
Daily newspapers were rolled up and wrapped to look like giant McDonald’s straws. When opened, a cover takeover revealed messaging promoting any-size dollar drinks – even the very largest size.

f a picture is worth a thousand 
words, imagine the value 
of up to 45 minutes of fully 

customized HD video playing on a 7” LED 
screen on your direct mail piece. 

Using a battery that can be recharged 
up to 1,000 times, Video In Print™ 
technology is changing the way direct 
marketers are delivering their message. 
Created by the innovative folks at L.A.-
based Americhip, VIP has taken direct mail 
pieces way beyond simple advertising 
vehicles.

Family-owned Americhip is an offshoot 
of Clegg Industries, a 25 year old company 
specializing in creative promotional 
products. In 2009, Americhip invented 

their patented VIP technology and took 
the world by storm. With offices in North 
America (including two Canadian account 
managers), Europe, Japan, Australia, the 
United Kingdom and UAE, the company 
now handles more than 400 custom VIP 
orders all over the world.

“When we developed the technology 
we really felt that it could offer great 
options in the DM market,” says Kevin 
Clegg, President of Americhip. “We’ve 
seen it used successfully in magazine 
inserts, value-added gift cards, POS, 
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Lights! Camera! Action!
 Video in Print™ technology is creating magic on paper By Amy Bostock
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onsider this thought from 
a leading author and 
publisher, “Advertisements 

are now so numerous that they are very 
negligently perused, and it is therefore 
become necessary to gain attention 
by magnificence of promises, and by 
eloquence sometimes sublime and 
sometimes pathetic.”

The language in this quote might seem 
somewhat dated, and it should. That is 
because this sentiment was expressed 
by Samuel Johnson, the great writer 
and social commentator of his day, in his 
newspaper “The Idler”, on January 20, 
1759. Yes, that is 1759; this is not a ‘typo’.

As a legitimate concern of a newspaper 
publisher about over-abundant ad 
volumes 252 years ago, imagine what 
Johnson might say today about how 
much we direct marketers communicate 
to consumers who are bombarded 
with advertising and direct marketing 
messages? Depending on which source 
one chooses to cite, estimates of the 
volume of marketing messages the 
average North American consumer is 
exposed to on a daily basis—from every 
conceivable broadcast, print and digital 
media source—vary from 300 to 3,000 or 
more. 

Messages? What messages?
As a seasoned marketer and consumer, 
I think it is reasonable to estimate the 
‘messaging exposure’ number to be in the 
many hundreds at the least, and simply 
not worry about whether that is 300 or 500 

or 1,800. Any of these estimates can be 
overwhelming to the individual Canadian 
Consumer who has therefore learned 
how to ignore, filter, compartmentalize 
or aggregate what they are exposed to 
daily. (An even more relevant statistic 
would be how many of those messages 
am I, as an adult consumer, actually 
receiving, retaining and responding to? 
And how come? I will come back to this in 
a moment.)

So, how has this avalanche of consumer 
messaging become the state we are in 
today? Simple. In the history of marketing, 
it has never been easier to reach out to 
consumers across and through so many 
traditional and digital channels—or to 
establish ways to draw consumers in to 
your brand, company, product or cause.

Are you getting this? And this? And…
Of course in a wonderfully twisted irony, 
it has also never been more challenging 
to engage sophisticated (savvy! cynical! 
stressed and time-starved!) consumers 
in actually receiving and retaining your 
message, responding positively to it 
and sustaining a relationship over time 
that creates value for them and your 
organization.

As direct marketing (DM) professionals, 
we now ply our craft in a complex, 
ever-evolving multi-channel world with 
lines blurred between and amongst 
disciplines and channels and tactics, oh 
my. The channels by which we can now 
connect with consumers have grown 
exponentially since the dawn of the print 

ad thanks to Mr. Gutenberg’s press. From 
traditional direct response print, radio and 
TV broadcast—(is digital TV broadcast 
with interstitial ‘text now’ calls-to-action 
still traditional?)—to telemarketing, 
out-of-home, DRTV, direct mail (which 
absolutely, positively still works when 
done properly!), email, web sites, online, 
interactive rich media, social networking, 
blogging, search and mobile—we have 
way more channels to deploy today than 
we have fingers and toes to count.

Making sense of it all…or trying to
The complexities of direct marketing and 
how best to leverage the discipline for our 
members are topics that cause enthusiastic 
discussion among my colleagues on the 
Canadian Marketing Association’s (CMA) 
Direct Marketing Council. Our Council 
team has the mandate to identify trends 
and best practices in direct marketing 
across any media or channel. We report 
on business challenges, solutions and 
opportunities in the field of DM and 
provide leadership and education for CMA 
members (and the DM News audience, of 
course). For more about CMA’s DM Council, 
visit the Association’s website (www.
the-cma.org) and under the ‘Marketing 
Resources’ menu click on “Marketing 
Councils”. 

Multi-channel integration: what’s the 
right mix?
Our Council has many senior and 
expert marketers who provide thought 
leadership within corporate and non-profit 

environments alike. These experienced 
professionals understand that strategic 
and tactical integration of consumer 
messaging across ever-evolving channels 
is essential to deliver a consistent customer 
view to the message-cluttered consumer, 
and yield the best business results. 
Determining the ‘right’ mix of integrated 
channels and messaging that will drive the 
highest probability of success for any DM 
program is the first challenging question 
the smart marketer needs to resolve at the 
outset of planning—and prepare to evolve 
through the lifetime of the program or 
campaign. 

Leverage that discipline!
There is no magic formula for instantly 
solving the gooey complexities of channels 
vs. tactics vs. consumer message-overload. 
But the discipline of direct marketing is 
ideally suited to the multi-channel universe 
as the key to making well-informed, 
intelligent business decisions.  

Here is how our CMA DM Council 
defines the discipline of Direct Marketing:

“Direct Marketing generates profitable 
business results by using targeted 
communications to engage specific 
audiences through a combination of 
relevant messaging and offers that can 
be tracked, measured, analyzed, stored 
and leveraged to drive future marketing 
initiatives.” 

The essential features of the 
discipline—target your audience, be 
relevant, track and measure defined 

t a recent Canada Post Inside the 
Box event held here in Toronto, 
I was introduced to what might 

very well be the next evolutionary step 
in direct mail. During Laurene Cihosky’s 
presentation I looked on in awe as Video 
In Print™ technology allowed traditional 
DM pieces to transform into something 
extraordinary with a paper-thin LED 
screen playing fully customized video. By 
combining two of my favourite things – 
direct mail and (essentially) television – VIP 
is helping businesses really stand out when 
it comes to their DM campaigns.

In our cover story this month I speak 
with Kevin Clegg of Americhip, the 
company behind this fun and innovative 
technology, about its applications in the 

direct marketing sphere. 
November is our Print Performers issue 

and as always we have some great insight 
and case studies from industry leaders 
like MET Printers and Kodak. The Annual 
Wall Chart of Printers – which grows every 
year - is a must have for any office. For 
those of you who like to take a walk on the 
wild side when it comes to your DM, we’re 
also featuring dimensional mail solutions 
in this issue. Wildfire Marketing and 
Information Packaging have offered not 
only their insight but they’ve also provided 
some great examples of how “thinking 
outside the envelope” can help increase 
your ROI.

And speaking of envelopes, you’ll 
notice that we have a great insert this 

month courtesy of Supremex that shows 
how envelopes can be both an innovative 
and cost effective part of your direct mail 
campaign. You can read more about their 
new Integrated Envelope™ on page 4. 

Behind every great mail piece is a great 
contact centre answering questions, 
collecting data and capturing information. 
So for this month’s Regional Report we 
shine the spotlight on London, Ontario’s 
contact centre industry. After visiting with 
a number of contact centres I noticed that 
all indicators point to a healthy and vibrant 
industry in a city that boasts a highly 
skilled workforce and superior technology 
infrastructure.

Don’t forget that December is our 
Best of the Best issue that celebrates the 

shining stars in the DM industry. If you 
have a campaign you’d like to submit for 
judging email the information and images 
to me at amy@dmn.ca. We’ll also bring 
you all the winners from the annual CMA 
Awards, NAMMU Awards and the brand 
new Canada Post Innovation Awards. 

With 2012 quickly approaching I 
can hardly wait to see what other new 
marketing solutions the Canadian industry 
has in store. If you have a prediction about 
the coming year and what we should 
be keeping our eye on, email it to me for 
inclusion in our January issue.

directives
Melanie Cunningham
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Best of the Best
Highlighting some of the most creative 
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This is not your grandfather's  
direct mail piece

editor’s letter
Amy Bostock
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When it comes to direct mail, you can’t underestimate the element of 
surprise. And there’s no better or more engaging surprise than that of 
dimensional and interactive mail, which never fails to intrigue active 
imaginations.

Who doesn’t want to open a box or unusual envelope addressed to 
us from someone we don’t know? Curiosity takes hold and we want to 
see what this unusual mailer is all about. Once opened, recipients usually 
spend more time with this type of mail than with traditional flat mail 
ensuring it makes a memorable impression and boosting long-term 
brand recognition and image.

These days, thanks to advances in printing (and a wealth of creative 
inspiration), there’s a multitude of 3-dimensional and interactive ways 
to create impact, from boxes and tubes, through to flat mailers that 
pop-up, flip or slide. Information Packaging has found that the key to 
effective interactive mail campaigns, however, is to integrate the creative 
with the dimensional aspect of the mailer. (This why it is important to 
begin planning well in advance of deadlines to ensure it is possible to 
incorporate interesting possibilities.)

When the message is strategically incorporated into a compelling 
medium, the three objectives successful to any dimensional mailing 
program result: the piece breaks through, engages and resonates with 
the recipient through touching, exploring and interaction, and as a result 
of clever impact, gets acted upon.

While dimensional mailers tend to cost more upfront, when used 
strategically they have been shown to produce double-digit response 
rates and a better return-on-investment (ROI) than large-scale batch and 
blast direct mail. In other words, the benefits far outweigh the costs. 

A time and a place for everything
While both traditional and dimensional mailers are used in the business-
to-business (B2B) environment, the latter has proven itself more likely to 
get by the “gatekeeper” and into the recipient’s hands. This is thanks to 
its unique appearance, and it works every time. The proof of this: over the 
years we have we have produced a number of dimensional mail programs 
with only a simple message printed on the inside of the lid or base of a box, 
for example. They were still more effective in terms of response rates than 
if we’d sent out a more in-depth flat mail in an OE. 

Interactive mail should and can be a strategic tool for consumer 
campaigns where larger mailings are planned and postage costs become 
a significant factor. While a number of these mailers require hand 
assembly, automated designs can dramatically reduce production cost 
and timing, making dimensional mail a 
desirable option. The key is to examine the 
return-on-investment. Those marketers 
who do so quickly realize that the extra 
cost per unit more than paid for itself.

Over the past five years, we’ve 
witnessed marketers discover how 
much more effective strategic 
dimensional mailers can be. The 
number of larger “shotgun” DM 
programs have been scaled 
vback to reflect more targeted 
mailings, not only by mailing  
to smaller audiences,  
but by leveraging the power 
of variable digital print 
technologies (VDP) into 
dimensional mailers. Personalized DM enables marketers to establish 
deeper one-to-one communications in their messaging.

 Web keys and QR Codes are cost-

effective dimensional mail marketing 

tools because they ment through 

impact (the plug and play aspect) and 

ease (easier than remembering and 

typing out a long URL).

Depending on the marketing objectives, it is possible to create either a 
variable piece or a hybrid approach that combines portions of the mailer 
as a variable component and a litho component. Canada Post sent out a 
dimensional web key mailer that combined the two: the cover, including 
the business reply card was personalized, while the balance of the kit 

was run as a generic component. The combination boosted impact and 
ensured an impressive ROI. 

Marketers can really flex their imagination when it comes to 
dimensional ideas, as an incredible variety of interactive techniques 
are available. From a production standpoint, dimensional mail can 
integrate various technologies — we’re talking spot and raised UV, scent, 
taste, sound, video and more — along with a range of hand assembly 
techniques producing an array of engaging designs. It’s worth exploring 
off-line coating and other sensory techniques to give a dimensional 
mailer that extra edge. 

The numbers don’t lie
According to the Direct Marketing Assocation’s 2010 Response Rate 
Report, the average response rate was 8.51% for dimensional B2B mailings 
and 3.52% for business-to-consumer (B2C). Compare that to another 
finding from the report: a paltry response rate of 1.38% for letter-sized 
envelopes sent to a B2C prospect list. 

Marketers don’t often reveal bottom line numbers, and less so for 
especially effective strategies, hence why ROIs on dimensional mailers 
often aren’t available. Here we share are two recent examples of 
interactive mail that showcase the power of the approach.

Choice Hotels Canada

Information Packaging and Agency 59 Response designed a dimensional 
self-mailer in a box-shape that held a premium and a gift card incentive 
for Choice Hotels Canada. The goal was to get past the gatekeeper and 
onto the desk of corporate travel planners. Thanks to the innovative use 
of dimensional mail that appealed to curiosity of the receiver the piece 
scored a 12% response rate that 300% over plan.

