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I

magine a device that can
break through mailbox clutter,
engage the consumer with

high-value, personalized visuals, and
include seamless, automated digital
integration through a web key that users
simply plug into their USB ports and then
sit back while a customized webpage
launches. Best of all, it's highly measurable,
evenin real time.

Enter the iKyp, a new direct marketing
solution that integrates physical and digital
in exciting new ways, while enhancing
user experience and instantly generating
rich data.

Kyp Canada is unveiling the iKyp
atatime when more and more direct
marketers are regarding online and offline
media as complimentary rather than
contradictory forces, with “integration”
emerging as a buzzword of choice for the

Members of the Kyp Canada team,
from left to right: David Phillips,
Account Director; Greg Geralde,
CFO; Svetlana Burmatova,
Account Director; Dr. John Reeves,
Managing Partner

industry. After all, the prospect of
leveraging the familiarity and proven
track record of print against the
seemingly limitless potential of the digital
frontier is irresistibly appealing.

“One of the fundamental issues with
direct marketing is; how does it live and
coexist with what's available online?” says
Warren Eddy, CEO of Kyp Canada. “How
does conventional direct mail stay current
when online content and real time content
are moving so quickly? On the other side,
how do we retain a lot of the merits that
reside in traditional direct marketing in
terms of business planning and strategy?”

These questions must have been on the

minds of the group that founded Kypin
London, England in 2005. Over the past five
years Kyp has grown into an international
company based in London, New Yorkand
San Francisco and that also operates in
Turkey, Germany and China. This fall, Kyp
Canada launched in Toronto.

Kyp was founded on the belief that
modern consumers want messages that
are succinct, permission-based, portable,
and that engage them. At the sametime,
human beings are hardwired to want to
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A quick glance through this month’s issue
should make one thing perfectly clear:
printis here to say.

Rather than slowly fading away as
the direst predictions suggested, the
printing industry is alive and thriving.
Technological breakthroughs continue
to expand our notions of what's possible
when combining ink and paper; while
increasingly sustainable environmental
practices let us have it all.

Atthe same time, the digital revolution
shows no signs of slowing down. Just

editor’s letter

Sarah O'Connor

For the love of print

the other day my sister-in-law and |
were laughing about how she's asking
for her first iPod this Christmas. Even
our venerable publisher, Mark Henry,
has recently been spotted with his first
smartphone. It seems resistance is futile
for the would-be luddite.

Personally, | love the convenience
of using email for work, the up-to-the-
minute information available on news
sites, and the way that social media makes
it S0 easy to stay in touch with friends near
and far. Online activities are a significant
and highly valued part of my life but, at
the same time, there’s still nothing like
curling up with a good book or receiving
ahand-written letter in the mail. In my life

directives

Warren Storey

paper and print happily coexist alongside
my smartphone and laptop, and | wouldn't
have it any other way.

After experimenting with different ratios
of offline and online communications
overthe past decade or so, today’s leading
direct marketers appreciate the synergy of
employing one with the other, rather than
either or, more than ever before.

That's way we're celebrating print
performers in this month’sissue. Our
cover story explores “phygital” marketing,
aclever new way to bridge the gap
between the physical and the digital. It
was a real treat to sit down with Warren,
Johnand David at the Kyp Canada
headquarters and speculate about how

their new product might revolutionize
the industry, and I look forward to seeing
what's possible as the iKyp flexes its
muscles on Canadian soil.

lalso had the opportunity to speak
with David Engel about the fascinating
work that Innovative Graphics is doing
in the world of dimensional mail. David's
keen understanding of both the needs
of modern marketers and the complex
mechanics of the printing process is truly
awe-inspiring.

And don't forget to hang onto the
Annual Wall Chart of Printers because,
aswe can all appreciate, in today's
marketplace you just can't afford not to
have a good printer on your side.

Direct mail: Counted out by cynics,

counted on by consumers

n the hit film Cast Away, actor
n Tom Hanks' character Chuck
Noland, a FedEx productivity

expert, survives a plane crash, only to be
marooned on a deserted island. Aftera
harrowing trek back to civilization, he finds
that his family has given him up for dead.

During his exile, Noland becomes
asurvival expert, learns about life and
defiantly determines to deliver one last
parcel from his downed FedEx plane.

North America’s direct mail marketers
could hardly be blamed for feeling a bit
like Chuck Noland, a quietly heroic figure
who was counted out, even by his loved
ones, only to survive and ultimately
emerge victorious.

Direct mail repeatedly and erroneously
has been given up for dead. There was
the clutter of junk mail, making direct
mail the victim of its own success. Then
came the technological wonders of
email. Then the sky-is-falling demise of
the post office. And now the threat du

jour —abandonment in favour of the lure
and hipness of social media.

To get to the truth of the matter, Epsilon
Targeting's ICOM division conducted a
survey of 2,569 U.S. households and 2,209
Canadian households, including a cross
section of consumersranging in age
from 18 to 55+ years old. This 2010 study
examined preferences in regard to the
ever-expanding array of communications
channels for the delivery of marketing
information, offers and promotions.

Afair characterization of the message
that came back from the source that really
matters, the consumer, is this: direct mail
most certainly is not dead; rather itis an
increasingly viable and effective channel
toreach and engage purchasing decision-
makers in North American households.

The research results confirm the
proliferation of channel choices that
characterize today’s marketplace.
Consumers are indeed using multiple
sources to gather information: from blogs
to company websites; from mobile to
email; from friends and family to mail. But
how this translates into decision-making
is a very different story. Savvy marketers

know that preference and trust come into
play. They know they need to identify

the combination or balance of channels
that not only aligns with their consumer
group’s preference, but also capitalizes on
the core competency of the channel itself.

Take social media. Consumers view this
isa personal space, a place to keepintouch
with family and friends, reconnect with old
school chums, or simply share their lives.
Can marketers co-existin thisarena? The
answer is yes, but perhaps not right now or
perhapsin a very different way than they
are accustomed to. Marketers will need to
beinvited to sit at the table and join the
conversation, rather than simply pulling up
a chairand taking over.

On the other hand, we have channels
that have proven themselves both to
marketers and consumers alike — mail,
newspapers, radio and even television.
According to the survey of U.S.and
Canadian consumer channel preferences,
the strategically correct combination
of channels likely includes direct mail
and other offline options, despite the
misguided notion by some that offline is
no longer effective.

Consumers stated loud and clear that information is more
private if sent through the mail versus email or online. They also
feel strongly that a lot of online information can't be trusted, and
they trust information received by mail more than online.

Cominginthe
December issue of
Direct Marketing

Best of the best campaigns
We share our top five favourite
Canadian direct marketing
efforts of the past year

Newsmaker of the year

Find out who or what managed
to turn the most heads over the
past 12 months

This may seem counterintuitive. In
this age of technology, with everyone so
connected, would consumers not want to
receive information via email versus mail?
Mobile versus TV? Social media versus radio?

Perhaps that's not the right question
—afterall, the U.S. and Canadian research
doesn'tindicate that consumers are
againstany one channel —instead it
points clearly to how they want to be
communicated with, including which
channel and why. Forinstance, when we
look at the travel category, consumers
have indicated strongly they prefer online
communications —email and internet.

The truth is there are key factors at play
in terms of preference, the mostimportant
being trust.

Consumers stated loud and clear
that information is more private if sent
through the mail versus email or online.

In a similar vein, they feel strongly that a
lot of online information can't be trusted,
and, in fact, consumers in both nations
trust information received by mail more
thanonline.

Itis for this reason — trust — that mail
needs to be included in the channel mix,
and possibly in the direct centre of the mix.

Trust, as it turns out, is not the
only reason consumers have a strong
preference for mail. Survey takers also
indicated they feel valued when they
receive mail. And they said mail is more
convenientand easy to use.

On theflip side, those with a preference
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The power of variable messaging in print

One-to-one marketing has never
been as easy as it is today. With digital
media, targeting often means that
the offer, message and creative can all
be customized based on a prospect’s
predicted or actual lifestyle, attitude and
purchase behavior. Email marketing,
digital advertising and website
customization all add value to marketing
programs in large part because they are
economical toimplement (if done well)
and therefore resultin a positive ROI.
Butlet's not forget about print.
According to Canada Post, two-thirds of
Canadians prefer advertising communica-
tions by mail over other media channels.
Despite the buzz about social media and
mobile advertising, innovative companies
continue to find success using print at the
heart of a direct marketing campaign.
Today's printers can vary messaging

and content like never before. They can

define research based segments and

targets with detailed personas —and
media preferences — so that a campaign
caninclude different media and different
offers for different segments. In our haste
to adopt new media and digital programs,
we marketers sometimes forget that print
still works, particularly if it's well done.

And well done doesn't necessarily mean

expensive.

To create a successful variable-data
printing campaign, a marketer should first
ask several questions:

- Arethe recipients properly targeted?
There are large subsets of the
population who open direct mail, read
newspapers and respond to flyers. Have
you found them?

Isthe message relevant to your

audience? The maxim “it’s not junk mail

ifit's something I'm interested in” still
holds true. Getting the message and
creative to resonate with the recipient
is essential, and it can be done using
psychographic data that s linked to
distribution areas.

Is the print piece environmentally
friendly? Many consumers care about
the impact of print marketing on the
environment. Using recycled paper and
identifying the best potential areas to
mail will reduce the quantity of your
mail and make your campaign more
effective.

Is your print message consistent with
your message delivered through other
media? Some of the most effective uses
of direct mail we've seenrecently are
those in which the pieces are themed to
match websites, outdoor boards, TV ads,
radio spots and email campaigns. To

break through the clutter, a marketing

campaign must target its message

and offer by segment across multiple

touchpointsin a way that ensures the

prospect or customer has a consistent
experience of your brand.

Who does what in making this happen?
Today, the roles are changing fora
number of players: internal marketing
and advertising departments; traditional,
direct marketing and digital agencies;
researchers; printers; and distributors.

In some cases, there is more
fragmentation in the creation of a variable
printing campaign; in others, suppliers
are getting into the act, resulting in
overlapping responsibilities. What's
important s that all players workinan
integrated way to ensure that there are no
disconnects from concept to execution.
Printers and distributors who work

Unlocking the potential of full colour printing

together with sophisticated research and
targeting providers can help ensure that
your campaigns will be effective.

The key to success is finding best-
of-breed providers in each functional
area and then providing the necessary
management to make good use of their
respective expertise. It wouldn't make
sense to ask my company, an analytics
provider, to print or distribute your
flyers or direct mail pieces. Similarly, you
might want to think twice before buying
analytics from a printer. But working
together, your agencies, printers and
distributors can make sure that your
segmentation and targeting research is
leveraged effectively.

Jan Kestleis the president and founder of
Environics Analytics, which specializes in seg-
mentation, site modeling and custom analytics.

Trend Alert
Trans-promo marketing is a
growing trend in direct marketing

BY KEVIN MCKAY

As marketers look for
ways to expand their
reach and increase the
effectiveness of their
campaigns, they are

increasingly turning to
targeted direct marketing, to

the extent that direct marketing

is quickly becoming one of the largest
growth areas in the industry. The trend
towards targeted direct marketing is in
large part due to generally low response
rates to traditional black and white or
static direct marketing outreach, as well as
improvements in Customer Relationship
Management (CRM) tools that allow
for better, more accurate targeting and
personalization. There have also been

technological advances that make the use
of colour in direct marketing campaigns
more feasible and widely affordable. In fact,
the full colour direct marketing segment
alone s forecast to grow by 25% over the
next five years. Full colour, personalized
direct mail is expected to reach 12 billion
pages in the U.S. this year and more than
double to 26 billion pages by 2013.

The power of full personalization

The proven effectiveness of personalized
direct marketing materials is what's driving
the upward trend and growth in this
space. With personalized direct marketing
pieces businesses have experienced
impressive results —including up to 36%
higher response rates, 54% lower cost per
response, and a near 93% increase in sales,
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on average.

Where traditional direct mail has a
response rate of one to two percent,
adding personalization as well as full
colourto adirect marketing campaign
can make the response rate jump to seven
or eight percent. With these additions,
the business implications for the direct
marketing industry are significant,
with increased performance ultimately
improving bottom lines. Capitalizing on
increased response rates made possible
through the addition of personalization
and variable colour simply makes good
business sense.

Tailored, eye-catching marketing
pieces are important but should never
come at the expense of brand identity.
The power of full colour personalization
extends beyond increased response rates.
Marketers are increasingly looking for
colourindirect marketing and will need
to satisfy brand guidelines to ensure their
corporate colours are printed to exact
specifications. Asa print service provider,
being able to meet these requirements
results will lead to loyal customers and
repeat business, while highlighting the
importance of working with vendors who
use high-quality inks and media capable
of hitting your client’s brand colours
exactly.

Game changing pricing

In addition to increasing response rates,
marketers want to work with digital print
service providers capable of applying the
powerful technology that has led to a
new economic model for direct mail. By
offering increasingly dynamic, relevant
and individualized pieces that generate
higher response rates, digital print service
providers are delivering significant

value. By using a single print process,

which reduces waste and simplifies
management, they are able to lower costs

and share the savings with their customers.

New tools and technology

The key to developing high-impact direct
marketing materials is using the right

tools and technology, like variable data
printing (VDP) and personalized URLs, to
create truly personalized materials without
compromising print quality.

One of the most effective tools for
personalization is variable data printing.
VDP is a form of on-demand printing in
which elements such as text, graphics
andimage personalization can be
automatically changed from one printed
piece to the next, saving direct marketers
time and money by streamlining the
printing process.

In addition to VDP, personalized URL
technology is also contributing to the
headway made by direct marketing
through the creation of a unique web
address for each direct mail recipient.
Personalized URLs add a personal touch
to communications and can be used to
tailor content to individual clients, thereby
allowing marketers to focus their message
while learning more about the needs of
current and prospective customers.

But the benefits of VDP and personal-
ized URLs can only take direct marketers
so far as customized marketing collateral
isonly half the battle. Good data is at the
heart of any campaign and improvements
to CRM tools have allowed direct market-

that merges transactional
printing and promotional
marketing. It enables the use

of customer data to print and
mail personalized, full-colour
marketing messages within
transactional documents.
Financial statements like cable
and utility bills literally open the
door to the marketing message,
changing the statement from

a cost element to a potential
revenue generator.

ers to be more targeted and strategic.

