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Tuning In To The Turned-Off

The United Church turns to marketing for their future

By: Treena Hein

November 7th marked the beginning of
anew era in Canada's Christian
landscape and in Canadian marketing
with the launch of the United Church of
Canada's controversial new media
campaign.

Known as ‘Emerging Spirit,” the three-
year project aims to engage the general
public in questions of modern Christian
faith and attract new members. While no
one can predict how effective this
campaign will be, it is already proving to
be a hit.

Like other denominations, the United
Church, the largest Protestant
denomination in Canada, has been
experiencing a membership decline for
some time, with the 30-45 age range
being conspicuously absent. With their
customer base decreasing, the United
Church felt it needed answers.

Seek expert assistance

While some members of the Church
grumbled about the cost of the
campaign, the decision was made to use
professional marketing services to help
the Church understand what they were
facing, and come up with workable
strategies. The research delved into how
people perceive the United Church, why

people are turned off by the whole
concept of organized religion, and what
aspects they do appreciate.

The result? Research found that people
who do not attend church regularly feel

guilty, and don't like to be “judged” by
the regular church-goers. Also at issue
was the format of the Church services,
which respondents found to “reinforce
feelings of superiority and judgment.”
And finally, the 30-45 demographic said
they felt that religion “is all about being
told...there is no room for dialogue,
conversation or questioning.”
Take Results Seriously

Although the results were painful, the
Church accepted them and took action.

To counter the one-sided feeling
people get from church, an interactive
website was created (wondercafe.ca)
where the public is invited to share its
views on, well...anything.

“We have established WonderCafe.ca

as a place to explore moral and spiritual
issues,” says Rev. Dr. Keith Howard,
Executive Director of Emerging Spirit.
“This is a hallmark of the United
Church. With WonderCafe.ca, we're
opening our doors to listen and to
engage.”

More than 122,000 people visited the
site in the first five days.

A Multi-pronged Approach

An internal approach was taken to
dissipate the atmosphere of judgment
and guilt. The Church's 3,500
congregations are holding seminars to
educate members on ways to make
newcomers and occasional attendees feel
more welcome. This might even include
allowing coffee in the pews during
service.

An ad campaign was created to
address all the reasons why people are
turned off, and to reinforce the notion
that there is room for conversation and
questioning with the United Church. The
ad running in newspapers and magazines
this month shows Jesus, instead of Santa,
at a shopping mall with a child on his
lap. The message reads: "Would you still
take your kids? After all, isn't Christmas
supposed to be about Him, not the guy in
the red suit?"

See “Marketing the Church” Page 2

If your business needs a lift, Santa has
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Renfrew & Area Chamber of
Commerce and the Town of Renfrew
The Chamber and the Town combine
forces to host an annual “Newcomer’s
Night,” to welcome new residents to the
Town of Renfrew. Every new family
receives a gift basket courtesy of
Renfrew Home Hardware Building
Centre, and there are display tables with
information on local businesses. What a
great way to market to new customers!
Renfrew Collegiate Institute
In an effort to draw more students to
their council meetings, the student
council at Renfrew’s high school put an
ad in their local newspaper. The ad
included an agenda, and an invitation to
all parents. The meeting was held at 7pm
- after dinner and after all extracurricular
activities! Great idea.
OLS - Online Support
OLS is looking for employees and one
way they are attracting them is by their
sign. “Imagine, childcare in your
workplace,” reads their west end
Pembroke sign. Good marketing by
selling on a benefit that not many local
businesses can offer.
Algonquin College (Pembroke)
Kudos to the College for offering a
free college prep course. And free means
free tuition, free books, free everything!
What a great way to market their
courses, by getting would-be college
bound students in their door first at no
charge. The hope is that they will
continue their education at Algonquin in
a paying program. Good idea. Good
marketing. Really, really good PR.
Pembroke Mall
In an effort to draw out of town
shoppers, the Pembroke Mall had a
FREE Santa Express. The bus picked up
shoppers in Barry’s Bay, Wilno, Round
Lake, Killaloe, Deacon and Golden Lake
and then took them - and their Pembroke
Mall purchases - home that afternoon.
This is my pick for best marketing idea
of the Christmas season.

Correction

Dennis Gauthier
In the November issue of OVB, we
forgot to mention that Dennis
Gauthier was also elected to council
for Laurentian Valley. Our apologies
to Mr. Gauthier for the omission.

Marketing the Church

Continued from Page 1

Other ads are a little more
controversial. Picture a wedding cake
with two groom figurines and the words:
"Does anyone object?" Imagine
containers of whipped cream and
chocolate sauce above the quip: "How
much fun can sex be before it's a sin?"

Rev. Laurie Ann Storring has been the
minister at St. Andrew's United Church
in Chalk River for more than three years,
and thinks the media campaign is
“thought-provoking.”

