon plus 8¢ 

handling provided it is redeemed by a customer at the time of purchase for 

the brand specified. Coupons not properly redeemed will be void and held. 

Reproduction of this coupon is expressly prohibited. (ANY OTHER USE 

CONSTITUTES FRAUD.) Mail to: BISSELL Homecare, Inc., CMS Dept. 

#11120, 1Fawcett Drive, Del Rio, TX, 78800. Cash value .001¢. Void 

where taxed or restricted. LIMIT ONE COUPON PER ITEM PURCHASED.

On any Woolite®

Carpet & Upholstery Cleaner

MANUFACTURER’S COUPON                     
  EXPIRES 10/31/06

New &

Improved

Cleaning!New &

Improved

Cleaning!

*Source: CMS 2005 Trends and Promotional Planning Guide.
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