


ABOUT INCITE 

INCITE brings together the best in Canada Post 
Smartmail Marketing™ from around the world. It provides 
readers with a close look at how physicality, data, and 
connectivity work together in different ways to deliver 
real, demonstrable results.

ABOUT THE COVER 

The cover of this issue of INCITE demonstrates the visual 
and tactile impact that physical media can deliver.  It is 
printed on Supreme Silk 100lb cover stock in four colour 
process with a satin aqueous varnish. Printing was on 
a Heidelberg Speedmaster CD74 6 colour press at 350 
line screen. The embossed jelly beans were achieved by 
a brass multilevel sculpted die registered on a Bobst 102 
BMA embossing machine. To give it extra punch and pop, 
the jelly beans were also individually hit with a spot gloss 
UV coating from a Steineman Topspot 102 UV coating 
press–to give them that sweet shine.

*Views expressed by Patrick Collister are his own and do not reflect those of 
Canada Post and Canada Post employees.
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FROM THE EDITOR

elcome to INCITE 11.

In this issue we have taken a look at how brands can succeed when 
they target by generation and lifestyle. Of course, each of the four 
large-scale generations responds very differently to different forms 

of marketing. But (and I’ll get the sales pitch in early!) all four do engage with 
direct mail. 

SSSHHH

Older folks, sometimes called ‘the silent generation’, were born before the 
end of World War II. They are savers. They know about sacrifice. And they have 
money. Maybe not quite as much as boomers, but enough to spend plenty on 
luxury lifestyle brands, travel and entertainment. They use tablets and cellphones 
but still prefer to be reached in traditional ways. And, because they still read 
books and newspapers, they like direct mail. They are great givers of gifts. And 
that insight helped Foot Locker create a campaign that got grandmothers and 
grandfathers across The United States buying sneakers for their grandchildren. 
See the campaign on pages 36-37.  

BOOM

Now, I’m a boomer. Born between 1946 and 1965, my generation has plenty  
of money. We control 66% of all the wealth in Canada, for instance. As a 
group, we’re getting bigger each year and yet only about 5% of advertising is 
directed at us. Still, if brands choose to ignore us, charities certainly don’t. A lot 
of Not-for-Profits invest heavily in mail and they are right to. Boomers trust DM 
because they were familiar with it before the whole digital thing happened. In 
fact, they even prefer it to other forms of marketing. Warning. Don’t make the 
mistake of thinking of boomers as “old”. We are amortal. We are doing a lot of 
things for the first time. Sky diving, yoga, learning Mandarin, exploring India by 
motorcycle. All opportunities for direct marketers. At least Fiat recognized that 
my generation is worth talking to. We bought 80% of all luxury cars in Europe 
last year. The piece they mailed out about the new 124 Spider (on pages 06-07) 
helped shift over CDN $1.56M of metal. Kerchinggggg! 

X-WOMEN

Gen X. They were born between 1965 and 1980. They’re all at work. They want 
to make a difference, they love brand names, they are big credit card users, 
and because they have seen boom and bust and boom again, they don’t worry 
about debt though they are pessimistic about retirement. If they save, it’s to 
educate their kids. (Have a look at the Witan campaign on pages 14-15 as 
a great example of how to talk to this generation in a tone of voice they’ll 
warm to.) Funnily enough, they’re more neurotic about their health than even 
boomers. Marketers seem to think that Gen X doesn’t respond well to anything 
other than digital communications. Not true. One study discovered that 77% 

of Gen Xers have bought stuff through DM. 68% redeem coupons they receive 
through the mail and they still like to send a birthday card rather than ping an 
email. Full marks to Diageo, then, for using mail to help build loyalty through its 
‘members club’. The Christmas mailing (on pages 16-17) actually got women 
writing back to the brand!

LASTLY

Marketers are obsessed with the last of the big four, millennials. Fair enough. 
Born between 1981 and 2000, this cohort has a combined estimated income 
of $237 billion. But because they spend most of their time glued to a screen 
of some sort, everyone seems to think they can only be reached through digital 
channels and social media. Again, not true. USPS research in 2016 noted that 
47% of millennials look forward to checking their mailbox each day and 40% 
‘read thoroughly’ the direct mail they receive, spending longer reading it than 
either Gen Xers or boomers. They love mail, probably because they get so little of 
it. So hurrah to Hershey’s in Brazil (pages 18-19), Mömax Austria (pages 38-39) 
and American Greetings (pages 24-25) for challenging the bias. That said, don’t 
forget that millennials are digital natives. It’s good-thinking to include scannable 
content in your mailings, transforming a humble letter into an experience.

MADNESS

A recent stat I came across suggested that “78% of marketers have written 
direct mail off; they say it doesn’t influence purchasing for any demographic.” 
Whaaaaat? Every page in this little book offers proof to the contrary. As I say 
(repeatedly) in its pages, if you can target people accurately, then you can be 
relevant and personal. On top of that, if you can use the power of creativity to 
actually interest them, then you can get them doing things no other media can. 

Whatever age they are. 

W
by Patrick Collister

COMMUNICATING 
ACROSS GENERATIONS

Patrick Collister has earned himself a distinguished place in the world of 

creative advertising. After a seven-year stint as executive creative director of 

Ogilvy & Mather London, he crossed the line and went into direct marketing 

as ECD of EHS Brann. In 2007, he founded Directory magazine, a quarterly 

publication that showcases innovations in communications. 

Most recently he was appointed Head of Design for The ZOO at Google 

NACE. He has won a fair share of awards, including Golds and Silvers 

at Cannes. At The Caples Awards 2013 he was presented with the Andi 

Emerson Award for an individual who has made an outstanding contribution 

to the direct marketing community. 

ABOUT PATRICK



03canadapost.ca   incite   

1 Foot Locker helped teens get the sneakers they really wanted for Christmas by getting them to mail their parents, grandparents and other relatives. 

2 The kids have gone, you’ve got an empty nest. You can have some fun again at last, with a new sports car. 

3 At SXSW, young digerati got suckered into finding out about this amazing new messaging device, the greeting card. 

4 Young couples living together but with different surnames were mailed a not-so-subtle suggestion that they should get married. Oh, and have their wedding registry at Mömax.  
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BACKGROUND

Visa sponsored the annual gastronomic festival ‘Wellington On A Plate’. 

This was a week-long series of food-related events in New Zealand’s 
capital city, often called Welly.

The task was to get foodies across the country to take an interest in the 
festival and to visit Wellington while it was going on.

IDEA

While videos and photos of food could tease senses of sight and sound, they 
could not give a real taste of what was on offer. However, bespoke gourmet jelly 
beans could. 

Along with a video that brought to life some of the dishes that were served 
at Visa Wellington On A Plate, influencers and journalists were mailed special 
Welly Beans.

Created with the input of Jessica Mentis, The Jellyologist, the Welly Beans tasted 
of Parmesan, Chipotle Beef, Beetroot and of a mocktail made with celery tonic 
syrup. They were delivered in a designer box with a link to the taste-along video. 

Hosted by an acclaimed Wellington taste master, the video took viewers through 
a tasting of the type of unique flavors they might experience at Visa Wellington 
On a Plate. 

RESULTS

Food influencers shared their unique tasting experience, reaching over 150,000 
foodies on Instagram, Snapchat and Facebook, with Welly Beans gaining 
national TV coverage.

Within the first few minutes of the Visa pre-sale, tickets to over a dozen festival 
events had sold out and, within the first hour, ticket sales were already up 28% 
from 2016.

More out-of-towners attended than ever before–up 15%.

