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CHSN
Developing Brand Marketing Partnerships
Anyone watching home shopping television in Canada will recognize CHSN (Canadian Home Shopping Network, Toronto, Ontario) as the top leader in this distribution channel. As the network sees itself as the “brand” for its viewers, the challenge was to cut through the station’s heavily regulated marketing agenda to meet the client’s own branding objectives, especially when outside marketers did not pay for the free airtime.  

Yves Rocher employed Ms. Hicks to launch its CHSN commercial activities and extend brand reach simultaneously with the brand’s catalog and direct mail entry into the Toronto market. It was critical to the brand’s success that all messages conveyed on the shopping channel become an integral part of its Anglo market launch initiative (ref: Yves Rocher: New Market launch).  

An intimate working relationship was developed with CHSN’s buying office, complete with account management support to establish trust and credibility. A series of brand leadership campaigns targeted to all CHSN employees, from interns to production executives were kicked off to build excitement and to develop a more intimate relationship between the brand and CHSN personnel. So that they could personally share their “living brand” experiences, Show Hosts were treated to a week-long fam tour to Yves Rocher’s headquarters and beauty institutes in Paris and then escorted to La Gacilly, Brittany to tour state-of-the-art manufacturing plants, botanical gardens and the Vegetarium  a museum created by the Yves Rocher Foundation. And to further reinforce brand values and leverage brand assets, Ms. Hicks went on-air as the company spokesperson, explaining product attributes and benefits, adding commentary about the brand, its history, values and natural beauty philosophy to the viewing public.

Press events were held at distinctive venues. Beauty editors were able to touch the products first hand and interview product experts flown in especially from Yves Rocher,Paris.

To support front-end activities and to further build and strengthen brand awareness, integrated back-end communications were developed to extend the brand experience to the final consumer in the areas of:

	· Customer service training

· Telephone scripts

·  Up sells
	· Parcel Inserts

· Catalogs

· Sampling coffrets


As a result of this global campaign, CHSN and Yves Rocher achieved $1.2 million in sales in its first on-air hour, immediately placing Yves Rocher as one of their top-selling cosmetics brands. Brand awareness immediately increased + 28% with CHSN viewers, and the brand’s positioning was reinforced as a quality botanical beauty care brand at an affordable price.

Press coverage of the CHSN/Yves Rocher partnership resulted in 31 impressions (solely within the Toronto media) with a media value of 53,000$ CAD.
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