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A scan of our Top 10 Marketers list reveals some familiar, iconic brands mixed with new players and smaller, perhaps unknown companies. That’s the kind of year it was–businesses at all levels dealing with drastic changes in their industries. Regional players like Rocky Mountaineer overcame troubling tourism declines while aspiring national brands like Wind Mobile had to start from scratch (and on shaky ground) in a field dominated by powerful incumbents. McCain saw a swing towards authenticity among convenience-starved shoppers, and Research in Motion found itself in the crosshairs of Apple’s top brass. 2010 wasn’t easy for any of our top picks, but their communications were top notch in every instance. Whether they planted flags to say “We are here” like Wind and Astral or, like HBC, pulled out the history books to say “We’ve been here all along,” our Top 10 Marketers used consumer communications as their weapon of choice to overcome adversity, and each one hit its mark.

Astral
The Montreal-based media company sheds its basic blue, button-down brand for lots of colour and a little ‘a’ttitude
For a company like Astral, success depends primarily on selling media inventory to marketers looking to boost brand image and move products. Every now and then, however, a media company becomes one of its own best customers. Such was the case for Astral in 2010 when the culmination of a long-in-the-making rebranding initiative made the Montreal-based media giant one of the year’s top marketers.

Launched in May, the campaign was a comprehensive affair aimed at multiple audiences, from employees to advertisers to the general public. It included a new name–the abbreviation of Astral Media to simply Astral–as well as a new logo and a series of advertisements designed to demonstrate the depth and breadth of Astral’s offering. It all began back in the fall of 2008, when Astral and Toronto ad agency Juniper Park began looking for ways to get stakeholders excited about the many changes the company had undergone. Astral had employed a solid, square blue logo for a decade, an image that conveyed strength and reliability, but developments such as the acquisition of Standard Radio and a $1.5 billion street furniture deal with the City of Toronto reflected its new national reach and multimedia bona fides.

“We realized in our research that people’s perception of us was that we were really creative, we were different than other media companies, we’re the media company that resembles ad agencies the most,” says Derev Antikacioglu, corporate marketing director for Astral. “All of that made us realize that the blue square logo didn’t speak to who we were anymore.” Basic blue is now out, replaced by a five-colour, lower-case “a.” This vibrant tone was also reflected in a series of television, print and outdoor spots advertising everything from the company’s television and radio networks to its support of Canadian filmmakers and musicians. Astral does not, strictly speaking, sell directly to consumers. But its individual properties do serve as consumer touchpoints, and the company wanted to drive home the message that it was the source of a wide range of entertaining, informative content. “Astral is about those motions,” says Antikacioglu. “It’s about passion and humanity and being playful.”

Astral’s signature line for both its consumer and business-to-business campaigns was, “We love what you love.” This play for emotions was, according to Barry Quinn, executive creative director at Juniper Park, entirely fitting for a company seeking both consumer love and advertiser dollars. “It’s becoming increasingly hard to have the public understand where the media is coming from, just because there are so many voices out there,” says Quinn. “This was a way to show all the media [Astral] is in.” At the same time, Quinn says, advertising clients are taking notice of Astral’s more unified stance. No longer do representatives of the company’s various media divisions carry business cards that barely seem related, he boasts.

“It was a very challenging task to find one representation of a company that is so decentralized and geographically spread out across the provinces,” says Alain Bergeron, who led the rebranding effort and has since moved on to a new role at ad agency BCP. “I think the brand and the logo and the subsequent changes to unify the company clearly captured the vitality and the dynamism–and at the same time the complexity, the size and the importance– of this company.” Even before the rebranding, business was going well for Astral, which reported a 9% increase in profit in the three-month period ending May 31–the company’s 55th consecutive profitable quarter. Still, Antikacioglu says the challenge is to avoid complacency. “Everybody knows that Astral is creative,” she says. “But when you put a [new] logo like that out there, it keeps the pressure on you to continue to outdo yourself.” A perennial media powerhouse, Astral outdid itself as a marketer in 2010.