Canada Post
Canada Post wanted to reinforce the value of DM and related support 
services to it B2B customers within four different segments. To capture 
attention and drive home the message, Canada Post worked closely 
with Information Packaging to develop a dimensional DM carrier kit. This 
“meaty” kit was a customized version of a previous solution that enabled 
a great deal of off-line messaging with the inclusion of pull tabs that each 
spoke to different elements of successful DM campaigns. This allowed for a 
considerable amount of content that was clearly relevant to the recipient. 
Inside, the piece also housed a web key that drove traffic to a further 
integrated online experience. 

Other touch points in the Canada Post campaign, including a QR code 
and BRC contest entry form, were integrated into the design as well. 
Incorporating QR codes and web key into mailers are ideal because they 
are tools of continuous engagement, driving the recipient from the off-
line mailer into yet another, rich online experience. For this innovative use 
of dimension mail, Canada Post enjoyed an average response rate of 18%.

We know that dimensional and interactive direct mail works because 
our clients tell us it does. The key is integration with business strategy 
and creative execution. When developed strategically, this high-impact 
medium becomes a valuable, results-boosting tool in a marketer’s 
arsenal.  

Andrew MacEachern is the President of Information  
Packaging Inc. in Toronto, ON.

An envelope you 
can play with
New Integrated Envelope™  
engages consumers  
By Amy Bostock

Are your customers tired of finding the same old #10 in their 
mailboxes? Are you looking for something that will grab their 
attention, stand out from the crowd, but not drain your budget? 
The new Integrated Envelope™ from Supremex is a multi-functional 
envelope that offers countless design options.

“We wanted to offer something that would integrate many 
different features and have the maximum amount of ad space,” says 
Hélène McNicoll, Marketing Manager for Supremex. “We offer a 
variety of sizes, from 4 1/8” x 9 1/2” all the way up to 5 7/8” x 9 1/2.”

The envelope, which is up to standards for Canada Post media 
post, can have a window on the front or back (or no window at all) 
and can hold up to two integrated promotional cards. It can also 
incorporate a response card in various sizes. Or, turn the entire 
piece into a form and save money on insertion costs. Ideal for direct 
marketing campaigns, the envelope can be easily integrated with 
your digital campaign.

“It’s an interactive envelope that people find appealing,” says 
McNicoll. “And with all of the features that the envelope offers we 
are expecting it to increase open rates.”

The new envelope is not only visually appealing but Supremex 
has also appealed to Canadians’ sense of environmental 
responsibility by making the piece as “green” as possible. They are 
made from FSC paper and the whole piece, including the plastic 
window, can be recycled. There are also degradable options 
available.

“With the Integrated Envelope™ we use the whole envelope, 
every inch of paper to maximize print creativity,” says McNicoll. “You 

can never do that with traditional envelopes. This means less pieces 
going out in your mailing – which also saves you money.”

 “We are pleased with the enthusiast reaction from the mail 
community,” says Supremex CEO, Gilles Cyr. “The development of 
the Integrated Envelope™ shows without doubt the expertise of our 
people who have developed an innovative product that will greatly 
improve the success of our customers’ direct mail campaigns.”

	 It’s an interactive envelope 
that people find appealing. 
And with all of the features 
that the envelope offers we are 
expecting it to increase open 
rates.

Curiosity creates response for marketers
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Advertising budgets are at a historical low 
point, sales teams are being pushed harder 
than ever and marketing executives are 
being asked to do more with less. 

To the uninitiated, it can seem like 
an impossible task. But to a seasoned 
marketing professional, it can be a 
diamond in the rough because it’s a 
tremendous opportunity for someone 
who knows how to make the most of it.

You see, when a bad economy causes 
business to get rough, most people 
instinctively tighten their belts and try to 
wait it out. While that choice has its merits, 
it also has significant drawbacks. If you 
cut back on your marketing, you’re going 
to have fewer prospects, which leads to 
fewer new clients and less revenue.

On the other hand, an experienced 
marketer knows that when business 
is rough because of a bad economy, 
everyone is feeling the pain. That means 
your competitors are spending less on 
marketing which opens up the door for 
you to strategically gobble up market 
share while everyone else is sitting on 
their hands waiting to see what happens.

This is where dimensional mail comes 
into the equation. Unlike traditional direct 
mail, which is often routed directly to 
the garbage can by a good-intentioned 

secretary, dimensional mail almost always 
makes it directly to the intended recipient. 
This means your message is more likely 
to be seen by the right person, and if 
executed properly, more likely to make an 
impact and lead them closer to being a 
customer.

So what exactly is dimensional mail? It is 
direct mail that is 3-dimensional instead of 
being flat like a postcard or letter. How can 
you make it work for you? There are three 
key factors in any successful dimensional 
mail campaign:
•	 Unique
•	 Relevant
•	 Targeted

I’ll share an example of a campaign 
we used that had nearly a 100 per cent 
response rate.

At the time, we were targeting local 
home builders, and after our initial 
meeting with each builder, we would send 
a toolbox that we picked up from Home 
Depot for under $10, stock it with three 
small tools that added up to less than 
$10, add a brief follow up sales letter with 
the opening line “We have the tools for 
the job.” Then we would ship the whole 
package off to the primary decision maker.

It may seem expensive at first glance, 
but when you look at the bigger picture, it 

was really pretty cost effective because:
•	 It was extremely targeted; we only sent 

it to home builders who we had already 
met with.

•	 It went directly to the intended 
recipient. What secretary is going 
to throw away or open a large box 
addressed to their boss that rattles 
when you shake it?

•	 It was relevant to their line of work – 
what could be more relevant to a home 
builder than a toolbox full of tools?

•	 It was unique and got their attention. 
While the few competitors who 
were still actively marketing were 
busy sending out boring letters and 
postcards, we were cementing our 
company in the mind of the home 
builder as the agency that is really 
creative.
So how can you apply these principles 

to your dimensional mail campaign?
•	 Your cost per piece is going to be much 

higher than traditional mail, so keep 
your list small and highly targeted. 

Ideally, you should start off targeting 
100 or less prospects.

•	 If possible, have at least one touch point 
with the intended recipient before 
sending your dimensional mail.

•	 Keep it unique. Pens and stress balls 
are great to hand out at trade shows, 
but are utterly ineffective as part of a 
dimensional mail campaign.

•	 Keep it relevant. Find a way to utilize 
something they use every day into your 
campaign.

•	 Follow up after they’ve received it. You 
want to strike while the iron is still hot.
To help you visualize a little better, 

let’s develop a potential campaign for an 
accounting firm targeting doctors.

After your first touch point with the 
doctors on your list, you can start putting 
your campaign together. In this case we’ll 
use prescription bottles filled with M&Ms, 
and the label will contain promotional 
language for the accounting firm. This 
will be accompanied with a follow up 
sales letter to reiterate the points that 

you talked about in your first meeting 
or phone call, as well as features and 
benefits, and a call to action. Then, you 
can just package all of this in a USPS pouch 
and send it off to the doctor. You could 
probably put all of the elements of this 
package together for $10 or less including 
shipping. Once it arrives at his office, it 
almost certain to land on his desk, and 
you’re likely to receive a phone call shortly 
there after. If not, be sure to follow up with 
him within a few days of his receiving it.

Another point worth mentioning – it 
may be beneficial to omit your company 
name from the return address. That will 
make it even more likely to be delivered to 
the intended recipient.

So there you go, add your own 
creativity to this information and you’ll 
have everything you need to start 
your first successful dimensional mail 
campaign.

Jeremy L. Knauff is the Creative Director at 
Wildfire Marketing Group.

Dimensional Mail

Thinking outside the envelope
How to make dimensional mail campaigns work for you By Jeremy L. Knauff
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 While the few competitors who were still actively marketing were busy 

sending out boring letters and postcards, we were cementing our company 

in the mind of the home builder as the agency that is really creative.
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I t’s no secret that Canada is a 
country brimming with suc-
cessful small and mid-sized 

businesses. When it comes to being com-
petitive technology has always been a key 
driver in levelling the playing field against 
larger organizations. It’s allowed small busi-
nesses to effectively reach new and varied 
audiences. Technology continues to drive 
growth and help organizations reach new 
markets – but only for those companies 
who know how to use and embrace an ever 
changing array of tools and technologies. 
While many of us find keeping pace with 
the constant changes a challenge, it’s also a 

necessity. Consumers are demanding. They 
have preferences. They know how they 
like to be reached and when they want to 
listen.  Only by effectively communicating 
through integrated marketing channels: 
from traditional, to email, to social can you 
continue to build brand loyalty and encour-
age the customer interactions that drive 
business growth. 

We hear a lot of talk today about the 
latest and greatest when it comes to social 
media. But don’t forget the importance of 
starting with the fundamentals, in this case 
direct mail. In a recent Angus Reid survey 
conducted by Pitney Bowes, small busi-

nesses in Canada indicated that they are not 
throwing out the old to embrace the new. 
In fact, 72 per cent of Canadian SMBs agree 
that the ideal marketing channels include 
physical and digital communications. 

There are strong points of interaction 
between physical and digital communica-
tions. Take Quick Response (QR) codes as 
an example. QR codes are an easy way to 
enhance communications and can be as 
easy as directing people to a promotion or 
coupon. By adding a QR code to traditional 
mail you’re instantly turning monthly 
transactional mail into promotional mail. 
It’s an easy way to drive further online initia-
tives and connect multiple communication 
channels.

But making these types of connections 
can be a challenge. Despite the preference 
for multichannel programs, the study went 
on to further suggest many Canadian SMBs 
struggle when it comes to implementing 
programs. Time and money are precious 
commodities in organizations and 
limited resources were cited as the key 
factor currently hindering multichannel 
programs. With evolving technology, 
some small and mid-sized business owners 
feel that executing marketing programs 
over multiple channels is just too difficult. 
Findings indicated: 52 per cent of Canadian 
SMBs indicate mobile marketing as the 
most difficult channel to execute; 32 per 
cent of Canadian SMBs find social media 
marketing too complicated to execute and 
25 per cent of Canadian SMBs find email 
marketing too complicated to execute.

Let’s take a look at email marketing, the 
most popular marketing channel noted in 
the study with 76 per cent of Canadian SMB 
respondents using this channel. Reasons 
given for this preference were: ease of use, 

cost effectiveness and degree of comfort in 
knowledge in this area. Yet, as I mentioned 
previously, 25 per cent of Canadian SMBs 
find this channel too complicated to 
execute. We need to bridge this divide, 
not only for email marketing, but for all mar-
keting channels. There are ways to make 
marketing more accessible to organizations 
wanting to better communicate with 
existing and potential customers. 

It doesn’t have to be complicated. In 
fact, the same marketing principles and 
processes that have proven effective in the 
past still apply, regardless of what channel 
you intend to use. Once you have built 
your business case you can then look at 
the best way to implement your marketing 
program, whether it’s through traditional or 
online channels. Most likely, the best option 
will be a mix. 

Five tips to starting any marketing 
initiative should include: 
1.	 Identify the marketing opportunity 
2.	 Make sure you look across the spectrum 

of time and pinpoint long, medium and 
short term goals

3.	 Apply the right metrics and analysis to 
measure marketing effectiveness 

4.	 As quickly as new technologies arrive 
on the market, so too do the tools to 
measure them

5.	 Document specific requirements 
For example:

•	 Specify your target audience
•	 Set critical milestones or deadlines 
•	 Don’t leave evaluation until the end of 

a project. Review and make improve-
ments along the way to ensure ROI

•	 Determine a realistic budget
When it comes to implementation, look 

to capitalize on existing technology to 
streamline your communication workflows, 

reduce costs, increase efficiencies and 
better support customer choice. Identify 
potential vendors with a focus on what 
matters most to you, whether it’s lowest 
cost, ease of use, choice of templates or 
level of customer support.

One of the best ways you can do this is 
by leveraging turn-key vendor solutions. 
There are many options in the marketplace 
that allow SMBs to create email campaigns, 
newsletters, promote events and measure 
success. They provide customizable 
templates and tools to make creation 
and delivery easy. They also provide 
functionality that enables email campaigns 
to be further extended through social 
media channels by easily being posted to 
Facebook, Twitter and other social sites. It’s 
also important to ensure the solutions you 
research provide reporting features such as 
response data and social media activity. 

The idea is to pull from a selection of 
traditional mail and digital options to select 
the most effective channel to reach current 
and prospective customers. The solution 
you choose should provide you with the 
tools to do so without any special technical 
expertise on your part.

Successful marketing campaigns of 
the future need to find the right mix of 
traditional, email and digital communica-
tion components. Effectively synching 
communications regardless of how the 
messages are delivered will result in a 
robust marketing program and streamlined 
conversations with current and potential 
customers. It is essential for SMBs to 
overcome these challenges in order to 
avoid fragmented conversations that 
hinder brand loyalty. 

