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Andreas Souvaliotis, President, Air Miles for Social Change stands outside the LoyaltyOne Toronto office with one of the company’s AutoShare
cars. LoyaltyOne provides cars for employees who make the green choice to take transit to work each day.

How loyalty can

SAVE THE

PLANET

Canadian incentive
programs are rewarding
members for green
purchasing and lifestyle
choices

By Amy Bostock

e're all familiar with the

three R’s of environmental

sustainability: reduce,
reuse and recycle. Most of us practice
what we preach by not buying things we
don‘t need oritems that come in wasteful
packaging or that cannot be recycled. We
also reuse and recycle whatever we can.

Now a new “R" has joined the party as
Canadian incentive programs reward their
members for making green purchasing
decisions and lifestyle choices.

“I'm a big believer that loyalty as an
industry, in particular in our country,
can be a very significant influencer of
good behaviouramong consumers,”
says Andreas Souvaliotis. President, Air
Miles for Social Change. “Canadians are
among the world’s biggest point chasers
andin my humble, environmentalist view
that means that we as an industry have
an obligation, not just an opportunity, to
be players in the space and to affect the
behaviour of millions.”

Souvaliotis uses the words ‘obligation’
and ‘opportunity’ interchangeably,
explaining that itis an opportunity
because if done right, not only can loyalty
companies make a difference in the world
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they can also make their brand better and
stronger.

“It's an obligation in the sense that if
we're such a large marketing leader then
we need to put it to work for the good of
society.”

Aeroplan has been fostering their
philosophy of sustainability since 2007
when the travel rewards company
launched a program of offset that
demonstrated an ongoing commitment
to the environment.

The program is based on Aeroplan’s
acknowledgement that air travel is
a source of global greenhouse gas
emissions, and that their potential impact
is severe enough that we all need to find
ways to reduce them. At the same time,
air travel is an important part of their
program and significant reductionsin
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Are you being as

GREEN

as possible?

Let aiimSOCIAL review your latest Direct Mail campaign
and we’ll show you how our new services can:

Make your campaign more Reduce your paper Increase your response
relevant to your customers footprint rates through social sharing

Contact us now for a FREE CONSULTATION
on how to add social sharing to your direct mail

Ryan Harper

rharper@aiimsocial.com www.aiimsocial.com ( \
Phone: 416-798-7110, ext 225 ) 205 Industrial Parkway North CJ Q a"mSOC A I

Toll Free: 1-877-841-2446 Aurora, ON L4G 4C4




dmn.ca > DIRECT MARKETING

June 2012 | 3

Editor’s
Letter

Amy Bostock

Directives

Ryan Harper

‘I‘? FSC

materials may
seem like old
hat, it may be

a good idea

for companies

fo review their
collateral and/or
printed materials
for the FSC logo.

We are a nation of ‘green’

s|sat down to write this editorial,

Corporate Knights, a Toronto-based

quarterly focused on “clean capitalism
released the Green Provinces 2012 survey that
ranked Vancouver and Ontario the highest of
all the Canadian provinces when it comes to
environmental stewardship. “It's a current snapshot
of how we're doing with the environment, Tyler
Hamilton, editor of Corporate Knights was quoted
as saying.

After speaking with companies across the
country for this Sustainable DM issue of Direct
Marketing, these results did not come as any
surprise to me. Without exception, every company
I spoke to had a forward-thinking, well planed
environmental strategy for their business that
involved both internal and external components.
This issue is full of articles written by some of these

leaders in environmental sustainability — from
printers to data companies and everything in
between.

Another thing that happened while | worked
on this issue and that was Toronto City Council
approving a move to ban the use of plastic bagsin
grocery stores in an attempt to limit the amount
of waste the city sends to landfill. While some
environmentalists applauded this move, other
experts are sceptical about the ban, citing the
improved recycling properties of plasticamong
other things.

This inspired me to use this month's Sector
Report to look more closely at the paper, printing
and packaging side of DM. The companies we
spoke to have made environmentally responsible
decisions in their own business practices in hopes
that their customers will follow suit. And if you read

It’s not easy being green...or is it?

nvironmentally, there has never been a

better time for companies to search out

greener services than today. There are
many options available, from using FSC paper
products, to moving to more efficient printing
technologies, to even seed bearing papers. Finally,
we'll discuss an interesting way to be green — going
sociall

FSC products

Afirst step to being environmentally conscious is for
companies to review their paper material to ensure
they are using Forest Stewardship Council (FSC)
approved materials. Forest management according
to FSC's internationally recognized standards
delivers environmental services to local and global
communities, including clean air and water, and
contributes to mitigating the effects of climate
change. FSCdirectly orindirectly addresses issues
such asillegal logging, deforestation and global
warming and has positive effects on economic
development, environmental conservation, poverty
alleviation and social and political empowerment.
While FSC materials may seem like old hat, it may be
agood idea for companies to review their collateral
and/or printed materials for the FSClogo.

Fully variable print

How many times has this scenario presented itself?
A company receives a quote for a job for a standard
direct mail piece; a personalized letter with an
outer envelope. The quote is agreed to, the job

is completed and the invoice is sent out. All of a
sudden, the phone starts ringing with questions

about charges for overages? OVERAGES! These
necessary evils are a mainstay, but can be some of
the biggest wastes of our industry. While printing
shellsand lasering is certainly becoming more
efficient, moving to other print processes could see
greater gains in efficiencies.

Forexample, The AllM Group has access
to digital printing technology that will allow
companies to save money while significantly
reducing the time to market. It also allows endless
creative options for short and medium sized
runs where high variable data (versioning) and
customization is included, adding value to the end
product.

Seeded paper

A more recent way to go green is seeded paper.
This handmade product has actual seeds
embedded in the paper. When planted, the seed
paper grows into wildflowers, a variety of culinary
herbs or even trees! This product can be boughtin
sheet format or as a pre-made product such design
stationery, wedding and party invitations, wedding
favors, even corporate and promotional products.

Social media

One may wonder what social media has to do with
being green and helping the environment. In

its simplest terms, when companies add a social
media aspect to their integrated campaigns, they
are adding the ability to spread their message far
beyond that that is printed on paper. For example,
if a company prints 10,000 pieces of direct mail, one
would expect an average response rate of 2 per

the sidebar about iconic Canadian Tire you'll see
that it seems to be working.

Our cover story this month looks at a slightly
different shade of green — loyalty as an influencer
of eco-friendly consumer behaviour. Air Miles
and Aeroplan have both taken the bull by the
horns with this and implemented innovative and
successful programs that reward their members for
making environmentally-friendly choices in their
everyday lives. And as one of the world’s largest
collectors of points, Canada stands to make a real
difference in the big picture of environmental
stewardship.

So after you read this issue of Direct Marketing
do the responsible thing and pass it on to someone
else to enjoy. If something you read here inspires
you, drop us a lineand let us know.

Cheers.

cent. However, when adding social sharing to the
piece, one can expect the response rate to grow by
atleast 50 per cent, to 3 per cent or more. So, this
DM has just reached an additional 100 customers
without using any additional paper. And because
of the nature of social sharing, that message can
continue to be shared and pushed for as long as the
company wishes.

One final point about social media and sharing
the message — traditionally once the message has
been shared, it's lost in the social web. aiimSOCIAL
can change that by creating integrated marketing
campaigns with Social media ties. During a
campaign, we can track the entire social web,
providing specific details about who is sharing a
company’s message most often as well as everyone
within their circles that have read and shared a
particular message.

Above we've listed four small ways that a
company can look towards to become more green
orincrease their sustainability. Some changes
need only be small, others may require a change in
the way business is done today, but any change to
becoming better corporate citizens is definitely a
change for the better.

Ryan Harper is the Marketing Manager for The
AlIM Group and aiimSOCIAL. Everything that

is mentioned in this article, and more, The AIIM
Group can execute for you and your company. If
you think your campaigns are under performing
or just want a second opinion, contact him at
1.877.841.2446 for a free review to see how he can
make them shine!

Comingin the
July issue of
Direct Marketing

Financial servicesissue

This topic was such a hit last year that we've brought
it backfor our July issue. Hear from companies like
Pitney Bowes, Epsilon and more about navigating
the complicated world of financial services
marketing.

Changing with the times

Direct Marketing sat down with John O'Hara,
President of Pitney Bowes Software to talk about
how the company has evolved to meet the
changing needs of its customers.

Marketing has evolved,
collaboration should too

See how social business software is helping
marketers communicate and collaborate more
effectively with their customers, agency partners
and peers.
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Does
your
printer
practice
what
they
preach?

Avoid “greenwashing” by
asking these five questions

By Doug Climie

the rhetoric can be overwhelming. As more companies

are engaging in various levels of environmental practices,
amyriad of vocabulary, certifications and policies are used to
describe them. It can be challenging to decipher what actually
has a positive impact on our environment and what might be
marketing spin — or “greenwashing.” Here are a few questions
you can ask potential printers — and other suppliers — to help
separate those that are practicing what they preach from
those who don't.

I fyou're in the market for a truly sustainable print supplier,

Whatis your commitment to environmental sustainability?

Some companies will have an explicit commitment
published on their website as a part of their Mission and
Vision statements. Others will be able to provide you with
aformal Sustainability Report, or a list of legitimate third-
party certifications they hold. However, whether or not this
information is easily accessible, by asking the question you
canlearn more about how sustainability factors into their daily
work. Are they just repeating what is on their website or do
they sound passionate, informed and engaged as they provide
you with more details?

For printers, it should be more than a commitment to use
recycled paper wherever possible — although that's a good
start. Look for certifications from independent organizations
specific to your supplier'sindustry, such as the Forest
Stewardship Council (FSC) and Canopy’s Ancient Forest
Friendly (AFF) for printers. Also, ask how their environmental
practices exceed the three R's (reduce, reuse and recycle) as
well as about any industry or partner recognition for their
sustainable initiatives and efforts.

What materials do you recycle? How do you dispose of
hazardous waste? Itis expected and assumed that most

“tl’mes

we forget that
we’re not just
delivering a
message - we
are actually in a
competition to
be noticed.”

companies will separate the standard paper and containers
from their waste. However it is best to not take this on
assumption as there are currently no regulations to enforce
this. By asking, you can confirm that your suppliers meet your
own minimum standards, and learn about those who surpass
them. There are waste management providers that can help
businesses organize their recycling to include everything
from electronics to paint cans to compost materials. Ask if
they conduct a waste audit to ensure their products are being
disposed of properly, and how deep into their supply chain they
goto ensure their partners share the same commitments.

For printers, paper recycling provides the largest opportunity
to reduce or eliminate materials going into the waste stream,
but paper waste is not the only by-product of the printindustry.
Forany manufacturer, ask about what materials are used for
their projects and what happens to after they have been used
for their original purpose.

How do you engage your employees in sustainability?

Companies with successful sustainability policies have
embedded it into their corporate culture and some companies
can be quite innovative in how they engage their employees.
Engagement can take on many forms and can involve
anything from encouraging employees to telecommute or
bike to work, to not providing new staff with garbage bins
and having a centralized area for recycling and waste disposal,
to having an internal sustainability committee that makes
recommendations to corporate management. You may learn
that it was the employees who encouraged management to
become more sustainable.

How do you track your carbon emissions? Annual

Sustainability Reports are one method many companies use
to publish their carbon emission standards and trends. Make sure
suppliers’ emissions are being verified by a credible indepen-
dent third party. The World Resources Institute’s Greenhouse
Gas Protocol is the most common standard method used to
track annual greenhouse gas emissions and how this infor-
mation is to be reported. If your suppliers are claiming to be
carbon neutral, look into how they back up this claim and who
is providing their offsets, as well as what types of emissions
they have decided to include in their offsets. Also note that
self-audits and Sustainability Reports are completely voluntary.

What environmental performance indicators do you

track? There will be some universal indicators for
companies to track — energy and water consumption, for
example — but generally these will be different for every
industry. Ask questions about why they track the indicators
they do. And if you can think of something they're not tracking,
ask why not.

Any suppliers making claims of environment sustainability
should be more than willing to provide you with detail of
their practices. By asking the right questions and using your
common sense, you can avoid the trap of greenwashing and
ensure your suppliers’ beliefs match your own.

And how does Direct Marketing fit into this picture? Direct
Marketing can have a subtle but substantial impact on the
environmental bottom line of your company. If sustainability
is primarily based around the reduction of waste, then Direct
Marketing should go hand in hand with your company’s
sustainability practices. By targeting your audience specifically
with offers tailored around their past behaviours, geography
and other demographics, response rates have been proven to
increase by up to 500 per cent. By increasing the ROl on your
marketing campaigns, you are not only padding your bottom
line, but also ensuring that your marketing efforts have a
successful purpose and are not simply adding to the white
noise and associated detritus of the electronic age.

Ifthe goal is to be environmentally and financially
sustainable without any perceptions of “greenwashing’,
then you must practice what you preach. Ensuring your print
provider along with other suppliers hold environmental
beliefs similar to your own will increase the simplicity of this
practice.

