@cellit CASE STUDY: FOOD SERVICE

Communicate. Involve. Mobilize.

The Story: MaggieMoo’s & Marble Slab

Nexcen Brands owns and manages two sister franchise brands, MaggieMoo's
and Marble Slab ice cream stores. Both stores specialize in premium ice cream
: made fresh each day, custom mixed with candies, nuts and fruits. :

Scattered throughout the United States, these two retailers wanted a
solution that created buzz around the brand in a younger demographic, grew
: brand awareness, and harvested email addresses for use in other marketing
: initiatives. Through their advertising agency, they turned to Cellit for a custom
solution.
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Cellit’s Solution i | Results

Cellit designed two custom mobile programs called
¢ Club Maggie Mobile and Club Mobile Slab. In-store :
displays and print advertising contained calls to
¢ action, directing consumers to text in for valuable ¢

12,000 people signed up for the program in the first
: 3 months, which was considered one of the largest and
most successful direct interaction campaigns for the
company. Approximately 40% of all signups provided their

coupons and special offers. email address for additional
¢ Cellit provided the Widgit® for point-of-sale : :  online correspondence.
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¢ as a database building activity for future Nexcen ¢
¢ promotions.
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