Overall payment volume smashed every other year’s total, making Visa 
Wellington On a Plate 2017 the most successful ever.

INSIGHTS

Visa wanted to target millennial ‘Foodies’, aged 18 to 35, the influential 
Instagram generation, who constantly share photos of their food experiences. 

Trouble is, they don’t watch much TV and they have installed adblockers on 
their devices. So, the way you reach them is through their heroes and heroines, 
foodie influencers. 

However, before you think getting influencers to pass your message on to their 
followers is going to be easy, think again. Either you have to pay them a lot of 
money. Or you do something cool, which they actually want to share because it 
says as much about them (being cool) as it does about the brand. 

Like send them some jelly beans.

WELLY BEANS
PRODUCT Visa Wellington On A Plate  |  CLIENT Visa  |  AGENCY Colenso, BBDO  |  COUNTRY New Zealand

FEATURE CASE STUDY

CREATIVE CHAIRMAN Nick Worthington  |  CREATIVE DIRECTOR Kim Pick  |  COPYWRITER Sokpart Pao  |  ART DIRECTOR Jake Siddall  |  DESIGNER Matt Oak
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1 Jessica Mentis, AKA The Jellyologist, helped create four different jelly beans, which were delivered to influencers and media mavens around New Zealand. Three of the beans were 

inspired by the flavors of a gourmet burger. The fourth was a distillation of a gorse-infused cocktail, made with a celery tonic syrup. 

2 The influencers were invited to watch a video as they ate their beans, thus bringing taste together with sight and sound in one big foodie moment.
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BACKGROUND 

Inspired by the original Italian 1960s Fiat Spider, the launch of the all-new Fiat 
124 Spider in 2017 had to pay tribute to its heritage.

However, the market for sports cars in this price-range was both cluttered  
and competitive. 

Planning revealed a target group they named ‘Generation Me’. These were 
people, who were at a stage in their lives, pre- or post-family, where life was 
all about them. 

They were not looking for a car that would satisfy practical needs but a car that 
was emotionally gratifying. 

IDEA

To demonstrate the Fiat 124 Spider’s heritage, a heritage many of the 
competitors lacked, a replica of a 1960s magazine was created.  

Authentic AutoCar articles and photography were used to review the new Fiat 
124 Spider, but all designed to look as they would have done in the 60s. Even 
the paper stock was evocative of the period. 

The first half of the magazine showed the 1960s model, transitioning in the 
centre spread to the new Fiat 124 Spider, using content that showed how the 
new model had inherited the spirit of the great original. 

 

RESULTS

Over 2,000 pieces were mailed at a total cost under £20,000 (CDN $31,000).  
40 Fiat 124 Spiders were sold and, in addition, another 20 Fiat models, 
generating over £1 million (CDN $1.56M) in sales. 

The fact that other Fiats were purchased by some recipients showed that the 
magazine piece had helped re-connect drivers to the Fiat brand as a whole. 

INSIGHTS

Arguably, craft skills are more important in mail than in any other medium 
because you have the piece in your hand. You can touch it as well as look at it. 

That’s why I’m so impressed with the care that has gone into this, even as far as 
choosing the sort of paper they used sixty years ago.

Every line in the magazine has been hand-set by someone who really knows 
what they are doing.

The result is a piece that in itself communicates a huge amount about the car 
and the company. It implies the car is equally well made and that, as a potential 
customer, you are important to the brand. 

What you put in, you get out. In this instance they got CDN $1.56 million out.  

AUTOGAZZETTA
PRODUCT Fiat 124 Spider  |  CLIENT Fiat UK  |  AGENCY krow  |  COUNTRY United Kingdom

AUTOMOTIVE

EXECUTIVE CREATIVE DIRECTOR Nick Hastings  |  CREATIVES Tristan Marshall, Ed Shore  |  TYPOGRAPHER David Brady  |  PRINT PRODUCER Mark Reeves

PROJECT MANAGER Mark Coldham  |  ACCOUNT DIRECTOR Emma Christmas  |  ACCOUNT MANAGER Rosie Morahan
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CREATIVE DIRECTOR Richard Donovan  |  SENIOR ART DIRECTOR Neil Walshe  |  SENIOR COPYWRITER Michael Harris  |  SENIOR DESIGNER Leonie Rixon

SENIOR INTEGRATED PRODUCER John Pannocchia  |  INTEGRATED PRODUCER Madeleine White  |  CREATIVE SERVICES MANAGER Fleur Farrington

DIGITAL CAMPAIGN SPECIALIST Charmaine Palmer  |  SOFTWARE ENGINEER Ticiana Andrade  |  MANAGING DIRECTOR Victoria Curro  |  HEAD OF DATA STRATEGY Lucy Acheson

GENERAL MANAGER Brendon Harrington  |  CX STRATEGIST Matthew Lam  |  ACCOUNT DIRECTOR Erica Wong  |  CRM MANAGER Lucy Bowers  |  SENIOR CLIENT Adrian Weimers 

BACKGROUND 

Lexus wanted to pre-launch the Lexus LC, their first entry into the luxury sports 
coupé market, which was dominated by Porsche, Mercedes and BMW. 

They needed to reach the most sought-after wallets in Australia, those time-
poor individuals who wouldn’t think twice about the LC’s CDN $105,000+ price 
tag. Once they got behind the wheel of an LC, they’d want one. The difficulty 
was persuading them to attend a track day. How do you get people, who can go 
anywhere they want to go, where you want them to?

IDEA

Few things in life are as visceral or as head-turning as the roar of a sports car’s 
engine. In the case of the LC, Lexus engineers have tuned the V8 engine into a 
symphony of sound.  

The idea was to bring the finely-tuned engine to life for the target audience and, 
in so doing, create an irresistible experience as much as an invitation. 

The cover of the direct mail piece was a front-on shot of the LC, but the iconic grill 
was die cut to reveal a Harman/Kardon bluetooth speaker. 

Recipients needed to pair their phone with the speaker, and then were directed 
to a microsite featuring a life-size ‘Start/Stop Engine’ button. When pressed, the 
Lexus LC’s unique engine roared out of the mail piece - the sound of amazing. 

After the emotional thrill, recipients could also absorb the more rational story 
about the car. 

RESULTS

The direct mail piece was an overwhelming success. Lexus reported 100% 
of drive-day capacity for the first three rounds of track days while pre-orders 
exceeded targets for launch.

INSIGHTS

People with money are hard to reach, let alone hard to impress. And yet time and 
time again luxury brands have turned to Smartmail Marketing to get through to 
them. Because it works. 

It is the original interactive medium. And rich people may be rich but they are 
still people. They need to be engaged somehow or another. That’s what this 
mailing does. It provides a moment of entertainment (the throaty rumble) and it 
gives a free gift (the speaker). 

You wouldn’t get Ford spending this sort of money. Which is precisely the point 
Lexus wanted to make. 

FOR YOUR EARS ONLY
PRODUCT Lexus LC  |  CLIENT Lexus Australia  |  AGENCY LIDA, Sydney  |  COUNTRY Australia

AUTOMOTIVE
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BACKGROUND 

The Škoda ‘Roomster’ was a spacious yet compact multi-purpose vehicle, ideal 
for a young family. Škoda’s technical development chief Dr. Harald Ludanek had 
said that in designing the car they had wanted to create ‘the roominess of a 
house’. This provided the substance of the brief. 

IDEA

The familiar ‘Baby on Board’ sign in the rear window of thousands of cars on 
British roads was modified to read ‘Baby Somewhere on Board’. The sticker 
went to 86,000 current customers and prospects identified as young families 
requiring extra space who would be attracted by the fundamental Škoda values 
of economy, quality and value.