Doug Climie is VP of Sales and Marketing at
Vancouver-based Hemlock. With over 20 years of
sales management experience in manufacturing,
printing, and publishing, Doug leads the professional
sales team in western Canada for Hemlock as well as
the many marketing initiatives for the company. Doug
works closely with the Leadership and Sales teams

in developing innovative, client-focused solutions for
Hemlock’s growing base of valued customers.
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Leaving our world
a little better than
we found it

Materials science
leadership at the
Xerox Research

Centre of Canada

t Xerox, we are keenly aware
that we serve a wide variety
of constituencies — our

shareholders who trust us to give them
agood return on their investment; our
customers who trust us to help them
be more productive and successful; our
employees who trust us to treat them fairly
and provide them with a workplace that
enables them to contribute and grow;
and, our communities who trust us to act
responsibly and to strive to leave our world
alittle better than we foundit.

These values drive our commitment

to leveraging ourindustry leading
services, technology and employee
ingenuity in the interest of environmental
sustainability. Our experience has

shown us that when we actin ways

that benefit the environment, we make
sound business decisions that benefit our
customers, employees, investors and the
communities where we work and live.

As the company that pioneered
Emulsion Aggregation toner (EA),
long-life photoreceptors and cartridge
free solid ink for full-scale, multifunction
devices, Xerox has relied heavily on the
creative, environmentally conscientious
employees at the Xerox Research Centre
of Canada (XRCC) - based in Mississauga,
Ontario —to come up with ground-
breaking insights. Through the XRCC,
Xerox s the only multi-national document
technology and services company in

the world conducting value-added,
advanced surface chemistry and chemical
engineering research in Canada. Their
accomplishments have not only fuelled
our company's success but, in many cases,
have advanced the frontier of sustainable
human achievement beyond our industry.

This year, the Chemical Institute of
Canada recognized the XRCC with the
Ontario Green Chemistry and Engineering
Award (Organization) for its contributions
to this field of practice. The XRCC was
also recently named a Top 10 Workplace
Where Employees Thrive by Your
Workplace Magazine and our investments
in R&D in Ontario and Canada have placed
us on the list of the Top 100 Spenders on
R&Din Canada across allindustries. The
XRCCteamis also engaged in strategic
partnerships with leading Canadian
researchers using the open innovation
model as exemplified by Canada’s
first public/private, materials-focused
nanotechnology partnership.

Akey focus of this partnership
involves fundamental studies related to
EAtoner (the world's first successfully
commercialized nanotechnology-
enabled productin the printing industry),
involving the Government of Canada's
National Institute for Nanotechnology, the
Government of Alberta and the University

SUSTAINABLE DM

of Alberta. In addition to recruiting
established researchers from across
Canada and around the world, XRCC also
employs over 35 Co-op students per year.

Xerox committed to environmental
sustainability long before it was popular.
Among other things, we helped the U.S.
Environmental Protection Agency (EPA)
develop the Energy Star program in the
1990s and we not only met but exceeded
our 25 percent greenhouse gas emission
reduction target from 2002 to 2009 —
three years ahead of the 2012 schedule.
We are the first technology company in
the world to be named a Performance
Track Corporate Leader by the EPA (2008).
The distinction recognizes Xerox for
decades of unswerving environmental
achievement, a sustained compliance
record and excellent management in our
major manufacturing facilities.

Xerox Corporation was also presented
with the EPA’s Climate Protection Award
for significantly reducing energy use and
greenhouse gas emissions. As stated by
the Director of the Performance Track
Program, the EPA seeks out “the select
few who influence and improve our future
through innovation and a continued
commitment to the environment
and sustainability”. In support of this,
our XRCC R&D team has developed

“711 have a

responsibility

fo help protect

our planet, to

create a healthier
environment for all.”

alternative materials that are less harmful
to the environment than conventional
materials. Our dry inks are non-toxic and
do not generate hazardous waste. Our
manufacturing operations have reduced
their regulated air-emissions by 95
percent since 1991 and our cartridge-free,
solid inklaser printing technology can
reduce office printing waste by up to 90
percent.

We all have a responsibility to help
protect our planet, to create a healthier
environment for all and ensure an
abundant future for our children —itis a
responsibility that is close to our heart as
acompany, and at the very heart of our
company's values.

Emechete Onuoha is the Vice President
of Citizenship and Government Affairs at
Xerox Canada.
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Greening the
mailing process

Let’s take the “junk” out of the mailstream

for the sake of the planet

By Greg Brown

ven without the statistics,
we all know that mail volume
isdown in Canada and the U.S.

We also know that mail is still an integral

part of doing business, and taking green
initiatives has become a respected—and
expected—Dbusiness practice. Not only does it
cutunnecessary costs, itimproves productivity
through more efficient management of
resources as well. Just because fewer mail
pieces are entering the mailstream is no excuse for a less-than-
attentive approach to mailing operations.

Each part of the mail life cycle, from mail piece design
and mailing list preparation to management once it has
been delivered, has potential for achieving environmental,
economic, and social benefits. The best place to start to
effectively green the mailing process is list maintenance and
target marketing, and they benefit both the environment and
your company’s bottom line.

Whether you mail only to addresses in Canada or include
U.S. addresses, both Canada Post and the US Postal Service®,
in addition to the Canadian Marketing Association (CMS)
and the Direct Marketing Association (DMA) offer the same
recommendations for processing mailings that are not only
green, but just make good business sense. Here's the top six:

1. Standardize address data

Ensure the addresses in your database are in a consistent and
correct format to facilitate the highest match rates and most
efficient data hygiene processing. The better organized your
data to begin with, the better results you'll get when it's time
to apply each of following steps. Take the time to set up a
proficient program for placing your contact data, especially
address elements, into appropriate, consistent fields.

2. Merge-purge duplicates

Your standardized, consistently fielded database will enable
efficient match recognition. Duplicate mail not only irritates
customers, collects in trash cans and land fills, and tarnishes
your branding image, but costs you added money on postage
and printing with no added benefit at the door. Duplicates
happen, whether you input them into your database yourself,
when multiple family members exist in your records at the
same address, or maybe because you've done business with
previous residents at the same address. It will be well worth
your efforts to schedule routine deduping initiatives, whether
you use a merge-purge program in-house or a service bureau.

3. Validate and correct addresses

Always use address validation and correction software or a
service bureau before you execute any mailing campaign

to clean up lists and standardize address data. This includes
repairing address information, filling in missing elements,
standardizing address formats to respective postal
requirements, and flagging addresses that cannot be corrected
and may require further attention, or removal. Addresses that
cannot be validated for accurate delivery do not always qualify
for postal discounts, and unless you are using a post-mailing
service such as the Return Postage Guarantee (RPG) and
Return to Sender (RTS) from Canada Post, these mail pieces
will probably not get delivered, not get returned, and just add
density to the carbon footprint. Look for mailing programs that
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4. Update records with change of address data

Now that all the addresses in your list are standardized,
deduped, and corrected, the next vital factor in your data
hygiene regime is to update your list for change-of-address
information. Approximately 1.7 million Canadian households
and businesses move each year. The Canada Post NCOA©
database contains records for over 10 million movers—or

72 months history of permanent address changes and
automatically includes deceased suppression. In the U.S., over
43 million Americans move each year. The USPS NCOALInk®
database contains approximately 160 million records, or 48
months history of permanent address changes.

Explore your options for updating lists with change-
of-address information. You can become a non-exclusive
licensee; use a Web service; or submit lists to a service bureau
or mailing house. If your mailing consists of both Canadian
and U.S. addresses, look for vendors licensed to provide
processing for both countries. Service bureaus usually include
address verification as part of the process, at no additional
cost.

5. Suppress records

Suppression enables you to remove records from a mailing

list based on internal or industry protocol. Eliminating these
records reduces postage and production costs, reduces waste,
and enhances your ROI. Take advantage of the CMA and DMA
“Do Not Contact” data available through service providers

to remove consumers in your list who have requested not

to receive direct mail. You can also maintain an in-house
suppression file that enables customers and prospects to opt-
out of your company’s mailings on a selective basis. And it does

make a difference. In one year alone, 930 million
pieces of unwanted mail were eliminated by 1,500

U.S. marketers using the DMA's Mail Preference
Service.

6. Target effectively
Do you really need to mail to everyone? Ensure that
the most relevant messages reach the right recipients
with campaigns directed to a target audience of

consumers most likely to respond. Discover the demographics
and geographics available through location intelligence and
accurate geographical coordinates, business and consumer
data appends, plus profiling and filtering to find out what
your best customers have in common, so you can find more
just like them. What happens when you initiate a targeted,
more personalized marketing campaign? You increase your
opportunities for response and growth, and of course, reduce
the waste.

It's time

Take a realistic look at your company’s green initiatives

and determine whether or not the practices undertaken

are "evergreen” — promoting not only environmental
conservation, but also sound business practices and solid
return on investment to ensure sustainability in good
economic conditions as well as bad. Greening your mail is not
complicated. List hygiene and targeted communications are
only part of the solution. The rewards are certain. You'll save
money and resources, enhance ROI, and stifle the contributions
to an environment already saturated with what truly is now
junk mail.

Greg Brown is Vice President of Marketing of Melissa
Data, Rancho Santa Margarita, Calif. Melissa Data

is one of the leading direct marketing and data

quality solution providers for the efficient cleaning

and management of contact data to improve
communications, reduce waste and maximize ROI. He
can be reached at Greg@MelissaData.com
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Saving the planet,

one box at a time

New recyclable coating gives
box manufacturer an edge on
the competition

e've all been there, in the car with a box of fries
(orother greasy food) on our lap watching
helplessly as the grease seeps through the

.

cardboard and onto our clothes. If this has happened to you, COHfll'lLlG[[y significant area that
chances are that the food you are eating was not packaged in mouing towards they could improve
poly-coated cardboard. But although this product may save products and onand have come
onourdry cleaning bill, itis not recyclable and contributes up with a new,
millions of tonnes of waste to landfills every year. processes that 100% recyclable,
“It's nearly impossible to separate the plastic iimfromthe  don’t deplete and direct
cardboard,” says Leslie Goldberg of Goldrich Printpak Inc., an food contact
ISO 14001 certified full service packaging supplier based in resources or substitute. The
Toronto. add to our mostimportant

ISO 14001 is a family of standards related to environmental
management that exists to help organizations minimize

how their operations (processes etc.) negatively affect the enablzng ithas alower cost
environment (i.e. cause adverse changes to air, water, or our C[[ents o than conventional

Ian@); comply with ?pplicable Iéws, regulations, ahd other become leaders poly—cogted boards. .
environmentally oriented requirements, and continually . . . Justlike the Caramilk
improve in the above. mn SLlStCllflabl/ll‘y secret, Goldberg says he

Goldrich Printpak Inc. has been certified since 2008 and is
one of only a select few suppliers in Canada to carry the title.
“It's always been our company philosophy to be green,”

in their own
industries.”

The road to green

carbon footprint,

SUSTAINABLE DM

says Goldberg. “Our greatest passion today is environmental
stewardship. We are continually moving towards _
products and processes that don't deplete resources e
oradd to our carbon footprint, enabling our clients
to become leaders in sustainability in their own
industries.”

The newest process to come out of this
commitment aims to do away with the poly-coated
cardboard packaging that is so well-used in the
food and related industry today.

“There are actually two resources being wasted
here,” says Goldberg, “the cardboard, which at
some point came from a tree, and the
plastic which is a by-product of the
oil refining process.”

Goldrich Printpak Inc.
identified thisas a

thing for their
customers is that

can'tdivulge all of the details
but the company has developed
anew coating in conjunction with their

picks up speed

American counterpart that is not a chemical by-product,
not a plastic, 100 per cent non-toxic and direct food
contactandis 100 per cent recyclable.
[t glues easily into box shapes and can be
applied to virtually any paper, cardboard or
corrugated substrate.
The first four million units were shipped
last month and Goldberg is confident that the
new coating will give his company a hugely
competitive edge in the market. Goldrich
Printpak’s client base is made up of Fortune 500
and smaller retail manufacturers who share their
commitment to the environment.

“We don't pollute, we don't put
anything into the atmosphere
and we align ourselves with
suppliers who also care
about the environment
he says.
He also negotiates
with his suppliers to
maintain standard
pricing on eco-
friendly products
like FSC certified
paper.
"Sinceit’s
notany more
expensive to make
responsible choices,
it'sa no-brainer for our
customers who want to
trade on our environmental
impact statement.

nn

By Brian Auty

must confess that as a group, printing

I firms have become a little defensive

against the avalanche of (mis)informa-
tion that says printing kills trees. Email
signatures with statements like, “Please
think of the environment before printing
this email” have become commonplace.
Whetherit's true or not, the reality is that
print has developed a negative environ-
mental reputation against electronic
communication vehicles.

