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Direct Marketing

Direct response marketing is designed to so-
licit a consumer response and encourage the
customer to contact a company directly. It can
be used to acquire new customers or generate
repeat business with established ones. Results
can be tracked and measured daily, providing a
daily and weekly ROL. As well, the live sched-
ule can be continuously optimized.

There are six key elements that need to be tak-
en into consideration when planning a direct
response campaign.

1. THE OFFER A direct response advertisement is
comprised of three main components—product
information, sales proposition and a response
mechanism. The most important component is
the response mechanism. One must tell people
what to do and how they will benefit. Time sen-
sitive special offers tend to generate an immedi-
ate response. Once the consumer is intrigued
with the initial offer, one can up sell them when
they respond on additional products or services.

2. THE CREATIVE There are special techniques
that go into producing a direct response com-
mercial that will ensure it will generate a re-
sponse. It is not as simple as adding a tollfree
number to a commercial or ad. The cost of de-
veloping or editing a DRTV short-form or long-
form commercial is wide ranging and can be
anywhere from $25,000 to $750,000, depending
on the quality, length, actors and the experience
of the company that is producing it.

3. THE MEDIA Almost any media platform used
for traditional marketing can be used for direct
response. However, depending on the advertising
objectives, the cost per response can vary widely.

Print includes major daily and community
newspapers, consumer and trade magazines
and free standing inserts (FSIs). Utilizing an
existing subscriber base of a magazine or news-
paper to reach a potential audience can be an
efficient method of finding a DM target. A
stand-out print ad diverts someone’s attention
from the editorial to the ad. Make the opening
statement or headline powerful and valuable.
Use interesting graphics and visuals that arrest
the senses with a call to action.

Direct Mail (DM) includes addressed and unad-
dressed mail, flyers, door hangers, polybags and
coupon envelopes. A successful mailing must
reach the right person, be read by that person,
and it must persuade that person to buy some-
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thing or at least respond for more information
from the company. The mailing

list must be as targeted, accurate and current
as possible. Lists can be rented or purchased
from companies who specialize in address data
management. Access lists can sometimes be
provided by magazine publishers, membership
directories, local organizations, public records
and telephone phone directories. Unaddressed
mail can be used to target postal codes available
through Canada Post. There are distribution
companies that can narrow down the target au-
dience by city, neighborhood, postal code, FSA

and even postal walk.

Television DRTV is different than a brand buy,
focusing less on GRPs and much more on the
cost per minute. The purpose is to get an effec-
tive ROI from the TV (low cost per call, cost
per lead) versus creating an ‘impression.’
DRTV can be bought in a number of ways:
Remnant Time: most popular, it is unsold inven-
tory and can be purchased at a lower cost.
Blended Buy: a mixture of remnant time and
prime time.

Per-Inquiry Basis: stations are compensated
based on the number of responses (calls) driven
by the DRTV spot. This is not that common.
Custom: DRTV commercials can play on al-
most any station, any time of day—it depends
on the objectives and the budget.

Short form DRTV can be 15, 30, 60, 90 and
120 seconds in length. Long form DRTV, also
known as infomercials or paid programming,
are usually 30 to 60 minutes in length. Most
TV stations have allocated certain times of
the day for paid programming, primarily late
night and early morning. DRTV is typically
bought on a 52-week basis and is available on
most stations.

Radio commercial lengths are usually 15, 30
and 60 seconds in length, but longer commer-
cial time is available.

4. RESPONSE & MEDIA TRACKING The major
benefit with direct response advertising is the
ability to continuously measure and optimize
the ROI of a campaign. Toll-free numbers, pro-
motional codes and unique URL:s are used as
markers for measurement. Success metrics in-
clude the number of calls, leads, applications
and sales that are completed versus what it cost
to generate the actions.

The Broadcast Verification System (BVS) is
a third party tracking tool for television that

detects and delivers commercial activity data
overnight. The commercial must have a “veil
encoded strip” embedded by a production
house prior to shipping spots to stations. The
resulting reporting on clearance levels out-
lines when, where and if the broadcast com-
mercials aired. It is a resource to agencies and
advertisers, networks and syndicators. Produc-
tion houses in Canada equipped to handle
the encoding are CFA Communications and
MIJO Corporation. Eloda is another third
party tracking tool for television, using direct-
from-satellite and other source monitoring
coupled with patented AADNA, technology
for ad recognition, indexing and valuation for
occurrence validation.

5. CUSTOMER CALL SERVICE There are many
third party call centres (telemarketers) in Can-
ada that will handle the response by taking
calls, orders, upselling other products or servic-
es, reporting and providing customer service.
Some advertisers prefer to set up a call centre
in house but consideration must be given to
the ability to handle a high volume of calls
coming in 24 hours a day. Many potential cus-
tomers will spend no more than 1 to 3 minutes
on hold and will tend not to call back if the
lines are busy. It is just as important to provide
an immediate response for the customer when
they call in as it is to develop creative to elicit
an immediate response from them.

6. PRIVACY The knowledge and consent of the
individual is required for the collection, use,
or disclosure of personal information, except
where inappropriate. Consent is defined as a
customer’s agreement for the future use of his
or her personal information for marketing pur-
poses, subject to the following industry defini-
tions of types or degrees of consent:

IMPLIED CONSENT is used to communicate
with one’s own customers, such as sending out
a magazine subscription renewal notice or a
solicitation for a further donation.

OPT-OUT CONSENT is used to grant permis-
sion for use of the customer’s information to
send future marketing offers or solicitations not
directly related to the original transaction, as
well as to grant permission for the transfer of
the customer’s personal (non-sensitive) infor-
mation to a third party. (Example: a list rental
of newspaper subscribers’ names and addresses
for marketing purposes).

POSITIVE OR OPT-IN CONSENT is required for
the transfer of information a reasonable person



would consider sensitive, to a third party (Ex-
ample: financial or health information, or cer-
tain video rentals or magazine subscriptions).

The Personal Information Protection and Elec-
tronic Documents Act, also known as PIPEDA,
has been coming into effect in stages.

Phase One: the act applied to personal infor-
mation about customers or employees in the
federally regulated sector — such as banks and
telecommunications companies.

Phase Two: PIPEDA was extended to cover
personal health information collected, used or
disclosed by these organizations.

Phase Three: Covers all personal information of
customers that is collected, used, or disclosed in

Flyers

FLYERS/INSERTS/
PREPRINTS

There are more than 10 billion flyers distrib-
uted annually in Canada at a cost in excess
of $1.5 billion. The “media” is approximately
30% of the cost, with the balance made up by
pre press, print production and transportation
to the media. The largest sample variable is
print production, where the stock and number
of pages can make a huge difference in the
CPM.

Flyers are a medium that largely relies on the
customer’s interest in the product category to
gain readership. Consequently, the best ef-
ficiency (ROI) can be achieved by targeting
households with the highest propensity to pur-
chase the category at a given location(s).

The media distributors have created a very
flexible selection process that lets advertisers
choose relatively small geographic areas and

the type of dwelling desired.

FLYER MEDIA

The media principally falls into two categories:
Subscriber with (or without) Extended Market
Coverage and Total Market Coverage.
SUBSCRIBER NEWSPAPERS: Paid publications
that are published 5 to 7 days per week. Papers
are distributed to subscribers (Subs) or through
Single Copy Sales (SCS). Houses and apart-
ments are generally not separable.

EMC (EXTENDED MARKET COVERAGE): Flyers
distributed to non subscribers of daily newspa-
pers. Delivery is houses and/or apartments and
one day a week, usually Friday or Saturday.
TMC (TOTAL MARKET COVERAGE — within speci-
fied geography) Flyers distributed to all deliv-
erable households. Delivery is houses and/or
apartments. Canada Post and some distributors
also provide coverage to businesses.

the course of commercial activities by private
sector organizations, except in provinces that
have enacted legislation deemed to be substan-
tially similar to the federal law.

One of the biggest examples of the increased
challenge facing direct marketers is the Na-
tional Do Not Call registry set up in 2009.

DIRECT MARKETING
SUPPLIERS

There are several agencies and consultants that
offer complete project management, while
others specialize in one or more specific areas:
MEDIA MANAGEMENT AGENCIES assist with the
strategy, including targeting, planning, execu-
tion, data analysis and reconciliation.

TMC DISTRIBUTORS
COMMUNITY PAPERS: A newspaper that is pub-
lished 1 to 3 times per week and distributed at
no cost.

SHOPPERS: Like a community newspaper, ex-
cept there is little or no editorial content; one
day per week.

TRUCK & CREW DELIVERY: With or without a
bag. Non-publishing distributors of flyers and
community papers. One to 3 days per week;
sometimes with a 2-day delivery window.
UNADDRESSED ADMAIL: Canada Post delivery to
houses and/or apartments and/or businesses. Five
days a week, but with a 3-day delivery window.

FLYER GEOGRAPHY

Each distributor can provide targeting to one or
more of the following geographic units. Gener-
ally, subscriber papers provide FSA or Zones
(sometimes C'T's or DAs for EMC coverage).
Most TMC distrbutors provide C'T's, DAs and/
or Routes.

*ZONES: Multiple FSAs

*FSA (Forward Sortation Area): The first 3 dig-
its of the Postal Code (e.g. L6H) comprising of
4,000 to 20,000+ households. Urban codes Al
to A9, Rural codes A0.

LDU (Local Delivery Unit): The last 3 digits of the
Postal Code (2H5), used to locate communities
within a rural FSA or city block or apartments
within an urban postal walk. Urban LDUs are 10
to 200 households, rural are 50 to 4,000.
POSTAL WALK: The local geographic area
within an urban FSA with multiple LDUs or
approximately 300 to 600 households.

