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 Whether it’s how to 

launch a new product with a twist, which 
innovative creative is breaking through, or 
what techniques are best for reaching brand-
conscious consumers, marketers want to 
know what’s working now. In mailing depots 
across the country, I see and hear about the 
thousands of  innovative direct mail efforts 
that go through our system each year. That’s 
why Canada Post brings you Sorted. We want 
you to learn about how direct mail connects 
with customers and helps grow so many 
Canadian businesses.
 There’s an amazing new energy around 
the direct mail medium with more mailers 
moving beyond the rectangular white enve-
lope. I’m also pleased to see greater use of  
funky die-cuts in self-mailers and innovative 
colour and design in business reply envelopes. 
We are working hard to allow creative teams 
to own more of  the envelope by minimizing 
the space Canada Post needs.

Like others in the industry, we’re increasingly 
sensitive to environmental concerns. When 
unwanted, poorly targeted mail comes into 
a household, it’s an annoyance, damaging 
the reputation of  all marketers. We’ve made 
significant investments in creating tools to 
assist marketers in reaching their target  
customers. Our National Change of  Ad-
dress (ncoa) Service, for instance, provides 
accurate mover information. By using this 
list, marketers can ensure they will reach the 
approximately 1.2 million households that 
file their changes of  address with Canada 
Post each year. Clean data means less waste.
 The public’s ongoing respect for the 
mail is just one reason why I’m proud to 
share these success stories with you. Special 
thanks go to the companies that revealed 
their learnings and results: the Marmot 
Recovery Foundation that doubled its 
response rate by adding photos of  its cute 

endangered cause, a so-successful launch 
for Knorr’s Frozen Entrées that stores 
could hardly keep product on the shelves, 
and prospects for Telus’s Mike service who 
were 118% more likely to set up a meeting 
with a sales rep.
 I’d also enjoy hearing about your organi-
zation’s successes using direct mail. Write to 
me at sorted@canadapost.ca to share your 
story. In the meantime, happy reading!

Laurene Cihosky
Senior Vice-President, Direct Marketing
Advertising & Publishing Business
Canada Post
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“You put it in a pan. You get to smell it 
cooking. You can serve it as is, add more 
frozen vegetables, or throw a bit of  lemon 
or some pepper on top – little flourishes. It’s 
really all about getting over the stigma that 
frozen doesn’t taste very good or is more 
like fast food.” Because of  this perception, 
the Unilever Canada brand really wanted to 
hammer home that this product is very dif-
ferent from other frozen foods.   
 Knorr also wanted to use this launch 
to target a younger market. “The traditional 
Knorr consumer is a slightly older, confident 
cook who spends a fair amount of  time in 
the kitchen,” explains Law “We realized this 
was an opportunity for us to brand products 
that had more of  a ready-to-use appeal.”   
The idea was to target people with the same 
attitude toward cooking and enjoying quality 
food as the typical Knorr user, but with less 
time because of  their work  
or lifestyle.       >

For people who pride themselves in putting 
great-tasting meals on the table every night, 
many frozen prepared dinners just aren’t 
worth the effort of  firing up the oven or 
pushing start on the microwave. So when it 
came time to launch Knorr Frozen Entrées, 
brand-building manager Angie Law knew 
her biggest challenge would be overcoming 
preconceived ideas about how tasty a frozen 
dinner can really be. Yet the Knorr meals 
are different. “When you try these dinners, 
they’re quite phenomenal,” says Law. 



“ We really wanted something that engaged the 
target consumer and caused some interaction 
with the brand beyond just opening a piece of 
direct mail and reading it.”

“Lots of  people like to cook on weekends – 
sort of  weekend warriors – and during the 
week it’s just not feasible, yet they still want  
a great quality meal,” says Law. 
 Under these circumstances, timid 
marketing wasn’t an option for Toronto-
based Knorr. The job was to wake people 
out of  their complacency that frozen equals 
bad-tasting. “I think the f-----n device was a 
little risky, but it grabs your attention,” says 
Law. “When the tv campaign went out, we 
certainly received some consumer calls, but 
felt the strategy was the right one to pursue.”
 For Law, the playful tone of  the cam-
paign is very much in line with what Knorr 
desires in a brand personality. “When we ask 
consumers, they say they see Knorr as a bit 
stodgy, a bit aloof. If  you were talking cooks, 
maybe a bit Martha Stewart. If  you look at 
who the brand aspires to be, it’s more of  a 
Jamie Oliver.”

While the television campaign with its 
bleeped out “frozen” was aimed at catch-
ing viewers’ attention, Law knew that to 
convince her high-value target customers to 
taste these frozen dinners, she would have to 
deal with their deep-seated concerns about 
frozen foods. “That’s where direct mail kicks 
in,” says Law. ”For us, it provides an oppor-
tunity to talk very personally to a core group 
of  people who we think are going to make 

a big difference. It’s the 20/80 rule: reach the 
20% of  people who make up 80% of  your 
volume – a much more efficient way to target 
people than television, for example.” 
 Knorr worked with its direct agency, 
Rapp Collins – a division of  ddb Canada, to 
create a highly targeted direct component of  
the f-----n campaign set to roll out slightly 
after the mass marketing efforts. “We started 
with the targeting and making sure we knew 
exactly who we were going after,” explains 
Andrea Cook, the Knorr account director at 
Rapp in Toronto. “Unilever has this fabulous 
database, so we did a ton of  testing on what 
it takes to incent a Knorr consumer.” 
 Using their in-house list and an overlay of  
data from icom’s TargetSource – a consumer 
database with consumption and preference 
information on people who respond to a 
comprehensive survey – the marketing team 
came up with a multi-criteria, sweet-spot con-
sumer: an urban, higher-income woman who 
enjoys a glass of  wine with dinner. Names 
that came closest to this target were sent 
the highest tier offer – a coupon for a free 
frozen entrée, an $8.99 value. The next clos-
est matches were mailed a coupon for a free 
Knorr ready-to-serve soup (maximum value 
$3.49), then a $2-off  coupon, right down to a 
$1 savings offer. Those names on the list that 
really didn’t meet the criteria were still sent a 
$1-off  e-mail offer. 