Print quality is still king

With the dawn of new technology like
VDP and personalized URLs and the
improvements of old standards like CRM,
the business potential for direct marketing
today is limitless. While customization is
important, it should never overshadow
the power of outstanding print quality.
The efforts behind a targeted campaign
will always fall short of expectations

if the final product fails to make an
impression on consumers. Integrating
these new technologies with full colour
personalization helps build better
campaigns and even better response rates.
The projected growth for the industry
puts to rest many fears that web-based
marketing will overshadow personalized
direct mail.

Kevin McKay is Marketing Manager, Graphic
Solutions Business, for HP Canada.

The full colour direct marketing
segment is forecast to grow by 25%
over the next five years.
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learn about the outside world through
touch and physical exploration.

Kyp's answer to this dilemma: Phygital
marketing, the connective tissue between
the physical world and the digital realm.
The iKyp is an expression of this concept,
offering the best of both worlds — a digital
component that satisfies our desire
fortimely, convenient, meaningful
information, plus physical packaging
thatis both intriguing and accessible.
iKyp's USB port makes the transition from
physical to digital virtually seamless (pun
intended); users simply plug to device into
their desktop, laptop or smartphone and
the destination site launches immediately.

“Even the little smart tabs that helps
make it easier, the process, the digital
applications that are involved in this, the
patents that are involved in this, have all
been thought out for the direct marketing
process,” says David Phillips, account
director.

While a web-based call to action might
rely on the user to type in a specific web
address or turn to a search engine for
help, situations where the consumer can
become frustrated, disengage or stumble
upon competing messages, the iKyp
eliminates these risks by automating the
process.

“Intoday’s environment, | think that
what is happening from a behaviour point
of view is that people are less likely, in their
complex personal world, to start keying
in web addresses and this sort of thing,”
says Eddy. “By bridging it with this idea of
connective tissue via the web key, what
we're doing is automating a function and
meeting the consumer more on their
terms.”

“When you're sending someone to
the internet, you want to control the
experience and continue your relationship
with them,” says Dr. John Reeves,
managing partner. “Search is a failure in
establishing a physical relationship that
you now send to digital. We're failing in our

customer pathway if they go into search.”
The second half of the equation,
and the part most likely to excite direct
marketers, is that, because each iKyp is
uniquely tagged, a tremendous amount
of information is flowing into databases as
consumers enjoy their elegant, intuitive
brand experience.

13

Direct marketers have
in real time, who exactly

responds, how deeply
the dig, where they
stop; it's all available,
allowing for previously

of targeting and

is just the beginning
when evaluating the
relative success of a
particular campaign.
The fun part
now is to begin
speculatingon the
various executions
clever marketers
will dream up
now that Kyp
Canadais
open for

the opportunity to discover,

they are dealing with. Who

unprecedented degrees

precision. Suddenly RO

n today’s environment people are less likely, in their complex
personal world, to start Reying in web addresses and this sort
of thing. By bridging it with this idea of connective tissue via
the web key, what we're doing is automating a function and
meeting the consumer more on their terms.”

business and how the data generated by
these campaigns will inform the ideas and
innovations of tomorrow.

“It's always been a debate about the
cost of retention and the cost of acquisition
and the quality of the dialogue that you
can have with the consumer,” says Eddy.
“We see that there is remarkable potential
on the loyalty, retention and acquisition
side because of [the iKyp's] high perceived
value. I'm envisioning that through the
use of this device you can create all sorts
of rewards and incentives in a highly
customized environment with a highly
tactile device.

“What would a great consumer
relationship look like if that same behaviour
was happening in automotive or consumer
goods? It's a pretty exciting time, and this
is groundbreaking from the point of view
of harmonizing with what's taking place
online.”

IKyp webkey

NeW teChnOlogieS maXimize ROI By Jamie Klemcke

With the growth of social media and online
marketing, some marketers might argue
that traditional mailings are no longeran
effective way to market to prospects. But |
contend that abandoning direct mail right
now would mean that you miss out on
some of the most effective and cutting-
edge prospecting strategies today. In fact,
| believe that direct mail is more important
than ever for launching a multi-channel
direct marketing effort—especially when
it leverages digital media and innovative
marketing technologies. Today’s direct
mail can be a cost effective way to target
prospects, collect valuable lead data and
measure campaign performance in real
time.

Direct mail campaigns now are vastly
different from the days of huge mailings
that were sent to every known addressin a
zip code. Advances in the printing industry
have streamlined the direct mail process,
making it easy to present each targeted
recipient with a unique and highly
relevant message. Additionally, innovative
digital technologies now make it possible

to pinpoint specific prospects based on
demographics, launch direct mail touches
based on event triggers, and capture
real-time response metrics in order to
determine immediate ROI.

Let's take a look at some of these
technologies and explore how they
can enhance your integrated marketing
campaigns, ultimately leading to
improved ROl tracking.

Personalization and

variable data printing

Marketers have been using personalization
in direct marketing for years now.
Personalization, however, is much more
than addressing a recipient by their first
name. Today, personalization implies
that a marketing communication piece
delivers not only a personalized greeting,
but also customized images, messages,
and offers for each recipient, enabling the
piece to not just capture the recipient’s
attention, but to back it up with content
relevant to that unique prospect. The more
aclient knows about each recipient, the

better they can targetindividuals, creating
offers that are uniquely relevant, thus
establishing more of a connection with the
customer or potential customer that can
improve conversion throughout the sales
pipeline.

Of course, it's easy to decide that each
recipient should receive an offerand
creative thatis uniquely targeted to them
but, prior to the development of variable
data printing, the cost of producing pieces
customized for each individual recipient
was simply too high. Today, digital printing
allows the use of variable data in the
production process that gives marketers
the ability to personalize printed
marketing messages for each individual
recipient at a lower price point.

Technically speaking, variable data
printing (VDP) is a form of on-demand
printing in which elements such as text,
graphics and images may be altered from
piece to piece without slowing down the
printing process. By using information
froma client’s database, each direct
mail piece can have specific fields based

upon previous behaviors or information
thata potential client has provided in
person or via the web. Examples include a
personal salutation, an image of a product
they've previously purchased, a unique
promotional code tied to that specific
individual, a personalized URL, quick
response code or custom text-in mobile
code.

[tis also important to note that variable
data printing is powerful in testing
marketing materials before rolling out
afull campaign. In short, VDP provides
the flexibility to test marketing materials
using short print runs, and then to adjust
messaging and creative as needed.

Unique codes

In addition to improving response rates by
featuring customized offers, variable data
printing makes it possible toimplement a
variety of tracking methodologies to easily
measure responses at the individual level.
Atthe simplest level, each recipient can

be assigned a unique code to respond to
their offer. For example, a postcard could

provide a 20% discount on a product
purchase and require entry of a discount
code during the checkout process. If
the code is unique to each recipient, it

is remarkably easy to determine which
recipients have responded to that offer.

Personalized URLs (PURLs)

APURL is adomain name, usually
containing the recipient’s firstand

last name, that takes that persontoa
personalized landing page. These URLs
function similarly to unique codes in that
they drive a responder to a unique URL
which has been created specifically for
thatindividual. The resulting landing
page can potentially be a response

form that has been pre-populated with
information already obtained about that
individual. Such information may include,
for example, name, address and account
number. Since pre-populating forms
generally leads to better completion rates,
offering a PURL can improve a campaign'’s
ROI. Landing pages associated with each

» ROI continued on page 18
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Pushing the
boundaries of
what's possible

David Engel and the Innovative Graphics Group help
agencies and printers do more sy sarah 0°Connor

Breaking through the clutter requires think-
ing outside the box and constantly pushing
the boundaries of what's possible in the
direct mail arena. David Engel, president of
Innovative Graphics Group, is helping agen-
cies keep coming up with new and exciting
ways to capture consumers’ attention,
faster and while minimizing costs.

"What we are is a marketing services
organization with a particular nichein
terms of researching new technologies,
trends within the industries, combining
technologies to bring direct marketers new
ideas and formats that increase response
rates or decrease costs and, especially in this
marketplace, get people to market much
quicker,” explains Engel. “Over the last 15
years we've developed a methodology
by which we work with marketers to
understand their needs and to develop
ideas that satisfy those needs.”

As well as working closely with agencies,

Innovative Graphics also aligns themselves
with suppliers in order to help them
leverage their existing equipment and use
itin new and useful ways.

“Wereally partner with our suppliers,”
says Engel. “In some cases we'll say to
them, we've developed this envelope, for
example, which nobody else can do. Why
don'tyou go outand you could sell it to
your clients? We actually show them how to
develop product toincrease their sales.”

Thereis no question that Innovative
Graphics holds afairly unique position in
the marketplace. Engel's vast technical
know-how combined with his keen
understanding of the direct mail
marketplace is what gives Innovative
Graphic's clients an edge.

“I've been in the direct marketing
business for over 30 years and I know a lot of
people withintheindustry here,” says Engel.
"We've always had this niche of understand-

L AL

The Innovative Graphics team. Top

Row, left to right: Adam Wood, Art &
Design Manager; Lisa Labute, Production
Manager; David Engel, President & Chief
Executive Officer; Paul Martinez, Director

of Print Production. Bottom Row, left to

right: Daniel Engel, Sales Representative;
Tina Engel-Erlich, Sales Representative; Lolly
Pereira, Executive Assistant & Office Manager

ing equipment and because we develop
ideas and people understand that's our
position in the marketplace, they will come
to us and ask us for different things. *

» Pushing boundaries continuedon page 18

The new ROI: Return on Interactive

BY CHRIS BROWN

More than ever before, getting the greatest
impact from each element of your multi-
faceted marketing campaigns is crucial to
increasing sales and conversions. Smart
marketers have discovered that one of

the most effective ways of standing out
and being noticed right out of the box

is packaging your message in a unique,
interactive carrier. The effectiveness

of offering more intrigue than the
traditional direct mail package has been
demonstrated again and again because,
afterall, capturing the customer’s attention
is really the whole point.

At Dimensional Products, we are always
looking for new and improved ways
to help our clients stand out from the
crowd. Our patented interactive direct
mail carriers average between three to
six percentand, in many cases, deliver
an even higher response rate. Follow
up call centre activity among campaign
recipients also indicates that consumers
who received the mailing had a much
higher recall of the interactive piece than
the traditional mail that came through
their door.

Despite these great results, one factor
that has limited the role of interactive
mail as a component of a communication
campaign has been the inability to
personalize the inside of an interactive
piece. Thanks to new technologies,
thatis no longer an issue. Marketers can
now extend their relationship with their

customers by personalizing the inside of
their interactive direct mail.

What about the cost? Well, postage is
postage. If you want to take advantage of
the proven success of personalized direct
mail, you'll pay the same fora number 10
envelop with your letter and coupon as
you do for an interactive piece. Typically,
an interactive piece is mailed out using
third class postage, which is the same cost
as mailing out a postcard.

Automation is also leveling the
playing field. Hand assembly has its
place in low volume mailings but when
quantities grow so do time and costs,
making these pieces less desirable for
many marketers. Three-dimensional or
interactive mail has, in years past, typically
been dismissed as a viable option based
upon perceived cost. That's why over
ouryearsin the business we've put a lot
of effort into developing unique and
patented in-line manufacturing processes.
In-line manufacturing provides a faster
turnaround and the ability to meet
budgets and deadlines that rival the
time to produce a traditional direct mail
campaign, but with far greater results.

Finally, strong solutions are most often
achieved as a result of early collaboration
with the client. Often this resultsin the
development of new products. When
Astral Media wanted to promote their
series Dexter, we were approached to
design a product that would highlight
the duality of the character. We were

able to create a unique piece that gave
the recipient the option of going in

two directions that satisfied the duality
request. The customer chose a side to
open that revealed a different theme, yet
gave the same message.

The holy grail of marketing is the
capture of a consumer profile and
spending habits. More and more clients
are talking about using interactive mail
products to drive consumers to their
websites and social media properties
to achieve this aim. Others are using an
interactive carrier tipped inside of their
traditional mailings such as a replacement
foralong used bill insert. The postal costs
are the same so they're taking advantage
of inside interactive products to promote
special offers and promotions.

But the key for marketers and
interactive direct mail agencies will be the
ongoing pursuit of in-line manufacturing
processes that allow dimensional mailings
to reach the masses and in turn, effectively
get their message noticed.

So, what does the future hold for
dimensional direct mail? Keep checking
your mailbox to find out!

Chris Brown is Director of Sales for
Dimensional Products, an award-winning
Canadian paper engineering company
located in Toronto, Ontario. For further info
visit www.dimensionalproducts.ca or call
905-947-8199.

EQUIFAX
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marketing liststhat
aontylelaresults?

Experience the Eoiuifax difference

Volume discounts and
reseller discounts available

) Industry-Leading Coverage
With 2 million businesses and 1.5 million
contacts in our database, we offer full
coverage across geographies, industries
and small businesses.

) Superior Data Quality
Our multi-sourced data is updated daily
and 100% phone verified annually
providing you a higher likelihood of
connecting with your targets.

) Credit Assessment and Prescreening
Credit information can be appended to
prospect or customer information to
provide better insight and improve
your marketing success.

) Unique Hotlists
Access the newest and freshest information
quickly with our telco-based and credit-
based hotlists.
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Equifax Business Marketing Lists and Services.
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Targeted messaging for targeted solutions

Digital Cement and Travelex help clients solve problems they didn't even know they had sy kim Hughes
IS

WE MAKE

FOREIGN BU

SINESS FEEL

LESS FOREIGN.

recentinitiative executed
A by Toronto-based agency

Digital Cement for UK-based
Travelex — billed as the world’s foreign
exchange company —is a master classin
precision. Targeting 300-odd individuals
responsible for making financial decisions
within Canadian patent law firms doing
business internationally, including CFOs,
controllers and the like, the campaign was
not only hyper-segmented but actually
soldits targeted touch points on a service
many may not have even recognized they
needed. What's more, that strategically
sent piece of mail became the springboard
forafully integrated, multi-media
campaign that included follow-up phone
calls by Canadian Travelex salespeople
conversantin patent law ephemera,
display ads in legal trade publications and
on relevant websites, even face-to-face
communication at small-scale but highly
targeted offline trade events in British
Columbia and Quebec attended by legal
professionals.

Three separate pieces of creative were
crafted by Digital Cement for the DM
campaign showing skylines in Toronto,
Ottawa and Vancouver juxtaposed
against famous foreign landmarks and
designed in both French and English, each
trumpeting Travelex's explicit offer: “We

make foreign business feel less
foreign.”