*CT (Census Tract): Stats Canada Geographic
Area approximately 1,000-3,000 households.
DA (Dissemination Area): Stats Canada’s
smallest unit of geography, approximately 400
to 700 households. (Prior to 2001-FA Enu-
meration Area).

DISTRIBUTOR ROUTE: Non-standard geography
of approximately 100 to 500 households.
“indicates standard geographic boundaries.

CREATIVE AGENCIES assist with concept strat-
egy, copy and design of print and broadcast
production.

LIST BROKERS/MANAGERS provide mailing list
services including identification and segmenta-
tion.

DIRECT MAIL PRODUCTION COMPANIES handle
printing, distribution, database/ list rental man-
agement, printing and Canada Post regulations.
FULFILLMENT CENTRES store, process and ship
inventory, as well as track movement and ex-
penditures.

CALL CENTRES/TELEMARKETING SERVICES of-
fer inbound and/or out-bound telephone and/
or Internet CSRs for customer service, sales,
surveys, call-data reporting and support.

TARGETING METHODS
Targeting refers to “Ranking Geography” so that
a selection process can choose the areas that meet
the budget or pre-determined cut off.

Attributes can be assigned based on:

1. AVERAGE SALES/POSTAL CODE (collected
by Retailer)

2. DEMOGRAPHICS (average household
income, family size, etc.)

3. PSYCHOGRAPHICS (Consumer Lifestyle
Clusters)

4. CSP (Consumer Spending Potential — by
category) aka FAMEX (Family Expenditure)
5. DISTANCE OR DRIVE TIME (from store)

Or a combination of any two or more of the
above.

FLYER DISTRIBUTION
STANDARDS ASSOCIATION
(FDSA)

The Flyer Distribution Standards Association
addresses issues shared by retailers, distributors,
printers, binderies, transport companies and
media agencies. Its mandate is to establish stan-
dards for the retail flyer process, from technical
specifications to processes and terminology, to
increase efficiency for the entire industry.

For information about the FDSA
please contact:

FDSA

c/o Retail Council of Canada
1255 Bay Street, Suite 8§00
Toronto, ON

M5R 2A9

Phone: (416) 922-0553

Fax: (416) 922-8011

www.fdsa-canada.org
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Associations

Toll Free

E-mail

Website

Advertising Agency Association of BC
Advertising Association of Winnipeg
Advertising Standards Canada

Alberta Weekly Newspaper Association
Association de la Presse Francophone
Association des Médias Ecrits

Communautaires du Québec

Association of Canadian Advertisers

Association des Agences de Publicité du Québec
Atlantic Community Newspapers Association

Audit Bureau of Circulations (ABC)

British Columbia and Yukon Community
Newspapers Association

BBM Bureau of Measurement

Broadcast Research Council of Canada

Broadcast Executives Society

Bureau de Commercialisation de la Radio du Québec
Canadian Advertising Research Foundation (CARF)
Canadian Association of Broadcast Representatives
Canadian Association of Broadcasters (CAB)
Canadian Association of Ethnic Radio Broadcasters
Canadian Business Press

CCAB, Division of BPA Worldwide

Canadian Community Newspapers Association (CCNA)

Canadian Magazine Publishers Association

Canadian Marketing Association

Canadian Media Directors’ Council (CMDC)
Canadian Newspaper Association (CNA)
Canadian Out-of-Home Measurement Bureau
ComBase

Le Conseil des Directeurs Médias du Québec
Hebdos du Québec

Independent Publishers Association of Ontario
Institute of Communication Agencies (ICA)
Interactive Advertising Bureau of Canada (IAB)

Magazines Canada

Manitoba Community Newspapers Association
NADbank

National Advertising

Benevolent Society of Canada (NABS)

Office de la Distribution Cerifiée

Ontario Association of Broadcasters

Ontario Community Newspapers Association
Out of Home Marketing Association of Canada
Print Measurement Bureau (PMB)

Quebec Community Newspapers Association
Radio Marketing Bureau

Saskatchewan Weekly Newspapers Association
Television Bureau of Canada

Trans-Canada Advertising Agency Network (T-CAAN)

Western Association of Broadcasters

(604) 694-0844
(204) 831-1077
(416) 961-6311
(780) 434-8746
(613) 241-1017
(514) 383-8533

(416) 964-3805
(514) 848-1732
(902) 832-4480
(416) 962-5840

(604) 669-9222

(416) 445-9800
(416) 413-3864
(416) 899-0370
(514) 528-0888
(416) 413-3864
(416) 764-3159
(613) 233-4035
(416) 531-9991
(416) 239-1022
(416) 487-2418
(416) 482-1090

(416) 504-0274

(416) 391-2362
(416) 921-4049
(416) 923-3567
(416) 968-3823

(514) 990-1899
(514) 861-2088
(416) 534-9572
(416) 482-1396
(416) 598-3400
(416) 504-0274

(204) 947-1691
(416) 923-3569
(416) 962-0446

(514) 393-5139
(905) 554-2730
(905) 639-8720
(416) 968-3435
(416) 961-3205
(514) 453-6300
(416) 922-5757
(306) 382-9683
(416) 923-8813
(416) 221-6984

866-669-2262

1-800-867-8533

1-877-842-4480

1-866-669-9222

1-877-305-2262

1-800-481-6580

1-866-861-2088

1-800-567-7422

NA

1-800-782-0051

1-800-661-6227

1-800-762-0899

1-800-667-2346

1-800-661-7962
1-800-231-0051

1-877-814-2719

(604) 694-0845
(204) 885-6265
(416) 961-7904
(780) 438-8356
(613) 241-6313
(514) 383-8976

(416) 964-0771
(514) 848-1950
(902) 832-4484
(416) 962-5844

(604) 684-4713

(416) 445-8644
(416) 413-3879

(450) 664-4138
(416) 413-3879
(416) 7643188
(613) 233-6961
(416) 531-5274
(416) 239-1076
(416) 487-6405
(416) 482-1908

(416) 504-0437

(416) 441-4062

(416) 923-7206
(416) 968-9396

(514) 861-1966

(416) 482-1856
(416) 598-3400
(416) 504-0437

(204) 947-1919
(416) 923-4002
(416) 962-9149

(514) 393-5289
(905) 554-2731
(905) 639-6962
(416) 968-6538
(416) 961-5052
(514) 453-6330
(416) 922-6542
(306) 382-9421
(416) 413-3879
(416) 221-8260

1-877-814-2749

david@hyphenweb.com
info@aaw.org
info@adstandards.com
info@awna.com
apf@apf.ca

medias@amecq.ca

rscotland@acaweb.ca

info@acna.com
marian.robertson
@accessabc.com

info@bccommunitynews.com

info@bbm.com
brc@tvb.ca
admin@bes.ca

carf@tvb.ca
info@cabr.ca
cab@cab-acr.ca
info@chinradio.com
admin@cbp.ca
info@bpaww.com

info@ccna.ca

info@the-cma.org
jsc@janetcallaghan.com
info@cna-acj.ca
nwillim@comb.org
info@combase.ca
info@cdmgq.org
communications@hebdos.com
wseto@careerinsider.ca
ica@icacanada.ca
pgignac@iabcanada.com

info@magazinescanada.ca

tanis@mecna.com
Imilton@nadbank.com
nabs@nabs.org

info@odcinc.ca

memberservices@oab.ca

nlowen@omaccanada.ca

info@qcna.qgc.ca
info@rmb.ca
info@swna.com
tvb@tvb.ca
marketingmonkey
@sympatico.ca

info@wab.ca

www.aabc.ca
WWW.aaw.org
www.adstandards.com
WWW.awna.com
www.apf.ca

www.amecd.ca

www.acaweb.ca
www.aapd.ca
Wwww.acna.com

www.accessabc.com

www.bccommunity
news.com
www.bbm.ca
www.brc.ca
www.bes.ca
www.bcrg.com
www.carf.ca
www.cabr.ca
www.cab-acr.ca
www.chinradio.com
www.cbp.ca
www.bpaww.com
Www.community
news.ca
www.magazines
canada.ca
www.the-cma.org
www.cmdc.ca
WWWw.cna-acj.ca
www.comb.org
www.combase.ca
www.cdmg.ca
www.hebdos.com
www.ipao.ca
www.icacanada.ca
www.iabcanada.com
www.magazines
canada.ca
Www.mcna.com
www.nadbank.com

www.nabs.org

www.odcinc.ca
www.oab.ca
WWW.0Cha.org
www.omaccanada.ca
www.pmb.ca
Www.Jcna.org
www.rmb.ca
WWW.swna.com
www.tvb.ca

www.tcaan.ca

www.wab.ca
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CANADIAN
MARKETING
ASSOCIATION

Creating success through the
power of networking relationships

X October 7,2010 Canadian Marketing Association presents

Arcadian Court, Toronto Women Make Your Mark 2010

. . Relationship building is the essence for any business.

8:00 a.m. - 1:00 p.m. Developing and maintaining powerful business connections and
relationships is an essential ingredient for creating success in
today’s fast-paced environment. It’s a skill to make and leave your
mark - for today’s women and tomorrow’s successors.