At the same time paper does, well,
“grow on trees”. Asa marketing communi-
cations vehicle, print has unique properties
that must be seriously considered when
looking to acquire new business or
keep your existing customers informed.
Depending on the goals of your campaign
or promotion, print offers an array of
features that can be considered to improve
your project’s performance.

With that said there are initiatives on
both the paper and technology fronts that
areincreasing the sustainability of printand
reducing its carbon footprint. Whileitis
possible to use 100 per cent recycled paper,
at some point, new paper fibre is required
to make paper.

FSC, SFl and PEFC

Sustainability in print is being developed
on several fronts. There are efforts from
industry organizations, suppliers, distribu-
torsand individual printing firms. For the
paper supply component of print, there
are three industry groups that recognize
that while we need trees to make paper, we
should manage this renewable resource
effectively. Each of these groups has their
own criteria, but each one attempts to set
sustainable standards for the harvesting
of trees.

FSC - Forest Stewardship Councilis a
non-profitindustry sponsored organiza-
tion that promotes responsible forestry
management. FSC worked with several
environmental organizations and native
people’s groups when establishing its
standards and is endorsed by several
environmental advocacy groups. They
work with suppliers in the paper and print
industries to provide Forest Management
Certification of paper mills and printers
to provide a tracking system that assures
consumers that the paper used in any
product comes from well managed forests.
An annual audit is required to ensure
compliance.

SFI-The Sustainable Forestry Initiative
(SFI) is a forest certification standard’and
program of SFl Inc., a non-profit organiza-
tion. The Sustainable Forestry Initiative is
the world's largest single forest certification
standard by area, however it does not have
atracking mechanism or require an annual
audit.

PEFC-The Programme for the
Endorsement of Forest Certification isan
independent, non-profit, non-govern-
mental organization which promotes
sustainably managed forests through
independent third party certification.
PEFCis based in Switzerland and is more
commonly found in Europe.

Technology

Every supplier of printing equipment is
working on new ways to reduce the carbon
footprint and emissions of their equipment
to gain a competitive advantage. The
move to digital technology started with
the invention of postscript in the early 80s
and today new technologies emerge every
year to challenge the status quo. Once in
awhile a new technological innovation
comes around that changes the games sets
new standards for performance. Many of

these technologies are based on UV curing
ordrying techniques which require much
less power and produce little orno VOC or
smog producing chemicals. Forexample,
Komori H-UV is a new UV technology that
is a combination of UV Inkand new UV
lamp technology that uses lower power
which reduces the total carbon footprint of
the press. In addition, H-UV produces zero
VOCs which reduces air pollution.

Ink jet technology promises even greater
production speeds and reduced waste.
Many suppliers are working on providing
digital presses that use this technology
duetoits speed and flexibility. Aswith all
digital technologies, ink jet produces little
or no waste since every sheet printed is
useable. Digital technologies include laser
such as Xerox iGen, digital offset such as
Indigo and now ink jet.

Ecologo

In addition to paper and machinery,

there are also many print firms that have
the option to use more environmentally
responsible manufacturing techniques.
One of the most stringent is the Ecologo
program.

Ecologo was developed by the Canadian

Government in 1998 to promote sustain-
able manufacturing in Canada. Ecologo
has now grown to become North Americas
largest and most respected standard.
Ecologois an ISO recognized eco-standard
because it compares products and services
in the same category. Using scientificand
relevant criteria, Ecologo represents the
entire life cycle of a product or service.

This means that all processes that go into
the manufacture and maintenance of a
product are considered before Ecologo
certification is allowed. When choosing
suppliers for your next promotion, there’s
ahost of options that allow you to choose
the best Eco-Option for your organization.
Many of these organizations will allow

you to use their logos to promote that the
printyou are using is the most sustainable
option available.

Brian Auty is Support Specialist -
Special Projects at RP Graphics. His
role is to assist customers, sales and
production in using RP Graphics
technology effectively in their promo-
tional efforts.
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Paying it forward

Printers, paper manufacturers and packaging suppliers are making
environmentally responsible decisions in their own businesses in
hopes that their customers will follow suit

By Amy Bostock

of paper producers, printers and polybags

would insight rage among environmentalists.
But times have changed and these industries are
actually leading the charge to not only reduce their
own environmental footprint but to offer their
clients sustainable product choices as well.

I n less enlightened times, the mere mention

Seeing the paper for the trees
“People are always saying ‘we shouldn't cut
down trees anymore because we like trees’” says
Lewis Fix, VP Sustainable Business and Brand
Management at Domtar. “Well we like trees too! The
answer is not to just stop using forests. The answer
is to use them sustainably and in a fashion where
the economic interests of the forest owners as well
as people with a social stake in it (i.e. indigenous
peoples) are realized, environmental values are
realized and social values are realized. That way, all
those parties with a seat at the table work to keep
the forests healthy — and a healthy forest, managed
in the proper fashion, is not only renewable but can
also support biodiversity, water filtration etc.”

According to Fix, the overall health and
biodiversity of an actively managed forest is
actually much better than an “untouched”
forestand the best thing that can be doneis to
economically support and maintain these well
managed forests. For Domtar, that means making
sure that their fibre is coming from certified,
responsible sources.

“I think back to when Domtar first made the
leap into FSC certification and having a preference

for FSC," says Fix. “We had to actually go outand
explain to our customers why that was important,
why forest certification plays a role in what paper
they use and what difference that can make to a
brand owner using direct mail.”

Now, he says, business users of paper are far
more educated and well versed in understanding
what this all means. They also understand that we
need more certified forests to supply more of our
fibre-based needs — whether that's for direct mail,
copy paper or building supplies.

"They're understanding and now asking 'how
canluse these products more responsibly’. This

® Now booking 2013 orders.

VDP Calendars

¢ Corporate Calendars with ROI.
e Customized. Personalized. Variablized.

® Quantities of 100’s or 1,000's.

KiTS
Communications
905.731.7455
888.548.7725

www.kitspak.com

Sample request:
Scan

or visit
www.kitsVDP.com

Photo courtesy of Domtar

leads to conversations about design, print supply
chain and how to produce pieces that are more
sustainable and more easily recycled.”

The foundation, he says, is built on making sure
products come from sustainable, certified forests
and then expands to include ways to push fora
better way to make finished products.

Take it away, printers!

Vancouver-based MET Fine Printers provides
options such as tree-free paper alternatives, carbon
offsets, a robust zero waste program and enviro-
optimization. But for the greatest Enviro experience,
VP Branding Scott Gray says it isimportant to know
what green processes (and not just products) are
available so that clients can decide for themselves.

“Look around a print shop and ask questions,”
he says. “Do they recycle just paper? What about
plates? Press blankets? Pallets? Plastic? Do they
treat their chemistry before disposing of it? Do they
have an eco friendly cleaning program for office
and manufacturing? Do they favour couriers who
are green?”

Other ‘green’ questions to keep in mind are:

PrePress - ensure a complete digital workflow,
no films should be utilized any more. Accurate
digital color proofing. PDF based workflows and
soft proofs where applicable.

PressRoom -Inks and Coatings, ideally your
printer has an in house ink plant so transport and
waste is minimized.

Finishing, do you know how to bind green?
Saddle stitch vs Wire O. vs Perfect bind, vs. case
bound.

Factor in the shelf life of the piece, is it going to
be held, passed along or tossed?

Does your printer offer; FSC certified paper?
Recycled options? Optimized planning of the press
sheet for minimal waste.

» Continued on page 15

Canadian Tire — national brand
promoting ‘green’ culture

It’s not just the paper, printing and packaging
suppliers that are helping to reduce the
environmental impact of their products.

More and more we are seeing corporate end-
users making a conscious effort to be more
sustainable in their every day operations by
choosing suppliers that offer eco-friendly
alternatives and implementing internal
policies that foster green thinking among their
employees.

Canadian Tire has been a household name
for over 70 years and employs more than 68,000
people in Canada. Their business mantra ‘in
the business, by the business, for the business’
has led to a strategy for sustainability that,
although a business strategy rather than an
environmental initiative, has nonetheless
driven enhanced environmental outcomes.

“We go at it a little differently than other
businesses in that our goal is to derive
economic benefits from environmental and
social output,” says Tyler Elm, Vice President,
Corporate Strategy and Business Sustainability
for Canadian Tire.

“Our employees are the key to execution
because strategy is more than just something
written on the back of a napkin. It’s the people
that carry it out, it’s changing a mindset, it’s
creating a business culture.”

Canadian Tire has been working on
establishing this culture since the Spring
of 2008 with the creation of Sustainability
Innovation Networks that examine how
sustainability relates to business priorities, how
does it relate to Canadian Tire’s business issues
and what is the company’s current state.

“Then we brainstorm to see what we can
be doing differently,” says Elm, “We develop a
portfolio of projects that can get us to where we
want to be and the employees in their day to
day work execute those projects.”

These projects are applied to all aspects
of Canadian Tire’s business, whether it be
products and packaging (making sure their
products don’t have excessive packaging),
transportation (i.e. optimizing the amount
of products they can get into a container) or
operation of buildings (a two stage strategy that
retrofits existing buildings to make them more
efficient and designs new buildings that are
more energy efficient).

Canadian Tire has won numerous awards for
their building designs dating back to 2008 when
they built a state-of-the-art facility that was 75
per cent more efficient than previous buildings.

By incorporating sustainability projects into
their employees every day work practices,
Canadian Tire has been able to make a
material difference both economically and
environmentally.

“Otherwise, if it's an environmental initiative
unto itself it's usually isolated from the strategy
and separated from the core business activities
then therefore the outcomes are generally
immaterial. [t makes a nice story but you're
not driving big reductions in your carbon
footprint.”
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Who we
met with

Datacore Mail
Management Services
www.datacore-resource.ca
Handles direct mail, billing

and critical document
processing and mailing,

Harvey McKinnon
Associates
www.harveymckinnon.com
Afull-service

fundraising agency
specializing in relationship

Kirk Marketing
www.kirkmarketing.com

Kirk Marketing combine the
capabilities of a data services
bureau, a full-service printer,
alettershop and a fulfillment

Kubera Payments
Corporation
www.kubera.cc
Kuberais a boutique
payment processing
consultancy providing

Mail-O-Matic
www.mail-o-matic.com
Oversese every aspect of
mailing projects including
coordinating with material
suppliers, custom imaging,

Payfirma
www.payfirma.com
Payfirmais Canada'’s
one-stop shop for mobile
merchant accounts, iPhone
virtual point of sale and

merchant accounts, electronic funds transfer.

electronic bill presentment

investor communications, house, all under one roof.

database marketing,

building, strategy, direct
mail, and direct response

direct addressing, product
assembly, timely post office

response handling and programs for the non-profit and business systems delivery.
fulfillment. community. consulting.
o
[ ]
Regional Report: Vancouver
The next in a series of Regional Reports that will shine the light on Canada’s
small-city marketing agencies, mailing houses, printers and more.
office space in Vancouver twice the price might have five years ago.” starting to expand their services to offer a
of Toronto (550/5q. ftvs. $20/sq.ft), but the ‘one-stop’ experience for their customers.
cost of living is also much higher. Keeping up with the Jonses “Shops are more willing to expand their

By Amy Bostock
ith a population of just over
600,000 people, Vancouver is
arelatively small market when
it comes to the direct marketing industry.
But don'tlet its small size fool you, this West
Coast city is home to a wide variety of high
tech start-ups, established mailers and a
talented workforce that enjoys a work/life
balance that really can't be found anywhere
elsein the country.

"Vancouveris always showing up asa
great place to live so there's always a lot
of talent with their eyes on Vancouver,”

says James Hvezda, Marketing &
Communications Manager at Kirk
Marketing.

“It's a wonderful province with lots of
opportunities,” says Karly Black, Partner at
Datacore Mail Management. “It's an eclectic
place to live and a real think-tank for tech
companies as well as an incubator for new
ideas.”

While living and working in Vancouver
means that you can golf in the morning
and skiin the afternoon, the sought-after
life style does come with a cost, according
to Michael Gokturk of Payfirma. Not only is

MAIL-O-MATIC

INFORMATION SERVICES | DIGITAL IMAGING | PROCESSING

7550 LOWLAND DRIVE, BURNABY BC V5J 5A4

604-439-9668

1-877-570-MAIL (6245)

www.mail-0-matic.ca

“Itis a bit harder to convince people to
relocate here because even though the
quality of life here is great, you do have to
pay forit," he says.

Gokturk says that although someone
earning $80k in Toronto is probably doing
quite well, that salary won't get you as far
in Vancouver, where real estate and rental
prices are very high.

“That salary here will probably getyou
aone-bedroom apartment with no view
and the ability to sustain yourself with the
basics. But most people love living here so
are willing to make the sacrifices.”