“What we're selling to financial decision
makers within law firms is the ability to
reduce the risk associated with foreign
exchange payments,” offers Debbie
Brown, Travelex’s Global VP, Marketing.
“Typically, law firms are dealing with legal
agents or other offices of their own firms
around the world. And as they are invoic-
ing each otherand sending payments
from one to another they are incurring
or are exposed to a foreign exchange
risk. Quite often they are not aware of
this when they are doing their billing and
trying to reconcile their accounts.

"So Travelex helps them to mitigate the
risk or reduce the risk associated with that
foreign exchange exposure so they can
better predict the costs to their business
and ensure they are billing people
correctlyin thefirst place.”

Brown continues: “Certainly the big
international law firms are aware of their
foreign exchange exposure and maybe
have systems in place to manage that. But
average law firms may not have realized
thisis something that is impacting their
bottom line that they can do something
about and instantly make a difference.

So we really do hope there is an ‘aha!’
moment when this piece of mail lands on

tayments

you can
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www.info.travelexbusiness.com/Vancouver

Pay vendors electronically

Travelex Payee Manager is an innovative
solution that combines an electronic payment
enrollment system, vendor information
management tool and payment platform
into one simple Web-based application.
Ency Not only will you be able to easily enroll

and pay your vendors electronically, but
your vendors can also manage and update
their own banking details, as well as track
progress of their payments. Which means

you save time and money.

BUSINESS PAYMENTS PROCESS.

Call our legal experts today at 1-800-223-9392 or
visit www.info.travelexbusiness.com/Vancouver
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Campaign: The Patent Law
Vertical Campaign

Account/Creative Team:
Allan Dougall

Elizabeth Sellors

Erin Gray

Andrei Babichuk

Rob Gendron

Lisa D'Innocenzo

Mike Glombitza

Damir Lutvic

Kelly Bouzane

The campaign was not only hyper-segmented but actually sold
its target touch points on a service many may not have even
recognized they needed.

their desks.”

That's a key point echoed by Allan
Dougall, Digital Cement's VP Strategy.
“The thing about this was, Travelex
wanted to identify what the pain point
was for people involved in these sorts of
transactions, then offer a way to alleviate
it. The message is simple: we are not going
to solve all your money and time problems
but hey, there is this one thing with your
business that drives a lot of pain and
frustration and cost for you that we can
take away.”

From a creative standpoint, the
hyper-segmentation of the campaign
also presented a distinctive challenge:
the communication had to capture the
mindset and attention of a financial
decision-maker within a Canadian patent
law firm, a rather elite target unlikely to be
shooting the breeze with just anyone at
Starbucks.

Luckily for Digital Cement, Travelex had
some previous learning at hand they could
use as a launch point. “Travelex had a
couple of legal clients in the U.S. who were
similarly targeted so they had some case
studies working with the administrators

and CFOs as to why this service is so
valuable to them,” says Elizabeth Sellors,
Digital Cement’s Group Account Director.

Sellors adds that while Digital Cement
had worked with Travelex in the past, this
outing found the two players coming
togetherin a rather circuitous — and
serendipitous — way. “It was kind of meant
tobelguess,” she says. “But of all the
clients | have worked with, these guys are
really educated on their targets. So they've
worked very closely with us to ensure
we get their business and their target
customer.

“That was a key for us, to understand
how best to approach this, how to write
this, who we were targeting and how to
goto market with it. And itis very much
about finance and efficiency: if you
use Travelex’s product, you can reduce
head-countand streamline your business
process. The real objective was to get
in-market and start testing to see who we
can bringin.”

While the ultimate success of the
campaign is still to-be-determined — it
had just hit market at time of writing —
Travelex's Brown feels confident that it's

going to be a winner and a benchmark for
future initiatives.

"Thisis the launch of Travelex's legal
vertical in Canada,” she says. “And lam
looking at this as something that can
quite easily transition into a U.S. campaign
as well. That would really be our next
move. This campaign is unique in that the
multi-media and multi-channel aspects of
it are probably bigger than anything we've
done before in this particular sector.

“We want to be highly relevant to the
people we're talking to so we've created
acampaign that's very, very targeted
and we will be making the most of
that contact. We'll be touching those
individuals through a number of different
channels.

“And if that individual isn't quite ready
to opt into the buying process now, we
have the means to keep in contact with
them over a period of time. We want to
keep nurturing that contact until such
time as they are ready to contact us.”

Kimberly Hughes is a freelance writer and
editorand can be reached at
khughes84@hotmail.com.
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REGIONAL REPORT: Calgary

Who we
met with:

The Frequent Flyer

Bonuses Group

Founded by Patrick Sojka

in 2005 as an offshoot of
RewardsCanada.ca, the Frequent
Flyer Bonuses Group is a
conglomeration of websites that
help frequent travellers maximize
the miles and points on earning
activities.

Xentel DM Inc.

Together with U.S.-based partner
Xentel, Inc, Xentel DM offers a
one-stop source for integrated
benefit event planning, marketing
and production services. With 30
offices and over 300 clients, Xentel
produces more than 250 events

in Canada and the United States
every year.

Anduro Marketing

A professional internet marketing
firm, Anduro Marketing offers
tailored products and services
including search engine optimiza-
tion, pay-per-click management
and social media campaigns to
help clients maximize their online
marketing potential.

Watermark Advertising
Specializing in corporate identity,
branding, strategy, design and
media, Watermark Advertising's
core mission is to create
compelling communications that
bring brands to market, on time,
onbudget.

Sandbox Marketing
Communications

Passionate about purpose-driven
marketing, Sandbox Marketing
Communications assists a wide
variety of partners establish their
marketing intentions, define what
success will look like for them, and
implement solutions to achieve
their desired results.

BY SARAH O'CONNOR

[t's no secret that over the past decade
Calgary, Alberta has experienced huge
growth, transforming into a bustling
metropolis before our very eyes. The local
direct marketing industry has kept pace
with the rest of the city and expanded
rapidly.

Unfortunately, what goes up hasa
tendency to come down, and Calgary has
suffered along with the rest of the country
through the downturn of the past several
years. Many of the direct marketing service
providers that sprung up during the boom
have been hit particularly hard and today
competition is fierce throughout the city.

“We tend to be very influenced by the
economics of oil and gas, because it's such
abig part of our backyard,” explains Shelly
Carter, Director of Sales and Marketing
for Sandbox Marketing Communications.
“There can be really big highs and lows
with the type of business that's flowing
through this province.

“Thank goodness for our retail sector
business, because that kept it pretty
steady. But if corporate business was our
core business, we wouldn't have been able
to stay in business. There were a lot of little
agencies that had to close their doors, or
scale back from let’s say 20 employees
down tojust five or two. It's a competitive
market for sure.”

While many of the companies we
visited with mentioned interest in working
with clients outside city limits, most said
that the bulk of their clients are based
locally.

“Most of are clients are here,” says
Matt Olah, Vice President Business
Development for Anduro Marketing.

“You know, the painting guys, renovators,
lawyers, we had a pet food company that
we worked with for a while. And some of
our kind of marquee clients like Sysco, Utel,
are Dell are international, I guess, if you
count the States as being international.
H&R Block, they're local actually.”

“We've been in the Calgary market
for 28 years, and the lion share of our
revenues today would really fall into
retail, financial services, and home
development, like homebuilders and
community builders,” says Chris Kneeland,
President of Watermark Advertising. “It has
been nice riding the wave as Calgary has
been growing exponentially. Mark’s Work
Warehouse s a client of ours, and they're
Calgary based. They're probably one of
the largest companies operating here in
the city. They're an $800 million retailer,
385 stores across the country.”

"There are a few people here that

definitely like to work with me,” says
Patrick Sojka, CEO and founder of The
Frequent Flyer Bonuses Group. “There’s a
good base of frequent flyers out of Calgary
who know I'm here. I've met with them.
We go out for drinks and stuff like that, and
they’ll come and they go to the website,
and they book all their stuff through the
website. | can't pinpoint a percentage,

but there’s definitely a little bit from the
Calgary market that helps us out.

When it comes to promoting your
Calgary-based business, a good
reputation and the positive word of
mouth that goes along with itis always
an advantage, but so is sticking with what
you know best.

“We're a direct marketing company, so
we direct market our services, says Len
Wolstenholme, Donor Development,
Xentel DM Inc. “There’s a certain
consistency between what we want our
clients to buy and what we do ourselves.
We tend not to be marketingina
conventional sense our own services.”

Despite the competitive nature of
Calgary’s direct marketing industry, there
are many advantages to doing business
here. For example, with a fast-growing
population comes in influx of qualified,
skilled workers.

“I recently hired a mid-level account
manager and a head of my interactive
development and design group,” says
Kneeland. “In both cases | had dozens of
resumes and candidates to consider. | was
actually pleasantly surprised at the calibre
of talent that was local. There were some
people that | had considered relocating
from Vancouver or Toronto, but | didn’t
find it necessary.”

Wolstenholme, agrees: “My
understanding is that we've generally
found Calgary to be a good place for
recruiting, though that's true of other
citiesas well.”

There s also something to be said for
being the biggest city between the Rocky
Mountains and the Great Lakes.

“I have been told that there are physical
and psychological barriers between
the mountains to the west, with B.C.
people wanting to stay with B.C. shops,
and the centre of the universe mentality
of Toronto," acknowledges Kneeland.
“Ithink | have a huge advantage asitis
related to proximity, in two regards. One,
being in Calgary gives me access to the
middle provinces and there are a lot of
legitimate Fortune 500 kind of companies
that reside in these areas. I'm also really
encouraged to leverage my U.S. network
as U.S. companies are seeking to grow
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and Canada is such an easy international
growth place as opposed to trying to
enter Europe or South America. Our new
business activities will focus heavily on
those three provinces here, as well as U.S.
companies that want to do business in
Canada.”

Despite the many advantages to doing
business in Calgary, there are still some
hurdles that need to be overcome in the
process of seeking out new business.

“It's a lot of cold calling, a lot of word-of-
mouth, too. It is difficult, and being based
in Calgary makes it a little more difficult,”
says Sojka.

"Definitely some of the challenges in
the Calgary market that we find are that,
because there are so many head offices
out East, it's difficult for our agency in the
West to kind of get a foothold on more
strategic marketing initiatives,” confirms
Carter. “If Iwas based in Toronto | could be
in New Yorkin an hour and a half, whereas

here, for me to get to New Yorkiit's four
and a half hours. It's harder to set up even
just day trips to meet with some of these
companies. My budget for trying to get
to new companies is not big, so I have to
watch what | spend there.”

So what's on the horizon in big sky
country?

“I think it's going to continue to be very
challenging,” says Carter. “Those of us that

CHE!

are willing to really think outside of the box
strategically on how they can reposition
themselves, and really think about how
they can make themselves unique in the
marketplace, are the ones what will come
out ahead of the game.

“I think that focus, and really trying to
narrow down your unique positioning, is
going to be key to survival in this market
forsure”

sandbrix '

marketing communications
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[ntegrated fundraising:
More than the sum of its parts

Three proven strategies for executing dynamic and
engaging fundraising campaigns sy Claire kerr

Mixing segmentation with behavioural
marketing for fundraising success

How The Princess Margaret Hospital Foundation enhanced its
direct mail program with lifestyle-based targeting zy pezer Baker

Building a truly integrated
fundraising campaign
canseem likean
insurmountable
challenge for charities
and nonprofits. Many
organizations are
siloed, tasking a direct
marketing department for
print communications pieces and
a separate web department for online
projects. .. But never the twain shall meet?
Other campaigns focus on only one
form of engagement, planning entire
projects around Twitter or a national
newspaper ad. Unfortunately, donors don't
label themselves as “social media support-
ers” or “traditional media supporters.”
Some of the most vibrant and successful
fundraising campaigns have leveraged
both the offline and online world. Here
are three best practices from charities that
are reaching out to their donors wherever
they live.

Yes, you can move

offline donors online!

The Terry Fox Foundation is one of
Canada’s most beloved grassroots
organizations. The signature Terry Fox
Run is hosted on the second Sunday after
Labour Day in locations all across Canada.
This year's 30" anniversary run was held
September 19t

Participants in the run were able to
raise money through personal fundraising
web pages or by submitting paper pledge
forms along with cash and cheques.

Most Canadians are familiar with the
idea of a pledge form. We understand how
tofillitoutand send it backin. It wouldn't
make sense to abruptly retire pledge forms
in favour of a purely digital platform.

Terry Fox Foundation did two things to
help their runners understand why online
donations are important to the organiza-
tion. First, they placed specific content on

their pledge forms and website to explain:

“Every donation made online saves
The Terry Fox Foundation 80 cents in
administrative costs —helping to keep 87
cents of every dollar raised going to cancer
research. The savings are significant. Please
use this pledge sheet to complement your
online efforts.”

Canadians are happy to modify a
method of giving when it's explained why
it helps a charity. With 729% of Canadian
donors having already made a donation
online this year, the trend is only growing.

Secondly, the Terry Fox Foundation
recognized that not every supporter will
understand how to fundraise online. This
year's Run created a YouTube video to
show supporters how to register on the
website. Each step was carefully recorded
and explained. The universal popularity
of YouTube makes for an inexpensive and
accessible method of introducing new
tools to veteran participants.

Moving offline tasks online saves chari-
ties money, butit’s not the only benefit.
The average donation made online is
higher than the average donation made by
phone or mail.

Even digital campaigns should

plan for an offline future

One of the most unique fundraisers of
2010 was the Melbourne Royal Children’s
Hospital Foundation’s Everest Challenge
for cystic fibrosis research. In this digital
campaign, teams of 15 registered to “pretty
much” climb Mount Everest.

Participants were equipped with
pedometers to track their steps and
encouraged to fundraise to earn prizes at
various incentive levels. A team could virtu-
ally ascend to the top of Mount Everest
by entering steps on the website and
moving up the flash-animated mountain.
Eventually, the team’s combined steps
would equal 2.1 million — the number

» Fundraising continued on page 18

Fundraising Systems
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Marketers love loyalty—especially when it involves customers
who wouldn't think of buying a car from another dealer or donors
who regularly write cheques to support a favourite cause. Loyal
customers and donors provide a reliable revenue stream, produce
high profit margins and generate new supporters with their
enthusiastic referrals. And as any market researcher will tell you,
retention—maintaining a solid relationship with the people who
know you best—is always cheaper than acquisition.

