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CMA Professional Marketing Certificate Courses

The Industry Standard

E-Marketing is a 14-week course
offered in downtown Toronto and
Montreal. Session topics include how
to develop e-mail campaigns, address
privacy concerns, use online marketing
tools such as RSS feeds and blogs, and
learn website best practices.

Endowing Sponsors: Amex Canada
Inc., RBC, Scotiabank, TD Bank
Financial Group

Integrated Branding is a 12-week
course designed for professionals with
three or more years of industry
experience. This course, which is offered
in downtown Toronto, will teach you how
to develop a brand plan that integrates
with all of your company’s marketing
initiatives and helps you deliver a
stronger brand message.

Endowing Sponsor: Bell Canada

Direct Marketing is a 14-week, one
evening per week certificate course held
in downtown Toronto on Wednesday
evenings, and North York on Tuesday
evenings. This course is designed to offer
in-depth training of DM best practices.

Endowing Sponsors: Canada Post
Corporation, Transcontinental; PLM
Group, Supremex Inc.

Advertising & Media is a 10-week
course offered on Wednesday evenings
in our downtown Toronto location. The
course is designed for both agencies
and clients with three or more years
of industry experience who want to
improve their strategies, planning and
creative. Participants will learn how to
develop an effective advertising plan
that will deliver results and align with
the business and marketing objectives
of your organization.

For more information and to register please visit our

website at www.the-cma.org/certificates or call Valerie Gibson
at 416-644-3758, toll free 1-800-267-8805 x257

Customer Insight through Research &
Analytics is a 9-week course offered on
Wednesday evenings in our downtown
Toronto location. This course will give
you the foundation to ensure that the
research and analytics you undertake are
designed to be effective and efficient
and ensure you are better equipped to
deliver meaningful business results.
Learn the principles of when to use
research and analytics and most
importantly, how to how integrate the
two to achieve real customer insight.

Endowing Sponsors: Amex Canada
Inc., RBC, Scotiabank, TD Bank
Financial Group
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Commentaries n

Ron Glen

editor’s letter

The number 13 isn’t unlucky for me. It’s the length of time I've had
the privilege of working as editor of this national publication.

ButI’'m saying farewell here and introducing you to my successor.

at Atkinson and | worked at Maclean

Hunter many years ago before it was
purchased by Rogers. She wrote for some
of the office publications. | toiled on a few
of the computer books. We became good
friends and discovered we had at least one
thing in common. Not only were we both
Pisces, we were born on March 3, mind you
notinthe same year.

I heard from Pat again a few months
ago. Working as a freelancer, she was
looking for references from editors for
whom she had written stories. | phoned
to tell her | would be most willing to add
my name to herlist. | also wanted to get
caught up on what was happening with
her and her family and to reminisce over
old times at MH.

Atone pointin the conversation, |

directives

Colin Tener

asked: “Would you be interested in my
job?” She was surprised when | explained
I'was planning to retire as editor of Direct
Marketing. But she indicated she was
keenly interested.

All'this is my way of breaking the news
that | will be stepping down as editor
of Direct Marketing. It's also my way of
introducing Pat who will be taking the
reins as the new editor starting with the
Julyissue.

Pat has a quick wit and sharp intellect. She
is a gifted writer and journalist. Before her
journalism career, she even worked for a time
with a direct marketing firm. It would be
hard to find amore capable replacement.

As for myself, 'm moving over to
become editor of Contact Management,
another Lloydmedia publication covering

the contact centre industry. It's a six

times a year magazine soitis one way

of continuing to report on a related field
without the tyranny of monthly deadlines.

I've been editor of Direct Marketing, and its
formerincarnations of Direct Marketing News
and Canadian Direct Marketing News for the
last 13 years. It's the longest editorial stint I've
everhad. I rarely live in one place that long.
I've had shorter marriages.

So there must be areason | stayed
around for so long. Actually there are
several of them. One was working with so
many good friends and colleagues on the
publication over the years, most notably
Steve Lloyd and Mark Henry. The standing
joke at one time was you had to have two
first names to work on our newspaper.

Another reason was writing about a

be broken down. He can be reached at colin.tener@cvmmkt.com

business endeavour so steeped in art

and science. With so many technology
advancements over the years and so many
new channels opening up like the Internet,
direct marketing was never dull or static.

Above all, perhaps, were the great people
I met who populate the direct marketing
industry. Over my 13 years, | was more often
than not struck by the helpfulness and
positive qualities of the people had the
good fortunetointerview.

I'm convinced direct marketing will only
grow and become an even more important
advertising pursuitin the next 13 years.I'm
also convinced you will continue to show Pat
the same deference and kindness you have
shown meforsolong.

Overtoyou, Pat.

In our guest column, Colin Tener, vice-president business development for CYM Marketing
Inc., a consulting practice based in Toronto, rails against the ubiquity of counter-
productive corporate silos. He discusses who erects them and how and suggests they can

H ow many times have you walked out of
ameeting muttering under your breath
about how the “other department” doesn't
getitand are boundto mess up what your
departmentis trying to accomplish? How
often doyou thinkthey've thought the same
thing about you?

Corporate silos are one of those little
gems that no one tells you about when
you're starting your career, but dealing
with them probably uses up as much time
and energy as anything else youdoina
given week Silos can be hilarious when
they're fodder for a Dilbert cartoon but
they're not so funnyin real life.

Soif everybody really hates them, why
do they perpetuate? What Darwinian
process ensures the ongoing survival of
what, on the surface, looks like a negative
trait for any organization?

Part of CVM Marketing's consulting
practice is working with marketing
organizations to help them improve
operations, streamline processes and
adopt new skill sets. In the course of these
projects, as well asin our past careers,
we've seen some very dysfunctional
organizations. In this article we wanted
to share some of the characteristics of
silos, why they occur and what you can do
about them.

I'm sure you have a good idea of what
organizations suffering from silos look like.
Employees are not aligned behind the
same set of goals. Departments compete
rather than work together to solve
problems. Communication is spotty if it
exists atall. Finger-pointing and CYA get

comingin
the Julyissue of
Direct Marketing

raised to a high art. And sometimes there
can be outright sabotage.

But why does this happen?

One cause can be personalities. Let's
faceit, some people are just jerks. No
amount of reasoning will overcome
personality clashes.

Subject expertise arrogance

Butit's not only about personalities.
Corporate silos are often driven by
what might be called the “arrogance of
subject expertise”. Maybe it's the Web
designers; maybe the data analysts. Or
maybe it's IT.

Whoever the source, the problem is
the same. They know something you
don't, they're the expert, so you must
be anidiot. Rather than work as a team,
they'll give you all the reasons why
something won't work or why it can
only be done their way.

But this also happens in reverse.
Sometimes marketing dictates what
they want without explaining the
overall objective and without listening
to reasonable suggestions about
methods and timelines.

Yetanother problem is tunnel vision.
Their goals are more important than yours
and they feel no obligation to try to help
you ifitdoesn't help them. And heaven
forbid if your goals might actually getin
the way of theirs!

But there’s a theme running through
these causes. Atthe heartofitall, the
existence and perpetuation of corporate
silosis a failure of management. Some

response rates.

Y Focus on Dimensional Mailers

Case studies will tell the story of how dimen-
sional mailings with their unusual sizes and
shapes arouse the curiosity of recipients and
break through the clutter to deliver higher

managers are a direct source of the
problem because their approach to issues
helped create the silos in the first place.

Others believe that setting up
conflicting goals across departments is
the best way to get a balanced result.
They want departments to fight, believing
in akind of checks-and-balances system.

Still others are lazy or ineffectual. As
long as things go along okay, they don't
getinvolved. And some are loath to fire
people, even the jerks.

In my early career | worked for a credit
card company. At that time marketing
was given goals that rewarded them
forincreasing cards-in-force. The credit
department was rewarded for minimizing
creditlosses. Left to themselves, these
are mutually incompatible goals, and |
sat through many unhappy meetings
watching as people tried to get their goal
achieved at the expense of the others.

Over time the situation improved as
senior management changed the culture
from a confrontational environment to
one where departments tried to work
together more effectively. As a direct
result of that new leadership, marketing
and credit began to meet to discuss the
range of tradeoffs between new cards and
better credit performance.

What you can do overcome silos? If
you're the president or CMO then you
have a responsibility to ensure that goals
are aligned, that subject experts are
helping not hindering and that anyone
putting his goal ahead of anyone else’s is
shown the door.

Lofty corporate heights

But don't despair if you have yet to attain
those lofty corporate heights. There is still
alotyou cando.

One of our principals once ran the
marketing department for a major
corporation. When she arrived, she
found that there was no accountability
for a multi-million marketing budget and
any conversations between marketing
and finance were occurring at a low level
on tactical issues. Her solution was to
approach the CFO with the idea that they
work together to define success metrics
and align marketing spend around
agreed upon key performance indicators.
Naturally, the CFO was delighted, and
worked hard to come up with metrics and
procedures that would help marketing
achieve its goals more effectively. Alittle
proactive communication pre-empted a
potential minefield.

So become part of the solution, not
part of the problem. Approach other
departments and see if you can find allies
who want to solve problems together.
Try to understand their objectives and
look for solutions that help everyone get
what they need to achieve. Don‘tbean
arrogant expertand don't put up with
those who are.

Silos can be broken down. If you're
successful in your silo busting efforts you
can go back to laughing at the Dilbert
cartoons rather than seeing them as a
reflection of your average work day.

Y Print Response Supplement

Articles will present the latest advances in
print technologies, creative envelopes and
variable data imaging for driving up mailing
results and ROI.
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Canada Post, FedEx to launch international express service

OTTAWA- Canada Post Corporation (CPC)
here and FedEx Express Canada have
combined forces in the development of
Priority Worldwide, a new international
express service that will be sold in
Canada through Canada Post’s retail

and commercial networks and delivered
worldwide through the extensive FedEx
international delivery network. It will be
available this fall.

Priority Worldwide will offer an on-time,
money-back guarantee and delivery
standards of next business day by noon
tomost U.S. destinations and two to three
business days to most of the remaining
industrialized world. Other key features

Impact
acquires Zipsort

MINNEAPOLIS - Large scale direct mail
provider Impact here has acquired the
statement processing, laser operation

and lettershop capabilities of Twin-Cities
based ZipSort Inc. The acquisition doubles
the 25-year-old company’s mailing and
fulfillment capacity from an average of
600,000 pieces to more than a million
pieces of mail each day.

As part of the agreement, Impact
will continue to support current ZipSort
clients and ongoing contracts. In addition
tothe equipment, Impact will move
102 ZipSort employees supporting
the capabilities to Impact’s facility in
Minneapolis. The consolidation of the two
operations is expected to be completed
by the end of this year.

“This acquisition better positions Impact
to address the changing industry landscape
and serve our clients,” says Tim Johnson,
CEO, Impact. “The acquisition strengthens
our core business while adding capabilities
and capacity, enabling us to deliver our
customers an even broader range of
creative-data-print-mail services.”

Toaccommodate the growth as well as
the additional equipment and personnel,
Impactis adding 60,000 sq. ft. to its facility.

Impact has Canadian clients on the
fulfillment side of the business and one
on the mailing side. Two of its Canadian
fulfillment clients warehouse their product
atImpactand send Impact daily order files.
Impact then packages their products and
ships them to their U.S. consumers. The
mailing client sends letters, invoices and
brochures toits client base weekly via the
laser print, inserting and inkjetting services
provided by Impact.

In tandem with the acquisition, Impact
has also formed a strategic relationship
with Pitney Bowes PSI, provider of
presort/commingle services. Through
this relationship, Impact customers have
access to expanded services.

"An outgrowth of the ZipSort
acquisition, the PSl relationship provides
advantages of scale without losing touch
with Impact’s core values,” says Johnson.

Providing direct mail services for more
than 25 years, Impact (formerly Impact
Mailing &Fulfillment) creates large-scale
direct mail marketing programs for various
companies. It has nearly 200 employees.

include tracking, delivery confirmation
and signature upon delivery.

Moya Greene, presidentand CEO
of Canada Post says: “Globally, postal
administrations and express companies
are working together to improve service
to their customers. This relationship with
FedEx, a world class company, is not only
consistent with that trend it improves our
offering to customers, strengthens our
business and enhances our brand.”

“FedEx is making it easier for Canada
Post’s customers to grow their businesses
in a global marketplace”, says David Binks,
president of FedEx Express Canada. “FedEx
is pleased to be working with Canada Post

and the collaboration allows postal users
the opportunity and the ability to expand
in the more than 220 countries and
territories that our network supports.”

Canadian shippers will be able to use
Priority Worldwide to send envelopes up
to 500 grams, paks up to 1.5 kg and parcels
up to 30 kg around the world.

Flat rate eBay box

Meanwhile, Canada Post has introduced
anew flat-rate shipping fee designed to
make it easier to buy and sell goods using
on-line auction site eBay. The “Flat Rate
Box"isanew co-branded product. The
intentis to help sellers, who sometimes

refrain from including shipping costs
up-front because they don't know what
the actual cost will be until they have the
winner's address.

Under the flat-rate system, it will
cost $9.99 for regional shipments, while
national shipments will cost $12.99.
Shipments to the U.S. will cost $17.99. The
rates cover items weighing up to 5kg that
are shipped in the “Flat Rate Box" that
measures 28cm by 14cm.

According to Canada Post, Canadian
eBay users ship millions of parcels through
Canada Post each year, making the eBay
community an extremely important
customer base.

Grafikom provides new BlisterGuard packaging

Canada Post President and CEO Moya
Greene says relationship with FedEx
is consistent with global movement

of postal administrations and express
companies working together to
improve customer service.

TORONTO—Large network printer
Grafikom, based here, recently introduced
BlisterGuard, an innovative packaging
alternative that provides security and
pilfer-resistance desired by manufacturers
and retailers. It has a reduced environmen-
tal footprint at less price than traditional
clear plastic clamshells.

Grafikom is the exclusive Canadian
manufacturer of BlisterGuard packaging
created by Colbert Packaging in the
U.S. The product has received the 2005
Paperboard Packaging Council Innovation
Award and the 2007 Governor of lllinois’
Sustainable Technology Award.

Grafikom has made a significant
investment in bringing this technology to
the Canadian market to provide expanded
options forits customers. Packaging from

BlisterGuard can be up to 44 percent
lighter than a similar plastic clamshell
and, depending on the design, can use 75
percent less plastic.

BlisterGuard is printed with vegetable-
based inks and is made of paperboard, a
renewable resource. In contrast, traditional
plastic clamshells are petroleum-based, a
non-renewable resource. The paper fibre
used in BlisterGuard is certified as being
managed under Sustainable Forestry
Initiative (SFI) standards.

Depending on the design, BlisterGuard
packaging can cost up to 35 percent less
than the total cost of traditional plastic
packaging methods, including clamshells
and paperinsert cards used to display the
packaging graphics. Additionally, retail
display performance is enhanced due to

reduced glare usually found with clamshells.
“Product innovation is a fundamental
commitment of Grafikom’”, says company
President and CEO Gord Griffiths. “We
continually seek alternatives in all of
our markets - packaging, specialty and
document production - to find ways
toimprove our customers’ products,
enhance efficiencies and reduce costs.”
“Grafikom is a unique printing company
for packaged goods marketers”, says Rael
Fisher, Grafikom senior vice-president,
sales. “Unlike most conventional
packaging companies that only print the
packaging itself, we offer our customers
awide array of printed products
complemented with an extensive list
of print related services. With these
capabilities, Grafikom is a single source

Airplus Tube air pillows cushion small products

Airplus Tube is mouldable and foldable tubular air pillow which

CINCINNATI, OH — Maker and recycler of
polystyrene packaging, Storopack, Inc., based
here, recently introduced the Airplus Tube,
amouldable and foldable tubular air pillow
which s said to easily conform to products

easily conforms to products to protect them during shipment.

resource, taking care of our customers
complete packaging needs along

with their related sales and marketing
requirements used to promote their
packaged products. As a result, we can
provide brand, image, content and colour
integrity throughout an entire marketing
campaign, while also simplifying the
associated supply chain.”

Privately held and Canadian owned,
Grafikom LP is one of the largest
networked printing companies in Canada
supplying document, packaging and
specialty print offerings to customers
throughout North America and elsewhere.
[t employs more than 700 people and
operates facilities in Toronto, Calgary,
Edmonton, Sherbrooke and
Guadalajara, Mexico.

to protect them during
shipment. Availablein 1
Va-inchand 2 ¥5-inch sizes,
this cushioning product
provides betteryield than

traditional tubular pillows.

Arollof 13inch film produces 2000 feet
of tubes perforated every 6 inches (for small
tubes) orevery 5inches (for large tubes).
Airplus Tube can be used for cushioning
and void fill, making it suited for cylindrical
products such as glass bottles andjars,

= |FAD LOC™
Vew, | Protection

Wine Basket
Product

ARplus®

Hybrid packaging is said suited for products like gift and
wine baskets that can be used with promotions.

Block and Brace

fragile glass containers, porcelain figurines,
and hard-to-packindustrial products.

Both Airplus Tube sizes as well as
Airplus Wave on-demand cushioning
wrap can be manufactured with existing
Airplus machines. This is described as
providing the versatility to easily change

amongst Airplus products during
production to suit particular packing
needs. These machines are compactand
require minimal floor space.

Last fall, Storopack unveiled its hybrid
packaging - a combination of different
types of cushioning and void fill products
to achieve optimal protective packaging
while reducing costs. This method
incorporates the best attributes of both
types of products including air pillows,
and protective pads to achieve “fit for
purpose” packaging.

This is said to supply unsurpassed
cushioning. Among the products and
industries benefiting from this new
approach to ‘in-the-box" packaging
include automotive windshields, gift
baskets, Venetian blinds, industrial
products, wine baskets, power tools,
and others.

Storopack says companies that have
switched to hybrid packaging report
faster packing times. Hybrid packaging is
said to eliminate costly misapplication of
packaging materials by putting protec-
tion only where it is needed.
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PITNEY BOWES, Contd from cover

Direct Marketing Service produced by
Canada Post last year under contract with
Bluetree to use its technology [see Direct
Marketing, August 2007 issue, page 20
“Postal roundtable-Tilling the DM field."].
The service at directmarketingonline.ca
helps businesses design and deliver eye-
catching direct marketing campaigns from
the desktop.

Direct Marketing Online enables any
size business to create direct mail in six
easy steps and print as few as 50 copies
to hundreds of thousands. Businesses
can execute a high-quality, cost effective
direct marketing campaign by using
custom photos and templates. They can
upload or purchase mailing lists specific
to their target market with geographic,
demographic and lifestyle criteria and
then choose from a large variety of mailing
and tracking options.

Those functions will also be available
on the Pitney Bowes portals. They will
supplement, and not supplant the Canada
Post effort which will continue to be
powered by the Pitney Bowes Blueprint
technology. It's similar to how Pitney
Bowes systems operate in the background
on eBay.

“When you are doing a transaction
on eBay and you launch into shipping, it
takes you into creating a shipping label
and postage for Canada Post,” says Pitney
Bowes Canada President Deepak Chopra.
“Thatengine is provided by Pitney Bowes.
With our online direct mail portals, Pitney
Bowes will augment what Canada Post is
doing with a somewhat different go-to-
market strategy.”

The Pitney Bowes public portal will be
like the current Canada Post site where a
business creates the mail piece, purchases
lists, accesses an asset library and then
approves the job, explains Bill Mackrell,

vice-president of marketing for Pitney
Bowes Canada. The fulfillment then takes
place in the background.

“Our public portal will be very much
akin to that with some variations. We are
going to follow very quickly on the heels
of that with an application centred on the
SMB category, which makes up the lion’s
share of our existing customer base. We
will add other functionality that will wrap
up with the financing.

Financial assistance

“Many small businesses especially are
looking for financial enablers,” says
Mackerell. “So we are going to enable them
through financial services to access direct
mail needs, derive benefits and pay once
the direct marketing campaign delivers
fruit. As well, we'll provide a whole array of
other formats and options the Canada Post
site doesn't currently offer.”

Pitney Bowes will help finance the
postage, printing and fulfillment, he
says. Companies will be looking foran
alternative to telemarketing and will be
testing direct mail. Pitney Bowes will
encourage them to try it.

“Direct mail has proved to be very effec-
tive for a large number of our customers.
So we will provide ongoing financing for
existing or new clients to the tool.”

The public portal is designed for
occasional users, says Chopra. It's meant
for those who may only wanttodoa
mailing at March break, September back to
school, and Christmas. But for businesses
that want to do more numerous mailings
the SMB site which will offer customized
sets of creative artwork, along with the
financing, is more suitable.