Asaresultof the high cost of living,
companies in the tech sector have found
themselves paying as much as $90k for
developers fresh out of school. The other
challenge being faced in ‘brain drain’ - local
talent moving to the United States and
getting paid tremendous amounts by the
likes of Google, Paypal and LinkedIn.

To helpfoster the entrepreneurial spirit,
the B.C. Minister of Finance have instituted
some good taxincentives for local tech
companies and start-ups, offering money
back on innovative development work and
technology.

Asaresult, there are a number of really
high profile success stories coming out of
Vancouver with companies like HootSuite,
Flickrand Lulu Lemon making headlines
around the world.

“These types of successes are becoming
common with businesses out here who are
innovative,” says Hvezda, “and they really
raise the bar for other marketers because
clients expect us to bring more to the table.

Kirk Marketing is now coming into their
second year of double-digit growth, thanks
to theirinnovative approach to strategy.

“We're sitting at the intersection of
strategy and tactics because data has
become core to our fundamental belief
system,” says Hvezda. “Data has really
come out of the closet as something that
everyone recognizes the value of and they
aren't shying away from it the way they

"

As the needs of clients in the Vancouver
market change, direct marketing suppli-
ers are feeling the pressure to change the
way they do business to make sure that are
keeping up.

Mail-O-Matic has always been
progressive and quick to upgrade
equipment, software and training in order
to meet the changing needs of their client
base.

"Weroll with what the market
dictates —we have to,” says Frank Ferrucci,
Senior Account Manager at Mail-O-Matic.
“Although the B.C.economy in the last
year or so has not been having a great time
overall, we're still doing about the same
amount of business. The thing about B.C.
is that even though he economy may get
bad, advertising still happens —it's kind of
an oxymoron.”

Like many companies we spoke to,
business at Mail-O-Matic hasn't grown in
leaps and bounds overall, but they have
seen growth in terms of variable work.

“Certain elements of DM are dropping
but at the same time on the data mining
and targeting side (transforming it into full
digital output) things have grown,” says
Ferrucci.

Another trend, according to Ferrucci,
is that more Vancouver-based shops are

services,” he says. “I'm not sure if there are
actually more one-stop shops than there
were before but now they seem to be more
pronounced.

“DM suppliers are trying to make it as
easy as possible for clients because with
the industry being so competitive here — if
you don't offer everything under one roof,
customers will find someone who can.”

A province of givers

While some sectors are seeing eithera
slight decline or the status quo, Vancouver's
not-for-profit sector is actually flourishing.

“We're seeing more confidence among
existing donors for our clients,” says Lynn
Boardman, Managing Director at Harvey
McKinnon Associates. “In fact, one of
regional hospital clients just had their best
yeareverin 2011

Boardman says Vancouver is blessed
with a donor base that is very loyal and
these donors are more than happy to give
again. Where the challenge lies, she saysis
with prospecting.

“We're finding it harder and more expen-
sive to find new donors,” she says. “There’s
areal problem with shrinking list volumes
and so we're really encouraging our clients
to concentrate on activist supporters and
converting them to donors.”
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Looking for loyalty online: inside

the minds of digital brand fans

By Catherine Pearson

ith the explosive growth of social networking
websites like Facebook and Twitter, marketers are
struggling to figure out how they can use digital

media to build brand loyalty. Because customers turn to social
media to learn about products—and share their opinions after
using them—engaging the digitally savvy followers of your
brands is a critical challenge. But who are these social media
mavens and how can you build loyalty among this influential
target market?

One way to create your own brand fan base is to identify
consumers who already follow brands on Twitter or “like”
brands on Facebook—two activities that reflect enthusiasm
for products and services. And that's no insubstantial audience.
Consumers who follow brands through social media already
number more than 2.1 million Canadians—some 6.1% of the
population—according to the AskingCanadians™ Social Media
Survey which provides a fuller portrait of their lifestyles when
linked through PRIZMC2 from Environics Analytics (EA). Of
course, consumers sign up as brand fans for different reasons:
some to score online coupons, others to be the first to learn
about a product’s latest upgrade, and still others to align
themselves with a brand’s philosophy (think environmentally
and socially conscious TELUS).

While you might expect the biggest brand fans on social
media to be young, urban singles—in the mold of Facebook
founder Mark Zuckerberg—demographic research tells a
different story. Many are middle-aged couples with young
families living in new city homes. Like many new media users,
their age skews younger than average—449% are between 18
and 44 years old—but onein three is over 55. The majority are
married (53%), have families (66%) and own a house or condo
(70%). And their solid academic credentials—>53% have gone to
college or a university—translate into well-paying white-collar
and professional jobs in management, business, the sciences,
government and manufacturing. Their average household
income, $95,949, is 12% higher than the national norm. Those
deep pockets have allowed them to buy newer homesin
desirable city neighbourhoods built mostly since 1996.

Ifthere’s one trait that sets brand followers apart from the
mainstream, it's their ethnicity: 36% are immigrants—arate
70% above the national average. And they don't just hail from a
few countries. Hardcore brand fans include high rates of South
Asians, Chinese, Filipinos and West Asians. The percentage of
South Asian brand followers, 13%, is nearly triple that of the
general population. And their affluence reflects many immi-
grant success stories. They have the money to enjoy a number
of cultural activities, with high rates for attending operas, ballets

GLOBAL LEADERS
IN LOYALTY

Get to know us
at aimia.com

Map Legend: Share of
Canadians who follow
brands on Twitter and

“like” brands on Facebook,
compared to the national
average of 6.1% (index=100)

[ Digital Evangelists
(index: >110)

Frequent Fans (index:
100-110)

and movie theatres. Many belong to health
clubs and spend their leisure time playingin
soccer, basketball and football leagues. They're
also big fans of food and health exhibitions.
Allin all, brand followers are a decidedly active
consumer group.

Not surprisingly, the preponderance of
these consumers live in the nation’s big cities;
top markets include Toronto, Vancouver and
Calgary. According to PRIZMC2, EA's segmentation that classifies Canadians into
66 lifestyle types, the highest concentration of digital brand fans live in segments
like Urban Spice (young, multi-ethnic downscale singles), Furs & Philanthropy
(upscale, middle-aged and older families), and suburban types such as South
Asian Society (younger, upper-middle-class South Asian families) and Asian
Up-and-Comers (successful, middle-aged Asian families). Others are found
inyoung, urban segments such as Grads & Pads, Electric Avenues and Young
Digerati—you get theidea. They pride themselves on being plugged in to
what's cool, and they boast a large friend and follower base in the real world as
well as on their Facebook pages and Twitter accounts.

Whatis surprising about these brand fans is that they are more likely to enjoy
being marketed to than average Canadians, according to the Social Media
PRIZMC2Link. They score high for being willing to send a QR code or key word to
acompany in exchange for a coupon or discount. They're 23% more likely than
the general population to vote for an opinion surveys or interactive promotional
campaigns. And if they happen to be near a store that sells products they like,
they're interested in receiving text messages from those retailers. They'd even
download a product-sponsored mobile application from their preferred brands.
Marketers could use all of these tactics to pull willing consumers into their circle
of brand followers. And with further positive exposure, these consumers are
more likely to become product evangelists—the holy grail of viral marketers.

But marketers can also connect with potential brand followers through
traditional media. Although these Canadians over-index for Internet usage,
they're still respectable consumers of traditional media, according to BBM
RTS Canada. Research shows that they score close to the national average for
watching TV, listening to the radio and reading magazines and newspapers. They
do have their preferences: On TV, they're more likely than the general popula-
tion to tune in to sports programs featuring basketball, soccer and baseball.
When they listen to the radio, they favour stations that play top-40, classic hits,
urban and multicultural programming. Their print tastes are equally eclectic,

Unlikely Likers (index:
90-100)

. Unsociable (index <90)
See attached map.

Sources: Environics Analytics and
AskingCanadians™ 2012
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Marketers may have more success reaching brand fans through their preferred
spending categories, which track closely to the buying patterns of young, urban
families. They're more likely than the general population to spend heavily on
family-centred goods and services (child care, summer camp), technology
(smartphones, online services, cable TV), recreation (movies theatres, bars) and
even lotteries. Print Measurement Bureau shows that they frequent stores that
sell children’s products—Ilike Gymboree, Gap and Toys R Us—and electron-
ics retailers such as Best Buy, Rogers Video and Dell. But there are surprises.

Brand fans, as it turns out, have an old-fashioned streak. Compared to average
Canadians, they devote much more of their income to buying antiques, luggage
and maps, sheet music and other printed matter. For small business owners who
sell these products, brand fans could be a lucrative market within easy, if virtual,
reach.

To connect with this group, businesses need to understand that digital brand
fans think somewhat differently from the general population. Reflecting the
high number of foreign-born users, they appreciate marketing that incorporates
aspects of other cultures (scoring high for the Cultural Fusion value), according
to Environics Research. And with their busy families, they express a Need for
Escape and respond to products and services that relieve them of the stress and
responsibilities of everyday life. While many are doing well financially, they still
describe themselves as price-sensitive shoppers who are interested in discounts
and deals. But perhaps their most significant value for marketers is their support
for Consumption Evangelism, that is, their interest in exercising real leadership
among their peer group in adopting brands, products and services. They're
passionate about what they buy—especially goods that are unique (scoring
high for Pursuit of Originality)—and they enjoy sharing brand-related stories
with other consumers as well as offering suggestions to the brand regarding new
products and services. And research shows that they're 28% more likely than
average Canadians to regularly blog. It turns out that brand followers are also
brand ambassadors.

parenting and entertainment
rates. They tend to have an urban,
their print habits—much more likely to
Toronto Star than Outdoor Canada and Ontario

Catherine Pearson is Vice President and Practice Leader, in charge of
the finance, insurance, telecommunications and travel industries, at
Environics Analytics.
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Taking
loyalty online

Knowing who you're
talking to is key to online
loyalty success

By Amy Bostock

hen online loyalty programs first emerged back

in the 1990s, they were few and far between

as companies struggled to understand how
to reach consumers effectively. These days nearly every
traditional incentive company offers an online component to
their program.

“The fact that loyalty is a communication tool means that
itis constantly evolving,” says Angie Kramer, Vice President,
Digital & Direct at Aimia. “It's really important for loyalty
companies to be looking to digital as an open communication
forum where customers are going to research and find out
what companies are all about.”

In order for consumers to feel empowered though, Kramer
explains that they need to be able to find what they're looking
foratany and all touch points, meaning that loyalty MUST
existin the online space.

“When talking about online, companies need to recognize
that there is a great opportunity to get people in on the
conversation and get them talking about your brand,” says
Kramer adding that this can only happen if your brand is
accessible on all channels.

“The physical loyalty card has always been a way of
constantly communicating with consumers, keeping in
touch and making people feel like they are benefitting from
theirengagement with the brand. The same goes for online
- people need to feel that when they sign up foran online
program, they're getting something in exchange for what
they're giving (data).”

To meet the changing needs of their customers, Aimia
goes far beyond just building traditional loyalty programs
and designs solutions with unique capabilities to deliver more
‘consumer insight driven’ programs that understand what
their customer needs are.

Kramer goes on to say, “We recognize that loyalty is
no longer just about handing out loyalty cards, it's about
communicating with consumers. We're making sure that
we understand what they need and if the loyalty card is the
tactic that brings it to life — absolutely that's important — but
it's part of a larger media strategy that uses loyalty to keep the
conversation going.”

Especially, for the younger demographic that is often
known for being constantly on the move, making sure that
mobile is part of that overall strategy is essential. “We have to
make sure that we're always available to people when they're
outand about,” says Kramer.

It's notjust about one pillar either; it's about a consumer’s
journey through their day. “When they wake upin the
morning and check their phones, we want to make sure that
we're there at the right moment with the right message. They
need to feel like we're their best friend.”

Foran online loyalty program to be truly robust, Kramer
explains that companies have to know who they are talking
to and what they need throughout the day. She cautions
against putting all of your eggs in one basket (i.e. diving all in
to Facebook or Twitter exclusively).

“You need to make sure you have a plan,” she says,
"otherwise you end up building this great engine but aren't
able to understand how you're driving people there.”

» Continued from cover

flying are simply not possible
for many of their members.

When members
voluntarily choose to
offset the greenhouse gas
emissions from their flight
reward(s), they send a
powerful message that they
acknowledge the potential
impact of their activities and
want to take action.

Soevery time a program
member purchases an offset
with miles, Aeroplan tops it
up with another 20 per cent.

"We did it as an incentive
to our members but also
to show our commitment
to the environment,” says
Alden Hadwen, Director,
Community Engagement
at Aeroplan. “We've been
doing it ever since and the
contribution of miles has
been significant.”

As a company, Aeroplan
did a lot of research to
determine where they
wanted those offsets to
go. By partnering with
Vancouver-based Offsetters.
ca, they were able to put
together a portfolio unique
to Aimia (Aeroplan’s parent
company) that consisted
of supporting a landfill
projectin New Brunswick
that reduces methane
emissions, a greenhouse in
B.C.and afactoryin Quebec
that are both using biomass
fuelinstead of natural
gas, and a gold standard
project internationally that
provides efficient cook
stoves in places like Uganda
thatdon't burn through as
many resources or emit the
high levels of smoke that
traditional cook stoves do.