But with the economy still sputtering and the non-profit field
as crowded as ever, charitable organizations face a challenging
market even when making appeals to regular donors. Last spring,
The Princess Margaret Hospital Foundation faced that very
scenario when it prepared to launch a direct marketing campaign
to solicit donations for Canada’s largest cancer research hospital.
The goal of the annual appeal was to raise money for new medical
equipment by soliciting active donors and those who'd given
before but notin the current year. Although the foundation
had already segmented its supporters based on their giving
history—those who'd given more than $1,000, from $500 to
$1,000, between $250 and $500, and under $250—its marketing
team wanted to know if lifestyle-based segmentation could
enhance their response rate.

Princess Margaret Hospital Foundation’s Community Giving
department was already acquainted with segmentation.

Since 2007, it has been profiling its donors using PRIZM_, the
segmentation system from Environics Analytics that classifies
Canadians into 66 distinct lifestyle types based on demographics
and psychographic values. The system allows fundraisers to
develop a deeper understanding of contributors by linking their
six-digit postal codes to a vast array of neighbourhood-level
information—from favourite leisure activities and media use to
donation behaviour. By classifying a donor database with PRIZM_,
segments, a charity can determine its most valuable contributors,
develop profitable target groups and then customize their
marketing and messaging to those most likely to respond to an
appeal.

The fundraising team launched this year's new equipment
campaign by conducting a PRIZM_, analysis of its best donors—
known as Princess Margaret’s Inner Circle—who'd contributed
more than $1,000in the past. The analytics showed that the highest
concentration of these donors resided in a handful of segments
with names like Cosmopolitan Elite (very wealthy middle-aged
and older families), Urbane Villagers (wealthy, middle-aged
urban sophisticates), Young Digerati (younger, upscale urban
trendsetters) and Electric Avenues (young, middle-class urban
singles and couples). While it's not surprising that the most affluent
Canadians were among the most generous givers to Princess
Margaret Hospital, the presence of relatively young contributors is
unusual for a not=for-profit.

"There's something about Princess Margaret Hospital that
attracts donors of many different backgrounds,” explains Laura
Moretti, Associate Director of Community Giving at The Princess
Margaret Hospital Foundation. “It could be that there's a personal
connection between the hospital and donor, of having been
treated here or knowing someone who was. Or it could be that
these younger and hipper groups appreciate that we're at the
forefront of medicine as one of the top five cancer research
centres in the world.”

In June, the foundation dispatched 4,000 mail packages to a list
reflecting the four distinct donor groups: members of the Inner
Circle who'd already made large donations; High Value Donors
who'd given between $500 and $1,000; Corporate Givers who'd
made contributions of various sizes; and Environics Prospects,
which consisted of 1,000 donors pulled randomly from all the
different donor groups as long as they were classified among the
four best-performing PRIZM_, segments in the Inner Circle group.
The pitch packages featured personalized letters with variable
copy targeted to the four behavioural groups.

But as the donation envelopes came in, the foundation’s
fundraising team noticed some unusual results. While the High
Value Donors yielded the highest response rate, 7.95 percent, the
Environics Prospects group based on the best PRIZM_, segments
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The Princess Margaret Hospital Foundation supports the largest cancer
research hospital in Canada and one of the top five cancer research
centres in the world.

came in second with 7.2 percent, surpassing both the Inner Circle
(5.12 percent return) and Corporate Givers (3.73 percent). Just as
significant, the average giftamount from the Environics Prospects
again ranked second among all the groups. Regardless of how much
they'd given in the past, the top PRIZM_, segments averaged $206
for the spring solicitation—well ahead of the Corporate Givers
($131) and High Value Donors ($191). Only the generous members
of the Inner Circle donated more, averaging $508.

“The results validated our use of PRIZM_, profiles to select
appropriate clusters from our database for higher value giving,”
says Zak Bailey, Associate Director of Leadership Giving at the
Princess Margaret Hospital Foundation. “If we can get more
money out of a blind group of donors, looking at their lifestyle
profile rather than their giving behaviour alone, it signals that
lifestyle-based segmentation can be even more effective than
just using behaviouralone.”

Although the foundation was pleased with the recent results,
itdoesn'tplan torestonits laurels. This year, Bailey's leadership
giving team plans to launch an Inner Circle acquisition campaign
using the over-indexing PRIZM_, segments to reach high-value
prospects in the community. While the previous mailing used
variable messages based on recipients’ giving history, Bailey plans
to develop new messaging based on the lifestyle and social value
profiles of the prospects’ PRIZM,_, segments—"to speak their
language,” he says.

“One of the lessons we've learned is that segmenting really
works in the non-profit sector,” Bailey continues. “For a big mailer
like us, a transactional database is only one side of the picture of
who our donors are. The value of a tool like PRIZM_, is that it can
provide an added layer of information about what our donors are
like and how they think. It marries the two pieces together so you
can do things tactically with your direct mail program. It’s really
the best of both worlds.”

Ultimately, foundation managers Bailey and Moretti hope that
the segmentation approach will not only help strengthen The
Princess Margaret Hospital's relationship with existing donors
butimprove its ability to acquire new ones as well. By using
segmentation to connect with donors when the economy is
ailing, the foundation hopes to be well positioned to capitalize
on aloyal donorbase when a healthier economy returns. After all,
loyalty knows no market conditions.

Peter Baker is Vice President and Practice Leader, overseeing
the fundraising, municipal government and library sectors at
Environics Analytics.
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Myth or Fact: The diminishing marginal returns of
variable creation in data mining solutions

BY RICHARD BOIRE

Data mining practitioners will tell you that the much of the real value of their work is the
ability to derive and create new variables from the source information within a database
orfile. Forexample, the calculation of averages or totals related to a specific timeframe or
period represents information that is going to be derived in a database and is unlikely to
be directly extracted from source information. Other good examples include postal area
variables based on the first digit of the postal code. Although this might seem pretty basic,
itis not uncommon to have derived variables comprise over 90% of the information within
an analytical exercise. From the data analyst perspective, there are no limits to the number
of derived variables that can be created. The limitation in variable creation is only confined
to the imagination of the analyst or practitioner.

Obviously, creating variables and adding new information in theory should provide
incremental benefit to any data mining solution. But as with any exercise or project, there
are diminishing returns as one begins to explore the many possibilities and permutations
that exist within variable creation. In this article, we will attempt to address this issue in
the interest of determining whether it provides business benefit to a given data mining
solution. Specifically, we will explore the impact of exploding the number of variables
versus our traditional techniques of variable creation.

The traditional techniques of variable creation
Our traditional techniques of variable creation attempt to yield insights by looking at
creating variables in the following fashion:
- Binary variables (yes/no outcome which represents the occurrence of some activity or
event)
- Average/median or sum of variable
« Index/ordinal variables whereby variable outcomes and values are placed into ranked
groups. Forexample, age might be grouped into three outcomes with one being under
30 years, two being 31-50, and three being 51+
- Change/velocity variables whereby variables are created that look at how behaviour
has changed over time
Across these four areas, it is not unusual to discover that the analyst has created
hundreds of variables for a given analytical exercise. But are there other transformations
that we should consider when building solutions? The notion of looking at a whole
new suite of additional variables is that this potential new information can provide
incremental benefit to a given solution. In our research we looked at predictive models
that were built using our traditional approach of variable creation as mentioned above.

Exploding the number of variables

We then looked at additional approaches which would explode the number of variables in
our analytical file. Further mathematical transformations were employed which consisted
of the following:

+ Log transformation

+ Square root transformation

« Sine transformation

« Cosine transformation

« Tangent Transformations

We also looked at combining pairs of top variables that were significant within the
correlation analysis of the given predictive model. A good example of this would be
age and gender where we can actually capture the impact of age and gender together
and observe theirimpact on the modeled behaviour. In the variable pair routines, we
attempted to look at all possible combinations. If there are 20 variables that are derived
using the traditional approach, then the potential number of possible variable pairs is
190(20x 19)/2.

Both these transformations (mathematical and pairs) dramatically increase the
number of variables. The number of variables increased to 100 using the mathematical
transformations (5 x 20) and 190 (as seen above) for the possible number of variable pair
transformations. In this simple exercise, 20 variables using the traditional approach now
explodes to 310(20 + 100 + 190).

Business cases to demonstrate the point

The challenge, though, in this type of exercise is to determine if there is a real business
benefitin exploding the number of variables from 20 to 310. Our approach in identifying
this benefit was to look at models that were developed prior to this variable creation
explosion and compare them to models that were developed after this variable explosion.
Four models were looked at that were built by our company:
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The charts for each of these four models represent decile or gains chart reports where a
sample of names is sorted by the model score into 10 deciles with decile one representing
the top model score and decile 10 the bottom model score. The deciles are recorded on
the x-axis and the observed model behaviour is plotted on the y-axis. As discussed in
previous articles, a good model represents one where the line is quite steep and trending
downward from decile one to decile 10. Our results from these four models indicate that
the lines or plots are virtually identical for models before and after the variable explosion.
There is no tendency to have a more downward slope (better model) with the explosion
in variables. This would indicate that there is no significant business benefit to increasing
the number of variables using mathematical transformations or creating potential variable
pairs.

But besides looking at the numbers and results, we may still want a more fuller
understanding of why these results occur. Let's look at variable creation in each of its
stages.

Considering demographic variables
The first stage actually represents the source information or variables that are not
manipulated by the analyst. Good examples of this are tenure, income, household size,
etc. This information is extremely useful as it captures the basic demographics of the
individual.

The subsequent stages all comprise derived variables. For now, we are going to focus
on stages that deal with the following:
- Grouping of variables

Calculating basic arithmetic diagnostics (mean, median, standard deviation, min.and

max.)

Calculating change variables

Grouping of variable values

This stage looks at variables that represent the grouping of values into categories. A good
example of this is postal code where postal codes are grouped into regions (i.e. all postal
codes beginning with the first digit ‘M’ represent Toronto postal codes). Other examples
might represent the grouping of specific product types or service codes into much
broader product or service categories.

Calculating basic arithmetic diagnostics (total, mean, median, standard devia-
tion, min. and max.)

This stage deals with the ability to summarize numerical information into a meaningful
metric. However, it is only meaningful if we have historical information that can be used to
calculate these kinds of diagnostics. For example, if we are calculating the average spend
or the variation in spend, the question we must address is what timeframe are we looking
at?Is the average or variation based on six months, 12 months, etc.?

Calculating change variables
Extending this logic of using historical information, we may want to identify how
summarized behaviour changes over time. Has spending or product purchase behaviour

changed over a period of time? Has it
changed drastically over the last three
months, over the last six months, etc.?

Perspective on the traditional
approach to variable creation

In all these stages, key information is being
produced that uniquely explains the
desired modeled behaviour. Let's probe or
explore this thinking in more detail.

The source-level information in many
cases yields demographic information
such as age or the tenure of a customer
which as we all know have represented
key variables within a given model at
one time or another. Grouping of values
such as postal codes into regions can
demonstrate more meaningful insight
when attempting to look at geography in
a broader manner. Arithmetic diagnostics
look at how summarized behaviour
regarding key metrics can add valuetoa
desired modeled behaviour. We all have
seen examples of summarized metrics
such as total products purchased or
average spend as key variables within
models.

The diagnostic type variables differ
from source variables in that source
variables look at information at a pointin
time while diagnostics look at information
over a period of time. Meanwhile, the
change type variables add another
dimension in that we are looking at how
this summarized behaviour changes over
time. Each of these stages, demographics,
pointin time variables from the source
data, summarized data from calculating
basic diagnostics, and change variables
from the summarized data represent
unique ways of looking at the information.
Because of these different unique
perspectives, models typically incorporate
variables from each of these perspectives.

Extensive variable creation

By providing some rationalization that the
creation of variables using the traditional
approach adds significant value to the
modeling process, one may begin to ask
whether a more extensive process can
continue to add value to the process.
From our charts and tables, it appears
that this more extensive expansion of
variable creation provides minimal value
to any model. The results are indicating
that there is no real additional information
which is unique and which can provide
additional benefit to the model solution.
Itis our contention that unique views of
information represent the real nuggets
which add value to a data mining solution.

What does this mean going forward?
Considering that variable creation can be
the most laborious part of any data mining
exercise, these kind of findings can provide
some direction in how the analyst should
best focus his or hertime in any data
mining project. Given the time pressures
that analysts and practitioners face from
business users, analysts can better focus
their variable creation efforts and build
solutions that are both timely and optimal.
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Email marketing snapshot

Scoring with some of Canada’s biggest sports and leisure enthusiasts

$1.8billion on online advertising in that year
and we believe that companies should be
incorporating many different strategies into
their online marketing mix.

We talk with clients about push and
pull marketing, and about how they work
together. We emphasize that there's a
significant role for pull strategies like search
and website cost per click, especially
during high seasons when there are lots
of consumers searching and browsing.
Thereis also a place for social media and
push marketing efforts like email marketing
(using a client’s own proprietary email list,
or stepping outside of that to grow their
audience). Our goal is to always help our
clients understand how different online
marketing strategies can work together for
the best results possible.

Xiao Nan Yu and JiriJelinekin Onegin
Photo by Aleksandar Antonijevic

Find the right marketing mix
There are many strategies involvedin
e i ' selling tickets to sporting events, but
what's mostimportant s listening to your
customers and developing an offer that
appeals to them. Travelzoo subscribers are
looking for entertainment options at rea-
sonable prices, so we worked with MLSE to
provide access to sets of tickets for multiple
Toronto Raptors games at prices not readily
available to single game purchasers. This
strategy ensures that MLSE sells tickets
to its non-premium games (for example,
games where there is not a strong rivalry for
instance, so the demand is typically less),
and gives Travelzoo subscribers access to
otherwise sold out premium games.

The most recent IAB Canada numbers
reveal that online was the only advertising
channelto experience year-over-year
growthin 2009. Canadian advertisers spent

Lara Barlow is the Country Manager of
Travelzoo Canada.

ADVERTORIAL

Ifyou like travelling, then there’s a good
chance you'll also have a pretty serious
appetite for other leisure activities rang-
ing from sporting events to ballet to film
festivals. Thisis certainly the case with the
more than 1.2 million Canadians who we
are proud to count as Travelzoo Canada
subscribers.

As a global online media company with
more than 21 million subscribers in North
America, Europe, and Asia Pacific, and 20
offices worldwide, Travelzoo publishes
deals from more than 2,000 travel and
entertainment companies. Our primary
vehicle for delivering deals to our subscrib-
ersis our weekly Travelzoo Top 20™ email
newsletter, where every deal is researched,
evaluated, tested and verified to ensure our
Canadian subscribers are getting the best
deals possible. We also update offers onan
ongoing basis as tickets begin to sell out.