“Somebody in the roofing business, for
example, will have specialized artwork
thatis only pertinent to their business.
They don't have to go sift through 1,000

images to find which is relevant to pick
fora postcard. They would want to have
customized images for use in the winter,
summer, Christmas and other occasions.
“Itis almost like a personalized VIP
service fora small business which is
going to be time saving. Then you top
it all up with the financing. Now these
small-to-medium size companies are
treated almost like a large business
that has its own library of specialized
and personalized creative for different
campaigns.”

Online resource centre

Pitney Bowes is building an online resource
centre for these SMBs, says Mackrell. It

will consist of the company’s traditional
mailstream products along with other
things small businesses have requested
like everyday small business supplies that
can be easily accessed at discounted rates.
These offerings will accompany the online
direct mail and financing services.

Environmental considerations have
also been taken on the fulfillment side, he
says. Only printers have been selected to
service the portals that follow the Forest
Stewardship Council printing process.

The idea of direct mail portals is not
new to Pitney Bowes, says Chopra. The
company experimented with an online
direct marketing service called DirectNet
about 15 years ago in the U.S. market. But
the Internet was immature and it never
really gained traction.

“We learned a lot from that exercise in
terms of the whole value chain. It is not
justabout putting up a store front. Itis
about fulfillment. It is about creating that
direct marketing piece that is targeted.
It's about lists, creative, ideas, vertical
segments that are relevant.

“What Bluetree had was a much savvier
version of our vision. It brought into reality

< DATABASE MANAGEMENT
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all the troubles that small businesses go
through if they were to do their own direct
mail campaign. They don't know where
to get thelists orhow to do the creative.
Ifitis a glass cutting business, they don't
know how to get all theimages and the
target market. Bluetree had simplified the
whole process where a small business
could possibly do it allin five clicks and be
able to upload content or even address
lists and create a direct mail campaign in
notime.

The 35 percent swing
With the portal in place, Pitney Bowes
hopes to attract many companies to the
direct mail alternative to telemarketing. In
the U.S. where the DNC registry has been
in effect since 2003, up to 35 percent of
telemarketing spending has shifted to
direct marketing,

Roughly US$6 billion in outbound

telemarketing was displaced with more
than USS2 billion of that channelled into
direct mail.

Mackrell points out the U.S. already had
high levels of direct mail usage. Canada
is not nearly as saturated and should be
better able to accommodate an even
greater swing to direct mail. He expects to
see at least the same direct mail adoption
rates here post the DNC as occurred in
the US.

Pitney Bowes will be promoting the
portals through its 30,000 sales personnel
nationwide and through other established
channels. One medium will be direct mail
to the more than 120,000 SMBs that are
currently Pitney Bowes customers in Canada.

“Certainly, we will be using the online
direct mail service itself," says Mackrell. “It
will say ‘this message was created on our
direct mail tool. You can create mail in a
few easy steps too.”

Cisco erects distributor program on
RewardStream loyalty platform

VANCOUVER, BC, -—Big networking and
connectivity supplier Cisco Systems has
rolled out its Distributor Rewards Program
(DRP) on the Lifecycle Marketing Platform
(LMP) from RewardStream Inc here, sup-
plier of hosted loyalty marketing software.

Cisco’s DRP is an innovative program,
both in its design and execution. It
is progressive in the multi-channel
distribution space for its ability to allocate
Cisco co-op funding directly to sales
representatives at the five largest national
distributors; Ingram Micro, D&H, Comstor,
TechData and ScanSource. The closed-
loop measurability of co-op funding is
relatively new to the industry, and making
itareality relied on tight collaboration and
joint program administration between the
five distributors and Cisco’s program and
partner managers.

The resulting impact of DRP is
described as revolutionary. First, DRP
allows each of the five distributors to
control and define the sales incentives
and reward allocations their sales team
receives. This ensures sales incentives
awarded by DRP are configured to match
how a distributor allocates rewards within
their sales force. The outcome is a program
that holistically administers five uniquely
tailored sales incentive allocations.

Second, DRP attaches measurable RO
to existing co-op funding. Quantifying the
program’s success means distributors are
able to provide ROl on their sales efforts and
directly reward the sales representatives
who are the most productive in selling
through Cisco products.

Third, the program is jointly
administered between the distributors
and Cisco, with both the parties accessing
RewardStream’s LMP through an online,
self service administrative portal. The
resultis a centralization of program data
which both Cisco and the distributor can
use to optimize program performance to
meet the unique business objectives of
their joint business plan.

“The Distributor Rewards Program is
several individualized Distributor Rewards
Programs integrated onto one technology
platform,” says Jennifer Kulich, marketing

RewardStream CEO Peter Oxley says

by providing a program personalized
to a distributor’s own internal sales
process, LMP allows a vendor to work
closely and collaboratively with each
of their valued distributors to maximize
return on marketing investment.

programs manager US/CA channels
marketing. “The inherent complexity built
into DRP’s design and shared execution
required a sophisticated and flexible
technology platform, which we have
found with RewardStream’s LMP

“DRP takes the process of allocating
partner marketing funds to a whole
new level within a channel ecosystem,”
comments RewardStream CEO Peter
Oxley. “By providing a program
personalized to a distributor’s own internal
sales process, LMP allows a vendor to
work closely and collaboratively with each
of their valued distributors to maximize
return on marketing investment. Our
ControlCenter Administrative portal
provides a centralized tool fora
Distributor’s Sales Representatives and
Program Administrators, along with
Cisco’s Channel Account Managers who
manage the overall relationship.”

The DRP program builds on the success
of Cisco's other partner reward programs
previously launched on RewardStream’s
LMP, Cisco’s Partner Rewards Program (PRP)
and subsequent rollout to the Canadian
theatre, and Cisco's Company Rewards
Program (CRP). All partner reward programs
are partof Cisco’s larger SMB strategy to
maximize business efficiency and improve
customer and employee collaboration while
atthe same time providing channel partners
with further resources to foster growth and
differentiation.
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Loyalty rules

Rules engines pave
the way for driving
potentially profitable
changes in behaviour

LOYALTY

with Rick Ferguson COLLOQUY Editorial Director

Track everything, everywhere

Email addresses
Email offers low-cost
platform for customer
dialogue, and tools to
automate message
delivery and track

responses.

Privacy policy

Any program that
collects customer data
dictates a carefully
worded and legally
vetted privacy policy.

Spreading the cost
Tracking uncovers where
you can move the costs
of your loyalty program
to realize the greatest
incremental profits

Tracking all spending creates a complete view of customers. For most retailers, this means doing it over multiple touch points
like POS, customer service desk, Web site, and others. The resulting patterns of behaviour reveal significant advantages in
developing cross-sell and up-sell opportunities.

nour lastarticle, we talked
about how to begin building a
multi-tender customer database

by enrolling participants in your loyalty

or customer retention program. Enrolling

customers who have raised their hands

and asked to be identified, however, is only

half the battle. Once you're successfully

tracking customer behaviour, your next set

of questions revolves around deciding what
information you want to trackand how you

want to trackit.

Corollary to the principle of multi-
tender tracking is the principle of
capturing transactions everywhere they
occur within your organization. You
should enable every customer touch point
with tracking ability, capture every type of
transaction and enter all information into
your database.

In single-tender, subscription or credit
environments, your touch points might
be few and simple to feed into your
database. Retailers, by contrast, typically
have multiple touch points: point-of-sale
(POS), the customer service desk and the
Web site, to name a few. Most importantly,
you'll wantidentical tracking capabilities
in each of your locations and channels so
that you get a complete view of customer
spending across your enterprise.

Totrack all member transactions
across your retail operation, you'll need at
minimum:

«Anidentification device or system for
each member;

+ The ability to record the transaction
amount;

« A’rules engine” that operates in the
background: “If customer spends x, he
earnsy.”

In a simple loyalty program, that's all
you need to get started. Depending on
the sophistication of your POS systems
and the complexity of your database, you
can track a variety of additional informa-
tion. Most critical are: The transaction type
(department, category, SKU); The tender
type (cash, credit, debit or check); Date,
time, and location variables.

Loyalty rules
Loyalty "rules” can vary from a simple

one-size-fits-all approach to the complex

approach of applying variable earning

rates based on specific components of
member transactions. This “rules engine”
allows you to drive potentially profitable
changes in member behaviour.

“Spend a dollar, earn a point” is
perhaps the simplest and most prevalent
ruleinloyalty marketing. But “Spend a
dollar at our jewellery counter on Friday
and earn two points” is a much more
sophisticated approach, and results in
greater incremental revenue from your
targeted customer group. If a particular
merchandise vendor or marketing
partner is funding a percentage of that
bonus in exchange for the promotional
consideration, then so much the better.

Since all customers are unique, savvy
loyalty marketers collect and use personal
attributes for every member in their
database. For this approach to work, your
members must find the value exchange
compelling, and you must establish trust
before they'll open up to you.

You should focus on collecting two
main types of customer attributes in your
database:

- Demographicinformation, including
age, gender, numberin household,
presence of children, income level and
other defining characteristics.

- Preferences, including likes and dislikes,
favourite tender type, most-shopped
departments, preferred sales channel,
competitors they like to frequent, and
any other variables that may help you
understand them better.

Learning customer attributes helps
you in three ways. First, you'llidentify
important characteristics to help you
drive bonuses to increase the yield from
your members. Second, you'll be able
to describe your members in marketing
terms understandable to external partners
who are considering investing their
promotional dollars in your program.
Third, the information forms a foundation
of relevancy that will increase program
effectiveness. Why offer me a bonus for
shopping in the toy department when |
don't have children?

You can only collect this data if you ask

forit. Surveys are a good way to gather
information, provided you disclose exactly
how you will use the answers, where the
information will be stored and who has
accesstoit.

Email addresses

Of all the optional customer data you'd
like to have in your database, however,
email addresses are the most important.
Email offers a low-cost platform for
customer dialogue, and tools exist today
that automate message delivery and
track responses.

You canimmediately know the
response rate, track the financial benefit
and recalibrate the next message. You
don't need weeks of lead-time to execute a
campaign; messages sent out on Thursday
can lead easily to weekend business.

Large operators may use an email
service bureau to handle campaign
execution; the costs are usually
reasonable. Remember that the more
personally relevant you make the email
offer, the higher your response rate.

Butyour ability to personalize is
largely dependent on the quality of your
database. Collect customer preferences
and transaction history, and use automated
segmenting tools to craft messages
appropriate for each customer group.

Because of heightened privacy
concerns and the proliferation of spam, it's
absolutely critical that you adopt an opt-in
email policy.

The value exchange is key—if customers
see value in your messages, then they'll opt
in. Offer no value, and you're only sending
more spam. And ifyou ever abuse the
privilege they've granted to you, watch how
quickly they demand that you remove them
fromyourlist.

Privacy policy
As a corollary to your opt-in
communication policy, you must crafta
privacy policy. Any marketing program
that collects customer information requires
a carefully worded and legally vetted
policy to protect member privacy.

You must publishiitin all of your
brochure materials and on your Web site.

You must adhere to it religiously
and review it periodically to keep it fresh
and consistent.

A privacy policy is a prerequisite to
building trust between you and your
enrolled customers. It explicitly states
what you will and won't do with the
information you collect, how you will store
itand forhow long. The more consumer-
friendly your privacy policy, the greater
the trust you'll generate.

Of course, all of this tracking and
database building comes at a price. You
must have the technology in place to
produce these basic results.

You can build, buy, lease or outsource,
but you'll have to spend some money. If
you can't afford the investment, than you
can't play the game. Consider reallocating
resources currently devoted to less
targeted form of marketing to fund your
program.

Why doit?

Because the results are worth it.
Tracking all spending allows you to
develop a complete view of your
customers. The resulting patterns of
behaviour will offer significant advantage
as you seek to develop cross-sell and
up-sell opportunities.

Spreading the cost

You spread the cost of your loyalty
program to those places where you

can realize the most incremental profit,
as opposed to wasting incentives on
spending that you would have gotten
anyway. Since different spending
categories have inherently different cost/
margin structures, tracking across all points
of interaction allows you to align the cost
of rewarding customers in a financially
sound manner.

Always remember, however, that
by collecting member information,
you're making an implicit promise.
Consumers believe that, if they give you
personal information, then you'll use it to
construct personally relevant offers and
communications.

Use what you collect, and collect only
what you'll use. And when customers
talk to you, always show them that you're
listening. Don't be the guy at the party
whao's only pretending to listen to you
while he’s waiting for his turn to speak.

Rick Ferguson is the editorial director of
COLLOQUY, provider of loyalty marketing
publishing, research, educational and
consulting services. He can be reached by
email atinfo@colloquy.com.
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Great Lists That Belong
In Your Mail Plan!

BRUCE BERMANS MASTER DEGREE MAKING MILLIONS CANADA

42 BAG Inividuals $125/M
Famous entreprenaur Bruce Barman explains how to bacoma a multi-millionaira using his life

1 learmed secrets and technigues, known as the Barman Diferaniial.
] i ~ CASTALIAN CANADIAN MUSIC PRODUCT BUYERS
. 16,055 24 Month Canadian Buyers

Castalian Music, a leading marketer of music and video products, offers this list of Canadian
music impulse driven entartainmeant buyers.

Y6SNONSEG— | uB FOR SUCCESS CANADIAN
datpc 6.000 Monthly Hotline 5105/M _ _ _ .
L Responding to several astrological and psychic offers, this Canadian audience has spent to
~N

find out about possible cash prize awards as well as their future wealth, health and happiness.

GET HEALTHY AND FIT SUPPLEMENT PRODUCTS NEWSLETTER
22 529 Rctive Buyers 5100/M

The Get Healthy & Fit buyer list is comprised of individuals who are concerned about their
health and have purchased products to eliminate their pain, lose weight, increase enargy

and improve their ives.

. GRANDMA ROSAS SPIRITUAL PRODUCTS GOOD LUCK CANADA
3219 ath Quarter 2006 $00/M
“Iuh / Catalog buyers of a variety of spiritual products such as ancient oils, powerful gemstones
: and jewelry.
Continuation —+EALTH SOLUTIONS OANADIAN
/n l _ Health Solutions offers the best dist names in Morth America.
’ "I S ——— ICS CANADA MASTERFILE
f 13,465 12 Month Buyers $110/M _
| ICE provides programs and services that are designed to meet the life-long education n
,r"' of the adult learner.

LEADER PUBLISHING HEALTH BOOK BUYERS
14,178 151 Quarter ZD08 STI0/M
All buyers spend and receive a book on the efficiency of certain household p

/ NATURAL EUREE CANADIAN NEWSLETTER SUBSCRIBERS
Works 1051 3 Month Hotline $145/i

_ / Matural Cures monthly newsletter provides up-to-date information on the natural
‘Across

from Kevin Trudeau and his contributing writers

an' ~——— PINEAPPLE ?UF‘EH FAT MELTER BUYERS CANADIAN
2,147 4th Quarter 2007 $115/M

. Iorsl = Pineapple Super Fal-Melter capsules have been halping these diet and weight loss
|

N

conscious buyers eliminate fat like nothing else.

STEALTH STOCKS FINANCIAL NEWSLETTER CANADIAN

‘/I 4,472 Total Subscribers 5250/M
Dennis Slothower specializes in finding Stealth Stocks—undervalued companies

with strong fundamentals that have largely gone unnoticed by Wall Street. fﬂ - ( nﬁ,rrﬂﬂf L

THANE DIRECT PRODUCT BUYERS CANADA  for ™=— "1y ch®

14,111 Health/Fitness Buyers $125/M [,ontat! ,ﬂfﬂ‘é“g‘ﬁ

Thane direct sells high quality fitness, health and beauty and household ﬂﬁﬂ:b

products through DRTV. 84S ark.com
(i)

m .
N mﬂ[.-r
THE LEARNING ANNEX CANADIAN MASTERFILE ﬂ.ﬂn@

6,409 1st Quarter 2008 Hotline $125/M
mingAnnex Canadian Masterfile is comprised of indviduals looking to gain

NS

real estate & wealth, entertainmeant, business, poliics,

Macromairk

Everything Targeted

Suite 303 Brewster, NY 10509 Phone (845) 230-6332 www.macromark.com
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Alissa Hurley

hasbeen appointed director,
meetings, eventsandincentive
travelforMaritz Canada where

Luigi Sorbara

joinsinteractive Web content
company Conversys as
senior application director,

Anna Sjostrom

was recently recruited by inter-
active agency Bluesponge,
Montreal, to serve as director of

Julie Marchesseault

has been hired as account
director by Bluesponge as
part of its shift from design and

Julia Flook

has been appointed business
analyst, professional services
and product development for

Lydia Martell

has been named marketing &
communications coordinator
for Conversys Inc., where as

shewilllead ateam of expertsin product development after marketing and strategy. production studio to interac- Conversys Inc., London, ON, a Six Sigma Black Belt she will
incentive travel, strategic meetings having worked extensively in tive creative agency. where she is responsible for raise the company’s profile
managementand experiential database architecture and data strategically defining business nationally and internationally.
marketing. warehousing. requirements with clients.

» DMTISpatial (DMTI) has development, negotiationand man- asubsidiary of Global Traffic will oversee growthin Vancouver, overas president/CEO of printer » Tim Fewsterhasbeen

appointedKaraJohntovice-
president, intellectual propertyand

agementofallicensingagreements
onbehaffofthecompany.

privacy. Sheisresponsibleforthe

» Canadian Traffic Network,

NetworkInc, hasappointed Peter
Alpen, vice-president/general
manager of its western region. He

»

Calgary, Edmonton, Winnipeg and
all of western Canada.
Francois Olivier hastaken

Transcontinental. Hereplaces
Luc Desjardins, who had been with

appointed vice-president
database solutions for CVM

the companyforeightyears.

READERPOLL

Marketing Inc.

FIELDNOTES

“What was one of your most satisfying customer or client experiences?

We asked readers and some exhibitors at the recent Canadian Marketing Association annual convention the question above. Following are some replies. Others will appear in July.

Optimizing to key criteria
gets Web analytics results
[find the most satisfying situations are
those where a gauntlet is laid down
because there is doubt you can accomplish
what you say you can. This is especially true
when other ‘experts’ have already failed.
Perhaps it's the competitiveness in people.

We had such an experience last year
when we were contacted by a potential
customer who was extremely frustrated
with WebTrends, their existing Web
analytics product. They had already
contracted with software consultants
from WebTrends, but felt they were no
further ahead and wanted to replace it
with another product.

We offered to help them with the
configuration of WebTrends but were told
itwasimpossible. When they agreed, we
took a different tact.

Instead of configuring WebTrends for
what they believed they needed, we first
helped them uncover what their true
goals and objectives were for their Web
site. We then optimized WebTrends to
measure against those criteria.

Customer comments: “Finally, we have
met a company that understands Web
analytics and WebTrends.” That's satisfying!
Peder Enhorning, president,

Unilytics Corporation, Toronto

System satisfies auto club
urgent service response

Resource Software International Ltd.
(RSI)isinternationally recognized as a
leading provider of call accounting, hotel
billing, computer-telephony integration,

Web browser call accounting, telephone
reporting, switch management,

instant messaging, email tracking and
telemanagement solutions RSl has
developed a strong reputation for high
quality products and gold standard
customer care.

RSl offers a broad range of
management solutions that can be
tailored to specific customer needs.
Business partners include manufacturers,
communication providers, networkers
and systems integrators.

RSI works with the manufacturer, the
reseller and the end customer in order to
meet a customer’s needs. Engineering
asolution is not just a matter of selling
an “off the shelf” box. It's about serving
the customer by listening to their
requirements and configuring a solution
to meet their specific needs.

Meeting a customer's needs through
customization and partnership is
something that RSl has been doing for
the past 18 years. RSI has worked with
many telephone manufacturersin order
to develop solutions for both small and
medium businesses and international
enterprise customers.

RSI proudly points to one of our most
recent customers as a prime example of
this commitment. Dominion Automotive
Association (DAA) engaged RS after
thorough industry research. DAA had
very specific reporting requirements
that were not being addressed by their
current procedures. After consulting
RSI professional services, a solution was
configured that addressed their unique
communication management needs.

We worked closely with DAA to
learn about their specific reporting
requirements. We listened to their
business needs and then looked at how
we could provide customized software
based on the Call Detail Records (CDR)
available from their phone system.
Building a customized solution takes time,
but with clear direction from the customer
and a technical team with the expertise
that RSI has, we were able to meet tight
timelines for DAA to serve customers.