Ultimately, communications channels 
are evolving and will continue to change 
at a rapid rate. We need to be flexible in 
how we effectively reach our existing and 
potential customers regardless of channel.  
We need to meet the expectations of our 
customers and as technology evolves, so 
must marketers. There is no single answer 
to the question of how to best reach 
prospective clients.  Ultimately whether 
you choose to use email, social media, 
direct mail or other channels, a campaign 
can only be successful when you’re focused 
on the customer relationship first and the 
preferred channel second. All channels can 
effectively reach an intended audience and 
all have their place in a marketing program. 
However, it’s their strategic use to create 
relevant, ongoing dialogue with customers 
and establish a foundation of trust that will 
set the most successful of companies apart 
from their peers. 

Bill Mackrell is General Manager for Pitney Bowes 
Canada and Vice President, Leasing for North America. 
He’s also responsible for the development and 
implementation of strategic and tactical sales and 
marketing plans to help other companies grow their 
business and make connections with their customers. 
He can be reached at bill.mackrell@pb.com

Integrating marketing channels 
critical to SMB success
Successful campaigns of the future need right mix of traditional, email and digital communication components  
By Bill Mackrell, Pitney Bowes Canada
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reat movies and TV series’ have always 
been able to almost pop off the screen and 
engage viewers, but Movie Central took this 

notion to another level with its 2010 High Definition (HD) 
marketing campaign. While early adopters invested in HD 
programming to add to the viewing experience of sports, 
Movie Central wanted to capitalize on those households 
that were HD capable but hadn’t experienced the quality 
of movies in HD on their home theatre. With a multi-fac-
eted approach, the direct response component became 
a highly targeted tactic to speak to these households to 
increase up-sell to the premium movie service. 

“We know consumers get HD for sports and movies, 
and we wanted something that would captivate this 
niche target audience,” said Jim Johnson, VP Marketing, 
Pay/Movies & Affiliates, Corus Entertainment. “With every 
campaign we look to grow our subscriber base and it is 
important that we stand out, especially when it comes to 
direct mail pieces.” 

The campaign to promote the Movie Central HD 
programming had strong messaging. For HD watchers 
Movie Central HD is a compelling product, with over 300 
HD uncut and commercial-free blockbusters, 20 new 
movie premieres every month, a new movie premiere 
guarantee every Friday and Saturday night, and exclusive 
access to the latest HBO series, films and specials including 
Live HBO Boxing. 

As the first television window broadcaster of 
Hollywood movies, and exclusive programming from 
HBO, Showtime and Starz, the HD campaign was built 
around Movie Central’s key HD message: Movie Central 
delivers the most HD movies. However, a great message 
is only as successful as its ability to distinguish itself. In the 
realm of entertainment, current and potential customers 
are being bombarded daily with advertising on television, 
online, on radio and everywhere in between, promoting 
the newest technology, newest fad and latest pop culture 
trend. 

To set itself apart from 
other campaigns, Movie Central 
worked with the team at Information 
Packaging Inc., to develop a customized 
interactive direct mail piece. It was critical that the 
piece spoke directly to the HD sports enthusiasts and 
leveraged the exciting programming offered with Movie 
Central HD.

“We know we wanted something fun, engaging 
and different,” said Johnson. “Our brand lends itself 
to innovation and this direct mail piece gave us an 
opportunity to interact and entertain creatively.”

The direct mail piece was designed and distributed on 
heavy, high quality stock and included key Movie Central 
branding elements, along with images on the outside of 
the envelope from upcoming Hollywood blockbusters 
including Leonardo DiCaprio from Inception, Russell 
Crowe from Robin Hood and HBO series’ including Game 
of Thrones and Boardwalk Empire. With a simple pull tab 
feature the package would open and as the front is folded 
back a three-dimensional rectangular box, made from 
card stock, literally bounced out from inside the package 
into the recipient’s hands or lap. Like the classic spring-
loaded can gag, the result of opening the package is often 
met with humour and amazement. 

“Our research indicated that HD improves consumer 
viewing satisfaction by 89%, so targeting HD-capable, 
non-Movie Central households is a targeted strategy to 
drive subscription. Using language that spoke directly to 
sports enthusiasts and images that reflect the action and 
adventure genres available on Movie Central, the direct 
mail piece was a clever approach to reaching this specific 
and niche demographic,” notes Johnson. 

The package included the 
inscription: 
“Dear HD Sports Fan,

So, you have the big HDTV, the quality 
sound system, and some amazing high-

definition service, and up until now you’ve 
been enjoying your specialty sports channel quite 

nicely. But the time has come to feed your HDTV even 
more action-packed excitement for the complete home 
entertainment experience. HDTV cannot live on sports 
alone.  With Movie Central HD, each month you’ll get…”

The innovative packaging was perfectly on-brand 
for the Movie Central HD Campaign. The direct mail’s 
customized three-dimensional box was designed to the 
specifications of the HD viewing experience, with the 
images simulating a 16:9 screen, reinforcing the true HD 
experience possible on the a home theatre. The pop out 
box was also unique because it gave more surface area for 
messaging that included the promoting of HBO Canada 
HD, the Friday and Saturday HD movie premieres and the 
300 monthly HD movies. 

“By targeting this group of consumers with a direct 
mail piece, we could leverage our knowledge of their 
viewing patterns for the most up sell potential and build 
the subscriber base. With the 1-800 number included on 
the package we saw great success in tracking this unique 
marketing experience,” said Johnson. “It was the type of 
direct marketing interesting enough to truly stand out to 
the targeted recipient group, and above all else it was fun 
and different.”

Column

inthemail

Eye popping entertainment  
cuts through the clutter with 
a unique direct mail piece
Movie Central markets high definition programming to sports and action fans with an  
innovative direct response campaign that literally leaps out of the mail.

GMovie Channel Marketing:
Jim Johnson
Winny Hui Giannini
Trisha Harris

Information Packaging:
Andrew MacEachern
Allison Robertson

Creative & Design agency:
Riddoch Communications
Copy writer: Owen McCorquodale

 With every 
campaign we 
look to grow our 
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especially when 
it comes to direct 
mail pieces.
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Any of you who are reading this article 
understand that the principles of predic-
tive analytics are not necessarily new. 
What is new is its growing importance as a 
common core business discipline.  For many 
organizations, the outcome of this growing 
importance is an increase in tactical type 
solutions. Typically, this would involve the 
standard batch type process of generating 
a solution. 

Let’s look at an example. A predictive 
model has been built for a bank that targets 
customers for RRSP products. An RRSP 
campaign is now taking place and the mar-
keting department wants the best names 
as determined by the model. In the batch 
world, this would require that the names 
be rescored with the updated information 
from a database presuming in fact that the 
database has been updated. These names 
might be further filtered and scrubbed with 
certain exclusion criteria as determined by 
marketing. Further manipulation of these 
lists might include the creation of test and 
control cells in order to test various concepts 
and ideas as well as to optimize profitability. 
All this above work would normally be done 
by a programmer or advanced analyst with 
programming skills. 

Once this work is done, the list might be 
sent to a letter shop, outbound telemarket-
ing company, email deployment company 
or to the sales department as sales leads. 
If any other department desired names or 
information using this model, the request in 
effect would have to be funneled through 
the advanced analyst or programmer who 
is scoring the model.  The batch process by 

its very nature creates a bottleneck in the 
sense that solutions requiring any predictive 
analytics component are always funneled 
back to the advanced analyst or program-
mer as some type of work request.  

If predictive analytics is going to be 
embraced as a common core discipline 
throughout the organization, its use and 
deployment need to include individuals 
throughout the organization without 
always involving the analysts or program-
mers who built the solution. This allows 
these key analysts and programmers 
to focus on solving complex business 
problems instead of devoting significant 
time towards implementation of their 
solutions. But this is easier said than done. 
How does an organization move towards 
a discipline where predictive analytics is 
embraced throughout the organization 
and where solutions can be deployed in 
real time without using up vital analytical 
resources? 

The key, of course, is automation such 
that predictive analytics solutions become 
operationally entrenched. But what does 
this mean?  It means that all key stakeholders 
and departments become users of these 
solutions and more importantly access 
these solutions in a timely manner. 

American Express: pioneer in  
operationalizing predictive analytics 
The best way of describing this is to provide 
an example of what this means. In my days 
at American Express Canada during the 
late eighties and early nineties, we were 
pioneers at building predictive analytics 

solutions throughout the organization. 
Solutions were built for marketing in terms 
of looking at the response likelihood of cus-
tomers for various marketing campaigns as 
well as being able to identify high value cus-
tomers who were most likely to defect. Of 
course, given the significant credit compo-
nent of the Amex business, solutions were 
also built to identify customers who were 
most likely to default -which was defined as 
90 days without making a payment. 

As one can see, solutions predicting 
response, attrition (cancel), and credit risk 
can in essence be combined to provide 
an estimate or predictive value for an 
approximation of customer profitability. 
Note that I use the word approximation as 
the real notion of profitability implies that 

all fixed and variable costs and revenues are 
factored into the definition. Adopting this 
approach of calculating profitability in its 
truest sense would consume an inordinate 
amount of time and in fact be counter 
productive to the goal of what we are trying 
to accomplish. Our goal in this exercise was 
not to arrive at an exact definition of cus-
tomer profitability but rather a more relative 
measure of profitability. In other words, our 
goal was to arrive at a profitability metric 
that could differentiate customers based 
on a relative measure but not to provide an 
exact or absolute measure.  

Even so, this required buy-in and 
consensus well beyond just the analytics 
department. The finance, marketing, 
operations, and systems departments were 

all involved as key stakeholders in order 
to ensure that this so-called ‘profit’ metric 
be recognized as a  key measure  when 
engaging with customers. At the end of this 
process, consensus was obtained amongst 
all the key stakeholders in arriving at this 
quasi like ‘Profit’ metric. Recognizing that 
the profit measure was relative rather than 
absolute, this measure was used to assign 
customers to different segments with the 
very high group being the most profitable 
and the very low group being the least 
profitable.

Now that agreement was obtained 
on how to calculate this metrics, the next 
part of the exercise was for the analyst to 
actually create this measure at the individual 

% of Customers 
ranked by customer 

profitability
Index of Avg. Credit 

Risk Per decile
Index of Avg. Time to 

Make Payment
Index of Avg. # of 

other Products
0-10% 4.4 3 2.8

10%-20% 4 2.6 2.4
20%-30% 2.9 1.9 2
30%-40% 2.7 1.6 1.5

…
90%-100% 0.5 0.75 0.7

Features

Continued on page 10

The CMA Direct Marketing Council, comprised of industry 
veterans, recently combined their wealth of collective 
experience and knowledge to produce the “DM Digest”, a 
series of direct marketing best practices documents that 
cover 13 DM topics in 3 grouped segments. 

The DM Digest was born from the CMA’s desire to 
help educate newer marketers about best practices. 

The first instalment of our “sneak peak” at 
the Digest focuses on “The Basics” and includes 
analytics, creative, offers, privacy management and 
branding from a DM perspective. 

Analytics
In this chapter, the CMA discusses the three 
opportunities to integrate analytics into 
marketing efforts:  customer relationship strategy 
development; pre-campaign, to target; and 
post campaign to measure results and build 
understanding for future marketing efforts.

Branding
The importance of branding cannot be 
overlooked when planning your DM campaign. 
In this chapter you will learn how to define 
brand, discuss its importance, and in particular, 
the critical role of brand in direct marketing 
initiatives. 

Creative
You only have a few seconds to make a first 

impression and how your creative appeals to 
consumers can be the key to the success of your DM 
campaign.

In this chapter the DM Digest will focus on why creative 
is such an important part of the direct marketing mix; 
drawing attention to its role within the context of an 

evolved definition of direct marketing. It will also outline 
the top 10 creative best practices, outline the different 
mediums available and discuss what makes great creative 
well, great.

The offer
So what’s in it for me? 

Backed by examples of some basic offers, this chapter 
focuses on what makes a successful offer and what to 
avoid.

Remember that you shouldn’t lead with the offer - you 
want to get the consumer’s attention and build desire for the 
product/service that you are selling.  The ‘incentive’ is what is 
going to help the customer make the decision on whether or 
not to accept what you’re selling.

Privacy Management
This chapter discusses the key aspects of Canadian privacy 
legislation as it pertains to direct marketing activities and 
covers topics such as notice and consent, data use and 
retention, data security and management and privacy 
infrastructure.

For your free copy (for CMA member organizations) of 
the complete DM Digest visit the ‘Marketing Resources’ 
page on the Association’s website (www.the-cma.org) 
and click  ‘Marketing Guides’

In our next installment we’ll look at Media & Channels – email 
marketing, how SEM can drive direct response activity, direct 
mail and response media.

Canadian Marketing Association 
DM Digest was produced with 
special thanks to the following 
Direct Marketing Council members 
(both current and former) for their 
contributions:
•	 Melanie Cunningham, President, 

Wellspring Productions Inc.
•	 Filomena Henriques, Director, Direct 

Marketing, Scotiabank
•	 Kevin Klein, Partner, Operations and 

Client Service, Consumer Intelligence 
Group Inc.

