Case study

100 years of
Leen Bakker
In 2019, Leen Bakker celebrated its 100-year anniversary
with a bang. Together with Basebuilder, the firm launched an
activation campaign to increase the reach of its newsletter
and boost sales offline as well as online.
Read on to find out more about the aims, approach, and
results of the campaign in this case study.
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About Leen Bakker
With 170 branches and 2,500 staff in the Netherlands and
Belgium, Leen Bakker is one of the largest Dutch home
furnishing chains.
Back in 1919 – more than 100 years ago – Cornelis Bakker
opened a fabric store in Rotterdam, sowing the seeds for what
would become Leen Bakker. From 1988 to 2017, Leen Bakker was
owned by Blokker Holding. It was subsequently acquired by Gilde
Equity Management, one of the oldest private equity firms in the
Netherlands, operating in sectors including retail and food.
Leen Bakker stands out on the market by offering a contemporary living range at competitive prices.

About Basebuilder
Basebuilder helps its clients, such as retailers and FMCG
companies, to increase their omnichannel sales by building
long-term, one-to-one communications with consumers.
Basebuilder specializes in activating target groups and
driving growth in registrations, engagement, sales, and
other promotional activities for its clients.
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Aims
Leen Bakker reaches its consumers thousands of
times a day, through stores, webshops, social media,
and its brochure.
The aim of the campaign was to activate as many
consumers as possible within eight weeks, through the
Leen Bakker channels, encouraging them to subscribe
to the newsletter and boosting online and offline sales in
the Dutch and Belgian markets alike. And Leen Bakker’s
100-year anniversary was the perfect starting point.
It was its birthday, after all!

The formula for success
From 23 September to 17 November 2019,
stores hosted a life-size prize wheel,
inviting visitors to try their luck by spinning
the prize wheel on the campaign website.
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LEEN BAKKER IS JARIG EN TRAKTEERT
OP DUIZENDEN PRIJZEN!
Zo maak je kans:
1. Ga naar
www.leenbakker.nl/jarig

Moreover, throughout these eight weeks,
the back of each receipt was printed with

2. Draai aan het rad

messages encouraging customers to visit the

3. Ontdek direct jouw prijs!

campaign website.
On top of the promotional messages in-store,
Leen Bakker’s online channels were also used to
draw visitors to the campaign site, namely the
ALTIJD
!
PRIJS

website, newsletter, and various social media
channels. Finally, the campaign was also promoted
in the Leen Bakker brochure.
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Results
300.783

visitors to the campaign
landing page
67,2%

conversion
rate

202.179

agreed to the terms and
conditions
62,2%

These subscribers
voluntarily opted in
and ticked the box to
subscribe. After removing
duplications from the
database: 98,389 new
newsletter subscribers.

conversion
rate

125.755

newsletter subscriptions

169.325

visitors spun the wheel

2030

167.295

visitors won a
main prize
Number of redemptions by January 2020

visitors won a €5
voucher

4004 x € 5

The voucher could
only be used with
a minimum spend
of €50.

4045 x € 5

vouchers
redeemed online

vouchers
redeemed in-store

Facts & Figures participants

Netherlands

81%

19%

81%

5%

14%

Belgium

79%

21%

75%

4%

21%
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What the client said
Bibianne van Roosmalen, Email
Marketing Officer at Leen Bakker:
“In honour of Leen Bakker’s 100-year
anniversary, we wanted to really celebrate. It was our birthday, after all!
By being smart about the way we approached the campaign, we not only
treated thousands of consumers to a
gift, but we also significantly expanded
our email database. Together with
Basebuilder, we set up a prize wheel.
The campaign was a huge success.
By harnessing the potential of our
channels such as stores, the webshop,
social media, and our brochure, we
reached a high number of people with
the campaign, going beyond our expectations. In just a few weeks, we gained
so many more, valuable newsletter
subscribers. Plus, we had the opportunity to celebrate our 100th anniversary
together with our consumers.
The success is down to various factors:
being smart about the way we use all
our marketing channels, how attractive
the campaign method was with thousands of prizes to give away, and how
easy it was to take part in the campaign.
We are really delighted with the results
of the campaign and working with
Basebuilder.”

“

The success is down to
various factors: being smart
about the way we use all
our marketing channels,
how attractive the campaign
method was with thousands
of prizes to give away, and
how easy it was to take part
in the campaign.
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Contact
Do you have any questions about this case study?
Contact Bart Hulsbos:
bart.hulsbos@basebuilder.com
06 - 52 32 77 31

Visit Basebuilder.com
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