 With such strong positioning, the 
creative obviously needed to be out of  the 
ordinary. “We really wanted something that 
engaged the target consumer and caused 
some interaction with the brand beyond 
just opening a piece of  direct mail and read-
ing it,” says Cook. The front of  the direct 
mail piece had a gorgeous product shot of  
shrimp and fresh basil with the copy,  
“To reveal the full message, put this in your 
freezer. f-----n delicious.”
 Then came the fun part. “We were get-
ting consumers to not only engage with the 
brand, but to actually practice what they’ll 
do when they’ve bought the entrée – put 
it in the freezer,” points out Cook. Using 
temperature-sensitive ink, the ice-cold 
freezer revealed the full message: “frozen 
meals can be this delicious.”

Indeed, the message worked almost too 
well. “It was just phenomenal beyond any-
thing we could have predicted,” explains a 
still-pleased Law. “For us, the biggest chal-
lenge turned out to be not planning well 
enough for the demand. Not imaging that 
it could be as successful as it was.” Adds 
Rapp’s Cook: “We actually had to hold 
back on some of  the mailing because there 
wasn’t enough product on shelf!”
 By any standards, the results are amaz-
ing. The highest tier, or sweet spot, garnered 
slightly more than a 50% response, with a 

10% average across the program. Even the 
low-value e-mail campaign hauled in 10%.  
 As Knorr rolls out new variations on  
its frozen entrées, Law says she’ll continue 
to talk with her users directly. “We can 
choose who we want to speak with, maybe 
light users, for instance. If  we want to 
target competitive users, I can use a slightly 
different piece than if  it’s current users or 
loyal users.” 
 For Law, part of  the personal reward 
was feeling that Knorr consumers weren’t 
missing out on their joy of  cooking. “They 
are just preparing dinner in the constraints 
of  their current life style. They can actually 
have it all: Work hard, come home, cook 
dinner and eat a great meal  – in just 10 
minutes.” 
 Now Law’s challenge: What to do for  
an encore!

delicious.
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meals can be this

 Mouth-watering 
descriptions of  premium ingredients and the 
cooking techniques found in fine restaurants.

Consumers put the 
temperature-sensitive 
piece in a freezer to 
reveal the complete 
message.



  
“When we know what the recipient is 
thinking, we can develop a relevant and 
personalized letter that doesn’t just come 
across as a form letter, where the only 
personalization is from an address in a mail 
merge file. We want the letter to feel like the 
company that’s sending it knows the person 
they are talking to, and not in a big brother 
or evil stalker way at all. Rather, in the way 
that we’re not just talking to customer num-
ber 5,738; we’re actually talking to a person. 
We’ve found the more we can reflect that we 
know the customer, the better the pick up 
and open rate.”

“You also can’t just have bells and whistles 
for their own sake, they need to be truly 
connected to the idea. We did a dm piece 
for Bell Aliant that went to rural areas 
where they may not have access to high 
speed internet, but they do have access 
to dial-up internet. We used a mechanism 
like a pinwheel that people could turn and 
a computer screen that framed a small 
window. As they turn the wheel, they see all 
the things the internet can access, including 
news, entertainment and e-mail. Essentially, 
the pinwheel made it more interactive, 
but it still related to the core idea that the 
internet allows you to connect with all these 
wonderful things.”

 
“Golf  Cape Breton represents several golf  
courses in this area of  Nova Scotia that 
market as a group. Last summer’s mailing 
included a beat-up golf  ball and a letter 
that looked like it was typed on an old 
typewriter. It went out to sports writers 
who had played one of  the c.b. courses. We 
knew where they had golfed so the letter 
said that while doing some maintenance 
work, the grounds crew had found this ball 
in the sand trap or in a water hole, and an 
eyewitness thought it might be theirs. And, 
by the way, we’d love you to come back and 
we can help you plan your trip. We debated 
the style of  the dm package. Should it be 
a nice gift box or a plain envelope?  But 
we had to be true to the client’s brand and 
the character of  Cape Breton, which is 
not about putting on frills. The tone was: 
We’re not making a big deal of  this; we’re 
just returning your ball. Recipients actually 
phoned gcb to say how much they enjoyed 
the piece.”



  
“Direct marketing is no longer the poor 
cousin of  mass advertising because the 
brand has substantiated what we do and 
made it look as good as anything else that’s 
out there. Design is also playing a more 
important role – the way the type is laid out 
and the attention to detail in illustration – 
because the consumer is more sophisticated 
and educated. That’s different from 20 years 
ago when direct was more about just selling 
stuff. Now you have to sell in a way that 
sounds and looks like it’s coming from the 
same place as a brand’s other advertising. 
In other words, a piece of  direct mail from 
Apple needs to look and feel like it’s coming 
from Apple, the same way a billboard looks 
like it’s from Apple. It’s infusing the brand 
into everything we do.”

 
“When you have a reputable brand like 
Hewlett-Packard, as soon as a recipient sees 
the logo – especially if  they are already a 
customer – they are more likely to open a 
communication. That said, you still want the 
direct mail to be engaging and fun to interact 
with. What appeals to a consumer from an 

aesthetic advertising perspective, whether it’s 
watching a cool tv spot or seeing something 
posted on YouTube, applies when they get 
direct mail from the same company. They 
still want to be a little bit entertained or 
informed or educated.” 

“With hp, we have strict guidelines to follow 
for how we develop creative, for how it 
must look and feel. If  you open a magazine 
and see an hp ad, it definitely lives in the 
same brand world as our direct mail. This 
dm piece on computer security features 
a slide reveal. Before you even open the 
cover, you can pull on the strip and it gives 
you reasons to get inside. We’re applying 
a traditional direct response technique to 
a very contemporary brand – that’s what’s 
happening today.”

  
“We’re moving toward 'my marketing,' where 
people are going to be able to choose the 
material they want to see, and the products 
they want to interact with. The biggest shift 
will be that the consumer is going to be in 
charge. It’s no longer the advertiser who 
is going to select what they want. Smart 
companies need to become very innovative 
in their approaches so consumers will pick 
them from the wide selection they’ll have to 
choose from.”