•	 Brian Langerfield, Creative Director, 
Consultant

•	 Rosalie McGovern (Chair), Vice 
President, Direct Marketing, SickKids 
Foundations

•	 Michelle Perez, Group Account Director, 
Fuse Marketing

•	 Vish Ramkissoon (Vice Chair), Partner, 
FSA Datalytics

•	 Steven Syczewski-Rapoport, Director, 
Response Media, MacLaren MRM

•	 Martha Turner, Director, Business 
Marketing, Bell Mobility

•	 Robin Whalen, General Manager, Real 
Interactive, a division of 6 Degrees 
Integrated Communications

Direct Marketing 101
CMA publishes back-to-basics DM Digest for up and coming direct marketers

DIRECT
MARKETING 
DIGEST

Produced by the CMA’s Direct Marketing Council

Embedding predictive analytics into the corporate culture By Richard Boire

% of Customers 
ranked by customer 

profitability
Index of Avg. 

Profitability per decile

Index of Avg. 
Retention Rate per 

decile

Index of Avg. Monthly 
Customer Spend per 

Decile
0-10% 5 4.5 4.2

10%-20% 4.2 3.9 3.7
20%-30% 3.2 2.8 2.6
30%-40% 2.7 2.6 2.2

…
90%-100% 0.3 0.3 0.5
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WORTHKNOWING
Mobile printing  
is taking flight!
With the proliferation of mobile 
devices in the marketplace, print is 
now shifting from a function being 
done at home and in the office 
to the mobile world. In response 
to this evolving trend, St. Joseph 
Communications, with support from 
HP and PrinterOn, has developed the 
world’s first self-service public pay 
kiosk offering consumers the ability to 
print directly from their smartphones 
and tablets.

“More than 19 per cent of the 
world’s cell phones are smartphones 
and this is expected to reach 50 
per cent by Christmas,” says Tony 
Gagliano, Executive Chairman and 
CEO of St. Joseph Communications. 
“With the introduction of the 
ePrintit Kiosk, hundreds of millions 
of smartphone users worldwide can 
now quickly and conveniently print 
out their documents on the fly.”

The patent-pending ePrintit Kiosks 
allow consumers to print reports, 
presentations, photos, and more by 
downloading the HP ePrint service 
app to their smartphones. The Kiosks 
can also be securely emailed and 
can print from any memory device. 
They are equipped with St. Joseph’s 
proprietary developed monitoring 
software, a best-in-class HP colour 
laser printer, a Citizen dye-sublimation 
photo printer, online video camera, 
and 42” digital signage. The Kiosks 
also provide a North America-wide 
directory of all restaurants, hotels, 
attractions, and theatres and will 
print out maps to the locations as 
well as general mapping and driving 
directions for any location.

“Mobile printing is not just the 
ability to print from a mobile device 
but also the ability to print when 
you are truly mobile – wherever 
life and business happens,” says 
Sridhar Solur, Director –Managed 
Enterprise Solutions, Imaging and 
Printing Group, HP. “Printer ubiquity 
is an absolute must to enable 
mobile printing and St. Joseph 
Communications is a strategic partner 
to build this network.”

St. Joseph is thrilled to announce 
that the Toronto Pearson International 
Airport is the location for the public 
debut of the ePrintit Kiosks. A total 
of eight kiosks have been installed 
in high-traffic areas throughout the 
airport and will be viewed by an 
average of 87,000 people per day.

“Toronto Pearson is excited about 
the partnership with St. Joseph 
Communications that is allowing us 
to deliver more innovative services to 
our guests at the airport,” says Sergio 
Pulla, Senior Manager of Advertising 
and Partnerships, Greater Toronto 
Airports Authority. 

Canada Post moves forward with  
new Vancouver processing facility
Canada Post is constructing a new processing facility at the Vancouver International 
Airport in the City of Richmond, British Columbia.

long-term land lease has been secured with the Vancouver Airport Authority, and 
the new postal facility will be situated on 42 acres of land at the city’s international 
airport. Construction on the 700,000-square-foot processing facility is scheduled to 
begin in the fall of 2011 and is expected to be fully operational in 2014.

Canada Post is investing $200 million in the new multi-purpose processing facility and 
related equipment. The plant at the Vancouver International Airport will process letters, 
parcels, packets and advertising mail under one roof.

Building a processing facility at the Vancouver International Airport is a strategic 
decision that will improve CanadaPost’s access to vital transportation links, and 
allow Canada Post to continue to grow its eCommerce business, process the mail 
faster, improve its delivery logistics, and provide better customer service. Vancouver is 
responsible for postal delivery in British Columbia and the Yukon, and accounts for 10 per 
cent of national mail volumes.

Vancouver is particularly important to Canada Post’s operations as the city 
is a gateway to Asia-Pacific and a critical component of the company’s western 
operations.  Vancouver is one of three international access points for CanadaPost and 
plays an increasingly important role in facilitating trade with Asian countries. With its 
international role, the new Vancouver processing facility will house a Canada Border 
Services Agency operation to better serve western Canadians.

The new postal facility will be built to Leadership in Energy and Environmental Design 
(LEED) standards, and will take up as small an ecological footprint as possible. No full- or 
part-time employee will lose their job as a result of the new processing facility being built 
at the Vancouver International Airport.

23% of consumers 
forgo a purchase out 
of concern about 
use of their data, 
LoyaltyOne

Seventy-four per cent of American and 
Canadian consumers said they don’t 
feel they’re receiving a benefit from 
sharing personal information with 
marketers, according to the latest survey 
research from LoyaltyOne.

Just 52% said they somewhat or 
strongly agree with the statement that 
companies use their personal data “so 
they can better serve me.” Breaking 
down the somewhat and strongly 
agree responders, only 9% said they 
strongly agree that companies use their 
information to serve them better.

Hardly more encouraging, 54% said 
they expect improved customer service 
in exchange for their data, and 55% said 
they expect access to exclusive events 
or offers.

Toronto-based LoyaltyOne, a global 
provider of loyalty strategies, customer 
analytics and relationship marketing 
services, completed online surveys 
in July 2011 with 1,000 American 
and 1,000 Canadian respondents. 
The research was designed to test 
consumer attitudes about personal 
data collection and use by marketers.

Findings released today reveal that 
marketers need to solve an important 
perception problem about the 
benefits accruing to the consumer for 
exchanging personal information.

Underscoring the perception 
problem -- consumers tallied below 
50% in acknowledging several of the 
basic benefits on the customer side 
of the personal information exchange 
equation:
•	 Tailored offers based on what I buy 

(49%) 
•	 Advanced information on new 

products and services (41%) 
•	 Communications based on my 

preferences (41%) 
•	 Easier buying process (39%) 
•	 Preferential treatment (36%) 
•	 Product assortment improvements 

based on what they know I buy 
(36%). 

•	 Product discounts, a benefit not 
necessarily associated with the 
development of a long-term 
relationship between customer and 
company, scored highest (71%) as 
the offer that consumers expect 
to receive in exchange for their 
information.
“The message isn’t getting across to 

the consumer that the primary reason 
marketers use customer behavior data 
is to enhance the individual customer 
experience and build a deeper 
relationship,” LoyaltyOne President 
Bryan Pearson said.

Environics Analytics  
introduces BigMaps Canada 
New map product embeds both customer and Environics 
Analytics data in custom large-format maps

Environics Analytics has announced the introduction of BigMaps Canada, wall-
sized business maps designed to help clients visualize their markets, customers and 
competitors. The maps, now available for the Canadian marketplace, incorporate both 
client and Environics Analytics data in sizes up to nine feet by twelve feet. 

BigMaps Canada allows companies and not-for-profits to obtain glossy, detailed 
wall maps depicting a wide range of variables from Environics Analytics’ popular 
datasets—such as PRIZMC2, WealthScapes, Social Values and Demographic Estimates 
and Projections—as well as customized variables including customer locations, store 
addresses and product preferences. For instance, a clothing retailer may want to plot 
areas of high growth potential, while an environmental group may want to map the 
locations of its top donors along with areas where Canadians score high for supporting 
green issues.

“We’ve been mapping lifestyle, financial and customer data for many years on 
smaller-sized maps that help our clients understand aspects like sales territories, drive 
times and target market locations. But now we’re able to offer a cost-effective product 
that can meet the demand for wall-sized maps,” says Jan Kestle, President and Founder 
of Environics Analytics.  “BigMaps Canada allows us to plot data with a level of detail 
that you just can’t get with a letter- or even tabloid-sized map. More than an interesting 
image to tack up on a wall, this product gives our customers the detail they need to make 
informed business decisions.”  

The BigMaps Canada maps, which are available in a variety of mounting options, are 
especially useful in strategic planning, location analysis, customer insights and other 
applications which benefit from detailed mapping of a variety of datasets. “There’s 
nothing quite like seeing your data all laid out on a large map like this,” says Kestle. 

30th Benjamin Franklin  
Award for MET Fine Printers
MET Fine Printers has been awarded their 30th Benjamin Franklin award - the most 
Benny awards given to any printer in Canada - for the production of the “Living 
Shangri-La Toronto Private Estates” brochure. 

On September 10, at the Premier Print Awards Gala in Chicago Illinois, MET’s Nikos 
Kallas picked up yet another statuette for their expanding award shelves. This is the 
62nd year of the Premier Print competition, known as the industry’s most prestigious 
international awards program honouring excellence in print. Of the more than 2,700 
entries received, the “Living Shangri-La Toronto Private Estates” piece was chosen as 
exemplifying the highest standards in the printing industry.

DATA to acquire  
The Fulfillment  
Solutions  
Advantage Inc. 
The DATA Group (“DATA”) is pleased to 
formally announce it has entered into 
an agreement with WTFI Inc. to acquire 
all of the issued and outstanding shares 
of Markham-based The Fulfillment 
Solutions Advantage Inc. (“FSA”). As a 
result of the acquisition of FSA, DATA 
will also acquire a 70% interest in FSA 
Datalytics Canada Inc., a provider of web 
based direct marketing solutions and 
related data analysis. The acquisition is 
expected to close in the fourth quarter 
of 2011.

FSA provides services in the growing 
area of digital, direct mail, fulfillment, 
loyalty programs, promotional contest 
management  and call centre services. 
Datalytics provides complementary 
personalized direct marketing through 
a number of integrated channels such 
as mobile communications, e-mail 
and personalized web pages and also 
provides database marketing services 
such  as social media monitoring and 
predictive analysis of consumer data. 
For the twelve months ended March 31, 
2011, FSA recorded revenues (including 
revenues from FSA’s Datalytics business) 
of $19.4 million. 

 “The DATA Group has been a 
“rock solid”, reliable supplier for our 
customers’ mission critical documents 
and marketing collateral for years.  It’s 
what we’ve stood for.  In early 

2011 we launched a new, 
transformational strategic plan which 
has three components: generating 
new business in our existing markets, 
ongoing cost reduction, and most 
significantly, augmenting our existing 
product offering with an expanded 
range of digital products and services in 
high growth categories. This acquisition 
accelerates the execution of our growth 
plan.  FSA has a track record of growth, 
innovation and outstanding customer 
service.  The acquisition enhances 
our digital, web based solutions and 
professional services.  We look forward 
to working with the talented team at 
FSA and their customers” said Michael 
Suksi, President and Chief Executive 
Officer of The DATA Group.   

 “I would like to recognize the 
contribution of Rob van Velzen, FSA’s 
founder and leader until his passing 
earlier this year,” Mr. Suksi added. “Rob 
was a visionary leader who built an 
outstanding company with a strong 
management team, employees, product 
offering and customer base.  Our 
deepest condolences go to Rob’s family.  
We are committed to continuing FSA’s 
growth as part of the DATA Group.”  
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When Len Knight, Operations Manager 
of Emerson Clarke Printing Corporation 
in Calgary, Alberta, saw longer run digital 
printing jobs going to his competitors, he 
knew it was time to choose a more robust 
and versatile digital press.

“We were losing a lot of the bigger 
digital jobs because our printer was 
just too small,” he said. He and his two 
business partners, Rich Berg and Dave 
Smith, had to pass on longer digital runs 
and jobs like three-panel newsletters, 
landscape-format saddle-stitched books, 
posters, and other materials that required 
a sheet size up to 26 inches long—jobs 
that could mean a significant increase 
in business. Emerson Clarke utilizes a 
full range of offset presses to deliver 
high-quality work, including a five-color 
29-inch press with a coater.

Along with the larger format, however, 
the three owners knew they needed the 
highest print quality they could get to 
match their customers’ high expectations 
and compete with other print shops in 
Calgary that already offered larger format 
digital printing. Their choice: The KODAK 
NEXPRESS SX3300 Digital Production 
Color Press, equipped with Kodak’s unique 
Print Genius image processing technology.

Emerson Clarke became the first 
printing company in Canada to install 
this superior quality press. “The first and 
biggest reason we chose the NEXPRESS 
Press over a competitor’s product is the 
quality,” said Knight. “The quality that it 
prints on various substrates far surpasses 
what the competition can do.” 