HBC
Canada’s historic retailer adopts a very modern pose with a fashion-forward outlook and the coolest clothes from Vancouver 2010
While most retailers spent the last year recovering from tough economic times and a national decline in retail sales, Hudson’s Bay Company took a gamble and decided to upmarket The Bay to capture the fashion forward female. Once seen as your mom’s department store and a go-to for bathroom accessories, The Bay has made a considerable investment to position itself as a retailer that carries young, cool and top-end brands, adding 150 new fashion labels, such as Juicy Couture and Hugo Boss. In October 2009, The Bay reopened The Room– a high-end boutique housed within its Toronto flagship location–that is now double its original size and carries close to 70 luxury lines including some haute couture. When retailers were still trying to recapture the sales magic of pre-recessionary times, The Bay was receiving praise from the media, especially fashion blogs, for making such bold moves.

The Room even made it to a New York Times list of Toronto’s style hot spots for “Giving Holts a run for its money.” For a time, The Bay was on the lower end of the retail scale and started unnecessarily competing with other mall-based fashion retailers, says Ed Strapagiel, executive vice-president of Toronto-based Kubas Primedia. The move to upscale is “definitely going in the right direction,” and should help boost its reputation for quality, he says.

Recently, The Bay launched a TV and cinema ad that showcases some of its stylish brands. “We’re trying to spell out that we’re cool finally, or again, and that we have really great brands that can compete with the really highlevel department stores,” says Tony Smith, creative director at The Bay. Smith, a former art director at Fashion who joined The Bay eight months ago, says the retailer has been using top Canadian and American photographers to ready its ads for more premium publications. For the new TV/cinema ad, Smith chose the distinctive Fred Falke remix of “I’m Good, I’m Gone,” a song that would resonate with young, cool girls “who wouldn’t think, ‘Oh that’s three years ago,’ but would think, ‘I like that song I can’t believe The Bay chose that,’” he says.

When Hudson’s Bay Company wasn’t focusing on fashion conscious females, it was riding the Olympic wave. The retailer launched a $10 millionplus campaign to promote its Olympic clothing line with a television spot that showed HBC’s connection to Canada for hundreds of years to brilliantly explain the campaign’s key insight: “We were made for this.” “We’ve been building apparel since 1670 and as a country we’ve been getting ready for these Games for a long time,” Mark Kinnin, Hudson’s Bay Company vice-president of Olympics told Marketing just days before the start of the Vancouver 2010 Winter Olympic Games. At the time, HBC CEO Jeff Sherman (who retired in June) said the goal was to create Olympic wear that could be part of customers’ permanent wardrobes, rather than just a temporary souvenir. Perhaps the hottest item was a pair of red wool mittens with a white maple leaf on the palm that sold for only $10/ pair. U.S. talk show host Oprah pronounced them the “hottest item” at the Olympics, and even U.S. Vice-President Joe Biden was snapped wearing a pair. To date, HBC has sold more than 3.5 million pairs.

Meanwhile, the HBC-owned discount retailer Zellers is improving its store operations and merchandizing for a cleaner, more streamlined look. The retailer has decreased the number of products it carries to make it easier for customers to find what they’re looking for, says Cathy Whelan Molloy, who was recently named Zellers’ vice-president of marketing strategy and brand management. New features also include wider aisles and a complete store re-flow allowing for easier accessibility and navigation, as well as expanded toy and fashion departments. To compete with retail giants like Walmart, the retailer has also introduced fresh produce, dairy and baked goods to stores in Winnipeg. Molloy says fashion is a large focus with private label fashion lines such as Alfred Sung Pure. The lines offer good quality, stylish pieces at very affordable prices, she says. “What we’re trying to communicate is you can go to Zellers and you can probably get most of your everyday needs but you can also get style for yourself, your children and your home.”

McCain Foods
By keeping it real, McCain makes it easier to understand what’s in their food
McCain Foods Canada spent much of the last year giving consumers a little food for thought: frozen convenience products and wholesome ingredients aren’t mutually exclusive. The Florenceville, N.B.-based company launched what it calls the “It’s all good” commitment to ensure its frozen foods are made with simple, healthy, natural ingredients one can find in their own kitchen. McCain introduced the program with new recipes for more than 70 of its frozen pizza, pizza pockets and potato labels.

It was a smart move for a company whose products were already popular with kids who liked the taste and moms who liked the convenience. And while most companies tackle only a few innovations or product updates at a time, McCain has made moves to revamp entire product lines.