Like RSI, DAA knows the value of
listening and caring for customers. In
addition to providing auto club services to
its own customers DAA is one of Canada’s
leading providers of roadside assistance
to corporations across such customer-
sensitive industries as banking, insurance,
telecommunications, and automobile
manufacturing. DAA manages its services
from its contact centre in London, Ontario
by drawing on a network of 8,000 towing
professionals covering every road in
Canadaandthe U.S.

DAA's commitment to quality is
outstanding. Despite performing a
service where customers are upset
when they call (i.e. emergency roadside
assistance) customer complaints are
less than onein every 5,000 services
performed and customer retention is
outstanding. Forexample, the average
tenure of DAA's direct members is 18
years. The value that DAA provides for
their corporate clients and members has
made DAA an industry leader for 60 years.
Rana Banik, sales director,

Resource Software International
(RSl), Oshawa, ON.

CMA annual convention returns to Toronto in 2009

You might have expected the Canadian Marketing Association (CMA) annual
convention to be held in Ottawa next year. But renovations to the Ottawa Congress
Centre will not be done in time to host the event. It's the only facility in Ottawa large
enough to accommodate the CMA meet. So the convention will return to Toronto next
year. But the CMA was not able to book it in the Metro Toronto Convention Centre in

mid May. So it will be staged there earlier from April 27-29 in 2009. At the convention last
month, Denise Pickett, president and general manager of American Express Canada
and former CMA board chair, was inducted as an honorary CMA life member. Inaugural
Certified Marketing Specialists (CMS) designations were presented to three women for
successfully completing a required set of marketing certificate courses offered by the
CMA. Winners of the top awards in the CMA best booth competition were the BMR
Group for best single booth and the Transcontinental PLM Group for best multiple
booth...Geodemographic information purveyor Environics Analytics is releasing a new
tool to the market called WealthScapes that should be of particular interest to financial
institutions, insurance companies and other firms that cater to the wealthy. We'll have

more aboutitin the Julyissue...

LISTWATCH

Canadians now available on
list of Christian book buyers

BUTLER, NJ--Canadian names have
become available on a list of people who
purchased Christian books on scripture,
mediation and prayer. Trinity Direct,
based here, manages the file.

Atotal of 29,081 U.S.and 1,815
Canadian buyers are on file. Most
customers are women 65 years of age or
older. Direct mail is the source.

Those using the file include America
Needs Fatima, American Red Cross,
Asociacion Misonera Capuhina, Catholic
Relief Services, Catholic World Mission,
Columbian Fathers, Covenant House,
Human Life International, Maryknoll Lay
Missionaries, Missionaries of Africa, Oblate
Missions, Our Lady of Guadalupe, Priests
of the Sacred Heart, Reader’s Digest Latin,

Salesian Missions, St. Lawrence Seminary,
Trinitarians, Trinity Missions, UNICEF

Base rate is US$105/M for all U.S. names
and US$300 for all Canadian names.

For more information, contact your
list broker or call Rosanne Simmons of
Trinity Direct at 973.283.3600 or email
rosannes@trinitydirect.com

Financial newsletter has
4400+ Canadian subs

BREWSTER, NY--Macromark Inc., based
here, has been appointed to manage
the Stealth Stocks Financial Newsletter
subscription list. Carnegie Marketing
Associates was the prior list manager.
Atotal of 55,951 U.S. and 4,472
Canadian subscribers are on file. The
average sale was $200. Direct mail and
See LIST WATCH, page 27
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Direct Sales Force
expands regionally

with new offices

WINNIPEG-Direct Sales Force (DSF) has
opened an office here as part of a program to
expand its regional representation. It plans to
open an office in Halifax by mid-June.

The Winnipeg office has begun eight
new promotions starting with a Primus
campaign inside Costco storesanda TD
Canada Trust Credit Card campaign. By the
end of 2008 DSF will have more than 175
fulland part-time employees.

DSFisanintercept marketing company
employing regionally-focused programs
with measurable, verifiable results for its
Fortune 500 clients across the country. It
currently has officesin Toronto, Montreal,
Ottawa, Calgary, Edmonton and Vancouver

Elizabeth Grant
International retains
theadlibgroup as AOR

TORONTO--Prestige beauty products
company, Elizabeth Grant International Inc.
has retained theadlibgroup, based here, as
its marketing and public relations agency
of record. The extensive portfolio will
include brand development, advertising,
Web site design and media relations for the
entire line of skin care products including
the patented Torricelumn & #63722; line.

“Until now, Elizabeth Grant products
have only been available through special
order,” explains Marion Witz, president
of Elizabeth Grant. “With the help of
theadlibgroup, we're opening upto a
whole new audience.”

The first campaign begins with the
launch of a new comprehensive and
interactive Web site.

“Elizabeth Grant has been in the
skincare business for 50 years,” says
Toni Abramson, vice-president of
theadlibgroup. “Our goal is to build a
stronger presence for the brand among
consumers and retailers through product
positioning and innovative strategies.”

Hot Rocket. lan Andrew Bell of Something
Simpler was runner up for Best in Show,
with a tie for third place going to Paul
Gertz of Zeros to Heroes and Jasmine
Antonick and Steve Bocska of Cambrian
House's new game company featuring
Gwabs Desktop Fighter Game.

BroadSign forms
distribution pact with
Ingram Micro

MONTREAL--BroadSign International Inc.,
Minneapolis, MN, a worldwide provider
of hosted software for managing digital
signage networks, has formed a strategic
alliance with Ingram Micro Inc. here, the
world's largest technology distributor.
As part of the North America agreement,
Ingram Micro will make available
BroadSign’s hosted Software as a Service
(Saa$), BroadSign Suite, which powers a
global network of digital screens, to its
more than 35,000 value added reseller
(VAR) partners throughout Canada and
the US.

The new alliance marks the first time
BroadSign's Saa$ product in collaboration
with SeeSaw Networks online media
planning services is being offered through
two-tier distribution. It also positions
Ingram Micro’s North America digital
signage division as the IT industry’s
exclusive one-stop shop for VARs looking
fora comprehensive, end-to-end
hosted digital signage distribution and
measurement offering.

"We've been waiting for the right
partner to commit to this next evolution
of media and advertising,” said Rick
Engels, president and CEO of BroadSign.
“Ingram Micro is the largest technology
distributor in the world and BroadSign
is the premier digital signage software
solution. BroadSign and Ingram Micro
have great synergies and by working
together we are poised to offer a world
class media solution and ultimately help
further define the direction for the digital
signage industry.”

Fusion Digital
Media Forum joins
entrepreneurs, investors

VANCOUVER, B.C.--New Media BC here
held its second annual Fusion Digital
Media Venture Forum, an investment and
financing event dedicated to digital media
ventures. It brought together a select
group of Canada’s foremost digital media
entrepreneurs with some of the world'’s
top technology investors.

The two-day event featured
presentations from entrepreneurs about
what's in the future for the digital media
sector as a way to connect them with
key investors in the field. Digital media
pioneer Adeo Ressi, just profiled in Wired
Magazine, delivered the keynote address.
Awards were given to several of the
companies who presented, based on their
innovative presentations, with the “Best
in Show" award going to Ken Bautista of

Air Miles reward
portfolio adds iTunes
gift cards

TORONTO—The Air Miles Reward
Program has taken a musical turn with

the introduction of iTunes gift cards to its
rewards portfolio. Collectors can redeem
their reward miles for three denominations
of iTunes gift cards—310, $20 and $50—at
90, 165,and 400 miles respectively.

“We are thrilled to offer Air Miles
collectors the opportunity to use their
reward miles for iTunes gift cards”, says
Neil Everett, chief marketing officer, Air
Miles Reward Program. “Tens of thousands
of collectors have redeemed for iPods
since we introduced them in our reward
mix in 2004. With the addition of iTunes
gift cards, we're giving collectors more
of what they want—the ability to now
download music from the world's most
recognized online music retailer.”

Canada Post goes greener

OTTAWA—Canada Post here is going
green both environmentally and
financially. Itis raising its environmental
sensibilities to a higher level and plans
announcements this fall of direct
marketing tools and program refinements
to reduce direct mail waste. In the financial
sense it continues down a green path
recording in 2007 yet another profit for the
13th consecutive year.

Inits 2007 annual report tabled April
28thin Parliament, Canada Post recorded
a consolidated profit of $54 million for
the calendar year, albeit down 54.3 per
cent from $119 million in 2006. Return on
equity was 3.7 percent.

The corporation processed more
than 11.8 billion pieces of mail last year.

It generated $7.5 billion in consolidated
revenues in 2007, which included more
than $1.4 billion from direct marketing.
[tachieved an overall profit despite a
54 percentincrease in the cost of its
operations to $7.3 billion during 2007.

Last month, the corporation issued its
firstannual Corporate Social Responsibility
(CSR) report, reflecting its economic,
social and environmental objectives,
strategies and performance. Robert Waite,
senior vice-president, corporate social
responsibility, comments that through
this CSR report Canada Post aims to
communicate both its accomplishments
and challenges openly and transparently.

As noted in the report, Canada Post
has invested since 2002 in excess of $10
million in more than 250 energy-reduction
initiatives and has cut greenhouse gas
emissions from its buildings and fleet by
three percent. It plans to pursue LEED
green building standards for all major new
buildings and has targeted a 75 percent
landfill waste diversion rate by the end of
this year.

Laurene Cihosky, senior vice-president
direct marketing, advertising and
promotions with Canada Post, spoke on
the environment last month in a seminar

at the Canadian Marketing Association
(CMA) annual conference. She said going
green was both the right thing to do and
made good business sense for direct
marketers, pointing out that best practices
in data hygiene and customer preferences
could reduce costs and increase ROI.

In her address, she mentioned Canada
Post would be divulging this fall new tools
for direct marketers and other initiatives
meant to stimulate mailing efficiencies
and curb waste. In aninterview with Direct
Marketing later, she elaborated on them.

Thereis “no big wash of green products”
coming out, she cautioned. The initial
measures concentrate more on education
in data hygiene and tools to cut mail waste.
Steps are planned to expand and improve
the National Change Of Address file. Studies
are also underway into opt-in carbon offset
programs which would not appear before
2009 at the earliest.

But there are no fundamental
changes planned for either addressed
or unaddressed Admail in the way of
environmental initiatives. This included
any kind of rate incentives stemming from
the use of recycled paper.

“We have an awful lot of data within
Canada Post whether it is new postal
codes or whether there is a needin the
market place for different data sets,” she
said. "So we are looking at what can we
carve out of information we already have
and find some way to serve it up.”

One possibility is amore concerted
push of GeoPost Plus, a free targeting
service from Canada Post that has been
available for some time with unaddressed
Admail. It allows for a more targeted
approach to flyer distribution within a
delivery radius.

It helps marketers determine whether
they really need to blanket an entire city
or hit just pockets that are riper for their
messages, she said. Surprisingly, a lot of
bigger clients are using GeoPost even
though they have the capabilities in house

Laurene Cihosky, senior vice-
president direct marketing,
advertising and promotions with
Canada Post, says going green is
both the right thing to do and makes
good business sense for direct
marketers.

todo that targeting.

“What you will see are things like
tweaking some of the existing products
like the change of address file. Right now it
has a fairly small window for holding that
data. We are contemplating extending
that window so the names of those
movers sitin there longer. Hopefully,
mailers will then use the NCOA more
frequently.”

In her CMA address, she cited a recent
Decima study for Canada Post that found
about 77 percent of Canadians considered
the environment a serious issue, as
opposed tojust 42 percent of Americans.
She surmises the discrepancy may stem
from the Canadian psyche being more
rooted in the environment.

“Certainly the west coast passion for
the environment is very strong and carries
across from the Yukon, B.C. and into the
Prairie provinces. Canadians may care
more because we are surrounded so much
by nature.”

Inits financial results, Canada Post
has experienced declines in Transaction
Mail or Lettermail of 1.6 percent year over
year. Conversely, addressed Admail has
been climbing. Cihosky said the volume
increases during the past two years have
ranged from 3.5 to 4.6 percent.

“Thatis a lot of volume. We've had
two years of growth. The volume reflects
whether the product is healthy.”

Generation) expands scope of Consumer Intelligence

TORONTO—Geodemographic marketing
provider Generation5, based here, says it is
making available what it calls its Consumer
Intelligence for 2008. For the first time

itis offering predictions of automotive
purchase behaviour and consumer
psychographics for every postal code in
Canada. They join Consumer Intelligence
on demographics, expenditures, media
consumption, shopping and financial
behaviour, and future population.

With the help of these new offerings,
Generation5 says it will be even better
able to help marketers with their
targeting. Instead of targeting customers
based on the general demographics of
a census region, marketers working with
Generation5 use Consumer Intelligence to
target customers based on metrics they
care about like how much they spend on

their category of goods or services.

Starting with this release, Generation5
will better help marketers target
Canadians based on their automotive
ownership and purchase behaviour. [t will
also be adding “psychographics.”

This additional dimension will let
marketers target not only who buys within
their category, but also those whose
attitudes and values are a fit for their brand.
These are profiles such as bargain hunters,
status conscious, socially conservative or
liberally-minded that promise to enhance
clients’ understanding of their customers.

“Marketers have come to realize the
value of Consumer Intelligence,” notes
Generation5 CEO Joe Nicholson. “They're
finding time and again they are able to
improve response rates offers by 50to 100
percent. Our customers have come to us

looking forintelligence on the attitudes and
values that can help them get even more
fine-grained and see even better results.”

Where predicting psychographics
to the postal code would have been
amassive undertaking in the past,
Generation5's prediction technology
automates the process. Generation5
Founder and Chief Scientific Officer
Milorad Krneta explains: “The only limit to
the number of predictions we can make is
computing power. As computing power
advances with Moore’s Law, we are able
to produce accurate predictions for all of
Canadafaster and faster.”

Another benefit of the increasing speed
of prediction finds Generation5 releasing
its 2008 predictions earlier than ever before
and wellin advance of the official release of
aggregated data by Statistics Canada.
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PROFITING FROM THE ONLINE REVOLUTION
Web Marketing/Online Integration/Internet
Initiatives/eCommerce Tactics/Digital Transactions

TORONTO, - Luminato, Toronto Festival of
Arts &Creativity, initiated a comprehensive
marketing campaign, complete with
enhanced integrated interactive elements, to
promote attractions and the event itself. This
year's festival ran from June 6-15 and featured
anew Web site with full festival details.

For 10 days in June, Toronto's stages,
streets and public spaces are illuminated
with arts and creativity. Luminato is an
annual multidisciplinary celebration of
theatre, dance, classical and contemporary
music, film, literature, visual arts, design
and more.

Mary Pompili, Luminato’s vice-
president, marketing & communications,
describes Luminato 2008 marketing
strategy as “a fully integrated, multi-
channel marketing communication plan
thatincludes print, outdoor, broadcast,
cinematic, online, direct mail and mobile,
and is designed to build awareness
and understanding of Luminato, and
ultimately to encourage attendance at the
over 100 free and ticketed events planned
for this year.”

The overall festival brand creative
for the 2008 edition was created by The
George Partnership International Inc. and

has been designed to appeal to a broad
cross-section of people, engaging the
devoted arts patron while at the same
time connecting with the general public.
Gerald George, CEO and creative director
of The George Partnership International
Inc,, says the goal was to “create a brand
language that clearly defines and projects
the experience of world-class creativity
and performance in the arts as only
Luminato can deliver”

Endeavour Marketing has been
commissioned to develop Luminato’s
advertising, including print, outdoor, radio,
television and cinema production as well as
media planning this year. “We are proud to
be associated with a true arts pioneer and
play arole in continuing to make Toronto a
world renowned cultural centre”, says Barry
Avrich, president, Endeavour Marketing.

Expanding its interactive marketing
campaign this year, Luminato developed
a presence on various online social
networks, such as YouTube, MySpace,
Facebook and Blogger. Using these
free, highly popular social networking
sites, Luminato aimed to reach young,
tech-savvy audiences by inviting them to
interact with the festival on an informal,

personal level, year-round.

Recognizing that mobile devices are
rapidly becoming the mostimportant
source of digital communication and
content delivery, Luminato's interactive
marketing initiatives included a mobile
marketing campaign consisting of mobile
alerts, contests, and interactive voice
recordings (IVRs). Ateventand installation

Marathi and Sanskrit.

venues throughout the festival, patrons were
invited to text to receive a voice recorded
message from the artist or curator on their
mobile device which explained the exhibit
or show they were viewing.

The Web site was a key elementin a
multifaceted, multi-tiered interactive

Online store enhances exposure for Canadian computer maker

OAKVILLE, ON—Earlier this year, computer
products maker MDG Computers Canada,
based here, opened an online retail store
called the MDGiStore.com. A relative
ecommerce latecomer in the computer
industry, the company is nonetheless seeing
results that surpassed its expectations.
MDG Computers is the largest
Canadian-owned PC manufacturer and
retailer of desktops, notebooks, LCD and
plasma screen televisions. It operates

-E- Sitting next to screen showing products for sale through new online store, Conrad

Galambos, senior marketing manager, MDG Computers Canada, says the greatest
benefit so far has been the exposure the new channel has brought to consumers
and the company’s vendors.—Photo by Gary Tannyan

through a network of 25 retail franchise
stores throughout Canada. Testifying to
the quality of its products and services,
MDG has earned the Consumers’ Choice
Award for eight years ina row.

"We are excited to be adding a new
revenue channel to MDG by entering
the online retail market,” says Conrad

Galambos, senior marketing manager,
MDG Computers Canada. “With the
launch of MDGiStore.com we are now able
to capitalize on incremental market share
from online retailers such as Tiger Direct
and NCIX.”

MDGiStore.com s selling PC hardware,
PCaccessories, consumer electronic

products, as well as software. It has been
selling products up to 30 percent less than
major Canadian online retail competitors
such as Tiger Directand NCIX.

Since the opening of the online store,
the greatest benefit derived has been
through the exposure the new channel
has brought to consumers and the
company’s vendors, says Galambos. It
has attracted thousands of registered
customers and revenues have eclipsed
initial expectations.

“This has all been achieved organically
as we still consider this period one of
testing and development,” he says. "Hence
we have not put much into advertising
thus far. We have had to perfect some of
our processes internally and are ready in
the very near future for a full scale launch
supported by a significant ad budget.”

The online store is generating
considerable vendor interest and buzz
in the industry. He speculates that it may
be in part because of the company’s late
entry into ecommerce. It has created “an
air of finally MDG is selling online.

“We are now being approached
by vendors eager to get involved and
receiving some great pricing, which we
pass onto our customers. It goes to show
that the growth numbers we read about
regarding online sales have some meat
tothem. We are seeing this first hand, in
terms of sales and interest generated from
allangles.”

One festival event is A Midsummer Night’s Dream, Director Tim Supple’s

internationally acclaimed South Asian production of Shakespeare’s classic play.
Supple’s production showcases skills of 23 dancers, street acrobats, martial arts
experts, musicians, actors and performers from across India and Sri Lanka, and is
performed in eight languages—English, Tamil, Malayalam, Sinhalese, Hindi, Bengali,

marketing strategy for the festival. It was
described as user-friendly, experiential,
fully transactional, and provides multiple
access points to events through a simple
visual navigation. During the festival,
visitors could share their Luminato
experiences by posting their photos.

Sequentia becomes
part of Environics
Communications

TORONTO-- Environics Communications,
based here, and Sequentia
Communications have made a partnership
investment that sees Sequentia become
part of the Environics group of companies.
Sequentia, renamed Sequentia Environics,
will provide online marketing and
customer communication services to
existing clients, as well as those within the
Environics family of companies.

“We're delighted to be the newest
company in the Environics family and to
add our expertise to the extensive services
provided to clients across North America,”
says Jennifer Evans, founder and president
of Sequentia. “The Internet and other
digital media provide many opportunities
for companies to connect directly with
their audiences, and our content-centred
approach heightens visibility in a crowded
marketplace. When customers have
the information to find what they really
want, our clients benefit with measurable
increases in sales and loyalty.”

“Jennifer Evans and her team share
the same integrity and philosophy of
client service excellence we have built
at Environics,” says Bruce MacLellan,
president, Environics Communications.
“Sequentia Environics will enhance the
spectrum of services we provide to
clients, with skills in community building,
social media and search marketing.
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TV, microsite form core of ecological cleanser pitch

[T ™
MONTREAL—Integrated communications
company Wasabi Communications, based
here, is presenting the first mix-marketing
campaign for the Attitude line of ecological
domestic cleaning products. It has created
aTVadvertising strategy as wellasan
interactive marketing campaign. The
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TV ad shows astronaut in household cleaning products section in supermarket aisle

choosing ecological Attitude product over toxic alternative. During the TV message,

the public is invited to visit the microsite that appears on the screen and to submit

ideas for missions.

communications offensive aims to increase
awareness about these quality ecological
products while also inviting consumers
totake concrete steps to preserve the

environment.

