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bY SARAh O’CONNOR
hile a sluggish economy is 
affecting volumes for many 
direct marketers, savvy service 

providers are leveraging the opportunity 
presented by reduced chatter and staying 
connected to their core audiences.

“Inside the same industry you can 
have a lot of different perspectives on the 
best way to deal with a downturn in the 
economy,” says Scott Cherkewich, Senior 
Manager of Relationship Marketing/DM 
Services for Gilmore Doculink, a large-
scale direct marketing service provider 
and printer. “I think the smart players 
out there right now have realized it is an 
opportunity to grab a bigger market share 
by investing the money right now when 
no one else is.”

Scott Keys, CEO of Keys Direct 
Marketing & Communications, agrees: 
“I tell a lot of people shut off the TV and 
quit listening to CNN, because doom and 
gloom bleeds and leads.” Keys Direct 
does a lot of fundraising work for a variety 
of large not-for-profit organizations 
and charities, and Keys has found that 
despite consistently good results, many 
clients have been wary of investing in 
campaigns while they are hearing so 
much frightening information. 

“We talked to them about the results 
that we were still getting and they were 
still making lots of money, but they are 
hearing all this stuff out there and thinking 
‘we’ve got to stop, we’re not going to do 
anything’,” says Keys. “And a lot of them 
were really hurt by that.”

It can take courage for clients to 
invest in an uncertain market, but direct 
marketers are employing strategies that 
make the most of reduced chatter in 
recipient mailboxes and helping not-for-
profit and profitable organizations alike 
stay connected to their most valuable 
donors and customers. 

“People are looking a lot more at 

budgets and return on investment with 
their mailings,” acknowledges Paul 
Brousseau, President of the BMR Group, 
provider of high quality direct mail and 
digital printing services. “So with a lot of 
the fundraisers that we’re doing, clients 
are spending more per piece. Some of 
them are actually taking their most valued 
donors and doing some handwriting and 
personalization, which we can automate. 
They’re doing live stamp on, so they’re 
incurring higher postage rates, first class 
rates versus address ad mail rates. They 
are spending more per piece, but because 
they’re doing it, they’re getting a higher 
return rate.”

Cherkewich has seen similar results 
in the retail sector: “Costco takes the 

approach that they want to market 
extremely hard right now because they 
don’t see much competition out there, 
and they have the opportunity to grab a 
much larger piece of people’s business 
and long-term loyalty. I like the expression 
that you can’t tell people when they’re 
going to need a product but if you’re the 
one that they think of when they do need 
that product, then that’s who you want 
to be.”

In this sense Gilmore Doculink and 
other direct marketing service providers 
have been taking their own advice and 
reaching out to their current roster of 
clients as well as potential new business. 
Call it leading by example. 
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often speak with executives 
who are wondering what an 
outsource call centre could 

do for them, and whether or not they 
should consider partnering with one. 
Many people do not fully understand the 
extent to which a call centre company 
can assist in running their business. In 
most cases, organizations place priority 
on their core competencies, and look to 
outsourcing other aspects of business 
such as marketing or IT, with telephone call 
handling far from being top of mind in this 
regard.

Often a campaign or other marketing 
initiative can drive excess calls to a 
company, and seriously disrupt day-to-day 
business by allowing a team to lose focus. 
When a company needs to be accessible 
to clients at all hours, whether it be for 
customer service or simply emergency 
situations, an outsource arrangement can 
be a cost effective way to achieve that 
accessibility.

Day-to-Day
Today’s call centres are very tech savvy, 
and easily operate as an extension 
of a company’s office while being 
geographically located in either a building 
down the street or across the country. As 

part of your telephone system, a call centre 
agent operates as a remote receptionist, 
receiving and transferring telephone 
calls to the appropriate extension, no 
differently than a receptionist at the 
front door. As part of your CRM system, 
an agent can function as an extension of 
most departments, handling calls for most 
departments: payments and accounts 
receivable, operations and scheduling, 
sales and marketing response. Your 
outsource call centre is like having an 
on-demand, real-time temporary staff 
member who works on a per phone call 
basis as needed, maybe only over lunch 
breaks, sickness/vacation, or a snow storm.