“We needed to evolve because Canadians were telling us to do it,” says Heather Crees, vice-president of marketing at McCain Foods. “Lots of companies are doing lots of different things, our goal was to do it all.” McCain started its journey because it was clear Canadians are increasingly adopting healthier eating habits. A TNS study conducted prior to the product overhaul found 85% of Canadians are looking for prepared foods made with real ingredients they recognize, while 86% want food companies to be more transparent about the ingredients in their products. When revamping the line, McCain presented consumer groups with a list of ingredients and asked them which ones they liked, which ones they wanted removed from products, and whether or not they knew what the ingredient was. The result: a drastic reduction in the -ates, -ites and -ides included in each package.

“We came up with a list of ingredients we would remove from the product and a lot of them are unfamiliar and unpronounceable,” says Crees. Keeping some mysterious ingredients was unavoidable, but packaging now includes a description of why that particular ingredient was included. For instance, sodium phosphate can be found in McCain’s potato products to help them retain their natural colour, otherwise they’d be black. Ken Wong, associate professor of business and marketing strategy at Queen’s University, says the product overhaul was a smart move for McCain considering families, and children in particular, are generally the ones consuming McCain products, and moms are much more sensitive about the products they’re serving.

“There is a growing advocacy of how food products are presented to children,” he says. “When children [are] involved, everything changes.” The commitment is clearly resonating with consumers who have helped increase year-over-year sales of McCain Rising Crust and Thin Crust Pizza (+9%) as well as its Superfries label (+7.5%). McCain still supports the commitment with a large scale multi-platform campaign–using the “It’s all good” tag line–that first launched in January and includes TV, print, social media, a website redesign and public relations.

In a year when most companies were cutting back, it seemed like McCain increased its ad spend which speaks volumes to its commitment, says Wong. “Sticking by their guns says something about how they see marketing and how brands play a role in their business,” he says. Print ads asked questions like, “What’s standing between you and mashed potatoes?” and “Shouldn’t food be the only ingredient in food?” “We wanted the work to feel more like a conversation with consumers instead of something that sounded like a corporate announcement,” says Darren Clarke, executive creative director at Taxi, the Toronto agency responsible for the print and TV portion of the campaign. “And the best way to start a conversation is to ask questions–in this case, about the things that people think are important in the food they eat.” McCain estimates over 85% of Canadian moms were reached through the ad campaign, while PR efforts drove around 32 million media impressions.

Molson Coors
At Molson, the swagger returned in 2010 thanks to a proud new celebration of Canadian roots and commitment to product innovation
Marketing albatrosses don’t come much bigger than the one that’s hung heavily on Molson Coors Canada until this past year. The brewer’s incredibly successful “I am Canadian” slogan of the late 1990s set the bar so high, most of its subsequent efforts paled by comparison. Sales dwindled over the next decade, while the beer category grew stagnant. The ongoing struggle plagued the spirit of the organization and its agency team at Crispin Porter + Bogusky, admits Shelley Brown, the latter’s president and CEO. Consumer research summed up the ho-hum flagship brand vibe: “Molson Canadian is everywhere without saying much.” Enter a new marketing team in 2008 who, led by CMO Peter Nowlan, embarked on a internal revitalization of the company in 2009 that inspired refreshed, dynamic creative strategies (including one of the best uses of the Vancouver 2010 Olympics by any Canadian marketer); triggered world-class social media marketing; and drove unheralded category innovation. As 2010 comes to a close, Molson Coors Canada has reclaimed some of the emotional connection it had a decade ago with beer lovers–not to mention lured away a whole new batch of drinkers from the wine and spirits categories. For these reasons, the brewer is one of Marketing’s Top 10 Marketers.

So where did the fire come from when, as Brown puts it, the greatest challenge was overcoming the indifference that permeated the agency, client team and consumers? Nowlan believes it is the new idea-based culture at the organization. Establishing what he calls an “organizing idea” as the main focus of virtually any move Molson Coors makes has enabled cohesive, smart, and meaningful progress on several fronts.

For example, the new Molson Canadian “Made from Canada” slogan, which celebrates how the land intimately connects Canadians, is a compass that guides all of the brand’s activities, including those that supported its debut at the Olympics. “They did a brilliant job around leveraging and exploiting their Olympic sponsorship,” says David Kincaid, founder and CEO of Level 5 Strategic Brand Advisors, and a former top marketer at Labatt. Molson Canadian Hockey House became a hugely popular gathering point for anyone in Vancouver who wanted to cheer for Canadians competing in any event, not just hockey.