"We want to be pioneers of change,”
explains Jean-Francois Bernier, CEO at
Bio Spectra, the company that produces

EMAILADVISOR

with Chris Carder Chief Executive Officer of ThinData

When emaill lessons call, mobile marketers must listen

Here are critical lessons — drawn from email — that will help marketers be more successful when evaluating and implementing
mobile initiatives into their marketing campaigns.

Attitude. “We want to get involved with
people. We aren't happy just to preach
thatit’s time to take action. From the very
start, the Wasabi approach convinced us.
Their creative ideas and communication-
marketing strategies corresponded with
the values of our brand, which stands out
initsindustry.”

One small deed for man, one giant leap
formankind, is the message conveyed
in the 30-second spot currently airing
on TVA, Canal Vie, RDS, Radio-Canada
Television and TQS. Wasabi designed and
created the campaign, which urges the
public to turn the experience into a reality
by embarking on a “mission”.

The TV ad features an astronaut who
appears to have just arrived from space. He
walks down a supermarket aisle, stops in
the household cleaning products section
and wavers between choosing a toxic
product and one from the Attitude line. He
finds himself having to make an ecological
choice and ends up choosing the product
thatis liable to make a real change.

Wasabi developed a strategy to stimulate
several ripple effects. During the rollout of
the TV message, the publicis invited to visit
the microsite that appears on the screen
andto submit ideas for missions. These
missions or challenges are simple and real
projects that can contribute to improving
the participants’ environment.

The approach involves grouping
togetherthe individual actions proposed
by each participant to create a collective
effort. Several ideas are possible, such as
planting flowers and adding greenery
to an alley, recommending that a bicycle
rack be built neara school, or organizing a
second-hand clothing drive.

All proposals will be analyzed by a jury
of Earth Day organizers. Three missions
will be selected and implemented by
Earth Day and Wasabi Communications in
conjunction with Bio Spectra.

Advertising purchases have also taken
place on social networks such as Facebook
to emphasize the word of mouth effect.
Wasabi has also developed a new Web site

recently spoke at a marketing

conference about how to

effectively integrate mobile
technologies into marketing programs.

As aleaderin email marketing, | have
long been a staunch advocate for senior
marketers and the need for all of us to
embrace innovation. | was truly excited
about this opportunity because, at the
core of all marketing initiatives, regardless
of what technologies and processes
are applied, there is one common goal:
creating and sustaining a positive experience
to acquire and retain customers.
Along-time assertion of mine

was confirmed by several of my
colleagues focused on mobile. The
unprecedented success and power
permission-based email programs
have had in capturing the trust
and loyalty of customers provides several
practical lessons for marketers as they
evaluate and integrate mobile campaigns
into their marketing mix. The key lessons
that mobile can learn from email include
the following.

Customers reward permission

Because gathering permission helps
marketers build a positive brand
experience and engage with customers,

it has become afundamental to all
marketing campaigns — online and offline.
Furthermore, privacy legislation mandates
permission be gathered —and is stringently
monitored in mobile marketing initiatives.

Deliver relevance and segment
Technology has progressed to the

point where recipients can choose

key components of what marketing
information they are to receive —including
content, timing and frequency. When
customers and prospects receive what they
want, they are dramatically more likely to
actupon a marketing campaign’s call-to-
action.

Measure success
There are three lessons regarding
measuring success.

1) Campaign metrics need to be tied
to specific business goals at the onset
of any campaign. For example, brand
reach can be linked to the number of new
subscribers and successful initiatives to
build referrals.

2) Use campaign-specificand
company-established benchmarks rather
than relying solely on industry-wide stats.

3) As technology and campaigns
progress, the meaning and importance
of metrics evolves. For example, at one
time, email open rates had been held out
as a key measure of campaign success.
However, with image-blocking software
and the popularity of preview panes,
marketers now focus on achieving
specific conversions.

Conduct on-going testing

At the same time that technology has
evolvedto allow for variable delivery
options, so too has the ability to test several

component parts of each marketing
campaign. In email, that means looking at
subject lines, copy, personalization, and
the specific offer. Testing these elements

will carry over directly to mobile marketing.

Focus on consistent good timing
Marketers have long recognized that
timing can make or break a campaign. The

outlined in PIPEDA.

One reason email has been successful
is that the marketing community
embraced it as alegitimate business
tool. Organizations such as the Canadian
Marketing Association have been involved
in educating marketers on email best
practices. Mobile marketing campaigns
will similarly be supported by industry

Recruit now

As companies from across industries
grew to recognize the power of online
marketing, so too did the growth in
demand for skilled digital marketers. As a
result, for several years companies have
found it difficult to recruit and retain these
much sought after professionals who
help companies achieve their aggressive

“Mobile marketing is building up steam and adding
another layer of complexity for marketers.”

challenge however is the tendency for
many to seek a ‘perfect time’. Throughout
the year, studies are published that point
to a particular day of the week and/or
time-of-day as ‘the best time’ to reach out
to customers and prospects. However,
because marketing is about building

or establishing relationships, choosing

the right times to optimize a campaign’s
results is more about addressing items
such as when the previous communication
was delivered, the nature of the
communication and the time-sensitivity of
the message.

Stay current with laws, standards
Legislation dramatically shapes how
marketers can take their offerings to
customers and prospects. Campaigns that
leverage email and wireless technologies
alike need to consider the restrictions as

groups such as the Canadian Wireless
Telecommunications Association and
Mobile Marketing Association.

Design for different formats

Since the inception of email, marketers
have grappled with exactly how their
messages will render in a recipient’s inbox.
This challenge has evolved, in part due
torecipients’ ability to view messagesin
preview panes as well as Internet service
providers’ adoption of image blocking.
The wide variation in handheld devices
means that mobile marketing is currently
struggling with similarissues.

Integrate with business applications
Email is poised to become an even more
powerful marketing tool because it can be
integrated into business platforms such as
CRM systems.

growth goals. Companies should
anticipate and budget for hiring marketers
who know how best to leverage the
unique capabilities of mobile technologies
into marketing campaigns.

Mobile marketing is building up steam
and adding another layer of complexity
for marketers. By applying these lessons,
mobile marketing will open up several
exciting new opportunities for marketers
to establish and strengthen relationships
with customers.

Chris Carder is president of email service
provider ThinData (www.thindata.com),
oneof Canada’s leading authorities and
suppliers ofemail marketing technology,
strategy and creative services. ThinData is
a Transcontinental company. Chris can be
reached at president@thindata.com.



9 R —
ffﬁ {i% i

4 million leads a day

1 URL

searchmarketing.yahoo.com/mycredit
(Get started with a $50 credit from Yahoo! Search Marketing)

YAHOO’ MARKETING

Offer open to new customers only who sign up for Yahoo! Search Marketing using the above promo code. A $30 nonrefundable initial deposit will be required when opening a new account.
Offer may not be combined with any other offers or discounts, separated, redeemed for cash, or transferred. Ads are subject to Yahoo! Search Marketing’s Sponsored Search Guidelines and
may be displayed throughout Yahoo! Search Marketing’s distribution network. Other terms and conditions may apply; see Advertiser Terms and Conditions when you sign up.

Copyright © 2008 Yahoo! Inc. All rights reserved.



E» Search Engine Marketing Spotlight

June 2008 < DIRECT MARKETING < dmn.ca

WEBINSIGHT

with Jay Aber President of The Aber Group

Why add paid search engine marketing to your DM mix?

One huge reason is the growth in usage of search engines. There were 2.8 billion searches by Canadians during March of this year.

hose 2.8 billion searchesin

March of 2008 translate into

22,417,000 Canadians who
performed a search that month. This
amounts to an average of 125 searches
each, over the 33 visits on average that they
made to a search engine.

And Canadians are searching for
information relating to hundreds of
thousands of different topics. Asadirect
marketer, you want your product or service
to be easily accessible when people are
searching for related information.

It'safunny thing - there are still so
many Canadian organizations that have
notincorporated paid search into their
marketing mix.

Throughout my years as an Internet
direct marketer, I've heard all the reasons
that direct marketers do not use search or
online ads to acquire leads or customers,
below are the three most common:

My customers aren't on the Internet
- Wetrieditandit didn't work
« Wedon'tknow howtodoit

None of these rationalizations make
much sense anymore.

Internet demographics

If you're one of the people who believe
that their customers aren’t on the Internet,
itis time you reviewed the stats about
who's on the Web in Canada. The average
Canadian on the Web is in his forties and
skews educated and affluent.

Internet each month, and that includes the
highly sought 25-54 demographic.

And, if you're one of those people who
say that they tried Internet marketing and
itdidnt work — I suggest you try it again.
Much like developing a control package
in the direct mail world, it often takes a
number of tries before hitting a winner.

Personally I've seen huge differences
in response by simply changing a
background colour on a banner ad,
changing from sentence to title caseina
text search ad or simply trying a different
search engine or Web site. Funnily
enough, no matter which industry the
clientis in whether financial services,
travel, not for profit, professional
sports or even government, after some
experimentation, all find ways to harness
the Internet to achieve their goals.

Oftenitis simply that the marketer is
trying to achieve too many things at the
same time. Keeping it very simple and
focusing on one goal - like a brochure
download, alead, a sale oreven a Web site
visit allows previously unfocused, marginal
campaigns to become successes.

Conversion tracking
And conversion tracking is the key. All search
engines and most Web sites offer very simple,
easy toimplement code that you can place
on your Web site to track each dollar you
spend toactions on yoursite.

This free, tracking/optimization

2,802

March-o7

the power of these tracking tools.

Finally,onthe “we don't know how todo
it front” there are books, tutorials and terrific
agencies (like ours) that can help. Please
don'tget bogged down orintimidated by
the Internet’s technological bias. Most of us
successful direct marketers haven'ta clue
how a great ad orimage actually gets printed
onto paper or how a TV or radio signal makes
itinto your bedroom.

The pointis a great marketing idea is
agreat marketing idea — no matter the
medium. Create a compelling offer, show
itto the right audience at the right time,
in a clear and appealing way — and your
campaign will work as well (or better) on
the Internet than it does offline.

As promised, here are a few more
reasons why you need to add paid search

“The average Canadian on the Web is in
his forties and skews educated and affluent.”

The average age of an Internet user
should not be too surprising given that the
median age of all Canadians according to
the latest censusis 39.5. The Internetis not
justa medium for the young. Depending
on whose stats you review, close to 80
percent of all Canadian adults are on the

software ensures your campaign
generates the cost effective response you
require, by providing the date necessary
foryou to optimize your campaign on
agranularlevel. I've worked with many
marketers who struggled with their
campaigns, until they were introduced to

to your marketing plan:

Your competitors will be embracing
and/or spending substantially more on
paid search than they do now. Infact,
according to most research studies out
there, the 2007 level of spending on paid
search engine marketing will more than

Acquisio adds Editor to PPC management tool
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This graph traces upward swing in use of search engines by Canadian in

Just the past year. It shows the billion of searches conducted by Canadians.

The sources are comScore Inc. and gSearch Canada with the data relating

to all parts of Canada.

double within three years.

Even if your natural search results are
strong, few users look at more than the
first few listings, before deciding to click.
Soeven if you are one of the fortunate
few whose natural results appear on the
first or even second page of search results,
if you're not one of the top results — the
likelihood is slim that users will click on
your link.

Thereis very little difference in
conversion rates among people who click
on a “natural” search result and a “paid”
search result.

How to start

And finally, it’s really quite easy, even if
you've never done it before — Just grab

a credit card, visit Google’s self-serve
interface at www.adwords.google.com,
decide how much you want to spend. You
can start with any amount (after paying
Googlea $10 fee to open the account) —
and then build out your campaign. lassure
you that within 10 minutes, you can have a
live Google paid search campaign driving
traffic to your Web site.

Butbe warned - you'll be hooked in
minutes! Paid search is addictive for
direct marketers, once you realize and
experiment with the power to make a
small change to copy, keyword or any
one of dozens of elements and watch the
impact - in real time.

Your campaign will become more and
more complicated and sophisticated as
you see paid search’s true potential for
your organization. That's when you may
want to consider asking an outside agency
to help. Agencies have the expertise,
manpower, and technology to take your
campaign to the next level.

Ihave yet to come across an organization,
especially one that has direct response goals,
that has not benefited from including paid
search inits marketing mix.

Sotosteal atag line froma classic TV
commercial = Try It, You'll Like It.

Jay Aber is the founder of The Aber Group
—Canada’s only direct marketing agency
focused exclusively on the Internet. For
more information, you can reach him at
416-322-2909 or jay@abergroup.com.

MONTREAL—Provider of agency oriented
pay-per-click (PPC) management software,
Acquisio, based here, last month rolled out
amajor enhancement to Acquisio SEARCH
called Acquisio Editor. Accessed through a
Web browser, the Acquisio Editor furnishes an
interface for PPCaccount management that
looks and acts like Google’s AdWords Editor,
but works with multiple search providers.
“We understand all too well that
agencies are constantly under pressure
to drive their clients’ CPAs down,” says
Acquisio Co-Founder Marc Poirier.
“Knowing this, we developed the PPC

Optimizer so we can empower agencies
to see how they can make real-time
changes in key metrics and how it can
effectively reduce costs. This allows
agencies to reallocate client budgets
more intelligently.”

Seth Worby, director of search engine
marketing at Verndale, says: “After years of
looking for the right PPC solution, | found
Acquisio and | couldn’t have asked for
anything more. Their attention to detail,
account services, and theiradvanced
software make it the best product of its
kind on the market today.”

The Acquisio Editor allows for fast
and simple mass editing of account
keywords, bids, creatives, URLs and
more. The interface will be familiar to
anyone who has used Google’s AdWords
Editor in the past, with the added
functionality of being able to manage
Yahoo Search Marketing in tandem with
Google. This simple addition can help
simplify account management across
providers for advertising agencies.

"As a Web usability company, we can
affirm that the current PPCinterfaces like
AdWords do not appear very user-friendly.

Acquisio has made multi-platform PPC
management easy, simple, and frankly,
beautiful,” says David Felfoldi, chief
experience officer of Sherpa Web Studios.

Acquisio is a worldwide developer of
pay-per-click management software for
agencies. Acquisio SEARCH is described
as the only tool designed specifically for
interactive agencies to launch, manage,
optimize and report on all of their PPC
campaigns, for all of their clients, across all
of the major paid search providers, from
within one interface.

Acquisio was recently selected

one of Canada’s 20 hottest innovative
companies at the recent Canadian
Innovation Exchange (CIX) in Toronto. The
CIX selection committee chose only 20
companies from a large list of applicants
across various industries. Acquisio was
among them. The CIXis an event that
provides early-stage companies in the
communications, digital media and
technology sectors with the opportunity
to showcase themselves before an
audience of hundreds of investors and
financiers from across North America.
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Yahoo! Canada’s digital duo help SMBs understand search

TORONTO--Canadian businesses are
facing evolving demands to get their
products, services and brand in front of
the right audience. There’s no question the
Internet has made it alot easier with global
markets more accessible and customer
engagement now possible at the click of a
mouse. However, the online world has also
introduced an incredible amount of clutter
businesses must cut through to attract
and establish the meaningful customer
relationships they seek.

Businesses can employ a number
of online methods to distribute their
messages. But what if they don't have a
big budget, specialized experts on staff,
or simply, the time required to design and
execute an effective online advertising
strategy? Is the best online acquisition
tactic banner ads, online directories, email,
social marketing or search?

Recognizing all this, Yahoo! Canada
took action in early 2007. To provide an
online advertising service that offered
value to Canadian businesses, Yahoo!
Search Marketing hired Martin Byrne and
Maor Daniel.

Byrne was broughtin to head up Search
Marketing for Yahoo! Canada from MSN
Sympatico, while Daniel was broughtin to

lead Yahoo! Search Marketing’s Canadian
marketing operations from Bell Canada.
During the past 17 months the digital duo
has taken big strides educating businesses
about the benefits of search engine
marketing in conjunction with major
enhancements Yahoo! has made to its
search platform.

Byrne & Daniel took time to find out
exactly what Canadian advertisers needed
out of online search. From their research,
they discovered an untapped marketing
opportunity for small and medium sized
businesses (SMBs).

Few were using search engine
marketing (SEM) for marketing
purposes. It seemed SMBs had common
misconceptions about SEM. The top four
were: too expensive, required time and
resources, don't know how and where to
start, and too complicated to understand.

“Education was a key factor for us to
ensure Canadian businesses understand
search marketing” says Daniel. “It would
have been foolish of us to sell and market
a product Canadian businesses don't
understand and perceive difficult and
expensive. Our tactical plan was built on
four pillars we strongly believed would
create a foundation to reach and sell to

SMBs--partnership, SEM, public speaking,
and areseller channel.

"Working with partners such as SOHO,
Massive Technology, Atlantic Internet
Marketing Association, Online Revealed
and various boards of trade across Canada
allowed us access to thousands of SMBs.
We offered our services, expertise and
unique promotions to get businesses
started and bottom line increase their
revenues and client base.”

Another initiative the pair launched was
Yahoo! Canada Search Day. This search
centric day provided hands on teaching
focusing on how to get started with search
marketing. It provided best practices
not only by Yahoo! but also by Canada’s
leading search engine marketing firms. A
Toronto date will follow shortly say Yahoo!
officials.

To continuously improve its service,
Yahoo! Canada will be placing further
emphasis on the user experience.

In the past month it launched many
enhancements to its search platform
including SearchScan®"which is a
partnership between McAfee & Yahoo! It
helps protect consumers and businesses
from viruses, spam email, and potentially
damaging software by identifying Web

Small firm thrives on niche search marketing

sites harmful to computers.

Search Assist is another feature
which suggests search terms, helps
with spelling and recommends
related searches quickly and
accurately. Yahoo! will also open
APP’s to Search, a project
called Search Monkey,
where publishers will be
able to build feeds that will
dynamically update their
search results with Yahoo!
Search.

Yahoo! Canada also plans
toincrease its presence
in the mobile space by
developing new digital
services and advertising
models to position the company
to take advantage of mobile
opportunities. In the
coming months, these
new ventures aim to
make the site more
vibrant to users.

Maor Daniel (right) and Martin Byrne of Yahoo! Canada have embarked on

a mission to redress the common misconceptions held about search engine

marketing by small and medium-sized Canadian businesses.

CHARLOTTETOWN, PEI—BIll Dalton is

a small businessman here who owns

and operates Scrubs Canada, an online
enterprise that distributes nurses’ uniforms
to customers across North America. He
established a successful online-only
business after learning the intricacies

of search engines and how to market
effectively through them. But there were a
few serious bumps along the way.

In 1999, he built his first Web site for the
business. He recalls a visitor clicking on
the home page would first see a Canada
Goose flying onto the screen. A Canadian
flag would appear. The goose would pick
up the Canadian flag, fly off and then all
the elements relating to the company
would flow in to background music of
Riders of the Storm by the Doors.

“If you saw the site today, you'd think
some teenager had made it. | wanted
something that looked good and to me
that looked good. But it was ridiculous.”

Back then, he wasignorant of search
engines. Google wasn't well known or
popular. He got the first uniform order over
his Web site in 2000. But he was unaware of
how people were even finding it.

Atthat time, his business Scrubs
Canada sold uniforms for the medical and
restaurant fields out of five brick-and-
mortar stores. Dalton regularly visited
hospitals, setting up displays and selling
his uniforms to hospital staff.

Taking business online

Butin 2000 he suffered a heart attack.
Dalton realized he would have to reduce
his work load and decided to operate
solely as an online retailer. He specialized
juston nurses uniforms, got rid of the
stores and set out to discover everything
he could about doing business over the
Internet.

He learned how to optimize his site
with keywords to gain traction with search
engines. He came to appreciate that in
running an online niche business that it
made little sense to advertise through
offline mass media channels.

“Somebody could run a newspaper
adto sella productalot of people
will use like mops. Everyone
will use amop butonly a
small segment s going to
need nurses’ uniforms.
Butlcan'twalkintoa _,.-"
newspaper like the ‘,"
Globe & Mailand say £
l'only want readers
who are nurses or
have related jobs to read
my ad and | only want to pay for
that”

Dalton's bread-and-butter
site was cheap-scrubs.com. A
lot of people search for cheap
scrubs and he also used that for
U.S. dollar transactions. On the
ScrubsCanada site a small icon
with a U.S. map asked American
shoppers to click here. It took
them to the cheap-scrubs.com
site.