Emerson Clarke selected the NEXPRESS 
SX3300 Press, which can handle a maximum 
sheet size of 14 x 20.47 inches with its 
standard feeder, or 14 x 26 inches with the 
optional long sheet feeder. The company 
also opted for the KODAK NEXPRESS Fifth 
Imaging Unit Solution, making it possible to 
offer in-line dimensional printing, gloss and 
spot color, in-line watermarking, or coating 
in a single pass.

 “I had a client who wanted to do a 
short-run book with a varnish effect on 
it, and she didn’t have the budget to do 
offset,” said Berg. “She’d always wanted 
to do this one job, and now we’ve given 
her the opportunity to get exactly what 
she wants. She was blown away with the 
quality.”

The Fifth Imaging Unit enables 
watermarking, protection coating, 
glossing, MICR printing, gamut expansion, 
red fluorescing ink for security and 

workflow applications, and in-line 
dimensional printing, which is unique 
in the industry. In addition, high-quality 
glossing through KODAK PERFECT TOUCH 
Gloss technology is possible using KODAK 
NEXPRESS Clear Dry Ink in conjunction 
with the near-line KODAK NEXPRESS 
Glossing Unit.

It’s been just over a month since 
Emerson Clark installed its NEXPRESS Press 
and customer response is already very 
positive, said Knight. “The press was just 
installed in August, but the response to 
the fact that we can offer a 175-line screen, 
the bigger sheet size, and the textured 
papers has been enormous,” he said. “The 
competitor’s device can’t print on a classic 
linen or classic laid with the quality that we 
can on the NEXPRESS Press. When I go into 
the NEXPRESS Press room and see carts of 
stock ready to go into the machine, that’s 
very positive. There’s no doubt that we’ve 
already seen an increase in the digital side 
because of it, because those runs didn’t fit 
on our old device.”

Higher print quality and the ability to 
handle larger jobs were reason enough for 
Emerson Clarke to go with the NEXPRESS 
Platform, but Kodak offered another 
benefit as well: KODAK MARKETMOVER 

Business Development Services, which 
provides innovative tools, services and 
support for graphic communications 
professionals.  This includes consulting 
services, seminars, on-site training, online 
resources and marketing tools to promote 
the expanded applications now being 
produced on the NEXPRESS Press.

 “This was one of the added features 
that made us say, ‘Kodak is going to help 
us market this and get the clicks going 
on this device,’” said Knight. “No one 
else offered this sort of thing.  We’ve got 
an exceptionally good sales team here, 
and this has really brought tremendous 
excitement into the company.”

Emerson Clark purchased the press 
from Coast Paper, a division of PaperlinX 
Canada Limited. Coast Paper specializes 
in the sales, marketing and distribution of 
fine paper, graphic systems, wide format 
and industrial solutions. The company 
delivers quality products, technology and 
services that customers can depend on to 
maximize business opportunities.  

The next move for Emerson Clarke is 
already clear however, said Knight. “From 
what we see and the reception we’ve 
had, I wouldn’t be a bit surprised if in a 
year, we’re talking to Kodak again about 

another NEXPRESS Press.” 
The KODAK NEXPRESS SX platform can 

help printers drive more jobs per shift and 
more profit per page, by consistently and reli-
ably producing market-leading image quality 
from job to job and day to day. Its long sheet 
option—up to 26 inches—allows printers to 
print 6-page brochures or 3-up letters, and 
the optional expanded feeder and in-line 
finishing modules help printers complete 
jobs in fewer steps, maximizing productivity 
while minimizing waste. 

Print Genius quality control tools and 
options manage and maintain peak quality 
throughout the production run.  The suite 
includes hardware, software, and materials 
science innovations that optimize print 
quality and consistency from the first sheet 
to the last, day after day.

Featuring a monthly duty cycle of up to 
4.4 million pages and print speeds of 91, 
109 or 131 ppm when printing on 260/660 
mm long sheets, the NEXPRESS SX 
Platform prints on more than 700 standard 
offset substrates, including coated, 
uncoated, FSC, plastics, magnets, linens, 
static clings, micro-perforated substrates, 
and more. 

Case Study: 
Kodak helps printer get up to speed with digital print sales 

Market Analysis, Unaddressed Print, and 
Online Planning & Buying, Measurement

Providing Extraordinary ROI for 18 Years

Predictable Flyer, 
and Mixed Media 

Response

Call Alec Paterson at 
416.221.5055 xt 2200

With double and triple 
digit increases in ROI.

customer level using existing analytical 
tools. In this case, SAS was used to as the 
analytical tool and reports were built to 
see what this measure looked like when 
compared to other KBI’s(key business 
indicator). An example of one type of report 
is listed below.

Looking at the above reports, we can see 
that the profit metric does a real good job in 
being able to assess retention performance, 
customer spend, and credit  risk based on 
the rank-ordering of these KBI’s against 
profit.  The profit metric also performs 
adequately in assessing average time to 
make payment, and average # of products 

although it is not as pronounced as the 
other KBI’s. It is this kind of report that would 
provide valuable information to all the key 
stakeholders in determining whether or not 
the profit metric is a meaningful measure of 
profitability.

Once consensus is obtained, operational-
izing this solution becomes the next phase. 
You may ask why we need to do this? By 
not operationalizing this solution, any type 
of business issue dealing with profitability 
would always have to be handled in some 
way through the analyst who developed 
the profit algorithm. This is highly inef-
ficient as multiple stakeholders at any 
one point in time might require the use of 

profitability within their specific solutions. 
The analyst would be inundated with 
analytical requests as well as overwhelming 
demand for the generation of lists that deal 
with profitability. As one might expect, 
this bottleneck would in all probability 
result in many of these requests not being 
completed in a time manner or not even 
being done at all. The organization’s goal of 
embracing analytics and the use of profit-
ability in effect becomes self-defeating as 
stakeholders begin to lose interest in the 
use of this metric in attempting to achieve 
their business goals in a timely manner. 
The timeliness of this information can 
only be achieved through automation.. In 
this context, profitability can be used in a 
more organic way such that it is embraced 
throughout the organization.    

Embedding predictive analytics into 
the I/T environment
The first step of automation is to hard 
code the measure within the current I/T 
environment. Extensive consultation and 
meetings need to occur between   analytics, 
I/T and the business units that are reliant 
on these measures. In our example here at 
Amex, a profit measure referred to as a net 
benefit number actually represented the 
key profit metric. At that time, this measure 
was hard coded into the mainframe system 
with extensive checks and quality control 
measures to ensure that the all the develop-
ment and programming routines done by 
the analyst in SAS were done correctly in the 
mainframe system. Besides ensuring that 
the profit measure was correctly calculated 
within the system, routines and programs 
were also created to automate the produc-
tion of lists and analytical requests. 

The programming here does not actually 
generate the lists or analytical requests but 

essentially empowers the end user to either 
generate their own lists or conduct their 
own analyses.  This means that there will be 
less requests by the end business user to the 
analyst as the end business user is now able 
to do more of these activities.. Requests to 
the analysts by the end business user   now 
become much more focused on exercises 
that require the more advanced analytical 
expertise of the analyst.

Operationalizing the solution amongst 
the business stakeholders
Yet, embedding predictive analytics as a 
real-time process within the organizaton’s 
I/T infrastructure does not necessarily 
ensure its place as a core discipline within 
the overall business culture. All users of 
predictive analytics must clearly see its 
value both to the organization as well as 
within their own jobs. This means that not 
only marketing analysts and credit analysts 
see the value but also people in the front-
line who interact with customers on a day 
to day basis. 

A good example of this might include 
a financial institution where a given 
customer may call customer service and 
ask for information pertaining to an RRSP. 
The customer service rep (CSR) would 
address this request but also notice that the 
customer is considered as someone likely to 
be more predisposed towards obtaining a 
mortgage. This intelligence gleamed from 
the analytics allows the CSR to be more 
proactive in servicing the complete needs of 
the customer. 

Other examples include a list of leads 
that is emailed to a sales agent which 
indicate that this group represents high 
value customers who are most likely to 
defect. In the area of credit, analytics tends 
to be much more operationalized than 

other functional areas of the organization 
which is demonstrated by the ability to 
detect fraudulent activities at point of sale or 
phone calls to high-risk customers.

But the capability of actioning analytics 
at the ‘front-line’ does not happen over-
night. As with any change, there needs to be 
training or more importantly an ‘evangeliza-
tion’ of ideas.  Without this ‘evangelization’, 
it becomes much more difficult for the 
front-line people to embrace these changes. 
Most human beings are not hard-wired for 
change. There must be a compelling reason 
for change to occur. 

In the case of analytics, it can be a 
series of talks by both the analytics and 
the department head individuals. Rather 
than delve into the arcane details of how a 
solution was developed, the emphasis is on 
the value of this solution to the organization 
and more importantly its value to the 
‘front-line’ person. For example, if I am 
measured on how much sales I generate, 
then this solution should be able to deliver 
incremental sales which will translate into 
better job performance and ultimately 
enhancement of my career development 
opportunities.

It is only through engagement of all 
stakeholders including the so-called 
‘front-line’ people that analytics becomes 
a part of the corporate culture. In 
Thomas Davenport’s best selling book 
on ‘Competing on Analytics’, he stresses 
the notion of analytics being a significant 
competitive advantage for organizations 
in today’s ‘knowledge’ economy. A more 
operationalized approach towards analytics 
is the real key to success in achieving this 
advantage.      
    
Richard Boire is a Partner at Boire Filler Group. He 
can be reached at RichB@BoireFillerGroup.com

Continued from page 8
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irect mail takes on many forms in our world 
of print communications.  Just check your 
recycling bin - how many of these items stood 

out enough for you to glance at it, much less pick it up and 
engage yourself with it?  

Likely not many caught your eye. Alright, we’re 
hardened marketing snobs if you please but we are 
dealing with a sophisticated market, get used to it!  It 
takes something special to deserve our audience’s 
attention. They demand some form of payback for 
their valuable time so engage them with something 
interesting or be disengaged.  

In today’s visually saturated world, how do you expect 
to get your audience to look up from their mobile device 
when chances are your project is pushing them to that 
device by way of a QR code, PURL or incentive anyway?

I’m a printer, but I cannot afford to be just a printer. 
My team is but a moving part on a big marketing wheel.  
We must strive to be the hub, not the spoke whereby 
our team’s varied experiences contribute creative 
solutions and the physical (and electronic) component 
of a multilayered campaign. Today we engage data, 
architecture, physics, mathematics (I knew it would pay 
off to repeat algebra ...), drafting and, on occasion, origami 
in our daily routine. 

When most of our direct mMail briefs come to us 
starting with “I want something that hasn’t been done 
before” or “this has to really blow their minds and make 
them contact us” we start our engines. How often do you 
stick a snow ski on a spinner, screen print popsicle sticks, 
add a 7” LCD video screen to a book with a 90 second 
commercial?  All of these are born of a willingness to 
suspend belief and solve communication problems.  

How can you maximize the attention on your DM? 
Start with a professional creative team. Give them a clearly 
defined goal and call to action; do you want people to call 
a phone number, buy a condo, join a club? Ensure you are 
relevant to your audience and be compatible with your 
brand or product? Great DM elicits an emotional response 
- make them laugh, chuckle or be amazed and you have a 
conversation. 

Case #1 
MET recently worked with COSSETTE Vancouver to 
develop a promotion for McDonald’s any-size dollar 
drinks. Using a full page advertorial in the Edmonton 
Sun as a message vehicle, the rolled paper was housed 
in a wrapper, then sealed in “straw paper” to emulate 
the iconic McDonald’s straw. Eye-catching, smart and 
engaging. 

Case #2
MET worked with Dare Digital (Formerly BLITZ) and 
Prospera Credit Union, we wanted to show how well 
their investment advice and personal relationship with 
their clients go together. What goes better together than 
peanut butter and jam?

In scheming up a personalized PB&J sandwich 
complete with gingham napkin and sandwich baggie, the 
emotional attachment was instant. The Soft Touch paper 
exterior emulating fresh bread, multilevel embossing 
combined with UV Matte and gloss FX to create glossy 
jam with chunks of berries and thick peanut butter 
guaranteed a smile. With that came permission to engage 
in a further conversation. 

*side note, even simulated peanut butter smell can 
cause “adverse” reactions, so we dropped that 

Case #3
The old printers direct mail proverb, if you stick a $100 bill 
on it you will get a great response. True; an online gaming 
company made 20,000 fake $100 redeemable bills with 
random serial #’s (that’s $2,000,000) inside a fake wallet, 
the catch, you just have to play it, if you win you keep it. 
If you lose you had a little fun. Bottom line they had over 
28% response and was deemed a great hit. 

When you make something tactile or dimensional it 
sticks out. It must have smart content, good creative and a 
clear message. With today’s print technology, digital rivals 
some sheetfed products making shorter, tightly focused 
runs viable. They offer options of personalization like 
personalizing a name in shells on a beach, special effects 
and automation enable the creative teams to achieve 
jaw-dropping effects. Just a few of the tools of the trade 
we can tap into; thermochromatic, photocrhomatic, 
tactile, scented inks and coatings, lenticular screens, laser 
die-cuts, sound chips, video footage, QR, PURL, sparkles, 
you name it and it has likely been utilized many times. 