And the “Gear up for Gold” Facebook application allowed fans to turn their profile picture into a personalized Team Canada jersey. In less than three weeks during the Olympics, the brand’s Facebook community exploded from 30,000 fans to 375,000 and generated more than 300 million impressions. Today the page is 425,000 strong, which makes it one of the most popular beer brands on Facebook in the world. All told, Molson Canadian share and volume grew for the first time this year in 10 years, says Nowlan. A strong “organizing idea” was also behind the 2010 success of Coors Light. Using innovative “Cold Certified Packaging,” where the label actually changes colours to indicate the right temperature, the marketers drove home the Rocky Mountain ice cold refreshment positioning and put the beer back to Canada’s No. 1 spot.

Industry watchers like Kincaid give Molson Coors the highest marks for its dedication to research and development, which sets it apart from its chief competitor. “It’s done a great job of putting money where its mouth is by growing the beer category with innovation.” Specifically, it launched two brand new beers–the low-calorie Molson Canadian 67, and Molson M, the world’s first microcarbonated beer–successfully in 2010. Tactical marketing built on the brands’ central organizing ideas. For Molson 67 it was the misconception among wine and spirit drinkers that beer is high in calories. Molson M was developed to meet consumer desire for an easy-drinking beer.

Nowlan believes that not innovating based on the consumer is the biggest risk of all in product development and marketing. “We’ve really put finding consumer insight at the centre of everything we do.”

PepsiCo Beverages
Pepsi refreshed its brand in 2010, brought a little sun to the far north and then shared it with the country
As the Canadian division of a global company, marketers at PepsiCo Beverages Canada are sometimes faced with the not-so-unique challenge of adapting existing work relevant to the Canadian marketplace. But what sets the beverage company apart from its competition is its ability to engage the public and tap into consumer insights that result in distinctly Canadian work. PepsiCo Canada picks from a “global network of ideas” and approaches them in a way that’s most relevant to this market, explains Dale Hooper, vice-president of marketing, PepsiCo Beverages Canada. While so-called “lift and adapt” campaigns can have their drawbacks, every once in a while they strike the right chord and blaze through the market.

In April, for instance, Pepsico and its agencies developed the Canadian version of the “Refresh Project,” which first launched in the U.S. a year earlier. The objective is to help Canadians that want to help others. “We want to be a facilitator for Canadians to have a say in the world around them,” says Hooper. Pepsi invited Canadians to submit their “shovel-ready” ideas at RefreshEnergy.ca for the chance to win a grant to fund their socially responsible initiative. Pepsi launched the initiative with a 60-second TV ad through its sponsorship of Juno Awards coverage. Canadian musicians attending the event were asked to record a statement on how they would make Canada a better place. The videos were uploaded to the Refresh site and Facebook to act as inspiration for possible entrants. A Quebec-based portion of the campaign launched during coverage of the Gala Artis awards, which is similar to People’s Choice award show in the U.S.

Canadians have taken to the company’s Facebook page (which has close to 188,000 members) to share their ideas. Hooper says the Canadian project is receiving three times the votes per idea compared to the U.S. “Canadians are pretty into it and we think it’s because of the way we’re doing the social media,” he says. In August, the company announced it would expand its Gatorade product portfolio in Canada next year to include the Performance and Pro lines, which launched in the U.S. last summer. A panel of 60 professional athletes, including UFC star and Gatorade brand ambassador Georges St. Pierre and world kayak champion Adam van Koeverden, will spend the next six months testing the lines and providing feedback.

The product launch was announced at the G Series Symposium, a discussion of sports performance issues involving trainers, athletes and nutritionists, in Toronto. The event was the first of its kind globally, says Hooper. Earlier in the year, Pepsi’s Tropicana brand took a uniquely Canadian approach with its new “Brighter Mornings for Brighter Days” campaign that took viewers on a journey to Inuvik, a community in the Northwest Territories that goes weeks without sunlight during winter.