“We’re spending an awful lot of  time doing 
things quickly when we ought to be working 
smarter. This is the situation most creative 
directors find themselves in. We rush to 
meet our important client demands, yet 
we’re not taking the time to really think 
about what the idea is before we move into 

the execution. We need to make the time to 
come up with solid ideas and not be scared 
to go back to the basics of  our craft – like 
excellence in typesetting. It’s what we do.” 

“We’ve taken a cross-platform look at the 
Royal Canadian Mint. We do all touchpoints 
from brand advertising through to the Web, 
TV and point of  purchase, so it now has an 
integrated approach. The biggest thing we’ve 
done for the Mint is to help transform its 
brand. The current campaign is linked to the 
upcoming Olympics and aims at a younger 
audience than it had previously targeted. 
However, we wanted to make the approach 
very inclusive for traditional as well as new 
collectors alike, so the direct mail that goes 
out must reflect this. The results have been 
wonderful and the recognition for the Mint 
and its products is at an all-time high.”



From movie stars to politicians to corporate executives, just about 
everyone wants to green up their image these days. Not a surprising 
trend, when Canadians are more concerned than ever about the state 
of  the environment.  
 Yet, for some organizations, being green is not about jumping 
on a popular bandwagon, but the very reason they exist. At Pollution 
Probe and Boissons Gazeuses Environnement, two groups where 
saving the environment is their business, the challenge is finding 
ways to translate the public’s growing concern into action.

People don’t usually talk about style and the environment in the 
same breath. But there are interesting exceptions. Lighthearted 
fashion references – such as “Clean air is always in style,” “From 
the runway to the subway” and “Unlike shoulder pads, clean air is 
in” – helped promote Pollution Probe’s Clean Air Campaign and 
Commute Week. Pollution Probe is a not-for-profit group that aims 
for practical solutions to environmental problems. 
 Now in its 15th year, its Clean Air Campaign is organized as a 
friendly competition among Greater Toronto Area (gta) workplaces 
that encourages employees to find air-friendly ways to commute. 
The Clean Air Campaign’s marketing challenge last summer: create 
a direct mail piece that would stand out in corporate in-baskets, yet 
link seamlessly to a general campaign with enough polish to garner 
the attention of  busy commuters in the gta. 

The direct mail efforts picked up on 
the campaign's fashion theme, which 
featured mannequins wearing the latest 
in fashion-forward, clean-air gear.



 “People here are starting to feel the poor air quality,” says 
Patty Chilton, deputy executive director at Pollution Probe. “They 
see that children have more asthma, and are asking why this is 
happening.” In order for these concerned individuals to take 
action, Pollution Probe needed workplaces to register for the 
program. 
 The campaign to get workplaces on board, created by fcb 
Direct, started with a direct mail teaser mailed out to 1,400 
prospective workplaces. Two weeks later a highly targeted, dm 
package dropped with the critical role of  encouraging companies 
that were involved in the past to sign up to participate again, and 
soliciting new companies to register. Once a workplace registered, 
its designated commute co-ordinator received a registration kit with 
posters, buttons and bookmarks aimed at encouraging employees to 
take earth-friendly ways to work. Plus, participants were eligible to 
win some great prizes. 
 At the heart of  the week is the diary cards filled out in these 
workplaces. “That’s how individual employees track how they get 
into work – whether it’s car pooling, using transit or telecommuting 
from home,” says Olivia Nugent, manager of  the Clean Air project 
at Pollution Probe. For participants, the diaries provide a simple 
way to calculate the average savings per kilometre of  commute. 
“At the end of  the week they can say, ‘I saved this many grams of  
pollutants,’” adds Nugent.  
 “It’s very hard to visualize air pollution or imagine how an 
individual can make an impact,” explains Chilton. “The cards 
provide a concrete number for each participant, as well as their 
company.” Pollution Probe compiles the numbers sent in by the 
workplace co-ordinators and calculates the weight of  pollutants 
reduced by the entire program. 
 Those numbers added up to a record-breaking 599 tonnes of  
air pollutants saved during the Clean Air Campaign week, 40% 
more than the previous year. And the key to getting these results 
was the first step: the direct mail teaser and package that increased 
the number of  workplaces registered by 8% to 125. This resulted 
in 9,600 diary cards being filled out, a more than 70% increase 
from 2006.

Building awareness of  an eco-issue is one thing, but getting people 
to act on this knowledge is quite another. At Boissons Gazeuses 
Environnement (bge), the not-for-profit organization created by 
the Quebec soft drink industry, the task is changing people’s habits 
when it comes to returning soft drink containers. 
 bge manages the consignment, recovery and recycling of  
non-refillable soft drink cans and bottles. Each year, the Quebec 
deposit system captures more than 900 million containers with 
consumers receiving their five-cent deposit for each one brought 
back. But that still leaves 400 million bottles and cans that end up 
in landfill sites throughout the province.  
 bge’s challenge was to get people to think about recycling 
during the busiest time of  the year: the December holiday season. 
Quebecers consume more soft drinks during this period than 
at any other time. bge, with the help of  its marketing agency 
Cartier Communication, developed a two-pronged campaign. The 
first component aimed at building awareness of  the problem in 
December, while the second convinced people to resolve to return 
their containers early in the new year. 

 Aimed at the province’s 870,000 apartment and condo dwellers, 
the first mailing – a Christmas-themed piece that promoted a merry 
green Christmas and included a coupon for a free consignaction 
bag to carry containers back to retailers – garnered an impressive 
11.5% response rate. “Generally speaking a 3% response rate is very 
good,” says Michel Lagacé, vice-president at Cartier. “It’s fun to see 
that 120,000 people went to a Metro grocery store to save a dollar – 
the retail price of  the bag.” 
 In early January, green and yellow self-mailers cut in the shape 
of  a can and bottle and aimed at getting people to act on their 
recycling resolution dropped in the mail. “In the past, a rectangular 
flyer had received a good response,” says Normand Bisson, director 
of  finance and operations at bge in Montreal. “But, because of  the 
unique shape, everyone saw this.” The result: 3.7% of  mailers were 
entered for a chance to win prizes, including $10,000 in cash. 
 This response rate was impressive especially because this 
wasn't an easy contest to enter. bge had wanted proof  that these 
direct mail pieces had really convinced people to change their 
habits. “We just didn’t ask people to return their coupon by mail,” 
points out Bisson. “We also asked them to go to a retailer, put their 
containers in a reverse vending machine which returns their de-
posit, write in the transaction number on the entry form and, then, 
mail it back.” In other words, people had to return their containers 
to enter the draw, a very complex – yet surprisingly successful – call 
to action. 
 So how does bge top this effort in 2008? Bisson sees workplaces 
as the likely next target. But now the conundrum: What creative dm 
approach will inspire busy employees to make recycling a regular 
habit during their workday? 