Healsolearned nottorely
entirely on free organic listings. For
along time his site was appearing
on first page listings of the major
search engines. But that suddenly
and mysteriously stopped on
Google in 2005 and his site was
relegated to the back pages.

"It never did come back to
the front page for keywords
like nursing uniforms or
nursing scrubs. So that
really rammed home to
me the importance of paid

advertising because you can't base the
business on something that can be taken
away from you.”

Experimenting with
keywords
So Dalton began
experimenting with
keywords to find
something that
resonated with
customers. With the
reasonably priced
option of online
search advertising,
there was more room
financially to experiment.
Hehoned inonareas
that U.S. competitors
had missed promoting.
The strategy
worked. Scrubs
Canadatookthe
knowledge gleaned
from customers who
had contacted the
company with product
suggestions and cross
checked it with what
was being advertised

Scrubs Canada
succeeded through
popular, yet under-
advertised, specialty
sized scrubs. By
prominently promoting
petite, tall and plus-
sized uniforms through
keyword selection,
the firm found a
profitable niche.

online. What turned up was an advertising
dead zone--an entire area that had been
ignored by competitors.

Success came by way of popular, yet
under-advertised, specialty sized scrubs.
By prominently promoting petite, tall and
plus-sized uniforms through keyword
selection, Scrubs Canada found an even
more profitable niche.

“The use of particular keywords allowed
me to directly target niche markets that
my competitors were not necessarily in
tune with,” says Dalton “I found that using
particular keywords related to size in
particular allowed me toimprove my sales.”

Tracking response

Scrubs Canada was also able to track
visitors. By using available online
advertising tools, Dalton could identify
who was clicking through on the ads,
where they were from, when they were
clicking, and how many of them actually
purchased products. He applies the free
tools that have come out in the last few
years from the major engines Google,
Microsoftand Yahoo!

“You can track what the click cost you.
Now you can divide the number of sales
into the total costs to get a percentage
of your conversions. It's hard to get five
percentand | do that consistently.

“If you get two or three percent, you are
doing well. They used to say on traditional
advertising, if you get a two percent
response, that is very good. But I'm getting
five or six percent response.”

Daltonisinterested in increasing the part
of his business that yields him a quality of life.
He is not looking for huge growth.

"l could increase the business with a
phone. Butldon't. 'm satisfied with a quality
of life where you have enough business that
you are happy with and can handle.”

ZipLocal gets
reseller deals with
both Google, Yahoo!

ZipLocal President and CEO Elaine
Kunda says offering top tier search
advertising products from both Google
and Yahoo! Canada ensures ZipLocal
can supply one-stop shopping for
clients to develop highly competitive
keyword search advertising programs.

TORONTO--ZipLocal Inc. based here,
recently signed reseller agreements with
both Google Inc. and Yahoo! Search
Marketing (YSM) to enhance its range of
online advertising products. Under two
separate agreements, ZipLocal is selling
Google AdWords and YSM products.
The addition of both these products
is said to add significant strength to
the existing pure online advertising
opportunities available across Canada
through ZipLocal.com. Itis described as
Canada'’s local online search directory.
ZipLocalis an online directory
furnishing user-defined local search
See ZIPLOCAL, page 17
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Cossette forms new search marketing unit

QUEBEC CITY—In early February, agency
Cossette Communications Group held its
annual general meeting here. In its annual
report released then, it quietly disclosed
the birth of a search engine marketing
entity called Magnet. No press release was
issued about it.

Falling under Cossette Media, Magnet is
a specialized service created to respond to
the increasing digital needs of businesses.
Its mission is to help clients get maximum
marketing benefits from search engines
through search engine marketing (SEM)
and search engine optimization (SEQ). It
offers four main services--SEQ, paid search,
performance services and reputation
management.

Pierre Delagrave is president of Magnet.
He s also president of Cossette Media and
Fjord Interactive Marketing & Technology,
the interactive marketing division of
Cossette. He says advertising agencies have
been slow to react to search marketing,
which he contends now accounts for 40
percent of all Internet ad spending with the
lion’s share going to Google.

He attributes this slowness partly to the
fact that paying for keywords was pursued

atfirst mainly by smaller companies since
it was the cheapest way to get customers.
[t was not on the radar screens for a

long time of the bigger companies that
dealt with the established agencies. As a
result it was not a service these agencies
offered. But now the larger companies
and agencies are realizing they missed the
boat on search marketing.

“Infact, we are not big either compared
to the Omnicom’s of this world. But we
realized quite a while ago there was a
need for this."

Different beast
As well, search engine marketing is
quite a different advertising beast, he
says. It does not involve the creation of
big, eye-catching automobile posters
or magazine ads. He concedes it is not
acase of advertisers going out to try to
attract people. Itis more a case of trying to
capture consumers when they come in, so
itis almost the opposite of advertising.
“Normally we target them. In this case,
they target you."
Cossette became engaged in search
marketing about three to four years ago,

but notin as organized a mannerasitis
now, he says. In the last year or so, it has
been hiring search and SEO experts, some
of whom had been under the employ of
search engines. It now has people with the
skills to do the strategy, development and
execution tasks.

Magnetis what Delegrave refers to
asa sub-division of Cossette Media. It
consists of 12 dedicated search employees,
most of whom were hired from outside
the company.

But Magnet has no single office. The
employees are scattered across the
country in other Cossette offices. There
are two people in Vancouver, two others
in Toronto who are currently hiring more
there, seven in Montreal and one in Halifax

It's the kind of work that can be done
remotely, says Delagrave. Julian Raby in
Montreal has been appointed chief of
practice for Magnet and co-ordinates
assignments among all 12 employees.
They also come together periodically in
meetings to acquaint each other with
developments in the field and share
information about algorithm changes on
the part of the big engines.

Robust growth

Delagrave anticipates Magnet will
eventually grow into a full-fledged division
with its own offices. He foresees a 25
percent annual growth rate for Magnet.

Cossette has done search engine
marketing projects for many clients
including Canada Post, Poker stars.com,
Samsung, Bell Canada, Sky Vodka, and
Coca Cola. Most of them, however, were
donein the last year or so and not under
the Magnet brand.

Cossette settled on the name Magnet
forits new search engine marketing
entity about three months before its
announcementin the annual report. It's
necessary first to sell a chosen name to
people internally, says Delagrave. In this
case, he says it wasn't difficult.

Cossette prefers names that are taken
from French and English words that are
spelled the same and have the same
meaning, he says. Blitzin the name Blitz
Direct Data & Promotionsis an example.
There are only about 1500 words in both
languages that share those similarities.

Magnet was not only catchy, it lent itself
well to the idea of drawing people to Web

Magnet President Pierre Delagrave

says ad agencies have been slow to
react to search marketing, which now
accounts for 40 percent of all Internet
ad spending

sites through the power of SEO. Magnets
were also objects in common usage in
both cultures, even more so by the French,
says Delagrave.

“Finding a brand name that works well
in both French and English is not easy.
Sometimes it can take months. Magnet is
something visual and means something
very specific. We are quite happy with
what happened with Magnet for sure.”

Panel explores Canadian lag in search market advertising

TORONTO—Several factors are conspiring
to slow Canadian marketers’ adoption

of search advertising ranging from their
conservative nature to sloppiness in
applying precision techniques to fears of
adjusting to a new discipline. These were
some mentioned by search marketing
experts during a roundtable discussion
onanumber of search topics held at MSN
Canada offices here last month.

Owen Sagness, vice-president of MSN
Canada, served as the moderator. About
a $40 billion global business today, online
advertising was projected to double to $80
billion by 2010, he said. Consumers now
spent from 20to 30 percent of their leisure
time online, butin Canada only seven to
eight percent of marketers spending is
online. He called it a big gap between where
the eyeballs and dollars land.

Canadians were among the most
engaged with the online and search world
than any consumers in the world, he said.
And yet Canadian marketers seemed to
lag in capitalizing on their online and
search habits. He posed the question: Why
haven't Canadian marketers more fully
adopted search advertising compared to
more traditional media?

Kenneth Wong, professor of marketing
with the Queen’s School of Business, said
it was similar to what direct marketing
faced inits early days. Online offered a
great deal of precision and marketers
weren't prepared to think that much
about precision. Most couldn't quantify
objectives and were still stuck in a mass
media world.

“One of the great benefits of online
search, just as it was one of the great
benefits of DM, was this notion of
precision. | can really hone in on whol
want to talk to, as much as when | want
totalkto themin the space of a day.
Canadian marketers are still a little bit
sloppy, frankly in having approached
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their jobs.”

Search was still new and scary with a
lot of new terms and acronyms, he said.
Universities had done a disservice to the
industry, just as they did with DM, by not
educating students adequately in the
technology.

Fear of omission
Another factor was a fear of omission, he
said, that by advertising online you would
not reach everybody as you would through
print, TV or radio. There was still the gross
misconception that heavy Internet users
were mainly young people. But he pointed
out the average age of people on Facebook
was climbing and that the average video
gamer was 33 years of age.

Jeff Lancaster blamed “old fashion
conservatism”and a TV-centric culture
for holding Canadian advertisers back
from search. He is chair of the Internet
Advertising Bureau (IAB) Canada search
marketing committee and managing
director of Outrider, a unit of the WPP ad
agency group that provides organic and
paid search advice to clients that include

Panel probes reasons for slow adoption of search marketing advertising in Canada. They are (from left): moderator Owen

Sagness, vice-president of MSN Canada; Kenneth Wong, professor of marketing with the Queen’s School of Business; Andres

Restrepro of Ressac Media; Jeff Lancaster, managing director of Outrider, Bill Dalton, owner of ScrubsCanada.ca and uniform.ca;

Ken Headrick, director of products and marketing at MSN Canada.—Photo by Gary Tannyan.

Dell, Labatt, WestJet and Ford of Canada.
Marketers mistakenly equate search
to asingle campaign, and not something
they should approach as a year-round
phenomenon, he said. Search was a
barometer of consumer interests and a
great way of capturing those interests,
bringing them into your Web site,
processing them and turning theminto an
ability to reach your marketing goals.
“Search doesn't necessarily fit right in
with the traditional media agency model.
Part of the frustration in the last couple of
years is there have been lots of traditional
agencies that have tried to treat search
marketing as just another ad campaign.”
Ken Headrick, director of products and
marketing at MSN Canada, noted major
advertisers in Canada will run campaigns
on a substantial scale. He believed the
expertise nurtured by specialist search
marketing firms could help greatly in
understanding how to get the best usage

out of multiple engines.

“Most small and medium sized
businesses and some of the larger ones as
well understand that agencies don't know
online very well," said Wong. “They do
need to go to the specialists. A lot of the
agencies that claim to be fully integrated
really do have one or two guys in a closet
somewhere doing this stuff.”

Agency resistance
Agencies have to become better
communication engineers, argued Andre
Restrepro, who works for Quebec-based
Ressac Media, which manages social
networking sites for French Canadian
marketers. They have to learn how to improve
their messages, and also to hire more
qualified people because “as Ken just said
sometimes it is two guys. We have seen alot
of resistance in the agencies to search.”
Asked what was happening in Quebec
with search that may be distinct from

other regions, Restrepro said 40 percent
of searchers were using two keywords,
while 35 percent were employing three
keywords. People were growing more at
ease with these tools. They were learning
which keywords were more effective and
so were using fewer keywords.

There was also a greater awareness of
search enginesin Quebec, he said. MSN
has become the second option to Google,
while last year it was Yahoo!

Local search was becoming quite
common, said Headrick. In the range of
40to 50 percent of all searches that apply
two or three word keywords, typically
one of those words at the end referred to
location. Mobile devices were particularly
useful for local search.

MSN would soon launch a version of its
platform for mobile search, he said. It was
also testing supporting advertising and
banner ads on mobile devices and MSN
messenger.
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5 tips for SEO success

You might think it best to pack as many keywords as possible on a Web page, but you would
be wrong. Here are some steps to optimize your Web site for search engines the right way.

BY JAMES WONG
henyou are in the market for
aproduct or service, how do

you shop? More important, how do your
customers shop?

In all likelihood, most of your customers
aren't searching the phone book or
scanning the Sunday paper; they're
turning to their favourite search engine.
Ignoring the lead-generating capabilities
of the Internet means these potentially
valuable customers could find a home at
your competitors’ Web sites without ever
even seeing what you have to offer.

Here are five tips that will put the power
of search engine optimization (SEO) into
your hands, increasing the traffic to your
Web site and providing another avenue for
lead generation.

1. Develop good, relevant content
Before you draw people in through SEO,

your Web site must have solid content that
benefits your visitors. Implementing SEO
practices before streamlining your site means

visitors will leave as quickly as they came.

2. Use searchable, sensible keywords
Now that you have the content
groundwork laid, your site needs to have
the right amount of keyword density. To do
this, replace generic terms with keywords
specific to your business or industry.

Forexample, Avidian's homepage
contains headers, such as “Compare CRM
Software” and “CRM Software Reviews,”
rather than more generic phrases, such as
"Compare Competitors” or “Press Reviews."
This gets the right message not only to
visitors, but to search engines as well.

Itis alsoimportant to remember not to
pack too many keywords onto your Web
pages. Some search engines will label your
site as spam for having too many keywords
on one page. A good benchmark is
maintaining keyword density at five
percentor less.

3. Build relevant internal links
Search engines view internal links as Web

site owners' recommendations of the best
pages on their site. As aresult, it isimportant
toinclude numerous internal links on every
page to other pages of content, information
and serviceson thessite.

Forexample, on almost every Avidian
Web page, there is a footer that includes
the top 25 most relevant keywords to
our visitors. These keywords are linked to
pages with relevant content. In addition,
other pages throughout the Web site with
those keywords listed are linked to one of
these 25 pages.

Consequently, the search engine
recognizes the importance of these 25
pages and the keywords with which they
are associated. This also gives Avidian’s
overall Web site higher relevance when
people search for those keywords.

When building internal links, there are a
few important points to consider:

Link from your mostimportant pages:
Search engines give more weight to links
on home pages and other pages with

Search Engine Strategies Conference & Expo
June 17-18 Metro Toronto Convention Centre

higher visitor numbers.

Link to pages using relevant keywords:

Consider what you are using for your
anchor text. For example, rather than
saying, “For more information, click here,”
place the link within a sentence containing
the name of the product.

Use HTML for inbound links: Flash and
Javalooks nice, but search engines don't
like them. Stick with basic HTML links.

4. Build relevant external links
Relevant external links can equate to 60 to
70 percent of your SEO efforts. However,
itis a much more difficult and continuous
task to get influential Web sites to link back
toyou.

Here are a few current best practices
when building external links:

Relevant content: Develop articles
and other content that others will want to
display and link to on their sites.

Pay for it: Serve as a sponsor onan

his is the premiere search
engine marketing event
in Canada. It features

presentations and panel discussions that
cover most aspects of search engine
related marketing and promotions.

Incisivemedia, New York, NY, holds the
event. The organizers are two renowned
search authorities, SES Toronto Conference
Chairman Andrew Goodman and SES
Programming Director Kevin Ryan.

SES also presents Search Engine
Marketing (SEM) Training on the day
preceding the conference at the
Intercontinental Toronto Centre Hotel,
Toronto. Workshops cover optimization
and advertising strategies, analytics,
tactics and best practices.

There are several new sessions at the
main conference this year. They include
the following.

Search around the world: UK, Europe,
Asia Pacific & Latin America

Companies are rushing to get a piece of
the action internationally, but does anyone
really understand the marketplace? In

this session, attendees will learn how to
separate hype from actionable activity.
Leading experts from the UK., Europe,
Asia Pacific, and Latin America discuss the
global marketplace.

Universal & blended search

Search result multiplicity is not a new
phenomenon, but recent advancements
portend changes. How do the new
"blended” search results pages affect your
marketing strategy? Do these changes
mean that the major search engines are
eager to keep the “second click” on Web

properties they own? How popular are
the new blended search results with
users? This session promises to include
proprietary research data.

Getting found in maps & local search
Local search and navigation are gaining
in popularity and some available
business listings are free. Search engine
representatives and marketers provide

an overview of the new local search and
map interfaces and give practical tips on
the best ways of increasing the visibility
of your company in local results, as well as
improving your local reputation.

Paid search - advanced issues

The top four providers of paid search
programs now generate $20 billionin
annual revenue. But paid search is more
complex than a monolithic “media buy."
[t requires, among other things, planning,
bid strategy, ad testing, and regular
maintenance. Experienced panellists
provide their top tips forimproving and
measuring performance, finding bargains;
testing creative, navigating platform
quirks, and pumping up the volume.

Social media success
One of this year’s panellists promises that
search marketers have the potential to
"own" the social media marketing space
because of search’s inherent bias towards
ROI' measurement. Panellists will focus on
defining different measures of success,
and exploring case studies of social media
campaigns that worked.

Following is a summary of the complete
program for both days.

Search Engine Strategies Toronto
2008-Program at a glance

D Day 1-Tuesday, June 17,2008

JReqgistration
8:00am-9:00am (1 hr)

>Morning Coffee
9:00am-9:15am (15 min)

>Conference Welcome & Orientation
9:15am- 10:00am (45 min)

>0Opening Keynote
10:00am- 11:00am

YExpo Hall Grand Opening

11:00am- 12:15pm (1 hr 15 min)

Track: Get Me Up to Speed

Introduction to Search Engine
Marketing

Track: Practical & Actionable

Search Around the World: UK, Europe,
Asia Pacific & Latin America

Track: Advanced

Universal & Blended Search

INetworking Lunch
12:15pm- 1:15pm (1 hr)

Orion Panel: All Star Analytics Team
115pm-2:15pm(1 hr)

XSession Interval
2:15pm- 2:30pm (15 min)

) State of Search Marketing in Canada
Getting Found in Maps & Local Search
Paid Search - Advanced Issues
2:30pm- 3:45pm (1 hr 15 min)

YAfternoon Break in the Expo Hall
3:45pm-4:15pm (30 min)

dWorkshop
4:15pm-5:30pm (1 hr 15 min)

> Networking Cocktail Reception in
the Expo Hall 5:30pm-6:30pm (1 hr)

D Day 2- Wednesday, June 18, 2008

JReqgistration
8:00am-4:00pm

>Morning Coffee
8:00am-9:00am (1 hr)

JKeynote Presentation
9:00am- 10:00am (1 hr)

>Morning Coffee Break in the Expo Hall
10:00am- 10:30am (30 min)

drack: Get Me Up to Speed

Search Advertising 101

Track: Practical & Actionable

What's Different About B2B? Tailored
Strategies

Track: Advanced

User Search Behaviour

10:30am- 11:45am (1 hr 15 min)

INetworking Lunch
11:45am-12:45pm (1 hr)

JKeyword Research: Purpose, Tools
and Tactics, SEM Toolkit: Marketers
Share, Social Media Success
12:45pm-2:00pm (1 hr 15 min)

dAfternoon Break in the Expo Hall
2:00pm- 2:30pm (30 min)

JLink Building: The Basics & Beyond
Accessibility, Usability & SEO

Web 2.0 & Search Engines

2:30pm- 3:45pm (1 hr 15 min)

XSession Interval
3:45pm-4:00pm (15 min)

JSEO Don'ts, Myths & Scams

Site Clinic, Giving Credit Where It's
Due: Which Campaign Sold What?
4:00pm- 5:15pm (1 hr 15 min)

applicable site.

Say please: Ask nicely and hopefully
they will link to your site because they
want to support you.

5.Track and review your data

To continually improve your SEO processes,
you need to understand the visitor
behaviour on your site. It's easy to start
tracking this behaviour with Google
Analytics; it's also free and easy to set up.

At Avidian, we consistently look at what
keywords are bringing people to us, where
thetrafficis coming from, what pages they
are visiting and what actions they are taking.
We then determine how we can use this data
to furtherimprove our SEO efforts.

James Wong s the CEO of Avidiian Technologies,
makers of Prophet, CRM software for Outlook.
Wong has mastered the art of SEQ. His company
makes zero outbound sales calls and generates
allleads through inbound traffic driven by

its SEQefforts. For more information about
Avidian, visit www.avidian.com.

ZIPLOCAL, Contd from page 15

experiences. It provides relevant search
results from more than 1.3 million
businesses with maps and capability for
user-generated content. It focuses on
creating comprehensive and engaging
search experiences at neighbourhood and
city-wide levels.