Tropicana took a giant, helium filled, illuminated balloon to shed light throughout the town, creating an artificial sunrise. Bottles of the juice were distributed to residents who had gathered to watch the lighting. The event, which coincided with the town’s Sunrise Festival, was captured on film and made into a 60-second ad by BBDO Toronto.

It went on to win several industry awards including a Gold Lion in the film category at the 57th International Advertising Festival in Cannes. The effort has helped reenergize the brand and put it at the forefront of the fairly competitive juice category; without having to slash prices. Hooper says the campaign has helped move consumer metrics in the right way, which is a great way to start any day.

Québec Milk Bureau
Moo juice goes Pure Laine to serve up large servings of comfort
Street columns with woolen hats and talking wool puppets in bus shelters? When it comes to media creativity, the Québec Milk Bureau (Fédération des producteurs de lait du Québec) is not afraid to make gutsy decisions. And that’s for good reason: “We’re always going for the emotion,” says Nicole Dubé, the bureau’s head of marketing, who’s been working for 25 years on what she calls a “challenging product, which needs personality while staying generic and brandless.”

True, there’s always been something deep and heartfelt about “Le Lait,” which is its own brand in Québec. Competing in a noisy landscape of screaming sodas and colourful juices, Le Lait has long been known for its quiet, sensible attitude from the old “Never without my milk” platform to the current “Natural source of comfort.” Launched two years ago in the middle of winter, a recession and H1N1, the new keyword for Le Lait is “réconfort,” as in comforting families and friends through the hardness of everyday life. Hence the wool. Since nothing says comfort like a hand-knit scarf made by a loving grandmother, that’s exactly what the bureau’s long-time ad agency Nolin BBDO showed on the first TV ads for the new platform. The idea quickly spread across other media, far beyond the traditional mix.

Over the past year, in collaboration with media agency Touché! PHD, the now-iconic hand-knit wool garments have shown up in extraordinary placements, such as giant tuques on Astral Media’s street columns, handmade woolen posters in MetroMedia Plus’ stations, knit-covered billboards and knit-animated web ads. Pink-coloured, textured and shaped beyond the typical boundaries of display advertising, all that wool was hard to miss. The tuques especially were so noticeable that pedestrians stopped for photoshoots between friends while motorists pulled over to take pictures. Some even stole the wool, fake or real. Talk about consumer engagement.

“We only deployed four street columns in Montreal and two in Quebec City, but they were so memorable that many said they had seen dozens,” says Dubé. “We could have put 50 out there, and the results would have been the same. When you have good creative, you don’t need to overdo it.” Winter 2010 saw the wool come to life, with three puppet characters helping people solve everyday problems in a reassuring voice. During the fall, their 3D likeness were placed in bus shelters where commuters could plug in their earphones to be comforted by their sound advice. Folk stories could also be heard in the shelters where heaters brought tangible comfort on winter days. In the meantime, “folktale nights” were organized in Montréal and Québec, including real-life grandmothers giving knitting lessons.

“Québec Milk Bureau is an extremely courageous client,” says Karine Courtemanche, newly named president of Touché! PHD. “When you pitch creative media ideas to a client, you can’t use any traditional argument of reach, frequency or impact,” she says. “It takes an open mind to accept these new ideas. Thanks to their gut feeling, they’ve created new points of contact where others would not have ventured.” In the end, Le Lait saw milk sales grow by 1% over a few months, according to Dubé, “We’re among the few Canadian markets where milk sales have grown.”

Milk is not just about milk, however. In the Milk Bureau’s $20 million annual budget, there are three other generic brands: Lait au chocolat (chocolate milk), Le Beurre (butter) and Fromages d’ici (cheese). Cheese became a strong focus of attention in 2005 when Québec Milk Bureau started making it a matter of national pride in response to a growing interest for imported fine cheeses. Québec-made cheese was in need of awareness.

This year, Cossette created a campaign associating locally made cheese with typical family moments. Five stories were produced for TV, including parents offering cheese to their daughter returning from Europe, new homeowners celebrating with cheese, cheese at a wedding, etc. “Everybody can relate to these situations, but most importantly, Quebecers can relate,” says Dubé. For print, Cossette created awkward situations where cheese was painfully absent: macaroni without cheese (“It’s just pasta”), cheese fondue without cheese (“It’s just a plate”), and of course poutine without cheese (“It’s just fries with sauce!”)