Best known for our travel deals (which
we have been publishingin the U.S. since
1998, and in Canada since 2006), about five
years ago we had a great opportunity with
our Las Vegas hotel clients who had seen an
increase in hotel room bookings as a result
of their Top 20 campaigns. They asked us
about selling tickets to the big shows that
many of them host within their properties,
and we haven't looked back. Over the last
year and a half, our entertainment deals
business in Canada has grown and we've
started to diversify the kind of entertain-
ment clients we're working with.

These clientsinclude Maple Leaf Sports
and Entertainment (MLSE) and The National
Ballet of Canada, who share a big business
need in common —they have to sell tickets.
From The Nutcrackerand Swan Lake to the
Toronto Raptors, filling seats is the name of
the game.

The following are email marketing tips
and campaign results based on our work

with some of Canada’s premier entertain-
ment companies who were looking to
expand their online marketing strategies:

Keep it simple

For our clients, email marketing has a lotin
common with retail — the key to a success-
ful campaign is putting the hottest deal in
the storefront window. This means working
with our clients to determine the best
‘lead-in’ rate; the lead-in rate acts as the
headline in the Top 20.

The simplest offer with the lowest rate
resonates best. For our entertainment
clients, we always recommend the single
ticket offer, even ifit's just for one show or
one category of tickets. Clients can then offer
an additional pricing or ticket option on the
endorsement page that interested Top 20
subscribers click through to in their email.

Last year Travelzoo Canada created
adeal endorsement page for a special
holiday ticket offer for the National Ballet's
The Nutcracker. The lead-in ticket rate was
$33.00 (including free Parking), while the
endorsement page also offered additional
deals on tickets in other seating levels,
giving interested subscribers an easy way
to upgrade.

The average ticket sale price for this
particular campaign ended up being
$67.00 as subscribers upgraded and took
advantage of additional deals on the
endorsement page, the Ballet's website and
ticket salesline.

We always recommend that deals
included in the Top 20 have a promotional
code, which allows our clients to track sales
as soon as the newsletter goes out. ROI
from a Travelzoo Top 20 campaign can be
ashighas 16:1.

Capitalize on the halo effect
We find there's a significant halo effect that

happens when our clients grab the atten-
tion of our subscribers. The Top 20 reaches
more than 1.2 million subscribers across
Canada who could potentially be interested
inany individual deal. The Top 20 also plays
alarge role in stimulating subscribers to
think more about a particular entertain-
ment venue or show that they hadn't
considered before. If the original deal isn't
exactly what they want, if they are looking
for slight tweeks, upgrades or different
options, then they can easily click through
to our clients' websites to learn more.

Understand your subscribers

Getting results for our clients through
email marketing would be extremely
difficultif we didn't know our subscribers.
Each year we undertake a comprehensive
survey to understand their buying habits,
preferences and passions. This has been
extremely valuable for our clients who are
paying us to access a large list of committed
subscribers with their deals. Some notable
characteristics of our subscribers:

They read their emails: In a world of spam
and email overload, 92 per cent of Travelzoo
Canada subscribers read the emails they
receive from Travelzoo within 24 hours of
delivery

They try new things (if the deal is good
enough): 80 per cent of subscribers who
buy tickets through the Top 20 weren't
actually looking for tickets to the show that
they ended up buying — they just couldn’t
pass up the deal.

They like to upgrade: 28 per cent of
subscribers click on a deal and end up
choosing a different deal at a higher price
point.

They have money: 40 per cent of sub-
scribers have a household income of more
than $100,000; 72 per cent are married; 62
per cent of subscribers are women.

The Evolution of ‘Giving’:

How Nonprofit Marketers Can Effectively
Leverage Predictive Analytics
Sharif Elhilali, Director Analytics Consulting

undraisers and nonprofit
ﬂ marketers have long relied on

direct mail campaigns to reach
donors. Recently, sky-rocketing postage
rates coupled with the rising cost of
paper have forced them to look for
opportunities to evolve their direct mail
campaigns to better leverage the chan-
nel and improve ROI.

Reach the Right Audience

The use of exchange names is common
practice for most fundraisers. However
with everyone tapping into the same
names, time and time again, there is the
danger of overuse and fatigue, resulting
in lower performance. Additionally,
even within the exchange environment,
marketers need to segment effectively
by identifying the most profitable
prospects and eliminating waste. By
applying the discipline of predictive
analytics and modeling, marketers

can gain valuable insight into their
prospective donors, to further refine
and target their most profitable names.
Ask yourself: who is the best customer
match; who is the best responder match;
who is the most profitable life time
value match. This will drive response
and campaign ROL.

Create a Unique Donor Experience

The key enabler of predictive analytics
is the availability of attributes at

the individual level to effectively
differentiate prospective donors from
each other and target the most likely
to respond. This ties directly to a
concept ICOM refers to as Customer
Experience Marketing, which is a data-
driven approach to deliver relevant
interactions that respond to the way
consumers want to engage with brands,
or in this case, with a specific cause or
organization.The more you understand
about a consumer, the better the
dialogue between the organization and
the donor.

Across all channels, ICOM clients

find success by providing a highly
personalized, targeted experience for
their customers. For example, a non-
profit focused on animal rescue

may want to send a different mail piece
to a cat owner vs. a dog owner.

Focus on Acquisition:
Build a Strong Model

One way to ramp up acquisition is
through custom built models, outside
of the exchange space. In order to build
a strong model, marketers should
determine their objective. Ask some
critical questions: Are you looking to
grow your housefile? Do you want
more new acquisitions? Do you need to
increase the dollar amount per gift?

Whatever your final objective, clearly
communicate it to your modeling
partner so they know what success
means to you.

A strong model will be able to locate
waste and strip superfluous targets from
your campaigns, thereby increasing the
success of your campaigns.

As we mentioned before, focus on
effective segmentation - even within
your housefile - to dissect and refine
your target audience to mirror your
objectives. Do you need to reactivate
past donors? Can you convert the one
time giver into a monthly donor? And
how can you differentiate between
the two?

The Gift that Keeps Giving: Understand
the Life Time Value or Your Donors

Life Time Value (LTV), a staple in most
financial and credit card acquisition
models, can be successfully adapted for
the nonprofit space. LTV predicts the
overall value of a donor over a period
of time and is especially useful in iden-
tifying that high value donor to focus
loyalty programs. Note of caution -
LTV typically does not go beyond

5 years, as predictability of behavior
becomes increasingly difficult when
reaching so far out.

At ICOM, we've seen predictive
analytics significantly improve campaign
performance for many of our US and
Canadian nonprofit clients and create
better experiences for donors.

Want to learn more? Send me your
questions at ICOM@epsilontargeting.com
or call us at 1.800.603.4555
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WORTHKNOWING

New interim president and
CEO for Canada Post

Domtar unveils “Paper
Because” campaign

Mr. Stewart Bacon of Knowlton, Quebec, as been appointment
acting president and chief executive officer (CEO) of the Canada
Post Corporation, effective October 13,2010, until a permanent
CEOis named.

“l'am pleased that Mr. Bacon has agreed to return to the
Canada Post Corporation,” said the Honourable Chuck Strahl,
Minister of Transport, Infrastructure and Communities. “His vast

experience and good counsel are great assets to the corporation.”

“Canada Post Corporation has greatly benefited from Mr.
Bacon's leadership and solid understanding of its goals,” added
the Honourable Rob Merrifield, Minister of State (Transport). “This
interim appointment will ensure that Canada Post continues to
build on the progress already made towards achieving those
goals.”

Mr. Bacon was first appointed interim president and CEQO of
Canada Post on July 15, 2010, re-joining the corporation following
the departure of Moya Greene. He joined Canada Post in 1994
as area vice-president for Eastern and Northern Services and
held a series of progressively senior executive positions until his
retirement in early 2010. Prior to joining Canada Post, Mr. Bacon
was a vice-president and general manager at Philips Electronics
Ltd.,and held senior executive positions at Comterm Inc.and IBM
Canada.

Download Express delivers

Domtar Corporation is launching its “Paper Because” campaign
through advertisements that will appear in major U.S. and

¢ Canadian media outlets, including: The Wall Street Journal,

: The New York Times, The Globe & Mail, Fast Company, Audubon,

: National Geographic and other consumer and trade publications.
The campaign will also feature online banner ads and a series of

¢ shortvideos that will appear in a variety of online media.

"There are times when no substitute for paper will suffice—it

© is how greatideas begin, how the world learns, how important
: news gets shared and how people meaningfully connect

with each other,” said John D. Williams, President and Chief

i Executive Officer. “What has evolved over time is the continued
¢ improvement of our environmentally sound forestry practices
f and high levels of recycling that have made Domtar a leader in
the effort to make paper sustainable and renewable.”

Domtar has earned the support of recognized environmental

i organizations because of its investments to increase forest

: certification and reduce the environmental impact of its
operations. More than three quarters of the energy used at
Domtar mills, for example, comes from renewable sources.

i Domtar has also cut greenhouse gas emissions from continuing
: operations by 32 percent since 1990, far exceeding the
requirements of the Kyoto Protocol.

pay-as-you-go custom business data

Scott’s Directories, a Business Information Group company, has unveiled Download Express, a new contact database website designed

to deliver custom business data in a pay-as-you-go format.

Powered by Scott’s online business databases, Download Express provides a cost-effective means for B2B companies looking to
create custom lists. Users will be able to search the website for free to create list counts based on customized searches. Search criteria
include business type, industry classification code (NAICS), province, city, employee size, and job function.

“Download Express truly puts our clients in the driver's seat,” said Bruce Creighton, Business Information Group President. “You
choose the criteria, you set the budget, and you control your audience. In today’s economy, we think users will appreciate the added
control that Download Express allows them — all at an extremely competitive price point.”

DM PEOPLE

LISTWAITCH

SelfMagazine
Selfdebuted in 1979 as the first-ever
magazine of total well-being, incorporating
health and beauty, fitness and nutrition,
and happiness and personal style all in
one package. Selfsubscribers are primar-
ily women, with a median age of 39and a
median household income of $79,900
Awide variety of selections are available
atarange of prices.
Contact: Direct Media Millard, Ann
Bullock 402-836-5106

Columbia House
DVD/VHS Video Club
Thisis alistof buyers of DVD and VHS Video
cassettes offered by Columbia House toits
Video Club members of a negative option
clubThey are offered a wide choice of
titles approximately eighteen times a year.
Average age skewing UNDER 35 years.
Self-reported age also available. Please ask
for details.

Average unit of sale is $80.00

Contact: Cornerstone Group of
Companies, Richard Todd, 416-932-9555,
ext. 136

Dun & Bradstreet
Telemarketing

Thisisalist of private and public business
across Canada. Each listing is supported by
abusiness information report. All business
listings are personally verified with the
business owner or senior executive. This list
can be targeted selectively. Base cost per
thousand of $165 is for Direct Mail only (no

Tel #s),and is tiered, based on order volume.

NCR Canada

Kevin Marshman has been
appointed Vice President,
Services, International Americas
Region and will lead the newly
created Canada, Caribbean and
Latin America international
services team.

Accounts.

Yangaroo
Anthony Miller, formerly

Chairman Emeritus of MacLaren
McCann, has signed on to the
board of directors for Toronto-
based digital media distribution

Hemloc |
Printers Ltd.

Dirk Ottevangers has an
exciting new role at Hemlock
as the Director of Business
Development and Major

Doug Climie has joined
Hemlock as Vice President of
Sales and Marketing for the
Canadian market.

LoyaltyOne
Stephanie Cohen has
been appointed to the
newly created role of
Partner, Financial Services.

Fred Thompson has taken
the new position of Partner,
Retail.

Gee Jeffery &
Partners

Andrew Simon, previously
DDB Canada’s critically
acclaimed Creative Director,
joins GJP as the new Chief
Creative Officer.

Matthew Stern
is GJP's new President.

Multi-use pricing is also available. The above
count represents the last 12 months.
Direct Mail Listincludes business name,
full mailing address, and contact name.
Contact: Cornerstone Group of
Companies, Richard Todd, 416-932-9555,
ext. 136

MADD Canada (Mothers against
Drunk Driving)

reaches 27,938 English Donors
MADD Canada runs 2 - 3 direct mail cam-
paigns per year and is willing to trade or rent
these names to interested parties. MADD
Canada’s list reaches 27,938 Canadian
donors that are committed to stopping
impaired driving and supporting the vic-
tims of this violent crime. North American
Direct Marketing Inc. exclusively manages
this list. Selections available are FSA's,
Gender, Recency & Donation Gift. Base rate
is $160.00/M CDN. For more information,
contactyour list broker or call Jacqueline
Collymore of North American Direct
Marketing Inc. at 416-622-8700 or email
Jacqueline.collymore@nadminc.com

Progress Magazine reaches
9,597 Business Leaders and
Entrepreneurs.

Asavvy new breed of entrepreneuris
emerging in Atlantic Canada and Progress
is their magazine. Published eight times
peryear, Progress delivers insights that help
its audience grow their businesses more
profitably. Read primarily by influential busi-
ness leaders and entrepreneurs with the
power to make purchasing decisions. North
American Direct Marketing Inc. exclusively
manages this list. Selections available are
FSA's, Industry, Province, Recency, Employee
Size & Job Functions. Base rate is $150.00/M
CDN. For more information, contact your list
broker or call Jacqueline Collymore of North
American Direct Marketing Inc. at 416-
622-8700 or email Jacqueline.collymore@
nadminc.com

Canadian Geographic

Canadian Geographic is Canada's foremost
national audience of passionate fans of
Canadian geography, science, nature and
culture. And, the magazine's compelling
readershipis made up of high-income, well-
educated consumers. Plus, ask us about a
sub-set of the list identifying those high-
potential subscribers who are also donors to
the Canadian Geographic Society.

These readers represent an ideal target
foravariety of direct mail offers thatinclude
consumer catalogues, product mailers,
special interests, travel and contests, as well
as fundraising ventures and subscriptions.

Rent more and save more! Increase last
order quantity by 5,000 records - Get $10
off the base; increase by 10,000 records and
get $20 off the base! Offer ends December
20,2010.

