
Background

Zelen Shoes ‘officially’ opened its doors 
in September 2009, but has roots dating 
back far before that. Today, the store 
boasts two B.C. locations—one in 
Vancouver and one in Surrey. The 
company’s plans include adding a 
number of brands to its shelves and to 
eventually have stores all across Canada. 
With a mission to provide the best service 
and selection in store and online, Zelen 
Shoes is focused on creating awareness 
for its broad range of offerings.

Marketing strategy 
and challenge
 

With an impressive selection of big brand 
names and a friendly, knowledgeable 
and enthusiastic staff, Zelen Shoes has 
become a destination of choice for 
footwear buyers, but it’s still a 
competitive world out there. There’s 
growing competition from local vendors 
as well as e-commerce merchants in 
Canada and across the border. “People 

think that it’s cheaper to buy online from 
the U.S.” says owner of Zelen Shoes, 
Baseer Khudayar. “But they often don’t 
realize they have to pay custom duties.” 

  

Canada Post 
solution

 
In March, with the objective of creating 
awareness and generating sales for its 
business, both online and off, Zelen 
Shoes decided to try the Unaddressed 
Admail service from Canada Post. “We’d 
been using other channels, including 
posters in SkyTrain stations, but we felt 
it was time to try something new,” says 
Khudayar. Using the Unaddressed 
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For more information about the Unaddressed Admail service, 
please visit canadapost.ca.
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Unaddressed Admail™ is a trademark of Canada Post Corporation.

Admail service’s demographic filtering 
capabilities, the company was able 
target the postal codes where its best 
prospects live—16- to 26-year olds living 
in close proximity to existing customers. 

Results

The store included QR codes on each 
direct-mail piece to effectively gauge 
campaign success. Results included: 

•	30% increase in unique visitors to the 
store’s e-commerce site

•	22% more website transactions 
(compared to the previous February)

•	53% more hits to mobile site 
(compared to the previous month)

•	412% increase in mobile traffic to the 
e-commerce site

According to Khudayar, “The campaign 
results, especially the 412 per cent lift in 
mobile traffic to our website, far 
exceeded our expectations.”