"This is our leadership

"‘re never

going to save
the world by
sacrificing,” he
says. “You're
going to save the
world by finding
ways to embed
goodness in
your business
model.”

role,” says Hadwin.

Asof May 1,2012,
Aeroplan and its members
have redeemed more than
114 million miles for carbon
offset credits. To put that
into perspective, 7,500 miles
is equal to 3.2 tonnes which
is equivalent to one year
of driving a small car or six
months of home energy use
foran average family.

At Air Miles, a huge
focus has been placed on
repurposing some of their
energy to become positive
incentives for consumers.

“For the last several years
we have been creating
opportunities for Canadians
to earn extra Air Miles when
they behave in ways that we
wantthem to behave orin
away that society expects
them to behave,” says
Souvaliotis.

ltallbeganonthe
environmental side when
Air Miles decided that they
would give members extra
points for buying things
like eco-friendly paint
at RONA or organically/
locally produced produce at
grocery stores or switching
to e-billing.

“Those were our humble
beginnings and we were
considered quite innovative
at the time,” says Souvaliotis,
who was once invited by
Prince Charles to brainstorm
how to take this Canadian
model and transport it to the
UK market.

Since then, the Canadian
government has caught
wind of Air Miles' unique
approach to eco-rewards
and have started calling
about things like offering
points to encourage people
toride the bus more often.

“Abunch of
environmental-focused
government agencies
began to work with us to use
our currency not as ‘loyalty’
but as ‘incentive currency’.
What stunned us was that
the results were even more
incredible than anything
we'd seen on the loyalty
side.”

In their first year
working with Ontario
Power Authority, Air
Miles was able to take
their annual conservation
program “Power Pledge”
participation from 20,000
to 140,000 in one year and
to bring the budget down

0))\|=
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dramatically.

Leading by example
Before starting with these
external ‘green’ crusades,
however, both Air Miles and
Aeroplan took a step back
and cleaned up theiract
internally.

“We encourage our
employees to take a green
commute to work and
reward them with 1,000
miles for every month that
they take public transit,
ride their bike or carpool,”
says Hadwin. “I think that
at Aeroplan we have a
philosophical approach
to sustainability that goes
deep. Our members realize
thatand appreciate that we
practice what we preach.”

“"We knew that customer
cynicism would be a huge
issue if we appeared to
be hypocrites,” agreed
Souvaliotis. “So at Air Miles
we stayed quiet for the first
year after we decided on this
path and just focused on
internal policies.”

In the loyalty space,
the carbon footprint of a
typical service provideris
not actually that big. Yes,
direct mail is an example of
an ‘environmental sin’ but
they don't manufacture
anything, don't have smoke
stacks so the company took
an interesting approach
with the hope of becoming
a beacon of inspiration more
than anything else.

“We wanted to focus
not only on reducing our
footprint but also make sure
that everything we did has

an inspiration component

toit,” says Souvaliotis. “We

really wanted to inspire the
masses.”

Forexample, at the same
time as the company was
embarking on becoming a
‘green influencer’in 2010,
they were also building
their new call centre in
Mississauga. They built
it with a solar rooftop
installation, the largest
in Canada at the time of
construction

Today, these 800 solar
panels generate enough
to power on average 16
medium-sized homes

“We've been looking
forward to the day when
someone eclipses that but
sofarit hasn't happened.”

Although the installation
didn't have a huge
footprintimpact, it did
have a huge inspirational
impact. And that was
justthe beginning. With
almost 1,000 employees at
their downtown Toronto
headquarters (which is
located above a subway
station), LoyaltyOne (Air
Miles' parent company)
was still faced with alarge
number of people driving
to work.

"What we discovered was
that our employees liked
the feeling of control and
the ‘justin case’ aspect of
bringing their car to work,”
says Souvaliotis. “So we
partnered with AutoShare
and got our own specialized
fleet of vehicles that are
available to our employees,
free of charge.”

Having fuel-efficient
vehicles available for
employees who need
to travel to business
meetings had an immediate
behaviouralimpact and
prompted the company to
add subsidized transit passes
and access to a bike sharing
network for their Toronto
and Montreal offices.

LoyaltyOne is winning
awards for their ‘green’
initiatives, both internally
and externally and getting a
whole lot of interested brand
feedback.

“People arelooking at
Air Miles differently,” says
Souvaliotis. “They're seeing
that we aren'tjust about
making money, we're about
making money and making
the world a better place.”

Souvaliotis explains that
he’sahuge believerin what
he calls the ‘shared value
model’, which he says is
becoming the term of the
decade.

“"You're never going
to save the world by
sacrificing,” he says. “You're
going to save the world
by finding ways to embed
goodness in your business
model. There needstobea
unit of good for every unit of
profit that is generated.”

For LoyaltyOne and Air
Miles, Souvaliotis says that
the road to becoming a
‘green influencer’ has been
anincredible journey full of
surprises.

“Our footprintin terms of
social influence and change
is expanding rapidly. We've
only scratched the surface.”
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Build customer
loyalty by engaging
with your relevant
audience online

By Gary Fearnall

he use of social networks is now
the new normal for Canadians.
The 2012 Ipsos Canadian inter@

ctive Reid Report found that 30 per cent

of Canadians who are online visit a social
network at least once a day to derive and
share information.

To get the maximum amount of
exposure for their messages, marketers
are establishing footholds for their
brands on a number of social platforms.
Butis garnering the largest number of
consumer eyeballs the best business
strategy? Whatis the best way to build
customer loyalty through social media
engagement? At LinkedIn, we believe
that there is a better opportunity for
marketers to gain followers and reach
them with relevant messaging while
building engagement. Our approach is
more holistic — it requires that marketers
build followers in the right context
and engage their followers with highly
relevant contentin order to turn them into
loyal brand advocates.

Imagine building an online registration
database made up entirely of qualified
and relevant customers about whom you
possess deep biographical data. Fora
direct marketer, it's an ideal scenario. On
LinkedIn, brands are creating company
pages featuring their products and
services and building followers within
the context of a professional network.
Professionals come to LinkedIn to build
their professional brand online and to
become more productive and successful
by gaining insights and sharing business
advice with their network. As such,
their profiles are typically quite detailed
and can give marketers insight into
their educational background, work
experience, seniority, geography and
group affiliations and interests.

Contextis key in any kind of marketing
campaign, and when marketers focus
their efforts on platforms where
consumers will find their messages
relevantand valuable, they will be
inherently more successful. Marketers are
using the LinkedIn platform to connect
with relevant professionals and build
brand advocacy in the process. As a brand
gathers followers of its company page
on LinkedIn, it can then target relevant
updates to those followers based on
profile data.

In a recent LinkedIn survey of our
members in Canada and the U.S. we found

that 88 per cent of LinkedIn members said
they would follow companies and 45 per
cent would prefer to get weekly updates
from those companies (Source: Survey
of Linkedin Members October 2011). As
consumers have different expectations
for how brands should communicate
with them, marketers can better develop
communities of loyal customers by
providing regular updates to their
followers.

These communities will help spread
the marketers’ messages through peer-to-
peer communications, attracting a larger
audience for them. But more importantly,
marketers can connect with specific
community members within that group
using personalized messages, resulting
in direct, long-lasting, and impactful
relationships at scale. Recipients become
brand ambassadors who advocate and
distribute marketing messages across
their networks. Itis a premium digital
word of mouth opportunity that is more
valuable than just buying reach.

Marketing to a professional audience
has additional benefits for marketers.
They can hear firsthand from their
customers about developing trends and
gain the ability to quickly optimize their
messages as their customer’s interests
change over time. Afterall, being able
to accurately monitor and stay on top of
these trends is a marketer’s top priority.
Furthermore, a professional audience is
also one that is the most eager to share
valuable and relevant information. This
is how professionals connect with their
networks and the resulting active sharing
online spreads marketing messages to
even more professionals.

What can you do as a marketer to get
started? Build your brand presence on
LinkedIn and other social media channels
in order to connect with customers. Begin
by catching the attention of the right
followers — professionals who will have
the most affinity for your brand. Then
grow that audience and support through
paid and earned media. And finally,
armed with high quality data, you can
communicate more relevant and valuable
information to your followers. This will
resultin richer conversations and over
time, increased brand loyalty.

Gary Fearnall is Director, Marketing
Solutions at Linkedin Canada.

Getting SCENE

Cineplex/Scotiabank rewards program building steam

By Amy Bostock

rom the big screen to your smart

F phone, Cineplex Entertainment

and Scotiabank have created a
new way to engage with you with SCENE,
an entertainment and rewards program
foravid movie-goers. It's free to join and
offers members animmediate 10 per cent
discount on concession purchases. SCENE
enables members to earn and redeem
points for music, movies, DVDs, movie
downloads and concessions. Members can
also accelerate their earning power with
the SCENE® ScotiaCard® (debit card) and
SCENE®VISA card. Voted one of the top
three best reward programs in Canada by
Protegez-Vous magazine, SCENE currently
boasts 3.5 million members.

"We actually celebrating the 50
birthday of the program,” says Katherine
Dimopoulos, Scene’s Head of Marketing
and Brand Experience. “We've been
relatively quiet about it up until now but
we've really come in to our own and want
to share news of the program.”

The brainchild of Cineplex and
Scotiabank, Dimopoulos says the SCENE
program is unique in the Canadian loyalty
space.

“Cineplex and Scotiabank had common
goals — reward regular customers and add

LOYALTY

value — which made for a great partnership
opportunity. It's also a program that's
unique to both the entertainment and
finance sectors.”

SCENE is for true movie enthusiasts
and is very targeted to “social seekers'/ It
encompasses real online experiences as
well as an actual plastic card and smart
phone app (launched last June) to make
sure that the program is up with the cur-
rent tech while still respecting the people
who prefer to go to the theatre.

"Although the shift is defiantly to phone
apps instead of plastic, our research shows
that 14to 17 year old would rather have a

plastic card,” says Dimopoulos. “It's a status
symbol. Inlate 2011 SCENE introduced
gaming elements to their program with
the Trivia Stars Facebook application.
The game has users—including non-
members—put their movie knowledge to
the test with 10 questions across multiple
genres. The game offers the chance to earn
Scene points, which can be cashed in for
free movie tickets, popcorn, DVDs, and
even gift cards to Milestones.
“Ouraudience loves the dialogue,” says
Dimopoulos, “and the social and gaming
aspects make the whole program more
fun and interactive.”

Then:

Limited customization options
that restrict your creativity.

NOW:

Fully customizable prepaid cards
where you control the design,

card value and much more.

Join the Prepaid Evolution

Inteli

InteliSpendVisa.com » 877.990.7384

At InteliSpend, robust card customization and top-of-the-
line customer support are just some of the ways we're

revolutionizing the prepaid industry. Evolve with us.

Currency



DIRECT MARKETING < dmn.ca

14 | June 2012

UNDERSTANDING LOYALTY

In today’s digital world, consumer definitions of loyalty are changing.
In order to remain effective, your loyalty management strategy
needs to reflect those changes, especially online.

Aimia combines a proven expertise in private label loyalty,
coalition loyalty and analytics with a keen insight into
today’s digital consumer to help our clients build
stronger customer relationships. We’ve done it

é for our own loyalty programs, and for

some of the world’s best brands.

Find out what working with a
global leader in loyalty management

can do for your organization.

Call Gordon Ross at 905-214-8419. INSPIRING LOYALTY
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"The printindustry has made huge
advances in the past five years,” says Gray.
“The equipment alone is responsible for
atremendous lessening of waste, digital
print quality has come up dramatically. It
won't be long before most runs of 5-7,000
items or less are produced digitally due to
speed, increased quality and efficiencies.

“The use of FSC certified ethically
sourced paper has grown rapidly, recycled
options abound and most forward
thinking printers understand that they
must pay attention their output of waste
asitactually saves them money.”

So what does Gray say to those people
who just want to eliminate paperall
together?

“Paper is a renewable resource. So long
as we keep rigid controls on the harvest
and manufacture of the wood, it will
continue to grow, reproduce and create
asustainable supply. We must be vigilant
onthe use of recycled fibers, they are a
hot commodity. The irony is if everyone
used 100% recycled paper we would run
out. By contrast, if we use recycled paper
in more controlled percentages we can
ensure a strong supply. The remaining
North American paper mills are some
of the most progressive environmental

companies in the world with the changes
they have implemented in order to stay
viable.

They manufacture their own power,
in many cases grow, control and harvest
their own pulp to ensure quality and most
are going carbon neutral.

"Atthe very least the green economy
is forcing positive change. Is it perfect?
Notyet."

Pack it up. Ship it out.