This striking die-cut 
mailer convinced people 
in Quebec to return their 
soft drink containers.



When a snooty sales clerk insulted prostitute 
Vivian Ward – as played by Julia Roberts 
in Pretty Woman – while she shopped in an 
elite Rodeo Drive clothing store, the scene 
resonated with audiences. Despite  
carrying wads of  hard cash, Ward was 
snubbed because she didn’t walk, talk and 
dress like the shop’s über-rich clientele.
 Back then, the moral of  the story – 
don’t judge a girl by her Lycra cover – drew 
box office crowds. Today, this rags-to-riches 
tale illustrates a far more real and uncom-
fortable dilemma for luxury marketers. Pro-
tect the exclusivity of  the brand by catering 
to only the very rich, a minute proportion 
of  the Canadian population, and experience 
limited sales growth. Or, reach out to the 
larger new luxury or aspirational customer 
– folks with enough money to afford this 
year’s It-Bag or It-Car if  they scrimp on 
something else – and risk sullying your 
prestigious brand image.

 Moreover, choose aspirational shoppers 
and face a serious question: How on earth 
do you identify and target them? After all, 
income and demographics can be deceiving. 
Yet innovative marketers – including bmw 
Group, Fairmont Hotels & Resorts and 
Harry Rosen – are discovering ways to single 
out this elusive yet valuable customer through 
targeted events, strategic partnerships and 
personally tailored direct messages that speak 
to the truly wealthy, as well as those who 
simply aspire to be. 

BMW buyers get  
value-added perks
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What do we know about aspirational  
customers? Well, for starters, they are 
ubiquitous: Baby Boomers, Gen Xers and 
Gen Yers are all trying to emulate the people 
and lifestyles they see in magazines and 
movies. And earning power alone isn’t an 
adequate marker. “How much disposable 
income someone has is incredibly difficult to 
know,” says Alexandra Blum, director part-
nerships at Fairmont Hotels & Resorts in 
Toronto, which runs some of  Canada’s most 
prestigious vacation spots. “And spending is 
purely a lifestyle choice.”
 We do know that Canadians in general 
are getting richer. The rise in net household 
worth increased 31 per cent during 2003 
to 2005, meaning Canadians are wealthier 
than ever before, according to a Scotiabank 
report on Canadian household finances. 
“Given Canada’s roughly 12 million house-
holds, this translates into an average net 
worth of  $400,000 per family,” the report 
says. Alas, points out Blum, we don’t know 
who is rich and who isn’t per say, because 
we’re missing other pertinent information 
that affects individual disposable income, 
such as household debt.
 Indeed, the new luxury customer is not 
well catalogued, even by Statistics Canada, 
according to Mark Cohan, managing director  
of  Buzzworthy Strategic Marketing in  
Toronto and chair of  the Prestige & Luxury 
Marketing Council of  Canada. He questions 
where you start with customer segmentation. 
“Try defining the group,” he suggests. “Is it 
someone who makes $200,000 or $400,000?”

Like true luxury consumers, aspirers do 
make purchasing decisions based on two 
things: “Referrals from friends they trust,” 
says Cohan, “and their own due diligence.” 
He adds that luxury shoppers are far more 
price conscious than marketers might think, 
which is also the case with millionaire 
consumers. And, both groups expect a total 
experience with the brand.
 It’s all part of  the trading-up phenom-
enon first identified by authors Michael 
Silverstein, a senior vice-president at Boston-
based Boston Consulting Group, and Neil 
Fiske, a former vp at bcg, in Trading Up: 

The New American Luxury. They found that 
when making buying decisions, middle-
market consumers are trading up to products 
and services that have higher quality and 
reflect better taste than they could typically 
afford. Cliff  Grevler, partner at bcg Canada 
in Toronto, says that more than 90% of  
Canadian consumers are willing to pay a 
premium to purchase luxury goods.

Fairmont’s mail outs feature 
unique rules for golf  at the chain’s 
most dramatic courses (right) and 
bed, breakfast and ski packages for 
snowy winter getaways (left).
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Because pinning down the new luxury 
customer isn’t as simple as identifying 
demographics or buying the right list, savvy 
marketers have been building and honing 
their own database information through 
strategic efforts such as highly targeted 
promotional events. “In a way, you have 
to follow the money,” explains Blum. For 
Fairmont, that money trail begins where 
Canadians are participating in costly  
experiential lifestyle choices, such as skiing 
and golf. It’s precisely this kind of  customer 
who is most likely to book weeklong skiing 
at The Fairmont Banff  Springs. 
 Where do you find ski lifts filled with 
such potential customers? As it happens, 
Collingwood, Ont. sports a highly concen-
trated area of  private ski clubs that cater to 
the nearby Toronto market. At six chosen 
clubs between February and March 2007, 
Fairmont partnered with bmw Group 
Canada in a one-day promotional event 
called “Thrill on the Hill.” During each 
club’s men’s and ladies’ ski days, two Fair-
mont concierge decked out in their full red 
uniforms, opened doors, collected skis and 
made members feel the pampering environ-
ment of  a Fairmont hotel. “They were giving 
customers a one-on-one experience with the 
brand,” says Blum. 
 Once members entered the club, they 
saw signage promoting a chance to win 
five free nights at any Fairmont hotel in the 