Join us for a half-day to create success through the power of
networking relationships and experience:

O A hands-on networking workshop
¥ Panel: The Power of the Network
O Creating Your Digital Identity

Register today at 416.644.3748
or email athurton@the-cma.org
or visit www.the-cma.org/women

Table Sponsors : Event Sponsors . DelegateBag = Trade Publication ~ Creative Sponsor

Sponsor Sponsor
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Media Software &
Data Services

24/7 REAL MEDIA
161 Eglinton Ave E., Suite 505
Toronto, ON M4P 1]5

Phone: (416) 966-2542

Fax: (416) 966-3097

247 canada.com

ACNIELSEN

COMPANY OF CANADA
160 McNabb St.

Markham, ON L3R 4B8

Phone: (905) 475-3344

Fax: (905) 475-8357

nielsen.ca

ACNielsen provides measurement and analy-
sis of marketplace dynamics and consumer
attitudes and behavior.

ADTRAQ/CO HARRIS
SOFTWARE SYSTEMS
25 Dyas Rd.

Toronto, ON M3B 1V7

Phone: (416) 445-9640

Fax: (416) 443-3088

ADTRAQ/CO HARRIS
SOFTWARE SYSTEMS
LES SYSTEMS INFORMA-
TIQUES HARRIS

390 Rue Lemoyne

Montreal, QC H2Y 1Y3

Phone: (514) 8§24- 0101

Fax: (514) 824-0111

Adtraq provides a tracking system for media
purchase administration.
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BBM ANALYTICS
1500 Don Mills Road, 3rd Floor
Toronto, ON M3B 3L7

BBM Analytics is a leading provider of software
that analyses TV and radio data from BBM
Canada, with products including InfoSys+,
Airware, microBBM and SalesPRO. BBM
Analytics also offers insights on commercial
tracking for TV and radio as well as consumer
profile data in the form of the RT'S survey.

COMB NAVIGATOR (COMB)
111 Peter Street, Suite 500

Toronto, ON M5V 2B8§

Phone: (416) 968-3823

comb.org

Comb Navigator provides a reach and fre-
quency planning tool for out-of-home media.

CORE DIRECT

695 Route 46 W., Suite 403
Fairfield, NJ 07004

Phone: (973) 276-0882
Fax: (973) 276- 0891

coremedia-systems.com

Core Direct provides syndicated software
solutions for DRTV.

DONOVAN DATA
SYSTEMS-DDS

2 St. Clair Ave W., Suite 1500
Toronto, ON M4V 1L5
Phone: (416) 929-3372

Fax: (416) 929-0779
ddscanada.com

Donovan provides an online information
system tracking media buying processes and
administration.

DOUBLECLICK (DART)
=A DIVISION OF GOOGLE
111 Eighth Ave., 10th Floor

New York, NY 10011

Phone: (212) 271-2542
doubleclick.com

Doubleclick (DART) provides ad manage-
ment and tracking for online advertising.

FUIMUS CORPORATION
Advertising Agency Management Systems
119-660 Eglinton Ave. East, Ste 349
Toronto, ON M4G 2K2

Phone & Fax: (416) 601-1744

Email: fuimus@fuimus.com

fuimus.com

Fuimus offers an advertising management
software system (AAMS).

LEADING NATIONAL
ADVERTISERS-LNA
(DIVISION OF NIELSEN IMS)
20 Toronto Street, Suite 860

Toronto, ON M5C 2B8

Phone: (416) 644-3527

Fax: (416) 644-3530

Inacan.com

LNA collects and classifies advertising ex-
penditure information for the magazine and
newspaper industries.



MARKETRON

5075 Yonge St., Suite 404

North York, ON M2N 6C6

Phone: (416) 221-9944

Fax: (416) 981-8766

Email: canadasupport@marketron.com
Marketron.com

Marketron offers TC software to track broad-
cast sales and inventory data.

MIJO

635 Queen St E
Toronto, ON M4M 1G4
Phone: (416) 964-7539
1-800-463-6456

Fax: (416) 778-9799

mijo.ca

Mijo provides a full range of broadcast, audio/
visual, print and post-production services.

NIELSEN IMS
(INTERACTIVE
MARKET SYSTEMS)
20 Toronto Street, Suite 860
Toronto, ON M5C 2B8
Phone: (416) 961-2840

Fax: (416) 644-3530

Montréal

Phone: (514) 240-3012

nielsen.com/nielsenimscanada

Nielsen IMS provides a media planning and
analysis software for both industry and propri-
etary research.

NIELSEN MEDIA
RESEARCH CANADA
160 McNabb St.

Markham, ON L3R 4B8

Phone: (905) 475-9595

Fax: (905) 475-7296

nielsenmedia.ca

Nielsen Media Research is a provider of elec-
tronic television audience and media intel-
ligence services in Canada.

TELMAR HMS

90 Eglinton Ave E., Suite 410
Toronto, ON M4P 2Y3
Phone: (416) 487-2111

Fax: (416) 487-2119

ca.telmar.com
Telmar provides a media planning system.

24/7 provides web analytics and search en-
gine marketing software and solutions.

TNS MEDIA INTELLIGENCE/
EVALIANT

8718 Royal Bluff Drive

Charlotte, NC 28269

Phone: (704) 598-7054/ (877) 598-7054

Fax: (704) 599-6250

Hotline: 800-497-8450

Evaliant is a provider of online advertising
data, tracking ads on sites throughout North
America.

SCALA CANADA
(PREVIOUSLY MARKET
INFORMATION SERVICES
OF CANADA)

49 The Donway West, Suite 405
Toronto, ON M3C 3M9

Phone: (416) 391-7555

Fax: (416) 391-7579

Email: info@scala.com

Scala.com

Scala provides media campaign data for the
outdoor advertising industry.
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Media

Terminology

GENERAL

ACCUMULATION Counting a person once who is exposed to a
message only once over a specific time period (one week, four
weeks, etc.). They are not counted each time they are exposed
to the message.

ACHIEVEMENT Actualized delivery of audience, ratings, etc. of
a media campaign, usually compared to planned/estimated
objectives.

AIDED AWARENESS Per cent of an audience aware of a brand or
advertising message once prompted with visual or aural cues.
AUDIENCE COMPOSITION Analysis of audience in terms of
selected sub-groups based on demographics, lifestyle, etc., usu-
ally expressed as percentages.

BLOCKING CHART The graphic presentation on a calendar of
planned advertising activity.

BRAND DEVELOPMENT INDEX (BDI) A market’s propensity to use
a specific brand, compared to the population in general; cal-
culated by dividing the per cent of a product’s total sales by the
per cent of the total population in a specific market/region.
BUDGET CONTROL REPORT (BCR) Monthly, quarterly or annual
document detailing actual versus projected expenditures to date.
BURST & BLACK A TV flighting method where an advertiser has
several high weight flights, but is otherwise dark.

BUY REQUEST A form outlining specific requirements (target
group, flight dates, etc.) of a broadcast campaign to be pur-
chased.

CALL TO ACTION Copy that encourages the reader to respond
and provides clear details on how (e.g. by mail, toll-free num-
ber, website or fax) and expiry date for response.
CONVERGENCE A multi-platform campaign employing many or
all properties owned by one major media owner.

COST PER RATING (CPR) The cost of delivering a message to 1%
of a pre-determined target group.

COST PER THOUSAND (CPM) Cost to deliver a message to 1,000
individuals. These individuals may be limited to those who
meet specified demographic, psychographic or product con-
sumption criteria.

CROSSTAB (X-TAB) Cross-referencing of data to identify habits/
characteristics of a defined subset of the population.
CUMULATIVE AUDIENCE (CUME) Total unduplicated number of
homes/individuals reached by a schedule of commercials/pro-
grams/ issues within a given time.

CUMULATIVE REACH Percentage of the target reached by a
schedule in a given time period.
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DECAY The decline in top-of-mind awareness as the result of a
hiatus period, commercial wearout or competitive action.
DUPLICATION The extent to which two media vehicles have a
common audience.

EFFECTIVE FREQUENCY Exposures to an advertising message
required to achieve effective communication. Generally ex-
pressed as a range below which the exposure is inadequate and
above which the exposure is considered wastage.

EFFECTIVE REACH Percentage of target reached at the stated “ef-
fective frequency” level.

EFFICIENCY Cost-effectiveness of a media buy based on CPMs/
CPRs.

FLIGHTING Periodic waves of advertising, separated by periods of
total inactivity (as opposed to continuous advertising).
FREQUENCY The number of times an advertising message has
been exposed to a target audience.

FREQUENCY DISTRIBUTION Average frequency, broken down to
indicate the percentage of the audience that has been exposed
to the message once, twice, etc.

GROSS RATING POINTS (GRPS) The sum of all ratings delivered
by a given schedule, against a pre-determined target group.
GRPs = reach x frequency.

HEAVY-UP Increase in media weight for a short span of time.
HIATUS Period of time between advertising flights.
IMPRESSIONS/MESSAGES The total number of commercial
occasions or advertisements scheduled, multiplied by the total
target audience potentially exposed to each occasion. A media
plan’s impressions are usually referred to as gross impressions.
MARKET DEVELOPMENT INDEX (MDI) A market’s propensity to
use a product category; calculated by dividing the per cent of a
product category’s total sales by the per cent of the total popula-
tion in a specific market/region.

OPTIMIZATION A process of adding media elements in order to
achieve maximum results at each step.

POST-BUY ANALYSIS An analysis of actual media deliveries cal-
culated after a specific spot or schedule of advertising has run.
PRE-BUY ANALYSIS A report of estimated deliveries of a broad-
cast media spot or schedule purchased.

PULSING A flighting technique that calls for either a continu-
ous base of support, augmented by intermittent bursts of heavy
weight, or an on-off, on-off pattern.

QUINTILES Grouping of survey results into equally sized groups,
arranged by order of magnitude of activity. Each quintile repre-
sents one-fifth of the total population (quartiles by quarters, etc.).