Soyour paper is FSC certified and your
piece has been printed at an eco-
friendly shop with strict waste reduction
strategies. But does shipping that piece
outinan envelope or (gasp) a polybag
undo all of the work you've put into
making it ‘green’?

According to Greg Pakula of Address-
All Mailing Services, it doesn't have to.
The Mississauga offers clients a number
of eco-friendly options including a
random-print bio-poly which has
atreelogo every 4" to state that it's
biodegradable. It doesn't require heat,
light or mechanical processing to break
down. Even if the bag doesend up in
landfill, it will fully biodegrade in as little
as nine months as compared to 100 years
for traditional materials.

“We have switched all of the poly we

use from regular poly to plain & random
print biopoly,” he says. “This change
represented 18,000 Ibs converted to
biopoly or 2,000,000 magazines per year.
We have an environmental calculator
that we use to show our customers the
benefit of switching to FSC certified
paper. We have a food service customer
that has made this switch and is saving
250 trees every time they print there
brochures. With over 4,000,000 flyers ain
2011 that is a savings of more than 1,000
trees per year."

While some old school marketers don't
see the value in spending more money
for biodegradable packaging, Pakula says
that the newer generation of eco-minded
customers understands the importance
of having their brand seen as ‘green’.

“When it comes to DM there is a lot of
weight placed on public perception,” says
Pakula. “Suppliers want their customers
to see them as greenand as a result,
we've been able to switch at least 50
percent of our customers over to the
bio-poly option.”

Green starts at home

In 2002, MET converted to high end
UV print production in an effort to reduce
theirimpact on the environment - with
zero VOC emissions, less need for

chemical cleanups and less need for
physical space.

"While the seed to make green values
part of our corporate culture was planted
by the owners, each level of the company
contributed ideas and processes that
affected their own areas,” he says. “Since
2010, the company has been carbon
neutral with help from partners Pacific
Carbon Trust and Climate Smart.”

“"MET has been operating a Zero Waste
program; recycling everything from
compostable lunch room by-products to
plastic wrap to paper,” says Gray. “While
we feel we are doing very well with the
program we won't let ourselves believe
there is any such thing as perfection so
we just have to keep improving.”

Domtar has taken the step of saying
‘look, sustainability is the responsibility
of the entire organization’ and has
formed a committee made up of every
management component within the
organization.

“We developed key performance
indicators around specific sustainability
targets,” says Fox. “These include
increasing certified fibre procurement,
increasing community engagement and
decreasing our footprint just to name a
few. And we're holding ourselves to these
going forward.”

SECTOR REPORT

The company has also made a bold
commitment around greenhouse gas
emissions reduction and increasing
energy efficiency.

Dubbed a ‘fibre-based innovation
company’, Domtar is taking its green
crusade to its customers as well and
offering them guidance as to how to use
their products more responsibly.

“This area is key to us because it's
one thing to make sure our own house
isin order, but another thing entirely to
help our customers use our products as
responsibly as possible.”

Whether it's helping a printer use their
products more efficiently or helping a
corporate end user put together policies
around using their products, Fix says
Domtar sees a lot of opportunity for them
to make a difference.

Back at home, Fix says they are
using sustainability as an employee
engagement model, making sure that
they are providing an engaging work
environment by setting up ‘Green Teams'
atall their facilities.

“What it amounts to is encouraging
our employees to ask themselves how
they can make a small difference at work
that rolls up into a bigger difference.”

BETTER DATA rrom CANADA’S LEADER N

ONTACT DATA SOLUTIONS

Buy or Rent Lists
ResponseCanada™ Consumer
ResponseCanada™ Business
ResponseCanada™ Movers

List Cleaning Services
Address Standardization & Correction
National Change of Address (NCOA)

List Suppression Services
Duplicate Elimination

CMA Do Not Contact

National Do Not Call List (DNCL)
Prison Suppression

List Enhancement
Services

Phone Number Append
Occupant & Phone Append

Address & Name Append

Address & Phone Append
Right Person Connect
Demographic Append
Gender Append

Ethnicity Append

Geocode Append

Donation History Append
Dwelling Value & Age Append

And now featuring our new Deceased Identification Service,
Canada’s only deceased suppression solution!

Cleanlist offers more services, and more
ways to access them, than any other provider!

cleanlist

an interact direct company

Contact us today for a FREE evaluation or pricing at 1-800-454-0223 or sales@cleanlist.ca




16 | June 2012 DIRECT MARKETING < dmn.ca

FasterPrinting, Better Serwce

at New Lower Prices!

We are now providing
greater service,
amazing rates and the
fastest turnaround ever

in our new facility! i
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The challenge

Spurred by demand, I began investigating how to bring the
Mudlick Mail model to Canada late last year. | quickly learned that
| wasn't going to be able to simply duplicate my formula. Mailing
individual postcards —especially, the high-quality, four-color,
glossy stock type that we were accustomed to sending in the
U.S. = was expensive, more than 60 cents a card! | knew we'd
have trouble convincing customers to do any kind of large-scale
campaigns with those kind of costs involved. Unaddressed mail,
which costabout half as much to send, was my only hope. The
key was figuring out a way to integrate some kind of targeting
into the process even ifl wasn't going to be able to zero-in on
specific names.

Tired of
elrrr?ptg bays? |

Increase your car count exponentially
this winter with TARGETED DIRECT
MAIL at UNADDRESSED

MAIL PRICING.

MUDLICK MAIL HAS PARTNERED WITH |
INNIVITY to target middle-to-high income
customers in the best carrier walks

in your market area.

The solution

Targeted unaddressed mail sounds like an oxymoron. And in
fact, | learned that most Canadian shop owners who use unad-
dressed mail basically take a saturation approach, hitting essen-
tially everyone. Part of that is due to the difficulty involved in
obtaining demographic information. After some trial and error,
Ilearned that to take the basic information available through
Canada Post and customize it to better fit my customers’ needs.
| am targeting based on two factors:income and location or

Case study:
Mudlick Mail

specifically-targeted individual mailers. But|am beginning
to understand the value of unaddressed mail as well.

The company | helped create — Mudlick Mail - employs
in-depth market research to enable automotive shop owners
target individual customers by income, neighborhood and even
vehicle make. It's an approach that has yielded successful results,
with some customers experiencing sales increases of as much as
40 percent.

I am big believerin building direct campaigns based on very

proximity to a client’s shop. Because there aren't many specialty
service shops in Canada, targeting by vehicle make isn't neces-
sary. Thefirst step is to research the market and set a baseline
income for the areas that a client wants to target. | was lucky
enough to find a Canadian company —Innivity Marketing Group
Inc.—to provide assistance with the process. The company
works with Canada Post to leverage demographic statistics and
generate segmented reports on a geographic basis for Mudlick
Mail's market analysis.

FEATURE

Once a target income level has been determined for a
customer, Innivity obtains carrier walk information from Canada
Post, which tells us which percentage of the population in that
area falls below, above or at the level we set. Sometimes, it's nec-
essary to cross-check the information provided by Canada Post
against other maps to identify all of the potential areas where
a shop owner might mail. The key is to figure out how many
residents to target in a certain area according to income. Let's say
a customer wants 80 per cent of the population of a certain area
to meet or exceed the baseline income level of $50,000, in order
tojustify mailing to that carrier walk. That threshold may actually
be too high and will resultin a mailing that is too small. Likewise,
ifthe threshold is too low, the mailing could be too large and
may resultin attracting only bargain shoppers.

The process | am using to create targeted mass mail cam-
paignsis alengthy one. It can take five to seven days to obtain a
basic demographic report, for example. Canada Post is planning
to offer some online targeting capabilities — allowing marketers
to create and our own reports and maps, which should reduce
thetime and expense involved in creating our uniquely-crafted
campaigns.

The results

Although Mudlick Mail has been in the market for a few months,
the campaigns my team has launched for our Canadian custom-
ers have gone well and have proven that unaddressed mail can
be used effectively to target customers and drive sales.

Tim Ross is president of Mudlick Mail, based in Acworth, GA.
Tim has over 10 years of sales and marketing experience in
the automotive service industry. He has spent the last six years
developing custom marketing programs for independent

auto service shops. Mudlick Mail began offering its services in

CANADA'’S LEADING FULL SERVICE PRINTER:

Sheetfed & Web, Full Bindery & Fulfillment

Print & Digital
Communications

3 East Asian,
/< o Lyt 3 kids under 12, English
[ 4 as a second language,

shops at Wal Mart

25-54, post secondary education,
2+ kids, works Full Time,
environmentally conscious

Boomer couple,
household income
$100k +, owns a

e
SHOPPERS @ =

RUG MART

Lake Ontario

Mi5 Print and Digital
Communications now has the
ability to create a Targeted
Marketing Campaign from
design to execution all under
one roof. What are examples

accommodate tight timelines, changing
market conditions and limited budgets.
Keeping everything under one roof

allows us to save you up to
30%™* when combining print
with targeted marketing

Flyers and Coupons,

Targeted addressed and
unaddressed direct mail,

Free Standing Inserts (FSls)

Being a printer who understands

of Targeted Marketing (TM) the complexities of direct to services.
programs? consumer marketing is a key
advantage. We have control of the
Door Hangers, project from start to finish and are
Direct to home product sampling, able to make adjustments to Our secret is our service

5 Expert Account Management combined with Variable Digital, Large Format & POP,

INTRODUCES TARGETED MARKETING SERVICES

Our in-house resources include:

1. Consumer targeting & mapping
software

2. Campaign design

3. Cutting edge proprietary printing
techniques

4. Innovative sample kitting
5. Logistics

6. National or regional direct to
home distribution

7. Post program verification and
research

8. Final go-forward analysis and
recommendations report

At Mi5 our goal is to be the
best Targeted Marketing
Printer and we unrelentingly
pursue this goal with each
and every opportunity we
receive.

To find out more, contact Sheryl Sauder ¢ 416-721-1307 e sheryl@mi5Sprint.com

*vs other competing TM suppliers
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Direct
& Personal

by Billy Sharma

Kevin Short

A writer with the right attitude.

evin Shorttold me, "My very first copywriting
Kassignment was through answering anad in the
newspaper for a freelance writer. | met with the owner
in a very fancy office in one of the big towers in downtown
Toronto. | thinkit was one of the TD Bank towers.

“Red flags were raised during our meeting when | asked him
about money and he said not to worry about the money just
getworking on the job and get it done ASAP. | was raw, a bit
naive and wanted to get working so | took the assignmentand
turned it around intwo days.

“While | was waiting on getting paid for the small job, the

‘ ‘s affect

the people we
meet, in one way
or another. This

vice-president (the owner’s girlfriend) waved the possibility of a may happen

huge job under my nose. That job never materialized. instinctiuely oron
"After two months of waiting to get paid | called him and a subconscious

he complained the copy wasn't very good! But he would pay

me. | even went sofar to try to collect by arranging to meet the level, through

owner at his office and pick-up the cheque. He never showed our thUghfS

up for our meeting! I sued him and still didn't get paid. I believe  qnd fee[ings and

he went out of business. Probably his expenses like office rent through bOdy

were too high! .
“Great way to start out in business with your very first job. language’ and his

But I must have liked it for some strange reason because I'm still isa calming and

here. sedate one.”

"When | started freelance writing part time, | was working
at Global Television as an editorial assistant. A few years after
that I got my first job in the ad agency world after many months
of shopping my portfolio samples around various Toronto
ad agencies. The agency was G&G Advertising—a great
experience with some good people, unfortunately they went
bankrupt during the big recession of the early 1990s.

"The experience made me believe that a careerin
copywriting was possible,” he said.

I guess we have all been there and done that but what | find
remarkable about Kevin is that he such a positive person with
agreat attitude. As he said, “l once heard, and | don't know the
source, ‘Every life and every day in that life is just asimportant
asany other. | try to keep that in mind. It helps to keep me both
hungry and humble.

“When | think of the students I had as an ESL teacher, any
sacrifices I've ever made for my career pale in comparison to
what these people have been through and some are probably
stillenduring. It's very moving and awe-inspiring,” he said.

lam sure every other writer reading this will agree with me
that writing is one of the loneliest professions. Each time you
must start right from the beginning, staring at a blank screen
with the curser blinking back at you, as if it is daring you to hit
akey soit can mock you.In the end, when you present your
finished product, everyone is sure they have a better way of
saying whatyou just penned. And God forbid, if you are dealing
with a committee; every member of it will have to add their two
cents.

My late friend, Tony Lovell, with whom | worked on the
Easter Seals and March of Dimes accounts for many years, once
remarked, "l guess writing copy is like sweating blood." He
witnessed first hand the petty little copy changes that the client
made each time.

So,why dowedoit?

I guess its because of the agony and ecstasy it brings.

When your copy is finally printed it feels like you have released
thousands of bottles with a message. Where they will land and
how someone who gets them will react you may never know
formonths oryears, if ever.