We advise our clients to print less, but do it better, 
smarter and with a little humor. Even hardened marketing 
folks can laugh when the right button is pushed. 

Scott Gray is MET Fine Printers Director of Brand. MET just 
received their 30th Benjamin Franklin Award from the Print 
Industries of America, the most of any Canadian printer. MET 
Fine Printers, a Carbon Neutral Company and MET Resource 
are part of the MET group of companies. You can reach Scott 
at scott@metprinters.com

Daily newspapers were rolled up and wrapped to look like giant McDonald’s straws. When opened, a cover takeover revealed messaging promoting any-size dollar drinks – even the very largest size.

Touch, feel,  
& engage your 
audience By Scott Gray

 We advise our 
clients to print 
less, but do it 
better, smarter 
and with a 
little humor. 
Even hardened 
marketing folks 
can laugh when 
the right button is 
pushed.

D
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here is a term in the printing industry called 
‘resilience.’ It’s the ability and strength of 
paper to return to its original form after being 

stressed by bending, stretching or compressing during the 
printing and finishing processes. 

Similarly, Janis Parker is one tough person who 
has always earned her keep. Rather than inheriting a 
successful business she actually bought Parker Pad & 
Printing from her father Frank Parker when he decided 
to retire. Over a ten-year span from 2001 – 2011, she paid 
him the appraised price. 

This made Parker Pad & Printing Ltd. one of the few 
third generation family printing businesses in Toronto 
and on its 65th anniversary they produced this wonderful 
poster. 

 “I started full time in the industry as an estimator, 
then entered the production side and finally into sales at 
Matthew, Ingham & Lake (IML) where I worked for some 
very notable print icons: Terry Slater, Graham Matthews, 
Bob Ingham and Dave Lake,” said Janis.

“As a child, I remember Dad bringing home a ream 
of paper and teaching me how to jog it up. I also fondly 
remember playing with metal type and trying to sort it 
and going to the printing press with my Dad, to catch off 
the folder.  

“My favourite job was working in the bindery – tipping 
NCR forms with a glue tip machine or feeding the table 
top scoring/perfing machine.”

After taking over Parker Pad & Printing Ltd., she has 
increased sales from $5M to $14M and moved from 
Scarborough to Markham. 

“We had no place to expand further and I wanted to 
bring in other printing operations in-house, so the move 
made sense,” she explained.

“I now own 100% of the company and we have 55 
full time employees, with locations in Markham and a 
satellite office in Haliburton, where I purchased a small 
print operation called County Commercial Printing.”

I asked, “Why Haliburton?”
“I live there,” she replied. “I am currently taking flying 

lessons to cut my commute time from over 45 minutes 
to 10 minutes. Once I have my license, I hope to get a 
floatplane.”

Devoted to the trade, Janis spends Fridays and 
Mondays at the Haliburton office and the balance of the 
days in Markham.

To my surprise Janis told me she had originally hoped 
to teach outdoor education. 

“When I graduated from York University in 1977,” she 
explained, “there were no full time teaching jobs available 
and Outdoor Education was being dropped from the 
curriculum.

“There have been times when I have wished that I had 
continued in education. I certainly felt that way early in 
my career, since women were not taken seriously in the 
printing business at that time.”

“How so?” I inquired.
She said, “Once on a trip to the Graphics Arts Festival 

in Drupa, Germany, many years ago, when I would ask a 
question the sales-representative would ignore me and 
turn to my husband and answer my question as if I was 
not there.” 

Another instance involved Kodak/Graphic Resources 
annual client event. They only invited men to attend the 
golfing part of the activities. Janis is an avid golfer.

“Suli Yasher, my largest paper supplier was in charge 

of the event. To let him know how unhappy I was not 
to be included, I stopped ordering paper from him for 
several months. The next year 23 men and I attended the 
tournament.

“However, even though there have been unpleasant 
people and occasions, they have been very limited and 
the positives have been plentiful.”

Janis is married to Ron Kozak, who ran his own a 
bindery operation when her office was in Scarborough. 
Today they have two children, Kyle and Kelsey, plus she 
has two stepchildren, Rob and Rhonda.

When I asked her, “Which person has been the 
biggest influence in your life?” without hesitation she 
replied, “My father – Frank Parker — he was not only the 
best father one could have but he was also a class act. 
Always thinking of doing the right thing, he had built this 
business on hard work, integrity and looking after his 
staff. 

 “He would remember small things like, if one staff 
member’s son was to play hockey on a particular day, the 
next day he would make sure to ask his employee how his 
son had fared.

“My father’s philosophy was simple: No. 1 – The 
customer is always right and No. 2 – Bigger isn’t better, 
only bigger!” 

To my question, “which event has made the biggest 
impact on your career or business?” 

She replied, “A car accident - 17 years ago – that almost 
cost me my life. I had to attend a press approval during 
a snowstorm. Even though I tried to dissuade my client 
because it looked dangerous outside, he insisted that we 
go to the press run. I even offered that if the job were not 
to his satisfaction, I would rerun it at cost. He insisted that 
it would be too late if it had to be redone.

“Nothing would change his mind. So off we went. 
Midway in the blinding storm, the car in front skidded on 
a patch of black ice. I tried to swerve to the right to avoid 
hitting him and the next thing I remember was waking 
up in hospital. A tractor-trailer had smashed into my side 
of the car.

“I was bed ridden for over a year, while the doctors 
pondered whether to amputate my leg or not. Luckily, 
they did not.”

 “What else have you done besides work?” I enquired.
With a chuckle she said, “I once ran for local politics in 

Haliburton and won a seat as a counselor.”
Through my own experience I know that one of 

the most difficult businesses to run today is a printing 
business. 

As Janis said, “Staying up to date on technology while 
not breaking the bank is essential. Success in today’s 
market requires flexibility and innovation. 

“We have expanded in many new directions, adding in 
house bindery, direct mail, and fulfillment to complement 
our core business.”

I distinctly remember when I ran Brann Worldwide 
that my biggest client, CIBC, had shortlisted five printers 
as their preferred suppliers and Parker Pad & Printing 
was one of them. So it was a pleasure to finally meet the 
person who runs this very fine organization. 

The unflappable Janis Parker. Here’s wishing her 
continued success for the next 75 years and more.

Billy Sharma is president and creative  
director of Designers Inc.  He can be reached via email at: 
designersinc@sympatico.ca or by telephone at: 416. 203. 9787

When my grandfather, Frank Parker Sr., started Parker Pad & Printing it was  1946. The NBA had played its inaugural game at Maple Leaf Gardens between the Toronto Huskies and the New York Knickerbockers, Jimmy Stewart was about to star in It’s a Wonderful Life, and Chuck Yeager was making history when his plane broke the sound barrier.
Although the original equipment list at Parker Pad & Printing was oneletterpress, Frank Parker also made a commitment to provide superior printing services to customers – a commitment that continues to this day.

From that original press, Parker Pad & Printing evolved our reputation through three generations of printing professionals that took our company to new heights in customer service and superior printing.
Thank you for helping us celebrate our 65th Anniversary!

Janis Parker
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London
  By Amy Bostock

Alliance iCommunications Key Contact TigerTel Transcom
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An abundant supply of technically skilled workers, 
access to educational facilities, training programs 
and support and superior telecommunications 

infrastructure have made London the first choice for many big 
name contact centres. In fact, the industry currently supports 
more than 7,000 jobs, accounting for almost 3 per cent of the city’s 
work force.

“Thanks to the presence of The University of Western Ontario 
and Fanshawe College, London has a very technical, resourceful 
and adaptable workforce,” says Wanda McKay, President of Key 
Contact. “We also have no accent so our operators are very easy to 

understand.”
According to Graydan Marshall, who works in human resources 

for Transcom, the two post-secondary institutions provide a 
steady stream of employees for London contact centres.

“There are lots of new grads looking for new jobs,” he says. “It 
may not be in their field but they need something right away and 
we can provide them with that opportunity. They are 18-25 years 
old and very tech savvy for the most part.”

That’s good news for Transcom, who deals with inbound calls 
for tech support and billing. 

With so many contact centres located in the London area, 
there is fierce competition for qualified operators. 

“There have been some large contact centres that have moved 
back south,” says McKay. “That’s bad news for the industry as 
a whole but good news for the remaining businesses since it 
created a boom of quality people trained and ready to fill seats.”

Even though some big names have left town, that doesn’t 
mean that contact centres are hurting. In fact, many of the 
companies we met with are actually experiencing growth and are 
feeling optimistic about the state of the industry.

Who we met with:

N

London
Key Contact
Wanda McKay,  
www.keycontact.com

Alliance  
iCommunications
Sheila and David LeClair, 
www.allianceicomm.com

TigerTel
Paul Speisman  
and Sherry Ambrose, 
www.tigertel.com

Transcom
Graydon Marshall,  
www.transcom.com

By Amy Bostock

Regional Report: 
This month we’re shining the spotlight on the city’s contact centre industry, which 
employs more than 7,000 people representing 2.6% of the labour force.

Source: Environics Analytics 2011, PRIZM C2

Industry Fast Facts  
(source: London Economic  
Development Corporation)
�� The telecommunications 

infrastructure in London 
matches or surpasses that 
available in most major business 
and financial centres. 

�� The London Contact Centre 
cluster has 40+ contact centre 
companies with a skilled and 
experienced labour force of more 
than 7,000 people representing 
2.6% of the labour force. 

�� The two largest contact centres 
in London are Stream, a multi-
national, multi-billion dollar 
company with offices around the 
world; and Sykes, a global leader 
in providing customer contact 
management solutions and 
services in the business process 
outsourcing (BPO) arena.
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DIRECT MARKETING LEADERS
• Database Management
• Canadian, US & International Mail Services
• Fulfillment Services
• Contact Centre
• Facility Management

www.keycontact.comwww.keycontact.com

555 Admiral Drive, London, ON  N5V 4L6
1-800-632-3568 • E-mail: solutions@keycontact.com

Helping You Tell Your Story!

DIRECT MARKETING LEADERS
• Canadian, US & International Mail Services
• Fulfillment Services
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www.keycontact.com
555 Admiral Drive, London, ON N5V 4L6

1-800-632-3568 • E-mail: solutions@keycontact.com

Helping You Tell Your Story!
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“We did experience a bit of a slowdown 
a couple of years ago but what I’m seeing 
now is a real resurgence,” says McKay, 
whose company is in the process of 
expanding its twelve seat call centre by 
another eight seats.

TigerTel, a 100% Canadian company 
with offices across the country, is also 
continuing to grow thanks to their 
ability to offer clients everything from 
simple answering services to complex 
applications like credit card capturing and 
everything in between. 

“We’ve gone from strictly answering 
phone calls to being able to offer 
integration of other channels,” says Sherry 
Ambrose, Branch Manager for the 12 seat 
London office of TigerTel. According to 
Ambrose, the trend towards offering a 
wider variety of services is what prompted 
the industry terminology to differentiate 
between “call centres” and “contact 
centres”.

Integration is the word on everyone’s 
lips these days as DM suppliers of all kinds 
race to keep up with the ever changing 
industry landscape. But although many 
contact centres have expanded their 
service offerings over the last few years, 
McKay says that at the heart of it all, 
people are still looking for something a 
little more personal.

“What we’ve seen over the last number 
of years is with the deluge of social media 

and email distribution for marketing, 
people still crave solutions that are a bit 
more human,” says McKay. “They want real 
contact where they can hear a voice and 
ask questions as opposed to a quick view 
of an email and chuck it.”

However, contact centres are only one 
piece of the puzzle, she says. 

“All forms of marketing have their place 
and none are an end unto themselves. The 
smart companies are the ones who know 
how to weave it all together.”

Many London contact centres offer 
database marketing and fulfillment in 
addition to their traditional call centre, a 
mix that McKay says works hand-in-hand 
and attracts clients who want everything 
under one roof.

Keeping things close to home is 
another emerging trend for the contact 
centre industry. According to Sheila and 
David LeClair of Alliance iCommunications, 
many Canadian companies are making 
the conscious decision not to send their 
call centre contracts offshore to places like 
India, Russia or Jamaica. 

“We don’t compete with offshore 
companies on price because we can’t 
win,” says David LeClair. “In fact, pricing of 
offshore competition is one of the biggest 
hurdles North American call centres have 
to face.”

Where their company can and does 
compete, says Sheils LeClair, is on 

knowledge and quality of service.
“If you go offshore the cost per call 

may be lower but there are more calls,” 
she says. “So yes they may be more 
economical but the results are not as good 
in comparison.”

According to everyone we spoke with 
in London, consumers who are answering 
calls are losing patience with call centres 
who either don’t know the market they 
are calling into or have language barriers. 
Business are now seeing the value of 
keeping their contact centre work on 
Canadian soil in order to have better 
access to their projects in terms of quality 
monitoring and control.

“There are some applications that 
work well offshore,” says Paul Speisman, 
Account Executive for TigerTel. “But most 
clients want to be more hands-on so they 
want their contact centre to be close by.”