Campaigns
Increased telephone call volumes resulting 
from seasonal fluctuations or a new 
marketing initiative are also potential 
call centre outsource opportunities for 
any company. Your call centre can easily 
integrate into your existing systems to 
log a sales lead or open a service ticket. If 
there is not an existing process in place to 
automate or track these procedures, a call 
centre can often use its experience to assist 
in the design of one.

A call centre’s marketing response 
program may also include distribution of 
your literature by email or snail mail, or 
direct integration with an existing mail 
house. If you don’t have a mailing house, 
chances are the call centre has worked 
with one before and can refer you.

After hours
Does extending customer service hours 
to include evenings or weekends improve 
client loyalty? Those who are doing it are 
convinced the answer is yes, especially 
those who have clients across various time 
zones. An after hours support arrangement 
with a call centre not only makes this easy 
to implement, it is cost effective with a 
shared agent pool (more on that later). 
Today’s customers expect an immediate 
response, especially via telephone. A quick 
email response is now starting to become 
an expectation, and call centres assist 
clients with that as well.

Can a call centre really represent my 
company professionally?
As the awareness of what a call centre is 
has risen in the past decade, they have 
unfortunately been stereotyped as a 
group of poorly managed, barely English 
speaking people who do little more than 
frustrate their callers further. The truth 
is that the domestic market is thriving, 
and you are often speaking with a call 

centre without even knowing it. Agents at 
reputable call centres are well trained and 
well paid, and empowered to see issues 
through to first call resolution. 

In selecting a call centre company 
to work with, ask about quality control 
programs, third party call evaluators, and 
call recordings. Define your expectations, 
and ask for specific examples of how they 
will be achieved.

but at what cost?
Call centres provide staffing to clients on 
either a shared or dedicated agent basis. By 
taking advantage of a shared agent pool, 
the cost of the agent is shared between 
many of the call centre’s clients. Clients 
pay only for the specific time involved in 
handling their calls, generally at a rate per 
minute for the duration of each call. Call 
centre equipment is sophisticated enough 
now that agent screens dynamically load 
different knowledge bases or software 
applications with the connection of each 
new call. 

Dedicated agents, on the other hand, 
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Regional Report: Calgary
We head west to find out what’s 
happening in Calgary’s direct 
marketing industry.

Wall Chart of Printers
Our annual listing of the who, 
what and where’s of printers. You’ll 
want to hang on to this resource 
throughout the new year. 

Focus on Print Performers
A celebration of all things print, with 
a focus on what’s happening in the 
world of dimensional mail.

Exploring the nooks
and crannies of DM

directives
Scott Lyons

Outsource call centres 101
A quick primer on finding the perfect partner in a call centre

Greetings! I am honoured and very excited 
to be taking over the editor’s desk of Direct 
Marketing while Amy Bostock is enjoying 
her maternity leave. 

Some of you may recognize my name 
from the In the Mail column, which I’ve 
been writing for a little over a year now. 
Writing about direct mail has given me a 
feel for the industry and the opportunity 
to speak with many of you on the print 
side of things. Now I’m happy to be 
delving deeply into other facets of this 
dynamic industry.

I hit the road back in early September 
for my first Regional Report trip, and 
enjoyed discussing the state of the 

industry with many of our friends in 
Ottawa. Those conversations actually 
inspired this month’s cover story, which 
considers the silver lining of the still 
somewhat dark economic cloud we’re all 
grappling with.

This month we are also taking a closer 
look at call centres, mailing services and 
click-payment processing. We have some 
insightful articles from industry experts 
that are sure to give many of us a new 
appreciation for and understanding of 
these services. 

