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If you’re wondering what’s the next big 
thing in interactive media, the answer 
is… just about everything.
Opportunity and optimism accurately 

characterize interactive media today. New 
opportunities abound in emerging areas such 
as mobile, gaming, video search and out-of-
home digital, as well as in established avenues 
like display and e-mail. Optimism is reflected 
in marketers’ fiscal commitment–they’re 
spending more online: Canadian online 
advertising revenue is expected to reach $1.3 
billion in 2007, according to IAB Canada, a 
32% increase over 2006. 

And we can’t seem to get enough of inter-
active media: The average Canadian spends 
close to 43 hours a month online, according 
to research from comScore Media Metrix 
Canada. More people are playing games, 

watching videos and browsing the web, includ-
ing on their mobile handsets. The evolution 
of organic and paid search, RSS, social media 
and online video means the opportunity for 
many more brand touch points.

So, why a “Genius Edition” of the fourth 
annual Interactive to the Max handbook and 
shows? 

Marketers already know why they should be 
on the web–after all, few media plans don’t 
include an interactive element. It’s up to savvy 
marketers to go the extra mile and really connect 
with key targets in innovative and relevant ways, 
engaging consumers across portal, vertical, social 
and personal networks, and creating smarter 
synergies between off- and online media. 

The game is all about creatively and stra-
tegically investing where it really counts… 
having fun and exceeding expectations.

Introduction
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BILINGUAL PORTALS AND NETWORKS ARE NOT ENOUGH.
To truly reach French-language consumers:

With over 50 Quebec-based French-language branded sites reaching 3 million unique users per
month (or 2/3 of French-speaking Canadians online), the BRANCHEZ-VOUS! Network is your best
solution to target Quebecers.

To see how to use our network to its full potential, please contact
Sébastien Goulet, Vice President, Sales, at 514.842.3838 ext. 280,
sgoulet@branchez-vous.com or go to www.branchez-vous.com/advertising
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We all know the Internet is, truly, a 
mass medium. Canada’s digital 
media universe topped 23 million 

users in June 2007, up from about 22 million 
the previous year, according to comScore Media 
Metrix Canada. But the latest research also 
reflects just how fully engaged Canadians are 
with digital media. Only residents of Israel 
spend more time online than Canadians, 
according to comScore research. The average 
Canadian spends close to 43 hours per month 
online. Canadians also consume about 4,000 
page views per month–much more than users 
from any other country. 

“From communication tools like instant 

messaging and social networking websites 
through to entertainment/information sites run-
ning video, online has become a medium that 
Canadians delve deeply into on a regular basis 
to research and become better informed in a 
timely way,” says Brent Lowe-Bernie, president 
of comScore Media Metrix Canada. “That 
presents numerous advertising opportunities for 
reach and brand engagement for marketers.” 

And it isn’t just young people who are 
spending time online. Like other media, the 
Internet can be used to specifically target a 
brand’s customers whether they are affluent 
young men or French-speaking youth. Here, 
the latest research shows how Canadians from 

different age groups, incomes and regions 
are interacting with digital media.  

50+
What makes the 50+ age group such an 
attractive target demographic for advertisers 
isn’t just its size, although that is part of the 
reason as boomers account for almost a quar-
ter of the entire population. It’s their spending 
power. According to Statistics Canada, house-
holds with at least one member age 55 or 
older spent 71% of their annual income on 
personal expenditures–translating into a 
combined $144 billion. In a decade there will 
be 50% more people in this age group, which 

Canadians are online in record numbers and have an 
insatiable appetite for interactive content  BY CHRIS DANIELS

Where the 
       Action is
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means that spending figure is expected to 
increase to over $215 billion. 

Increasingly, the Internet is playing a role 
in how people 50+ chose to spend their 
money. While studies show more youth are 
online, the wealthy 50+ demo is slowly but 

surely closing the digital divide. According 
to a report from Ipsos Reid titled “Older Can-
adians and the Internet,” 61% of Canadians 
over 55 report having access to the Inter-
net–with just over half of those (54%) having 
home access. Of those at-home users, 70% 
subscribe to high-speed Internet access. 

In an average week, members of this group 
are online for 8.7 hours each. While Ipsos Reid 
reports the 50+ crowd is less likely to use the 
Internet as a source of entertainment (download-
ing MP3s or playing poker), they do go online 
to make or inform their purchases: to research 
trips (47%); buy products (40%); comparison 
shop (37%) and trade investments (16%, versus 
13% for the rest of the population). 

“The 50+ crowd is a forgotten target demo-
graphic, and that is most apparent online where 
marketers have completely discounted them 
as a target market,” says Steve Mossop, pres-
ident of Ipsos Marketing Research in Western 
Canada. “When you look at the activities they 
are doing, it is significant whether it involves 
health care, travel or finances.”  

This includes activities such as socializing. 
In May 2007, for instance, 29% of 50+ web 
users visited a social media site, versus just 8% 
in September 2006, according to the “Fast 
Forward Trend Study” from Solutions Research 

Group. “A lot of it is (due to) teens and young 
adults turning their boomer parents onto these 
things, so parents join to connect with their 
kids,” says Kaan Yigit, president of Solutions 
Research Group. “They are also connecting 
with past friends and colleagues.” 

Youth and Young Adults
Visit social network website Facebook.com and 
you’ll find Molson Canadian has its own page 
with over 4,000 members where it promotes its 
Molson Insider e-mail newsletter. Molson’s pres-
ence is perhaps not surprising when you look 
at the numbers: In May 2007, 72% of 20- to 
29-year-olds had visited a social networking 
website, up from 44% in September 2006, 
according to Solutions Research Group. Young 
adults even outrank their younger counterparts, 
12- to 19-year-olds (70% in May 2007, versus 
42% in September 2006). 

Jeff Roach, vice-president of marketing 
strategy for Youthography, says family psycho-
graphics help explain why youth and young 
adults have made social networking websites 
one of the fastest-growing online destinations. 
“We find today there are fewer siblings in the 
home, so creating friendships has become a 
core key value,” says Roach. “The importance 
of friends is one of the biggest values of the 
youth demographic. Technology has become 
a tremendous enabler of that.” 

But advertising exclusively on social net-
working would be misguided, believes Roach. 
Among 14- to 29-year-olds, 82.7% of them 
regularly download MP3s, according to 
Youthography research; 60.2% had streamed 

video content over the Internet in the past 
month (with YouTube being the most popular 
online video destination); and this age group 
spends an average five hours on the Internet 
just to communicate with their friends. 

“You need a multi-faceted strategy that 
employs elements of brand integration and 
advertising,” Roach says. “A combination of 
those tactics will create frequency and make 
a strong connection with this consumer.” 

Quebec 
With the amount of French-language content 
increasing on the web, usage in Quebec has 
risen dramatically, reports NETendances 
2006, the largest survey ever conducted on 
Internet use in Quebec according to CEFRIO 
(Centre francophone d’informatisation des 
organizations), a body representing university, 
industrial and government members. In Nov-
ember 2006, the percentage of Quebec adults 
who reported regularly surfing the web 
reached 72%, or about 5.4 million Quebecers. 
That’s up from 34% in January 2000. The 
study found that the more Internet-savvy 
Quebecers become, the more likely they are 
to explore new avenues such as blogs, online 
video and podcasts. 

Other research shows that, in some areas, 
Quebecers are exploring these channels more 
than online audiences in parts of English 
Canada. The use of blogs is most popular in 
British Columbia (39%), the Atlantic prov-
inces (39%) and Quebec (37%). Blogs were 
less popular in Ontario (31%) and the Prairies 
(31% Alberta; 24% for Saskatchewan and 
Manitoba). Residents of Alberta (47%) and 
Quebec (41%) said they were more likely to 
visit a blog for the first time in the next year. 

Like their English-speaking counterparts, 
youth and young adults in Quebec are 
engaging digital media for entertainment 
purposes–more, in some cases, according to 

“The 50+ crowd is a forgotten target demographic... When you 
look at the activities they are doing, it is significant whether it 
involves health care, travel or finances”

Visited a Social Networking Website (within last month)
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the Youthography research. Quebec youth 
were more likely than the national average 
to download MP3s (86.9%) and stream video 
content (60.4%). In fact, 49.6% of Quebec 
youth and young adults agreed they were more 
likely to download or stream a TV program 
than watch it through video-on-demand ser-
vice (the national average was 39.1%). 

Affluent Canadians
It’s no wonder luxury advertisers like Rolex have 
in recent months upped their Internet presence. 
Annual household incomes of over $60,000 
report the highest percentage of Internet activ-
ity–92% versus 86% for $40,000 to $60,000, and 
60% for under $40,000, according to Ipsos-Reid’s 
first quarter 2007 “Canadian Inter@ctive Reid 
Report.” Affluent Canadians also watch less TV 
than other demos: 10.4 hours a week versus 16 
hours for households under $40,000. And 
according to the Print Measurement Bureau 
(PMB), households with incomes over $150,000 
spend an average 8.5 hours per week on the 
Internet (this figure does not include e-mail 
activity). “Every statistic in terms of usage, most 
experienced users–they definitely have higher 
incomes by far,” says Mossop. “Advertisers not 
online for this demographic have already missed 
the boat and will need to play catch up.”

CHRIS DANIELS IS A TORONTO-BASED 

WRITER AND EDITOR. 

More than 49% of Quebec 
youth and young adults are 
more likely than the national 
average to download or  
stream a TV program than 
watch it through video-on-
demand service

interactive to the max

In 2006, Canadian online ad revenues surpassed the billion-dollar mark: The 
figure was $1.01 billion to be exact, according to IAB Canada’s annual Revenue 
Survey, a robust 80% increase over $562 million in 2005. Of the 2006 amount, 
roughly $208 million–or 21% of ad dollars–was allocated to the online market 
in French Canada, an increase of 68% over the previous year. Interactive ad 
spending is still going strong this year: IAB Canada predicts ad spending for 
2007 will top $1.3 billion. “While it took us 13 years [from] when the first ban-
ner was served on the Internet until now to reach the billion dollar mark in 
Canada, it may only take us another two to three years to reach the second 
billion,” says IAB Canada president Paula Gignac  –CHRIS DANIELS

The Billion-Dollar Market

Canadian Online Advertising Revenue Trends

YEAR  REVENUE % INCREASE

2007 (forecast) $1,337 million 32%

2006  $1,010 million 80%

2005  $562 million 54%

2004  $364 million 54%

2003  $237 million 37%

2002  $176 million –

• 2006 French is $208 million or 21% of 2006 total revenue

• 2006 French actual is 68% increase over 2005 French actual of  
$124 million

SOURCE: INTERACTIVE ADVERTISING BUREAU OF CANADA
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Beyond the Click
How focusing on customer engagement can maximize your interactive ad spend  BY CHRIS DANIELS

The click was once the holy grail of online 
advertising measurement, but that’s 
changed dramatically. As consumers 

gain more touch points to brands (organic 
and paid search, display ads, free classified 
listings, e-mail, RSS, social media, online 
video), the almighty click is no longer the 
ultimate yardstick. Advertisers want to know 
how engaged their target market is in their 
combined advertising efforts, and how that 
cumulative engagement leads to conversions 
both online and off. “The qualitative factors 
are fundamentally, absolutely important,” says 
Sunni Boot, president of ZenithOptimedia. 
“What we want to know is, ‘What are the 
insights into the various segments of that audi-
ence? How engaged, for instance, is an afflu-
ent younger woman in my online buy?’ ”

Brand engagement is the buzzword du jour 
in media circles, not only in interactive, but 
all advertising. Examples are plentiful. The 
first time an American television network 
promised a specific level of viewer engagement 
to an advertiser was in 2006 when NBC made 
that commitment to Toyota. In the U.S., Niel-
sen Net/Ratings is focusing on how long vis-

itors spend at a website versus page views. In 
summer 2007, comScore Media Metrix Can-
ada introduced a product called Segment 
Matrix, which identifies visitors of a website 
or category based on heavy, medium and light 
users. This kind of segmentation is already 
offered with traditional media, and brings 
commonality in terms of behavioural buys. 
Brent Lowe-Bernie, president of comScore 

explains: “Medium and light users can be just 
as important as heavy users because you might 
want to target them in a buy to increase your 
reach more cost effectively. This addresses 
engagement in terms of time spent.” 

Clearly, engagement has become part of 
the equation in creating a customer-focused 
media plan. Anwar Sumar thinks it’s a move 
in the right direction. He says marketing exec-

utives pay too much attention to ROI-based 
exclusively on clicks and hits. He should know–
the director of e-business for Dell Canada used 
to be one of those marketing executives. Eight 
years ago, Dell developed proprietary software 
that determines the cost per action for every 
element of interactive spend–right down to the 
conversion of an individual banner ad, includ-
ing what the prospect ended up purchasing 

and even how much that person spent. Since 
the Internet is incredibly measurable, once you 
have all that data “you tend to focus on it and 
make decisions only around best ROI,” says 
Sumar. “We realized it wasn’t the best focus 
for our customers.”

That’s a radical change in thinking at Dell 
Canada, which has been hugely successful 
with its direct-sales model via the Internet 
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and telephone. Sumar says such a tunnel-vision 
focus on ROI doesn’t take into account that 
the customer doesn’t reach the purchase page 
in a linear, measurable path. Perhaps before 
landing on that purchase page from a paid 
search link, the customer had also been served 
several display ads or had read reviews about 
Dell on a third-party website, which first got 
the customer thinking about buying a Dell. 
That’s why it is important to not only track 
conversions of online advertising, but also the 
number of view-based impressions. If you look 
strictly at conversions based on the last click, 
paid search might rank as the lowest cost per 
acquisition, suggesting the advertiser should 
redirect its entire budget into paid search. 

Sumar says that might mean increasing 
spend in search, but it would be a mistake to 
do so without understanding how branding 
works in conjunction with direct response. 