Contact: Please call Cornerstone Group
of Companies at 416-932-9555, and ask
to speak to Alejandra Cuevas, Ext. 177,
or contact by e-mail atacuevas@cston-
ecanada.com.



dmn.ca > DIRECT MARKETING > November 2010

by Billy Sharma

-RSONAL

Sharon Oatwa

She is as unique as the many hats she has worn in her very successful and clourful career.

here is nothing conventional

about Sharon Oatway. Starting

from the very beginning and all
through her career, everything that she has
accomplished has been non-traditional
and varied.

When I went to interview her at her
office at Queens Quay she proposed
that we walk down to the Toronto Music
Garden along the lake. “It's much nicer by
the lake,” she observed.

The Toronto Music Garden is a beautiful
park, inspired by Bach, with a swirling path
through a wildflower meadow. It's the
ideal place to sitand soakin nature and
listen to a charismatic person talk about
herinteresting life and career.

"At 18 years of age | bypassed university
and headed east leaving my hometown of
Steveston, a small Japanese fishing village
just outside of Richmond B.C,, on a whim
to pursue fame and fortune in Toronto,”
Sharon told me. “I had never been to
Toronto and knew only one person. | was
fortunate to land a training position with
Wang Laboratories who, luckily, had just
launched one of the world's hottest office
automation systems. Within months
lwentinto sales and Ibought my first
house a year later.”

“My sales experience led me to Philips
Information Systems where | become
Director of Marketing. The 80s were heady
days as | traveled the world and had a
personal secretary who brought me tea in
achina cup and took down 180 words per
minute shorthand.

“As the youngest and only female
director in the division worldwide at
the time, many of my colleagues had
been with Philips longer than I had
been alive. There was a lot of turnover
at the executive levels and as each new
executive came and went, so too did
the vision and approach to running
the business. While one CEO was very
marketing or sales oriented, another
was all about profit or investments in
technology or export. It was a fabulous
learning experience and more than made
up for my lack of formal education.

"Then | decided | wanted to pursue a
more creative career and did a short stint
managing Royal Trust’s Annual Meetings,”
says Sharon. It was at the end of the final
show, with balloons falling and Jackie
Richardson singing the Royal Trust theme
song, that Sharon found out she was four
months pregnant!

With a big smile on her face she
continued: “Now | have a fabulous
23-year-old daughter, Samantha, who
recently graduated from the University of
Western Ontario and is currently travelling
around Australia. Given that | was a single
parent for most of her life, she always did
her homework at a desk next to mine in

the office.

“My daughter has most certainly
shaped the person | am today. | was
asingle motherin a city withoutan
extended family, so Samantha and I made
up therules as we went along. As those
with kids know, you learn so much about
who you really are at your core through
parenting. Being a mom was the most
challenging job | have ever had but lam so
fortunate to have had the experience.”

"After having my daughter, Royal Trust
hired me as the Director of Special Projects
with the mandate to launch Canada’s
first branchless bank. I was new to direct
marketing and bank operations but I had
the best teachers, Mona Goldstein and
Marilyn Stewart (the heads of the two
direct marketing agencies Royal Trust
had hired: Wunderman & Ogilvy Direct).
They taught me about the art and science
of direct marketing while David Cooper
helped me understand financial services.

“In my early direct mail days in banking
we worked with 23 different legacy
systems, CRM and database marketing
were only pipedreams. Needless to say, list
management was a challenge. We once
dropped a line of credit offer that was
addressed ‘Dear Mr. Deceased: Given that
you are a valued customer we would like
to extend this offer of a line of credit. ..’
We had inadvertently mailed all deceased
customers! All hell could have broken
lose butinstead we received a number of
replies from their spouses confirming that,
yes, their spouse was a valued person.
Phew!

“We also dropped our first direct mail
campaign for mutual funds to arrive in
mailboxes on Monday, October 191" 1987,
a.k.a. Black Monday, the day when stock
markets around the world crashed!”

In 1993 Sharon moved to CIBC as
General Manager of Direct Response.

“Itis always great to be able to leverage
hindsightand | was able to set-up another
direct marketing channel at CIBC - this
one bigger and some might say better.

[t was a fully self-contained business
centre —direct mail, call centre and back
office processing —and really leveraged
the benefit of full integration. We had the
chance to refine our direct mail and call
centre capabilities and dabbled in some of
the new, emerging technologies.” Sharon
promised her team at CIBC that if they did
well at the CMA awards show, she would
dance on the table. To no one’s surprise
they won many awards and so, true to her
word, she got up on the table and began
todance.

“While | was gyrating on the table at
the CMA Awards, a photographer took my
picture and | was the centre spread of a
trade publication the next month.”

Sharon has worked in many fields,

moving from industry to industry in many
capacities: Wang (sales); Micom/Philips
(sales and as Director of Marketing); Royal
Trust (Director of Direct Marketing); CIBC
(General Manager of Direct Response);
Unitel (Director of Residential & Small
Business); Just Vacations (Vice-President);
Customers By Choice (Owner/President),
Wunderman (President of Customer
Relationship) and now at VereQuest as
Owner, President & Chief Experience
Officer.

Sharon feels that the main reason for
thisis because, as she explained with
aglintin hereye, “I guess am highly
curious and that comes from my very
shortattention span and the blank sheet |
started with, where anything is possible.”

Ona more pensive note, she adds, “as a
single parent and entrepreneur there has
not been alot of time for extra-curricular
activities. | have travelled a fair bit for
business and pleasure and | am an avid
photographer. I particularly like to go off
the beaten track whether itis the back
allies of Hong Kong or the wilds of South
Africa. | love home renovation — or at least
did!laminto a five-month renovation that
was complicated further by a sewer back
up. Argh!

“l also host Madame O's Martini
Madness. The early events began as a way
for me to stay in touch with my friends,
colleagues and former employees. In 2005
my nephew, Jamie White, went to Lesotho
to work at an HIV/AIDS Clinic. We passed
the hatata Madame O’s Martini Madness
and the money raised launched the G.R.O.
Foundation, which for the last five years
has actively supported HIV/AIDS artisans,
grandmother poultry farmers and at-risk
teenagersin Lesotho.”

When asked about the people she
admires Sharon names Claude Legrand, a
global leader ininnovative thinking. “He
has been a mainstay in my life for many
years, both professionally and personally.
In addition to being a key supporter in
the past he has also helped my current
business VereQuest over the years, He
and his company, Ideaction, have been
instrumental in helping us see potential
markets, products, services and processes
in a new way, truly breakthrough thinking
that has led to breakthrough results.

“And speaking of important people
in my life, for years | only thought about
Rich Richardson as a good old print
salesman who seemed to be blessed
with eternal youth. It would take years
and many lunches at the Boulevard Club
to understand the breadth and depth of
this remarkable man’s life. This very busy
entrepreneur, father and husband always
found the time to do more — whether for
acharity orafriend. When talking about
retirement he would always remind me

“I'realized that if we really listened to
customners, they would leave us clues
about what was important to them and
how we could turn them into advocates
for our company.”

‘never quit working or you will die’ | was
so moved by the way others remembered
him. He left quite a mark on our industry
andonme.”

“There was a momentin my career,
while working for another entrepreneur,
that|felt I could not continue. Unethical
business practices and long hours had
taken their toll. It was at that point that |
made the move to consulting. Asa single
parent, it was certainly a scary decision
but, in hindsight, the best move for me.
Importantly, the bad behavior of bosses
pastis ever-presentin my mind as |
make decisions about how to manage
VereQuest.

“They say you can learn as much or
more from disastrous bosses as you
can from great ones. | have had lots of
opportunity to learn over the years — from
blatant, daily sexual harassment, bullying,
late night calls and public humiliation.
There are still many executives who feel
the only way to manage employees is
through domination and intimidation.”

Sharon started VereQuest in 2002.

"I realized that if we really listened to
customers, they would leave us clues
about what was important to them and
how we could turn them into advocates
for our company. VereQuest (which is
Latin for ‘seeking truth’) set out to capture
this information in ways that could be
leveraged for sales, marketing, operations,
product development, etc.

“VereQuest,” as she explained, “is
a customer experience monitoring
and consulting firm. We listenin to
the interactions customers have with
companies to uncover the ‘clues’ they
leave us that are related to loyalty, sales
opportunities, operational improvements
and more. Our teams of Customer Insight
Specialists are highly skilled coaches
able to provide the kind of just-in-time
feedback needed to drive and sustain high
performance.

“When VereQuest was launched, | felt
strongly that how the company was built
and run was perhaps more important than
what we did. Therefore, before writing the
business plan, | developed the Guiding
Principles for the company —rules about
how we would build VereQuest. This has
beeninvaluable throughout the years not
only as a bellwether but also for decision-
making.

“Naturally, there were many times over
the years when I wondered if self-
employment was worth it. | sometimes
have longed for the stable days of
corporate life and the steady income.
Then Iwould geta call froma client oran
employee with a new idea or project. Or
remind myself of the flexibility | have in my
life as a resultand how challenging it was
to be a full-time corporate executive and
amother. Thoughts of calling it quits were
usually short-lived.

“I have always worked at something
since | was 14; | was very active in my
high school as the head cheerleader
and president of student council. | even
convinced the school board to allow me to
workin lieu of classroom time. My first job
was in the typing pool of B.C. Telephone
Company and | have never looked back.

“l am very happy with where | am at
right now. I have had an amazing career so
farand living and working in Toronto has
been both exciting and fulfilling.”

The direct marketing industry and |
both agree that she has had a wonderful
and diverse career and we are glad she
stayed in Toronto. Afterall, how else would
I have ever discovered the wonderful
Toronto Music Garden?

Billy Sharma is president and creative director
of Designers Inc,, Toronto. He can be reached
at designersinc@sympatico.ca or by calling
him at: 416.203.9787
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» Fundraising continued from page 10

necessary to conquer Everest!

Campaigns like these seem like they
are all about the stylish website, but they
have important offline components. After
registering online, participants received
a package in the mail with a pedometer
and a fundraising toolkit enclosed. During
the campaign, a complementary mobile
application encouraged climbers to
continue fundraising by announcing prize
levels reached: “You've won a t-shirt, keep
fundraising to see what happens next!”

Australian fundraising challenges often
include toolkits or tax-receipt booklets that
are mailed to participants. To get these
packages, prizes and direct mail pieces out to
supporters, organizations rely on addressing
data from the website. Data acquired from
individuals registering on a website s
notoriously problematic. Asa result, many of
these charities have a heightened awareness
of the need for address verification and data
cleansing tools.

North American charities should take
note.In 2009, pilot studies from Canada
Post found that 8.3% of mailing-file items

were inaccurate or required a correction to
be deliverable.

Data cleansing tools like address
verification can guide participants while
registering on the web, thereby reducing
errors and saving mailing costs.

It's also a missed opportunity to design
a creative campaign without considering
what to do with the registrants who have
been acquired for the overall organization.
What will happen to these constituents
once they are in the organization’s
database? How will they be communicated
withinthe future? Are critical addressing
fields or permission questions missing
from the registration or donation process?

Smart organizations consider their
own business rules and practices before
building a registration or donation process.
Aslick campaign lasts weeks, butclean
data lasts forever!

Online tools complement
traditional fundraising methods
The 2010 BMO Boolathon event was a
Halloween-themed fundraiser in support
of Kids Help Phone, a youth counseling

|ICOM

a division of Epsilon Targeting
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atabase Optimizatjop,
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Marketing

Are you connected to
your best donors?

epsilon

Targeting

Donor acquisition.
Strengthening donor relationships.
Insights into donor behaviour.

As the leading provider of donor data,
ICOM can connect you with
your best opportunities.

a division of Epsilon Targeting

ICOM

1.800.603.4555 e 416.297.7887
icom@epsilontargeting.com @ epsilontargeting.com

service. Teams of five to six bowlers spent

a Saturday or Sunday with coworkers and
friends at local bowling alleys in over 50
communities across Canada to raise money
foragreat cause.

Each team was asked toraise a
combined minimum of $500. Team-based
challenges are always strongest when
team captains are given tools to make
fundraising easier, faster and fun.

This year, participants were given an
extra treat to encourage them to reach
their goals. The BMO Boolathon 2010 App
foriPhone allowed bowlers to easily send
sponsorship emails, connect on Facebook
and Twitter, and track fundraising totals, all
from an iPhone, iPad or iTouch.

Afirst for Canada, the BMO Boolathon
App alsoincluded a “Donate” button
allowing participants to hand their mobile
device to a friend to make a quick and
secure credit card or PayPal donation.

The mobile donation form allowed Kids
Help Phone to capture full donor informa-
tion and the data was integrated with the
existing database of donations through
the Boolathon fundraising website.
Donations made through the mobile App
counted towards a bowler's total and
were immediately reflected on personal
fundraising thermometers.

Canadian charities already know that
person-to-person fundraising is powerful.

We've all given to a friend’s charity appeal
because we were personally asked to give.
Quite often, we sponsor a run, walk or ride
participant without even really knowing
what the cause in question'is.

Kids Help Phone recognized that it's one
thing when your friend sends an email or
aFacebook message asking you to make a
donation —it's quite another thing when a
friend is speaking to you in person with the
means to donate right away!

Mobile technology gives charities the
ability to leverage the "right now” of giving.
Emails can be ignored and social media
messages missed, but a secure donation
forminyour hand is hard to pass up.

Kids Help Phone put mobile fundraising
toolsinto the hands of their event partici-
pants, knowing that “old school” person-to-
person relationships would do the rest.

Genuinely integrated projects go
beyond adding a URL to a pamphletora
phone number to a web site. Be inspired
by these examples to kick start your own
synchronized fundraising campaigns!

Claire Kerr is a not-for-profit veteran who

has worked in the economic development,
education, arts community and fundraising
sectors. As Director of Digital Philanthropy at
Artez Interactive, Claire provides consulting
in best practices for online fundraising to
international charities and partner agencies.

» Pushing boundaries continued from page 7

Giving Airmiles wings

In order to achieve the experience of
surprise and delight for consumers, Engel
and Innovative Graphics exploit their
intimate knowledge of a huge range of
printing presses and their capabilities to
find new solutions for common problems.

Fora previous Airmiles campaign, Engel
and his team were charged with figuring
out how to attach a brochurAe as part
of an envelope, so that that piece could
be customized while still presenting a
cohesive message. They developed a totally
unique piece that at first glance looks just
like a conventional envelope, but unfolds to
reveal a brochure with personalized bonus
offers tucked into an attached pocket.

The effectis intriguing while prominently
displaying the client's messaging.