“And really, given the mandate of our 
economy right now,” add McKay, “I think 
it’s only smart to keep those jobs in the 
country.”

Transcom has its own solution to the 
problem of offshore competition. As a 
global company they have opened offices 
in locations like South America, North 
Africa and Asia.

“Offshore competition is a big problem 
for anyone in the call centre business,” 
says Marshall. “So we’ve opened offshore 
sites of our own that currently employ 

over 7,000 people.”
Alliance iCommunications recently 

opened an office in South Bend, Indiana 
in order to better serve their growing 
American consumer base.

“There’s not much London-based 
call centre outsourcing opportunities so 

we aren’t competing for London-based 
business,” says LeClair. “Competition is 
more North America-wide so our South 
Bend office allows us to expand our reach 
while making programs more affordable 
for our American clients.”

Looking forward
The future of contact centres certainly 
seems to be a rosy one as all of the 
companies we spoke to agreed that there 
will always be a place for human contact in 
the direct marketing mix.

“People still want to talk to a real 
person at some point, even with the other 
channels available,” says Sheila LeClair. 

The way these companies do business, 
however, does seem to be changing. 
Brick and mortar sites are being replaced 
by remote operators and many contact 
centres are offering their clients 24/7 
service.

“The shift to more remote agents will 
mean that companies will need smaller 
offices but will have staff spread out,” says 
Ambrose. “That translates to not needed a 
large number of seats in one place.”

“By replacing brick and mortar sites 
with home agents companies can save 
money on overhead,” says Marshall, “and 
that savings will be passed on to the 
client.”

Regional Report

One call

One source

One solution

Data Mail Print Fulfillment Cross-Media

WATT

www.wattsolutions.com

519-681-6776

1-888-699- (9288)

London is home to the University of Western Ontario which provides a steady stream of educated workers
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dm 
People

P.A. Douglas  
Seminar Attendees
This is a list of attendees to Canadian 
Administrative Assistant and Executive 
Secretary seminars. These are intensive 
three day workshops intended to 
explore and develop the intellectual, 
organizational and interpersonal abilities 
of each participant. Rather than focusing 
on the fundamentals, this program 
concentrates on the knowledge and 
specialized skills that will sustain career 
growth. The program is comprehensive 
and stands on its own. This group is highly 
responsive to all types of seminar offers. 
100% direct mail sold. Sample count 
breakdown: 12,127 male; 23,724 female; 
1,534 phone numbers; 1,494 fax numbers.
Average Unit of Sale: $2,195.00. Contact 
Alejandra Cuevas, Cornerstone Group of 
Companies at 416-932-9555 ext: 177

Reader’s Digest Sweeps – 
English
This is a list of sweepstakes entrants in 
Canada generated from Readers Digest 
$250 000 Grand Prize mailings, but have 
declined offers for magazine subscriptions, 
books, videos, music and/or merchandise 
products. For counts, please contact 
listmanagement@cstonecanada.com.This 
list updates quarterly. Rosa da Silva at 416-
932-9555 ext: 309

Universe Canada: New 
Business Monthly
Using matching and merging techniques, 
Universe Canada identifies new business 
listings that appear in the White Page 
telephone directories. This technique 
matches the telephone numbers in the 
current month against the three previous 
months’ listings.

The listings are isolated as likely New 
Business Moves or Brand New Businesses 
(cannot differentiate). In either case, 
a great target for a variety of direct 
marketing offers from business products 
to business services. Contact names are 
not available on this file. Title slugs are 
available on this list for an additional 
charge.

Contact Brigida Maxwell, Cornerstone 
Group of Companies, at 416-932-9555 ext: 
186

list
watch

JAN Kelley Marketing
JAN Kelley Marketing has promoted 
Chantel Broten to Vice President and 

Chief Strategy Officer and Lynn Ridley to 
Vice President Creative

MET Fine Printers
MET Fine Printers has expanded their 
sales team, adding Account Executive 
Toby Willats to their Vancouver office.

CASACOM
Carolyn Ray is joining CASACOM as 
Managing Director to lead the new 

Toronto office.

Newad
David Vance named Director, Sales, 

Indoor Advertising for Central Canada 
and Suzanne Lacroix has been 

appointed as Executive Director, 
Experiential Marketing.

specialty packaging and all forms of print 
collateral.”

The first appearance of VIP was a CBS 
and Pepsi insert in Entertainment Weekly.

With screens starting at 1.8” and going 
as large as 7”, the LED screen is embedded 
directly into a print piece. It can play up 
to 45 minutes of video and can include 
chapter buttons and a navigation system 
similar to DVDs. They all have a USB jack 
embedded so customers can either lock 
their content or have the capability to 
update and change the content.

“The pharmaceutical and financial 
sectors are big users of VIP because they 
can send out shareholder reports or 
product updates and allow the users to 
load new content a couple of times a year 
if needed,” says Clegg.

But at a cost of anywhere from $35 to 
$150 a unit, VIP technology is not for the 
faint of heart.

“It is definitely expensive in terms of 
DM when people are used to paying 
$0.50 to $3 a piece,” says Clegg. “But 
we’ve developed some strong ROI data to 

support and justify the cost.”
Termed “multi-sensory marketing”, 

Clegg says that today’s direct marketers 
need to appeal to all the senses in order to 
deliver a stronger message.

“We’ve had great success with the 
product so far,” he says, adding that VIP 
gets great coverage everywhere it goes.

Their client roster seems to confirm this 
statement with large names like Rogers 
Retail, HBC and McDonalds jumping on 
the multi-sensory bandwagon.

“It’s great high-profile technology,” says 
Clegg “and it definitely makes an impact.”

At this point, VIP is a niche product that 
appeals to large companies with large 
budgets and projects with brand specific 
goals. 

“There’s always a place for traditional 

pieces but there is also opportunities for 
technology to step in when you have a 
bigger budget and want higher return,” 
says Clegg, adding that ROI on VIP pieces 
have been as high as 15-20%.

“I really like the innovative approach 
to merging video and sound in a 
personalized communication piece,” says 
Scott Gray, Director of Brand at Vancouver-
based Metropolitan Fine Printers. “My 
team could have a lot of fun creating new 
non-traditional print based tools that both 
show and tell the story.”  

According to Clegg, the price of VIP, like 
any technology, will continue to go down. 
For now, the product is resonating with 
forward thinking marketers who see the 
value of standing out from the crowd.

variables and their outcomes, analyse 
and learn from the results, leverage 
the learning to generate improved 
outcomes—are enablers to success across 
any medium or channel—digital, print, 
cluttered or not. The more complex or 
blurred the marketing environment and 
choices become, the more decision-
makers must rely on scientific, proven 
methodologies and analytics that provide 
the insights necessary for successful multi-
channel program deployment and results, 
over time. Remember, DM is a time-based 
discipline, never a one-shot event.

Cutting through the noise: DM best 
practices
Depending on the channel mix selected in 
considering the first key question above, 
the second essential question to be asked 
and answered at the planning stage of a 
multi-channel DM program is: what are 
the best DM practices we can apply within 
the channels and tactics we have selected 
to ‘cut through the noise’ and execute our 
program successfully?

Our DM Council team considered this 
question some months ago and how we 
might help educate newer marketers (and 

perhaps refresh some veterans!) about the 
back-to-the-basics, ‘best in class’ practices 
we have learned over the years. We agreed 
the wealth of combined experience and 
knowledge of our team members—and 
that of our wider community of 
colleagues—ought to be captured 
and shared with newer marketers so 
they might benefit from our collective 
experience and more successfully ‘cut 
through the noise’ with their consumers. 
After all, the clutter of messages and 
channels exists at work as well as at home, 
especially for those in marketing and 
communications. 
New CMA ‘DM Digest’
That is why our CMA Direct Marketing 
Council has produced the ‘DM Digest’, a 
series of direct marketing best practices 
documents that cover 13 DM topics 
in 3 grouped segments: ‘The Basics’, 
‘Media and Channels’ and ‘Improving 
Effectiveness’. Each article within these 
segments is focused on helping DM 
practitioners leverage their trade. The 
Editorial team here at DM News is sharing 
some highlights from the DM Digest over 
the next few issues. The complete DM 
Digest is available free of charge to any 
employee of a CMA member organization 

by visiting the ‘Marketing Resources’ page 
on the Association’s website (www.the-
cma.org) and clicking ‘Marketing Guides’ 

Promises, promises
Remember how I said at the top of this 
article that I would come back to the 
more relevant statistic about how many 
messages a consumer might actually 
receive, retain and act upon…and how 
come? Well, I am back to it but I have no 
one, true answer that is not laden with 
variables and dependencies on…well, lots 
of thing. 

What I can guarantee you is that in this 
truly message-cluttered world, by relying 
on the discipline of direct marketing and 
combining it with the tried and true best 
practices highlighted in the DM Digest, 
your chances for successful multi-channel 
marketing efforts that get the attention—
and action!—of your consumers will 
improve. 

I promise.

Melanie Cunningham is President of 
Wellspring Productions Inc., a full-service 
integrated marketing consultancy. She can be 
reached at melaniewellspring@gmail.com. 
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ScottsDirectories.com

ACCESS OVER
5 Million Emails
Tap into the Power of Email
Prospecting the Easy Way.
Scott’s Email Marketing Services will:
➤ Design your email message
➤ Target key decision makers in your market
➤ Track your email results

CONTACT US TODAY!
1.800.387.6598 • lists@scottsdirectories.com

SCOTTS AD CTL 1/4 page  6/3/11  11:22 AM  Page 1

list services

Reach over 2,000,000 Canadian 
consumers with TargetSource® 

TargetSource® delivers superior results and exceptional value
•	 Canada’s largest consumer responder database – 

over 2 million Canadian consumers and 1000+ data selects 
•	 500,000+ permission based email addresses  
•	 Package Insert Programs to over 1 million households annually 
•	 Modeling, profiling  and database enhancement solutions

Find out more
Contact Tony Rizzuto at 1-800-603-4555 ext. 2290/ Tony.Rizzuto@epsilon.com

epsilontargeting.com

For more information please contact:
Kim Young – email: kim.young@nadminc.com
Jannett Lewis – jannett.lewis@nadminc.com

For List Management please contact:
Jacqueline Collymore – jacqueline.collymore@nadminc.com

North American Direct 
Marketing provides list 
brokerage, list management 
and direct marketing services 
including data processing, 
printing and mailing services 
to various Organizations which 
includes Consumer Mailers, 
Business Mailers, Advertising 
Agencies, Government, 
Financial Services and Non 
Profi t Organizations in North 
America and Internationally.  
Our Customer Acquisition 
solutions include List Brokerage 
and List Management services 
of Postal Lists, Telemarketing 
Lists, Email Lists, Alternative 
Media Programs, Prospecting 
Database Development 
Services and Modeling 
and Profi ling services. Our 
Customer Retention Solutions 
includes Data Append Services, 
Telephone Append Services and 
Email Append Services.  Our 
Customer Asset Monetization 
Solutions include Prospecting 
Database Participation 
Development, Email List 
Deployment and
Co-registration programs.

North American Direct Marketing 
offers comprehensive list 
brokerage, list management 
and direct marketing services 
including data processing, 
printing and mailing.

North American Direct Marketing, 44 Wellesworth Drive, Suite 206, Toronto, Ontario, M9C 4R1,
Ph: 416-622-8700 • Fax: 416-622-8701 • Toll Free: 1-888-378-2711

Formerly WestList Eobicoke Inc.

Managing over 10 Million
permission-based
email addresses.

Contact: Diane Pinto dpinto@directmediacanada.com 
or Paula Jones pjones@directmediacanada.com
Phone: 416.406.4420

Specialists in Client Acquisition & Retention

Direct access to Canada’s premier
email lists and newsletters.

directmediacanada.com

DMC_ad_11_24_10.indd   1 25/11/10   11:03 AM

Get more out of your

Marketing Database
Explore the many direct marketing solutions
we offer:

• New Business Leads 
• Customized Prospecting Lists 
• Email Marketing Services 
• Customer Profiling 
• Data Processing & Data Hygiene

Call 800-873-6183 or 
visit www.infogroup.ca

ResourceDirect2011_Layout 1  8/30/11  3:36 PM  Page 1
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DM CREATIVE

LIST SERVICES

540 Hodge, St. Laurent, Qc H4N 2A4
Contact: Fred De Civita or Frank De Civita

Tel.: 514-744-9351 Fax: 514-744-0816 
Email: info@epc-cmm.com

540 Hodge, St. Laurent, Qc H4N 2A4
Contact:    or   

Tel.:  Fax: 514-744-0816
E-Mail: info@epc-cmm.com

  

WE SPECIALIZE IN PROVIDING QUALITY REFURBISHED MAILING EQUIPMENT

        
       

         
  

Our Specialty is rebuilding and upgrading of Bell & Howell inserters.

We carry a large selection of parts & supplies with savings up to  50%.