RESULTS

Three different mailings went out, all talking about the roominess of the car.  
Of the three, the mailing targeting new, young parents was the most successful 
with a 5% response rate.

INSIGHTS

You get it at once, don’t you? It’s such a simple idea. And it makes you smile, 
especially if you’re a millennial who has just started a family. It is unbelievable 
how much stuff you suddenly need to take with you, even if you’re only driving 
a few miles to go and visit friends or family.

But if you didn’t get it, then the BIG letter that came with the sticker emphasized 
the point.

BABY SOMEWHERE 
ON BOARD
PRODUCT Roomster MPV  |  CLIENT Škoda UK  |  AGENCY AIS  |  COUNTRY United Kingdom

AUTOMOTIVE

CREATIVE DIRECTORS Steve Stretton, Matt Morley-Brown  |  DEPUTY CREATIVE DIRECTORS Martin Lythgoe, John Vinton  |  TYPOGRAPHER Jacqui Ferns  |  ACCOUNT MANAGER Jamie Pettigrew
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BACKGROUND

In Australia, a portion of everyone’s salary has to go into superannuation. (This 
is a mandatory savings scheme that helps people save for their retirement.) 

However, whenever anyone changes jobs or moves home, it is easy to lose 
track of the fund. The average Australian has lost ‘super’, as they call it, sitting 
in two or three accounts. 

The job was to get people to redirect any lost super they may have had 
into their BT Financial Group super account. The objective was to better the 
average rollover amount of the control group $13,585 (CDN $13,286). 

IDEA

Using data from the taxation office, it was possible to estimate the amount of 
lost superannuation by postal code. 

The mailing pointed out exactly how much lost money there was in the recipient’s 
area, inviting them to bring their share home. 

The idea was to get them to redirect their super in a similar way to how they 
would redirect their mail. 

The message was strengthened by housing the headline in a mock mail 
redirection sticker, usually only used by Australia Post. This reinforced the 
customer problem of losing track of your super when you move.

RESULTS

Over $11.8 million (CDN $11.54 M) redirected to BT Financial Group. 
Average rollover was $19,985 (CDN $19,545), a 47% increase against  
the control.

INSIGHTS

There is nothing flash or extravagant about this mailing but that doesn’t mean 
to say it isn’t exceptionally smart.

It all starts with the data. Which is what makes Smartmail Marketing so 
effective and insightful. Not just the fact that there are hundreds of millions  
of dollars just vegetating in forgotten accounts, but the actual amounts in  
your area. 

The implicit message is, some of this money is yours.

The simple creative device, mimicking how Australia Post redirects mail,  
suggests the solution to the problem. Redirecting your super is just as easy.

And look at the numbers. $11.8M (that’s CDN $11.54M) shifted to  
BT Financial Group. 

SUPER REDIRECTION
PRODUCT Super for Life  |  CLIENT BT Financial Group  |  AGENCY MercerBell, Australia  |  COUNTRY Australia

FINANCIAL SERVICES

EXECUTIVE CREATIVE DIRECTOR David Bell  |  CREATIVE DIRECTOR Simon Bloomfield  |  SENIOR ART DIRECTOR Mike Nikotin  |  SENIOR COPYWRITER Shelley Dodd 

GROUP HEAD Liz Kain  |  PRODUCTION MANAGER Lex Tully  |  GROUP ACCOUNT DIRECTOR Roger Hayes  |  ACCOUNT DIRECTOR Joanne Whitney 

SENIOR CLIENTS Richard Frost, Mark Richardson



13canadapost.ca   incite   



14 INCITE    ISSUE 11

BACKGROUND 

Jump was a savings scheme from investment trust Witan. It was a long-term 
scheme that built over time for people with children. It was designed to 
mature as your child got ready for college or needed money for a deposit on 
their first home.

IDEA

cchm:ping’s idea for this campaign was born out of the human truth that 
you, as a parent, may be doing the right thing, but you can never expect any 
thanks or praise from your offspring. A simple letter and brochure, illustrated 
with images of children at various stages of growth (and rebellion), explained 
the benefits of Jump, and the copy remains consistent throughout to the core 
idea. The brochure contents page playfully started with, ‘It started with a 
kiss…’. 

Section six on the key questions about the trust was headed, ‘Why do 
doughnuts have holes? Why do I need to wash? What’s the point of school? 
Important questions that need answering.’ And it ended with a final chapter 
on ‘Your next steps’.

RESULTS

Not available.

INSIGHTS

There really is an insight behind this campaign and any of you who are parents 
of children in their teens and beyond will recognize it. We all acknowledge that 
our children will only realize what we do for them when they find themselves 
doing it for their children. Whoever wrote this campaign so beautifully wrote 
from personal experience and it shows. No generalizations, no patronization, 
no clichés.

I’ll wager that nine out of ten creative answers to the proposition “Save money 
for your kids’ future” would show happy, shiny graduates in mortarboards and 
gowns. The truth is always more persuasive. In telling us our children will never 
thank us, it suggests that maybe, just possibly, they might. 

JUST DON’T EXPECT 
ANY THANKS
PRODUCT Investment Trusts  |  CLIENT Witan  |  AGENCY cchm:ping  |  COUNTRY United Kingdom

FINANCIAL SERVICES

CHIEF CREATIVE OFFICER Lucian Camp  |  CREATIVE DIRECTOR Jim Thomas  |  ART DIRECTORS Russell Miller, Chris Hyde, Christian Nouyou

COPYWRITERS Lucian Camp, Linda Jennings
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BACKGROUND

Christmas was Baileys’ biggest time of year. Over 70% of Baileys was sold in 
the Christmas period, but frequently, although the bottle was bought, it was 
not drunk. 

While Baileys had signed up 750,000 members to their Baileys Lounge program, 
even these brand fans felt they were too busy to be able to sit and chill with a 
glass of their favourite beverage. 

IDEA

The idea was to encourage members of the Baileys Lounge to get the bottle out 
of the cupboard and relax with a few friends.

Usually, getting ready for Christmas is time consuming (cooking, cleaning, 
buying presents), but nonetheless very important. However, Christmas is also 
the time to catch up with friends and in general chill out. The predicament is 
that if you look like you are cutting corners, people will think you don’t care. 

The idea was to help recipients work smarter, not harder; to use all available 
tricks to save time wherever they could, but still look as if they were slaving away. 

Thus they would have more time to do the things they really preferred to do; be 
with friends and drinking Baileys.

The mail piece dramatized the contrast between a traditional Christmas and 
the chilled attitude of Baileys. Inside they found a Baileys-branded apron with 
floury hand-prints, proving the Baileys drinker had been hard at work in the 
kitchen. So they could relax with friends, unhindered by social expectations. The 
booklet gave tips on saving time and effort over the holiday period. 

RESULTS

Amongst members of the Baileys Lounge program, consumption increased by 
200% and total household consumption increased by 300% over the Christmas 
period. 75% spontaneously recalled the apron and the overall opinion of the 
mailing was 8.3/10 (Diageo norm is 7.4).

69% of respondents said they kept the apron, and 9% gave it to a friend or 
family member. 

INSIGHTS

In the digital world, I believe that anything that isn’t useful, usable or delightful 
is utterly pointless. The app store is filled with a million mistakes and I’d guess 
that ninety percent of websites are only visited by people wanting the address 
or phone number.

It’s a good rule of thumb to apply to marketing generally. How can you be 
useful, usable and or delightful to your customers? 