Today Kevin Short is an independent copywriter with more
than ten years experience in sales and corporate marketing. He
has written copy for such clients as Advanced Software Design
Corporation, Brita Water Filters, Carleton University, Cashway
Building Centres, CCH Canadian Limited, Drake International,
Foresters Insurance, Global Television, LearnQuest College for

Advanced Technology, Natural Resources Canada, National Bank
of Canada and the Royal Bank of Canada.

Kevin writes ads, brochures, case studies, direct mail,
e-mail marketing, video scripts, web pages, white papersand
other marketing materials clients need to sell their products
and services to businesses and consumers. In addition to his
copywriting work, he has also written articles for the Edmonton
Journal, Business Matters, Computing Canada and other
publications.

Kevin was the founding editor and a regular contributor to
the Greater Ottawa Chamber of Commerce’s online newsletter.
His work on this publication was acknowledged by his winning
the Chamber’s Volunteer of the Year Award.

He holds afour-year B.A.in English and Economics from the
University of Alberta and continues his professional education
with copywriting courses from the American Writers and Artists
Institute.

He has also worked as a Microsoft Certified Trainer (MCT),
an end-user computer trainer and sales representative in the
high-tech training industry, as well as a staff-writer for Lombardi
Publishing, a leaderin direct response information publishing.

He has written a number of pieces for companies as diverse as
Advanced Software Design, CCH Canadian, Graphic Resources
and Mohawk College and he has prepared control mailings fora
financial newsletter publisher.

“Nothing earth shattering, but enough to whet my appetite
formore,” he said in the same humble manner that is his
demeanor. Every time | posed a question, he had a habit

of looking up into space, his brow slightly knitted before
answering, as if he needed to weigh each word carefully before
uttering it.

“I like and am now focused on the Training and Development
sector, |'ve worked as a corporate trainer, college instructor
andin salesin this area in particularand in the B2B sector more
generally,” he continued. “Not only do | write direct response,
but also a variety of more content oriented formats such as
white papers, case studies, newsletters and so on. | enjoy the
variety and it’s a nice change from the constant sell, sell, sell of
direct response.

“Right now I'm content with the specialties I'm developing
but that could change. Technology seems to invent new formats
and ways of marketing almost daily and you have to adapt with
it

Born in Montreal, Kevin grew up in Toronto.

“Butfinished high school and attended university in
Edmonton. | feel very well-travelled in both my education
andin jobsI've held. Perfect experience for a writer | think. |
once calculated that I've had over 25 residences to call home.
However, 've pretty much lived in only four cities: Toronto,
Edmonton, Ottawa and now Hamilton where I've lived for the
past four years.

“I have been previously married and Inow aminalong term
committed relationship.I've been with Joanne for over seven
years and have lived with her for the past four. Unfortunately, no
children from my previous marriage or the current relationship,
but I do enjoy my nieces and nephew when | get to see them.

“l enjoy both being with people and being by myself (quess
that's the writer in me). But | am rather gregarious compared to
many writers I've met. When not working, which is rare these
days, | enjoy walking, tennis, cycling and spending time with
friends and family. I really enjoy music and plan to get back to
playing the piano again, something | did when | was younger.

“I'mvery grateful for my family, friends, the experiences I've
had and the things I've had the opportunity to do, but I'm always
looking forward to new adventures.

"My parents, John and Ruth Short, have been my biggest
influence. They were both children of the Great Depression. My
Dad was from Alberta and things were even tougher out there
during the Dirty Thirties. My father also fought in WWIland was
twice wounded in action. My mother’s father died when she
was five and her mother had to raise her and her then year old
sister by herselfand in those days there was no social assistance.
Fortunately, my mother's mother was a nurse so they were able
to get by, butitwas a struggle. And yet both my parents are two
of the most positive people I've ever known.

"On the business side, early on | read David Ogilvy's
books, Confessions of an Advertising Man and Ogilvy on
Advertising, both classics and both so well written—insightful
and entertaining. | thought after devouring them, that thisis a
field that sounds very interesting to be in.

“More recently | was working for a direct mailerand |
really didn't enjoy the experience at all. When I left I was so
disillusioned with the business and writing in general that | took
asort of sabbatical and worked for a time as an ESL (English as
a Second Language) teacher. | really enjoyed that, but | think
somehow | always knew | would return to writing. I finally
realized, it wasn't the copywriting | didn't like, but the company
I'was working for.I'm sure most of your readers have had dark
career periods too.”

All of us affect the people we meet, in one way or another.
This may happen instinctively or on a subconscious level,
through our thoughts and feelings and through body language,
and hisis a calming and sedate one.

Kevin is a bit of an oxymoron. Though sedate and calming,
he is one of the most upbeat persons | have ever met. Nothing
fazes him. I have always enjoyed our meetings together because
I have found his positive attitude to be contagious.

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

e Digital | Direct | Social
e Online Promotions
¢ Custom Workflow Aps
¢ Mobile Marketing
e Print Ma

ement

MARKETING INNOVATION

www.pgepropel.com

Contact Andrew Gage, President
905.940.0200 ext 148

Key Chain Value:

A privileged position reserved for the People, Things & Services
that we Like, Trust, Value... and Remember.

Make it onto the “key chain” and business does grow.

KiTS - Specialists at VDP One-to-One
for Career Sales Force Keep-In-Touch Marketing.

We're a different kind of Agency.
Concept, Data, Design, Production and Lettershop.
One stop for creative excellence & executional perfection.

905.731.7455 o
888.548.7725 KITS
www.kitspak.com

Communications

CALL CENTRE PRODUCTS / SERVICES

WERE ALWAYS READY

A Leading North American Call Centre

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

If you need daytime telephone reception, after hours emergency dispatch, or if you're launching a marketing |

TO ADVERTISE IN DIRECT MARKETING RESOURCE DIRECTORY CONTACT:
Brent White - brent@dmn.ca | 905.201.6600 X 224

DATABASE MARKETING

DATA INSIGHT GROUP

MAKING DATA MAKE SENSE

bring clarity to

data strategy!

Using data analytics to support a marketing strategy is more
than just building and executing the right predictive models.
We use our diagnostic skills and industry expertise to help
companies understand their customer data and make sense
of what the data is saying about their customers.

To find our more, contact Emma Warrillow
emma@datainsightgroup.ca * 416-699-5730 x1

datainsightgroup.ca

campaign and need support to handle large call volumes, we're the company you're looking for!

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

Extend Communications Inc
49 Charlotte St., Brantford, ON N3T 2W4

51 Water St. N., Cambridge, ON N1R 283

All Call Communications
13-318 Guelph St., Georgetown, ON L7G 4B5

Tel: (519) 759-6820 Toll Free: 800-265-9975 Tel: (519) 658-0555 Toll Free: 800-727-5177 | Tel: (905) 877-6973 Toll Free: 877-871-7273

www.extendcomm.com

verYourPhone.com

TELEPHONE ANSWERING EMERGENCY DISPATCH CUSTOMER SERVICE
REGISTRATIONS/RESERVATIONS ORDER PROCESSING

DATABASE MARKETING

AdO0L1O3dId
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Canada Post:
Analytics Solutions for Your Marketing Needs

We help you gain a
competitive advantage
We can identify your customers’
value, lifecycle and segments. We
can also show you where your best
opportunities for growth are, and
where you should devote your
marketing resources.

We make the complex easy
We have the GIS and Database
Marketing analysis expertise to

develop targeting solutions for you!
Your strategic needs are our sole focus.

We help you stay
ahead of the game

Use our modelers to predict your
customers' next moves and align
your communications strategy to
maximize ROl and minimize loss.

We keep your data secure

The data you own is perhaps your
most valuable strategic asset, which
is why our secure data environment
adheres to the highest standards.
Your information is secure with us.

TARGETING ¢ LIST SERVICES ¢ DATA SERVICES ¢ ANALYTICS

Email: data.targetingsolutions@canadapost.ca

Website: canadapost.ca/datatargetingsolutions PoST
Phone: 1-877-281-4137

CANADA POSTES

CANADA

>

From anywhere... to anyone




DIRECT MARKETING < dmn.ca

AYOLD3YIA |3
3D¥NOS3Y §

You've
the answers to your
marketing challenges.

FOUND

At Environics Analytics, we'll help you reach, retain and increase
your best customers.

As the premier marketing and analytical services company in
Canada, we'll profile your customers, identify your best prospects,
provide insights into how they live and develop effective market-
ing campaigns to reach them.

From merchandising and media planning to customer profiling
and site analysis, we provide you with cost-effective solutions so
you deliver the right message to the right customer at the right
time.

Find and keep your customers.

~A ENVIRONICS

AWA A N A L Y T 1 C S

www.environicsanalytics.ca
(416) 969-2733

DATABASE MARKETING

19, = %7 * PREDICTIVE ANALYTICS
BoiRE FILLE R-= ﬁ * CUSTOMER VALUE MANAGEMENT
G R0l a2 * DATA MANAGEMENT

= -1 * BUSINESS INTELLIGENCE REPORTING

WE TURN INFORMATION INTO KNOWLEDGE, | CONTACT:
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

DEVELOP AND RETAIN CUSTOMERS.

DM CREATIVE

Get Something
For Nothing.

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

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

Each month I reveal what works and why.

1407- 99 Harbour Square, Toronto, Ontario M5J 2H2
Phone: (416) 203-9787 http://www.designersinc.ca
E-mail: designersinc@sympatico.ca

FULL SERVICE OPERATIONS

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

Toll Free: 888-683-2501
www.completemailing.com

cMS

Complete Mailing Service

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

- Inserting: Automated and Manual - Address Verification/Correction and Postal Sortation
- Addressed Admail and Publication Mail - Data Entry and Database Management

- Polybagging, Tubing, Hand Assembling & Kits

- Photocopying, Collating, Stapling, Folding & Printing

FULL SERVICE OPERATIONS

Data Processing
Complete Lettershop
Specialized Hand Assembly

Laser Personalization

Go

g gqmmunlcahons

Direct Markehnﬂ

4163987678 .800.952.7678

sales@origo-ca Www.origo.ca Usnnternauonal
T:.:IE sgazgﬁ'?:ﬁ Fulﬁllrnent
e FULFILLMEN Printing

Formerly A&L Mailing Services

» Premedia & Design

» Digital, Litho & Flexo Printing

» Data Processing & Entry Services

» Promotional & Transactional Direct Mail
» Fulfillment & Distribution

DATA DIRECT|

Print » Mail « Fulfiliment « Distribution

For more information
please contact:

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

Debbie Major
905.564.0150 x108
75 Superior Blvd., Tel: 905.564.0150
Mississauga, ON L5T 2X9 Fax: 905.564.6621 Gary Stavro

www.datadirect.ca Toll Free: 1.877.247.1464 905.564.0150 x296

DM

¢ Winner, Canada’s Most Environ-
mentally Progressive Printer

* Bullfrog Power, 100%
renewable electricity

* FSC, Eco Logo, Rainforest
Alliance, Ancient Forest Friendly

Carbon
Neutral

» Consultative advisors help
plan your campaigns

¢ Cross-media options,
including email and PURLs

e Full lettershop and kitting,
including intelligent inserting

the

]
LoweMartin .........
GTOMP 613-741-0962

frank.lavryssen@LMGroup.com

Patrick Coyne
905-670-7100 \
pat.coyne@LMGroup. com

www.LIMGroup.com

MINERVA | Fundraising Services

/7 Enabling Fundraisers to Exceed Donor Expectations

rrrrrrrrrr

Donation Post Event Donor 100% PCI
Processing Gift Processing Management Compliant

Minerva Fundraising Services is a dedicated, PCl-compliant, outsourced service bureau that provides
caging, donation processing and receipting services to North American fundraisers.

Our solutions are customized and scaled to meet YOUR projects needs. We specialize in processing
direct mail donations, running monthly sustaining gift programs and offline post event gift processing.

For more information visit webminerva.com
or contact Patrick Durbano

at 1.800.263.0669 x 178 or patrick@ims.ca

- A division of Inquiry Management Systems Ltd.
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LIST SERVICES

EPSilon, ICOM Reach over 2,000,000 Canadian

Targeting &"serei®ilenteeine | consumers with TargetSource’

ACCESS A LIST OF

TargetSource’ delivers superior results and exceptional value

e (Canada’s largest consumer responder database -
over 2 million Canadian consumers and 1000+ data selects

e 500,000+ permission based email addresses
e Package Insert Programs to over 1 million households annually
e Modeling, profiling and database enhancement solutions

AdOL1O3dId
304N0S3Y

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

epsilontargeting.com Marketing As Usual. Not A Chance.”

[
Bomog

MILLION ADDRESSES Best Lists for Less...