While Dell Canada continues to devote a 
significant portion of both its offline and 
online advertising to direct response, in the 
last three or four quarters the company has 
also invested heavily in brand advertising. 
“We have moved away from optimizing for 
best ROI to optimizing for the best customer 
experience and engagement,” says Sumar, 
believing too narrow a focus on direct 
response can, over time, erode brand equity 
and thus reduce the effectiveness of direct 
response advertising. “It builds a better cus-
tomer experience and better longevity with 
customers.” He says Dell Canada can meas-
ure the impact of a campaign by looking at 
a host of factors, including clicks “but also 
the overall number of visits to the website as 
well as calls to the call centre. We measure 
a campaign more holistically as opposed to 
one element of a campaign versus another.”

Websites used to be relatively straightforward but now they can feature all sorts 
of customer services, ranging from blogs and online video to RSS feeds and pod-
casts. But how do you ensure that people who click on your site actually delve 
deeper into the content? 

June Li, managing director of online business optimization firm Click Insight, 
says advertisers are turning their attention away from just page views and exit 
pages, to “bounce rate” which is when a user clicks to a website, but then immedi-
ately hits the back button on the keyboard. “If people land and immediately leave, 
there was some reason why they came but also a reason they left.” 

Web analytics may indicate your website is generating the wrong kind of traf-
fic. For some advertisers the solution is to create landing pages specifically to 
receive search engine traffic based on keywords, or a display ad based on the 
creative. Dell Canada, for instance, deploys a different landing page for every 
campaign. “We want complete consistency with the messaging and communica-
tion you see on the banner ad to the experience you have on the website,” says 
Anwar Sumar, director of e-business at Dell Canada. 

If, for example, an online video ad features the Inspiron Notebook, the link 
would include more information on that product rather than transporting the 
consumer to the main home page or general purchase order page. “We ensure 
that any offers advertised in the banner are clearly presented on the jump page,” 
Sumar says. 

Web analytic firms, however, understand that a metric provides more insight 
when combined with other relevant metrics. “From an engagement perspective, 
there are some people in the market who would like you to believe it is about time 
spent on page, but as a stand-alone metric it has very little value,” says Christopher 
Parkin, senior director, product and solution marketing, Omniture. What’s more 
interesting, according to Parkin, is time spent on page sorted by page popularity 
(number of unique visits) and then segmented by where the visitors clicked to 
next–a real test of the engagement of an advertiser’s website. “That can really 
help you develop some meaningful, behaviour-related profiles in terms of how 
people are really interacting with the content.”  –CHRIS DANIELS

The latest Cross Media Optimization 
Study (CMOST), from the Interactive 
Advertising Bureau of Canada, proves 
a more engaged audience is more 
likely to convert.

Retailer Kal Tire ran a six-week cam-
paign in Western Canada with both 
online static banner ad units and rich 
media over the page units, the latter 
also communicating Kal Tire’s sponsor-
ship of the CJAHL and WHL junior hockey 
leagues. Fans of these leagues were 
more likely to associate the sponsorship 
message with Kal Tire, but online adver-
tising strengthened that association, 
even exceeding the impact of online 
and TV advertising together. 

Rich media ads had a greater impact 
on sponsorship association as well, 
including some important drivers such 
as purchase intent and brand favour-
ability. Based on media weight (GRPs) 
and spend ($/rating point), the study 
found if an incremental $100,000 
investment was made in each media, 
flyers followed by online would yield 
the most potential change in aided 
advertising awareness. Specifically, if 
an additional $100,000 was spent on 
flyers, there could be a potential 
increase in aided advertising aware-
ness of 41%; for online the increase 
would be 35%; for out of home it 
would be 21%; for a 30-second TV spot 
it would be 1%; and for radio it would 
be 1%. 

“Online is increasing in importance, 
yet clients still need to continue spend-
ing their media dollars strategically,” 
says Carrie Barlow, president of Barlow 
Media, Kal Tire’s media agency. “The 
CMOST study provided us with some 
interesting insights into how media 
channels work together synergistically 
for Kal Tire.”  – CHRIS DANIELS

Cross-Media 
Maximizes 
Spend

The Bounce Factor
How landing pages can increase conversions
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When Google, the mother-of-all 
search engines, purchased Internet 
video sensation YouTube in Octo-

ber 2006, the world went wild. Press outlets 
everywhere pontificated on what the US$1.65-
billion deal would mean for Google’s ever-
growing stake in the online world and its 
ability to reach people. 

But in April 2007, Google made another 
purchase that should have drawn a lot more 
attention. At US$3.1 billion, its acquisition 
of online ad network DoubleClick was not 
only worth twice the YouTube purchase, it 
suddenly gave Google an unprecedented 
amount of consumer reach. Google already 
managed the popular AdSense advertising 
network, and in one stroke also possessed 
DoubleClick’s dominance in the display 
advertising market.

In marketing circles it was a watershed 
moment, igniting conversations everywhere 
about why bigger might not necessarily be 
better when it comes to an online ad network. 
Huge networks place ads on so many websites 
that advertisers sometimes can’t be certain 

exactly where their ads run. The conse-
quences range from harmless to dire: maybe 
your ad lands on a site with political content, 
despite your non-partisan policy; maybe your 
ad shows up on a site with adult content, pot-

Navigating 
the Networks

How understanding online networks leads to smarter interactive 
and integrated on/offline strategies  BY PAUL-MARK RENDON
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entially damaging your brand’s reputation; 
maybe inventory doesn’t turn out to be what 
you thought it was, or premium space isn’t 
really all that premium.  

How comfortable a marketer is using 
online networks “all depends on your risk 
tolerance,” says Jeff Lancaster, vice-president 
of sales and business development at 24/7 
Real Media, a Toronto search marketing ser-
vice that operates an advertising network of 
150 websites across Canada. Lancaster says 
that visibility is indeed a major issue, espe-

cially for networks that act as aggregators of 
remnant space. An easy way to tackle the 
problem, he says, is to ensure the network 
you’re working with offers selectability of sites, 
and that at the very least goes through a strin-
gent application process for the sites it accepts 
into its network. 

Julia Casale, chief marketing officer for 

Casale Media in Toronto, says her company’s 
ad network of 5,000 sites goes though a strict 
quality control process that includes an initial 
screening and detailed application, as well 
as operational, editorial and technical checks 
that take place on an ongoing basis. She says 
it’s important to understand not just the type 
of network and drill-down opportunities for 
advertisers, but also what sort of platform the 
network runs on and what sort of technology 
it uses to measure and optimize an advertis-
er’s exposure with its target audience. To 

remain in the Casale Media network, she 
says, each site must also meet a fluctuating 
average in terms of conversions that ensure 
advertisers get their money’s worth. “We’re a 
tech company at heart, and so we’ve got a 
better idea of where exactly an audience is 
online,” she says. “Other networks are more 
rep-type and simply do direct selling.”

Aaron Broder, CEO of Los Angeles-based 
Gorilla Nation Media, describes his company 
as a rep firm, but adds that it exclusively sells 
premium inventory on 500 sites while giving 
advertisers the ability to choose specific ones 
or run the whole gamut. The company 
recently aligned itself with Montreal-based 
NetWorldMedia, a leading ad network in 
Quebec, giving it access to that province’s 
online marketplace. “We don’t play in the 
direct response game and we don’t sell rem-
nant space,” Broder says. 

It might be enough to make you think of 
“remnant” as a four-letter word, but the leftover 
ad inventory that goes unsold by the big net-
works does have its place. Many of the major 
networks actually benefit from the existence 
of the smaller ones. “Not all portals can sell 
out at high CPM,” says Lancaster. “The rem-
nant space niche is filling up and the bigger 
networks are beginning to realize that it makes 
sense to monetize it.” One recent example of 
this movement is Yahoo’s April, 2007 purchase 
of Right Media, an online ad network operator 
that deals largely in remnant inventory. 

The scale and convenience offered by large 
networks that sell remnant space has recently 
been challenged with the rise of vertical net-
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If a campaign’s goal is about reach and getting guaranteed 
traffic, a buy on a standard network is the way to go. But if it’s 
about building brand, a site that gives access to impressions and 
site information is preferable

Google’s public flirtations with becoming a major player in national television 
and radio advertising has struck a chord with some marketers who expect 
an auction-based buying model–one in which inventory such as banner ads 
could be bought in bulk to the highest bidder–is not far down the pipe. But 
online advertising network executives aren’t concerned. 

“We’re finding that a lot of what we do is more around custom integration 
opportunities,” says Aaron Broder, CEO of Gorilla Nation Media in Los Angeles. 
“Not just banners but well thought-out media opportunities.” 

Jeff Montgomery, vice-president of sales for Emeryville, Calif.-based Tribal 
Fusion, agrees the trend is towards custom solutions. “Seventy per cent of 
the campaigns we put together for clients are custom,” he says. 

Broder says that while the pressure continues to mount for accountability 
on both the online and offline sides, he believes the future won’t see the two 
sides necessarily come together. “I don’t think it’s tied together as much as 
people think,” Broder says. “There are so many unique online plays that I 
think at some point online and offline will get unbundled and they won’t 
necessarily need to follow the same drumbeat.”  –PAUL-MARK RENDON

Talk of an 
Auction-based Model
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It’s more than music to the ears

works, or networks that consist entirely of 
sites in a particular field of interest, be it cars, 
sports or parenting. Because of their collect-
ive industry expertise, vertical networks and 
ability to aggregate a desirable audience, 
higher CPMs are arguably generated and 
stronger relationships are forged compared 
to horizontal networks that include sites of 
varying topics. 

While the vertical model remains more 
prevalent outside of Canada, advertisers 
should still rely on a back-to-basics approach 
when dealing with horizontal networks. Kris-
tie Painting, director of sales for Olive Canada 
Network’s premium division, says matching 
sites with an online buy should start with a 
review of the campaign’s goals. If it’s about 
reach and getting guaranteed traffic, a buy 
on a standard network is the way to go. But 
if it’s about building brand, a site that gives 
access to impressions and site information is 
preferable.

NetWorldMedia CEO Gino Coutu says 
advertisers can expect the Quebec market-
place to be roughly 20% of the size of English 
Canada, or approximately five to six million 
people. Advertising inventory, therefore, is 
more scarce, which means advertisers can 

expect to pay premiums of between 10%-15% 
to get their messages in front of French Can-
adians, Painting says. And Coutu adds that 
apart from Google’s AdSense and Net-
WorldMedia, Quebec doesn’t have strong 
networks like the ones that exist in the rest 
of Canada.

The transparency issue for many online 
ad networks isn’t just driving e-marketers up 
the wall. Sunni Boot, president and CEO of 
Toronto-based Zenith Optimedia, says it’s a 
problem for media buyers too. “To be honest,” 
she says, “the online industry needs to pull 
up its socks in the kinds of reporting it does 
for advertisers, proof of performance, beyond 
the click through. Give me an invoice that 
shows where the campaign ran, all the boring 
and mundane things that we hold other media 
accountable for.” Boot says the state of the 
industry reminds her of the “early days of 
cable,” when it cost more to do a transaction 
than actually buy a spot. “I think it’s because 
it’s new and burgeoning, but at the end of a 
day, whether I spent a thousand dollars or a 
million dollars, I better get what I order.”  
� –with�files�from�Chris�Daniels

PAUL-MARK RENDON IS A TORONTO-BASED 

WRITER.
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“The online industry needs 
to pull up its socks in the kinds 
of reporting it does for adver-
tisers, proof of performance, 
beyond the click through. 
Give me an invoice that shows 
where the campaign ran, 
all the boring and mundane 
things that we hold other 
media accountable for”



experiential
night clubs
tradeshows
buzz marketing
shopping malls
nomadic media
outdoor events
interactive
sporting events

will find your customers!
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interactive to the max

24/7 REAL MEDIA
Headquarters: Toronto 
# of sites in network: 150 sites 
(100 in English Canada, 50 in Quebec)
Ownership: Acquired by WPP in 
July, 2007

CASALE MEDIA
Headquarters: Toronto
# of sites in network: Approximately 
5,000 (English only, with geo-targeting 
capabilities for French creative on 
English sites)
Ownership: Independent

GOOGLE ADSENSE
Headquarters: Toronto
# of sites in network: Info not disclosed, 
but the search engine combined with 
the ad network reaches more than 98% 
of all Canadians online, according to 
comScore Media Metrix, July 2007 
Ownership: Publicly traded

GORILLA NATION MEDIA
Headquarters: Los Angeles
# of sites in the network: 500
Ownership: Independent, but recently 
aligned with Montreal-based Net-
WorldMedia to represent ads in the 
Quebec market

NETWORLDMEDIA
Headquarters: Montreal
# of sites in network: 200 (All French 
language)
Ownership: Independent, but recently 
aligned with Gorilla Nation Media of
Los Angeles

OLIVE NETWORK CANADA
Headquarters: Toronto
# of sites in network: Approximately 2,000 
on Brand Response side, 40 premium 
publishers on Premium Network side
Ownership: Joint venture of Torstar 
Digital and Gesca Digital in Quebec

REDUX MEDIA
Headquarters: Toronto and Montreal
# of sites in the network: Info not dis-
closed, but company statistics say the 
network reaches over 40% of Canadians 
online, and more than 25 million unique 
users worldwide
Ownership: Independent

TRIBAL FUSION
Headquarters: Emeryville, Calif.
# of sites in the network: Approximately 
1,500, reaching 20 million unique users 
in Canada
Ownership: A unit of Exponential, which 
also owns businesses such as perform-
ance marketing agency FullTango and 
sales lead generator LeadGenuity

Who Owns What



Jeffery Glueck, Travelocity’s chief marketing officer, 
likely had an idea of the debate he would ignite last 
March when he declared that paying for non-branded 

search terms like “vacation” didn’t do all that much for 
his company’s sales figures. 

While 96% of the Southlake, Tex.-based travel website’s 
bookings through paid search marketing came from ads 
that employed branded keywords, just 2% happened when 
a prospective customer clicked on an organic or non-
branded term, only to click on a branded term later in 
the process. Glueck’s comments, made at an Interactive 
Advertising Bureau performance marketing conference 
in Chicago, along with the company’s decision to shun 
the “balanced portfolio” approach to search marketing, 
raises the question of whether what’s become true for 
Travelocity is also right for all.  

