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(Above) Burst 2, sales growth. Source: CSO & Currys Sales reports

By December 2009 Currys were able to report an increase of 23.8% year
on year value sales growth from both bursts combined. Most impressively
while the overall market (i.e. all electrical retailers including Harvey Norman,
Currys, DID, Power City, Independents) did recover slightly it still remained
negative at -14.9% (CSO, December 2009), while Currys surged ahead.

Northern Ireland Sales Decreased

Meanwhile TV Sales in Currys Northern Ireland were seen to drop by more
than half during the period of the advertising in the Republic of Ireland. This
was the key proof of effectiveness of the campaign as it clearly demonstrated
that far fewer shoppers were going to North.

Consumer Recall

One of our objectives was to produce stand out creative and the campaign
certainly touched a nerve with the general public.

Source: Ask the Audience, May “09
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“I didn’t realise how cheap the prices were at Currys”
Female 39

“Currys offer value for money in a recession.
Irish retailers have not been passing on savings
from the currency exchange, |

it's about time someone did.” |

Male, 31_]

|
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Consumer attitudes towards the Campaign

The Buzz Online

Seventeen pages of commentary on boards.ie was collected about the
advertising campaign, with an overwhelming support for the campaign
announced throughout the comments. A sample of some of the comments:

Figure 8: Quotes from Boards.ie

“You don't have ta go up north for a deal’

Changing Consumer behaviour — s AR
influenced consumers relationship e

with the brand; oz sty v ey el
Advertising directly affected store et tesadaboun g nd s
traffic. Footfall figures increased on
previous years after the both bursts
of TV, by up to 8% more than retail

average of minus -8%.

Consumer behaviour in-store was seen to change. Staff noted that consumers
walked into the store with Currys leaflet in hand, already on the lookout for
certain products.

Free PR

The campaign was discussed at length on the airwaves, where members of
the public debated the campaigns credentials on Adrian Kennedy“s FM104
show — ultimately coming to the conclusion that the campaign worked as far
as they could see, ,,I was driving past Blanchardstown on Saturday and saw
a poster in the window; so I parked up and went into Currys to see what the
prices were like“, Adrian Kennedy, FM104 Presenter.



SILVER

“If you make the effort to ensure that your product or
service is as closely suited to what consumers are looking
for in a recession, and if you offer them recession-busting
deals on price, then use promotions to make sure that your
customers are aware of this. Take, as an example, the
campaign run at the end of 2009 by electrical goods
retailer, Currys, which introduced a range of products sold
with the UK VAT rate of 15% rather than the Irish 21.5%.
The price promotion was backed up by a distinctive TV
and print advertising campaign, which employed the motif
of superimposing the colours of the Irish flag onto the
Union Jack. This bold image was directly linked to the UK
VAT rate price promotion and was very effective at
bringing it to the attention of Irish consumers”.

k

(Above) Excerpt from Beating the Recession

The campaign was also discussed in the book: Beating the Recession by Neil
Hughes, published by the Chartered Accountants Ireland. Excerpt can be seen
below:

Employee Morale

At such a difficult time it was of paramount importance that Currys staff got
involved with the campaign. Employees jumped on board and the MD was
sent messages of support from his store colleagues.

‘The Currys UK Vat Range campaign galvanised our internal organisation
around the idea of Currys as an exciting place to be“. Declan Ronayne,
Managing Director DSGi.

Impact on Behavioural Attitude and Payback

Return on Investment

In this sales focused world of retail, there is no bank account for awareness.
We needed to prove that advertising wasn“t a cost.

Sensitive figures (Figures supplied to judges)

Payback
There was full payback within a few weeks of launch. In essence for every 1

spent by Currys Ireland on advertising got back 1.60 in sales.

Could something else explain Currys success? It wasn’t the low prices.
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The actual reduction in prices was small at only 6.5%. Currys matched the UK
VAT rate which was 15% versus the Irish rate of 21.5%. In fact retailers such
as Harvey Norman, DID and Power City were offering 10% to 20% price
reductions at the same time. Most importantly through the entire campaign
products in Currys Ireland remained more expensive than the same products
in Northern Irish stores.

There was no shift in the market

The electrical retail market traded in negative figures for the full year in 2009.
It never moved higher than -9%, so consumer demand remained low for
Currys and its competitors.

It wasn’t a lack of competition
Competitive advertising spend actually increased in 2009 and Currys were
never able to match the spend of the largest competitor Harvey Norman.

Harvey Norman

% of communications spend more than Currys for 2009

+100%

RADIO

“Currys had no spend
onradio in 2009

(Above) Harvey Norman % of communications spent greater than Curry.

It wasn’t retail expansion
Currys opened no more stores during the period of communication. In fact
three stores were closed in 2009.

The longer term effect of the campaign
The campaign had positive long-term effects. Firstly, brand awareness
increased in 2009.

Secondly, CurrysIreland continued toinvestinlocally produced communication
primarily due to the fact that the local team had proven the effectiveness of
their advertising. As with many international brands, smaller markets like
Ireland are constantly under pressure to use copy from the larger markets to
save on cost.
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Spontaneous Awareness Of General Electrical Qutlets c
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(Above) Spontaneous awareness of general electrical outlets in 2009.

Finally and most importantly, despite recessionary pressures Currys ended
the 2009 with a strong Christmas sales performance as the campaign effect
lingered beyond the 6 December. Currys Ireland have not closed a store since
February 2009 and have even recently extended 3 stores.

SUMMARY

This case study demonstrates how, even in the most stormy market
circumstances, a brand can not only stay alive but actually grow using a
powerfully effective idea.

To recap, the start of 2009 saw Currys facing possible oblivion. The company
was unable to match the lower prices of Northern Ireland primarily due to a
weak sterling/strong euro exchange rate and shoppers were heading there in
their droves.

Moreover we were faced with a declining market and price watching consumer.
The brand was rapidly losing penetration, sales and share. Thankfully our

idea worked exactly as intended. The facts speak for themselves.

* A 13% comeback to match the market average sales on reported market
growth after the first burst of activity
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* A 28% rise above market average sales from the second burst of activity

* Changed consumer behaviour — we arrested a decreasing footfall and then
actually grew it by 5.5% after just 4 weeks.

* Implemented learnings of a simple, standout campaign, that broke free from
category norms for future campaigns and continued sales growth resulting
from each campaign activity.

* For every €1 invested in the campaign. €1.60 was returned.
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