"As online becomes a necessary
advertising choice in Canada, we are
thrilled to add these two leading and
complementary product offerings to
our existing arsenal of online advertising
options,” says Elaine Kunda, president
and CEO of ZipLocal Inc. “Offering top tier
search advertising products from both
Google and Yahoo! Canada ensures that
ZipLocal can offer one-stop shopping
for clients to develop highly competitive
keyword search advertising programs.”

This reseller program sees the
ZiplLocal sales team fully trained and
certified as authorized sellers of both
the Google AdWords and Yahoo! Search
Marketing products.

Under the two distinct agreements,
ZipLocalis confident of becoming the
“do-it-for-you, one-stop-shop” of online
Canadian local search. This has the benefit
of offering advertisers managed online
ad solutions, while allowing ZipLocal to
develop close working relationships with
its clients.

"With the addition of Google and
Yahoo! Search Marketing ad products, we
are poised to become a leading choice for
major keyword search ad campaigns,” says
Kunda. “As we see explosive growth in the
demand for top tier online advertising,
ZipLocal continues to keep pace. By
continually adding to our offerings we
strengthen our expertise as a leading
online only national advertising solution.”

ZipLocal began reselling Google
AdWords and Yahoo! Search Marketing
adsin April
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WHY ISN'T YOUR COMPANY LISTED?

Reach over 20,000 top DM professionals across Canada

for a little as $100/month

Contact Peter O'Desse at
800.668.1838 or peter@dmn.ca

COPYWRITER

DISTRIBUTION / DELIVERY SERVICES

Is Your Copy Costing You Sales?
My Copy Critique service provides an objective review of a direct mail
package, sales letter or ad. Existing copy or a work in progress.

You'll receive a written report that analyzes your copy in detail. | tell you
what works, what doesn’t work, what should be changed...and how.

Order a Copy Critique today. The first 20 callers receive my FREE
report on “How To Write Web Copy That Sells”.

Gerry Black, Copywriter
PH: 905-830-1015
gerryblack@hotmail.com

aeromail worldwide

finfernarional Mailing Services

BRemail - an alternative mailing service utilizing the delivery services
of a Postal Authority other then that of the originating country,
Benefits - faster delivery times to points worldwide, cheaper postal
rates, increased control over the handling of your mail
Aeromail Worldwide Inc - we are an international remail company located in Mississauga, Ontario.
Aeromail has been serving the international mailing needs of business clients since 1993. We provide
professional international document and merchandise mailing services at the most competitive

pricing, while ensuring your international mailing requirements are
met on schedule - everytime.

If you are interested in reducing your current international
mailing costs, while enhancing delivery quality,
please contact Mark Fagan at Aeromail Worldwide.

aeromail worldwide

International Mailing Services
2781 Thamesgate Drive Mississauga ON L4T 1G5
Tel 905-678-2040 or 1-800-618-7615 Fax 905-678-2420
aeromail @aeromail.net www.aeromail.net

MAILING EQUIPMENT

One stop solutions for the Production Mailer

=]
insource

ADDNFERSING FOURN FELDS

Exclusive Canadian Distributor:

o e Kirk Rudy o Vi,
\)“S\ Wy, o,
o e * Rena ing, 4 Iy,
oV oo NN
W\ “owf’)“oe e KAS 05y cap Corge
N e
¥° e Norpak %5

Data-Read-Print-Tip-Fold-Tab-Insert-Polywrap
and much more...

...we can help

Service and Consultation with Leading Technology

YOUR RDP FULFILLMENT GHECKLIST

M Provision: Post Office Boxes & daily clearance

H Real time online Web site inventory order system

B Co-Packing & packing of all types

B Computer services to build & maintain a valuable database

M Online facilities: speedy & efficient customer service

Bl Security warehousing with computerized inventory

B Picking, packing & assembly of materials at competitive prices
W Full management reporting & dedicated program coordination

IIIIP H“."I.I.ME“T [}[lIIPIIIIA'I'IIIH SERVICES: Literature & P.O.S. Distribution

1725 McPherson Court Pickering, Ontario L1W 3H9 = Cheque/Cash Refund Offers m Kit
1-800-563-1227 T: (905) 837-9394 F: (905) 837-9657 Assembly lCata|Ogue Fulfillment =

E: robert_pinheiro@RDP1.com www.RDP1.com Premium Offers

WHY ISN'T YOUR COMPANY LISTED?

Contact Peter O’‘Desse at 800.668.1838 or peter@dmn.ca

DM CREATIVE

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

WE SPECIALIZE IN PROVIDING QUALITY REFURBISHED MAILING EQUIPMENT

Bursters « Forms Cutters « Folders « Letter Opener ¢ Inserters
Labellers ¢ Inkjets » Postage Meters « Z Fold Feeders ¢ Inkjet Feeders
GBR Smart Feeders « Tabbers « Polybaggers

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

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

MAKE US YOUR ONE STOP SUPPLIER FOR ALL YOUR MAILROOM NEEDS

Get Something
For Nothing.

Looking for ways to improve your next DM piece? Visit
my Web site, click on to showease, and see what |
mean. (http:/www.designersinc.ca)

Or to get great hints monthly,
Subscribe to my newsletter todayv! It's FREE.
Simply e-mail me at: designersinc@sympatico.ca

Each month I reveal what works and why.
1407 - 89 Harbour Sguane, Tercnlo, Dntang M) ZH2

Phone: (416) 203-9T87 htipieaw designersing. i
E-rmal: designersinci@sympatico.ca

L BOWE BELL@HDWELL

MATIONAL FROVIDER OF MAIL PROCESSING SOLUTIONS

far aver O
; years

www.bowebellhowell.ca
1-B00-BE9-MAIL (624 5]

5650 Yonge Street, Suite 1820
North York, ON M2M 4G3
Fax: 1866.588.3291

To learn more about our products and flexible service offerings, contact
(Sales) John Wilbrink @& 1.800.889.6245 x 2014 4 john.wilbrink@bowebellhowell.com
(Service) Leighann Paulionis & 1.800.889.6245 x 2023 1< leighann.paulionis@bowebellhowell.com
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LIST SERVICES

Target the lucrative legal marketplace

with the

CANADIAN LAW LIST

The Canadian Law List is updated on an

omgoing, continuil basis to ensure optimal
deliverability and respose,

Market to upwards of G0,000 influcntial
barmisters, solicitors, Chiehec notanes and
Judges inover 1900 offices and 60+ specific
areis of practice throughout Canada.

Contact Helen Steenkamer today at 905-713-4376 to secure
your list to this influential and prestigious legal audience.

TF: 1-B&8-743-3551 = E: heteenkamerd@cihmedia.ca PRTIT . (o e ) L, VT

?m% Mailing Lists
8 . Huailable
gq"!g‘gzg ﬁ F]}Le‘d Ad dres S Hourseholds soross
Goode Marketing Inc. Canada
G Seniors S0+
LIST BROKERS & LIST MANAGERS Physicians
Dur mumber is awll you meedd Inyesiods
Contact Tara Dockeray [ 5= =SS Fafilws
We will alwayvs be there o answer yvour call.
Package Inserts
Fyallable
LA, Magazine
loeting partner, working togedher with yo to Sears Catalogues
s Sears Shipments
Call or email ws today & 905-750-002% Sears Mew Dutlook

dockeray@ficedaddressmarketing. com Hoidreaus Horzons

wwn finedaddressmarketing com

~ | PROFESSIONAL
b TARGETED
| MARKETING

Healthcare
Lists & Services

ACCURATE
Guaranteed delivery or postage refunded

COMPREHENSIVE
Physicians / Pharmacists / Pharmacies
Physiotherapists / Dentists / Hygienists
Chiropractors / Veterinarians / Dieticians

TARGETED
Profiled by primary practice &
lifestyle metrics

ONE STOP SHOPPING
In-house lettershop
Federally licensed drug storage
Product fulfillment services
E-mail and fax broadcast
Call centre

OPTIMIZING HEALTHCARE COMMUNICATIONS

Larry Giamou Larry@ptm-health.com
Carla Malinoff Carla@ptm-health.com

Tel: 905+415+1940
18667552138
Fax: 905+415+1946
www.ptm-health.com

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 for targeting

* 350,000 permission based email addresses

* Package Insert Programs to over 1 million households annually

* Modeling, profiling and research services

Find out more
Contact Tony Rizzuto at 1-800-603-4555 ext. 2290 | trizzuto@i-com.com.

Reach the right people. Achieve remarkable results

Business & Consumer Lists

Your One-Stop Source for the finest Canadian/U.S. Business and Consumer Databases Available!

* 1.5 Million Canadian Businesses
* 12 Million Canadian Consumers
* 14 Million U.S. Businessses
* 210 Million U.S. Consumers

infoCANADA

Sales Solutions

Updated Daily, Telephone Verified, Download Lists Instantly, Extensive Criteria

Visit infoCANADA.ca

Reseller Accounts National Accounts
866.562.2184 800.873.6183

Canada's Most Trusted Source for Business Contact Information

SCOTT'S

DIRECTORIES

Proven Quality Mailing Lists

Verified and updated daily

Pataly aew available on the |q|l|-;|m-u||3 sectors
Medical » Manufacturing / Industrial = Business

Rabiya Shalkh Tel: 416-510-6817 rshaikh@bizinfogroup.ca

WA, SCOTISCInecuories.com

100-26 Manogram Place, Toronto ON MR 465
Ted: 416-503-8000 ext. 2385 Faux: 416-503-3330
Email: jannott bewisifresalve. com

‘Web Site: www.resolee.com

nesolve

LEADER IN MULTI CHANNEL MARKETING SOLUTION

* Fax Lists

* Data Appending
* Data Analytics

* On line Solutions

* Mailing Lists

« Email Lists

* Telemarketing

+ Alternative Media Programs

Resolve Corporation, Canada’s largest Multi Channel Marketing Solution provider.
Contact Jannett Lewis or Kim Young to Resolve your marketing needs.

68,000 Canadian Lawyers

At lifteen cents a name,
CanlLaw has
the cheapest lawyers in town

Canlaw.com o 519-439-8884

AdOLlD3diIa
3DHNOS3Y 1
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CALL CENTRE PRODUCTS / SERVICES
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d .-.';‘:: LA FREINE AN

-
A LEADING &

NORTH AMERICAN CALL CENTRE P

& PROD CALES SERVA . TTONS
® PAYMENT FROCESSIN E I MEN
& JR0 PARTY WERIFICA .| [ KN
=5 L AT # L0 5
" IMER SERICE ARD N AN
5 B EX )| AFTE I S BLE

24 HOURS A DAY
INBOUND MARKETING RESPONSE

CQHCemer obCa

The leading Canadian website entirely dedicated to the publication of job offfers in

CALL CENTERS and CUSTOMER SERVICES

Advertising and marketing are key

'EE investments for your business.
You want TigerTel/UTR to
'.. answer that call when you
THE FPOW IR TO REIXIPOND Wantto
12 AWARD WINNING Increase revenue
LOCATIONS COAST TO COAST

Lower costs
Our conversion rates
are among the highest
in the industry.

Provide better customer care

Maximize every opportunity

CALL US NOW TO FIND OUT Don’t waste time!
HOW WE DELIVER WORLD Turn every contact into a
CLASS RESULTS. revenue opportunity today!

1-866-521-0366 OR VISIT www.tigertelutr.com

eMAIL MARKETING

Email 1s easy
.marketing 1sn’t

Inbox Marketer™

Consolidate all your
markating contacts
into a single online
database integrated

with your email
Campaigns.

inbox
(519) BRd-HRE

weerw Inbowmarketer com Continuous Chient Commumications

Contact
416.932.9555
justin@cstonecanada.com

y
¢ Cornerstone

GROUF OF COMPANIES

Cornerstone's mission is to
help our Clients find the
best prospects available
and to be the best in the
world at managing and
enhancing their customer
data.

We invite you to call us to
explore how we can make
your customer experience a
long-lasting one.

m DATA MINING & ANALYSIS
= SEGMENTATION & PROFILING
= PREDICTIVE MODELS
= PROFITABILIY ANALYSIS
m POST CAMPAIGN ANALYSIS & REPORTING
= WEB MINING
m STRATEGIC DATABASE MARKETING CONSULTING
m DATABASE DESIGN & DEVELOPMENT

CONTACT:

WE TURN INFORMATION INTO KNOWLEDGE,
AND KNOWLEDGE INTO STRATEGIC BUSINESS
INTELLIGENCE THAT HELPS YOU ACQUIRE,

LARRY FILLER AT 905-837-0005
LARRYF @BOIREFILLERGROUP.COM

OR VISIT OUR WEB SITE AT
WWW.BOIREFILLERGROUP.COM

DATA PROCESSING

Business & Consumer Lists

Your One-Stop Source for the finest Canadian/U.S. Business and Consumer Databases Available!

DEVELOP AND RETAIN CUSTOMERS.

* 1.5 Million Canadian Businesses
* 12 Million Canadian Consumers
* 14 Million U.S. Businessses
* 210 Million U.S. Consumers

infoCANADA

Sales Solutions

Updated Daily, Telephone Verified, Download Lists Instantly, Extensive Criteria

Bruce Christie
National Accounts
800.873.6183

Joe McCarthy
Reseller Accounts
866.562.2184

ENVIRONICS ANALYTICS

Visit infoCANADA.ca

Envision. Analyze. Succeed.

Canada’s most experienced
team of geodemographic
professionals.

Premier provider of PRIZM CE,
the most innovative customer
segmentation system available,
combining geodemographics
and core beliefs.

Best-in-class analytics,
insightful reports, up-to-the-
minute data.

Cutting-edge site modelling.
Customized reports and maps.

Whatever your marketing
challenge, Environics Analytics
has the expert
geodemographers, statisticians
and modellers to design the
analysis, conduct the research
and implement the results.
Environics Analytics: Full-
service, one-stop, up-to-the-
minute and focused on your
business success.

Let us show you how we shine
a new light on trade areas,
sales territories, target markets,

——— site selection and more.
—‘
= www.EnvironicsAnalytics.ca
ENVIRONICS

Toronto 1-416-969-2808

A N A L Y T I C S
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DATA PROCESSING

DIRECT MAIL SERVICES

Database Hygiene | Database Consolidation | mtabau Hanlgjﬂ.-n

¥
Mail'OTM Data Production E-Iﬂi;-ﬂ:.i Database |

el ligence Enhamemenl'l"

For the pasi 12, years Production Data Corporation has been an industry leader
as a dalabase sulssurce pariner o major Canadian and US corporalions. We
speacialize in both Business-to-Business and Conswumer Databass Marketing.

Each of our customer service representatives have at beast 20 years experiencs
as database markeling advisors.

Our propects range from simple pre-mail data sendcas (MCOA menge’purge,
LCP, alc.) to comgleda database consolidation and CRM integration.

Production Data Corporation

Tharmhill, 0N  wew pdeservices com

Contact; GARY BENMETT 905-T71-9575 «227
gary@pdesenices.com

C
pdc

Erabing the trensformation of data into knawledgn.
arl bnowledge into profit!

Data Warehouse Development, Data Maragenent and Business Inteligence Services.
i vk 10 Paslps you gt 1har miost from your database matioeting efforts. W Fave Bhe dils
and geEnenie b help!

Diata Maning Analytics

Data Warehouse Developmant
Predictive Modizis

Drect Mall Data Maragement Solutions:
Business [nbelligents Serices
Strategic PlanningConsulting

LT AT N AN P o LI el et e | |

& - infolmisc.oom | 10G-50 Acadia Ave O | [ - s05SHk1 T

DIRECT MAIL SERVICES

MAILING
MADk EASY!

Caomplabe Data Sarvices & Cusiom Programming

Address Correcton & Prosorting lor Discounted Postage Rales

Complate Lettershop Services including Intelliigent insading

inkjat Addressing/Laballing Tabbing
High Speed Lasar Printing including Invoszing & Statemants

Parsonalized Colour Laser Printing

Canadian, LJ.5.A, & International Mailings

Complate Design & Print Sarvices

Frea Postal Consullation Available

i?mix

DIRESCT WAL SERYICES

i-18E% Meyerside Dvive, Mississampa O LAT 14G7

www.moediamix. com

mediamix.com = Website

Email: sales

Tel: 905.795.0930 Fax: 905.795.0932

FULL SERVICE

Discover The Secrets of Successful DIRECT MAIL Printing!

Based on almost 3 decades of hands-on experience, this ebook
will save you time and money. Available for a LIMITED time only!

Go to www.dm-printing-secrets.com NOW!!

Master Delivery Series —all-in-one
professional Mailing Software Suite,
consisting of:

SmartAddresser— SERP® Certified by
Canada Post for Address Validation and
Correction.

SmartSort— Reduce postage costs by
as much as 54% by presorting with the
professional’s choice.
SmartLookup—“Pop-up” address lookup
within Windows applications.

Each component also available separately!
>
Il

B R L e |_'-:-...-|-r1.

(Canadianl&
U'SYMailinglSoftware,

Correcting Morth America’s Addresses for More Than a Decade,

Canadian Addresses

U.S. Addresses

SmartAddresser 2020—- Our all-in-one
U.8. mailing software suite includes CASS
certified™ address correction, PAVE
certified™ presorting, duplicate detection,
job scripting and more.

Accullail Gold— Postal address correction
for your mail center, call center or website.

New! Your US addresses are kept right up-
to-date with web-based updates, so you
never have to worry about having the very
latest information at your fingertips.

Callus today at: (888) 227 7221 or (805) 964-3934

Email: sales @ smartsoftcanada.com

Web: www.smartsoftcanada.com

5290 Overpass Rd. Suite 132, Santa Barbara, CA 93111-2048

FULL SERVICE OPERATIONS

Fast turnaround

Y 4

U o e B B, 3:
(St ]

D, Covnils BVW TR
Fac iy d0d-de %
Elbbirt o) 2 i i) 47

Over 25 Years Serving you

Address-All
Mailing

Services Ltd.
COMPLETE DIRECT MAIL & FULFILLMENT SERVICE

Data pre-sorts for discounted postage
Ink jet address ¢ Laser variable print ® Fold
Video match insert » Tab/Clip seal * Burst
Polybag (Sitma) » Booklet bindery with 3 hole punch

Quotes: sspencer@addressall.com
1048 Ronsa Court, Mississauga ON L4W 3Y4
Tel: 905.625.5137 « Toll free: 800 567 3233 » Fax: 905.625.8619

e
. (9 0 63K dpi)
Dampmenive |enerihap Servces
Bl Sasot

Mlﬂlﬂmlﬂ

416 - 321 - 9699

Solutions

———

# Complese Mail Processing
"' List Procurement

# Printing Services

# Database Marketing

* Diseribution & Fackaging

AdOLlD3diIa
3DHNOSIY
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* We’re Specialists: Custom Data Imaging
Corporation is a communications and print
firm specializing in the development and
execution of direct response and variable
1-to-1 initiatives.

We know how to deliver relevant messages
and images combined with the power of your
brand.

* We are experienced: You can trust our
technical expertise and best practices for B2C
clients across many industries.

)

4
Custom Data Imaging

CORPORATION

...above and beyond...

» We understand data-driven programs:

WHY CDIC?

* We’re leading edge: At CDIC, we love a
challenge and are always looking for ways to
“push the envelope” to deliver more to our
clients.

* We’re full service: We offer you conve-
nience, efficiency, flexibility, and value from
our secure premises.

* We deliver results: Typical response
rates for variable data initiatives are 13-15%

higher versus traditional direct marketing
methods.

Tel. 905.415.CDIC (2342)
Toll Free 1.888.957.CDIC (2342)
Fax 905.415.9197

sylvia@customdataimaging.com

www.customdataimaging.com

We’re all about R.O.I.

A True Full Service Operation
From the Design Studio fo the Post Office

«Creative Design
- Printing Services
«Data Processing
»Personalization
» Lettershop Service
«Canada Post Approved
 Fulfillment

...and much more

FULL SERVICE OPERATIONS

J Data Processing

or 0‘ Complete Lettershop
o'r’l it 5peciali1ed Hand Eﬁemhh

LHT;W:'!-H?&“ d'mﬂgs Laser Personalization

= - IS/ international

THESOLEeTMAlL  Fullment

Printing

All you need is ONE

THE F5A GRﬂUj‘)
* Data

* Laser

= Lettershop

= f Colowr Varisble Print

= Wab to peint

* Futhlfrmenit

= Call Centre

* Contest Management
£ Febate Prog

= Mail Comsolidation
& Loglstics

All services under ONE roof
See for yourself

ok pins BE rifrer oF Chesth, ui ool

it v Brapfiagroup.com

k Rd., Markham,

033 = e=mail: saes@ e S agnons, oo =

MARKETING

215 Carlingview Dr., Unit 311
Toronto, ON M9W 5X8
416-674-6444
sales@dxpmarketing.com
www.dxpmarketing.com

- Inkjet Envelopes or Direct Impression

- Inserting: Automated and Manual
- Addressed Admail and Publication Mail
- Polybagging, Tubing, Hand Assembling & Kits

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

www.completemailing.com

- Mail Merge and Personalized Laser Printing
- Address Verification/ Correction and Postal Sortation
- Data Entry and Database Management

- Photocopying, Collating, Stapling, Folding & Printing

POSTLINX

4 Pitney Boweas

Postlinx.
Data-to-mail solutions that
move your business forward.