As a result of Québec Milk Bureau’s efforts, Québec cheese sales went up 25% last year.

Research in Motion
Reports of BlackBerry’s demise are greatly exaggerated
This may have been the year that cracks first appeared in the previously impenetrable halo around BlackBerry, but it was also the year the parent company Research in Motion proved it’s both willing and able to fight the good marketing fight. The company absorbed a slew of hits over the last 12 months as Apple and Android carved out a strong slice of the consumer smartphone market and faced a possible ban in India due to security issues. But the BlackBerry remains a top seller and the brand has increased its efforts to engage the consumer market with creative advertising, touting its free BlackBerry messenger service and new smartphone product, as well as new sponsorship opportunities with partners like the NHL.

In August RIM made a splash with the launch of the BlackBerry Torch, a touchscreen and keypad smartphone meant to compete directly with the iPhone and popular Android-enabled phones. The always feisty co-CEO Jim Balsillie said it was the most successful launch in RIM’s history. The company’s third quarter results surpassed analyst expectations. Sales were up 31% to $4.62 billion after analysts had predicted $4.49 billion. RIM also reported a 45% increase over last year in smartphones shipped in the quarter, with 12.1 million, a record for the company. Subscribers increased by 4.5 million during the same period, boosting RIM’s total to more than 50 million.

The backbone of the BlackBerry business is the corporate market, and many observers advised the company to focus on keeping that demographic happy rather than trying to steal consumer market share from Apple and others with ads like the recent Torch commercial starring superstar DJ and music producer Diplo. But others point out that the world is a big place, and RIM’s growth is hinged on both keeping its existing corporate base happy and executing a consumer marketing strategy of differentiation. In that arena, it’s difficult to label RIM as anything but a success. “You can’t judge RIM a failure simply because it’s not Apple,” said independent technology analyst Carmi Levy. “RIM knows it’s not Apple, and its marketing strategy is much more muted, more conservative but no less effective for the markets its trying to reach. They’ve done an excellent job over the past year differentiating themselves from the rock stars of Apple and speaking to their audience in ways that they will understand, appreciate and value.” Television ads touting BlackBerry’s Messenger app effectively walked the line between the brand’s business-focused reputation and its desire to show itself as a valid and useful choice for consumers by featuring everyday people illustrating the product’s multiple uses. From a surfer texting about waves, to a barber texting about his creative cuts, to a vintage car collector texting about a new find, the spots deftly balanced the technology of the product with a casual, feel-good tone.

In September, RIM also unveiled its PlayBook tablet computer and had observers saying it was a chance for the company to give its corporate base a fun and useful new toy, while also going up against the almighty iPad in the consumer space. Balsillie showed the company’s fighting spirit later in October after Apple CEO Steve Jobs criticized RIM’s new offering as too small. Balsillie came out guns ablaze saying, “Many customers are getting tired of being told what to think by Apple. For those of us who live outside Apple’s distortion field, we know that 7-inch tablets will actually be a big portion of the market.” It’s that kind of spirit that illustrates how RIM is prepared to fight for its leadership position and sets up an exciting 2011 for the wizards in Waterloo.

Rocky Mountaineer
Rocky Mountaineer went full steam ahead during the recession and drove its brand to new heights in 2010
Things were looking bleak last year for Rocky Mountaineer, a Western Canadian premium train tour company. With the economy in a tail spin customers were slashing their travel plans. “We started the year in the worst recessionary period,” says Hubert Wat, vice-president marketing. “The H1N1 outbreak, a soaring Canadian dollar and dropping foreign currency–you couldn’t think of a worse industry to be in [than luxury tourism].”

But rather than follow the rest of the industry with deep and widespread discounting, Rocky Mountaineer increased its marketing budget in 2009, rebranded and repositioned, relaunched the website, romanticized the names of the routes, aggressively pursued new international markets, and focused on the end consumer rather than the trade business. “We dissected our business right down to every aspect,” says Wat. “We redid the whole brand architecture and then we launched our integrated marketing program.” The strategy paid off. For the August 2009 to July 2010 period sales were up 17% and direct business up 41% from the year before.