Bill Ramsey of Apriva shares his 
hard-won understanding of how insiders 
can share the benefits of exciting new 
payment processing technology with the 
rest of us, without making our eyes glaze 

over with technical jargon.  
Stephanie Pelley of Blue Ocean Contact 

Centres lets us in on how her company 
is going beyond voice, print and email in 
order to connect to customers that might 
otherwise slip through the cracks. 

Finally, Rich Bassett of Bassett Direct 
offers a word of caution to his colleagues 
in the mailing services industry to resist 
the temptation to diversify too quickly. 

 As I’ve come to understand, the direct 
marketing industry encompasses a rather 
dizzying array of objectives, services and 
applications. The fun part for a journalist 
like myself is exploring the nooks and 
crannies, the common themes as well as 
the striking differences. 

Making boundary-pushing creative 

words and images sing in harmony with 
hard data takes an artful touch and isn’t 
quite what you’d call an exact science. 
That’s why there is always plenty to talk 
about around the water cooler and plenty 
of stories to tell here. 

Last but not least, we’ve temporarily 
extended the deadline for Best of the Best 
submissions, so send your entries to me at 
sarah@dmn.ca a.s.a.p.! Please remember 
to include the client name, campaign 
name, agency name, a description of 
the campaign including results and any 
awards won and high resolution images 
(300dpi CMYK or pdfs saved as pdf/x-1a). 
I look forward to reviewing all entries and 
sharing the cream of the crop with you in 
December.

I 

When a company needs to be accessible to 
clients at all hours, whether it be for customer 
service or simply emergency situations, an 
outsource arrangement can be a cost effective 
way to achieve that accessibility.

Continued on page 23
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October 19, 2010
2nd Annual RAC Retail Advertising 
Awards, Toronto, ON
The huge success of last year’s event has 
expanded the Awards ceremony to include 
more than 200 retailers nominated in 9 
categories: Counter Service Restaurants; 
Full-Service Restaurants; Mass Retail 
Department Stores/Pharmacy/Grocery; 
Apparel & Fashion Retailers; Specialty Retail; 
Mobile Telecommunications; Gasoline & 
Convenience Stores; Automotive; and Banks 
& Financial. In addition, the RAC Awards 
is introducing the “Hall of Fame Marketer 
Award,” recognizing one individual’s 
unique marketing and retail achievements 
in the past year. For more information visit  
www.raccanada.ca

November 3, 2010 Toronto, ON
NAMMU Awards
The National Association of Major Mail 
Users (NAMMU) has announced the 10th 
anniversary edition of their much-coveted 
awards. Eagerly awaited by agencies and 
clients alike, the NAMMU Awards annually 
celebrate excellence in marketing through 
the mail. NAMMU President, Kathleen 
Rowe, confirmed the Design Exchange as 
the gala Awards venue for this milestone 
edition, and also noted Engine Room 
Creative leads the strategy and design 
team. For more information contact 
Jennifer Taylor at 416-977-3703.

November 26, 2010
CMA Awards gala 
Toronto, ON
Celebrate the best in Canadian marketing 
at the 2010 Canadian Marketing 
Association Awards Gala being held at 
the Westin Harbour Castle in Toronto. Visit 
www.the-cma.org to reserve your table 
now.

November 30 - December 2, 2010
AfP Congress 2010
Toronto, ON
For more information on this world-class 
gathering of fundraising professionals visit 
http://afptoronto.org/index.php/congress

Continued from page 3
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Members of customer rewards programs

veryone loves getting something for nothing, which 
helps explain why customer rewards programs have 
become so popular. For more than a generation, 

companies have rewarded consumers for their loyalty, first with 
stamps redeemable for merchandise and now with hotel points, 
airline miles, gift certificates, special discounts and rebates. Today, 
nearly 55 percent of Canadians belong to customer rewards 

programs, according to Environics 
Analytics (EA) and PMB, and the recent 
economic downturn has increased that 
number as companies scramble for 
ways to keep customers spending. With 
advances in data mining and marketing 
analytics, today’s rewards programs 
provide companies with a bonanza of 
data and unprecedented access into the 
minds and wallets of their most profitable 
customers.  For companies and customers, 
loyalty programs can be win-win 

propositions that are virtually self-sustaining.
But with so many programs vying 

for members, marketers need to 
know where they’re likely to 
find those consumers who are 

willing to forego a bit of privacy to 
accumulate rewards. As the map indicates, 
ardent loyalists are scattered across 