REACH A measurement of the cumulative unduplicated target
audience potentially exposed once or more to a particular
program, station or publication in a given time frame. Reach is
usually expressed as a percentage of the target population in a
geographically defined area.

RECENCY A campaign’s ability to reach its target audience as
close as possible to the time of purchase, in order to maximize
recent exposure to the message.

SHARE-OF-MARKET (SOM) A company’s total sales volume
expressed as a percentage of total category sales.
SHARE-OF-VOICE (SOV) A company’s total advertising spend
expressed as a percentage of total spending by the category.
SHORT RATE Charge incurred when an advertiser fails to meet
the previously contracted volume of media time or space.
SPONSORSHIP Positioning an advertiser as a co-presenter of a
specific program, publication or event.

STANDARD BROADCAST CALENDAR Division of a year into speci-
fied weeks commencing Mondays, and months comprised of
stated full weeks only commencing the Monday of the week
containing the first day of a calendar month. For costing/bill-
ing/scheduling purposes.

TALENT CYCLE A 13-week time period upon which residual
payments to an advertisement’s performers are based. Each
time the advertising runs in a new talent cycle, an additional
payment is required.

TEASER Advertisements preceding a major campaign that do
not state the full commercial message, but are intended to
build interest in a product/service prior to its launch.

TEST MARKET (TEST CELL) Process of conducting a small-scale
promotion or introduction of goods in order to gather informa-
tion useful in a broader promotion or product introduction.
TRAFFIC The person or department within an advertising agen-
cy responsible for the progress of creative through all stages of
production and shipment of material to the media.

UNAIDED AWARENESS Percentage of target group aware of
brand/advertising without prompting.

WASTE COVERAGE When media purchased reaches the wrong
audience.

WEAR-OUT A level of frequency or point in time when an adver-
tising message loses its ability to effectively communicate.
WEIGHTED AUDIENCE Audience to which adjustment factors
have been applied. For example, a secondary target group may
be discounted by 50% to reflect a lesser degree of importance.
WEIGHTED MEASURE Measure to which adjustment factors have
been applied to one of the variables.

BROADCAST

ADJACENCY A commercial time slot immediately before or after
a specific program.

AFFIDAVIT Written legal proof-of-performance from a radio or
television station that a commercial ran at the time indicated.
AVAILABILITIES (OR AVAILS) Programs or time periods a station
offers for sale.

AVERAGE MINUTE AUDIENCE/RATING The average number of per-
sons, or per cent of a demographic, listening to a station during
an average minute.

BACK-TO-BACK SCHEDULING Two or more commercials that are

run one immediately following the other.

BILLBOARD Sponsoring announcement/identification at the
beginning, end or in a break of a radio or television program.
BLANKET COVERAGE Refers to the complete coverage that a
broadcast station has in a particular area.

BLOCK PROGRAMMING Programming of shows with a common
demographic appeal, one after another.

BOOKEND Spots airing at the beginning and end of a commer-
cial cluster.

BREAKFAST/DAY/DRIVE/EVENING In radio, basic dayparts sold.
Time blocks are usually 6 a.m. to 10 a.m., 10 a.m. to 3 p.m,, 3
p-m. to 7 p.m. and 7 p.m. to midnight, respectively.

CABLE SUBSTITUTION As regulated by the CRTC, any Canadian
television station airing U.S. programming has to remove the
U.S. advertisements and replace them with Canadian advertise-
ments.

CENSUS AGGLOMERATION (CA) Geographical area, defined by
Statistics Canada, with a population of 10,000 to 99,999.
CENSUS METROPOLITAN AREA (CMA) Geographical area, defined
by Statistics Canada, with a population in excess of 100,000.
CENTRAL MARKET AREA (CMA) Geographical area, defined by
BBM, usually centred around one urban centre.

CHURN Turnover in subscribers. Primarily refers to pay TV.
CLUSTER The set of different commercials within a commercial
break, usually two to three minutes in total.

COMMUNITY ANTENNA TELEVISION (CATV) Antenna arrange-
ment that receives distant signals and re-transmits via cable to
subscribers.

COVERAGE Percentage of homes or individuals in a specific area
that receive a broadcast and/or cable signal.

CRAWL An intrusive ad unit that literally crawls across the bot-
tom of the viewing screen.

CUMULATIVE AUDIENCE (CUME)/PER CENT CUME The number of
different people who tune, for at least one-quarter hour, to a
station within a specified time block. Often expressed as a per
cent.

CUT-IN Regional (or station) insertion of an alternative com-
mercial replacing a spot carried nationally (or provincially) on
a network.

DESIGNATED MARKET AREA (DMA) Geographical area comprised
of a market and adjacent counties or census divisions, as de-
fined by Nielsen Media Research.

DIRECT BROADCAST SATELLITE (DBS) Satellite that broadcasts
directly to a subscriber’s home dish antenna.

EXTENDED MARKET AREA (EMA) Geographical area comprised of
a market and adjacent counties or census divisions, as defined
by BBM.

FULL COVERAGE Audience that encompasses a station’s total
geographic reach.

GRID CARD Rate card that reflects audience delivery and
demand at different times, resulting in a variety of rates for that
program.

HOMES USING TELEVISION (HUT) Per cent of households with one
or more sets tuned in at a given time.

HOURS TUNED Usually expressed as the average amount of time
spent per person with a given station in a weekly period. It is an
indication of the loyalty that an audience has to a station.
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INTERSTITIAL Mini information segment, usually 30 or 60 sec-
onds in length.

LEAD-IN/LEAD-OUT Programming leading into or out of a time
block.

LOCAL PROGRAM Non-network program airing on a station.
MAKE-GOOD Commercial announcement offered to an adver-
tiser as compensation for a pre-empted spot or one that ran
incorrectly.

NARROWCASTING Programming designed to reach specific verti-
cal targets. Often developed to appeal to special-interest or age
groups.

NET (UNDUPLICATED) AUDIENCE Number of households or
people reached by a particular broadcast schedule or program.
ONE TIME ONLY (OTO) A spot that is available only once.
PRE/POST RELEASE A pre-released program airs before the U.S.
episode and post-release airs after.

PRIME/FRINGE/DAY In television, the basic dayparts sold. Prime
runs 6 p.m.-11 p.m., fringe 4:30 p.m.- 6 p.m. and 11 p.m. until
sign-off, and daytime sign-on until 4:30 p.m.

PROGRAM SUBSTITUTION Substitution, by the cable company, of
one program for another on a given channel.

PERSONAL VIDEO RECORDER (PVR) A set-top box that stores
video information in digital form.

QUARTER-HOUR AUDIENCE Same as Average Minute Audience
but information is measured in 15-minute blocks. Viewers/lis-
teners must tune in for five or more minutes to be counted.
RATING The average percentage of target group population
within a defined geographic area tuned to a particular program
at a specific time period.

ROADBLOCK Scheduling of commercial time, on all available
stations, at a fixed time.

ROTATION Scheduling of a pool of commercials through a set
schedule, on a rotating basis.

RUN OF SCHEDULE (ROS) Scheduling of a commercial in vari-
able timeblocks, days or programs.

SETS-IN-USE (SIU) Total number of sets viewed at a specific
time.

SHARE The percentage of the total television-viewing or radio-
listening audience tuned to a particular program or station at a
specific time, expressed as a per cent of average people viewing
or listening during that time period.

SHARE OF AUDIENCE The percentage of all households watch-
ing a particular program. The household, rather than each
person, is counted as a whole.

SIMULTANEOUS PROGRAM SUBSTITUTION Cable replacement

of American identification and commercials with Canadian
where the U.S. and Canadian stations are telecasting the same
episode of a program at the same time.

SPILL-IN Broadcast signal from one market received in another.
SPLIT COMMERCIAL A commercial from the same advertiser
devoting part of its time to one product, part to another, each
being able to stand alone. Sometimes referred to as a “piggy-
back” commercial.

SPOT TV Purchase of broadcast time on a station-by-station ba-
sis, i.e., non-network time. Sometimes referred to as Selective.
SQUEEZE-BACKS When an ad shares the television screen with a
program’s credits. Hence the credit’s are “squeezed.”
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STRIP PROGRAMMING A program scheduled at the same time
(usually during fringe or daytime) on successive days (usually
Monday-Friday).

SUPERSTATION Station whose signal is available to cable systems
across the country via satellite transmission.

TIERING Optional packages of pay-cable or basic cable services
available to subscribers.

PRINT

ADNORM A term used by Starch Research to indicate reader-
ship averages by publication, by space size and colour, and

by type of product. The norm is used to provide a standard of
comparison for individual ads.

ADVERTORIAL Refers to a type of advertising that is placed in a
print publication. The ad appears like an editorial article.
AGATE LINE A unit of space measurement, equal to one column
wide and 1/14 inch deep.

ANNUALS Publications that are distributed once per year.

AUDIT REPORT The annual ABC Circulation Report, usually
covering a 12-month period, details circulation by province,
county/census divisions, cities, towns and villages.

BANNER Advertisement that runs horizontally on the bottom of
a page of a publication.

BELLY BAND Ads that wrap around the paper. Consumers must
remove the wrap before they can read the paper.

BLEED Printing to the edge of a page so there is no margin.
CENTRE SPREAD In the centre of a publication, an advertise-
ment appearing on two facing pages printed as a single sheet.
CIRCULATION Average number of copies per issue sold or distrib-
uted.

CLOSING DATE The final deadline by which a publication will
accept advertising space reservations/material.