It’s the latest in a long conversation among online 
marketers desperately seeking the right balance in the 
rapidly evolving world of search marketing. It’s a dizzying 
task of determining how much to spend on paid versus 
organic, display and behavioural targeting, and then 
ensuring it all ties into offline advertising.

What’s undisputed is this: Search engine marketing has 
quickly become one of the top two (display was number 
one overall) choices for Canadian e-marketers, according 

Choosing 
                 the Right Combo

Advertisers are fine-tuning their search marketing strategies to ensure 
approach and spend synergize with offline efforts  BY PAUL-MARK RENDON
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Search engine marketing is second only to display for 
Canadian e-marketers, according to IAB Canada. In 2006, 
marketers spent about $353 million on search marketing, 
a 79% increase over the previous year



to IAB Canada’s 2006 Canadian Online 
Advertising Revenue Survey. In 2006, market-
ers spent about $353 million on search mar-
keting, according to the IAB survey, a 79% 
increase over the previous year. 

Still, those who do invest in some form of 
search are not spending enough, says Martin 
Byrne, Yahoo Canada’s director of search mar-
keting, with less than 18% of marketers’ online 
budgets devoted to it. About a quarter of Canad-
ian online advertisers have tried Search Engine 

Marketing (SEM), compared to places like the 
U.S. where 79% of online advertisers used or 
piloted some form of SEM program in 2006, 
according to the IAB survey.

Byrne says that, ideally, 10% of a company’s 
marketing budget should be devoted to the 
online space, with search taking up about 30% 
of that pie. And figuring out how to split paid 
and organic search efforts should be largely 
determined by what your campaign goals are. 
For anything with a more immediate call-to-
action, such as registration data, paid search is 
the way to go, he says. For goals that are longer 
term, where marketers are looking for a substan-

tive change in behaviour, as is the case in indus-
tries like e-commerce products and services, 
organic search would be better. “But it’s always 
better to combine the two,” Byrne adds.

That point is too often overlooked, says 
Jeff Lancaster, vice-president, sales and busi-
ness development at 24/7 Real Media, a 
search marketing services firm in Toronto. 
Lancaster says that learnings from organic 
search practices can pay off on the paid side. 
Such is the case with 24/7’s client WestJet. 

Search Engine Optimization (SEO) as 
it applies to online video, is still in its 
infancy, but take care not to com-
pletely ignore it, industry players 
advise. While the big search engines 
Google and Yahoo are still in the 
throes of indexing their own video 
content, online video searches will 
likely take off in the next 12 to 24 
months as more websites create their 
own video players. 

“It’s in its early stages right now in 
Canada,” says Jeff Lancaster, vice-pres-
ident, sales and business development 
at 24/7 Real Media in Toronto. E-mar-
keters should be lining up best prac-
tices and making sure any video they 
do put online is set up with the proper 
meta and title tags, Lancaster advises, 
so that when video search takes off, 
their stuff is ready for action.

Martin Byrne, Yahoo Canada’s dir-
ector of search marketing, says that 
all the portals with significant video 
platforms have had difficulty getting 
the video side of things off the ground. 
Why? Because of the complexities of 
advertising with online video in Can-
ada (see Coping with Copyright, p. 20). 
Re-purposing video for online use 
isn’t as easy as uploading an mpeg, 
with the need to secure online rights 
driving many marketers away. “Also, 
there is no body of research to prove 
that it’s worth it versus buying ban-
ners, for instance,” he adds. Until that 
happens, Byrne says, there will be a 
tempered enthusiasm for video adver-
tising.  –PAUL-MARK RENDON

SEO for Video

Using your existing audience to share content can be a great way to get free traffic, 
but how do you make the most of it? 

Step one is to educate yourself about what’s hot on social media barometers like 
digg.com, reddit.com and technorati.com, sites that publish links and info-snippets 
based on what users gravitate to online. Because users dictate the content, it tends to 
fall into the entertainment realm, is quirky and funny or really newsworthy, says Mike 
Sharma, director of interactive at Zig Toronto. “You can’t really manufacture a YouTube 
or a digg.com pickup. Many have tried. The strategy is to monitor what’s happening 
on those sites in relation to your brand, to give you a better understanding of what 
those users want to read about, and the attitudes of your consumers in general.” 

If you’re stuck on the sideline, however, there are ways to get in the game. Mak-
ing a blog part of the publishing agenda or website can help an advertiser gain 
a foothold in social media circles. Adding a “comments” section will do likewise, 
as well as sharing content on social networks like Facebook. Basically, says Byrne, 
take advantage of all the add-ons that blog publishers like Wordpress and Mov-
able Type offer users as a way of “tagging” content. Another easy avenue is to 
make use of bookmarking sites like del.icio.us, “It’s all about the tagging info,” 
Byrne says. “It also depends on your platform and the uploading protocol. Take 
advantage of the tools made available to make your content as visible as possible.” 
 –PAUL-MARK RENDON

Playing Tag
Harness the power of social networks for SEO

16    NOVEMBER 2007

Canadian Online Advertising Revenue 
by Advertising Vehicle

	 2006		 2005	 CHANGE

Display $364M $230M +58%

Search $353M $197M +79%

Classifieds/Directories $273M $124M +120%

E-mail $20M $11M +82%

Total $1.01B $562M +80%

SOURCE: INTERACTIVE ADVERTISING BUREAU OF CANADA

“People need to realize the importance of search as it relates  
to offline media. One in five Canadians are watching TV and 
browsing at the same time, so the power of offline can really 
drive online behaviour”



Tom Cuthbert calls click fraud “the new spam.”
The president and CEO of Click Forensics, an Austin, Tex.-based firm that helps 
advertisers steer clear of fraudulent pay-per-click traffic, says click fraud is on 
the rise. According to the company’s Click Fraud Index, which monitors and 
reports data collected from more than 4,000 online advertisers, the overall 
industry average click fraud rate during the second quarter of 2007 was 15.8%, 
up from 14.1% in the comparable period of 2006. “It’s getting worse, not better,” 
Cuthbert says, citing an increase in “botnet” activity, in which online fraudsters 
gain remote access to computers and order them to engage in click fraud. 

A new metric from Google called Pay-Per-Action or Cost-Per-Action, has some 
in the industry believing it may be a way to solve the click fraud problem, espe-
cially on content networks like Google’s AdSense or Yahoo! Publisher, which 
have a financial incentive to generate as many clicks as possible. Rob Kniaz, 
Google’s product manager for AdWords Pay-Per-Action in Mountain View, Calif., 
says the new metric, currently in its beta version, wasn’t prompted by industry 
concerns over increased click fraud, but rather through customer feedback 
saying that advertisers simply wanted more conversions. “It ties ROI closer to 
the advertising spend because they pay only when action is taken.” 

What action exactly? That’s left up to the advertiser. It could be as simple 
as signing up for a newsletter or as specific as making a final purchase. Content 
publishers can also choose specific PPA ad units that are relevant to their site. 
Google’s only proviso for using the new model is that an advertiser must have 
received more than 500 conversions through a cost-per-click or cost-per-
thousand impressions (CPM) campaign in the past 30 days. The service was 
made available to Canadian companies in beta format in June, 2007. No official 
launch date is set, Kniaz says, adding that the company will wait on feedback 
from the advertiser community before going ahead with a full launch. 

Click Forensics’ Cuthbert calls PPA “a viable measurement,” but says it still 
won’t replace pay-per-click so long as click fraud is contained. “The reality is 
that pay-per-click is still a terrific way of measuring.”  –PAUL-MARK RENDON

The Click Fraud Question“You have to watch both sides of the house,” 
Lancaster says. “I certainly think that this 
holistic approach is something that is too 
often ignored in this marketplace. The trend 
of people looking at search as a real discipline 
is a positive one, though.”

Strategies to raise a site’s rank on an organic 
search largely remain the same, with the amount 
of in-bound links being the biggest factor, says 
Lancaster, who also suggests it makes sense to 
take a good look at how your site’s pages are 
constructed and how various URLs are set up. 
“Are they clean, flat-looking? Those that are 
really long, with millions of numbers and punc-
tuation marks won’t be so attractive. Clean 
URLs tend to be more crawlable,” he explains, 
adding it doesn’t hurt to pound the pavement 
and reach out to other sites to offer link exchan-
ges. The more legitimate the site, the better; 
getting onto government websites, for instance, 
can do wonders for your ranking, he says.

Mike Sharma, director of interactive at 
Zig Toronto and the former head of Micro-
soft’s sales and partnerships division, says he’s 
noticed a disturbing trend among e-market-
ers who ignore their offline advertising. 
“People need to realize the importance of 
search as it relates to offline media. One in 
five Canadians are watching TV and brows-
ing at the same time, so the power of offline 
can really drive online behaviour,” he says. 
“To be honest, I think it’s overlooked.”

As a hypothetical example, Sharma cites a 
flower retailer who may logically focus its paid 
search budget on non-branded keywords like 
“flower,” “bouquet,” or even terms like “Valen-
tine’s Day,” altogether ignoring a tag line or 
special promotion featured in their offline 
advertising. “It’s a little bit of extra work, but if 
(consumers) search for you and end up getting 
your competitors, that can be devastating.” 

The focus on individual consumers and their 
personal search habits has been a tough slog for 
all the major online advertising networks. Sharma 
says a recent MSN study found that it took the 
average consumer about 15 minutes to find a 
relevant result during generic searches. While 
Google and many of its competitors offer end-
users drop-down histories of past searches, pin-
ning down exactly what they mean when they 
type the word “pool,” for instance, can still be 
difficult to determine. “Do they mean pool as in 
swimming pool or pool as in billiards, or maybe 
even a sports betting pool?” Sharma says.

As that technology improves, Yahoo’s Byrne 
says the search market will only continue to 
grow. Canadians enter 33 million search quer-
ies a day and counting, more than half of them 
seeking out commercial products and services. 
“In Canada, our bias is that people should be 
more bullish,” he says.
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A decade ago, placing an ad in a video 
game meant finalizing campaign 
materials a year or more before the 

game’s release, with no concrete way of track-
ing results once the game hit store shelves.  

But the growth of PC game software and 
online consoles (see “Record Growth, p. 19) 
has transformed the industry. Today’s in-game 
ads can be inserted and updated in real time, 
allowing the delivery of time-sensitive promos 
and giving advertisers the freedom to shift 
gears midstream. Advertisers can track the 
length of ad exposure and even a player’s 
viewing angle–whether, for example, a gamer 
playing Tony Hawk’s American Wasteland 
jumps up to ride the ledge just virtual centi-
metres from an elevated billboard or if the 
player simply eyes the billboard from the 
ground. (Try figuring out how people view  

billboards in real life!)
And perhaps most significant, ads can be 

targeted to reflect the user’s time of play, demo-
graphic and even location as in the recent 
Sympatico/MSN campaign in Need for Speed: 
Carbon, which ran French ads for Quebec-
based gamers and English versions for players 
in other provinces. The ads were served into 
areas where gamers would see them in real 
life, like roadside billboards and posters. 

The wealth of information available about 
players is astounding. “If you want to target 
females 18 to 24 in the Toronto area during one 
month of the summer, that’s (now) possible,” 
says Lucile Bousquet, marketing director of 
Montreal game development giant Ubisoft 
Canada. “It’s very rare to have as much informa-
tion when you use (other) media; you can really 
go deep” with video game advertising.

The industry is soaring as more advertisers 
realize the potential of in-video game adver-
tising. A recent report from research firm 
eMarketer estimates that worldwide advertis-
ing spending on static, dynamic and product 
placement ads in video games will nearly 
double to US$1.9 billion in 2011 from $1 bil-
lion in 2007. The Yankee Group predicts the 
number of games containing ads will double 
between 2007 and 2008.

And the type of ads is changing–it isn’t just 
signage in the form of animated billboards in 
the background, but can also include a char-
acter driving a specific vehicle, which puts the 
brand right in the middle of the action. The 
industry is also working on ad formats that 
mimic real life, such as audio messages being 
streamed in the “radio” of a car in a video 
game. Parks Associates predicts that such 

Are You 
Game?

A devoted and growing audience, improving metrics and smarter brand integration. 
What’s not to love about in-game advertising?  BY SUSAN CATTO

Worldwide Video Game Advertising Spending, 2006 – 2011 (millions)

NOTE: Includes static, dynamic and rich media in-game ads; product placement/integration and advergaming; excludes mobile games
SOURCE: eMarketer, APRIL 2007

2006

2007

2008

2009

2010

2011

     $692

     $1,003

     $1,330

     $1,658

     $1,855

     $1,938



dynamic in-game ads will make up 84% of 
the market in 2012, compared to just 27% in 
2006. The richer opportunities are attracting 
new players such as Google, which plans to 
sell inventory in online games and allow pub-
lishers to collect some of that revenue. 

Improved metrics are converting even cau-
tious advertisers to the gaming medium. July 
2007 saw the launch of Nielsen GamePlay 
Metrics in the U.S., a service that electronic-
ally tracks console and PC game usage. Their 
data integrates the gamer’s information–who 
is playing what, for how long and how often–
with demographic and household informa-
tion. (Data collected in June 2007, for 
example, found that Nintendo’s Wii users in 
the U.S. are more likely to have a household 
income of at least US$100,000, that usage 
peaks at 8 p.m. and that players average 57 
minutes per gaming session.) 

Nielsen GamePlay Metrics has partnered 
with Sony Computer Entertainment America 
to develop an advertising measurement system 
for console games; a similar agreement 
between Nielsen Entertainment and in-game 
advertising firm IGA Worldwide will study 
ad effectiveness in PC games.   