world and an offer to join the company’s 
loyalty program, Fairmont President’s Club. 
If  the members opt to receive future  
communication from Fairmont, the company 
will add this information to its database of  
potential targeting in its annual direct mail 
ski program, which goes out to 60,000 
prospects  across the country. It also runs a 
direct mail campaign that targets the new lux 
golfer with a multi-page brochure providing 
some amusing rules of  golf, as well as its 
rate-based mail-out campaigns: Only One 
Way (winter and summer).
 Blum won’t reveal the return on invest-
ment in the ski club database drive other 
than to say it’s significant. “It is an incredible 
micro-marketing exercise,” she says. “Here 
we are reaching a group of  people who can 
afford $30,000 or $40,000 for a ski club 
membership, and 50% of  whom vacation 
outside of  Ontario.” Fairmont tracks sign-
ups from the Thrill on the Hill event by 
having prospects fill out forms with unique 
tracking numbers as part of  its Fairmont 
President’s Club loyalty program.
 To get additional value, Fairmont 
partners with the top premium brands by 
category, thus the gleaming Beamers on 
display during Thrill on the Hill. “We don’t 
partner with anyone that either an über-
wealthy or aspirational customer would find 
inappropriate,” says Blum. “We overreach 
in that department.”

B
Rather than partner with others, luxury 
men’s clothing retailer Harry Rosen opts 
to bond with its customers through efforts 
that create a unique and personal shopping 
experience. Like most successful players in 
the high-end market, the retailer depends 
on its own knowledge of  its customers. 
“Because Harry Rosen only appeals to 
about three per cent of  the population, any 
research other than our own doesn’t help us 
that much,” says Sandra Kennedy, director 
of  marketing for the Toronto-based chain. 
“So every three years we ask customers 
about attitudes and shopping behaviour at 
Harry, as well as demographic information, 
including income and education level.” The 
survey gets excellent response rates, she says, 
no doubt because of  the strong relationship 
Harry Rosen has with its 200,000 active 
database members (in total, there are half  a 
million names).
 To strengthen that bond, twice a year 
the retailer’s top-spending customers 
receive an issue of  Harry, its 10-year-old 
custom magazine (about 100,000 copies 
are mailed). It’s a direct sales tool, points 
out Kennedy, and while the company 
doesn’t track sales-through-page rates like 
it’s a catalogue, it does monitor the sales of  
recipients for a period of  four to six weeks. 
“The magazine speaks intelligently to men 
about men’s wear,” she says. “And in terms 
of  our brand positioning, it demonstrates 
how Harry Rosen is in the business of  
assisting men to develop confident images 
and does that through selection, service and 
our expertise. It’s incredibly useful for us 
in terms of  bettering the image of  Harry 
Rosen in customers’ minds.”
 In fact, Harry Rosen’s sophisticated crm 
system flags sales associates when a mailing 
goes out, enabling them to contact custom-
ers to suggest they book times to come into 
the store. “This makes us different from any 
other retailers in Canada,” says Kennedy. 
Because of  the strong relationships developed 
through these mailings, Harry Rosen launched 
a 20-page shoe booklet in October, mailed 
to 100,000 top-spending database members, 
and mailed out its second annual 20-page 
outerwear catalogue in the fall.
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Ultimately, luxury-market companies are 
counting on direct marketing to reach the 
new luxury customer without upsetting 
their image-making bread and butter – the 
very wealthy. At bmw Group Canada, the 
launch of  the new Series 1 in early 2008 is 
telling. “This model opens ownership to 
a whole new customer,” says Kelly Lam, 
manager of  marketing services at bmw in 
Whitby, Ont. Lam says bmw is compiling 
a database on the ideal Series 1 customer 
– quintessentially the new luxury spender – 
but wouldn’t reveal how.
 Skeptics like Buzzworthy’s Cohan suggest 
bmw is in big danger of  damaging its luxury 
brand credo. “It’s a huge balancing act. There 
are a lot of  people driving a jag and bmw who 
don’t live on Toronto’s Bridle Path,” he says. 
“How do you market to the masses without 
diluting brand strength?” 
 Consistently communicating an aura of  
prestige is part of  the answer, according to 
both Blum at Fairmont and Lam at bmw. 
“Whatever we do, there’s quality delivered 
consistently across the board, so customers 
who receive e-mail or direct mail experi-
ence the same experience as far as the bmw 
brand is concerned,” says Lam. For the 
first four years, for instance, all new bmw 
owners receive a quarterly lifestyle custom 
publication titled bmw Magazine. After four 
years, many owners renew their roadside 
assistance program just so they can keep 
receiving the magazine.
 “We always try to ask the question: What’s 
in it for the customer?” adds Lam. “We 
recognize that each of  our customers has 
different expectations and we try to address 
those using direct mail.” bmw’s big-spending 

m5 and m6 drivers, for instance, receive a 
1:18 scale model of  their exact car – what’s 
dubbed internally as an “unexpected delight” 
– in addition to the magazine and a deluxe 
welcome package in the mail. The value-
added, series-based perks are critical, he says, 
to nurturing different relationships among 
various customers.
 With the average response rate to bmw 
direct mail at 30 to 35 per cent, it’s not 
surprising the company will continue to 
rely heavily on direct marketing. “Custom-
ers like that tactile experience,” says Lam. 
“The luxury segment really understands 
that from a corporate standpoint e-mail 
is far less expensive. But they appreciate 
traditional direct mail because it shows that 
much more effort on our part.” 

In a shopping world where more customers 
are expecting equal – if  not special – treat-
ment for their dollar, a high-end brand will 
need to work harder to manage its image as 
its buyers’ club becomes far less exclusive. 
Think Pretty Woman as Vivian Ward – decked 
out in designer garb, arms loaded down with 
brand-name bags – triumphantly marches 
back into the store where she was treated so 
rudely to give the clerk a piece of  her mind. 
Rich – or not so rich – nobody’s going to put 
up with bad service!

 
bmw’s m5 and m6 buyers 
receive a scale model of  
their exact car.
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 Driving on a summer’s day through the village of  York, p.e.i., one thing stands out: the flowers – an amazing showcase of  

varieties and colours seems to surround every house. It’s not surprising, then, to learn that this hamlet of 350 people about 10 minutes 
east of  Charlottetown is home to Veseys Seeds, the largest gardening mail order company in Canada. Situated on its own 40-acre 
research farm, Veseys includes the Garden Gate retail store, catalogue, telephone and online order fulfillment, a call centre, a testing 
laboratory and an in-house art department – in all, some 75 employees, swelling to just over 100 in summer. And while Veseys is a 
well-known name in the Canadian seeds-and-bulbs market, by Bay Street standards it’s still small potatoes. 