Canada, with the highest concentrations in 
larger cities like Toronto, Vancouver, Winnipeg and 

Thunder Bay. EA’s segmentation system PRIZMC2 indicates 
that loyalty programs appeal to a diverse group of lifestyle 

types, particularly in English-speaking Canada. Among 
the top consumer segments are Money & Brains (upscale, 
educated couples and families), Single City Renters (young, 
apartment-dwelling urban singles and couples) and Pets & 
PCs (large, upscale suburban families). Surveys show that 
these belongers have wide-ranging tastes, with above-
average rates for attending plays, operas, rock concerts, bars 
and casinos. They’re fitness buffs who enjoy Pilates, aerobics, 
swimming, health exhibitions and racquet sports. And they’re 
fond of collecting consumer electronics and appliances, such 
as HDTVs, surround-sound speakers, bread-making machines, 
juicers and PVR/DVRs. Many of these well-off consumers enjoy 
traveling to exotic destinations and trying new activities. They 
especially appreciate the new “experiential” benefits offered 
by premium loyalty programs, such as the opportunity to take 
a hot air balloon ride or test drive a sports car. 

Given this diverse customer profile, loyalty programs that 
offer a variety of reward options with several retailers stand a 
better chance of luring loyal—and lucrative—consumers. To 
attract more members, research shows that loyalty programs 
should be advertised in daily newspapers—particularly in 
the travel, news, finance, food and fashion sections—and 
during televised special events, such as the Academy Awards, 
Grey Cup and Juno Awards. Marketers also should consider 
publicizing their rewards programs in large circulation 
magazines like Maclean’s, Chatelaine, and Canadian House 
& Home. Members of loyalty programs aren’t just big 
readers; a significant percentage receives gift subscriptions 
of magazines through rewards programs. It’s just another 
example of the self-sustaining power of a well-devised loyalty 
program.

E

Share of Canadians who belong to customer rewards 
programs, compared to the national average of 54.6 
percent (index=100)

 Loyalists (high index:  >120) 
 Selective Joiners (above-average index:  100-110)
 Can’t be bothered  (below-average index:  90-100)
 No Thanks (low index <90)
Sources: Environics Analytics 2010, based on PRIZMC2 and BBM RTS Canada..

are involved in applications requiring 
detailed training or specific accreditation 
or knowledge, and are generally billed 
at an hourly rate. In either scenario, call 
centres provide multiple phone lines, 
redundant computer servers, backup 
power, and many other disaster planning 
contingencies.

finding your perfect match
The obvious considerations are price and 
service but sometimes it is difficult to 
make an apples-to-apples comparison. 
As a simple example, consider one call 
centre offering a low rate per minute, with 
a good track record in capturing basic 
caller orders. Consider another, quoting a 
higher rate per minute, but with the ability 
to do database lookups for previous callers, 
auto input of city/province fields by postal 
code, and other advanced call managing 
techniques. The “expensive” call centre 

could potentially handle calls in a shorter 
length of time, thereby ending up less 
expensive than the first centre that quoted 
a lower rate. Further examples include data 
integrity checks, record synchronizations, 
and other procedures which can save 
significant internal staff time in processing 
client orders.

Look for a call centre’s experience and 
expertise in industries and applications 
similar to your own, and ask for client 
references. Explain your existing 
procedures, and ask for suggestions as to 
how things could be improved with the 
addition of some outsourcing. Let go of 
“we’ve always done it that way” and see 
where an outsourced call centre might be 
able to take you!

F. Scott Lyons is the president of Extend 
Communications and can be reached at 
slyons@extendcomm.com