Massive Incorporated, the video 
game advertising network (and 
Microsoft subsidiary) which has 
placed dynamic and static ads from 
about 30 Canadian advertisers in 
its stable of games, is already accus-
tomed to measuring ad effective-
ness. “We repeatedly heard that 
marketers want to make sure they’re 
reaching enough of an audience, 
with more than one title, and they 
wanted to have measurement,” 
explains Alison Lange Engel, mar-
keting director of Massive/Micro-
soft in San Francisco. In a 
company-commissioned study of 

the effectiveness of the Pontiac G5 campaign 
in Need for Speed: Carbon, for example, Canad-
ian Xbox 360 and PC gamers showed a 100% 
increase in brand familiarity, a 79% increase 
in brand rating and a 68% increase in purchase 
consideration compared to gamers who had 
played an ad-free version of the game.

The numbers are impressive, but it’s the 
access to a desirable demographic that holds 
even more appeal to some advertisers. Mini 
Canada advertised the limited edition Soho 
and Rallye Mini Cooper in 23 popular games 
last fall. “A lot of our target group are really 
hard to reach–they’re the kind of people who 
disdain traditional advertising,” says Jeanne 
Northcote, managing director of The Media 
Company, which designed the campaign (with 
creative developed by Taxi 2). But she says this 
target is open to video game ads because the 
ads are usually well integrated into the game, 
rather than being “offensive” or “intrusive.” 

As advertisers seek innovative tactics to reach 
consumers, they are moving beyond the one 
game/one product model. Ubisoft Canada 
recently showcased a suite of Dodge Chrysler 
cars in a range of games, with ads chosen to 
match a particular game’s setting and user 

demographic. Tom Clancy’s Rainbow Six Vegas 
promotes the biggest cars, like the Calibre, the 
Nitro and the Durango; Tom Clancy’s Ghost 
Recon Advanced Warfighter 2 features the 
Dodge Avenger; and the Chrysler 300C was in 
Tom Clancy’s Splinter Cell: Conviction. 

“We’re trying to offer something integrated, 
with all the marketing behind it,” says Ubisoft’s 
Bouquet, “and not just product placement.” 

SUSAN CATTO IS A TORONTO-bASEd WRITER.
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If you think video games are strictly the 
province of pimply-faced young men, think 
again. According to Canada’s Entertain-
ment Software Association (ESA), males 
18-44 make up just under 25% of gamers. 
That’s fewer than the total number of play-
ers under 18 (31%), and about the same 
percentage as those over age 50. In fact, 
38% of Canadian gamers are female.  

ESA research shows more than seven 
out of 10 Canadian households own a 

game console or use their PC to play 
games. While console games draw more 
young male players, casual multi-player 
online games (non-violent games such 
as bejeweled or card games) are increas-
ingly prized by marketers for their strong 
female base. According to a 2006 study 
by Information Solutions Group for Pop-
Cap Games, three out of four worldwide 
players of casual games are female. Cas-
ual gamers skew older, too, with 24% in 

the 40-49 range and 28% in the 50-59 
range.  

And lest we forget the children, a recent 
report by the Canadian non-profit Media 
Awareness Network noted–with consider-
able disapproval–that “nine out of the 10 
most popular websites for Canadian boys 
ages 9–10, and six out of the 10 most popu-
lar websites for ages 11–12, are commercial 
websites that feature product-related 
advergames.”  –SUSAN CATTO

The Players

The video game industry is on track 
for a record year. Total Canadian retail 
sales of video games topped US$498 
million for the first half of 2007, a 61% 
increase over the same period in 2006, 
according to NPd Group.

Sales of hardware (consoles and 
portable gaming devices) reached 
US$205 million during the first six 
months of 2007, representing a 111% 
increase over the same period in 2006. 
Hardware sales have been lifted by the 
debut of next-generation consoles 
which, because they are connected to 
the Internet, offer games people can 
play with others around the world. 

With video game and hardware 
sales combined with playing acces-
sories, the Canadian video game mar-
ket is on track to break a record: more 
than $1 billion in sales expected in 
2007, compared to $933 million in 
2006 and $765 million two years ago. 
 –CHRIS dANIELS

Record Growth
Mini included billboards in a True Crime 2 New York City media buy



As anyone who’s ever made an online 
advertising buy knows, the devil is in 
the details. Crossing t’s and dotting 

i’s isn’t just a part of the day’s work–sometimes 
it’s the only thing that really matters. And as 
more online advertising features video and 
music, or websites are launched that include 
syndicated articles, there’s no excuse for not 
knowing the ins and outs of digital rights 
management. For those still wrapping their 
heads around the issue, here are key points 
to consider when coping with copyright.

Plan and budget
Peter Farfaras, pre-sales solutions manager at 
MSN Canada in Toronto, says it all boils down 
to one thing: a good plan that takes into 
account the myriad permutations of an ad 
long before it ever lands in cyberspace. “When 
your (project) is still in the planning stages,” 
he says, “it’s important to have an outline of 
where the ad will eventually run.” 

Farfaras says an early indicator of whether 

digital rights will be an issue is whether your ad 
agency’s creative team has collaborated with the 
media planning department to hash out the most 
logical media buy. If that buy includes online, 
then it’s time to ensure the rights you have on 
the broadcast front are extended into the digital 
realm. “It’s all about being proactive,” he says.

To that point, Paven Bratch, chair of Toronto-
based online marketing services firm dthree, says 
he’s seen too many marketing plans go awry 
because budgets weren’t conceived with digital 
rights in mind from the start. “Sometimes clients 
shoot funny commercials that really lend them-
selves as viral spots, “ he says. “But then when we 
go to the budgets, we’ve found we’re hamstrung 
because they don’t have the cash to pay for extra 
talent fees. Clients just aren’t sitting down and 
thinking about what the economic value is behind 
paying an extra hundred grand for talent fees.” 

On the Internet, where scoring hundreds of 
thousands more views can be as simple as add-
ing video to a marketer’s existing website, he 
says not thinking ahead can be a costly mistake. 
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Useful Websites

musique.gc.ca: for all questions regard-
ing the music industry in Canada, includ-
ing questions on copyright.

actra.ca: ACTRA’s national website, 
complete with updates on bargaining 
talks for the industry.

uniondesartistes.com: Represents 
French-speaking performers.

socan.ca: The Society of Composers, 
Authors and Music Publishers of Can-
ada, which weighs in on all matters 
concerning music copyright.

sodrac.ca:  Société du droit de repro-
duction des auteurs, compositeurs et 

How to navigate the thorny issue of digital rights  BY PAUL-MARK RENDON

Copyright
Copingwith



“The potential is huge, but it’s not always built 
into budgets, and they end up missing oppor-
tunities to leverage great material in a low-cost, 
high-distribution channel like the Internet.” 

Rights to syndicate articles like the ones 
published by magazines such as Chatelaine.
com are automatically obtained if authored by 
staff who write for the book’s print version. The 
issue, says Mirabel Palmer-Elliott, group direc-
tor for audience development for Rogers Media, 
Digital, surfaces when content from freelance 
writers and artists must be considered. Palmer-
Elliott sees syndicating content to third-party 
sites as a way to promote a magazine and drive 
traffic to its website–which some publishers 
already write into their contracts with freelan-
cers. But legal concerns have served to hamper 
adoption of the practice across the publishing 
industry, and until the worries at the senior 
management level dissipate, the process con-
tinues to be mired in red tape.

Consider all the angles
Whether it’s video you’ve created in-house or a 
piece of music you’d like to make available to 
the general public as a download, when it comes 
to ensuring your copyrights aren’t infringed, 
stay conservative, says Marcus Bornfreund, an 
intellectual property lawyer in Toronto who 
also works as project lead for Creative Commons 
Canada, an organization designed to provide 
royalty-free, alternative copyright licensing 
generators for content creators. 

Those seeking copyright can choose the 
sort of licence they need depending on how 
restrictive they want to make their creation. 
Restrictions can include whether to allow it 
to be used for commercial purposes, or whether 
they want it made available for derivative works. 
“Basically, the licence an advertiser uses for 
their work must allow for the use they foresee,” 
he says. “You can always make it less restrict-
ive, but (once copyright is in place) never more 
restrictive. Once the horse is out of the barn, 
it’s impossible to reign it back in.” 

Adding a “forward-to-a-friend” feature or 
making a track downloadable to your iPod to 
encourage pass-along is fine as long as the 
type of copyright you’ve secured allows for 
it. That also means advertisers who don’t want 
the creative they have online to be borrowed 
or manipulated in any way, have to have a 
copyright licence that explicitly says so. Real-
izing it after the fact is too little, too late. 

When in doubt, call ACTRA
In late June 2007, the Alliance of Canadian 
Cinema, Television and Radio Artists (ACTRA), 
the national union for Canada’s 21,000 English-
speaking professional actors and performers, 
voted overwhelmingly to extend for one year 

the National Commercial Agreement it has 
with the Institute of Communication Agencies 
(ICA) – formerly the Institute of Communica-
tions and Advertising–and the Association of 
Canadian Advertisers (ACA). Currently, says 
Stephen Waddell, ACTRA’s national executive 
director, that agreement means performers in 
ads that go on a marketer’s website are paid the 
equivalent of whatever fees they earned for the 
broadcast rights. And if the video is deployed 
to more websites, the advertiser pays additional 
session fees, depending on how many sites the 
video is to appear. 

The one-year extension, Waddell says, will 
give ACTRA and its counterparts time to 
study alternate ways of compensation. He 
concedes the current model can make some 
advertisers cringe at the thought of putting 
ads online. “It can get expensive,” he says. 

If you’re a marketer and want to air an 
ad–that features ACTRA talent–online, then 
the costs are fairly simple to calculate, but can 
add up quickly. The current collective agree-
ment between the union and bodies such as 
the ICA and the ACA states that actors are to 
be paid the equivalent of whatever was paid 
in session fees (usually an hourly rate that 
depends on the calibre of acting talent), for 
the rights to use the spot online for one year. 
If you want it to run longer, additional session 
fees will apply. Creating an ad that will also 
be used online means you’ll have to at least 
double your talent budget to clear the rights.

Despite the costs, international trends indi-
cate the payoff potential is great. The New 

York-based Conference Board last year released 
statistics stating more than two-thirds of online 
consumers log on daily for entertainment pur-
poses, and one in 10 online consumers watched 
TV broadcasts via the Internet, citing personal 
convenience and avoidance of conventional 
commercials as the top reasons. 

In Canada, however, online video has 
stumbled out of the gate. Dominique Forest, 
general manager of digital media and e-com-
merce for Quebecor in Toronto, says revenues 
for online video in Canada ring in at less than 
1% compared to broadcast. “It’s actually closer 
to 0.2%, so I shouldn’t have to pay more than 
that percentage to talent, otherwise we’re build-
ing a cost versus revenue structure that’s sim-
ply unsustainable.” Forest adds that many 
advertisers creating content strictly for online 
purposes usually hire non-unionized talent, 
a move further complicated when working 
with advertising agencies which, as ACTRA 
signatories, promise to only use ACTRA talent 
in the ads they make. “The cost is very high 
and that’s why video advertising online is so 
behind the U.S. It’s also very complicated, 
sorting your way through per usage rights, per 
domain rights–it’s all a little prohibitive.”

A CRTC hearing was scheduled this fall 
on the subject of straightening out online 
rights issues. Forest says the chances of arriv-
ing at a quick solution are slim. “Where do 
you put rules in an environment that’s inter-
national? One that you can’t control?” For 
advertisers, the eventual answer could have 
widespread implications.

National advertisers need to know the ins and outs of unions and representative 
organizations in both English and French-speaking Canada.

Because copyright laws are governed at the federal level, a tussle in Quebec 
will encounter the same treatment as one in any other province. But when it comes 
to dealing with unions, it is the Alliance of Canadian Cinema, Television and Radio 
Artists (ACTRA) which represents professional performers in English-speaking 
Canada, while in Quebec French-speaking performers are represented by the 
Union des artistes (Uda).

In terms of music copyright, English Canada is overseen by the Society of 
Composers, Authors and Music Publishers of Canada (SOCAN), while in Quebec 
advertisers deal directly with SODRAC (Société du droit de reproduction des 
auteurs, compositeurs et éditeurs au Canada). 

Dominique Forest, general manager of digital media and e-commerce at 
Quebecor in Toronto, says that acting talent for the English market in Canada 
faces much more competition than their Quebec counterparts. That English-
language competition is coming primarily from the U.S. where more agencies 
are sourcing talent. In Quebec, Forest says, a relatively closed market means 
unions have all the more negotiating power.  – PAUL-MARK RENDON

Understanding the Unions
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How to navigate the thorny issue of digital rights  BY PAUL-MARK RENDON

Copyright
Copingwith



The kiss of death for any advertiser in 
e-mail marketing is for their communi-
cation to be identified as spam. Yet a 

report from Ipsos Reid found Canadians are 
receiving more spam than ever. 

Canadians report getting an average of 
206 e-mails every week, a 26% increase over 
2006, according to “Email Marketing 2007: 
Spam or Marketing–Do Canadians Know 
the Difference?” Of those e-mails, a signifi-

cant number are from unsolicited 
senders: The average number of 
spam received by any one person 
in a given week has skyrocketed 
to 130 from 86 in 2005. In Que-
bec, respondents said they received 
an average of 101 spam, lower than 
the national average but Quebec-
ers also report receiving fewer e-
mails overall. 

It seems consumers have broad-
ened the definition of spam. The 
messages people deem to be spam 
are no longer just the variety 
promising low mortgage rates or 
an improved sex life. An independ-
ent study on consumer e-mail 

attitudes commissioned by GOT Corporation 
reveals that 84.4% of respondents preferred 
not to open an e-mail that was not relevant 
to them. 

“That means it doesn’t matter how much 
permission customers give to an advertiser, 
they will still junk it if the content isn’t rel-
evant,” says Luc Vezina, vice-president of 
marketing and product management at GOT, 
a Montreal firm providing permission-based 
e-mail products to companies like Astral 
Media, eBay and West49. “The new defin-
ition of spam includes messages that are not 
relevant–that is the measure by which con-
sumers today sort through their inbox.” 