"We didn't go to an envelope company
to do that, we went to a non-traditional
way of doing that, and that's a web printer,”
says Engel. “We took equipment that wasn't
made for that, they have never done that
type of work before, and made an envelope
out of that equipment.”

Details, details

Sometimesit’s the little things that make
the difference between an average piece
of direct mail and an exceptionally effective
communication tool. In a campaign for
CIBC Global Migration, Innovative Graphics
took a traditional-looking envelope and
added azipper involvement piece to entice
consumers to open it up. Not only was

the zipperitselfirresistible, the piece then
folded down so that the offer was displayed
frontand centre.

"The zipperis a touch that we use
because in our experience with direct mail,
azipper involvement device increases your
response rates,” says Engel. “When you pull
it down you don't have to gointo the inside
of the envelope, you see the offerand

benefitright away.”

Providing content for formats and
production is a cornerstone of the
business, but what Engel really loves is a
good challenge. Sometimes agencies will
approach Innovative Graphics with anidea
and simply ask, how? Other times they will
be looking for help brainstorming ideas to
fulfill a brief.

“In some cases we supply anidea, in
some cases we'll supply the format, in
some cases they'll have the idea and we'll
say there’s a different way of doing this
or a cheaper way of doing this or do you
know that there’s a new technology that
will allow you to do this much quicker?”
explains Engel.

2.5-dimensional mail

A quicklook through a sampling of
Innovative Graphics’ handiwork makes

it clear that one of their hallmarks is
finding ways to blur the lines between
dimensional mail and conventional letters
and postcards. Through uniquely shaped
envelopes, zipper features and clever

folds they generate the excitement of
dimensional mail at a fraction of the cost.
An unlikely side effect of these innovations
has been anincreased ability to personalize
these pieces at an affordable price.

“The challenge of a dimensional piece
isitis very expensive from a technology
standpoint to variable image something
that's not flat or straight-forward,” says
Engel. “What we've been able todo
is overcome that by using different
technologies.”

What's next for the discipline of direct
mail is anybody’s guess, but it's safe to say
that Innovative Graphics will continue to
explore the fringes of the medium and keep
making the impossible seem suddenly,
surprisingly possible.

» ROI Continued from page 6

PURL can also feature specific information
about the person’s recent transactions,
offer customized surveys, and be tied toan
automated email follow-up.

Fortunately, PURLs aren't uniquely
tied to direct mail campaigns. They can
also be used in email or text marketing
campaigns, though the availability
of variable data printing now makes
them more available for use in printed
marketing materials.

Quick Response (QR) codes

QR codes referto a two-dimensional
barcode included in a marketing piece.
Using a smart phone with a reader, a recipi-
ent can easily scan the code with their
mobile device instead of entering a code
by keyboard. Scanning the code drives
the responder to a specialized mobile
page, making it easier to go to the website
immediately. Codes may be used to drive
avariety of actions, which mightinclude
requesting more information, booking an
appointment or securing a coupon.

QR codes take advantage of the
ubiquitous nature of smart phones and
can easily be assigned to every recipient in
acampaign. These codes connect people
with traditional media and new media in
just a matter of seconds, making printed
materials truly interactive and immediately
trackable. They can be used anywhere that
alink to information in the online world
would quickly assist consumers.

Mobile marketing

It's no secret that offering multiple
response methods improves response
rates, so it stands to reason that offering
atextresponse option can lead to better
campaign ROI. Adding a text response
option can be as simple as offering a
number to text for additional information.
More complex campaigns might provide
amobile coupon which can be scanned
at the cash register during checkout, or
allow the user to opt-in to an ongoing
text message communication stream
with a keyword and a short code. This
communication stream would allow the
individual to receive promotions, product
alerts, mobile coupons and virtual mobile
loyalty cards.

I believe that direct mail is here to
stay, at least as part of a multi-touch
marketing campaign that may also utilize
email, mobile, and even telemarketing.
But today’s direct mail is no longer the
costly, mass mailing of the past. New
technologies ensure that marketers
can create direct mail campaigns that
specifically target individuals, present
personalized offers and enable credible,
even real-time, response tracking. Better
tracking, plus more affordable variable
data printing, means more effective direct
mail programs and a stronger ROI for your
campaigns.

It's a very exciting time to be a marketer,
but don't discount the role that direct
mail can play as part of a sophisticated,
multi-channel marketing campaign.

Jamie Klemcke is the Director of Marketing
for QuantumDigital (www.quantumdigital.
com), atechnology leader in digital print,
providing direct mail, email marketing and
multi-channel marketing services.
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Generating quality

Email Brokerage and Customer Retention
Search Engine Marketing Programs
Multi Channel Datahase Recommendations

Contact: Diane Pinto dpinto@directmediacanada.com H

or Paula Jones pjones@directmediacanada.com

Phone: 416.406.4420 o ‘
h

Specialists in Client Acquisition & Retention

Direct Media Canada

Interactive

SMARTER SELLING
BEGINS HERE!

Scott’s Directories -
Canada’s Trusted Source for |
Business Contact Information.

» Generate more leads
» Reach new Decision Makers

» Boost Sales ond Marketing Results
» Build Torgeted Mailing Lists

» Locate High-Yielding New Suppliers
» Achieve Better Results!

14 DAY FREE TRIAL!

www.scottsdirectories.com/14freetrial

SCOTT'S

DIRECTORIES

Call us at 416-510-681T7
email:lists@scottsdirectories.com
scottsdirectories.com

NAO

North American Direct

In Partnership to Grow Your Business
Formerly WestList Eobicoke Inc.

InAr

North American Direct
Marketing provides list
brokerage, list management
and direct marketing services
including data processing,
printing and mailing services
to various Organizations which
includes Consumer Mailers,
Business Mailers, Advertising
Agencies, Government,
Financial Services and Non
Profit Organizations in North
America and Internationally.
Our Customer Acquisition
solutions include List Brokerage
and List Management services
of Postal Lists, Telemarketing
Lists, Email Lists, Alternative
Media Programs, Prospecting
Database Development
Services and Modeling

and Profiling services. Our
Customer Retention Solutions
includes Data Append Services,
Telephone Append Services and
Email Append Services. Our
Customer Asset Monetization
Solutions include Prospecting
Database Participation
Development, Email List
Deployment and
Co-registration programs.

North American Direct Marketing
offers comprehensive list
brokerage, list management

and direct marketing services
including data processing,
printing and mailing.

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

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

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

RCHWAY'

Marketing Delivered

Direct Mail | Email Marketing | Alternative Media Programs [Telemarketing
Fax Broadcasts| Data Appending Services| Online Marketing Services
List Management | List Brokerage
toll-free at (866)-791-4826

www.archway.com info@archway.com

ICOM Reach over 2,000,000 Canadian consumers
a division of Epsilon Targeting withTa rge‘tsource®

TargetSource® delivers superior results and exceptional value

* Canada’s largest consumer responder database — over 2 million Canadian consumers
and 1000+ data selects for targeting

* 450,000 permission based email addresses

* Package Insert Programs to over 1 million households annually

* Modeling, profiling and research services

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

Marketing As Usual. Not A Chance.™

www.cstonecanada.com

. X

Helping you find good customers

In business for over 20 years, we have the o
experience and expertise to help you succeed. == Q’

@;::

uisition
Services

Consumer and business postal and email lists
SEO, PPC and social media advertising
e-Broadcast services

Alternative media programs

List management services

Contact Bob Coles, 416-932-9555 ext 103 or bob@cstonecanada.com
Don Lange, 416-932-9555 ext 141 or don@cstonecanada.com
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Get more out of your

Marketing Database

Explore the many direct marketing solutions
we offer:

* New Business Leads

¢ Customized Prospecting Lists

¢ Email Marketing Services

¢ Customer Profiling

¢ Data Processing & Data Hygiene

Call 800-873-6183 or

visit infoCANADA.ca nfogroup/infoCanada
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cleanlist.com

The world leader in online list cleaning.

Clean Your Data in 3 Easy Steps:
Step 1: Get an instant quote
Step 2: Upload your list
Step 3: Download cleaned list

Online Services:

* Address Correction

* Phone Append

* Mover Update (NCOA)

* Plus over 20 more US and
Canadian services!

List cleaning has never been this easy!

| .Insurl:lng Systems, Feeders, Folders
- @ JETVision™ Integrity/Control Systems
M Offline Bindery Solutions
@ Inkjet Systems, Tabbers, Pressure Sealers
© Parts, Mailing & Mailroom Supplies

24 BOWE BELLOHOWELL

MATIOMAL PROVIDER OF MAIL PROCESSING SOLUTIONS

for over O
; years

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

30 Mural Street, Unit #6&7
Richmond Hill, Ontario
L4B 1B5

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

Sign-up at www.cleanlist.com or call 877-637-4323 today!

Ask about special Reseller and Not-for-Profit pricing.

Phone: 416-622-8700

w www.nadminc.com

North American Direct |\

et List Encbionkn inc

knc.

list brokersge  postallelemarkating fsts
lis? managamant  altamnalive madia'amall lists
consumanbusingss lists  data append senioes
data processng  database prospecting
printing and mailing sanices  maodeling and profling serites

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

ﬁ TORONTO
BOARD OF TRADE

Toronto Board of Trade's Executive
Mailing List

Orwver 15,000 key decision makers in Toronto's
largest companies. Order today and build your
list in minutes!

Visit www.bot.com/mailinglist or call
4146.862.4538 for more information.

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

540 Hodge, St. Laurent, Qc H4N 2A4
Contact: Fred De Civita or Frank De Civita
Tel.: 514-744-9351 Fax: 514-744-0816
Email: info@epc-cmm.com

WE SPECIALIZE IN PROVIDING QUALITY REFURBISHED MAILING EQUIPMENT

MAILING :

MACHINES INC.

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

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

Visit our website for latest Inventory www.epc-cmm.com
MAKE US YOUR ONE STOP SUPPLIER FOR ALL YOUR MAILROOM NEEDS

CALL CENTRE PRODUCTS / SERVICES

ﬁ 7 COMMUNICATIONS INC.

WE'RE 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
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 All Call Communications
49 Charlotte St., Brantford, ON N3T 2w4 51 Water St. N., Cambridge, ON N1R 2B3 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

TELEPHONE ANSWERING EMERGENCY DISPATCH CUSTOMER SERVICE
REGISTRATIONS/RESERVATIONS ORDER PROCESSING

www extendcomm com

. Drive profits to your bottom line with
contact center solutions from Protocol.

For over 20 years Protocol has been helping Canadian businesses with turnkey solutions—from customer
acquisition and retention to technical support and call overflow. Our entire North American network of
contact centers delivers customer management solutions by offering the following:

* 6 Contact Centers across North America
with International presence in the Philippines
and Mauritius

* Vertical Market Expertise: Retail, Insurance
(Licensed agents), Banking (Credit cards),
Telecommunications, Publishing, Energy

¢ Canadian National Do Not Call List (“DNCL")
legislation: Fully compliant

® Primary Languages — English, French, Spanish.
Ability to support other languages as needed

* Digital recording for quality and verification
* Avaya/SER, CISCO ICM switch technology

e Facilities in Montréal and Hamilton —
860 series

protocol &

B GLOBAL SOLUTIONS
Adding Value to Customer Relationships "

For more information, call Jeanine Giorgi,

SVP of Protocol Canadian Operations
Jgiorgi@protocolgs.com ¢ 800.563.6655 ext. 14960

Visit our web site at www.protocolglobalsolutions.com
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DATABASE MARKETING DATA PROCESSING
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B
¢ Cornerstone DATA&ASE ..‘ Cornerstone

National Change of Address
Geodemographic Analysis

SE0 SRS SRS BRSNS arketlng ROUP OF COMPANIES
-
—
il DATA Processing
Database Providing an Integrated Marketing Platform designed
Design. to meet the unique needs of high-volume marketers. Enhancing your data to gain the competitive edge
r Prospect Database that comes from flawless accuracy.
E + r Customer Data Integration and Management B Do-Not-Call Management Solutions
Xper ® Privacy Database B Merge Purge services using our proprietary
Database ® Campaign Management IntellimergeT.“’{ so!ution
r Data Analvtics B Address verification and accuracy
I\/Ionogemen’r. n Reportingy B Telephone and address append
[ .}
[ .}

Julio Tavares

Vice President, Marketing Database Services
416-932-9555 ext. 344 or jtavares@cstonecanada.com (O6lhletell  Jason Egbuna, Account Director, List Processing Services

416-932-9555 ext. 431 or jegbuna@cstonecanada.com

You've

Fo U N D the ansyvers tO yOUI' 8 Dohme Ave. Toronto, ON M4B 1Y8
marketing challenges. — ‘ Ms Tel: (416) 755-7761 Fax: (416) 755-8231
— Email: info@completemailing.com
—

Complete Mailing Service  Toll Free: 888-683-2501
www.completemailing.com

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

- Inkjet Envelopes or Direct Impression - Mail Merge and Personalized Laser Printing
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- - Addressed Admail and Publication Mail - Data Entry and Database Management
ing campaigns to reach them.

- Inserting: Automated and Manual - Address Verification/ Correction and Postal Sortation

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

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. Client Driven - Results Oriented!
Find and keep your customers + Customized Process Design At Wood & Associates -
. - Application Programming everything is about you.
)/ N - + Data Entry & Database Management We meet your timelines while
..A AE qu‘:l FYO P |l ccss WWW'e”"'r°?};ﬁ52)"§é‘§f§§'§§ - Website & Direct Mail Fulfillment maintaining the high level of
- Information Capture — Donation & Survey | quality and integrity your
Intake, Rebates via fax, mail or e-files project deserves.
- Laser Personalization / Inkjet We take the time to understand
) - Full Lettershop Services your business goals & develop a
1 9 af'.;l » PREDICTIVE ANALYTICS - Specialty Mailings — Polybag/Shrinkwrap partnership to help you get there!
v1-7@l - CUSTOMER VALUE MANAGEMENT o .
BoIRE FILLER i°15 « DATA MANAGEMENT “29 years of satisfying our clients”

SR «0+10F ;Il t
s |4

* BUSINESS INTELLIGENCE REPORTING

w Wood & Associates

Direct Marketing Services Ltd.
WE TURN INFORMATION INTO KNOWLEDGE, CONTACT: 2-237 FINCHDENE SQUARE SCARBOROUGH ON MIX 2El
AND KNOWLEDGE INTO STRATEGIC BUSINESS LARRY FILLER AT 905-837-0005 TFEI: 416-293-2511 FAX: 416-293-2594 WEBSITE: www.wond-and-assaciares.com

INTELLIGENCE THAT HELPS YOU ACQUIRE, LARRYF @BOIREFILLERGROUR.COM

DEVELOP AND RETAIN CUSTOMERS. ORVISIT OUR WEB SITE AT
’ Clixx offers Marketers the perfect mix of
technology, production equipment, a new

WWW.BOIREFILLERGROUP.COM
60,000+ sq ft secure facility and Industry talent
with an unwavering commitment and passion

‘ Z M to ensuring your success.