Firstly, by knowing who they are. Secondly, by being relevant. Thirdly, by showing 
them you care about them by sending them something that they will actually 
keep rather than trash immediately. 

Bailey’s uses Smartmail Marketing to score against all these criteria. 

CHRISTMAS RELATIONSHIP 
CAMPAIGN
PRODUCT Baileys Original Irish Cream  |  CLIENT Diageo   |  AGENCY Chemistry Communications Group  |  COUNTRY United Kingdom

ART DIRECTOR Tim Clegg  |  COPYWRITER Jesse Little  |  CREATIVE SERVICES DIRECTOR Deborah Collison  |  ACCOUNT PLANNER Jessica Thomas

SENIOR ACCOUNT DIRECTOR Hattie Whiting

FOOD & BEVERAGE
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FOOD & BEVERAGE

BACKGROUND

Brazil has been going through a severe financial crisis and to remain salient 
almost every brand was running promotions offering big prizes like houses, cars 
and money. 

The brief was to find a way of engaging young Brazilians, who were, perhaps, 
less alarmed by the situation and engage them in a way that was fun, and which 
might create brand affinity going forward.

IDEA

The internet is the day-to-day reality of millions of young people every day. 
They watch, read, breathe, wake up and sleep online. 

So, Hershey’s gave them the opportunity to eat the internet. 

A whole website was turned into chocolate for the ‘Eaternet’ campaign. 
Young Brazilians were invited to open their mouths and eat the website. A real 
website, with real chocolate, to really eat it. 

All they had to do was buy a Hershey’s bar, use the code on the wrapper to 
enter the competition and then try to win a solid chocolate smiley face emoji 
or YouTube ‘Play’ button or even a raincloud. 

You name it, if you could see it online, it was made in chocolate.

The website was updated everyday with new chocolate pieces available. If you 
clicked on a piece and you won, then it was mailed to you at home. 

RESULTS

150 molds were created from which two tons of chocolate were mailed. 

120,000 people registered on the website in the hope of winning a  
chocolate shape.

3.6 million people visited the website. 

There were 83 million media impressions. And sales of Hershey’s overtook 
Nestlé when they soared by 20%. 

INSIGHTS

Most marketers seem to think that young people do NOTHING except look at 
a screen all day. 

The funny thing is, because they get so little mail, they love it.  

And they would have loved this MASSIVELY because it’s everything they are 
familiar with but in edible form. 

Wouldn’t it make you feel warmly towards Hershey’s if they sent you an emoticon 
in chocolate? Wouldn’t you want to take a photo and share it on Instagram? 

This is how you use Smartmail Marketing to build a brand that people will  
come to associate with optimism and fun. By delivering an experience they will 
never forget.

EATERNET
PRODUCT Hershey’s Chocolate  |  CLIENT Hershey’s  |  AGENCY Aktuellmix  |  COUNTRY Brazil

CHIEF CREATIVE OFFICER Fabio Mergulhão  |  CREATIVE DIRECTOR Fabio Moran  |  CREATIVE MANAGERS Erica Igue, Tom Soraire

ART DIRECTORS Fabio Moran, Leandro Calado, Wirley Almeida, Tom Soraire, Rodrigo Caetano  |  COPYWRITER Erica Igue

EXECUTIVE PRODUCTION Priscila Villa, Rodrigo Niro, Camila Ciffani  |  PRINT PRODUCTION Rodrigo Merigue, Amanda Xavier

PRODUCT DESIGN Juliano Bortolin, Luiz Fernando Haddad  |  STRATEGIC PLANNING Gabriel Boaventura, Vitor Tanabe  |  BUSINESS VP Mario Medina

ACCOUNT DIRECTOR Juliana Pileggi  |  ACCOUNT MANAGERS Lucas Tagliani, Julia Audi  |  MEDIA Marcos Bittencourt, Gabriel Barreto, Nathalia Cantalejo
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BACKGROUND 

Honest Brew mailed craft beers from around the world to beer-lovers in the 
United Kingdom in a tube they call ‘The Howler’. They wanted to recruit new 
customers, but they didn’t have the budgets for advertising. What they could do 
was use their packaging to create conversations with their existing customers, 
which might lead to new sign-ups. Hence the brief: Get existing customers 
talking to their friends about Honest Brew. 

IDEA

The strategy was to send existing customers a crafty challenge. Something they 
could puzzle over with a friend, over a great beer, as a way of introducing them 
to the Honest Brew brand.

The idea was the ‘Howler - Woofer Challenge: ‘Can you turn your Howler tube 
into a smartphone speaker using just three pins?’

Three pins were enclosed in every Howler tube mailed, creating exactly the sort 
of puzzle fans would enjoy solving with a friend.

RESULTS

A 23% redemption rate was achieved on the welcome vouchers sent out with 
each pack of pins, against a target of 5%. 

New customer sign-up increased 17% in the three months the ‘Turn Your Howler 
Into A Woofer’ pin-challenge was mailed.

INSIGHTS

Millennials have a number of characteristics, apparently. 

Lazy, narcissistic and disloyal. But also more open-minded, more receptive to 
new ideas and more obsessed with music than any previous generation.

If you’re a massive beer brand, then you sign up rock and pop legends and 
buy your way into fans minds. If you’re a tiny brand in North London, you have 
to be more imaginative. So you use Smartmail Marketing to give people the 
wherewithall to create an instant party wherever they may be by amplifying the 
music from their mobile phones. And they love you for it because, after all, they 
are more receptive to ideas like this.   

HOWLER - WOOFER 
CHALLENGE 
PRODUCT  The Howler  |  CLIENT Honest Brew  |  AGENCY Oliver  |  COUNTRY United Kingdom

FOOD & BEVERAGE

CREATIVE DIRECTORS OLIVER Paul Turner, Magnus Thorne  |  PRODUCERS Ian Gathard, Anthony McGregor-Clarke  |  EDITOR Terry Baker
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BACKGROUND 

One of SMA Baby Club’s key strategies is to make parents aware of how 
important the first 1,000 days are for a baby’s development. This period 
stretches from conception through to the child’s second birthday.

Moms and dads normally sign up to multiple baby clubs during pregnancy. So 
the direct mail welcome pack not only had to make a good first impression, 
it had to keep them loyal for the four stages of their baby’s development - 
pregnancy, newborn, baby, toddler. 

IDEA

The insight was realizing that when a baby arrives, normal life is turned on its 
head. Newborns simply don’t play by everyone else’s rules. 

Moms and dads have to change their plans and they discover they can’t do the 
things they used to do. 

The idea was to be as creative with the data as with the execution. Thus  
1,000 personalized calendars were produced for each parent using data 
supplied by parents when they signed up online and revealed the due-date of 
their baby’s birth. From this it was possible to work out the (probable) date of 
conception and to start the calendar from there.

Cards that could be inserted into a simple holder covered the next 1,000 days of 
the baby’s life. On the back of each card was a message relevant to that stage of 
the baby’s development, which could be photographed alongside her/him and 
then shared on social media. 

Throughout, the copy reassured parents that all children develop differently and 
don’t reach the milestones at the same age.

RESULTS

The five-month period around the launch of the campaign saw a net gain of just 
over 12,000 Baby Club members, an increase of 74%. 

Of those new sign-ups, the number of highly engaged members rose from  
1,790 to 4,230.

Highly-engaged members could be expected to convert their online loyalty into 
serious consideration at the point of sale, an area where SMA had not previously 
scored highly. ROI was calculated at CDN $3.03M over the course of three years 
of SMA loyalty at 14 back for every 1 spent. 