Enterprising advertisers, says Vezina, have 
moved beyond just touting their opt-in and 
privacy practices. To create a long-term rela-
tionship with consumers, advertisers can no 
longer deploy e-mail as a cheap way to blast 
a message to a lot of people. They need to 
segment and personalize their messages to 

Smarter
Marketers are making e-mail more relevant by combining segmentation 
and personalization  BY CHRIS DANIELS
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Air Canada redesigned and renamed its e-newsletter My webSaver 
to boost customer activity and retention



specific demographics within their databases. 
While this kind of rich segmentation demands 
greater forethought and investment, it can 
also yield returns worth the extra investment 
and far above industry norms. 

Just consider West49, a retailer which pre-
viously promoted its snow, skate and street 
wear fashion by delivering the same message 
to its permission-based e-mail database–
addresses mostly collected from its core target 
of youth 10 to 18. West49 pulled addresses 
that belonged to members of its loyalty pro-
gram from its 75,000-strong database, since 
the loyalty members tend to make purchases 
more frequently than the average customer. 
By sending messages based on their purchase 
history, West49 doubled its open rate among 
this group to 40%, says Brent Laderoute, 
advertising and creative director of Burling-
ton, Ont.-based West49. Another important 
metric was the click-through rate, which 
increased to about 20% from just 6%. Now 
the retailer also segments based on gender 
and location. “E-mail marketing is like a 
compromise between sending out one mes-
sage to everyone, which is maybe efficient 
but not effective, or sending out a single mes-
sage that is very effective but not very effi-
cient,” says Laderoute. “It is about finding 
that right balance in between.” 

West49 has also tracked e-mail campaigns 
to in-store purchases. For a back-to-school 
campaign, West49 compared in-store trans-
actions among the loyalty segment who did 
receive e-mail communications versus those 
customers who did not. The loyalty segment 
who received the e-mails spent on average 
just over 22% more than those who did not 

receive the e-mails. “We could see a direct 
correlation between the product they clicked 
on in the e-mail to the one they actually  
purchased in-store. It is all about relevance 
for us,” says Laderoute. “We used to send e-
mails out and hope for the best. Now it has 
become an important part of the marketing 
mix and treated as seriously as national TV 
and radio.” 

Air Canada has redesigned and renamed 
its electronic newsletter My webSaver to 
increase customer activity and retention by 
creating a level of customer-controlled rel-
evancy. The Montreal-based airline has 
invested in a robust database that allows sub-
scribers to receive information based on the 
location of their choice, so that a subscriber 
living in Nova Scotia seeking a trip to Win-
nipeg can easily be provided with information 
about flights between those cities. 

Wayne Carrigan, vice-president of client 
strategy at Toronto-based e-mail service pro-
vider ThinData, says customization has par-
ticularly paid off in French Canada, “which 
has outpaced English Canada in terms of 
open and click-through rates.” 

He says that’s likely because the French 
Canadian market isn’t accustomed to person-
alized communications in their language. 
“You can’t take a campaign designed for Eng-
lish Canada and just think it will work with-
out proper language and taking into 
consideration cultural differences.” 

Adds Mark Sniderman, Air Canada’s market-
ing manager, communications, for North Amer-
ica: “By giving customers choice, webSaver 
inspires continued loyalty and trust. It allows us 
to build and retain an interested audience.”  

The subject line is one of the most important aspects of an e-mail campaign because 
it helps the recipient decide whether or not to open the message. By testing differ-
ent subject lines, advertisers can dramatically increase key metrics. 

In an e-mail campaign, retailer West49 tested two subject lines: Group A’s read “Hey 
[first name of contact], Gr8 Gifts, 3 Contests, Online Flyer...”, while Group B’s subject 
line read “Hey [first name of contact], 1 week left to Enter to Win your Wishlist.”

Twenty-four hours after sending the e-mails, Group B outperformed Group A: 
The open rate for Group B was 27% compared to 8.2% for Group A, while the 
click-through rate for Group B was 12% compared to 2.3% for Group A.

“Your subject line has a lot to do with what will happen next,” says Brent 
Laderoute, advertising and creative director, West49. While he has different theor-
ies as to why Group B performed better, West49 may never have known without 
testing in the first place. 
 –CHRIS DANIELS

What’s Your Line?
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RSS: The Spam-
free Solution? 

Is Really Simple Syndication (RSS) a way 
to sidestep crowded in-boxes and deliv-
erability hiccups such as spam filters? 

RSS allows consumers to receive con-
tent without it being delivered into their 
e-mail inboxes. Users can either down-
load a newsreader or locate their browser-
based RSS tool and then subscribe to a 
feed, usually free, that delivers informa-
tion directly to their desktop. “It is a 
powerful platform, especially as we move 
to an online environment that is com-
pletely customized to the user,” explains 
Mitch Joel, president of Montreal-based 
agency Twist Image. “Consumers sub-
scribe to the content of their choice and, 
since a feed comes directly from the mar-
keter, it is completely spam-free.” 

Elmer Sotto, director of marketplace 
development at eBay Canada, thinks RSS 
can be an effective way to reach valuable 
targets–particularly customer segments 
who value the information you are send-
ing in an uncluttered delivery mechan-
ism. EBay Canada offers RSS feeds that 
provide information about, for instance, 
hot product categories without enough 
inventory, which target the 350,000 Can-
adians who rely on eBay’s service as their 
primary or secondary source of income; 
updates on auctions targeting eBay buy-
ers and sellers who use the service more 
as a hobby; and industry news and 
trends, targeting developers who create 
transaction applications for eBay. “As 
users become even more entrenched in 
communicating with your brands, con-
sumers will transition to RSS,” says Sotto. 
“It also creates a more intimate, highly-
relevant communication.” 

For now, RSS lags significantly behind 
e-mail in terms of usage. According to 
a 2006 Advertising Age report, 12% of 
consumers have accessed an RSS feed–
but only 3% do so on a regular basis. 
Still, if advertisers have learned anything 
about digital media, it is that consumers 
like and demand choice. That’s why 
Joel, for one, believes RSS should be 
considered a complement to communi-
cations like e-mail, not a replacement–
at least not yet.  –CHRIS DANIELS



Dan Entin had Monday, August 20, 2007, circled 
on his calendar for quite some time. The senior 
product manager for Internet and wireless at Zagat 

Survey, the New York-based restaurant guide, was looking 
forward to the launch of Zagat.mobi, a milestone that 
would put Zagat in the pocket of almost anyone with a 
mobile device.

It’s a service, Entin says, that simply made sense for 
the company to offer. Now, diners can search a database 
of thousands of restaurants from Texas to Turkey, browse 
for bars, hotels, party spots and the like–all from the 
convenience of their mobile phones.

It wasn’t just the growing interest in the mobile web 
that prompted Zagat to commit to the new media. “The 
trigger for us was that the mobile advertising marketplace 
had really reached a critical mass, to the point that we 

were confident we could monetize it.” Zagat.mobi 
launched with the Visa Signature credit card as its first 
sponsor. Banner ads and similar advertising inventory 
will likely be offered in the future, Entin says.

Canadian companies are embracing the potential of 
mobile web. There are more than 600,000 registered .mobi 
sites worldwide, and Canadian-based companies are among 
the world’s top five developers of them, according to Michael 
J. O’Farrell, chair and executive director of the dotMobi 

The Web to Go
Mobile web is the next big thing. Is it right 
for your brand?  BY PAUL-MARK RENDON

“The trigger for us was that the mobile advertising 
marketplace had really reached a critical mass, to the 
point that we were confident we could monetize it”
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Advisory Group (MAG), a Toronto-based indus-
try consortium created to develop and share 
best practices. 

Approved in 2006, .mobi is a new domain 
reserved strictly for mobile sites. One of MAG’s 
goals is to foster the digital suffix as a consumer 
trustmark. “Mobile handsets are the most per-
sonal communications media out there. You 

might not carry them with you all the time but 
you don’t really turn them off, and you have 
access to them 24 hours a day, seven days a 
week. They’re the most sticky medium,” 
O’Farrell says.

There’s clearly a great deal of room to grow. 
According to market research firm IDC, 1.3 
billion people worldwide are expected to have 
a mobile device by next year.

Marketers who are keen on the potential 
of the mobile web are asking questions about 
functionality across the myriad handset mod-

els on the market, the hard costs involved in 
developing and maintaining mobile web, and 
exactly how to measure success. 

O’Farrell says functionality across different 
handsets isn’t really a big hurdle. Sites are built 
to automatically recognize the type of phone 
based on the IP connection, so whether you’re 
logging on from a basic, no-frills handset or a 
top-of-the-line iPhone, the site does the heavy 
lifting, figuring out what sorts of images your 
phone can display and what kinds of features it 
can handle. “It’s a lot like call display,” O’Farrell 
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Even before Apple unveiled its iPhone in the U.S. this past 
summer, the hype was already in full swing. Lineups at Apple 
retail stores had formed well in advance of the June 29 launch, 
rivaling the camp-out queues usually reserved for the release 
of Harry Potter books.

The svelte handset–which packs everything from a video 
and web interface, to an e-mail device, a 30GB iPod and a 
revolutionary tracking screen–was sold out at most stores. In 
a market led by brands such as Nokia and Motorola, the two 
largest handset makers, it was a launch most marketers can 
only dream about, raking in an estimated US$186 million in its 
opening weekend. Sales of iPhone units were expected to hit 
the one-million mark during the third quarter of 2007.

Of course, there was that stumble in September when, in 
an effort to goose holiday sales, Apple slashed the price of 
the 8-gigabyte model to $399. Naturally, that didn’t sit well 
with anyone who had paid $599, even though Apple offered 
those customers a $100 store credit.

Still, there’s no denying that the iPhone launch was a water-
shed moment for mobile website marketers. “The cool thing 

the iPhone did was create awareness among consumers that 
their phones could surf the web,” says Michael J. O’Farrell, 
chair and executive director of the dotMobi Advisory 
Group. 

O’Farrell says many mobile phone users still aren’t aware 
their handsets give them access online, but the publicity 
around the iPhone’s capabilities changed that. 

The iPhone also spurred handset competitors to develop 
a range of new smart phones that are slimmer, sleeker, lighter 
and packed with all-in-one capabilities: Motorola’s Q smart 
phone; Research in Motion’s BlackBerry Pearl which is mar-
keted more for consumer than business use; Samsung’s Black-
Jack; and Palm’s Treo 750. 

What’s particularly noteworthy about the iPhone launch 
is that it is the first phone not to operate on a carrier’s WAP 
deck, the walled-in garden of content on the carrier’s server, 
says Derek Colfer, vice-president mobile strategy at Toronto’s 
Jambo Mobile. “The iPhone is bypassing the carrier model,” 
he says. “It’s a complete paradigm shift in the landscape.”  
 –PAUL-MARK RENDON  

The iPhone Effect

Activities on the Cellular Phone – Summary

	 Sept.	06	 May	07

Sent a text message 38% 48%

Took a photo with your cellphone 28% 38%

Played a game on your cellphone 21% 26%

Downloaded a ringtone 16% 17%

Used the browser on your cellphone 16% 20%

Listened to music with your cellphone 9% 14%

Watched a video <2 minutes in length 7% 12%

WITHIN LAST MONTH  
BASE:OWN CELLULAR PHONE 
SOURCE: SOLUTIONS RESEARCH GROUP 2007-Q2 REFERENCE DATABOOK – JUNE 07

Zagat.mobi launched in August with Visa Signature 
as its first sponsor
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Want to catch the latest episode of Heroes on your mobile 
phone? You might be in for a bit of a wait. Access to video 
and television on your mobile phone is still largely in the 
wait-and-see phase, at least in Canada. 

Countries such as Japan, South Korea and the United King-
dom have recently started offering special digital TV broadcasts 
for mobile handsets, but in Canada the hurdles include high 
costs for end-users. In April, 2007, Rogers Communications 
launched the country’s first wireless video-calling feature, 
allowing users to see each other via their phone’s camera dur-
ing a call, and also included access to top YouTube.com video 
clips. Analysts questioned potential uptake and cited general 
reticence on the part of consumers who were afraid to find 
out what the service would mean for their monthly bills. 

Derek Colfer, vice-president mobile strategy at Toronto’s 
Jambo Mobile, agrees. “Carriers need to sort out their pricing 
models before video really has a chance to take off,” he says, 
adding 3UK, a United Kingdom-based carrier, recently gave 
its customers unlimited access to mobile video content for the 
equivalent of about $10 per month. He says a similar deal would 
have to be struck here for the needle on video to move. 

 – PAUL-MARK RENDON

The Verdict on Video
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says. “Once I know the kind of phone you’re on, I can deliver the right 
service back.”

The costs of developing a .mobi site can range anywhere from a few 
thousand to more than $100,000, depending on how rich you want 
the site to be, says Derek Colfer, vice-president of mobile strategy at 
Toronto-based Jambo Mobile. For instance, a shopping cart function 
will be more expensive to build than simply making brochures down-
loadable. “There really are no widgets for this out there,” Colfer says. 
He adds that ensuring your mobile site is accessible from both desktop 

PC and cellphone (i.e. web and WAP-enabled), really isn’t necessary.
Before going to the effort of creating a .mobi site, Zagat’s Entin 

suggests marketers first ask whether their customers really need the 
application. According to Colfer, .mobi sites work best for companies 
that deal with time-sensitive information or that deal in fast-moving 
consumer goods. 

“This isn’t an enterprise application where you have to jump in 
with a million dollars and hope for the best,” Entin adds. “You can 
take baby steps. Get feedback. Test the waters and do user testing. 
The mobile web definitely is a place where it makes sense to take 
a measured approach.”

“You can take baby steps. Get feedback. Test 
the waters and do user testing. The mobile 
web definitely is a place where it makes sense 
to take a measured approach”
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CASE STUDY: Deal or No Deal Canada

COMPANY: CanWest Interactive/canada.com

BACkgrOuND
In February 2007, Global Television launched Deal or No Deal 
Canada (DONDC), the all-Canadian version of the very popular 
American game show, to much anticipation:
• The American series was already an attractive property 

for advertisers with the U.S. version placing consistently 
among the top 10 shows;

• More than 100,000 Canadians applied online to compete on 
the program; 

• Host Howie Mandel’s return to his native country was the 
subject of a lot of media attention. 