CLUTTER The extent to which a publication’s pages are frag-
mented into small blocks of advertising and/or editorial.
CONTROLLED CIRCULATION Publications distributed free, or
mainly free, to individuals within a specific demographic seg-
ment, geographic area or job function.

COST RANK (CRANK) Ranking of publications by their cover-
age, cost per thousand, audience composition, etc., against a
defined target group.

COVERAGE Percentage of individuals in a specific target group/
geographic area reached by a publication/combination of
publications.

DISPLAY ADVERTISING Advertisement that appears in any part of
a publication other than the classifieds section.

EARLUG Space on cither side of the masthead, or the top
corners of the front page of a newspaper section, that is sold for
advertising.

EARNED RATE Discounted advertising rate based on lineage/
space committed.

FLEXFORM Advertisement not conforming to a standard shape.
FP4C A full-page, four-colour advertisement in a publication.
FREE-STANDING INSERT (FSI ) A loose advertisement that is
inserted into a newspaper.

GATEFOLD ADVERTISEMENT A continuous picce of paper folded
to conform to a publication’s page size. Often an extension of a
magazine’s cover.



GEOGRAPHIC SPLIT RUN Advertisements are created that have

a specific message for a particular region, while the rest of the
country receives one generic message.

GUTTER (TRUCK) Blank space on the inside page margins where
a publication is bound or folded.

HALFTONE Reproduction made from an original photograph by
transforming the different tones into a series of dots.

HOOKER (TAG) In newspaper advertising, local dealers’ names
appended to national advertising.

HORIZONTAL PUBLICATION A publication with editorial content
of interest to a wide variety of readers.

IBC (INSIDE BACK COVER) Position of an advertisement on the
inside back cover of a publication.

IFC (INSIDE FRONT COVER) Position of an advertisement on the
inside front cover of a publication.

INCUMBENCY POSITION Premium positions in a specific issue
for which right of first refusal is given to an advertiser who has
historically held that position.

INFO PATCH Advertisement that is glued on the front of a news-
paper. It unfolds to display the message.

ISLAND POSITION An advertisement in the centre of the page,
surrounded by editorial.

JUNIOR PAGE Usually a 7-inch wide x 10-inch high ad in a
tabloid or broadsheet format.

LETTERPRESS Printing done from cast metal type or plates on
which the image or printing areas are raised.

MECHANICAL REQUIREMENTS Information and instructions
regarding the physical aspects of preparing advertising material.
OBC (OUTSIDE BACK COVER) Position of an advertisement on the
outside back cover of a publication.

OFF-REGISTER Blurred printing caused by out-of-position print-
ing plates.

OFFSET PRINTING Process that prints by transferring ink from a
cylinder to a rubber blanket, then to the printing surface.

OTC (OPPOSITE TABLE OF CONTENTS) Position of an adver-
tisement on the page opposite the table of contents of a
publication.

POSITION CHARGE The surcharge to ensure placement of an
advertisement in a specific position in the publication.

RETAIL TRADING ZONE (RTZ) Area beyond and including the City
Zone in which the residents regularly trade with the merchants
located within the City Zone. Boundaries are defined by ABC.
RHP (RIGHT HAND PAGE) Position of an advertisement on a right-
hand page of a publication.

ROP-RUN OF PAPER OR RUN OF PRESS Advertisements placed
anywhere within the regular printed pages of a newspaper.
ROP COLOUR Process colour that is printed in a newspaper dur-
ing the regular press run for that edition.

SATELLITE PAPER Publication whose typesetting signal is sent

to distant printing facilities via satellite for regional or national
distribution.

SPECIAL COLOUR A specific colour or tone not possible through
regular four-colour process, e.g., fluorescent or metallic.
SPECTACOLOUR Pre-printed advertisement in roll-form that has
two fixed dimensions: the width and depth of the newspaper
page.

TABLOID PRINT Format of approximately 13 x 10 inches.

TAG-ONS Elastics that wrap around the paper with an advertise-
ment brochure.

TEARSHEET Page of a publication supplied to agency/advertiser
for checking purposes.

VERTICAL PUBLICATION Publications whose editorial content
deals with interests of a specific industry.

VOLUME DISCOUNT A discount given by a publication based
upon the number of times one advertises in it.

WRAP ADVERTISING A single advertiser’s message printed on the
front cover, IFC, OBC, and back cover of a publication.

OUT-OF-HOME

BACKLIT POSTER A luminous sign containing advertising graph-
ics printed on translucent polyvinyl material.

BANNER Large format vinyl ad unit affixed to the side of a build-
ing.

ELECTROLUMINESCENT PAPER (EL) An OOH enhancement,
where light pulses (built into the advertisement) can be uti-
lized to highlight specific elements of an advertisement. The
pulsing light can by synced to a rhythm or voice or motion
activation.

FACE An individual, out-of-home advertising unit.

FLAGGING Peeling, ripping and other damage to out-of-home
paper posters.

KING DISPLAYS Poster located on the exterior sides of a transit
vehicle.

MINIBOARD Poster of dimensions of 13 x 17 inches presented in
a stainless steel frame. Found in resto-bars, colleges and univer-
sities and health and fitness centres.

MOBILE SIGNAGE Moving billboards; truck side advertising using
specialized and dedicated vehicles.

MURAL Advertisement painted on a wall.

SEVENTIES Poster located on the rear exterior of a transit ve-
hicle.

SPECTACULAR A very large billboard ranging in sizes from 10 x
24 feet to 10 x 60 feet.

STALL ADVERTISING Advertisement on miniboard posted inside a
washroom stall.

STATION DOMINATION A single advertiser blankets all the tradi-
tional media within a station.

SUPERBOARD A billboard that has extensions added onto it that
extend further than the traditional size.

TALL WALL/VERTICAL POSTER A vertical billboard affixed to
buildings.

TRI-VISION A mechanical advertising display with three or more
separate faces that can be programmed to move in several ways
at different time intervals.

VIDEO DISPLAYS LED screens offering TV-quality displays that
are positioned at outdoor locations.

WRAP Advertisement painted on the entire exterior surface of a
vehicle.

DIRECT MARKETING

ABANDONMENT As in the phrase “call abandonment.” This refers
to people who, being placed on hold in an incoming call, elect
to hang up (“abandon”) the call. Call centres monitor closely the
“abandonment rate” as a measure of their inefficiency.

Media Digest 10/11

S
®
&
o
=
®
]
8
(=]
S,
(=]
«Q
<




)
(=]
o
-]
o
s
]
&
b
o
3
L
]
T
@
=

ACD AUTOMATIC CALL DISTRIBUTOR A machine used in mod-
ern call centres for incoming calls. It routes calls to available
agents, holds overflow calls, gives and takes messages, provides
reports.

ACQUISITION COST The cost of signing up a new customer.
LIFETIME VALUE is often used to compute the maximum allow-
able acquisition cost.

AFFINITY ANALYSIS A process of finding relationships between
customer purchases, e.g. people who buy skis also buy snow
tires.

AFFINITY MATRIX A cross tab showing cross-buying patterns by
customers who did or did not buy products A, B, C and D.
ATTRITION MODEL A model that predicts which customers are
most likely to leave. Usually expressed as a percentage of likeli-
hood.

BACK END The measurement of a buyer’s performance after he
has ordered the first item in a series offering. Sometimes used
to refer to the activities necessary to complete a mail-order
transaction once an order has been received.

C.PI. COST PER INQUIRY A simple arithmetical formula derived
by dividing the total cost of a mailing or an advertisement by
the number of inquiries received.

C.PC. Cost per Call.

C.P.O. COST PER ORDER As with C.P.L., except based on actual
orders rather than inquiries.

CHURNING The practice of customers switching to another sup-
plier based on special discount offers. Used particularly in the
cellular telephone or credit card industries.

COMPUTATION PERIOD The number of years from now that you
can safely project customer lifetime value. The period is short
for products that soon become obsolete.

CONVERSION RATE The percentage of responders who become
customers.

DATABASE MARKETING The systematic collection and manipula-
tion of data to achieve marketing goals. Databases can include
customers, prospects and dealers/distributors.

DE-DUPE Identifying and consolidating duplicate names; usually
done in a merge/purge operation.

F.S.A. FORWARD SORTATION AREA The alphanumeric, three-digit
prefix of Canadian postal codes. Used widely in list selection
due to its precision and demographic indicators.

FRONT END Refers to the initial level of response from the target
audience, especially where two-step selling is used.

GEOCODING The process of appending latitude and longitude
coordinates to a database record so it can be properly placed on
a geographical map.

HOUSE LIST Direct marketer’s own list of customers, inquiries
and hot prospects, past and current.

IN-BOUND A telephone sales term relating to a program reliant
on buyers “phoning in” as a result of other media, e.g. mail,
space, TV or radio.

INFOMERCIAL Long form of DRTV, usually 30 minutes, but can
be 60 minutes with broadcaster permission. Sometimes referred
to as edumercials. Asks viewers to respond, usually by placing
an order for product, service or information.

LIST BROKER A specialist who makes all necessary arrangements
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for one company to use the list(s) of another company. A broker’s
services may include most, or all, of the following: research,
selection, recommendation and subsequent evaluation.

LIST MANAGERS Data-processing firms and related businesses
that house list maintenance facilities capable of adding, delet-
ing, outputting and analyzing lists and responses.

MODELING A statistical technique that determines which pieces
of data in a customer database explains the customer’s be-
haviour. The output of a model is a series of weights that can
be multiplied by customer data (e.g. income, age, length of
residence) to create a score that predicts likelihood to respond
to an offer.