INSIGHTS

If you’ve never been a parent, this mailing will mean absolutely nothing to you. 
Even if you are a parent but your children are well beyond infancy, it will be of 
only passing interest. But if you are an expectant mom or dad, you’ll want to 
know more about it, I can guarantee it. And that’s why it ended up being worth 
CDN $3 million to Nestlé.  

It went only to people who were very, very interested in the subject of babies. It 
went to them at a time when they were actively looking for help and reassurance. 
And it gave them something to keep close to hand for two whole years. 

Right people, right message, right time. Smartmail Marketing at its best.

Tick those three boxes and not only will you make your clients a lot of money, 
you’ll make yourself a lot of money too. 

THE 1,000 DAY CALENDAR
PRODUCT SMA Baby Club Welcome Pack  |  CLIENT Nestlé  |  AGENCY OgilvyOne, London  |  COUNTRY Unted Kingdom

CHIEF CREATIVE OFFICER Charlie Wilson  |  CREATIVE DIRECTORS Martin Duckworth, David Bradbury  |  DESIGNER Dave Towers

ACCOUNT DIRECTOR Merryn Kupfer  |  ACCOUNT EXECUTIVE Lewis Allison  |  SENIOR PROJECT MANAGER Marc Mancini  |  PLANNING DIRECTOR Lau Moyano

HEALTH & FITNESS
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CHIEF CREATIVE OFFICER Mark Wenneker  |  EXECUTIVE CREATIVE DIRECTORS Tim Vaccarino, Dave Weist  |  CREATIVE DIRECTORS Blake Winfree, Andrea Mileskiewicz

VP, ASSOCIATE CREATIVE DIRECTORS Brian Leech, Allison Rude  |  SENIOR ART DIRECTOR Jessica Grantham  |  SVP, EXEC. DIRECTORS OF INTEGRATED PRODUCTION Lisa Setten, Liza Near

PROJECT MANAGER Gillie Bruce  |  SVP, GROUP ACCOUNT DIRECTOR Rebekah Pagis  |  VP, ACCOUNT DIRECTOR Jessica Zdenek  |  ACCOUNT SUPERVISOR Ashley Hopkins

ACCOUNT EXECUTIVE Clark Chamberlin  |  ASSIST. ACCOUNT EXECUTIVE Hannah Duhaime  |  PR SVP, ACCOUNT DIRECTOR Jaclyn Ruelle

GROUP STRATEGY DIRECTOR Ellie Gogan-Tilstone  |  STRATEGIST Julia Cohen  |  SVP, GROUP MEDIA DIRECTOR Drew Watson  |  VP, ASSOCIATE MEDIA DIRECTOR Erica Patrick

MEDIA SUPERVISOR Aleena Akmal  |  MEDIA PLANNER Jenna Paparian

BACKGROUND 

For more than 110 years, American Greetings has been creating meaningful 
connections. And for the past 50 years, The Consumer Electronics Show (CES) 
has been the premier technology event for the latest and greatest innovations. 
As an untraditional brand at CES, American greetings sought to remind  
hyper-connected consumers that greeting cards still matter. 

IDEA

In targeted social media, in taxi cabs and at the airport at CES in Las Vegas, ads 
announced the launch of “a device like no other”. 

With 360-degree interactivity, unlimited memory, vivid display and no charge 
needed, it was the thinnest, most powerful messaging device ever. 

And it was eventually revealed to be the greeting card. 

At CES, many people, like actor and author Nick Offerman, were prompted to 
start talking about the power of the hand-written word. 

RESULTS

• 316M earned traditional and social impressions.
• 280+ earned traditional and social media placements.
• 2,793 visitors over four days.
• 2,403 cards mailed to 48 countries.
• 350 videos made at the Create.Record.Share station.

INSIGHTS

This is a Trojan Horse idea. At the biggest consumer electronics show in the 
world, you tempt people with news of a device that is miraculously thin and 
which has the most astonishing effect on people. And then you reveal it is the 
humble greeting card. Beautiful. And the fact that nearly 2,500 techies took 
the time to hand-write a card and have it delivered by ‘snail mail’ says it all. 
No other medium is quite so personal or so intimate as Smartmail Marketing. 

DEVICE LIKE NO OTHER
PRODUCT Greetings Cards  |  CLIENT American Greetings  |  AGENCY MullenLowe, US   |  COUNTRY United States

MEDIA
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BACKGROUND 

The Press is Christchurch’s daily newspaper and is widely regarded as one of the 
country’s best quality newspapers and should be daily reading for any intelligent 
person. Christchurch is also home to the University of Canterbury, with some 
12,000 students, who could surely benefit from reading a daily paper.

IDEA

The reasoning behind the campaign was that if students weren’t currently 
reading The Press, then they must be reading tabloid junk instead. 

When the time came to write their end-of-year thesis, what were students going 
to write about if all their knowledge came from stories about Hollywood and 
show business? 

The target list was sent exactly the sort of thesis they might have to write if they 
didn’t take a broader interest in the world. 

The accompanying letter explained that they would be much smarter if they 
started reading The Press. They were offered a deal that they would be crazy 
not to accept. 

RESULTS

The thesis piece was mailed to 827 students from which it generated  
364 12-month subscriptions and 62 three-month subscriptions, a 50% response 
rate. The total cost of the campaign was NZ$13,447 (CDN $12,550) and the ROI 
was NZ$75,664 (CDN $70,000), or 463%.

INSIGHTS

In direct marketing, a 2% response rate is usually thought of as being pretty 
good. But this got a 50% response. Proof that there is a genuine insight here 
into the student mind. There’s no finger wagging, no talking down to the target 
audience. Instead, the dry irony of the idea allowed recipients to put two and 
two together for themselves. As they opened up the mail piece, there would 
have been immediate recognition of the truth. “Yes, I do waste a lot of time 
consuming complete junk.”  Followed almost instantly by guilt and fear. “I really 
ought to get a grip if I want a good degree.” 

And maybe even a touch of, “And I’ll look really intelligent if I walk round 
campus with a newspaper under my arm, won’t I?” 

THESIS
PRODUCT The Press – Daily Newspaper  |  CLIENT Christchurch Press  |  AGENCY AIM Proximity, Auckland  |  COUNTRY New Zealand

MEDIA

CREATIVE DIRECTOR Matt Shirtcliffe  |  ART DIRECTOR Patrick Murphy  |  COPYWRITER Ben Chandler  |  SENIOR MAC ARTIST Diane Evans

SENIOR ACCOUNT MANAGER Craig Ogborn  |  SUBSCRIBER MANAGER John Collins
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MEDIA

BACKGROUND 

50 years after Flemish-Italian singer Rocco Granata had a monster hit with the 
song ‘Marina’, a movie was created based on his life. The film simply had to be 
called ‘Marina’ too. But there were problems.

Back in the 60’s the song had been so popular, many parents called their baby 
girls Marina. But in the 90’s, the name was used to define a trashy bimbo. It 
was even included in the dictionary as an insult. 

So how do you promote a movie with a name of shame?

IDEA

The plan was to get rid of all the negative connotations associated with it and to 
restore the name Marina. A team of Marinas was raised to start fighting against 
the prejudices towards the name. 

One of these Marinas, Marina Dingemans, started a movement to get the name 
removed from the dictionary. 

As well as creating a Facebook page, Marina Dingemans got together with 
movie director Stijn Conincx and Rocco Granata to send a personal letter to all 
6,000 Marinas in the country asking for their support. 

30% of Marinas responded and in their turn they organized interviews and 
press opportunities to maximize visibility. 