Veseys knows its green-thumbed buyers. “We have 
customers who’ve been with us 20, 30, 40 years,” says John Barrett, 
director of  sales, marketing and development. But it’s the in-house 
customer service that keeps its patrons loyal. “If  you phone Veseys 
with a question, or you’re placing an order, you talk to an employee 
who has extremely good gardening knowledge,” explains Barrett. 
If  a customer has a particularly difficult problem, a company hor-
ticulturalist can pick up a call. Barrett also points out that for this 
to work, the quality of  Veseys product also needs to be top notch. 
“Every variety of  seed and plant that we sell is grown, tested and 
trialed here. It’s not, ‘oh I hope that grows’.” New product is also 
crucial to keeping its customers happy. “We go all over the world 
visiting growers to source the newest, the best plant material, seed 
material and gardening accessories.”
 From its East Coast location, Veseys markets primarily through 
its seasonal selection of  mail order catalogues. With seven titles, 
including ones for spring and fall bulbs, seeds and roses and 
shrubs, as well as u.s. editions, the company sends out in excess of  
two million individually addressed catalogues each year. Along with 
catalogues that feature ease of  use, great photography and lots of  
useful tips for gardeners, Veseys’ key marketing asset is its well-cul-
tivated list. “We built our list over the last 69 years from people who 
request our free catalogues,” says Barrett. “And we do various forms 
of  advertising – mostly through national and regional gardening 
magazines – to encourage these requests.” 
 Once a customer places an order, they are added to Veseys buyer 
database where the information is sorted and culled depending on 
how often and recently they have shopped. Buyers are divided into 
125 cells, and ranked on a scale of  one to five, so the very best are 
rated 5-5-5, meaning they’ve bought recently, bought frequently and 
their average order is high.

 To illustrate the value of  tracking sales, Barrett points to 
the first two mailings of  Veseys’ fall bulb campaign in 2006. The 
company came up with four offers that hadn’t been tested before, 
and sent each offer to 25% of  the people in each cell. When that 
season was over, Barrett could clearly see which offers won by  
customer segment. “In 2007, armed with the ammunition of  
knowing which cells responded best to which offers, we actually 
mailed 20,000 fewer fall bulbs catalogues, and our orders were up 
31%. So 8% fewer catalogues, yielded almost a third more orders.” 
He adds with a laugh, “Made our year.” 
 Of  course the company doesn’t just measure its success based 
on order numbers, but on the margin left once special offers and 
discounts are factored into the equation. “Otherwise you can be 
lulled into a false sense of  wow the response rate is up 20%, but 
margin could conceivably be down,” says Barrett. “I could increase 
response rate to 100% if  I just gave everything away.”
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 For Canada’s most-endangered mammal, home is the 

sub-alpine region northeast of  Nanaimo on b.c.’s Vancouver Island. 
About the size of  a large house cat, and weighing in at roughly 7.5 
kilos, Vancouver Island marmots had dwindled to a mere 25 in the 
wild when the Marmot Recovery Foundation (mrf) was founded 
in 1998. Now through the group’s recovery and release program, 
there are 85-95 in the wild and about 170 in breeding centres across 
Canada, including the Calgary and Toronto zoos.

The foundation itself  is a new model in species steward-
ship, according to Victoria Jackson, executive director of  the mrf 
in Nanaimo. Because all of  the remaining wild Vancouver Island 
marmots live on land owned by either a forestry company or a ski 
resort, the foundation is a partnership among industry, government 
and the public. Each partner carries a third of  the responsibility and 
cost of  restoring the species. “What I love about our fund-raising 
campaigns is that they help provide a strong public voice that holds 
the other two partners responsible,” says Jackson. “And it also holds 
us as an organization accountable.”
 Two full-time administrative staff, including Jackson, handle a 
program budget of  roughly one million dollars a year. It’s not huge 
as not-for-profits go, but the mrf’s small size isn’t a hindrance. “As 
a not-for-profit, you have the same challenge whether you are big or 
small,” Jackson says. “You have to speak to people’s hearts. And, if  
you don’t move them, they are not going to give.”

 To help capture the hearts of  Canadian wild-
life lovers, mrf has eight direct mail fund-raising 
campaigns each year: six campaigns to its nine to ten 
thousand in-house donors, including a popular name-
a-marmot pup effort and an invitation to give monthly, 
and two campaigns to prospects. Jackson believes 
that ensuring the group’s mission is on every direct 
marketing message is critical. But when it comes to the 
details, she turns to Harvey McKinnon Associates in 
Vancouver, an agency that specializes in working with 
not-for-profit groups. “We supply them with all of  
the information and they tell us how to best address 
our donors,” says Jackson, who has worked in the 
non-profit sector for more than 15 years. “We partner 
on ways to grow our programs and overall strategy, 
but hma co-ordinates the campaign.” 
 In 2006, mrf tested several packages. One 
prospect pack included four note cards with photos 
of  marmots taken in the wild and the response was 
incredible. “Usually a mailing like this will generate 
about a 1% response,” explains Renée Eaton, the 
foundation’s account manager at hma. “But in the  
first test, the response was over 2.5%, and we knew 
this increase was directly related to the cards because 
we hadn’t changed the letter.” The marmot cards are 
now integral to the two prospect mailings that go 
out to roughly 150,000 names, many of  which are 
obtained by swapping lists with like-minded groups. 
 Last year, hma also tested a unique mailing to 
current donors. “We wrote a six-page letter from 
the point of  view of  a juvenile marmot. In it, he 
describes his journey from a captive breeding centre 
to his release into the mountain meadows of  Mount 
Washington,” says Eaton. “We worked at the copy 
diligently to make sure it wasn’t cheesy and our 
donors loved it.” They’re now considering testing this 
“letter from a marmot” in broader prospect mailings.