Rocky Mountaineer updated its logo using its initials to form the Rockies, came up with a spiffy new look for its train, and designed a brochure to look like a travel journal. While competitors were offering two-for-one cruises and other price cuts, Rocky Mountaineer maintained its price structure and added value through offers such as helicopter tours. Last year, a collaboration with the television show The Bachelorette exposed the company to a new U.S. audience. Then during the 2010 Olympics, the company chartered a train to the Government of Alberta and ran it to Whistler, B.C., garnering an estimated $70 million of media value.

Helped by Surrey, B.C.-based Freelance Mac Stuff and Venture Communications in Calgary, Rocky Mountaineer launched ad campaigns in California, Germany and Australia. Brand awareness shot up from 16% to 36% in Los Angeles after a four-week trial television, outdoor and online campaign. Call volume from southern California was up 240%. Australia is now the largest growing market for the company after a well-timed and edgy billboard campaign in the departure areas of Australian international airports. At the same time the company zeroed in on the short-haul markets in Canada and the U.S. and changed its message. “We looked at how we could differentiate ourselves from all the other luxury trains–the Orient Express, the Royal Scotsman, Palace on Wheels–that were really bordering on stuffy and very exclusive. So we positioned our train as inclusive and showed that we can laugh at ourselves a little bit,” says Wat.

A typical ad headline reads: “Mountaineering with fine wine and superb cuisine, instead of sherpas, ropes and carabiners.” Rocky Mountaineer customers are usually 55 or older, but the company decided to target the younger demo of 40-55 in its advertising. Wat says this delivered an unintended “cialis effect” where the older demographic viewed themselves as the younger travelers portrayed in the ads. Georgia Dahle, past president of the B.C. chapter of the American Marketing Association, says Rocky Mountaineer demonstrated a strong strategic international marketing plan in the midst of a recession. “Instead of reducing their marketing spend, the organization committed to investing in their brand and strengthening their position,” she says.

SCOTIABANK
Timely tactics and consumer outreach builds breakout customer engagement
How do you get noticed in the middle of a national corporate marketing frenzy like the Olympics when one of your competitors is the official sponsor and launches an impressive, large-scale campaign of its own? If you’re Scotiabank, you show your colours with an ambush. The Canadian bank launched a marketing program one month prior to the Vancouver 2010 Olympic Winter Games that took advantage of the fact that it shares one of its brand colours with the nation’s flag.

For the “Show Your Colours” initiative, Canadians were offered prizes for uploading photos and stories showing their patriotism to a designated section of Scotiabank.com. In-branch point-of-sale and cinema ads that aired nationally at Cineplex theatres drove consumers to the site, mobile applications enable users to upload their photos from a cellphone, and every execution bore the message “This is our moment, Canada.” VANOC–no doubt encouraged by RBC, which activated their Olympic rights brilliantly to be sure– criticized the campaign, saying it misled consumers into believing it was linked to the Games. Scotiabank’s public denials were carefully worded and both parties came to an agreement eventually that allowed the campaign to proceed–a success in its own right. Now, however, the bank is less guarded about its Olympic intentions.

“Yes there was certainly an element of ambush marketing to that I suppose, but I think quite frankly it helped the brand enthusiasm,” says Rick White, Scotiabank’s head of marketing for Canadian banking. It was successful in capturing the national spirit of the time. “Canadian pride–I don’t think anyone can own that.” In all, more than 14,000 images were uploaded to the site and over 42,000 votes were cast. But aside from that opportunistic initiative, Scotiabank made it onto the Top 10 list for a handful of strategic marketing efforts throughout the year, including the promotion of existing services that make saving “automatic” through various debit and credit card programs.

Valerie Pringle, journalist and host of Canadian Antiques Roadshow, signed on as a “savings ambassador,” and conducted interviews with Canadians across the country about their financial health and provided a summary of how Canadians felt they could be helped back to financial stability. Pringle didn’t promote Scotiabank products or appear in commercials. Her role was to have “kitchen table-type conversations” with Canadians that were shared on Facebook, says White. Over 150,000 new and existing clients have opted for these savings tools since the effort launched in July with TV, print and transit ads from agency of record Bensimon Byrne. “I don’t know of anything we have done that has been so universally embraced,” says White. “It’s really appealing to a customer need as opposed to just flogging products.”