And now, as a Pitney Bowes company, we can offer you mare than ever,

Al Pealline, wai've bosn shaping he cturts of datarke-mail and direct markelieg communicaiions in
Corada sirce 1947, Evaryihing wo do hos boon bcwnand on THTEINg CUr CuicmoTs forword, with
e Il:n.'ll-u-hn'. |:--\J"\-'i|.'r pibewirt, DD S e

Ao newiry e Deinderny the wriry b nemees before, Baouie Pl is fere @ Py Bl cowmpsing
O rllosicnahip wish thay woarld™s borpmcnt mailing soluticns. compsary corlirms cur posifics oy o
ading Ferce in dota ke sl comeranication. More than aeer, cur durkemers coe u e alnangh,
whmyiby ol h-.hmlugl'.d g oty ol Pedilmx

Tolk i us. Diwovar hosw Postling b constontly kooking o tha ke o beller commanécotion wolulion
Ared by pow con book Rarweand B [greler SUSEEds boccrnn of

A0 Birchemount Food Scorborough O MTF SET = 416,752 8100 = e, proall . oo

AL\ S

DATA SERVICES

N
g- Andrews 4-226 Industrial Parkway North
4

MAILING SERVICE  Aurora, Ontario L4G 4C2
Est. 1951

INKJET LASER

INSERT

AFFIX POLYBAG FOLD & SLIT
FULFILLMENT CO-PACK

www.andrewsmailing.com - tel: 416.798.7557
email: jcampbell@andrewsmailing.com

Client Driven - Results Oriented!

At Wood & Associntes -
ewverything is aboul pog.

We meet your timelines while
maintaining the high level of
quality mncd imlegnily powr
project deserves.

We lake the time to understamnd
rour business poals & develop a
!un:ru:rsh'ip [F4] hl:'lpmgm there!

= Customized Process Dasign

- Applicaticn Programming

= Daka Enfry & Dataka s Mgl

= Wabsi#te & Direct Mail Fulfilliment

= Imfcamation Capilure — Donalion & Sureey
Intaks, Rebates via fax, mail or e-files

« Lasesr Parsonalization | Inkjel

= Full Lettershop Servioss

» Bpecially Mailings — PalybagiShrinksrap

“249 years of satisfyving our clients "
w Wood & Associates
Direct Marketing Services Lid.
2237 FIRMUHIMENSE PIUSRE SCARBORCMUGH O MIX 2E]

TEL: 416=-F05-2510 FAX: 4 16-295-25% TWERSITE: wwsr woasd -and-avesrizres com
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FULL SERVICE OPERATIONS

WHY ISN'T YOUR COMPANY LISTED?

Contact Peter 0'Desse at 800.668.1838 or peter@dmn.ca

Telephone: D05 554 00150 | “00S 584 6816
Fax: 505 564 T24E

Todl Frae: 1877 247 1864

Address: TS Suiperd Bhad

NEsainsaugs, ON 5T 2x8

DATA DIRECT

TRENILCTIC RS, b DISLCT WL, Pl P T

Data Direct continues: 0 provide the direct mail industry with
inngvates methods to maat all marketing demandgs and budgets

=ram pnnt bo mdad, we can facltate all your needs

W will lower your costs while proveding optimum efficiency
and maintaining the utmost inbegnty

“Canada’s largest mall processing company!™

Firtd out wiy at: whwer datadirect cd

af coritac
*Debbie Major-Director of Sakes
“Morm Burns-\VF of Sales
Pierre Vallee-Business Development
John Clucas-Graphic Design, Print Managemeant

24T EMERGENCY CALL - 416 201, 1420

SMART

It can be done.

# Dala Processing  + Full Lattershop

# Laser - Sheel, # Specialty Finkshing 4 Stalement Processing
Continuows & MICR  Glue & Tipping # Poly bagging/Shrinkwrapping

# ADS (T-P) production & Complex Selimailers

# Saddle Stitching # And more ...

# Inkjetting - simplex/duplex

# Colour Laser
# Full Bindery

Ph 4163544210 324 Homer Ave, Unit A Etobicoke, ON MEW 123 Fx 416.4617.9201
g=mail: jleonard@smartdm.ca or visit ouwr wabsites: www.smartdm.ca or cover-all.ca

Lettershop |8

EXI] B r[S We Save You Money!

Big job (1.9 million per year) or
small job (500 per month)...our
cutting edge Lettershop delivers.

Publishers Clearing House, The

Walrus, British Columbia Magazine,
Canadian Living, Explore, Men’s Health,
Prevention, Runner’s World, Vancouver
Magazine, Western Living, Canada

Law Books... just to name a few.

Find out why these savvy marketers
have chosen CDS Lettershop, and
why you should too:

m— Call Shannon Dick for a No-Risk,

I — N .l--'= Money-Saving quote today: ext. 3311
CDS Global /

Formerly Indas 1-800-749-7553 WWW.CDSGLOBAL.CA
[rata Processing Laser Printing
I » + Mlenge Punge + Heidelberg & HF Frintess
I « Custam Programming & « Indieve Personaliped Soinebed
Reparis Brochures
« Diata & List Management v SimplesDuplex fpplications

+ Bidress Validation
+ Canadian & LS. Prasarting
+ Degital Asser Mansgement

« Full Varizble Imaging
+ Warkcus Paper Mocks & Simet
CLIXNX Direct Marketing
Services In.
BB Maner Awe
Tomonio, OB M18 SH7

Lettershop Services

« High-Speed ink-Jet + FEyaad Programs
Personalizalion « Buirst, Teirn & Fokd

« RIES Autcrmated Polybagging « Specisl Inserting & Collating

«Ingerting - Upta 9= 12 « Print Management Services

« Cheshire & PS Labeling + In-Hawse Courier & Shipping

+ Product Fulfillment

T 416609 1638

C as600 60

Bindery Services
‘ i Clismdires Logm

+ Perfen Binding « Frodsct fokdineg Inclisding
« Bipolk 7 boddet making o l-Fold & sl
capabilithes + Bursting
Call Mk Todd ot -Elu:d wlfimle;ll . + EIUI;@:;::' glee-dat affixing
+ Fusgitive gluing & tipping assermbly
moanion H-or smas « Prochisct trirnminsg and « Tabbsing

nockigciboafingcLoomm outting « P%, chashire and specialty

« Perfing & scoring labseling Eroll Labels)

Success happens when everything Clixx ™

so-lu-tion (so-loo’shen) n. process of finding an
answer or response to a problem or difficulty;
the answer itself.

Linking Datag\ Response
» DATA
> MAIL
» PRINTING .
» FULFILLMENT solutions

(519 681-6776

Toll Free: 1-888-699-WATT

www.wattsolutions.com Since
40 Micro Court, London, Ontario NGE 2T5 1922

DIRECT MARKETING LEADERS

+ Database Management

+ Canadian, US & International Mail Services
+ Fulfillment Services

+ Contact Centre

+ Facility Management

www.keycontact.com

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

Helping You Tell Your Story!

& + Data Processing
« Laser Personalization
» Canadian & US Mail Sorts

» Complete Lettershop Services

:“""i | - .-'F'": I « Project Management
Al xs:.-' - « Kit Prep & Assembly
parEting Servioes Inc

* Innovative Solutions

Pillar Direct Marketing Services

750 Birchmount Road, Unit # 47, Toronto, ON M1K 5H7

Phone: (416) 755-9494 Fax: (416) 755-4343

Contact: Peter Bekiaris Email: pbekiaris@pillardirect.com
Tony Grosso  Email: tgrosso@pillardirect.com

YOUR RDP FULFILLMENT CHECKLIST

M Provision: Post Office Boxes & daily clearance

Bl Real time online Web site inventory order system

W Co-Packing & packing of all types

W Computer services to build & maintain a valuable database

B Online facilities: speedy & efficient customer service

B Security warehousing with computerized inventory

B Picking, packing & assembly of materials at competitive prices
Bl Full management reporting & dedicated program coordination

IlIII’ H“,HI,I,ME"T (}IIIII’IIIIA'I'IIIH SERVICES: Literature & P.O.S. Distribution

1725 McPherson Court Pickering, Ontario L1W 3H9 m Cheque/Cash Refund Offers mKit
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with Billy Sharma

Rick Jones

Leadership lessons learned

Rick Jones is the new president of the Direct Marketing Association of Toronto. He is well
suited for heading such a volunteer organization having gained considerable knowledge
of the traits of leadership from many of the people he has worked with during his career.

-9 DIRECTEPERSONAL

omeone once said that there
is no monument dedicated to
the memory of a committee.

However, we all know that it is often the
initiative and passion of a group which gets
things done. Never has this been truer than
when it comes to running an organization
like the Direct Marketing Association of
Toronto (DMAT).

This organization has survived because
volunteers have generously given their
time and effort to keep it going. Sure there
are committees who have the final say but
you need one person in charge who steers
everyone else and makes sure all stays on
track. For DMAT this year it is Rick Jones,
the new president of the organization.

Rick was a natural choice as he has a vision
forthe organization that is geared toward
notonlyits survival, butalso its vitality. It
won't be an easy job and | applaud him for
taking over the helm of DMAT.

Rick made the observation, and | had to
agree with him, that up until now DMAT
has been an old boys club but he intends
to change that. His goal at the end of his
two-year tenure is that the association will
have a more youthful infrastructure more
designed to encourage and coach young
people, acommitment that will top the list
of activities he will devote his time to.

Rickis a remarkably driven person so
you have to take time to truly understand

built the business up again.”

Rick learned that the best leaders think of
the people involved, not just the company.

The direct marketing bug bit him when
Rick joined Canada Postin 1992, which at
thattime became a Crown corporation.

"My first job at CPC was to be in charge
of 'Quality Assurance'- testing various
postal work flows, measuring accuracy of
sorting across all product lines including
Priority Courier and Admail.

"Canada Post was a fantastic training
ground and the things | learned there
some 20 plus years ago still help me with
my customers today

"My first sales manager was Hugh
Burgess, who introduced himselftoa
group of us with these words, "Some of
you have been told that you now work for
me. That is incorrect. | work for you.”

Rick learned that leaders are there to
make the members of the team successful.

Best of the best

From Canada Post, Rick went to York Litho.
"One of the best places | have ever worked

forbarnone," he emphasized. "l was lucky

to be at York Litho when some of the best

of the best were all working in one place at

the same time. Folks like Bob Flynn, Doug

Andres, Len Boston, Ray Raiskums and Bob

Coleman, ...lamtalking about some of the

brightest folks in the industry at that time or

After Transcontinental purchased the
company Rick bounced around with
notable stops at: SMR/Tytrek when the two
businesses came together; at Quebecor
Direct where he was vice-president of sales;
at Transcontinental Direct managing inter-
company and DM sales and now at AllM as
the director of sales.

"At Transcontinental Dan Whitehead,
the senior vice-president, would take all
my staff out to dinner along with their
wives every quarter when we hit our
budget, thanking all of us for our efforts,
truly recognizing that family and work
must be in balance. And once again
confirming that little things make a big
difference."

Steering through rough seas

At Quebecor Canada he remembers how
President Chris Rudge once said to him,
"Anyone can steer a ship in calm waters; it's
areal leader who can manage the business
through rough seas."

And how working with Rick Lambert,
the plant manager, was always great
because "He was like a great business
partner", while Terry Stevens (The Doctor)
afellow sales person had a unique view
of sales and client relationships. "He was
amaster of THE SPIN. This guy could sell a
heat lamp to Al Gore.

"It's hard to jam 26 years of my life into

"The best advice my dad, Gord Jones,

gave me was, ‘Shut up and listen, that's what

rn

sales is all about.’” "-Jones

him. | suggest you read between the lines
of what he says to discover the true Rick
Jones, his real values and his beliefs.

High school job
Passionate and straight up about business
and life, he is careful to give credit for his
successes to people along the way who
have had a lasting effect on him, starting
with Herb Rice, the first person he worked
forwhen he was in high school.

"He owned a feed millin Caledon
and was about to retire when the entire
business literally burnt to the ground,” says
Rick. “He kept everyone employed and

any time atall"

He remembers with a smile that
Matt Penstone, the sales manager, used
the phrase, "It's not a problem; it's an
opportunity.”

Orhow he learned from Len Boston,
one of the top sales persons. "Just listening
to him on the phone was an education.
Len through his calm professional delivery
smoothed over any issue, it seemed"

And how Doug Andres, one of the
smartest general managers ever, helped
him close many large complex deals like
those with Shell Canada and The Brick. "He
never once let me fail."

one face-to-face meeting with you," he
said, "but of all the places | have worked
for, for all the clients I have helped, all

the sales | have made, the late night

press approvals | have attended, the
clientlunches that never ended and
endless hours | have spent in tradeshow
booths, I think the most memorable work
experience, that changed my direction,
was with Bob Flynn.

"At that time Bob was with York Litho.
Bob was and still remains truly one of the
nicest people I know. He took me under
his wing and made it easy for me to be
successful. And whenever I screwed up,

Bob would quietly call me into his office
and ask, ‘Well Bozo, you're not going to
make that mistake again are you?” Bob
taught me that it's okay to make the
occasional mistake once. Only once."

The occasional mistake
"Have you made the occasional mistake
only once?" | asked.

Aftera moment of thought he replied,
"Of course not | twice stayed on with
companies longer than I should have.
Butin both cases | was sold on an idea of
helping build the company.

"In one case | showed up for my first day
and there were no phones or faxes nothing
not even the guy who had hired me.

"In the second case I was courted by a
company at a fairly high level and a deal
was put together that | was really excited
about. My first day at work | was informed
that my boss had been transferred to the
U.S.and the job I was hired for was being
re-organized. In both these cases | tried
to hang in because things do happen and
the intentions of both the individuals who
hired me were honourable and good. |
have been fortunate to work for many
companies over my 28 years.”

Rick has salesmanship in his blood. He
grew up as the son of a print salesmanin a
very small town, in Caledon northwest of
Toronto. He lives there to this day.

Broadcast aspirations

"I had aspirations to be a radio broadcaster
and convinced my dad to cover my tuition
togiveitatry, butl must have made a
wrong turn at Albuquerque. | was always
jealous of folks in high school and college
who knew exactly what they wanted to
do. [t took me a lot of time to understand
that what | enjoy and what | could make a
living at could be one and the same thing.
I studied marketing in college, which
really helped mein sales, as many of my
early clients were people from advertising
agencies, so | could speak THEIR language.

"The best advice my dad, Gord Jones,
gave me was, ‘Shut up and listen, that's
what sales s all about.”"

Rickis married to Shelley. They metin
high school and have been together for
longer than 20 years.

"I have made it quite challenging for
her on some occasions but in spite of it all
she is still with me. We are blessed with
two wonderful boys, Spencer and Kacey,
who are both in French Immersion - one is
in high school and one in middle school.

Rick Jones is intent on changing the

perception of DMAT as an old boys
club. His goal at the end of his two-year
tenure is that the association will have
a more youthful infrastructure that is
more designed to encourage and coach
young people. It’s at the top of his list of
activities for DMAT.

Our world revolves around the kids, from
snowboarding to baseball to mountain
biking to music or just hanging around the
poolon a hot summer day. Life is good.

"About four years ago | took up
snowboarding. | have never skied before
so this was a cold start for me. | strapped
on the board and I'm happy to report no
broken bones so farand I'm now a Gnarly
Dude according to the kids. | coach two
baseball teams in the summer, | play guitar
and host a youth radio program, called
'Songs from the Woods' at Caledon's radio
station. So, my dad has finally seen that
his tuition investment is finally paying off,
better late than never.”

Sunburn tale

And of course there were funny moments
too, like his trip to Calgary. Rick narrated
the story. "Two colleagues, Michael and
Ray, and I once went out west to Calgary
to meet several clients. We flew out on

a Saturday and had Sunday to kick back
and relax. We decided to drive to Lake
Louise. It was a spectacular spring day,
snow everywhere but beautiful and sunny.
We thought it would be great to siton

the patio and have a few soft drinks and
catch somerays. I recall | sat facing the

sun head on with one person on my right
and the other on my left. We sat there
talking for several hours. The next morning
we headed off to our first meeting, | had
sunburn on my full face while the other
two had sunburns on only one half of their
faces. Our clients found it pretty funny, and
sodid we.

"l was a volunteer fire fighter for 13 years
for The Town of Caledon and on more
than one occasion | was reminded of what
is really important in life as I pulled broken
bodies from smashed cars or helped
people from burning buildings.

"My life, like most lives, seems to be
built on great joys and great losses. And as
John Lennon said, Life is what happens
to you, while you're busy making other
plans.”"

Billy Sharma is president and creative director
of Designers Inc,, Toronto. He can be reached
at416.203.9787
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ampaign helps printer franchises
build business in niche markets

Personalized and relevant components resonate with prospects, attract them to “Lunch and Learn”events and prove the sales approach works.

BY PAT ATKINSON

On May 12, Print Three

Franchising Corporation (PTFC)
received the 2008 Gold Frankie Award from
the Canadian Franchise Association (CFA)
in the Direct Marketing category. PTFC's
campaign, “Real Estate 1to 1," was deemed
the winner, based on clarity of message,
originality of concept, effective use of
medium, quality of execution and overall
presentation.

Finalists were selected out of a record-
breaking 237 entries from franchisors, ad
agencies and support service companies.
Eden Advertising and Interactive Inc.
developed the creative concept, copy
and design.

So, what can be learned from
this award-winning direct response
application? Plenty!

PTFCis a 35 year-old Canadian franchise
organization with 60 owner-operated
locations across the country. Althoughits
core business focus is Canadian Fortune
500 companiesin a broad array of
growing vertical markets, some of PTFC's
individual franchise locations were still
more knowledgeable about conventional
printing services than the digital print
and procurement technology needed for
today’s requirements.

This meant that prospects and clients
often weren't aware of their local Print
Three store’s ability to produce the kind
of sophisticated printed pieces they
required. Thatis, until Andrew Hrywnak
began to mastermind the company’s
marketing. As president for the past five
years, one of his roles has been to run
marketing campaigns from head office
aimed at benefiting the company’s
franchisee network including, helping
owner-operators work through their own

results by using direct mail pieces to
promote our events.”

Research

Along with Eden Advertising & Interactive,
an agency that specializes in designing
and developing lead-generating
marketing across all media, PTFC set out to
identify its best prospects and clients, with

an eye to building on its strengths in digital

printand procurement technology and
expanding its business base in niche
markets. InfoTrends/CAP Ventures, a
worldwide market research and strategic
consulting firm for the digital imaging
and document production industry,
provided advice and information about
the specific printing needs inherent in
each of the vertical sectors that PTFC's
franchisees identified as their key markets:
real estate, healthcare, pharmaceuticals,
legal, insurance, financial, and
associations.

Eden then used this intelligence
to develop messaging, photography
and direct marketing pieces that were
intended to resonate strongly with
prospects within each respective
market.

“We believe that if a client is going to
spend any money on a print campaign,
particularly in direct marketing, the pieces
must be unique, noticeable, relevant
and as personal as possible to the target
in order to be effective,” explains Esther
Willinger, agency president, who acted
as account director on this campaign.
“For Print Three, we created a series
of four mailers for each vertical, with
customized headlines that clients would
find appealing.”

The target audience for the real estate
1-to-1 campaign was directors of sales

Mail components include four highly personalized 8.5 x 5.5 inch postcards with relevant
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messaging and photos. Three of the cards familiarize the prospect or customer with

Print Three’s services that are relevant to their needs and build name recognition for the

local PTFC store. The fourth is a call to action asking prospects to reserve their seat at a

“Lunch and Learn” event. All four cards rely heavily on variable data printing.

and suggests services that Print Three
could provide to address them.

Although the first three cards indicate
the time and date of the upcoming “Lunch
and Learn” session, their key purpose is to
familiarize prospects or clients with PTFC's
services and build an understanding
of what they could be used for in their
business. These cards also build name
recognition for the local PTFC store.