 Thanks to such successful efforts, donors 
from across Canada support the marmot cause, and 
the annual renewal rate is strong. In addition, close 
to 20% of  the mrf donor file contributes monthly, 
providing what Jackson calls the most stable funding a 
not-for-profit organization can have. “Through these 
campaigns, mrf mails to all kinds of  different people 
in all different walks of  life, so if  there’s a downturn 
in the economy the fundraising stays pretty stable,” 
she says. “If  you develop a direct mail program with 
excellent diversity, you can weather almost any storm.”
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When your brand name is Mike, it’s no 
surprise you’re on a first-name basis with 
everyone. That’s exactly the approach Telus’s 
Mike brand took in a personalized direct 
mail campaign aimed at selling its long-range, 
walkie-talkie-like phones to people in special-
ized industries like construction, transporta-
tion and manufacturing.
 The “Meet with Mike” campaign, which 
addressed a down-to-earth demographic by 
their first name and complimented them 
on their toughness, is just one example of  a 
direct effort for Telus. The national telecom-
munications company uses tried-and-tested 
direct mail strategies – then pushes them to 
the max with features like ultra-personaliza-
tion or integration with the web.
 Launched last June, the business-to-busi-
ness acquisition campaign for Mike integrat-
ed personalized direct mail with telemarket-
ing and an automated Web system in which 
potential clients could book meetings with 
company reps. It reached 60,000 small- and 
-medium-sized businesses across the country.
“We’ve done personalization before,” in dm 
campaigns, “but not to this extent,” says Jeff  
Lowe, vice-president, marketing communica-
tions for Telus, who is based in Calgary. “We 
just thought it’s a way to differentiate and get 
in touch with our target market.”
 A conversational approach created a one-
to-one relationship with clients in personal-
ized direct mail that used the attributes of  
the Mike brand and projected them on to 
recipients of  the mailings. For example, the 
military-spec Mike phones are built so tough 
they might survive a fall from a three-storey 
building, says Cosmo Mariano, a partner at 
Toronto’s Lift Agency, which created the 
campaign. So, if  a guy named Tim received 
the mailing, it would say something like 
“Built Tim tough,” “Tough enough for Tim” 
or “No one can defeat the Tim.” 

“The aim was to tie in to a generally blue-collar demographic, which 
we thought would really identify with the style in terms of  some of  
the punchy headlines,” Lowe says. And the first-name personaliza-
tion was just one element of  an elaborate campaign that integrated 
first name, a targeted message, relevant Mike phones and offers 
based on the prospect’s industry.
 dm recipients also received purls (personalized urls) allowing 
them to go to a personalized Web site and book a meeting with a 
Mike rep. There were up to four different waves of  mailers –  
depending on client response – with each wave followed by a 
telemarketing campaign, if  clients hadn’t already gone to the Web 
site to fill out a form or called Mike, says Lennie Kwan, segment 
manager at Telus in Toronto. 
 The campaign was taken to a new level in innovation when it 
comes to personalization, and doing so paid off, according to Lowe. 
“The degree of  personalization really upped the response across all  
levels,” he adds. For example, prospects’ recall of  the campaign was 
more than 50%, “which is far and away higher than the recall of  tra-
ditional direct mail that doesn’t have this degree of  personalization.”
 Even more important were the results for people accepting the 
call to action, which meant setting up an appointment with a Mike 
rep. A person who received one mailing was 41% more likely to set 
up an appointment versus somebody who just received a telephone 
call to set up an appointment. That increased to a 56% higher 
likelihood for those who received two mailings and 118% for those 
who received three different postcards compared to those who only 
received phone calls and no mailings.

A series of  personalized 
self-mailers targets business 
customers by their first 
name, putting them at  
the creative centre of   
the campaign.

very personal
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“The response rate is overachieving versus traditional direct mail 
and what’s really overachieving is the conversion rate,” says Lowe. 
“Not only are we getting a higher response rate, but we’re getting a 
much higher conversion rate, which means these are highly qualified 
prospects.”
 As an added bonus, “our clients and prospects are actually post-
ing the dm pieces up in their offices or cubicles at work because it 
speaks to the personality.” Adds Lowe: “In this case, the recipient 
was not addressed by the creative, the recipient was the creative.”

Telus also sparked lots of  interest in a direct mail campaign that sold 
its Spark bundle – offering everything from tv and the Web to radio 
and music downloads – to existing Telus wireless customers. Aims 
of  the dm campaign included creating awareness among existing 
clients about Spark, driving pay-as-you-go customers to add Spark to 
existing plans and achieving a 30% incremental increase in sales of  
the bundle compared to sales for clients who did not receive the dm.
 The vast majority of  the 275,000 Telus clients targeted by the 
campaign were using their phones strictly for voice. “We wanted to 
make sure people realized how much more they can do with their 
phones other than just talk,” says Bernard Szederkenyi, Telus’s direc-
tor, direct and interactive marketing. 

 The dm campaign ran during the busy Christmas season.  
Although it’s difficult to stand out of  the clutter in the holiday 
period, Telus was hoping that an advanced personalization program 
would add to the campaign’s relevancy.
 At a cost of  less than $1 per mailing, the campaign offered the 
ultimate in personalization, with different messages geared to numer-
ous factors, including the 39 different handsets used by clients, gen-
der (male, female and undeterminable based on in-house data), age, 
three different bundle offers based on their phone capabilities, three 
regions and two promotions for an upsell program. The result was 
8,424 different offer possibilities, not including first name personal-
ization, which included headlines like “Andrea, get a little Spark” and 
“Andrea, we’ve got a bundle of  ways to entertain you.”
 For people who could support tv on their phones, images on 
mailings varied based on age and gender: Men over age 36 got a 
picture from cbc’s The National, while women under 36 received 
an image from tlc’s What Not to Wear. “If  you had a pink phone, 
that’s the phone that appeared on the direct mail piece you received,” 
Szederkenyi says. Going so far in personalization “created the 