Scotiabank is also an active cultural event sponsor, having put its name on movie theatres and sports venues across the country. In 2010, the bank added to this by becoming the title sponsor of what is now referred to as the annual Scotiabank Contact Photography Festival in Toronto. Scotiabank helped promote the event by reaching out to bloggers from the Greater Toronto Area in addition to implementing a wild posting campaign that drove people to the festival’s Facebook page. The effort generated approximately 9.8 million impressions across various social media platforms.

The bank also added to its already expansive sports sponsorship portfolio, securing the naming rights to the Saddledome–home of the Calgary Flames. “It’s much more than a name on a building. It is a total and mutual commitment to co-branding and marketing two of Canada’s best, in banking and in hockey,” said Flames president Ken King. Scotiabank has realized sponsorship is another way of having face-to-face connections with consumers when a great deal of banking today is done online or at an ATM, says Tony Chapman, founder of Capital C which also works with Scotiabank. “They aren’t paralyzed by a global multinational telling them what they can or can’t do,” he says. “Their success or failure is completely dependent on their own ability and they do a great job.”

WIND MOBILE
A new Wind blew through the Canadian wireless industry this year, clearing the path for heightened competition
Leading the charge is rarely easy, and it was especially difficult for wireless startup brand Wind Mobile, which faced a staunch oligarchy of wireless incumbents in a highly regulated industry. Wind’s parent company Globalive had an enormous challenge: develop a new brand from scratch that would compete with Bell, Rogers and Telus, and do it with an uncertain launch date (a last-minute intervention by the CRTC halted their plans six days before going live). Not only did Wind and its network of agencies, led by Clean Sheet Communications, manage to bring to market a powerful brand using smart tactical executions in early 2010, it never backed down. A rocky start with inadequate service offerings might have hurt another competitor; instead Wind got stronger. It recovered quickly with an “honesty is best” policy, and fixed operational and service shortcomings (many of which experts say were to be expected). “Since March 2010, we’ve seen a lot of improvement from Wind,” says Amit Kaminer, analyst with The SeaBoard Group.

“They are really aggressive and really on target. The way they talk to their target market (generally under 35) is far superior to any of the incumbents.” After a few executive departures, the new marketing team led by CMO Scott Campbell made quick gains–netting 100,000 new subscribers by the summer, a whopping 20% ahead of analysts’ best-case predictions. The upstart shook up the Canadian wireless landscape with a powerful, innovatively developed and consistently delivered message–that conversations make a difference–put long-overdue pressure on incumbents to offer customers better choice, and dared to blaze a trail for other new competitors. For these reasons, Wind Mobile is one of Marketing’s Top 10 Marketers of the Year. Globalive challenged the norm long before launching Wind with its discussion site Wireless Soapbox, which was created to be a podium for dissatisfied wireless customers. “This was a great idea,” says Kaminer. “They got information for free about what was upsetting wireless consumers and what needed to be corrected.” Clean Sheet took that open, direct culture as the inspiration for the brand messaging, and went about developing creative in an unconventional way: directly with consumers.

What they found while developing strategy with the consumers surprised them, says agency co-founder Catharine Frank. “We expected them to respond strongly to an anti-establishment approach. What motivated them more was the idea of being agents of positive change.” The final creative cleverly cast consumers as beacons of wireless change, and featured their real words gathered from social media in campaign materials. A cheekier series of humorous video spots that played mostly on YouTube also cleverly showed how typical wireless selling tactics could be adapted in other fields; a hot dog vendor touting his hot dogs for $1 before charging extra for the bun, napkins and so on.

“Most marketers develop a point of view, take the positioning to the target and then wait for the response,” says Frank. “But the truth is, today, in the world we work, you have to have clear strategy based on extraordinary insights and ideas from the beginning.” Wind’s been anti-establishment in more ways that one: on the marketing front it hasn’t been afraid to give up control of its brand to get the input it needs to make it better, says Campbell, who adds that often its senior executives respond directly to customers. And it’s tackling the issues head on, says Kaminer. Its “take to the streets $150 incentive” to get customers to switch from incumbents was a stroke of genius, he adds. “It’s always hard to be the trailblazer. And Wind had the hardest task–to be the first one to educate the consumer.”

http://www.marketingmag.ca/english/news/marketer/article.jsp?content=20101122_114718_5864
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