They even filled a cinema theatre with only Marinas to enjoy the movie ‘Marina’ 
and a private concert with Rocco, which resulted in great press coverage.

RESULTS

All national newspapers gave the Marinas a chance to speak, reaching nearly 
700,000 readers. The Marinas shared their story on primetime national radio 
reaching 1.1M listeners. A 15 minute debate about the name was held on 
primetime national TV. Nearly 800,000 people saw confident, intelligent 
Marinas debating the degradation of their name. Finally, over 500,000 people 
went to the cinema to see the movie, which outperformed all the Hollywood 
blockbusters it was competing against.

INSIGHTS

This issue of INCITE is all about segmenting audiences into more narrowly-
defined and, potentially, more responsive groups. 

But how about this, just targeting people called Marina? 

Writing to all 6,000 Marinas in Belgium and getting nearly 2,000 of them 
actively involved in the idea is genius. 

Those 2,000 ended up reaching a couple of million and, for me, that’s what 
creativity is all about today. About creating ideas people want to be part of 
because when they become participants, they bring all their friends with them. 
I’m sure this campaign wouldn’t have worked so well if it had been email-based. 
People trust mail and that trust turns into willing engagement.

MARINA, RECLAIM THE 
NAME OF SHAME
PRODUCT Motion Picture  |  CLIENT Eyeworks NV  |  AGENCY These Days Y&R  |  COUNTRY Belgium

EXECUTIVE CREATIVE DIRECTOR Sam De Volder  |  CREATIVE DIRECTOR Mateusz Mroszczak  |  ART DIRECTOR Annelies Rongé  |  SENIOR COPYWRITER Raf De Smet

PRODUCTION UX DESIGNER Jeroen Haijen  |  LEAD FRONT-END DEVELOPER Stijn Van Minnebruggen  |  BACK-END DEVELOPERS Veerle Struyf, Michiel Bogaert

CONTENT & SOCIAL MARKETERS Joren Herremans, Jorian Vanvossel  |  ONLINE PRODUCERS Kathy Van de gaer, Lieven Eulaers  |  ACCOUNT MANAGER Sabrina Jansen 

PROJECT MANAGER Carla Wauben



29canadapost.ca   incite   

1 50 years after his hit song ‘Marina’, a movie was made about the life of singer Rocco Granata. 

2 While Marina was a popular name in the 60s as a result of the song, by the 90s it had come to mean ‘bimbo’ and was used as an insult. You Marina, you…!

3 The idea was to get a team of top Marinas to defend the name.

4 Every single one of the country’s 6,000 Marinas received a letter from Marina Dingemans, enlisting their support. 

5 The campaign attracted further PR coverage when a cinema was filled entirely with Marinas to see the film. 

6 Not only did ‘Marina’ outperform the big Hollywood blockbusters it was competing with but the campaign got the definition of Marina rewritten in the dictionary. 
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BACKGROUND

There are plenty of young car speeders in New Zealand. The death rate among 
them is one of the highest in the world. When you speed in New Zealand the 
police send you an official notification of the penalty points to appear on your 
license. What better use of the back of this notice than to tell a story that the 
recipient would do well to take note of. 

IDEA

The empty back of the official penalty notices leaves space to tell a story.  
In this instance, the space was used to show the wreck of a car, in which a 
young lad–Shane Sheehan–had been travelling. He was the only survivor of a 
crash at 170kph. The driver thought he could take a bend at that speed. The 
driver and three others were killed. 

This message was targeted at drivers under the age of 25 and guilty of 
speeding at more than twice the legal limit. These young men think they 
are indestructible and that speeding penalty points are just an ‘occupational 
hazard’ from the ‘killjoy’ authorities. Over the long term they were monitored 
to see if they stopped offending. 

RESULTS

This mailer was part of a test matrix. Some offenders received messages like the 
one shown here on their penalty-point notices. Some received blank notices. 
Initial signs at the start of the three-year monitoring period showed that these 
carefully targeted communications were having an effect with a slow drop-off 
in speeding offences from the target group.

INSIGHTS

The male brain doesn’t finish developing until its owner is in his mid-twenties. 
Some neurologists say it’s not until 30+. So, put a 20 year-old behind the wheel 
of a car and he simply doesn’t have the capacity to think about the relationship 
between cause and effect. Unless, perhaps, he is confronted by an image like 
this one.

Genius, to show this very specific audience the more serious consequences of 
speeding in their actual speeding ticket. Firstly, it would have cost nothing to do. 
And secondly, it may prompt one or two young guys to be a little more careful.

SHANE SHEEHAN
PRODUCT Safe Driving  |  CLIENT LTNZ  |  AGENCY Clemenger BBDO, Auckland  |  COUNTRY New Zealand

CREATIVE DIRECTOR Philip Andrew  |  ART DIRECTOR Richard Worrow  |  COPYWRITER Jim Thomas

PUBLIC SERVICE
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In New Zealand, the Police send people caught speeding an official notification of the penalty points against them. The back of this communication used to be empty. The photo found to fill it 

was the wreck of a car Shane Sheehan had been travelling in at 170kph, when it failed to negotiate a bend in the road. The driver and three others died. This message was targeted only at those 

speeders under 25 years-old.
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BACKGROUND 

BMF set out to hire graduates from the Advertising Federation of Australia’s 
(AFA) class of 2010. However, BMF didn’t want just any old grads. As a creatively 
driven agency they wanted the very best and most creatively-minded graduates.

IDEA

Anyone can just sit on a seat in an office and take up space but BMF wanted 
people who would really do something with their jobs, creating opportunities 
both for themselves and for the company.

So they were mailed their future seat at BMF and challenged to do something 
amazing with it. They had only one week to respond by uploading their creation 
to the agency blog, which could be viewed by the entire agency.

RESULTS

106% response rate (52 uploads from 49 mail pieces).

17,749 hits on the agency blog.

Best of all, there are now 7 super creative grads working at BMF, who all have 
a chance to do something amazing with their real seat. 

INSIGHTS

Advertising has often attracted some of the very brightest young graduates 
because it seems to offer a career that’s glamorous, fun and creative. Yet most 
agencies recruit talent in pretty much the same way accountancy firms do. Fill 
in an application form. Write a few paragraphs. All very left-brained. So what 
a joy to see a creative agency using Smartmail Marketing to ask candidates to 
be creative. Have some fun. And then making sure that the whole agency could 
get involved in choosing their newest recruits by posting all the submissions 
onto the blog.

BMF’S AMAZING WOW SIT 
DOWN THING
PRODUCT BMF  |  CLIENT BMF Advertising  |  AGENCY BMF  |  COUNTRY Australia

RECRUITMENT

ASSOCIATE CREATIVE DIRECTOR Tim Wood  |  COPYWRITER Damon Porter  |  ART DIRECTOR Neil Walshe  |  PRODUCTION MANAGERS Lisa Houatchanthara, Jen Cuthbert

TRAFFIC MANAGER Cushla Morton  |  INTERACTIVE DESIGNER Matt Hughes  |  ACCOUNT DIRECTORS Doni Savvides, Alex Caredes
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BACKGROUND 

There is only a limited number of Physics and Chemistry graduates each year, 
which means there is always intense competition to recruit them.  

Teacher training courses in science were not as full as the Training & Development 
Agency wanted. 

The task, then, was to promote teaching as a rewarding career and that science 
is no longer a dull subject that fails to inspire or engage pupils. 

IDEA

Faced with their name and address being repeated again and again on the envelope, 
the first thing recipients saw when they opened up was the question: could you 
explain cloning? To a group of unique individuals? Without repeating yourself?