L . . ran !
Acquisition Admail™ List Services: Guaranteed |
Canada’s most comprehensive mailing list Accurate, targeted lists updated |
of accurate and complete addresses every 30 days*
Target by: Communicate v Free counts & immediate download
« New mover selects directly with v Guaranteed deliverability & price

e Postal CodeoM new movers

e Residential and business * New Addresses LG IE)

e Apartment suites * New Occupants . _

* Geographic, psychographic ~ * Recency selects MelissaData.com/dm-less MELISSA IR, W Wa\
' 1-800-MELISSA Your Partner in Data Quality

and demographic criteria

TARGETING e LIST SERVICES * DATA SERVICES * ANALYTICS

Admail™ is a trademark of Canada Post Corporation. Postal Code®M is an official mark of Canada Post Corporation.

‘fﬁj canadapost.ca/acquisitionadmail cANADA o rOSTES

POST CANADA

1 '877'281'41 37 From anywhere... to anyone

Marketing internet Web marketing
Location de listes List Rental
Services intégrés de marketing direct Integrated direct marketing services

Explore the many direct marketing solutions Susan Higgins, Senior account manager

we offer: Phone : 514-574-4537
. shiggins@allegrodirect.com www.allegrodirect.com
* New Business Leads
* Customized Prospecting Lists w T o
e Email Marketing Services www.nadminc.com
* Customer Profiling North American Direct [\Viar i« g
e Data ProceSSing & Data Hygiene ist brokerage  postaifialamarketing Ests
lisl managament  altarmative madia’/amail lisis
o dals processong  database prospacling
Call 800-873—61 83 or nfogroup F'|i|1|III!.' and mading seraces "'-'.'-'JL':II'-; and e I|-|'l;. SEMIES

visit WWW.inngroup.ca Powering Business Growth

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

TO ADVERTISEIN DIRECT MARKETING RESOURCE DIRECTORY CONTACT:
Brent White - brent@dmn.ca (905)201-6600 x 224
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BETTER DATA

FROM CANADA’S LEADER IN
CONTACT DATA SOLUTIONS

Contact us for a
FREE
evaluationor
pricing at
1-800-454-0223 or

sales@cleanlist.ca
.

>

" cleanlist.

an interact direct company

ACCESS OVER
5 Million Emails

Tap into the Power of Email
Prospecting the Easy Way.
Scott’s Email Marketing Services will:
» Design your email message

» Target key decision makers in your market
» Track your email results

CONTACT US TODAY!

1.800.387.6598 ¢ lists@scottsdirectories.com

SCOTT'S

DIRECTORIES
ScottsDirectories.com

ey

IHEDATA
SERVIGE
SEECIALISTS

- Consumer & business lists

- Customer profiling, trade area analysis

- Geo-demographic & ethnic targeting

- Data appending, cleansing & enhancement
- 35 years of helping businesses grow

905.474.5271  www.smres.com

SMRinfo@smres.com

MAILING EQUIPMENT

3115 Sartelon Street, St. Laurent, Quebec H4R 1E7
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
We carry a large selection of parts & supplies with savings up to 50%,

* Tabbers
* Polybaggers

WE ALSO BUY USED EQUIPMENT | www.epc-cmm.com
MAKE US YOUR ONE STOP SUPPLIER FOR ALL YOUR MAILROOM NEEDS'

e Forms Cutters
* Folders

¢ Letter Opener
* Inserters

¢ Inkjets

* Postage Meters
¢ Z Fold Feeders
* GBR

SALES & SERVICES:
® Inserting Systems, Feeders, Folders

® JETVision™Integrity/Control Systems

o Offline Bindery Solutions

# Inkjet Systems, Tabbers, Pressure Sealers
® Parts, Mailing & Mailroom Supplies

bell & howell

We're the new Bell and Howell,
the national provider of Mail Processing Solutions,
and we're stronger than ever

www.bellhowell.ca
1-800-889-MAIL (6245)

30 Mural Street, Units 6 & 7
Richrmond Hill, Ontario L4B 1B5

To learn more about our products and flexible service offerings, please contact

(Sales)  John Wilbrink &1.800.88% 6245 x 2014 [ john.wilbrink@bhemail.com
[Service) Leighann Paulionis B1.800.889.4245 x 2023 [~] leighann. paulionis@bhemail com

MAILING SERVICES

—
— "

“{ MAILING

GROWING YOUR BUSINESS
IS OUR BUSINESS

I A successful Marketing Campaign
should be about reaching the right
audience at the right time with the
right message! And the most
effective way to do this is also what
Canadians prefer - The Mail!

One To One Mailing is a full service
Mailhouse based in Edmonton, AB,

\We have grown steadily over the past
twelve years by listening to our clients
and delivering the right solutions.

T80.413.0488 Craig@onetoonemailing.ca

MAIL-O-MATIC

INFORMATION SERVICES | DIGITAL IMAGING | PROCESSING

7550 LOWLAND DRIVE, BURNABY BC V5J 5A4

604-439-9668 1-877-570-MAIL (6245) www.mail-o0-matic.ca

PLASTIC CARDS

High quality offset PLASTIC CARDS, manufactured in Canada
CDN

vy
V)
r) Print Plastic

Yoo Card Solution Source!
ewr B Bomes Lapreistrs i e Plastl Ul hesdetiy

*Runs from 250 to 1,000,000
-Magnetic stripes, card encoding
.Bar codes, smart cards
- Card personalization

- Fast turnaround times

Authorized resellers for: |
. Zebra Card, Datacard, Fargc
Evolis card printers .
-Photo ID cards and systems

www.cdnprintplastic.com

Tel: (416) 240.7775 1.877.236.7746
Fax: (416) 241.0825
91 Kelfield St. #6, Toronto, ON MOW 5A3
sales@cdnprintplastic.com




dmn.ca > DIRECT MARKETING

June 2012 | 23

Worth
Knowing

Home Depot’s
Peg Hunter to

lead CMA Board
of Directors

The Canadian Marketing Association

is pleased to announce the election of

Peg Hunter, Vice-President, Marketing

and Communications, The Home Depot

of Canada Inc. as Chair of the CMA

Board of Directors for the 2012-2013

year.

Atits Annual Meeting on May 15,
2012 in Toronto, the Association also
elected Walter Levitt, Executive Vice-
President Marketing at Comedy Central
as Vice-Chair of the CMA Board.

Elected as new members of the CMA
Board of Directors were:

- John Boynton, Executive Vice-
President and Chief Marketing
Officer, Rogers Communications

« Chris Stamper, Senior Vice-President,
Corporate Marketing, TD Bank Group.
The full list of CMA Board Members

can be found on the Association’s

website at www.the-cma.org

DMA CEO Kimmel
steps down: Woolley
Named Interim CEO

Lawrence M. Kimmel has stepped
down as CEO of the Direct Marketing
Association, effective immediately.
Kimmel, who has led the trade
association since August 2010, was
given a three-year contract at the time
of his hire.

Kimmel will take on the title of
president emeritus of the DMA
and will serve in a senior advisory
capacity. Linda A. Woolley, the DMA's
executive vice president of Washington
operations, will serve as interim CEO
while the organization considers its
leadership options.

Kimmel will join marketing
agency Hawkeye, which s run
by former DMA chairman Steve Dapper.

DIRECT MARKETING
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The Marketing Channel acquires Wyers Direct Communications
to strengthen direct marketing and fundraising expertise

The Marketing Channel, an Integrated Marketing Agency,
announced the acquisition and merger of operations of Wyers
Direct Communications, a Toronto based direct marketing agency
focusing on the fundraising sector.

Wyers has been in business for 29 years and currently
represent clients such as Cuso International, The Foundation
Fighting Blindness, The Lung Association and more. Most
recently TMC and Wyers worked together developing the
fundraising efforts for The Canadian Hunger Foundation.

“Today’s consumers migrate seamlessly between on-line
and off-line, and having a unified approach to direct response
communications is an absolute must if you want to successfully
manage and enhance donor relationships,” said Rob Hindley,
President of TMC. “This acquisition builds on those capabilities.

“We really got to know Rob Wyers and his team during the past
couple of years working with CHF and we were very impressed
with their professionalism and overall capabilities. When Rob
approached me about the idea itimmediately made a lot of
sense for us. We've invested a lot of effort in developing our

DMA and Pitney Bowes
invite marketers to submit

entries for 2012 Personal
Connections ECHO Award

The Direct Marketing Association (DMA) and Pitney Bowes

Inc. are inviting marketers around the world to submit entries
forthe inaugural Personal Connections ECHO Award. The

award recognizes companies and marketers that lead the

way in customer communications by using customer insights
and marketing to create personal, long-lasting consumer
relationships. Winners will be announced at the DMA2012
Conference and Exhibition, which will take place October 13-18in
Las Vegas.

“In today’s relationship-marketing era, data is the lifeblood
of marketing,” said Larry M. Kimmel, DMA's CEO. “This new
award gives us the opportunity to recognize the people and
the organizations that are doing the world’s best data-driven
personalized marketing. We are excited to be partnering with
Pitney Bowes this year on the Personal Connections ECHO
Award.”

“As today's customers gain more control over the information
they receive, itis more important than ever for marketers to use
relevant, targeted communications to reach them,” said Murray
Martin, chairman, president and CEO for Pitney Bowes. “The
Personal Connections ECHO Award will recognize companies
and marketers who are creating highly personalized experiences
to build customer loyalty.”
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digital capabilities and knowledge in this sector. Direct response
is a very specific skill set and plays a major role in fundraising.
Together with our digital expertise this is a strategic fit that brings
value to fundraising clients through a fully integrated approach.”

Rob Wyers, President and Founder of Wyers Direct, will
leave the day-to-day operations to focus on integrated creative
direction and strategic planning portfolios, along with a strategic
adviserrole.

“I've got 29 years invested in fundraising and have a passion
for this business. My heart and soulis in this industry,” he said.
“My first priority is to ensure that we maintain the level of
commitment and quality for our clients, bringing additional
capacity and the best digital integration possible.”

“Wyers Direct is an excellent organization and the staff are
a critical component to that success. We are delighted to have
them join us,” said Hindley. “Together, with Rob Wyers' support,
we will move forward to build on the legacy of creativity,
operational excellence and strong client relationships that Wyers
has developed over the years."

Payfirma opens its mobile
payment app for integration

Payfirma, the company creating simple, fast, and secure mobile
point of sale products for businesses, has opened up its mobile
payment platform to developers.

Any third party mobile application for iPhones, iPads, or
Android devices can now accept mobile payments in-person with
the swipe of a credit card. Developers can leverage Payfirma’s
payment platform to manage transactions, PCl compliance,
and credit card reader integration. Payfirma'’s integration kit
seamlessly and securely shares information between third party
apps and Payfirma, automating business processes, increasing
efficiency, and improving usability.

Some of the apps that will integrate with Payfirma are
invoicing, accounting, restaurant, and retail apps. Mobile
invoicing apps, for example, allow businesses to create invoices
on theiriPad or iPhone wherever they are. Invoices, typically
sent over email to be paid at a later date, can now be paid on the
spot using Payfirma. This makes life simpler and more flexible for
businesses.

Payfirma is building a mobile payment ecosystem for
developers. “The mobile development community is key to
Payfirma’, notes Kalle Radage, Payfirma’s Chief Product Officer.
“We are continually building out our platform to make it easy for
developers to add payment functionality,” explains Kalle, “this
will allow developers to create a new wave of game-changing
payment applications.”
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Events
Calendar

June 12

AIMS Social Media Measurement &
Management Solutions

Toronto, Ontario

By now every organization has dipped their
toe, if not jumped right in, to the Social
Media pool. But how do you manage your
engagement in social channels effectively
and how do you demonstrate return
oninvestment so that you can increase
budgetsand resources? At this event you'll
notonly geta framework to show ROI, but
hear directly from the leading solution
providers -- including Radian6, HootSuite
and others --for insight on managing and
optimizing your social mixand analyzing for
meaningful results. Whether your commun-
ity is a couple thousand or a million strong,
see how you can optimize your resources
and return on investment, and do some fun
networking with other marketers facing
the same issues. You don't want to miss this
event! For more information visit www.
aimscanada.com

June 13

2012 Social Media Conference
Toronto, Ontario

With the exponential growth of social
platforms, the face of the customeris con-
tinuously changing. Today's customer seeks
to do business with more than a product
ora service; they seek to do business with a
brand that stands for something and more
importantly, with the people behind the
brand. Today, itis no longer a question of
whether or not businesses participate in the
social and digital world; it is a question of
why and how. Keeping up is no longer just
amatter of a generating likes, a Facebook
campaign, or knowing what the latest shiny
social network of the day is. For more infor-
mation on this event visit www.the-cma.org
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WEALTHSCAPES

DOLLARS & SENSE

The new WealthScapes 2012 provides the most authoritative
information available on Canadians’ spending power and
wealth management. Whether you're looking for high net
worth markets or enhancing customer insights about your
target audience, WealthScapes is right on the money.

A ENVIRONICS
ANA A N A LY T I C S

www.environicsanalytics.ca 416.969.2733

To learn more, contact Catherine Pearson at 416.969.2835 or catherine.pearson@environicsanalytics.ca.