relevance we believe allowed for a greater 
stickiness in reading that piece.”
Using digital variable printing, the national 
campaign in English and French gener-
ated some 251,000 unique versions out of  
275,000 mailings. With new dm technologies, 
“you can get a lot more out of  data and not 
impinge on personal privacy, in a way that 
delivers more value to the people you’re 
sending the message to,” says Mariano at Lift 
Agency, which created the campaign.
 The response rates were outstanding: 
In the 30 days following its launch, the 
campaign achieved a 122% lift – meaning 
over twice as many clients who received 
the direct mail versus those who did not, 
bought a Spark bundle.
With its level of  personalization, this cam-
paign could not have been done in any other 
way than direct mail. “The only possible 
alternative would have been e-mail,” says 
Szederkenyi. But we don’t currently have 
e-mail addresses for everyone we wanted to 
target, but we do have their addresses.”
 As with the Mike campaign, people 
posted the direct mail piece on their fridges. 
“They loved the fact their name appeared 
on it,” Szederkenyi says. And because of  its 
success, a Spark campaign was repeated in 
Christmas 2007, with dm continuing to play 
a critical role.
 Szederkenyi sees dm as continuing to 
play such a role for a long time to come, 
with traditional mailings increasingly sending 
people to the Web for additional informa-
tion. “We see dm as a critical piece of  an 
integrated approach,” agrees Telus’s Lowe. 
“When it comes to more of  a personalized 
approach and setting up sales appointments 
and connecting directly with the customers, 
that’s where dm will always have a place.”

Just one of  more than 
8,000 personalized offers 
for Telus’s Spark bundle 

that created relevance  
and generated 122% lift  

in response rate.
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“Aeroplan is probably no different than most companies engaged 
in direct marketing in that the greatest insight about our members 
tends to be transactional or behavioural data – what they do. In  
addition, we have a healthy marketing research budget that allows 
us to frequently survey our members on a range of  different 
subjects, ranging from new partner introductions to attitudes and 
perceptions about the program and our competitors. In 2009, 
Aeroplan is going to be celebrating its 25th anniversary, so with 
some of  our members we have a lot of  history.”

“It’s not so much about how you make one piece of  communica-
tion stand out. You stand out over time by talking to members about 
subjects that are relevant to them. Our marketing focus is really based 
on the principles of  direct marketing and segmentation, so you stand 
out by speaking to a member – whether it’s electronically, or through 
direct mail, mass communications or sponsorship activities – in ways 
that are relevant. If  we’re talking to an individual who’s interested 
in earning miles by filling up their gas tank, for instance, we deliver 
esso-related communications that are relevant to them. So it starts 
with data and an infrastructure that supports it, then, on top of  this 
foundation is a set of  proprietary communication vehicles that we’ve 
developed. Each vehicle has specific member and partner objectives 
against which it needs to deliver.”

“A twice monthly e-newsletter and a quarterly print newsletter 
provide a snapshot of  everything that’s going on in the program. 
In both, the content is tailored to the member. Someone who just 
joined, for instance, would receive different articles and information 
about the program than an individual who’s been a member for 
several years. Both also include information about the member’s  
account status. The print newsletter blends highly personalized  
communications with content that is common to all.”

“Well, you’re talking to a direct marketing guy who thinks there  
are still lots of  advantages of  direct mail over e-mail. Our members 
are very active in the program, so when we’re sending them a direct 
package it’s not unsolicited mail, making the likelihood that those 
packages are opened very high. Also, as a loyalty program, we have 
specific objectives with our partners. In many instances they need 
paper-based communications as well as online. Credit and charge 
card companies like cibc or American Express, which are partners 
of  ours, need to have a physical application form put into a mem-
ber’s hands. They see far greater response rates when we use direct 
mail for that as opposed to an online channel.”



“They vary so much based on the kind of  offer we are sending, and 
based on the audience that we’re sending it to, but I can tell you that 
our direct mailings generate positive ROI for us. The response rates 
are higher than e-mail, and the costs are higher, obviously, but it still 
nets out positive.”

“When I try to explain what we do to people who’ve just joined 
the company, I describe our efforts in terms of  a two-planet solar 
system where our members and our partners circle around a sun 
that, if  you will, is our program. That analogy demonstrates what 
we’re always trying to achieve though our CRM and communica-
tion activities – making sure they are balanced and aligned between 
supporting our members and supporting our partners. What I’m 
proud about is that through the data, we’re able to support our 
partner and member requirements. It goes back to the relevancy 
of  communications, and the benefits of  putting the right partner, 
with the right offer, in front of  the right member.” 

“Companies realized several years ago that to be successful in loyalty 
marketing they need to invest in understanding their members or 
customers as well as they can. What gets me excited as I look for-
ward is that we’re moving into a time where traditional direct mar-
keting activities and the brand are becoming intertwined. Our focus 
has become member engagement – a term that might not have been 
used five or 10 years ago. Back then, we would have talked about 
member activity, which is a measure of  the number of  transactions 
a member has with a specific partner. It’s still a critical measure 
and we evaluate the profitability of  a member based on those sorts 
of  metrics. But, increasingly, we’re talking about engagement: the 
frequency that a member opens an e-mail, or visits the web site or 
how often someone redeems their miles. It’s a set of  metrics that 
speaks to how important and how much a part of  a member’s life 
the program has become. In other words, it’s taking a set of  inter-
actions from purely a transactional nature and adding an element 
of  brand engagement to it.” 

“The other element – although it doesn’t touch members  
directly but it has a big impact within the marketing department 
– is automation. With metrics that record members’ engagement 
and a dramatic increase in the number of  new partners, that 
combination puts huge pressure on a loyalty program to manage 
the growth in volume of  data to analyze and operationalize. We’ve 
automated several marketing processes, which frees up heads and 
hands to continue to add value to the process. And that’s critical, 
whether it’s automating campaign reporting or automating the 
actual production process that outputs our campaigns, it’s all about 
increasing efficiency and accomplishing more with the same. As 
the demands of  data management increase, sophisticated automa-
tion allows us to keep up.”