                                
       

Make us your one stop supplier
For all your mailroom needs



 

CANADIAN MAILING MACHINES INC.qxd  11/05/2007  2:07 PM  Page 1

Bursters • Forms Cutters • Folders • Letter Opener • Inserters  
Labellers • Inkjets • Postage Meters • Z Fold Feeders • Inkjet Feeders  

 GBR Smart Feeders • Tabbers • Polybaggers

Visit our website for latest Inventory www.epc-cmm.com

Our Specialty is rebuilding and upgrading of Bell & Howell inserters
We carry a large selection of parts & supplies with savings up to 50%

WE ALSO BUY USED EQUIPMENT

WE SPECIALIZE IN PROVIDING QUALITY REFURBISHED MAILING EQUIPMENT

MAkE US YOUR ONE STOP SUPPLIER FOR ALL YOUR MAILROOM NEEDS

We provide unique and individual solutions for telephone answering, email response, and web interaction.

If you need daytime telephone reception, after hours emergency dispatch, or if you're launching a marketing 
campaign and need support to handle large call volumes, we're the company you're looking for!

Call us today and see how we can help your business grow.

A Leading North American Call Centre

Extend Communications Inc
49 Charlotte St., Brantford, ON  N3T 2W4   
Tel: (519) 759-6820  Toll Free: 800-265-9975

All Call Communications
13-318 Guelph St., Georgetown, ON  L7G 4B5   
Tel: (905) 877-6973  Toll Free: 877-871-7273

51 Water St. N., Cambridge, ON  N1R 2B3   
Tel: (519) 658-0555  Toll Free: 800-727-5177

info@extendcomm.com     www.WeAnswerYourPhone.com

CALL CENTER
AWARD OF DISTINCTION

#1 RANKING

Association of TeleServices International

CALL CENTRE PRODUCTS / SERVICES

Contact: Kim.Young@nadminc.com • Jannet.Lewis@nadminc.com • Jacqueline.Collymore@nadminc.com

Susan Higgins, Senior account manager
Phone : 514-574-4537

shiggins@allegrodirect.com          www.allegrodirect.com

canadapost.ca/acquisitionadmail

1-877-281-4137

Target by:
New mover selects• 

Postal Code• OM

Residential and business• 

Apartment suites• 

 Geographic, psychographic • 

and demographic criteria

Communicate 
directly with 
new movers

New Addresses• 

New Occupants• 

Recency selects• 

Acquisition Admail™ List Services: 
Canada’s most comprehensive mailing list 

of accurate and complete addresses

TARGETING • LIST SERVICES • DATA SERVICES • ANALYTICS

MILLION ADDRESSES

Admail™ is a trademark of Canada Post Corporation. Postal CodeOM is an offi cial mark of Canada Post Corporation.

ACCESS A LIST OF
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• Predictive Analytics
• Customer Value Management
• Data Management
• Business Intelligence Reporting

CALL 888.227.7221  
WEB www.FrameworksCanada.com    
EMAIL info@smartsoftcanada.com

“Frameworks Makes It Easy”
“After 18 years as a Mailing Professional,
I can honestly say that this is the easiest

Canadian postal software I have ever used”

– Budley Efta, Professional Mailer

AS EASY AS 1-2-3!
 1 Try frameworks Canada FREE for 30 days

 2 We GUARANTEE to save you money off any recognized  
  Presortation software you subscribe to

 3  We’ll even help you SWITCH by giving you up to  
  6 months FREE, based on the remaining length of your  
  subscription

New, lightning-fast, SERP Recognized
Address Accuracy and Postal Software

from industry leader Datatech SmartSoft!

DATABASE MARKETING

Email: data.targetingsolutions@canadapost.ca
Website: canadapost.ca/datatargetingsolutions
Phone: 1-877-281-4137

We help you gain a 
competitive advantage
We can identify your customers’ 

value, lifecycle and segments. We 

can also show you where your best 

opportunities for growth are, and 

where you should devote your 

marketing resources.

We make the complex easy
We have the GIS and Database 

Marketing analysis expertise to 

develop targeting solutions for you! 

Your strategic needs are our sole focus.

We help you stay 
ahead of the game
Use our modelers to predict your 

customers’ next moves and align 

your communications strategy to 

maximize ROI and minimize loss.

We keep your data secure
The data you own is perhaps your 

most valuable strategic asset, which 

is why our secure data environment 

adheres to the highest standards. 

Your information is secure with us.

TARGETING  •  LIST SERVICES  •  DATA SERVICES  •  ANALYTICS

Canada Post: 
Analytics Solutions for Your Marketing Needs

High quality o�set  PLASTIC CARDS,  manufactured in Canada
Runs from 250 to 1,000,000
Magnetic stripes, card encoding
Bar codes, smart cards
Card personalization
Fast turnaround times

Authorized resellers for:
Zebra Card, Datacard, Fargo, 
Evolis card printers
Photo ID cards and systems

 
Tel: (416) 240.7775    1.877.236.7746

Fax: (416) 241.0825
91 Kel�eld St. #6, Toronto, ON  M9W 5A3

sales@cdnprintplastic.com

www.cdnprintplastic.com

.   

.   
.  
.   
.   

.    

.   

PLASTIC CARDS
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Local – Non-Profit – Competitive
TB Vets Business offers a full range of Mail Services

• Fulfillment • Specialty • Bulk • Direct Mail

TB Vets has been a hybrid model of social enterprise since 1945. 
We have continued to be innovative, strategic, and connected 
with the community in which we live and serve.

FULL SERVICE OPERATIONS

GREENER DIRECT MAIL IS HERE
We are The Lowe-Martin Group Canada’sWe are The Lowe-Martin Group, Canada s 
Most Environmentally Progressive Printer. Our 
Full Service Direct Mail solutions are proof that 
as a marketer you can have a positive impact on 
the planet without limiting your creativity or reach. 
Here’s why:

Lowe-Martin provides comprehensive data, laser and lettershop
together with state-of-the-art offset and full-colour variable printing  all g p g
in one secure facility.  Our one-stop solution eliminates the cost and 
environmental impact of the packaging and transportation associated 
with a multi-vendor approach. Interested in finding out more? 
Contact: Patrick Coyne at 905-670-7100 pat.coyne@LMGroup.com
Ottawa contact: Joe Goski at 613-741-0962 joe.goski@LMGroup.com

FSC Supplier
Supporting responsible forestry

75 Superior Blvd.,  
Mississauga, ON L5T 2X9
www.datadirect.ca

Tel: 905.564.0150 
Fax: 905.564.6621
Toll Free:  1.877.247.1464

For more information  
please contact: 

Debbie Major  
905.564.0150 x108 

Gary Stavro  
905.564.0150 x296

▶ Premedia & Design
▶ Digital, Litho & Flexo Printing
▶ Data Processing & Entry Services 
▶ Promotional & Transactional Direct Mail
▶ Fulfillment & Distribution

24/7 Contact Number:  416.201.1420  
Experts in Emergency or Fast Turnaround Projects

Mailing Services

 - Inkjet Envelopes or Direct Impression - Mail Merge and Personalized Laser Printing

 - Inserting: Automated and Manual - Address Veri cation/Correction and Postal Sortation

 - Addressed Admail and Publication Mail - Data Entry and Database Management

 - Polybagging, Tubing, Hand Assembling & Kits - Photocopying, Collating, Stapling, Folding & Printing

8 Dohme Ave. Toronto, ON  M4B 1Y8
Tel: (416) 755-7761 Fax: (416) 755-8231
Email: info@completemailing.com 
Toll Free: 888-683-2501
www.completemailing.com

MAILING EQUIPMENT
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They’ve been denigrated as old school and 
dismissed by the digitally infatuated, but 
don’t tell that to the millions of Canadians 
who still enjoy getting flyers delivered 
to their door. These are the folks who 
read flyers religiously at breakfast, make 
shopping decisions based on them before 
leaving their homes and carry them to 
the checkout counter when making a 
purchase. Every year, Canadian merchants 
send out billions of flyers—more than four 
billion mailed by Canada Post alone—as 
part of their marketing strategy. And 
contrary to lore, most people are happy to 
receive those missives. Some 59 percent of 
Canadians have a somewhat favourable or 
very favourable opinion of flyers delivered 
to their door, according to Environics 
Analytics (EA) and BBM RTS Canada. 
Recipients rate flyers as a “good” source of 
information that also typically offer eye-
catching discounts.

Flyer shoppers are found across 
Canada—from Cape Breton, 
Nova Scotia, to Kitimat, British 
Columbia—but the biggest 
fans tend to be price-sensitive, 
working- class 

households living in smaller cities and 
exurban towns. Unlike upscale, tech-savvy 
citydwellers who get flyers through their 
computers, netbooks and mobile phones, 
print flyer users are not generally early 
adopters. When analyzed in PRIZMC2, 
EA’s segmentation system that classifies 
Canadians into 66 different lifestyle 
types, the highest-rated segments for 
flyers includes Fields of Dreams (midscale 
families and blue-collar workers), Down on 
the Farm (older and mature farm couples 
and families), Single City Renters (young, 
apartment-dwelling urban 
singles and couples) 
and Les Seniors 
(mature and 
low-income 
Quebec 

suburbanites). These older-than-average 
householders like to spend their free time 
going to dance clubs, dinner theatres, 
bowling alleys and casinos. To keep fit, 
they’re fond of fitness walking, gardening, 
baseball and swimming. 

In the marketplace, their shopping style 
lends itself to flyer use. These consumers 
describe themselves as price sensitive and 
brand loyal—the kind of shoppers who 
happily stock up on their favourite brand if 
it’s on sale. And yet they’re also a good test 
market; they state that most new products 
“are worth a try.” Flyer fans make a strong 
market for categories such as home 
improvement, gardening, groceries, 
clothing and footwear. Research shows 
that before these shoppers purchase a 
product offline, they typically research 
it both online and through traditional 
channels like print flyers. Indeed, flyer fans 
are those rare, omnivorous shoppers who 
appreciate flyers that encourage them to 
try new products and pick up longtime 
favourite brands. “Advertising,” they tell 

researchers, “is an important source 
of information to me.”

At a time when 
so many 

advertisers 
are 
migrating 
from 

traditional media to digital channels, 
research shows that flyers remain an 
important component of a retailer’s 
marketing mix. Walmart Canada reports 
that an increase in consumers checking 
out its online flyers hasn’t reduced the 
readership of its print flyers. In fact, flyer 
use has grown as a result of the economic 
downturn. And given new printing 
technologies and target marketing 
approaches to permit differentiated 
offers and messages, flyers are not 
just for mass mailings anymore. Using 
segmentation systems like PRIZMC2, 
retailers can get demographic, lifestyle, 
product preferences and values data 
down to a postal code and dissemination 
area to further target its distribution. The 
result: cost-effective, customized flyers 
delivered to a specific list of customers 
or neighbourhoods within a store’s 
trade area that directly addresses those 

consumers’ tastes and 
needs. They may be old 

school, but with new 
technology, 

flyers 
certainly 
make the 

grade. 

DMLandscapes
Fans of flyers By Jan Kestle and Michael J. Weiss

Share of Canadians who have a very 
favourable or somewhat favour-
able opinion about flyers delivered 
to their door, compared to the 
national average of 59.4 percent 
(index=100)
    High Flyers (high index:  >120)  
 Read ‘Em Religiously (above-
average index:  100-120)
 Rarely Reached (below-average 
index:  80-100)
 Tossers (low index <80) 
Sources: Environics Analytics 2011, based on PRIZMC2 and 

BBM RTS Canada.

November 25, 2011 
Toronto, Ontario
CMA Awards Gala
The CMA Awards are the only event that 
recognizes both agencies and clients, 
creative and strategy, and the role they 
play in bringing award-winning marketing 
ideas to life. Reserve your tickets for CMA 
Awards Gala by visiting www.the-cma.
org/awards

November 28-30, 2011
Toronto, Ontario
AFP Congress
Make sure you’re setting aside some time 
now to attend this world class gathering 
of fundraisers. Take part in three days of 
speakers and sessions about all things 
fundraising. For more information visit 
www.afptoronto.org

November 30-December 1, 2011
Toronto, Ontario
Social Media Canada Summit 2011 
More major brands are joining the Social 
Media Canada Summit 2011, taking 
place this November 30 & December 
1 in Toronto. Top brand names already 
participating at the Summit include 
Red Bull, Gap, Yahoo, L’Oreal, Samsung, 
Siemens, Jaguar-Landrover and Porsche.

Excitement about this highly focused 
Summit has also spread beyond the 
brands to other organizations who plan 
to use Social Media. The Summit is now 
also being attended by Communications 
Directors and Heads of Social Media 
from the Government, Sports, Tourism 
& Entertainment sectors. Because of 
this, the opportunities for interaction, 
cross-industry information exchange and 
learning at Social Media Canada will be 
unprecedented. For more information 
visit www.social-media-pr-canada-2011.
com

January 24
Toronto, Ontario
Not-For-Profit Seminar:  
Marketing Online Successfully
This intensive seminar is for not-for-profit 
marketers, who want to save time and 
quickly move up their internet marketing 
learning curve. For more information visit 
www.the-cma.org




