
case study: Fye
Bringing Entertainment Home With Valpak®

tm

Marketing Objective
•  To measure incremental lift in sales, customer 

transactions and average sale for F.Y.E.® locations 
participating in a Valpak mailing program in 
four test markets with similar consumer buying 
behavior and demographics.

test strategy
•  Use a matched store panel test to measure  

total sales generated from customers using  
the Valpak offer during the test period.

•  Compare number of customer transactions, 
average store sales, and number of DVD  
units sold.

•  Analyze redemption data and determine  
return on investment rates (ROI).
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the valpak caMpaign 
•  A total of 1,000,000 homes were mailed in the four test markets combined 

(Chicago, 175,000; Detroit, 340,000; Philadelphia, 255,000; and Seattle, 
230,000) in late February and early March, 2005.

•  A three-panel flyer was mailed in a five-mile radius around the test stores.  
Test and control stores were geographically distant from each other to 
minimize redemption at control stores.

•  There were three calls to action: 20% off any one regular priced CD, DVD or 
video game, a free T-shirt with The Incredibles video purchase, and an in-store 
scan-to-win sweepstakes with a $1,000 F.Y.E.® shopping spree grand prize and 
100 secondary prizes of The Incredibles DVD. Consumers scanned specially 
coded Valpak coupons while in-store to identify winning sweepstakes entries. 

•  The offers carried a 21-24 day expiration in Philadelphia and Detroit and  
28-30 days in Chicago and Seattle.

results 
•  The overall return 

on investment (ROI) 
reported by the client 
was 414%.

•  The number of DVD 
units sold increased 
13% and the 
number of customer 
transactions in the 
average test store 
increased 10%.

•  Overall, average 
sales in the test store 
versus the average 
sales in the control 
store increased more 
than 14% during the 
promotion period.

cOnclusiOn 
The test results were extremely positive, with Valpak 
consumers delivering results beyond the marketing objectives 
for the program. Not only did overall store traffic and the 
average ticket increase during the promotional period, but 
the ROI for the program overall far exceeded expectations. 
The targeted Valpak audience was responsive and produced 
significant results for the client. 

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 test 

mailing exceeded our 

expectations, delivering a 

motivated and responsive 

audience that resulted in 

increased store traffic and 

a lift in sales. The market 

specific demographic 

information Valpak 

provides enabled us to 

successfully target those 

consumers most likely to 

visit FYE. It is a completely 

turnkey program that 

encompasses the power 

of direct mail with its 

extensive reach.”

Fred Fox,  

Executive Vice President, 

Merchandising  

and Marketing  

TransWorld Entertainment

about F.y.e.
headquartered in albany, ny, transWorld 
entertainment operates nearly 600 mall based 
stores under the F.y.e., For your entertainment brand 

and 250 freestanding stores operating under the 
coconuts, strawberries, specs and Wherehouse 

brands. the company was founded in 
1972 as a music store under the 

name record town.

customers redeeming the 20% offer in 
valpak spent $34, an increase of 41% 
over the average sale in these same  
stores prior to the mailing.

After Valpak

Before Valpak
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