Strategically, Global debuted DONDC’s first episode 
immediately following the Super Bowl, which was guaranteed 
to deliver a highly sought-after audience.

Key program sponsors/partners included the Pontiac Division 
of General Motors Canada, Rogers and Sunquest Vacations.  

OBjeCtiveS
• To drive sponsor brand awareness
• To integrate partner brands with the thrill and emotion of 

playing DONDC 
• To generate qualified leads among a mass audience of 

Adults 25-54

StrAtegY
The overall strategy integrated TV, Internet and mobile platforms 
to provide sponsors with high-impact engagement and interactive 
access to potential customers through opt-in components.

All integration elements and high-value prizing (each prize 
worth more than $25,000) were designed to generate brand 
interaction as viewers could engage in multiple ways: 
• watching TV 
• visiting the DONDC mircro-site on Globaltv.com, and
• texting in their votes to win.  

For example, Rogers provided a branded ‘red’ telephone  
used to deliver the Banker’s offers, with Howie mentioning the 
“…Rogers phone line” on-air while taking the critical calls. 

The CanWest online/mobile contest–Canada’s Case Game–
provided value-added integration opportunities for Pontiac 
and Sunquest Vacations as players competed to win one of two 
Pontiac vehicles or one of two Sunquest vacations for 12, given 
away in four of the five episodes.

MeDiA exeCutiON
Forty-five second spots ran at the beginning of each episode and 
Entertainment Tonight Canada correspondent Rick Campanelli 
introduced the Canada’s Case Game contest and the prize 

attributes for that evening. 
Fifteen-second promotional 
spots ran throughout the 
program to highlight the contest 
and partner prizing.

Online, viewers could also watch 
previously aired episodes, 
access exclusive behind-the-
scenes footage and learn more 
about the contestants and 
models through the co-branded 
micro-site.

Further promotion of the brands 
occurred the day after each 
show when the prizewinner was 
announced on ET Canada. 

And, each text entry to the 
Case Game received a custom 
“thank you” message back from 
that night’s Case Game prizing 
sponsor, providing further brand exposure. In the case of 
Pontiac, opt-in lead generation data was collected online.   

reSultS
• The text-to-win contest was so popular that the contest 

deadline was extended to allow all text entries to be received
• +550,000 of the +880,000 entries came from text entries 
• 330,000 entries came from the micro-site and globaltv.com
• Over 21,000 participants opted-in to receive more info from 

Pontiac, giving the sponsor access to the most interested 
potential buyers

• Rogers declared its involvement with the show to be a highly 
successful and effective brand awareness undertaking 
confirming its role as a clear communication provider

• Rogers also determined that brand awareness among program 
viewers was significantly higher than the norms and that an 
astounding number of respondents were able to recite Howie 
Mandel’s catch phrase, “Let me answer the Rogers Phone Line.”

CONCluSiON
The combination of mass reach TV with emerging mobile and online 
media produced outstanding results, exceeding all expectations.

The media integration brought the Rogers, Sunquest Vacations 
and Pontiac brands together into a high-visibility property 
while creating an interactive experience for the audience. 

Clearly, the contestants weren’t the only winners during Deal or 
No Deal Canada.  

ADVERTORIAL
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CASE STUDY: Behavioural Targeting

COMPANY: AOL Canada

WhAT is BehAviOurAl TArgeTiNg? 
You’ve probably heard about behavioural targeting for years, 
but only recently has it emerged as a competitive advantage 
for enterprising advertisers. Behavioural targeting allows 
advertisers to serve up relevant marketing messages to a highly 
targeted audience, based on their previous online activities and 
the websites they’ve visited. AOL purchased online advertising 
network Advertising.com in 2004 and through it, advertisers 
can leverage an extensive network of over 4,000 premium sites 
to reach specific audiences. 

hOW dOes iT WOrk? 
In its simplest form, an advertiser that serves an ad to 
prospects who have previously visited its website, is actually 
using behavioural targeting (BT) since the purchase of the ad is 
based on prior online behaviour. But BT also works in far more 
dynamic ways, depending on the ultimate goal of a campaign. 
Advertising.com uses BT to, for instance, help advertisers 
convert users who may have previously visited their websites, 
but did not perform the desired transaction (such as a purchase 
or e-mail registration). BT allows ads to be served up to those 
users on other websites the next day, two days later or even 
a week later. The technology can also be used to attract new 
customers, for example an automotive manufacturer which 
targets potential vehicle buyers based on the number and 
type of automotive sites they have visited. This strategy is 
particularly cost-effective since advertisers can reach this 
coveted audience without having to advertise on popular 
automotive websites with costly inventory. 

WhY use BehAviOurAl TArgeTiNg?
Ultimately, Advertising.com has found BT generates more 
conversions per ad with fewer clicks, meaning people who actually 
click on an ad that was served are likelier to convert. Recent studies 
from independent research houses also highlight the value of a BT 
buy. According to the JupiterResearch report “Effective Targeting,” 
88% of ad agencies that have used any type of BT in the past 
12 months are “very or somewhat satisfied.” That compares to 

56% of agencies that did not use BT who reported being “very or 
somewhat satisfied” with their advertising efforts over that same 
period. “While behavioural targeting is still a new form of targeting 
for online advertisers and content publishers, early adopters are 
demonstrating its significance, especially advertisers with long 
purchase cycles,” says Emily Riley, an analyst at JupiterResearch and 
lead author of the report. In fact, Advertising.com’s most successful 
campaigns to date are those that deployed some form of BT.

hOW else CAN Ads effeCTivelY reACh CONsuMers? 
Advertisers can take advantage of other customer targeting 
capabilities, including in combination with BT. 

demographic Targeting allows an advertiser to target campaigns 
across an entire network but only to those websites that index 
high against a particular target group. Advertisers can target 
based on a number of relevant factors, ranging from gender and 
age to marital status and household income. Avertising.com 
offers over 5,000 lifestyle traits that can be applied to a buy. 

geographic Targeting is particularly beneficial for advertisers 
promoting regional specials, or aiming to increase business 
in under-performing markets. By matching IP addresses to 
geographic locations, online campaigns can be targeted by 
country, province as well as city–and can even be drilled down 
to a specific area code.

siC Code Targeting enables advertisers to reach consumers 
with a desired job or industry category by targeting IP 
addresses that match specific SIC (Standard Industry 
Classification) codes, designed to create uniform descriptions 
of business establishments. SIC Code Targeting is particularly 
effective for advertisers in the business-to-business space. 

While the web offers the ability to reach a huge audience, 
innovations in targeting, particularly on the behavioural side, 
mean advertisers can also drill down and reach very specific 
audiences like never before. 

ADVERTORIAL
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CASE STUDY: ubisoft games

COMPANY: AskMen.com
BACkgrOuNd
Ubisoft is a leading producer, publisher and worldwide 
distributor of interactive entertainment products. The company’s 
impressive growth can be attributed both to its diversified line-
up of merchandise and to its numerous strategic partnerships. 

OBJeCTives
To generate awareness of, and anticipation for, the launch of four 
Ubisoft games: Tom Clancy’s Splinter Cell Double Agent, Tom 
Clancy’s Rainbow Six Vegas, Red Steel and Tom Clancy’s Ghost 
Recon Advanced Warfighter 2.

A goal of the campaign was to provoke maximum interaction 
with AskMen.com’s users via three core online objectives: 
• Drive awareness of the games;
• Engage the target consumer by replicating the sensation of 

playing the games;
• Dominate AskMen.com’s new gaming channel.  

The objective was to ensure that the voice and tone of the 
online campaign was unique, yet also synergistic with Ubisoft’s 
ad strategies in television, print and the web.

TArgeT
The target consumer for Ubisoft is the young professional, 18 
to 34, and influential within his circle of peers. This consumer 
keeps up on trends, has the money to spend on consoles, 
games and console accessories, and purchases games both 
online and in person. This target aligns perfectly with AskMen.
com’s core user who typically searches the site for information 
on fashion, cars, health, sports, entertainment and gaming.

sTrATegY
Four cutting-edge strategies were employed:
• The use of innovative ad creatives, unique to AskMen.com 

among all websites in Canada;
• The use of enormous ad placements on the homepage to 

mimic a giant billboard campaign;
• The creation of a dedicated feature area offering 

complementary content to the main campaign objectives;
• Ubisoft’s full ownership of the AskMen.com gaming channel 

for four months. This sponsorship included all ads within 
the index and inside pages of the gaming channel: the 
Mega-Roadblock, a feature link, masthead sponsorship, 
and big boxes above and below the fold (300x250 unit).

APPrOACh / CAMPAigN
To implement the strategy, AskMen.com assembled a campaign 
around five main components:
• The Mega-Roadblock: an ad unit, unique to AskMen.com, first 

used in Canada for the Ubisoft campaign. The Mega-Roadblock 
integrates a 728x90, 300x600 banner into the flashbox that is 
used to display a rotating index of the site’s daily content. The 

user can “activate” 
the ad unit by clicking 
on any part of the 
banner. This launches 
a display that 

spreads over all three panels (the two segments of the banner 
and the flashbox) to create a larger-than-average video window 
to broadcast the Ubisoft commercials.

• The Roadblock with Integrated Masthead: an imposing ad unit 
that takes up 33% of above-fold screen space. The Roadblock 
combines a 728x90 and a 300x600 banner on the home page, 
allowing the two separate ad units to interact with one another. 

• Site-Wide Exposure: a blanketing approach that is achieved 
by running video banners frequently throughout all of 
AskMen.com’s content channels, most of them in the 
300x250 slot. This component also incorporated permanent 
placements on the home page during the campaign’s life, 
including a promotions box, and a spotlight unit running 
along the right-side navigational menu.

• Gaming channel domination: sponsorship / full ownership 
of AskMen.com’s new gaming channel. 

• Reviews: previews and reviews of all new games launched 
by Ubisoft.

resulTs
Overall awareness was key to this campaign. In light of this, 
the measure of success was not restricted to tracking exposure 
through standard ad impressions and click-through rates (CTR). 
Equal emphasis was placed on the sponsored content placements 
outside of the homepage, integration of the promotion with the 
masthead of the site, user interaction with the Mega-Roadblock 
unit, and overall exposure time to the video ad units. 

Some key stats point to the success of this campaign:
• 2.99% CTR on a record day for the Mega-Roadblock unit;
• CTRs within gaming channel were three times the industry 

average;
• A focus on specific games and the resulting complexity of 

creative had a direct correlation with CTR. The creatives for 
Tom Clancy’s Rainbow Six Vegas game, for example, out-
performed those accompanying the other game launches;

• AskMen.com homepage Roadblocks produced a CTR 
of 0.90% to 1.86% throughout the campaign, and the 
masthead unit (running adjacent to the site logo), averaged 
four times the normal CTR for that unit.

ADVERTORIAL



World’s Leading Men’s Site
Over the last few years, AskMen.com has solidi-
fied its position as the No. 1 resource for men’s 
content online. Numbers from Comscore show 
that AskMen.com hosts more than 7 million 
monthly readers worldwide -- more than double 
the audience of MaximOnline.com (at 2.1 million 
readers), GQ (at 824,000 readers) and FHM [US] 
(at  716,000 readers) combined. This staggering 
marketing share demonstrates AskMen.com’s 
tremendous value to men as an online lifestyle 
resource. 
And now, AskMen.com is in Canada.  As part of 
a  co-publishing venture with Transcontinental, 
AskMen.com is bringing the same great content 
to Canadian readers -- with a distinctly Canadian 
flavour. 

Statistics
     54 Million Page Views

     7.3 Million Unique Users

     An Online Library Of 40,000 Articles

* Comscore Media Metrix Worldwide July 2007

850,000 Uniques In Canada
*Comscore Media Metrix Canada July 2007
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CASE STUDY: loto-Québec

COMPANY: Canoe.ca
This summer, Loto-Québec teamed up with Canoe.ca to go 
beyond its traditional advertising strategies and get better 
online exposure for its sponsored events.

BACkgrOuNd 
Loto-Québec fulfills its commitments to Quebec society by 
sponsoring some 100 events and festivals in the province under 
its “Rendez-vous Loto-Québec” banner. Selected on the basis 
of their ability to attract tourists and generate economic spin-
offs, these events consist of community and cultural festivals 
such as Montreal’s Just for Laughs, fireworks festivals and 
the Festival Western in Saint-Tite. This year, the corporation 
sought to extend its traditional advertising and optimize its 
online presence for the Rendez-vous events by developing an 
interactive component.
 
OBJeCTives
The goals of the promotional campaign were to increase 
Quebecers’ appreciation of Loto-Québec and to bolster their 
knowledge of the corporation’s involvement in Quebec society. 
Another motivating factor was to increase traffic (visitors and 
page views) to the “Events and Sponsorships” section of its 
corporate website. Finally, the corporation wanted to find a 
way to redirect Internet surfers to the different websites of the 
events–all of which would reinforce the association between 
Loto-Québec and its numerous sponsored events. As a spin-off 
benefit of the campaign, the different festivals and events also 
enjoyed broader web visibility.

CAMPAigN
Loto-Québec teamed up with Espace Canoë (espacecanoe.
ca), Canoe.ca’s French-language social networking site, which 
launched last winter and allows users to contribute to blogs, 
post photos and videos. Canoe recommended that Loto-Québec 
create a promotional campaign that incorporated Web 2.0 
strategies and would target the 4.2 million* Quebecers that 
visit Canoe.ca.

The summer campaign, which ran from early July to Sept. 16, 
targeted male and female festival-goers, with an emphasis on 
25 to 34-year-olds. Canoe.ca provided Loto-Québec with its 
own customized Rendez-vous events page on Espace Canoë 
(espacecanoe.ca/lesrendezvous), which invited readers to 
share their stories, photos and videos. As well, Canoe.ca mobile 
journalists (MOJOs) reported on events held across the province 
and posted their video reports on the site. In total, 18 videos 
were posted by Canoe MOJOs. The Rendez-vous Loto-Québec 
page on Espace Canoë is also linked to Loto-Québec’s website 
and provides big box positioning for ads from the corporation.