N.D.G. NATIONAL DISTRIBUTION GUIDE The instruction manual
released by Canada Post outlining rules and schema for using
the postal service for commercial mailings. “N.D.G.” is an
acronym for a mailing list properly sorted to obtain bulk post-
age rates.

OUT-BOUND Telephone sales originated by the selling party call-
ing the buyer (popularly known as telemarketing).
PENETRATION RATIO Customers as a percentage of the universe
defining a customer’s type of household or business.

R.FM. RECENCY, FREQUENCY, MONETARY VALUE. The three factors
reviewed in evaluating a past buyer’s profile.

SELF-MAILER A common mail package built from one piece of
paper stock that does not require an envelope but does provide
a response device within its folds.

SHORT FORM DRTV 60- or 120-second television commercials
that include a request for the viewer to place an order for prod-
uct, service or information.

S.I1.C. STANDARD INDUSTRIAL CLASSIFICATION CODE A three- and
four-digit code used to classify businesses by vocation.

WOE (WINDOW ENVELOPE) A mailing envelope with a transpar-
ent panel for the address.

W.ATS. LINE WIDE AREA TELEPHONE SERVICES LINE Discounted
long-distance lines offered by the phone companies to bulk
users.

INTERNET

ABOVE THE FOLD Part of an email message or web page that is
visible without scrolling.

AD ACTIVITY User interaction with an ad unit not necessarily
resulting in a click-through.

AD IMPRESSION Ad that is served to a user’s browser. Ads can
be requested by the user’s browser (referred to as pulled ads) or
they can be pushed, such as e-mailed ads.

AD REQUEST Request for an advertisement as a direct result of a
user’s action, as recorded by the ad server.

AD SERVING Delivery of ads by a server to an end user’s com-
puter on which the ads are then displayed by a browser and/or
cached.

AD STREAM Series of ads displayed by the user during a single
visit to a site (also impression stream).

ADVERTISING NETWORK Online aggregator or broker of advertis-
ing inventory for many sites.

AUGMENTED REALITY 3D enhancement of an advertisement via
specific computer software, the trigger of which is built into a



traditional advertisement and then activated by proximity to a
computer or cell phone

AUTO BIDDING Opposite of Fixed Bidding in paid search
campaigns in which an advertiser sets a maximum bid for a
specific keyword, but may pay less for each clickthrough of that
keyword.

BANDWIDTH The transmission rate of a communications line or
system.

BANNER A horizontal, graphic advertising image displayed on a
web page.

BEHAVIORAL TARGETING Displaying ads to users based on their
past browsing behavior within an ad network.

BID (KEYWORD BID) Maximum amount of money that an adver-
tiser is willing to pay each time a web searcher clicks on an ad.
BIG BOX One of three standard creative ad units: 300 x 250
pixels. (See also Leaderboard and Skyscraper)

BUTTON Clickable graphic, potentially an advertisement, that
contains certain functionality, such as taking one to another
site or executing a program.

CACHE Memory used to temporarily store the most frequently
requested online content/files/pages in order to speed its deliv-
ery to the user.

CAPPING To voluntarily prevent ads from repeatedly displaying,
often referred as frequency capping.

CLICK-THROUGH RATE (CTR ) The rate (expressed as a percentage)
at which users click on an ad. This is calculated by dividing the
total number of clicks by the total number of ad impressions.
CONTENT INTEGRATION Advertising woven into online editorial
content or placed in a contextual envelope. Also known as
“Web advertorial.”

CONTENT NETWORK Group of websites that agree to show ads
on their sites, collectively served by a 3rd party ad network, in
exchange for a share of the revenue generated by those ads.
CONTEXTUAL ADVERTISING Advertising that is targeted to a
non-search web page based on the page’s content, keywords or
category.

COOKIE A very small text file (i.c., program code) that is stored
on a user’s browser for the purpose of uniquely identifying that
browser.

CPA (COST-PER-ACTION) Performance-based advertising model
where payment is dependent upon an action that a user per-
forms as a result of the ad.

CPC (COST-PER-CLICK) Cost of advertising based on the number
of clicks received.

CPL (COST-PER-LEAD) Performance-based advertising model
where the cost of advertising is determined based on the num-
ber of database files (leads) received.

DYNAMIC AD INSERTION Process by which an online ad is
inserted into a web page in response to a user’s request. Allows
for multiple ads to be rotated through one or more spaces or
placed based on demographic data or usage history for the cur-
rent user.

EXPANDABLE BANNERS Banner ads that can expand beyond the
confines of the traditional banner, to reveal more advertising
information triggered by a click, roll-over or auto-initiation.
FIXED BIDDING Keyword bidding in paid search campaigns

wherein payment exactly matches the original bid for each
click-through.

FLOATING ADS Online ad or ads that appear within the main
browser window, on top of the web page’s normal content,
thereby appearing to “float” over the top of the page.
GEO-TARGETING Geo-targeting allows advertisers to specify
where ads will or will not be shown based on user location.
HYBRID PRICING Pricing model based on a combination of a
CPM pricing model and a performance-based pricing model.
HYPERLINK HTML programming that redirects the user to a
new URL when the individual clicks on hypertext.
INTERSTITIAL ADS Ads that appear between two content pages.
Also known as transition ads, intermercial ads, splash pages and
Flash pages.

JUMP PAGE AD Microsite that is reached via click-through from
a button or banner ad.

LANDING PAGE Web page viewed after clicking on a link within
an email or an ad. Also may be called a microsite, splash page,
bounce page or click page.

LEADERBOARD One of three standard creative ad units — hori-
zontal format: 728 x 90 pixels. (See also Big Box and Sky-
scraper)

MICROSITES Multi-page ads accessed via click-through from
initial ad. User stays on the publisher’s web site, but has access
to more information from the advertiser than a standard ad
format allows.

MINIMUM BID The lowest amount of money that a pay-per-click
search engine allows advertisers to bid for a certain keyword.
MOUSE-OVER The process by which a user places his/her mouse
over a media object, without clicking. The mouse may need

to remain still for a specified amount of time to initiate some
actions like an expanding ad.

ORGANIC SEARCH RESULTS Unpaid search engine listings, as dis-
tinct from paid search engine placements or pay per click ads.
PAGE REQUEST The opportunity for an HTML document to ap-
pear on a browser window as a direct result of a user’s interac-
tion with a web site.

PAY-PER-CLICK Also called Cost-per-Click. A performance-
based online advertising pricing model in which advertisers pay
according to the number of visitors that click on an online ad as
opposed to payment based on exposure (CPM model).

PAY PER CLICK SEARCH ENGINE (PPCSE) A type of search engine
in which search results are determined by advertiser bids.
Generally speaking, the advertiser that bids the highest amount
on a specific keyword will appear as the No. 1 search result for
that specific keyword.

PAY-PER-LEAD A performance-based advertising pricing model
in which advertisers pay for each “sales lead” generated.
PAY-PER-SALE A performance-based advertising pricing model
in which advertisers pay based on how many sales transactions
were generated as a direct result of the ad.

PIXEL PICTURE Element (single illuminated dot) on a computer
monitor. The metric used to indicate the size of Internet ads.
POP-UNDER AD Ad that appears in a separate window beneath
an open window. Pop-under ads are concealed until the top
window is closed, moved, resized or minimized.

Media Digest 10/11

S
®
&
o
=
®
]
8
(=]
S,
(=]
«Q
<




)
(=]
o
-]
o
s
]
&
b
o
3
L
]
T
@
=

POP-UP AD Online ad that appears in a separate window on top
of content already on-screen.

POP-UP TRANSITIONAL Initiates play in a separate ad window
during the transition between content pages.

POST-CLICK Actions performed by a user on an advertiser site
after being redirected there from clicking an ad.

POST-ROLL Form of online video ad placement where the
advertisement is played after the content video plays.

PRE-ROLL Form of online video ad placement where the adver-
tisement is played before the content video plays.

QUALITY SCORE A score assigned by search engines that is
calculated by measuring an ad’s click-through rate, analyzing
the relevance of the landing page, and other factors like histori-
cal keyword performance, to determine the quality of a site,
rewarding those of higher quality with top placement and lower
bid requirements.

PUSHDOWN An ad unit that literally “pushes” down the content
to reveal a rich media advertisement.

QUERY An online request for information, usually to a search
engine.

RE-DIRECT One server assigning an ad-serving or ad-targeting
function to another server, often operated by a third company.
RON (RUN-OF-NETWORK) Scheduling of Internet advertising
whereby an ad network positions ads across the sites it repre-
sents at its own discretion, according to available inventory.
ROS (RUN-OF-SITE) Scheduling of Internet advertising whereby
ads run across an entire site, often at a lower cost to the adver-
tiser than the purchase of specific site sub-sections.

SESSION Also called a “visit.” A single, continuous set of activity
attributable to a cookied browser or user resulting in one or
more pulled text and/or graphics downloads from a site.
SESSION COOKIES Cookies that are loaded into a computer’s
RAM, and only work during that browser session.

SKYSCRAPER One of three standard creative ad units—vertical
format: 160 x 600 pixels. (See also Big Box and Leaderboard)
SPLASH PAGE A preliminary page that precedes the user-
requested page of a website; usually promotes a particular site
feature or provides advertising.

TEXTUAL AD IMPRESSIONS The delivery of a text-based advertise-
ment to a browser. To compensate for slow Internet connec-
tions, visitors may disable “auto load images” in their graphical
browser. When they arrive at a page that contains an advertise-
ment, they see a marker and the advertiser’s message in text
format in place of the graphical ad.