For those who may have been considering teaching as a career, the piece 
engaged them on a very personal level. The inclusion of a Science teacher case 
study reinforced how rewarding it can be to work with inquiring minds.

RESULTS

When you consider that candidates were being asked to make life-altering 
decisions, the overall delivery of 4.8% application-conversion rates of the 
campaign is startling. 

INSIGHTS

One of the characteristics of millennials as a generation is that money is not an 
overriding factor in what they choose to do. (Fortune magazine, March 2016) 

They want to be inspired and they want a sense of purpose. 

Starting salaries for teachers are actually not bad in the United Kingdom but 
rather than talk about the money, this piece focuses on the emotional rewards 
of a career in the classroom and was a big success because of it.

CLONE PACK
PRODUCT Governmental Organization  |  CLIENT Training & Development Agency  |  AGENCY DraftFCB, London  |  COUNTRY United Kingdom

CREATIVE DIRECTOR Arthur Parshotam  |  ART DIRECTOR Aubrey Laret  |  COPYWRITER Andrew Forsyth  |  PRODUCTION MANAGER Wayne Johnson

ACCOUNT TEAM Toby Fairclough, Sarah Ashworth, Katy Emson

RECRUITMENT
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BACKGROUND 

For their first-ever digital collaboration, Foot Locker and Jordan Brand wanted 
to create buzz and drive sales of Jordan products during the holiday season.

IDEA

The young target audience start to think about what they want for the holidays 
a couple of months before Christmas. That’s why ‘The Holiday Card That Delivers’ 
was launched on November 13th, giving American teens the opportunity to 
create their wish lists during the weeks leading up to Black Friday and Cyber 
Monday, dates during which many parents buy their holiday gifts.

Banner ads, social media posts and influencer messages drove traffic to a website, 
where they could create a wish list disguised as a holiday card. 

Teens could design and customize their cards with the specific items of clothing 
and footwear they wanted. Then the card was mailed out to parents, grandparents 
or anyone who might be in need of ideas for what to give.

RESULTS

The campaign took off immediately as over 1,700 personalized cards were 
printed and mailed during the first week alone. The campaign led to a 12% 
lift in Jordan Brand sales at Foot Locker, contributing to a significant portion 
of Foot Locker’s 39% growth over the holiday period. 99% of people who 
completed a card shared theirs on social media, helping the idea generate  
22 million earned impressions.

INSIGHTS

What’s great about this is that teens aren’t often thought of as being an 
audience for mail. What I love about this idea is not so much that it targets 
them as gets them actively involved. They become accomplices. 

Of course, it’s made so obvious that it’s more about the sender than the recipient 
that parents/grandparents can’t be offended. It’s teens behaving exactly like 
teens, looking out for themselves. Speaking as a parent, I know I’d be glad of 
the helpful suggestions rather than spend good money on stuff they don’t want. 

This is a story of technology. Not so much the technology of computers and 
social media but how digital technology is transforming the print industry. Every 
single card that got mailed out was unique–both in design and in the selection 
of Foot Locker products selected. Personalization like this is incredibly powerful. 
It wasn’t just the fact that the target audience was able to personalize their cards 
(from James) but that they were able to identify and address those people closest 
to them most likely to spend money (Grandma). This is precision marketing.  
A perfect piece of thinking at the perfect time of year to increase sales.

THE HOLIDAY CARD 
THAT DELIVERS
PRODUCT Foot Locker  |  CLIENT Foot Locker  |  AGENCY BBDO, New York  |  COUNTRY United States

RETAIL

CCO BBDO WORLDWIDE David Lubars  |  CCO BBDO NEW YORK Greg Hahn  |  EXECUTIVE CREATIVE DIRECTORS Chris Beresford-Hill, Dan Lucey 

ART DIRECTOR Danny Adrain  |  COPYWRITER Roberto Danino  |  SENIOR DESIGNER Bhanu Arbuaratna  |  AGENCY PRODUCERS Clemens Brandt, Carissa Ranelycke 

ACCOUNT TEAM Troy Tarwater, Janelle Van Wonderen, Nick Robbins, Samuel Henderson
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BACKGROUND 

Mömax is a furniture and household goods store in Austria and Germany. They 
noticed from the data that they had a number of people signed up as members 
of the Mömax Bonus Club, who lived at the same address but who had different 
names. Surely these were couples for whom one day the wedding bells would ring?

IDEA

Mömax launched a new service: your own personal wedding list on the Mömax 
homepage. The task was to let Bonus Club members know about this in an 
impactful way. Customers who had been identified as probably living together 
were mailed a jewelry box. Inside, what they saw first was an engagement ring. 
When they tried to take it out, they saw the ring was actually the handle of a 
specially-made coffee mug. 

On the mug was the message informing the couple about the wedding list.

RESULTS

The response rates were 30% higher than expected. Even more startling was 
the request from one couple to be married actually inside the Mömax store. 

INSIGHTS

When you know exactly who you are talking to you know exactly how. 

If you know you’re talking to couples, who are living together then you know 
you can have a bit of fun with them like this.

It’s not just relevant and, quite possibly, timely, this idea is also likely to be very 
cost-efficient. You may well be talking to fewer people than you would with a 
print or TV campaign, but you have a much greater likelihood that they will be 
interested in what you have to say. 

Accurate targeting through Smartmail Marketing, plus an engaging idea equals 
great results. 

WEDDING MUG
PRODUCT Furniture Stores  |  CLIENT Mömax  |  AGENCY Demner, Merlicek and Bergmann, Vienna  |  COUNTRY Austria

RETAIL

CREATIVE DIRECTORS Alistair Thompson, René Pichler  |  ART DIRECTOR René Pichler  |  COPYWRITER Alistair Thompson  |  JUNIOR DESIGNER Lukas Hueter

PRODUCER Stefanie Richard  |  PRODUCTION COMPANY Handelsagentur Irnberger  |  ACCOUNT SUPERVISOR Andrea Kliment
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SERVICES

BACKGROUND

Glove Entertainment is a wedding service company in Sapporo that offers young 
couples all the help they need with this important moment in their lives.

IDEA

Usually, when couples requested a brochure from Glove Entertainment they 
went on to visit the venue and then make a decision. The plan was to target 
those couples who had requested a brochure but who had not followed up. 
Either they lived far away or they were too busy or they were attracted to  
other venues.

In Japan, there is a saying that soul-mates destined to live happily together are 
“tied together by an invisible red thread of fate.” When the mailing arrived, on 
the outer it read: to be read with your significant other. Opening the mailing, a 
red thread tied a knot as if it was their personal red thread of fate.

RESULTS

13% of recipients visited the venue and 8% visited the website. 5.1% chose the 
venue as the place they wanted to hold their wedding. The ROI was 1,818%.

INSIGHTS

Tying the knot works in English too. You open the pack and the thread tightens, 
the knot is tied.

It’s such a sweet little idea and it’s bang on the money. 

Because millennials are not only getting married later in life, even in Japan 
many are not getting married at all. 13,000 fewer couples tied the knot in 
2017 than in 2016. So if you’re in the marriage business, life is more difficult. 
And that’s exactly when creativity becomes more important than ever. Targeting 
can get you in front of the right people. But if you haven’t got a message 
that’s appealing and memorable, you’ve accomplished nothing. Creativity is 
fundamental to Smartmail Marketing effectiveness.