To generate traffic, a permanent link to the Rendez-vous Loto-
Québec site was provided on the Espace Canoë homepage. The 
site’s launch was also promoted with a big box ad on the Canoe.ca 
French-language homepage.

Articles featuring the Rendez-vous Loto-Québec site ran on 
Espace Canoë and in Canoë Divertissement, Canoe.ca’s leisure 
and entertainment site. Meanwhile, clips from events ran in 
Canoë Video, and video blogs appeared on Espace Canoë and in 
newsletters. Canoe.ca users were encouraged to attend Loto-
Québec-sponsored events “for the pleasure of being together” 
and could look up upcoming festivities on the calendar of 
events. Readers were also encouraged to check out the site to 
discover the high points of festival-goers during the summer 
events and to not miss exclusive reports from Canoe.ca’s 
mobile journalists all summer.

resulTs
This multi-platformed campaign was a success for Loto-Québec 
that:
• Encouraged traffic to the “Rendez-vous Loto-Québec” page 
on Espace Canoë and to the Loto-Québec corporate site; 
• Increased visibility for the Rendez-vous Loto-Québec events, 
with over 5 million ad impressions;
• Increased interaction between Quebecers and Loto-Québec 
through blogs, newsletters and video blogs. 
 
In addition, ad placements in key areas (such as the Canoe.ca 
French-language homepage, permanent buttons and 
permanent text links) played a vital role in attracting viewers 
to the Rendez-vous Loto-Québec page. Additionally, by 
encouraging festival-goers to upload their photos and videos 
on the Rendez-vous Loto-Québec page, an audience was 
captured, which in turn led to an increase in click-through rates 
and conversion.

In numbers** 
The Rendez-vous Loto-Québec page on Espace Canoë 
experienced:
• 30,000 pages views
• 10,000 photos viewed 
• 10,000 videos viewed
• 0.80% click-through rate for the big box positioning on The 

Rendez-vous Loto-Québec page on Espace Canoë.

* Source: comScore Media Metrix, March 2007
** Source : Canoe Network internal servers
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CASE STUDY: infiniti

COMPANY: GlobeandMail.com

MArkeTiNg ChAlleNge
To effectively communicate to Infiniti’s key target audience 
(professional males with a household income of at least 
$75,000), the intrinsic values of “Excellence by Design” and to 
associate those values with the Infiniti brand in an engaging 
and unique way.

OBJeCTives
To create a timely and cost-effective program that generates 
greater engagement, relevancy and one that resonates with 
Infiniti’s key target group. The program must drive awareness 
and purchase consideration of the Infiniti name plates.

sTrATegY
Provide a cross-platform branded content-based 
solution that enables Infiniti to showcase unique 
Canadian design talents through a series of profiles 
in “Excellence by Design” that appear in print, online 
and broadcast. These candidate profiles are delivered 
in a manner in which their unique design talents and 
accomplishments dominate the creative execution, with 
Infiniti branding subtle yet strategically aligned.

APPrOACh
Working with Q Media Solutions, TBWA\Toronto and 
OMD Canada, a series of themed profiles were created 
featuring Canadians who are unique leaders in their 
field. A total of six profiles were to be featured from 
June through December 2007 in print, broadcast and online 
at theglobeandmail.com/excellence/. The profiled individuals 
exemplify excellence in design, among them: Nathalie Gagné, a 
makeup artist for Cirque du Soleil; world-recognized architects 
Brigitte Shim and Howard Sutcliffe; and Doug Carrick, one of 
Canada’s leading golf course designers. 

ONliNe CAMPAigN
The program includes over three million cross-promotional 
online drivers of various sizes and formats. With the introduction 
of each profile, the creative changes to highlight the individual 
candidates’ expertise. Offline, the program includes six double-
page spread brand ads followed by a custom content page within 
Report on Business Magazine and 60-second Business News 
Network broadcast spots. Website visitors are able to access 
extended (four to five minute) video, scroll through related photo 
galleries and the full text of the interviews.

resulTs
As of mid-September, there have been over 3,000 visits to the 
micro-site. The target group is highly engaged with the content, 
having selectively chosen to review and follow the profiled 
individuals. Brand ad response on the micro-site is averaging 
close to 2%. To date over 28% of all site visitors have continued 
onto the Infiniti.ca website to learn about the various Infiniti 
nameplates, which exemplify these design principles.



Never underestimate the value of influence

When you advertise your brand on globeandmail.com you reach
Canada’s most affluent, influential and web-savvy consumers.
Consumers who have a disproportionately high value to advertisers
because they play key roles in the adoption of new products and
services. They are the thought leaders that drive companies, households
and markets—giving you reach beyond their numbers. And with 3.8
million users/month**, the numbers are influential.

For more information visit GlobeLink.ca. To advertise, call a member
of our team at 416-585-5111 or 1-800-387-9012.

globeandmail.com 

reportonbusiness.com

globeinvestor.com 

globeinvestorGOLD.com

globefund.com 

globeadvisor.com 

bnn.ca 

globetechnology.com

globeauto.com

globesports.com

globeandmail.com/globelife

Canada’s thought leaders visit
Canada’s #1 Newspaper Website*

*Source: comScore MediaMetrix , May 2007. **Source: Omniture Jan. - Aug. 2007 average.
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CASE STUDY: Nestlé Canada

COMPANY: Rogers Publishing Digital + Interactive

MArkeTiNg ChAlleNge
Nestlé Canada launched Aero and Kit Kat Singles–a smaller 
serving of its chocolate bars that are 100 calories or less–to 
the Canadian market. Rogers Publishing aimed to create an 
integrated program that would bring the brand to life through 
an engaging, interactive experience. 

OBJeCTives 
To leverage through a combined print and online promotion the 
“hero” characters of the chocolate bar brands, Kit and Bubbles. 
The goal was also to create an environment that played on 
the theme of “singles,” leveraging content integration, viral 
elements and Web 2.0. 

sTrATegY
Launched in April 2007, the campaign was designed to resonate 
with women by combining delectable chocolate with another 
indulgence: shoes. Nestlé partnered with retailer Town Shoes 
to create an online-driven contest that would give one lucky 
winner $3,000 in footwear. The contest also offered $2,000 in 
secondary prizing: 20 Town Shoes gift certificates worth $100 
each. Contest awareness was driven through ads branded to 
the content of Rogers-owned magazines. In Hello! Canada, 
full-page ads promoted the contest at minglewithsingles.ca 
by bringing to life the Kit and Bubbles characters, including 
creative that encouraged readers to find the “Hottest Singles” 
at the Cannes International Film Festival. In shopping magazine 
LouLou, a full-page ad featured various Nestlé “stickers”–with 
such shout-outs as “Need it!” and “Want it”–which readers 
could peel off and use as a marker for their favourite pages 
within the magazine. 

ONliNe CAMPAigN
To expand the reach of the online contest, entrants received 
an extra entry when they e-mailed friends about it (the copy 
clearly pointed out that the friends’ e-mail addresses would 
only be used to tell them about the contest, and would not be 
used for other purposes). To increase consumer engagement 
with the website beyond entering the contest, the site featured 
user-generated content including a list of best and worst 
pick-up lines. The website featured online profiles for Kit and 
Bubbles, including a video profile where Bubbles says “I’m 
single, I’m sweet and I want you to make me melt.” Consumers 
could interact with the two characters by dressing them up in 
sunglasses, hats and jewelry, and placing them in background 
locales like a beach or disco. Participants could even tell the 
characters what to say by using an innovative voice recognition 
system that added the users’ own voices to the characters in 
real-time. They could then send their Singles avatar or Singles 

candy gram to friends via a pre-recorded voice, 
text to speech, web microphone or voice via 
telephone (VVT). 

resulTs
“In five months, sell-through of Nestlé 
Singles achieved the same levels that a major 
competitor took 15 months to achieve,” says 
Valerie Cummins, marketing manager of 
confectionary, Nestlé Canada. The integrated 
campaign was so successful, in fact, that Nestlé 
has asked Rogers Publishing for permission to 
convert the micro-site into its Nestlé Singles 
brand site for 2008. 



Rogers Media Digital Network presents a powerful spectrum of Canada’s most
effective advertising vehicles; Chatelaine.com, TodaysParent.com, Macleans.ca,
Canadian Business Online, Sportsnet.ca and many others.

Connect with our extensive online user base in a variety of key verticals; food,
health, beauty, sports and business. We offer integrated programs, sponsorship
and targeted advertising to help you deliver crowd-pleasing results.

Call Jennifer Sage at 416-764-2409 I Jennifer.sage@rci.rogers.com

Book your program today!
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CASE STUDY: Bud light

COMPANY: Sympatico/MSN®

BACkgrOuNd / OBJeCTives 
Labatt Breweries of Canada has served up award-winning 
brands since 1847. Today, to continue to connect with beer 
drinkers, the Labatt Media Group is integrating brand 
marketing campaigns within a multitude of interactive channels 
and online properties.

In conjunction with Sympatico / MSN - Video channel, Bud 
Light launched a national advertising campaign around Super 
Bowl XLI. “Blatant Marketing Ploys” lampoons stereotypical 
beer marketing tactics while highlighting the real reason why 
someone should choose their brew–great taste.

Founded in London, Ontario in 1847 and the brewer of more 
than 70 quality beer brands, Labatt, Canada’s leading brewer, is 
part of InBev, the leading global brewer by volume.

Bud Light is the world’s best-selling light beer. Brewed in 
Canada by Labatt Breweries under licence from Anheuser-
Busch Inc. St. Louis, Missouri, Bud Light is brewed longer for a 
uniquely smooth taste.

CAMPAigN
The Bud Light “Blatant Marketing Ploys” campaign, developed 
by Toronto’s Downtown Partners and Quebec’s BBDO, launched 
nationally with two spots: “Girl in the Cowboy Hat” and “Slow 
Motion Dancing.” Historically, Bud Light leveraged television 
when premiering a new 30-second campaign; however, the 
brewer’s media team integrated Canada’s leading online portal 
Sympatico.MSN.ca to extend awareness amongst its core 
male–from legal drinking age (LDA) to age 34–demographic 
and increase measurability.

Building on the success of the campaign launched during Super 
Bowl XLI, the brewer followed-up by serving the two 30-second 
spots across Sympatico / MSN - Video. Each video player 
stream was paired with a 300 x 250 companion ad to reinforce 
brand equity and encourage consumer interaction.

The spots were integrated into the portal’s Super Bowl 
Commercials channel, which hosted U.S. ads aired during Super 
Bowl XLI. By placing the Canadian Bud Light spots within the 
top two positions of the channel and geo-targeting Canadian-
only impressions, Labatt Media leveraged the channel to their 
advantage.

“Timely integration of the Bud Light campaign within the 
targeted and high-profile Sympatico / MSN Super Bowl 
Commercials channel, allowed the brand to efficiently and 
effectively increase impressions beyond the initial TV launch,” 
said Matt Ramella, Media Strategist, Labatt Breweries of Canada.

Additionally, targeted pre-
roll and in-unit streaming 
within big boxes and 
expandable leaderboards 
allowed Bud Light to reach males legal drinking age (LDA) - 34 
by leveraging the rich demographic data of Sympatico / MSN 
- Video, Windows Live™ Hotmail, Windows Live™ Messenger and 
Windows Live™ Spaces.

With Canada’s largest audience of Male LDA-34 online users 
(excluding advertising networks), Sympatico.MSN.ca hosts 
over 2.8 million MLDA-34 unique visitors per month*, touching 
90% of the total MLDA-34 online community (*comScore 
MediaMetrix, Ad-Focus Category, August 2007).

With a robust audience of online users on the portal’s more 
than 20 content channels, Labatt integrated Bud Light video 
into targeted sports content, communication tools and social 
networking products heavily trafficked by its core demographic.

“Sympatico / MSN provided the mass national reach 
and demographic targeting we needed to reach our core 
consumers,” said Ramella. 

resulTs
As a result of geo-targeting Bud Light creative within the 
portal’s Super Bowl Commercials channel and utilizing 
Sympatico / MSN - Video, Labatt successfully integrated online 
video into Bud Light’s overall campaign.

“Pre-roll helped to combat traditional commercial avoidance, 
while in-unit streaming engaged the user, increasing ad 
effectiveness,” said Ramella.

The big-box streaming unit delivered a CTR of .75%. 
“Click-through rates can be considered a good indicator of 
engagement. When compared to the average CTR of standard / 
non-rich 300 x 250 formats, in-unit streaming on Sympatico / 
MSN channels significantly over-delivered.” 

Sympatico / MSN helped Labatt increase media effectiveness 
by demographically targeting advertising within relevant 
content channels and optimizing the campaign based on the 
best performing creative units. “The buy delivered higher 
click-through and interaction rates, indicative of increased 
engagement and receptivity to the creative message.”
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CASE STUDY: search and display advertising

COMPANY: Yahoo! Canada

MArkeTiNg ChAlleNge
While consumers can purchase items online, most shoppers 
instead turn to the Internet to “pre-shop”: According to BIG 
Research, 89% of consumers making in-store purchases in 
key retail categories have conducted online research prior to 
purchase. In other words, most consumers begin the shopping 
process without a retailer’s sales team ever becoming involved. 
Yahoo! wanted to find out what impact online marketing (namely, 
search and display) would have on those “pre-shoppers” in 
terms of their actual purchases in-store. 

OBJeCTives
To study the impact of search marketing and display advertising 
on consumer shopping behaviour in an accurate and objective 
manner. Ultimately, the research would examine the differences 
between online and offline behaviour among the two groups: 
those exposed to the online advertising and those who were not. 

 sTrATegY
From April 2006 to January 2007, Yahoo! 
partnered with comScore in the U.S. The 
study involved more than 175,000 comScore 
panelists and compared the behaviour of 
those exposed to online advertising versus 
those who were not exposed. The resulting 
in-store purchases were observed at five 
major retail stores from diverse segments 
including national department stores, an 
apparel retailer and one of the world’s largest 
sellers of office products. 