The fourth and final post card
culminates in a call to action. Prospects
are urged to reserve a seat at one of the
upcoming live “Lunch and Learn” events

“The pieces must be unique, noticeable, relevant
and as personal as possible to the target in order
fo be effective,” — Willinger

marketing plans and close sales.

[twas Andrew’s idea to implement
“Lunch and Learn” events to help
franchisees demonstrate how PTFC could
help its clients become more effective at
their business. Although at the time, it
was a great concept, convincing prospects
and customers to attend a seminar about
printing was no easy feat, even with a free
lunch provided.

“When we first started doing these
seminars, | might have had one to two on
amonthly basis and | was disappointed
with that,” Hrywnak explains. “| wanted to
take it to the next step to see if | got better

and marketing of major commercial and
residential real estate firms. In some parts of
Canada, top-performing agents were also
included. Four postcards were sent out to
each recipient over a one month period.

Components

Ononesside of each of the four 8.5x 5.5
inch postcards, the prospect’s name

is featured prominently in a relevant
headline, along with animage of areal
estate executive or agent. The reverse side
includes messaging thatis so relevant that
it “proves” the sender understands the
printing needs of a real estate company

inthe area, or if timeis anissue, to arrange
with the printing franchise to have their
lunch delivered to their office and attend a
seminaronline.

Personalized and relevant

Needless to say, PTFCdid its own printing
for this one to one campaign. (PTFC's Smart
Document Centres are equipped with
some of the most up-to-date printand
procurement technology.) It employed
variable printing techniques on the
sender’s store location, the particulars

of the specific lunch and learn seminar,

the recipient’s name for the headline, the

recipient’s name and mailing address,
and the matching relevantimages and
messages.

"This vertical marketing piece was the
first step in getting our customers used to
one of the simplest forms of printing we
can do forthem,” Hrywnak underscores.
“As soon as we started doing this, | was
leading eight to 10 ‘Lunch and Learn’
events on a weekly basis. The key was to be
able to say, ‘I sentyou a printed card to get
you into this room and you're sitting here
right now. You could be doing the same
thing with your customers.”

He adds that because the target
audience of marketing and sales directors
are sophisticated customers who
quickly understand the concept and
want to determine what they have to
do to use similar technigues within their
organizations, it is a fairly straightforward
exercise to convert them to customers
once they have attended an event.

Results
Hrywnak says that the average response
rate from this campaign was three to six
percent. What is even more impressive
is that the close rate after each of the
lunchtime sessions was 70-80 percent.
Overall, real estate 1to 1 (and identical
campaigns in each of the company’s target
markets) enabled PTFCto build a better
reputation and a stronger network.

This simple strategy translated into
new business and solidified for Hrywnak
something that he would go on to teach
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Client:

Print Three Franchising
Corporation (PTFC)
Campaign:

Real Estate 1to 1
Agency:

Eden Advertising &
Interactive Inc.
Creative Director:
Jane Bongers (Eden)
Art Director:

Rachel Yu (Eden)
Copywriter:

Jane Bongers (Eden)
Project Manager:
Olga Mete (Eden)
Production Manager:
Nancy Morencie (PTFC)
Account Director:
Esther Willinger (Eden)

franchisees and clients to their own
benefit-- that well executed one-to-one
marketing works effectively and “the sky
is the limit.”

Building on the success of this
award-winning campaign, PTFC and
Eden subsequently designed and
launched 22 seminars in 2008, entitled,
“The Extreme Digital Event,” across
Canada—supplementing the direct
marketing components with email, purls,
surveys and residual data from them. The
names of prospects who attended events
were entered into a contest for one of
three significant prizes. Thisaugmented
process resulted in even greater returns
with 10-12 percent response rates.

“Atevery one of these events,
franchisees gained new accounts and new
business and some of these franchisees
hadn't seen anew clientaccountina
long time,” Hrywnak stresses. “Our goal
is to bring our customers results: tangible
results that you can show them. That's
unique.”

Pat Atkinson is a freelance journalist who will
become editor of Direct Marketing starting
with the July issue.
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The business challenge
In the area of sports, this
first stage of data mining
(identifying the business
problem) would determine
if a data mining or
analytical need exists.

DYNA

with Richard Boire Boire Filler Group, Pickering, ON

" Sales analytics behind sports teams

Alternative data capture
To pursue meaningful
analytics, the sports
organization needs to
think of alternative ways of
capturing the transaction
behaviour for historical
pUrposes.

ICS

Fan segmentation

The first analysis would be
grouping customers into
high, medium, and low
value segments through
deciling the fan base and
determining how much
each decile contributes to

Merchandise sales
Even if putting bums in
seats'is nota priority for
such super brands as the
Toronto Maple Leafs orthe
Boston Red Sox, there is
always the opportunity to
sell more merchandise.

For some fabled sports teams like the Toronto Maple Leafs and New York Yankees, printing tickets is akin to printing money. Other
sports organizations have to work harder at selling tickets to their fan base. Here's how they can benefit from data mining and analytics.

he marketing world, in
particular the direct marketing
world, has relied on the use

of data mining and analytics to arrive at
various marketing solutions for many years.
In previous articles, | have stated that the
use of data mining and analytics has been
akey business discipline for some direct
marketing firms since the 1960's due to
their significant investment in technology
atthattime.

Intoday’s world, the investment to
conduct analytics and data mining is
no longer a barrier to entry within the
market place. In fact, the use of analytics
is a regular ongoing process within the
marketing discipline with advanced
statistics such as predictive models being
the preferred data mining option.

Marketers now recognize that their
overall vision of targeting the right names
with the right offer and at the right time
can only be achieved through the use of
data mining and analytics. Yet, it should be
no surprise that traditional non direct-
marketing type companies have begun to
adopt these disciplines.

A couple of recent books that have
become quite popularin the business
world (Competing in Analytics by Thomas
Davenportand Moneyball by Michael Lewis
) emphasize the importance of analytics

“Historically, sports marketers have

in the 21 century. The most significant
commonality inthe two books are the
authors' discussion of the entertainment
sectorin adopting analytics and data mining
as a key competitive discipline.

To those us who have been schooled
within the direct marketing discipline, our
inherent bias is that every business can
leverage direct marketing to its advantage.
Yet, as discussed in earlier articles, this is
not always the case.

The business challenge

As with any business challenge, we need

to understand how the business makes
money and whether this can be done more
effectively (increased ROI) through the use
of data. Inthe area of sports, this first stage
of data mining (identifying the business
problem) would determine if a data mining
oranalytical need exists.

Forexample, if you are a flagship team
like the Toronto Maple Leafs, New York
Yankees, Boston Red Sox and perhaps
afew other organizations, you do not
need to be very effective in achieving
your goal of ‘putting more bums in seats
cost effectively’ As a matter of fact, these
organizations are prime examples of price
inelasticity whereby prices can easily be
raised withoutimpacting overall ticket
demand. The use of analytics and data

Historically, sports marketers have
attempted to fill seats by pouring dollars
down the mass advertising funnel.

But this has not achieved the objective
of being able to ‘effectively’ fill seats.
Sports marketers in this scenario need to
understand the concept that ‘Not all Fans
are created equal’ which is awfully familiar
to the standard customer relationship
management (CRM) slogan of ‘Not all
customers are created equal’.

Of course, the capability to effectively
do thisis based on data and whether
information is being captured and stored
in some repository. Ifl purchase a baseball
ticket, we need to understand what
information is being captured historically.
Unless someone at the receiving end of
the purchase transaction is capturing
information about that person, this
activity or event becomes unavailable for
any future analytics.

Thisisimportant to understand as
asignificant portion of a team’s ticket
revenues might arise from unrecorded
events such as purchasing tickets with
cash at the ball park. This limitation
of data capture at the individual level
obviously presents a barrier to many
sports organizations considering the use
of analytics for marketing.

attempted to fill seats by pouring dollars down
the mass advertising funnel.”

inalmostall disciplines. Davenport, in
particular, discusses the notion of data
mining and analytics as being a key
competitive advantage for corporate success

mining within this context is meaningless.
However, for most sports organizations,

putting more bums in seats cost

effectively is a primary objective.

Alternative data capture

To pursue meaningful analytics, the sports
organization needs to think of alternative
ways of capturing the transaction

Propensity to Purchase

Propensity to purchase

Propensity to Purchase

Value Segment Leaf Jersey gtt::ﬁgraph Hockey Leaf Mugs .. Etc
High

Medium

Low

Figure 2: This matrix of various value fans can be used to determine the propensity

ofeach to purchase autograph hockey sticks, mugs or other products.

Average sales

revenue per
Decile #ofFans customers
1 5000 $2200

2 5000 $1800

3 5000 $1000

4 5000 $800

5 5000 $500

6 5000 $100

7 5000 $80

8 5000 $60

9 5000 $50

10 5000 $40

% of all revenue

capturedin decile Segment
2715% High
15.08% Medium
12.07% Medium
7.54% Medium
1.51% Low
0.90% Low
0.60% Low

Figure I: Ofthe 500,000 total Blue Jay fans with individual-level data through some
electronic purchase, high-value customers or 20 percent of the fan base account for

nearly 60 percent of all fan revenue.

behaviour for historical purposes. For
example, technology is making it easier to
study purchase behaviour as evidenced by
the growth of online purchases.

Using their creativity, marketers can expand
the purchase behaviourin areas beyondjust
the purchase of tickets. The use of the Web
has allowed fans to buy concessions and/ or
merchandise so this information is all captured
attheindividual level.

Through this increased ability to
capture data at the individual level,
marketers can in effect develop better
programs to encourage incremental
spend in both ticket and non ticket type
transactions. The clearly growing trend of
online purchase behaviour has accelerated
the marketer’s ability to capture individual
level data and more importantly use this
information to differentiate customers.

With the fan's behaviour captured
historically, organizations can then
take advantage of direct marketing
vehicles such as direct mail or email. A
fan purchasing tickets that are captured
historically can expect to receive multiple
offers for other tickets through email or
direct mail.

But most communications do not take
full advantage of the information. The
actual content of the communication
despite the one-to-one nature of the
channelis mass-oriented.

From afan perspective, how do
the Toronto Blue Jays recognize my
distinctness or uniqueness as a fan? This

challenge is identical to the basic CRM
marketing principle of knowing and
understanding your customer. In the case
of the Blue Jays, it would be perusing my
historical behaviour to better understand
my buying patterns.

But before we even commence
analytics to better understand fan
behaviour, we need to first understand
that sales revenue for the Jays can arise
froma number of other different areas
(corporations, sponsorships, TV) besides
fan revenue. But for what we are trying
to accomplish, our efforts are going to be
focused on the fan revenue component.
How might we begin our analytics
exercise for the Toronto Blue Jays?

Fan segmentation

The first analysis would be to group
customers into segments of high, medium,
and low value. This could be done by
deciling their customer base by sales
revenue and determining how much each
decile contributes to overall revenue.

The hypothetical example we use in
Figure 1 suggests there are 500,000 Blue
Jays that have individual-level information
through some type of electronic purchase
(via phone or online). This would tell us
that high value customers representing 20
percent of our fan base account for close to
60 percent of all fan revenue, medium-value
customers constituting 30 percent of the
base account for 35 percent of fan revenue,
See DM DYNAMICS, page 27
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while low-value customers comprising 50
percent of the fan base account for only five
percent of all fan revenue.

Keep in mind that the revenue numbers
only include information captured
electronically. Forinstance, if | buy a ticket
at the gate with cash, itis unlikely that any
personal information is being captured

But even with the limitations of the
data, we can still work with the portion
of the fan base that does have recorded
historical revenue and attempt to derive
incremental revenue. Any experienced
CRM analytics practitioners would tell
you that knowledge of what is recorded
is good enough to identify or target
customers for various CRM initiatives.

Forthe high-value group, we may want
toidentify fans that are declining in their
behaviour or at risk of defection and create
retention type programs around this such as
aVIP program to these high-risk customers.

In the medium value group, identifying
customers that most resemble high-value
customers would provide atargeted group
of names where we might want to create
some brand recognition type program.
This might be done through discounted
merchandise concession type offers.

For low-value customers, email
correspondence and traditional mass
marketing might represent the marketing
approach to this group. With this basic
simple example, you can see that we have
established programs at a conceptual
level that treat customers differently.

Merchandise sales

Evenif ‘putting bums in seats’is not a
priority for such super brands as the
Toronto Maple Leafs or the Boston Red
Sox, there is always the opportunity
to sell more merchandise. Again, the

use of individual fan data, particularly if
merchandise data is captured, could be
used to develop specific merchandise
product models. This could be overlaid
with the value segments to produce the
type of matrix outlined in Figure 2.

The data analytics may show that the
high-value segmentis highly profitable to
create specific programs geared towards
selling Leaf jerseys to them and mugs to
the low-value customers. If we establish
a specific marketing campaign to sell
Leaf jerseys to high- value customers, we
might also want to further stratify this
segmentand at the same time explore
the propensity for purchasing Leaf jerseys
across the other value segments.

Inthe chartin Figure 3, we may find that
decile 1 whichis highest propensity to
purchase a Leafs jersey might generate a
larger ROl than decile 10 which is the lowest
propensity to purchase a Leafs jersey. This
chart could also be applied to the other
products (hockey sticks and Leaf mugs).

Through this detailed analysis, we might
find that low value customers in the top
decile (decile 1) of purchasing Leaf mugs
might produce a larger ROl than high value
customers in the bottom decile (decile 10) of
purchasing Leaf jerseys.

Regional markets

Given that Leaf fans are located nationally,
we may also want to look at the concept of
merchandising offers into other regional
markets. But again, we would use the
analytics approach outlined here but
applied to aregional market.

The regional dynamics and the
analytics associated with each regional
market might suggest that specific Leaf
products be associated with certain
regions. The ability to differentiate these
customers in the regional markets would
be based on propensity models that
identify those customers most likely to
purchase specific products and still yield
an acceptable ROI.

Aswe can see, the use of data can be
used to develop programs to enhance
and reinforce ticket buying behaviour. At
the same time, it can also be used to drive
incremental revenue in other non ticket
type revenue transactions.

The world of sports is just in its infancy
in adopting these kinds of principles. But
the explosive growth in electronic data
capture will cause these organizations
toincorporate these techniques and
approaches as part of their standard
business practices.

In our next column, we will further
explore this area in terms of hotels and
casinos that in some cases are leading-
edge practitioners in adopting data
mining and analytics techniques as part of
their standard business practices.

Richard Boire heads up the Boire Filler Group,
Pickering, ON, a firm specializing in customer
database analytics and predictive modeling.
He can be reached at 905.837.0005.

Propensity to Purchase Leafs Jersey
Decile based on likelihood of High Value Medium Value Low Value
purchasing Leafs Jersey
1
2
3
4
5
6
7
8
9
10

Figure 3: This chart could come into play to record likelihood of all 10 deciles in the three value groups to purchase Leaf jerseys.

Similar charts could also be applied to purchase propensities for other products like hockey sticks and mugs.
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LIST WATCH, Contd from page 9

the Internet are the sources. Selects
include hotlines, gender, province,
state/SCF/ZIP
Base rate is US$195/M for the U.S. file
and US$250/M for the Canadian file.
For more information, contact
your list broker or call Macromark at
845.230.6300

Cornerstone handles files
for Canadian publisher
Thomas Carswell

TORONTO--Cornerstone Group of
Companies, based here, recently
became list manager for Canadian
publisher Thomson Carswell. Resolve
Corp. previously handled these files.

The appointment includes databases
identifying lawyers and human resources
professionals; a legal directory and
subscribers to various newsletters and
magazines such as Canadian Employment
Law Today and a book buyers list. Counts
range from 95810 57,189.

Files have been used by SkillPath
Seminars, 4 Imprint, York University,
Cole & Partners, Insight Information Inc.,
Canadian Institute, Osgoode Hall Law
School, Canadian Institute of Chartered
Accountants, University of British
Columbia, among others.

Base rates range from $180/M to
$495/M. Selects (depending on file)
include gender, key records, number of
employees, one per company, SIC code,
job title/function, Lexpert Magazine
subscribers, industry/organization type,
practice type, FSA, province
For more information, contact your list
broker or call Cornerstone Group of
Companies at 416.932.9555.

June 17-18

SEARCH ENGINE STRATEGIES
CONFERENCE & EXPO TORONTO 2008
This two-day event features
presentations and panel discussions
that are said to cover all aspects of
search engine-related promotions. Itis
organized by two of the leading search
authorities, SES Toronto Conference
Chairman Andrew Goodman SES
Programming Director Kevin Ryan.
Location is Metro Toronto Convention

Centre, Toronto. For more information
orto register contact registration@
searchenginestrategies.com or call
203.295.0050.

June 19

CMA BRANDING CONFERENCE

This branding conference is held by

the Canadian Marketing Association.

[t will feature keynote addresses by
Tony Chapman, chief executive officer,
Capital C; Matthew Teitelbaum, Michael

and Sonja Koerner director and chief
executive officer, Art Gallery of Ontario;
and Chris Staples, partner and co-creative
director, Rethink Communications.
Location is Intercontinental Toronto
Centre, Toronto. For more information,
visit: www.the-cma.org/branding

June 23-27

CALL CENTRE WEEK

Call centre professionals from around
the world are said to gather for this

week-long event. Inits ninth year, the
eventis puton by the IQPC. Location is
Flamingo Hotel, Las Vegas, NV. For more
information or to register, visit www.
callcenterweek.com

September 23-26

44th CAM-X ANNUAL
CONVENTION & TRADE SHOW
Industry professionals and leaders
attend this annual conference to gain
insight and to network with their peers.

Our convention theme is ‘Leadership:
Colour outside the lines’. The program
includes sessions on Growing Your
Business, Sales, Hiring & Compensation,
Screening & Coaching, How to effectively
promote from within, Remote Agents,
VolIP, Terminal Services, Client Services,:
Wooing your own clients and Marketing:
Branding. Location is Deerhurst Resort,
Huntsville, ON For more information,
contact CAM-X Executive Director Linda
Osip at 800.896.1054 or linda@camx.ca
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Follow the money with WealthScapes

From Environics Analytics, the first balance sheet of
assets and liabilities for every neighbourhood in Canada

WealthScapes is the most
comprehensive database available for
information on the assets, liabilities
and wealth of Canadians. Built using
authoritative data and sophisticated
modelling techniques, WealthScapes
will help you better understand the
financial behaviour of your
customers—whether you’re selling a
mortgage or a Mercedes.

B 100 D00 o 200000
| 50000 & 030,00
Hdtm 0000
D 00

M Provides detailed measures of - R
assets, liabilities and wealth : — 2 b %008

WealthSapes: London, Ontario Average Stock Balance ($ per household)
M Controlled to accepted totals
used by chief economists

M For neighbourhoods, trade
areas and postal codes

WealthScapes Report
Trade Area
WealthScapes Summary T )
WeathScapes Net Worth 25,263 $7,191,881
WealthScapes Total Savings 24,684 $366,706
WealthScapes Total Investments 13,304 $943,268 = -
WealthScapes Total RRSPs 10,108 $521,827 o f‘ 5.
Net Real Estate Value 12,755 $6,233,519 |
B 5426262
Average Household Income $74,293 Yy 2
Average Household Disposable Income $55,514 “af, . 3
Average Household Discretionary Income $31,985 ;
Assets | | (000)
Savings & Investments
Chequing & Savings Accounts 24,425 $196,384 F -
GICs and Term Deposits outside RRSP 5,479 $93,792 WealthScapes: Sample Neighbourhood Home Values
GICs and Term Deposits inside RRSP 5,204 $76,531
Stocks outside RRSP 4,878 $265,613
Stocks inside RRSP 2,916 $134,774
Bonds outside RRSP 3,274 $43,543
Bonds inside RRSP 2,309 $63,170
Mutual Funds outside RRSP 4,018 $188,815
Mutual Funds inside RRSP 7,476 $247,353
Total WealthScapes Liquid Assets 24,866 $1,309,974 ne y
-
Real Estate ‘“5a - e“‘t
Primary Real Estate 11,736 | $5,647,121 - te“|g =
Other Real Estate 3390 | $1,299,417 mn et‘“g
Total WealthScapes Real Estate 12,755 $6,946,538 ma"k
Total WealthScapes Assets 24,922 | $8,256,512
Debt | #un | (000)
Mortgage 5778 | §713,019 ENVIRONICS
Secured Line of Credit 3,107 $157,845
Credit Cards 9,847 $64,047 AN ALY TI CS
Unsecured Line of Credit 4,877 $51,227
Personal Loans 7,389 $78,492 (41 6) 969_2733
Total WealthScapes Debt 16,522 | $1,064,631

www.environicsanalytics.ca