TYING THE KNOT
PRODUCT Wedding Facilities  |  CLIENT Glove Entertainment  |  AGENCY Fusion Co  |  COUNTRY Japan

CREATIVE DIRECTOR Mari Yoshida  |  ART DIRECTOR Shiho Kageura  |  CEO Hiroshi Kato  |  ACCOUNT DIRECTOR Tatsuo Kimura  |  PLANNER Hisae Miura  |  CLIENT Shinya Kudo
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BACKGROUND 

Vodafone wanted to make their customers aware that their money would go 
much further if, instead of spending it on monthly bills for a landline, they put it 
all onto their mobile phone. 

The challenge was to demonstrate this exclusively to customers who used less 
than 80% of their current contract allowance and who may have kept their 
landline to access Pay TV or for international calls. 

IDEA

The idea was to bring to life the fact that disconnecting a landline telephone 
and relying solely on a Vodafone mobile would allow customers to phone more 
but without it costing more. 

The creative solution was to get the targeted customers to disconnect their 
landline phones, literally. They had to pull the plug apart to get inside the pack. 
They could then unfold a compacted page which explained how their line rental 
fee could go much further on their mobile. Not only could they make more 
calls than ever before (allowing them freedom and requiring less diligence), 
they could also use their mobile to access the internet and have one less bill to 
remember to pay.

RESULTS

450 sign ups, a 2.3% response rate overall though as high as 4.1% in some 
segments. Overall, this was more than 3 times the expected response rate 
of 0.7%.

INSIGHTS

The whole business of Smartmail Marketing is about targeting. Knowing 
precisely who you’re talking to and what they are interested in hearing. 

In many ways, this piece is classic direct mail, doing everything right. The data 
revealed precisely who among Vodafone customers was not using their full 
allowance each month; an analyst surmised that this was because those people 
also had a landline; the creative approach made it clear that the individual 
customer could save money. It’s admirably professional.

When you get the right message to the right people at the right time, you get 
the right results. 

PULL THE PLUG
PRODUCT Mobile Phone Plans - $49 and $79 Contract Cap  |  CLIENT Vodafone  |  AGENCY Clemenger BBDO, Sydney  |  COUNTRY Australia

ART DIRECTOR Mark Emerton  |  COPYWRITER Beris Zanetich  |  DESIGNER Melinda Cole  |  PRODUCTION MANAGER Jameson Wright

ACCOUNT MANAGERS Felicity Harris, Elizabeth Ubalde  |  CLIENT Kristin Martin

TELECOMMUNICATIONS
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A LOOK AT:

Everyone wants to reach Canada’s 9.5 million millennials. We assume they 
only do digital. But generational experts are now reshaping the way we 
think, and new research from Canada Post reveals that life stage–not age–

defines us. So, while there are similarities that bind generational peers, there are 
differences that align them with other cohorts. It’s time for a reset on millennials. 
What are the most effective ways to reach, engage and persuade these young 
Canadians? Here are eight ways to reshape your conversations.

1. GET PERSONAL
Behind every revenue stream is a real person. Play to the uniqueness of the 
individual, but don’t neglect to market to the collective interests of the tribe. 

LUC DURAND, President of Ipsos Quebec, says: “Millennials really want to 
feel like they are unique, so it’s important to communicate with them in a very 
personalized way. So you have to…look very personalized but, at the same 
time, capitalize on trends that are common to the whole cohort.”

2. BE HONEST
Honest, credible interactions, anchored in trust, are particularly important to 
millennials. This generation of information sharers can be picky about what they 
pass on to peers.

JEANETTE MCMURTRY, a global expert on consumer behaviour and 
psychology-based marketing strategies, says: “Every generation has a totally 
different way of trusting brands, believing them and wanting to engage with 
them…unfortunately, our younger generation has grown up very sceptical.”

3. SHARE VALUES
Take time to understand where your brand values align with millennial life 
stages. Then amplify the connection.

2017 Mintel research notes the socially-conscious mindset of millennials. 

CAROL WONG-LI, a Senior Lifestyles and Leisure Analyst with Mintel, explains: 
“They’re expecting brands to take a stand on important issues. I think this 
represents a really great opportunity for brands.”

4. INTEGRATE ANALOG
Don’t underestimate the importance of tactile experiences. Millennials who 
have grown up immersed in digital are attracted to the novelty of analog. 
Reimagined, direct mail can cut through the digital clutter.

DAVID SAX, author of The Revenge of Analog: Real Things and Why They 
Matter, says: “When you look at who is driving the return of things like vinyl 
records, print books, paper books, new magazines, niche publications, it’s 
exactly that demographic of millennials.”

5. CREATE EXPERIENCES
Focus on high-end, creative, innovative design to turn millennial heads.

NICOLLE SCAVUZZO, VP Global Guest Recognition, CRM & Insight at Four 
Seasons Hotels & Resorts encourages marketers to break through with highly 
tactile and personalized direct mail. “Rich, glossy, thick pieces that just look 
different, envelopes that feel luxurious – but also using direct mail to surprise 
and delight with tangible items, with gifts.”

6. BE RELEVANT
Canada Post’s GENERATIONAL CONNECTIONS warns against speaking to 
millennials as a homogenous group, and recommends focusing on the life 
triggers that propel them towards brand choices. 

CAROL WONG-LI believes that customization is noticed, and probably expected 
by millennials. “Millennials will pay attention to marketing pieces that give them 
something in exchange for their attention – for example, by entertaining them 
or telling them something new.”

7. COMBINE THE BEST OF BOTH
Canada Post’s GENERATIONAL CONNECTIONS research revealed that all 
generations use and follow promotions via both physical and digital media. 
Millennials use physical media just as much as other generations. When they have 
children in the home, there’s a 16 per cent increase in engagement with print.

ANDREW MACEACHERN, President of Information Packaging, tells us that a  
lot of clients are finding now is a perfect time for breakthrough direct mail 
pieces to grab attention, “Today’s marketers are wanting multi-touch campaigns 
where you don’t have straight digital or straight physical – there’s not just one 
or the other.”

8. FOCUS ON LASTING, SHARING, MEASURING
In a world of fleeting interactions, brands need staying power. Focus on 
promotions that millennials can keep and share physically or digitally.  
By measuring results, you can use data to understand your customers better.

ESME HURST, Senior Account Executive, Retail Solutions at DATA Communications 
Management, likes direct mail because of the metrics it offers, “You’re able to 
actually capture someone using a particular promotion or promotion code, a 
coupon. It’s scannable, it’s grabbing a database, it enhances all of the other 
information you have about that customer.” 

RESHAPING THE CONVERSATION

TM Trademarks of Canada Post Corporation.  
All other trademarks belong to their respective owners.

1 Statistics Canada. 2,3 Mintel, Marketing to millennials, Canada – February 2017.
4-10 Canada Post, Phase 5, Advertising Communication Preferences and Generational 
Differences (2017). 11 Canada Post, Connecting for Action (2016).



Schedule a consultation with  
a Smartmail Marketing Expert today.  

Call 1-866-282-8058 or visit  
canadapost.ca/GetBetterResults

TMTrademark of Canada Post Corporation.*Swiss Post’s comprehensive mail study, 2014.

Welcome to better results with Canada Post  

Smartmail MarketingTM. Using advanced address 

targeting, we help you refine and focus your direct 

mail campaigns so you reach the consumers most 

likely to respond. And because it’s tactile, direct 

mail is opened, noticed, read, kept, shared and 

displayed where decisions get made: in the home. 

And it works: with 64% of recipients visiting a 

website in reaction to direct mail.*

Direct mail is a crucial addition to amplify your 

marketing efforts, helping you welcome better 

connection, better response and better results.
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