ONliNe CAMPAigN
A campaign including both search and display 
advertising reached roughly 60% of Yahoo! 
users–or roughly 200 million unique users. 
The number of users who were exposed to 
both the search and display campaign was 
27% of that roughly 200 million–or 32.7 
million unique users. The number of users 
exposed to only the search campaign was 
19%–or 23.1 million unique impressions. And 
those exposed only to the display campaign represented 54%–
or 66.3 million unique users. 
 
resulTs
The campaigns generated more than US$10.5 billion in total 
revenue for the retail advertisers, of which a sizable US$2.4 
billion was incremental revenue. The study also found when pre-
shoppers were exposed to online advertising, they engaged at 
a deeper level with the advertised website–viewing on average 
six more pages than those not exposed, a 53% increase. Even 

more importantly, that engagement directly correlated with a 
much stronger propensity for consumers to make a purchase 
offline: a 43% lift in total revenue, of which 88% of the sales 
revenue generated from the online advertising budget was from 
consumers who purchased in store. 

Search marketing proved to have the greatest impact on in-store 
sales lift, three times that of display. When panelists in the study 
were exposed to search alone, they spent on average $16 in the 
store for every $1 they spent online. But fewer consumers were 
reached via search, creating a relatively small pool of pre-shoppers 
albeit with a relatively high likelihood of purchasing in-store. 
While consumers exposed to display advertising spent an average 
of $6 in the store for every $1 they spent online, display proved a 
greater impact on total in-store sales volume, three times that of 
search. In other words, display advertising drove three times the 
in-store sales volume and search drove three times the in-store 
sales lift. Search and display, however, proved the real winning 
combo, generating a 90% lift in offline revenue. 

CONClusiON 
• The consumer shopping experience has changed, and so the 

path people take in making a purchase has also changed. 
•  Think beyond e-commerce when designing websites and 

advertising landing pages. 
•  Deploy an in-store metric to measure the full value of online 

marketing and consider re-evaluating the marketing mix. 
•  Maximize online marketing efficiencies by messaging to 

consumers using both search and display advertising.  
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Mitch Joel is a world-recognized authority 
on blog marketing and President of Twist Image, 
a 50-person agency whose clients include Telus 
and Scotiabank. He shares his insights into digital 
communication in the Yahoo! Big Idea Chair.

On beginnings. I actually started publishing music 

magazines and I put one of them online (in 1994). Then 

I started working for one of the only metasearch engines 

on the web to help them unroll a pay-per-click campaign, 

which didn’t exist back then. After the Internet went up 

and down and stabilized, I helped launch one of the 

only entertainment channels on mobile. At that point, 

I realized the Internet was evolving in terms of integrating 

all these technologies, and that’s when (in 2003) 

I joined Twist Image. 

The Yahoo! Canada Big Idea Chair shines a 

spotlight on Canadian thought leaders who are 

changing the landscape of the marketing and 

advertising industry. 

To hear the full story, visit their video interviews 

at advertising.yahoo.ca. To suggest someone 

for the chair contact bigideaschair@yahoo.ca.

Digital 
Rock Star

On the popularity of his blog: twistimage.com/blog 

As a freelance writer, I would fi ght to get paid for my 

work. Now all I do is write for free. I think there has been 

a psychological shift (because of the Internet), to want 

to share. 

Why advertisers should relax about content ownership...
Lucasfi lm gave up components of Star Wars so people 

could create mashups online. That’s interesting–this is a 

company that was for a long time proprietary-heavy. But 

new products lead to increased revenue. It’s about mass 

collaboration. Mass collaboration isn’t going to happen 

anymore with just the people you have on payroll. 

...and realize they haven’t lost control of their brands. 
I am probably one of the only people in the interactive 

space who thinks consumers are not in control. I am 

not trying to be provocative but marketers control the 

products, prices and distribution. Consumers still control 

the same thing as before: What they buy and what they 

talk about. What has changed is this one-to-many 

conversation. Traditionally, for advertisers to have a one-

to-many conversation meant spending millions of dollars 

on advertising and PR. Now consumers can also have 

that conversation. 

What still excites him? When I see content-as-media 

rather than media-as-media online... Battlestar Galactica 

has this podcast after every episode, which is like 

the director’s commentary on DVD. You can buy 

advertising on the show, or you can tap into a 

podcast that has people engaged for another hour 

because they are listening to interviews with the 

director. It is really about engaging people. 

We don’t even advertise our agency: I speak 

(at conferences), we blog and we have a 

podcast where, for one hour per week, 

people are engaged in our brand. 

A big idea. It’s the difference 

between creating a momentary 

splash or a drop of water in the 

ocean, a ripple. A big idea is a ripple: 

It is conversations that happen around 

any sort of spark, or has somebody engaged 

to do something.

Be a Better MarketerTM

© 2007 Yahoo! Canada Co. All rights reserved.
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ADVERTISER INDEX

AOL MEDIA NETWORK
55 St. Clair Avenue West, 7th Floor
Toronto, ON  M4V 2Y7
T: 1-888-274-2790     F: 416-960-6502   
E:  AdSalesCA@aol.com  
Contact: Jennifer Meriano 
Contact T: 416-960-6647 
Contact E: Jennifer.Meriano@corp.aol.com
AOL Media Network now reaches over 20 million unique visitors 
monthly, equalling 87% of all online Canadians monthly.*  AOL Media 
Network incorporates online properties that can help advertisers reach 
a diverse array of Canadian online audience segments including CBC.ca, 
CanadianDriver.com, AOL.ca, AOL.com, Netscape.ca, Netscape.com, 
Winamp.com, the Advertising.com network, NYTimes.com, IHT.com, 
Dictionary.com, Reference.com and Thesaurus.com.
* Source: comScore Media Metrix, All Locations, April 2007 – The AOL Media Network in 

Canada contains all entities that are wholly owned or are represented by AOL Canada. 

ASKMEN.COM 
4200 St-Laurent, Suite 801
Montreal, QC  H2W 2R2
T: 514-315-2008     F: 514-843-3650   
Contact: Carolina Bravo
Contact T: 514-315-2008 
Contact E: carolina@askmen.com
AskMen.com is the world’s premier men’s lifestyle site, with over 7 
million uniques readers per month. AskMen.com has over 40,000 articles 
available online covering all the essentials of what men love from sports to 
finance, fitness to fashion, dating to entertainment. AskMen.com has four 
international versions in the U.S., U.K., Canada, and Australia.

BRANCHEZ-VOUS!
4316 St-Laurent Boulevard, Suite 300
Montreal, QC  H2W 1Z3
T: 514-842-3838     F: 514-842-6218                                
Contact: Sébastien Goulet
Contact T: 514-842-3838 ext. 280          
Contact E: sgoulet@branchez-vous.com
The BRANCHEZ-VOUS! Network includes over French-languages 50 sites, reach-
ing 3 million unique users (or 2/3 of French Canadians online) each month.

CANWEST MEDIAWORKS PUBLICATIONS INC.
250 Yonge Street, Suite 2700
Toronto, ON  M5B 2L7  
T: 1-877-737-7701
Contact: Jennifer Holgate
Contact T: 416-593-6556
Contact E: jholgate@canwestsales.ca
canada.com is a comprehensive network of 40+ destination sites and one of 
Canada’s most visited general news and information websites. Contact us 
today to target your consumer by interest, geography or demographic.

CANOE.CA
300 Viger Avenue East – 7th

Montreal, QC  H2X 3W4
T: 514-847-9155     F: 514-847-9151
www.canoe.ca
E. infoventes@canoe.ca
Contact: Martin Courchesne
Contact T: 514-847-9155  # 3229
Contact E: martin.courchesne@canoe.ca
A subsidiary of Quebecor Media, Canoe.ca is a leading local and national 
interactive media provider of news, entertainment and services, helping to 
inform and connect Canadians. The comScore Media Metrix survey for March 
2007 reported that Canoe.ca attracts more than 7.8 million unique visitors 
per month in Canada. The Canoe Network includes Canoe.ca, top information 
verticals like Cnews, Slam!, Jam! and Lifewise, as well as the Sun Media 
newspaper sites. The Canoe.ca Network also offers online services in the 
fields of employment and continuing education (jobboom.com ), housing 
(micasa.ca), automobiles (autonet.ca), personals (reseaucontact.com), 
social networks (espacecanoe.ca), classified ads (classifiedextra.ca) and 
advertising solutions (canoeklix.ca). 

CASALE MEDIA
74 Wingold Ave. 
Toronto, ON  M6B 1P5
T: 416-785-5908     F: 416-785-9309
Contact: Victor Amorim
Contact T: 416-860-6203
Contact E: victor.amorim@casalemedia.com
Casale Media is Canada’s largest web display network, reaching over 82% 
of all Candians online. We combine the power to get your message to the 
right people, at the right time with our premium network of the web’s 
hottest online media destinations. 

GLOBEANDMAIL.COM
444 Front Street West 
Toronto, ON  M5V 2S9
T: 416-585-5000     F: 416-585-3327   
E: advertising@globeandmail.com   
Contact: 416-585-5111 or 1-800-387-9012 
The Globe and Mail is perhaps Canada’s most respected and recognized 
multi-platform media brand, globeandmail.com is Canada’s leading 
newspaper website reaching the country’s most affluent, influential and 
web savvy consumers.  It delivers targeted interactive messages to 3.8 
million users each month.  If you want to reach Canada’s leaders – reach for 
The Globe and Mail.
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HEAVY.COM 
Berkeley Castle 
250 the Esplanade, Suite 127 
Toronto, ON  M5A 1J2 
T: 416.214.1588     F: 416.214.1571 
www.heavy.com  
Contact: David U.K. 
Contact T: 416.454.6699 
Contact E: uk@heavy.com 
Heavy.com is an Internet-based entertainment site for 18-34 yr old men. Heavy’s 
smart, funny and hip content reaches 25 million unique viewers per month 

PIXMAN NOMADIC MEDIA
3530 Saint-Laurent Blvd, Suite 403
Montreal, QC  H2X 2V1
T: 514-845-9669     F: 514-845-9699   
E: info@pixman.com  
Contact: Reneault Poliquin
Contact T: 514-845-9669, ext. 247 
Contact E: rpoliquin@pixman.com
Pixman Nomadic Media creates interactive mobile applications and offers 
innovative marketing tactics to promote brands, products and services. 

ROGERS MEDIA DIGITAL
One Mount Pleasant Road  
Toronto, ON  M4Y 2Y5
T: 416-764-2020     F: 416-764-2098   
E: rmionlinesales@rci.rogers.com 
Contact: Jennifer Sage
Contact T: 416-764-2409 
Contact E: Jennifer.Sage@rci.rogers.com
Rogers Media Digital presents a digital network of Canada’s most powerful 
brands; Chatelaine, Today’s Parent, Maclean’s, Canadian Business, 
Sportsnet … Connect with our extensive and unique online audience in 
a variety of key verticals: food, beauty, sports and business. Choose 
integrated programs, sponsorship and targeted advertising to customize 
the reach and penetration of your campaign.

STANDARD INTERACTIVE
2 St. Clair Avenue West, Suite 1101
Toronto, ON  M4V 1L6
T: 416-922-1290     F: 416-323-6819
Contact: Jean-Marie Heimrath
Contact T: 416-922-1290
Contact E: jm@sri.ca
Standard Interactive represents more than 125 sites including Standard, 
Astral, and NewCap radio websites and a group of affiliated websites such 
as Puretracks and Elclaim.ca

SYMPATICO.MSN.CA 
207 Queen’s Quay West, Suite 600
Toronto, ON  M3A 2Z3
T: 416-353-8135     F: 416-703-2818
www.sympatico.msn.ca 
E: mark.updegrove@bell.ca
Contact: Mark Updegrove
Contact T: 416-353-8135
Contact E: mark.updegrove@bell.ca
Sympatico / MSN is Canada’s most popular online destination, with 
more than 19 million unique visitors* experiencing its information and 
communication services each month. Offered in a strategic alliance 
between Bell Sympatico and Microsoft, Sympatico.MSN.ca brings together 
Bell Sympatico’s web content and broadband services with popular web 
services for MSN, including Windows Live Messenger, Windows Live 
Hotmail, Windows Live Spaces and Live Search. Bell Sympatico is Canada’s 
leading Internet service provider and Sympatico.MSN.ca delivers exclusive 
content to Sympatico High Speed Internet service subscribers, while 
Windows Live Messenger, Windows Live Hotmail and Windows Live Spaces 
are the country’s most used instant messaging, web-based e-mail service 
and social networking services.  
*comScore June 2007

YAHOO 
106 Front Street East, Suite 200 
Toronto, Ontario, M5A 1E1 
T: 1-888-91-YAHOO     F: 416-341-8800 
yahoo.ca or advertising.yahoo.ca 
E: ca-advertising@yahoo-inc.com 
Contact: Brad Alles, Head of Sales 
Contact T: 1-888-91-YAHOO 
Contact E: ca-advertising@yahoo-inc.com 
Yahoo! Canada Co. is a leading Internet destination that offers a 
comprehensive set of marketing solutions designed to help you reach your 
target. We deliver impactful branding campaigns, solutions that span our 
entire network, unique partnership opportunities and unparalleled data 
results. With over 15 million Canadians using Yahoo! you’re sure to find 
your target here.

THEWEATHERNETWORK.COM
2655 Bristol Circle 
Oakville, ON  L6H 7W1 
T: 905-829-1159     F: 905-829-0889 
www.theweathernetwork.com or www.météomédia.com  
E: websales@pelmorex.com 
Contact: Robert Crawford
Contact T: 905-829-1159 ext. 1276 
Contact E: rcrawford@pelmorex.com
With an average monthly reach of 8.2 million unique visitors, 
theweathernetwork.com and météomédia.com are consistently ranked 
Canada’s top news and information property.
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