THIRD-PARTY AD SERVER Independent, outsourced companies
that specialize in managing, maintaining, serving, tracking and
analyzing the results of online ad campaigns. Total visits should
filter robotic activity, but can include visits.

UNIQUE COOKIE A count of unique identifiers that represents
unduplicated instances of Internet activity (generally visits) to
Internet content or advertising during a measurement period.
UNIQUE DEVICE An unduplicated computing device that is used to
access Internet content or advertising during a measurement period.
USER CENTRIC MEASUREMENT Web audience measurement
based on the behavior of a sample (panel) of web users.

VIRAL MARKETING Advertising and/or marketing techniques that
“spread” like a virus by getting passed on from consumer to
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consumer and market to market.

WEB 2.0 A term that refers to a supposed second generation of
Internet-based services on the World Wide Web, especially the
movement away from static Web pages.

WIDGET The key difference between a widget and a web appli-
cation is portability. Widgets are applications that can func-
tion on any site that accepts external content, including social
networks, blog platforms, start pages (i.e. MyYahoo), desktop
platforms or personal web pages.

WIKI A collection of web pages designed to enable anyone
with access to contribute or modify content, using a simplified
markup language.

MOBILE

ANALOG The “traditional” method of telecommunications,

a transmission method employing a continuous (rather than
pulse or digital) electrical signal.

CELL Physical area in which coverage is provided.

DIGITAL Describes a method of storing, processing and trans-
mitting information through the use of distinct electronic or
optical pulses that represent the binary digits 0 and 1.

IVR (INTERACTIVE VOICE RECORDINGS) Used for marketing execu-
tions. Limited use in Canada.

MOBILE COVERAGE The geographic area in which a given
service provider provides connectivity using a given wireless
protocol. Mobile coverage may be provided in one of two
ways—either as an on-net service using the network managed
by the service provider, or as a roaming service using a network
managed by another service provider.

MOBILE VIRTUAL NETWORK OPERATOR (MVNO) A mobile service
provider that establishes arrangements with existing mobile
service operator(s) to resell pre-packaged or repacked mobile
wireless service plans. The MVNO handles its own customer
care, billing, marketing and branding.

QR/QR CODE A mobile coupon. It allows a merchant to “track”
redemptions and overall uptake.

SMART PHONE A mobile phone offering complete operating
system software providing a standardized interface and plat-
form for application developers and featuring e-mail, Internet
and ebook reader capabilities, with a built-in, full keyboard.
Advanced 3G devices are equipped with more powerful proces-
sors, abundant memory and large screens.

SMS (SHORT MESSAGING SERVICE) A wireless messaging service
that permits the transmission of a short text message from and/
or to a digital mobile telephone terminal.

VOIP (VOICE OVER INTERNET PROTOCOL) A service or capabil—
ity utilizing both hardware and software that enables users to
employ IP networks, such as the Internet, as the transmission
medium for voice communication.

WAP (WIRELESS APPLICATION PROTOCOL) A transaction-oriented
specification for sending and receiving information, content
and service-specific data over wireless networks.

WAP DEVICE Any device (e.g., mobile phone, PDA or simulator)
that allows access to wireless content.

WIRELESS A device or system that performs one or more telecom-
munications applications without using wires to communicate
between nodes, usually by relying on radio frequencies instead.
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WALL STREET: MONEY LIFE AS WE KNOW IT, HARRY POTTER AND THE TRON: LEGACY (3D),
NEVER SLEEPS, JACKASS (3D), DEATHLY HALLOWS: PART 1 (3D), HOW DO YOU KNOW,
EASY A, PARANORMAL ACTIVITY 2, MEGAMIND (3D), GULLIVER’S TRAVELS,
ALPHA AND OMEGA CASE 39 DUE DATE THE LITTLE FOCKERS
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CINEPLEX MEDIA

TORONTO 416.539.8800 « OTTAWA 613.219.1588 « MONTREAL 514.868.0555
CALGARY 403.266.4412 « EDMONTON 780.975.5143 « VANCOUVER 604.904.8622
Sales@cineplex.com * www.cineplexmedia.com

* SOURCE: NIELSEN EDI (WEEKS 1- 32, 2010)
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Address Book

INTERNET

AOL Advertising

55 St. Clair Avenue West,

7th Floor

Toronto, ON M4V 2Y7

Tel: 416-960-6618

Toll Free: 1-888-274-2790

Fax: 416-960-6502

Contact: Graham Moysey,
General Manager

Website: www.advertising.aol.ca
Email: graham.moysey@teamaol.com

6..

ABCInfera i

Audit Bureau of
Circulations/ABC

Interactive

151 Bloor Street West, Suit 850
Toronto, ON Mb5S 154

Tel: 416-962-5840 ext. 224

Fax: 416-962-5844

Contact: Joan Brehl

Website: www.accessabc.ca
Email: joan.brehl@accessabc.com

EiE.ca

Canoe.ca-

Division of QMI

333 King St. E.

Toronto, ON MG5A 3X5

Tel: 416-350-6379

Fax: 416-947-2152

Contact: Vivian Ip

Website: www.gmisales.ca/digital
Email: info@qmisales.ca
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Casale Media Inc.

74 Wingold Ave.

Toronto, ON M6B 1P5b

Tel: 416-785-5908

Fax: 416-785-5689

Contact: Victor Amorim

Website: www.casalemedia.com
Email: victor.amorim@casalemedia.com

MAGAZINE

DIALOGUE -
Canadian Payroll
Association
1600-250 Bloor Street East
Toronto, ON MA4W 1EG6

Tel: 416-487-3380

Fax: 416-487-3384

Contact: Lynne Currie
Website: www.payroll.ca
Email: dialogue@payroll.ca

MARKETING

Marketing

Magazine

1 Mount Pleasant Road, 7th Floor
Toronto, ON MA4Y 2Y5

Tel: 416-764-1582

Fax: 416-764-1722

Contact: Lucy Collin

Website: www.marketingmag.ca
Email: lucy.collin
@marketingmag.rogers.com

Q c "
LA COMMUNICATION SOUS TOUTES SES FORMES

MarketingQC

1200, avenue McGill College
Montreal, QC H3B 4G7

Tel: 514-843-2964

Contact: Suzanne Farago

Website: www.marketingqgc.ca

Email: suzanne.farago@rci.rogers.com

MONTECRISTO

MAGAZINE

MONTECRISTO
Magazine

3055 Kingsway

Vancouver, BC V5R 5J8
Tel: 604-321-7121

Fax: 604-899-1450

Contact: Alessandra Bordon

Email: abordon@montecristomagazine.com

NUVO

NUVO Magazine

3055 Kingsway

Vancouver, BC V5R 5J8

Tel: 604-899-9380

Tel: 1-877-205-NUVO

Fax: 604-899-1450

Contact: Alessandra Bordon
Website: www.nuvomagazine.com
Email: abordon@nuvomagazine.com

TVA
Publications-
Division of QMI
333 King St. E.

Toronto, ON M5A 3X5
Tel: 416-350-6379

Fax: 416-947-2152
Contact: Bryan Hamberg
Website: www.qmisales.ca/
magazine.html

Email: info@qgmisales.ca



NEWSPAPER

EYE WEEKLY

1 Yonge St. 2nd Floor

Toronto, ON Mb5E 1E6

Tel: 416-933-3433

Contact: Christeen Comeau
Website: www.eyeweekly.com
Email: ccomeau@eyeweekly.com

THE GLOBE AND MAIL *
The Globe and Mail

444 Front Street West

Toronto, ON M5V 259

Tel: 416-585-5000

Contact: Jo-Anne Johnson
Website: www.globeandmail.com

Email: jajohnson@globeandmail.com

Metro

625 Church Street, 6th Floor
Toronto, ON M4Y 2G1

Tel: 416-486-4900

Fax: 416-486-4035

Contact: Peter Bartrem,

Director of National Sales

Website: www.metronews.ca

Email: adinfotoronto@metronews.ca

SUN MEDIA

A Qusbeoor Madia Company

Sun Media-

Division of QMI
333 King St. E.

Toronto, ON M5A 3X5
416-350-6379

Fax: 416-947-2152

Contact: Brad Thomson
Website: www.qgqmisales.ca/
newspaper-sun-media.html
Email: info@gmisales.ca

) TORONTO STAR ¢

thestar.com

Toronto Star

One Yonge Street

Toronto, ON MbGE 1E6

Tel: 416-869-4242

Contact: Norman Laing
Website: www.thestar.com
Email: nlaing@thestar.ca

OUT-OF-HOME

Al)

Adapt Media Inc.

