
Medical Worker Campaign Success

SUMMARY

Rothy’s is known for its sustainable shoes and accessories, fierce customer loyalty, and commitment to 

sustainability. When the pandemic hit, the company asked its customers how it could help, and the resounding 

response was to support medical workers on the front lines. The company donated 100,000 non-medical masks 

to frontline medical workers in need of PPE, then went even further by giving them an exclusive personalized 

offer. The new campaigns drove revenue gains, expanded Rothy’s customer base, and increased brand loyalty.
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CHALLENGE

Rothy’s shoes and accessories are designed for life 

on the go. They appeal to a diverse range of women 

who appreciate style, comfort, and the company’s 

sustainable production process. Rothy’s high-quality 

products and sustainable ethos have fostered a loyal 

customer base of well over one million women who 

help fuel the brand: over half of Rothy’s orders come in 

via word of mouth.

Rothy’s brand values and stellar products have led to 

customers forming avid fan groups on social media, 

earning Rothy’s the reputation of being “more than a 

shoe: it’s a sisterhood .” So when the pandemic hit, the 

company surveyed its fans on Instagram and Facebook. 

The overwhelming request was to make masks, so the 

company sourced 100,000 non-medical masks for 

donation and made Rothy’s durable, washable non-

medical masks available for sale.

Rothy’s wanted to do more, but hesitated to follow the 

conventional retail approach of running Black Friday-

level sales for everyone. The company rarely discounts 

its products and was concerned that a universal 

discount might dilute its brand. Rothy’s wanted to take 

a more thoughtful and focused approach, so it turned 

again to its customers—and its past—for direction.

Help medical workers and build 

a new and loyal customer base 

without diluting brand value.

https://www.vox.com/2020/1/13/21048371/rothys-shoes-flats-facebook-groups


Rothy’s had a successful track record of supporting 

key constituents. In 2018, it created a personalized 

15% discount for teachers—a group that provides a 

valuable community service and strongly aligned with 

its brand.

The company didn’t have to worry about shoppers 

trampling over the discount because it used SheerID’s 

Identity Marketing Platform to digitally verify them. 

This protected Rothy’s margins and kept the offer 

truly exclusive, which increased its appeal without 

sacrificing Rothy’s brand value. The new program 

brought in countless teachers who quickly became 

loyal brand advocates, growing the program via word 

of mouth.

So when further social listening revealed that 

healthcare workers loved Rothy’s as much as teachers, 

the company decided to expand its program to honor 

their work. Rothy’s launched campaigns giving first 

responders and medical workers a generous, one-

time discount of 50%, followed by an evergreen 

20% discount, eligible for four purchases per year. 

Rothy’s also increased to 20% its ongoing discount for 

teachers—a group also hard hit by the pandemic and 

the need to close schools and move instruction online.

Create a campaign targeting 

first responders and healthcare 

workers using SheerID’s Identity 

Marketing Platform to verify 

eligibility.

SOLUTION

Using SheerID to digitally verify every  
shopper helped us acquire new customers, 

increase loyalty, and ensure the  
program was profitable.

“
Matt Gehring, SVP of Growth

https://www.sheerid.com/identity-marketing-platform/


Following the lead of its loyal fans paid off.  

Matt Gehring, Rothy’s SVP of growth, said giving 

personalized offers to the groups its customers 

supported—and that fit its brand—has been a 

resounding success.

“We’ve seen a huge boost from our new identity 

marketing program,” Matt said. “Our campaigns to 

first responders and medical workers drove short-term 

revenue and expanded our overall customer base. 

These new groups grew the revenue from our identity 

marketing program by 60%.”

Matt said SheerID played a critical role in the 

program’s success by helping Rothy’s define and 

secure the boundaries of the offers. “Using SheerID to 

digitally verify every shopper helped us acquire new 

customers, increase loyalty, and ensure the program 

was profitable.”

Looking ahead, Matt believes directly engaging its 

customers with personalized offers will continue to be 

part of the company’s strategy to promote its products 

while maintaining its status as a premium brand. “Our 

identity marketing programs generate momentum for 

Rothy’s,” Matt said. “SheerID is helping us grow our 

business, cultivate new consumer tribes, and expand 

our existing community.”

RESULTS

Acquired new customers and 

increased revenue, loyalty,  

and profitability.
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Matt Gehring, SVP of Growth

“We’ve seen a huge boost from our new  
identity marketing program. SheerID is helping  
us grow our business, cultivate new consumer  

tribes, and expand our existing community.

60% 

PROGRAM GROWTH FROM  
ADDING FIRST RESPONDERS  

AND MEDICAL WORKERS