DIREEY MARKETING RERVIEER IS

Interactdirect

MARKETING, INC.

Expert Data Cleaning & Enhancement
Managed Marketing Databases

We offer complete solutions to deliver:

CLIXX Direct
i i ® Marketing Services Inc. . Di :
Trigger Marketing 4 Metropoian Road gggejltaﬂar')'/ Documents
. Toronto, On M1R 2T6 *
Campe.“gn Management & 416-609-1638 - Digital Print on Demand & Web-to-Print
AnalytICS I 416-600-2550 - Warehousing, Fulfillment & Distribution
‘i www.clixxdirect.com

Gontact: Jeff Bisset, President
877.637.4340 | sales@interactdirect.com

Contact Us: . .
Our services include:

Mike Todd

H H Ext234 « Data Processing & Forms Design
www.interactdirect.com - Response Management
scortBiel - Digital Asset Management
shiel@clixxdirect.com . Dlgltal Laser Printing in B/W & Full Colour
Michele Broad « Ink-Jet Printing in B/W & Colour
mmhele;:ﬁxzzredmm » Complete Lettershop Services
y ) « Bindery & Finishing
€€ in my opinion, Interact Direct is a - James cor - Warehousing, Fulfilment & Distribution
market Ieader |n the areas Of data jamie@clixxdirect.com « Print Management
processing and database management.99
Marketing Manager - Research & Database Marketing ; Success happens when everything Clixx™

Canada's Export Development Corporation
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FULL SERVICE OPERATIONS

GROWING YOUR BUSINESS
IS OUR BUSINESS

| 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!

: “{ MAILING
Introducing dmworks.ca, e

the do it yourself direct mail tool.

With dmworks.ca from Pitney Bowes
you can create, produce, manage and
distribute customised direct mail
campaigns or brochures right from
your desktop. Just choose a Canada Post
approved template, then select an image
and a customer mailing list, or upload
your own images and database. It’s easy!
Visit dmworks.ca for money saving
packages and more.

dmworks.ca Doit yourself direct 780.413.0488 Craig@onetoonemailing.ca
marketing, from your desktop to

your customer’s mailbox.

gl PitneyBowes

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.

INFORMATION SERVICES :

=1 Full Database Management and Programming Services

=]  Custom format conversion, standardization and manipulation
=1 Full analysis and report generation

=1 Data Entry, Mail Merge / Purge

=~  Address Correction, Standardization, Validation and M.C.0.A
=1  Canadian and US File Mail sortation—all levels—with barcode

Canada's Largest Mail Processing Company

-Data Processing -Laser/Inkjet Printing
-Personalization -Print On Demand =1 Image creation, scanning and digital image correction
TRASACTIONAL T ML et ~Lettershop Finishing -Poly-Wrapping =1  Custon Variable Layout Programming and Font Generation
Data Direct Group inc. -Print Management -Fulfillment & Distribution < Custom bar-coding and numbering
75 Superior Bivd. 24/7 Contact: 416.201.1420 DIBIEALIAEG NGG:
Eﬂslf,rwzs;;uga. Oniarig For more information, please contact: = H'gh wm“.e Eut-sh&athbuplax Black & White & COLOUR
Debbie Major (ext. 108) - Iéaﬁer rmagu":-g up to 13 xH1E'I["' 16" widih
. Norm Burns (ext. 107) = ontinuous Form Laser printing up to 16" width paper
Iﬁ:ﬁpg%os'fsesfg%fg . Ross Abbott (ext. 344) {Barcoding, Tickels & Tags)
Toll Free: 1.877.247.1464 Paul Kennedy (ex1. 349) [  Direct Inkjet addressing: High-speed, High Quality SCITEX

www_datadirect.ca email: sales@datadirect.ca

[=]  Bindery Services: Programmable Cutters, Bursters, Letter,
Cross and Gate Folding

<1 Paper and Self-Adhesive Labelling

=1 High Speed Insertion & Processing: up to 10" x 137

=1  Tip-On/ Spot Gluing

[ Tab Sealing, Post-It Notes and Blown on Label affixing

=]  Parcel and Unaddressed Admail Processing

GREENER DIRECT MAIL IS HERE

We are The Lowe-Martin Group, Canada’s
Most Environmentally Progressive Printer. Our

Full Service Direct Mail solutions are proof that I_oweMartin
Group

¥=7 Head Office: 7550 Lowland Drive, Burnaby BC V5J 544
¥=7 Telephone: (504) 439-9668 | Toll-Free: 1-877-5T0-MAIL (6245)
=7 Wb www.mail-o-matic.com

as a marketer you can have a positive impact on
the planet without limiting your creativity or reach.
Here’s why:
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bullfrogpowered -

Printing by Lowe-Mart
is bullfrogpowered

Lowe-Martin provides comprehensive data, laser and lettershop ’

together with state-of-the-art offset and full-colour variable printing all

in one secure facility. Our one-stop solution eliminates the cost and

environmental impact of the packaging and transportation associated

with a multi-vendor approach. Interested in finding out more? 7
Contact: Patrick Coyne at 905-670-7100 pat.coyne@LMGroup.com °

Ottawa contact: Joe Goski at 613-741-0962 joe.goski@LMGroup.com
Contact Mark Henry at 1.800.668.1838 or mark@dmn.ca
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123 Any Street
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We have assembled a unique blend of talent and equipment to offer ¢ 4163987678 tf.800-95i1gg8 Laser Personalization
you an invaluable “Fully Integrated” DM"solution. WE DELIVER: sales@origo-ca v USIInternational
« LEADING EDGE DATA PROCESSING o ANALYSIS AND FULFILLMENT SERVICES THE SOURCE FOR Fulfillment
o MULTI-IMAGING SYSTEMS o CALL CENTRE SUPPORT PRINT, DIRECT MAIL o
o EXTENSIVE LETTERSHOP SERVICES « E-COMMERCE SUPPORT INCLUDING & FL”LFILLMENT / Printing
« RESPONSE CAPTURE WEB HOSTING
MAILMARKETING CORPORATION www.mailmarketing.com

Formerly A&L Mailing Services

455 GORDON BAKER RD. TORONTO, ONT. CANADA M2H 4H2. T: 416.490.8030 1.800.508.3941 F: 416.490.8455 E: info@mailmarketing.com
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Rolling in dough

re you planning on baking up a storm for the coming

holidays? You're not alone. Despite the glut of corner

cupcake shops, supermarket bakery departments and
convenience stores selling prepackaged mixes, Canadians still love
to bake from scratch. More than 37 percent of households enjoy
from-scratch baking, and they include foodies from the wealthiest
suburban families to homemakers from heartland towns,
according to Environics Analytics (EA)
and PMB. Although the number of family
bakers declined in recent decades with
the rise in working women, microwave
ovens and frozen food, the ranks of the
apron-clad have leveled off since the 2008
economic downturn as households look
for ways to save money over time.

Today, baking has becomeless a
necessity and more a craft where you can
express yourselfin aloaf of artisan
olive-and-walnut-rye bread. As
shown in this map from EA,
households that bake

from scratch are found

across Canada, but high
concentrations occur
in the rustic areas of northern
. Ontario, the Prairie provinces,
the Yukon and the Northwest
Territories. PRIZM_, EA's segmentation

2
system, reveals that from-scratch bakers

3 Share of Canadians who engage in baking from scratch,
compared to the national average of 37.4 percent
(index=100)

B Bornto Bake (highindex: >120)
Regular Mixers (above-average index: 100-120)
B QutofFlour (below-average index: 80-100)
B CluelessintheKitchen (low index <80)
Sources: Environics Analytics 2010, based on PRIZM_,and PMB..

» Continued from page 3

are members of lifestyle types like New Homesteaders (rural,
midscale couples and families), Nouveau Riches (wealthy
suburban Quebec families), Tools & Trucks (upper-middle-class
town families and couples) and Grads & Pads (young, lower-
middle-class urban singles). Compared to the general population,
these Canadians spend more of their free time engaged in other
home-based leisure activities like woodworking, sewing and
gardening. Bakers also exhibit high rates for going camping

and boating, visiting museums and crafts show, and getting
exercise by hiking and skiing. And since they are no strangers to
the kitchen, they also share a preference for home-cooking over
fastfood and restaurant fare. The only eatery they'll visit at a rate
significantly higher than average is a burger joint.

With the holiday season beckoning, Canadians across the land
will be dusting off their mixers and taking up their rolling pins. For
marketers, reaching the baking-from-scratch set might seem easy
as pie. Surveys show that they're big TV fans who like to watch
news programs, nature shows and religious broadcasts; they also
enjoy listening to oldies and country radio stations while rolling
out their pie dough. And though they're not big on print media,
they do subscribe to traditional publications like Harrowsmith
Country Life, Canadian Workshop and Reader’s Digest all at high
rates. Butany message targeted to this group should reflect the
centrality of food in their lives: they love to cook, often indulge
in snacks and insist on sitting down together as a family for the
evening meal. Given their fondness for creating cakes, cookies
and pies, it's no surprise that their top-scoring statementin a
values survey is a confession: “Most of the time I'm trying to lose
weight.”

and effective way to reach and engage

EVENTS CALENDAR

November 26, Toronto

CMA Awards Gala

Celebrate the best of Canadian marketing
at the 2010 Canadian Marketing
Association Awards Gala, held at the
Westin Harbour Castle. For more
information or to reserve your table, visit
www.the-cma.org.

November 29-30, Toronto

2010 nextMEDIA

nextMEDIA is two days of networking,
learning and strategizing and attracts top
executives from advertising, broadcasting,
TV production, media buying and
interactive agencies. For more information
visit www.nextmediaevents.com

November 30 - December 2, 2010
Toronto, AFP Congress 2010

The Association of Fundraising
Professionals Congress 2010 is about
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spreading ideas that educate and provoke
thought. Visit http://www.afptoronto.org/
index.php/congress.

January 24 to 28, 2011

Toronto, Montreal, Halifax, Vancouver,
Edmonton and Calgary

Advertising Week

Advertising Week was created in order

to profile the accomplishments of the
Canadian communications industry while
providing inspiring thought leadership

to drive future success. Visit www.
advertisingweek.ca. for local information
and updates.

January 19, Toronto

CMA's Analytics Conference

The CMA's Analytics Conference will
provide real-life case studies of how some
of the top organizations have utilized
marketing analytics to improve MROI
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as well as solutions on how to integrate
traditional offline channels and the new
online channels such as social media into

your overall marketing strategy. Visit www.

the-cma.org for details.

Correction

The October edition of In the Mail was
incorrectly credited, and should have read
as follows:

Artdirector: lan Martin

Copywriter: Jinnean Barnard

Creative director: Scott McKay

Print production: Joe Stevens

Account management: Amanda Power,
Sarah McLellan, Helen Karrandjas Moore
Studio: Luis Santos

Our apologies to the McLaren MRM team
responsible for the 2010 World Vision Back
to School DM campaign.

EDITORIAL CONTACT:

Direct Marketing is published monthly by
Lloydmedia Inc., plus the annual DM Industry
Source Book, List of Lists .

Direct Marketing may be obtained through
paid subscription.
Rates:
Canada 1 year (12issues $48)
2 years (24 issues $70)
U.s. 1year (12 issues $60)

2years (24issues $100)
Direct Marketing is an independently-produced
publication not affiliated in any way with any
association or organized group, nor with any

foremail seem to group together into two
camps. First, there are those interested in
helping the environment — this was char-
acterized in the study by statements like

"l can save on paper.” In the second camp
are those who want to choose — their
attitudes are characterized by statements
such as “I can choose what | receive.”

This idea of choice isimportant
when we look at online channels. Many
respondents to the study indicated
receiving more email as a consequence
of signing up for a newsletter or other
communication. It seems all the more
important to translate the proven
techniques of the offline channel to the
online in order to build the same trust and
reliance with consumers.

This study shows that the voice of the
consumer is getting lost in the mix. We, as
marketers, must get back to listening and
understanding before connecting and
engaging. Our point: despite what many
are saying, offline channels are still a viable

publication produced eitherin Canada or the United
States. Unsolicited manuscripts are welcome.
However, unused manuscripts will not be returned
unless accompanied by sufficient postage.
Occasionally Direct Marketing provides its subscriber
mailing list to other companies whose product or
service may be of value to readers. If you do not

want to receive information this way, simply send
your subscriber mailing label with this notice to:
Lloydmedia Inc. 302-137 Main Street North, Markham
ON L3P 1Y2 Canada.

POSTMASTER:

Please send all address changes and return all
undeliverable copies to:

Lloydmedia Inc.

302-137 Main Street North

Markham ON L3P 1Y2 Canada

an audience. Marketers should consider
them when planning a marketing strategy.
They very well may become the critical
component. Assuredly, this should not be
at the exclusion of the online channels,
including the up-and-coming social
media platforms. That would be making
the same mistake that many have made by
discounting direct mail.

Willit be the same for all brands?
Absolutely not. The key is to know the
target audience and balance the channels
within a marketing mix to ensure inclusion
of those channels used, preferred and
trusted by customers and prospects.

Warren Storey is VP Product & Marketing
Insight at Epsilon.

Canada Post Canadian Publications
Mail Sales Product Agreement No. 40050803
Printed in Canada: Metroland Media Ltd.

QY

ey

PRINTED ON 100%
RECYCLED STOCK

THIS ISSUE OF —:_-—B cMS
DMMAILEDBY: —=~ 4/ complete Mailing Service
Complete Mailing Service

1-888-683-2501 * 416-755-7761
www.completemailing.com




WE'VE GONE POSTAL!

)

A new version of our wildly
popular PRIZM_, segmentation
system built at the six-digit
postal code level.

For more information, contact
your Environics Analytics account
representative or Emma Flood,
Director of Marketing, at 416-969-2733.

Find and keep your customers.

=~A ENVIRONICS

AVAE A N A L Y T I C S

www.environicsanalytics.ca