17 Stephanie Street

Toronto, ON M5T 1B1

Tel: 416-883-7000

Toll Free: 1-866-275-3848

Fax: 1-866-275-9494

Contact: Silvia Ibarra

Website: www.adaptmedia.com
Email: sales@adaptmedia.com

(@} CLEARCHANNEL

Clear Channel

Outdoor

1001-20 Dundas Street West

Toronto, ON Mb5G 2C2

Tel: 416-408-0800

Fax: 416-408-1476

Contact: Freeman White

Website: www.clearchanneloutdoor.ca
Email: freemanwhite@clearchannel.com

|ll MEDIA CITY

Media City

69 Yorkville Ave., Suite 304
Toronto, ON MDb5R 1B8

Tel: 416-966-6900

Fax: 416-966-6913

Contact: Sylvio Deluca

Website: www.mediacityads.com
Email: sdeluca@mediacityads.com

OUTDCOR ADVERTISIMNG

Pattison

Outdoor Group
CORPORATE HEAD OFFICE
2285 Wyecroft Road

Oakville, ON L6L 5L7

Tel: 905-465-0114

Fax: 905-465-0633

Website:
www.pattisonoutdoor.com
Contact: Randy Otto, President
(rotto@pattisonoutdoor.com)
Contact: Bob Leroux,

VP/GM Central Region
(bleroux@pattisonoutdoor.com)
Contact: Rick Borthwick,

Sales Manager, National Outdoor
(rborthwick@pattisonoutdoor.com)
Contact: Sandy D’Amico, Sales Manager,
Mall and Office Media
(sdamico@pattisonoutdoor.com)
Contact: Kevin Golding,

General Manager

Place Based Media
(kgolding@pattisonoutdoor.com)
Contact: Paul Mason,

Sales Manager Toronto Retail
(pmason@pattisonoutdoor.com)
Contact: Dan Borg,

Sales Manager Ontario Regional
(dborg@pattisonoutdoor.com)

SALES OFFICES

St John's

St John's, NL

Tel: 709-747-2203

Fax: 902-468-0057

Contact: Craig Huxter,

Senior Account Executive
(chuxter@pattisonoutdoor.com)
Contact: Sherry Kirwin,
General Manager Atlantic
(skirwin@pattisonoutdoor.com)

Halifax

240 Jennett Avenue, Suite 100
Dartmouth, NS B3B 0G9

Tel: 902-468-0056

Fax: 902-468-0057

Contact: Sherry Kirwin,
General Manager Atlantic
(skirwin@pattisonoutdoor.com)

Moncton

500 St George Street

Moncton, NB E1C 1Y3

Tel: 506-857-8012

Fax: 506-857-8058

Contact: Scott Wallace,

Senior Account Executive,
(swallace@pattisonoutdoor.com)
Contact: Sherry Kirwin,
General Manager Atlantic
(skirwin@pattisonoutdoor.com)

Montréal

359 Place Royale

Montréal, QC H2Y 2V3

Tel: 514-288-1020

Fax: 514-288-2202

Contact: Dominic Loporcaro,
Vice President - General
Manager Eastern Region
(dloporcaro@pattisonoutdoor.com)
Contact: Denis Dion,

Sales Manager, Quebec
(ddion@pattisonoutdoor.com)

Québec

5300, boul des Galeries,
bureau 210

Québec, QC G2K 2A2

Tel: 418-623-0440

Fax: 418-623-7025

Contact: Denis Dion,

Sales Manager, Quebec
(ddion@pattisonoutdoor.com)

Ottawa

Unit 5, 6 Antares Drive

Phase 1

Ottawa, ON K2E 8A9

Tel: 613-521-1001

Fax: 613-521-0265

Contact: Louise Dixon,
General Manager
(ldixon@pattisonoutdoor.com)

Kingston/Cornwall/Belleville
Cornwall, ON

Tel: 613-544-5030

Mobile: 613-561-9042

Fax: 613-544-5052

Contact: Tim Cunningham,
Account Executive (tcunningham
@pattisonoutdoor.com)

Pembroke

Pembroke, ON

Tel: 613-638-2900

Fax: 613-638-3900

Contact: Myles McFadyen,
Account Executive (mmcfadyen
@pattisonoutdoor.com)

Barrie/Collingwood/Orillia
Collingwood, ON

Tel: 705-444-2407

Fax: 705-444-1128

Contact: Kelly Hambly,

Account Executive
(khambly@pattisonoutdoor.com)

North Bay

1399 Hammond Street, 2nd Floor
North Bay, ON P1B 2J2

Tel: 705-476-1255

Fax: 705-476-5672

Contact: Brett Tucker,

Account Executive
(btucker@pattisonoutdoor.com)
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London

Suite 258, 759 Hyde Park Road
London, ON NG6H 352

Tel: 519-937-1401

Fax: 519-488-0799

Contact: Bill Hall,

Account Executive
(bhall@pattisonoutdoor.com)

St. Catharines/Niagara Falls
Welland, ON

Tel: 905-734-8810

Fax: 905-734-3328

Contact: David Dobsi,
Account Executive
(ddobsi@pattisonoutdoor.com)

Windsor

Suite 105, 1361 Ouellette Avenue
Windsor, ON N8X 1J6

Tel: 519-973-3074

Fax: 519-973-9851

Contact: Tom Lister,

Account Executive
(tlister@pattisonoutdoor.com)

Winnipeg

Unit 4, 999 King Edward Street
Winnipeg, MB R3H 0OR1

Tel: 204-784-1500

Fax: 204-784-1520

Contact: Joanne Koop,
Director of Sales
(jkoop@pattisonoutdoor.com)

Regina

Suite 301, 845 Broad Street
Regina, SK S4R 8G9

Tel: 306-757-8446

Fax: 306-757-0322

Contact: Terry Morgan,
Account Executive
(tmorgan@pattisonoutdoor.com)

Saskatoon

Suite 703, 601 Spadina

Crescent East

Saskatoon, SK S7K 3GS8

Tel: 306-242-4787

Fax: 306-249-8453

Contact: Christine Driedger,
Account Executive
(cdriedger@pattisonoutdoor.com)

Lethbridge

P.O. Box 1483

Lethbridge, AB T1J 4K1

Tel: 403-308-7221

Fax: 403-388-1002

Contact: Andy Kolasko,
Account Executive
(akolasko@pattisonoutdoor.com)

Calgary

Suite 200, 2431 — 37th Avenue NE
Calgary, AB T2E 6Y7

Tel: 403-291-4665

Fax: 403-250-8787

Contact: Brain de Ruiter,

VP/GM Prairie Region
(bderuiter@pattisonoutdoor.com)
Contact: Nicoletta McDonald,
Director of Sales,

Calgary & Southern Alberta
(nmcdonald@pattisonoutdoor.com)
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Edmonton

10707 — 178 Street

Edmonton, AB T5S 1J6

Tel: 780-483-3073

Fax: 780-489-3452

Contact: Brian de Ruiter,

VP/GM Prairie Region
(bderuiter@pattisonoutdoor.com)
Contact: Cory Benedict,

Director of Sales,

Edmonton & Northern Alberta
(cbenedict@pattisonoutdoor.com)

Kelowna

Suite 200,

389 Queensway Avenue
Kelowna, BC V1Y 8E6

Tel: 250-762-3800

Fax: 250-762-3828

Contact: Cindy Bevan,
Account Executive
(cbevan@pattisonoutdoor.com)
Contact: Heather Campbell,
Account Executive
(hcampbell@pattisonoutdoor.com)
Vancouver

Suite 200, 4180 Lougheed Hwy
Burnaby, BC V5C 6A7

Tel: 604-291-1229

Fax: 604-298-2395

Contact: Rob Hunt,

VP/GM Pacific Region
(rhunt@pattisonoutdoor.com)

Victoria/Nanaimo

Suite 111, 1027 Pandora Avenue
Victoria, BC V8V 3P6

Tel: 250-413-3212

Fax: 250-413-3214

Contact: Lyle Moffat,

Account Executive
(Imoffat@pattisonoutdoor.com)
Contact: Justin Helmer,
Account Executive
(jhelmer@pattisonoutdoor.com)

Prince George

Prince George, BC

Tel: 250-961-0531

Fax: 604-291-0478

Contact: Darlene Lee,
Account Executive
(dlee@pattisonoutdoor.com)

RCEC l

RCC Media Inc.

4101 Steeles Ave. W. Suite 201
Toronto, ON M3N 1V7

Tel: 416-650-6000

Fax: 416-747-7130

Robert Corridore

Website: www.rccmedia.com
Email: rcorridore@rccmedia.com

Tynk Outdoor
Inflatable
Billboards-

Any Surface-
Including WATER
319 Webb Road

Goodwod, ON LOC 1A0

Tel: 905-649-2797

Fax: 905-649-3237

Contact: Vicki Tynkaluk
Website: www.tynkoutdoor.com
Email: vicki@tynkoutdoor.com

20
oM

Zoom Media

227 Front Street East, Suite 100
Toronto, ON M5A 1E8

Tel: 416-214-9200

Fax: 416-214-1211

Contact: Andy Querin

Website: www.zoommedia.com
Email: aquerin@zoommedia.com

TELEVISION

game

Game TV

184 Pearl Street, Suite 302
Toronto, ON M5H 1L5

Tel: 416-593-2102

Fax: 416-593-6991

Contact: Bryan Press

Website: www.igametv.ca
Email: bpress@insightsports.com

VS

TV5 Québec Canada
1755 boul, Rene-Levesque E. #101
Montreal, QC H2K 4P6

Tel: 514-522-5322

Fax: 514-522-6572

Denis Baby

Website: www.tvb.ca

Email: denis.baby@tvb.ca

% TVA

TVA-Division of QMI
333 King St. E.

Toronto, ON M5A 3X5b

Tel: 416-350-6379

Fax: 416-947-2152

Deborah Boudreau

Website: www.qmisales.ca/
television.html

Email: info@gmisales.ca

WORLD FISHING NETWORK

WFN: World

Fishing Network

184 Pearl Street, Suite 302
Toronto, ON M5H 1L5

Tel: 416-593-2102

Fax: 416-593-6991

Contact: Bryan Press

Website: www.win.tv

Email: bpress@insightsports.com
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THE CANWEST ADVANTAGE:

as ADVANTAGEOUS asever.

For multi-platform media solutions that help build great brands, Canwest is the place to be.

Our ongoing relationship with Postmedia Network ensures that we can provide
unmatched creative solutions to satisfy your biggest marketing challenges.
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Contact your Canwest Account Executive today or visit www.canwest.com/advertising