“I think any discussion about church is
good,” she says.

Storring views the actions of each
congregation as an important part of the
Emerging Spirit initiative.

“We, like every other United Church,
have been sent a binder, and our 'Faith
Formation Committee' will look at the

suggestions,” she notes. ”Each church
has the opportunity to take what they've
been given and modify it. I hope they do
that.”

Dave Henderson, an elder and Lay
Preacher at Zion Evangelical United
Church in Pembroke, thinks the web
campaign asks difficult questions.

“Jesus never backed away from
difficult questions,” says Henderson.
“Rather, he invited them, asked them
himself and even incited them. Such is
the case with a visit to the WonderCafé
web page.”

As for the Church, their goal, says Dr.
Howard, is that, “down the road we hope
that people will somehow become aware
that the United Church exists and that we
have something of value.”

It's a good bet many will.

Hinsperger Joins Delfi Group

Chris Hinsperger, co-owner of
Bonnechere Caves in Eganville, has
joined the Delfi Group.

Chris has been a youth worker in the
Ontario criminal justice system for
almost 27 years. He and his wife, Val,
have owned Bonnechere Caves for the
past 15 years - spending the summer
months in Eganville, and then returning
to the Ottawa area to counsel youth
offenders during the winter season.
Hinsperger has also been active in the
unions for youth workers.

In addition to promoting Bonnechere
Caves, Chris was a founding member of
the Eganville & Area Community
Development Group.

Chris has been a member of the Upper

Ottawa Valley Chamber of Commerce
Buy Local team, led by Chamber
president, Dave Fisher, who is also a
member of the Delfi Group.

The Delfi Group is a management
consulting group that helps organizations
1) get the right people in the right roles
using effective selection and assessment
strategies, 2) train their people in sales,
customer service, personal responsibility,
and other areas, and 3) lead their people
through leadership training, strategic
planning, etc.

Hinsperger will be assisting
organizations in the above-mentioned
areas. He can be reached by phone at:
613 628-2283 or by email at:
cavemanchris@igs.net

RENFREW COUNTY

Community Futures Development Corporation

(Maximum $150,000) / (maximum $150,000)

2 International Dr., Pembroke

Business Loans
Prét aux PME

Phone: 613-735-3951 ext. 224
Toll Free: 888-225-8331

Website: www.rccfdc.org
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OTTAWA VALLEY

BUSINESS

Ottawa Valley Business is a free newsletter,
published by Forward Thinking. OVB focuses on
the business environment in the Ottawa Valley, and
is distributed on the 15th day of each month.

ADVERTISING

Adpvertising is available in OVB as follows:

One Column Ad......cccccoveueuiiieiicecees $50/issue
Two Column Ad......ccoocevviiriinnennne. $100/issue

Three Column Ad........ccccooevieeuieinnnne. $150/issue
Commercial Real Estate.........coeenee.. $10/listing

Volume discounts are also available.
CONTENT & SUBMISSIONS

Businesses are encouraged to submit their news or
suggest articles to Ottawa Valley Business.
Inclusion in the Milestones section and Upcoming
Events section are both free of charge. The
submission deadline is the 5th day of each month.

FREELANCE WRITERS

OVB is now accepting freelance articles on
business issues in Renfrew County. For submission
guidelines, please contact Jennifer Layman at:
jenn@fwdthink.net.

CONTRIBUTORS THIS MONTH:

Treena Hein
Kent Waddington

HOW TO SUBSCRIBE

Ottawa Valley Business is available to anyone. If
you wish to be placed on the distribution list, send
an email to: jenn@fwdthink.net. Back issues are
available at: www.fwdthink.net.

CONTACT

For more information, contact Jennifer Layman at
Forward Thinking:

forwardthinki

¥ MREMG

PO Box 1141, Pembroke, Ontario K
Phone: 613.732.7774 jenn@fwdthi

www.fwdthink.net
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The Youth Movement:

25-Year-Old Wins Seat on
Arnprior Council

By: Kent Waddington
Kent@kentwaddington.com

Political science graduate Eric Burton
is now ready to put his education and his
passion for the environment and youth to
good use as Arnprior's newest councillor.

The recently elected Burton has set
himself a very full agenda over the next
four years. He hopes to engage a number
of diverse groups within
the community and
utilize their unique
skills and experiences to
bring about sustainable
development in his
town. He further hopes
that the Arnprior model
will work in other
Valley communities.

With Highway 417
now linking Arnprior with Ottawa,
Burton's town is poised to become a far
more significant and accessible player in
urban eastern Ontario. However, Burton
feels the town must carefully weigh their
decisions with respect to the
development of existing and future
infrastructure within a sound and
sustainable framework. Burton has made
educational and employment
opportunities for young people his
political raison d'étre

Throughout his campaign, Burton
reached out to younger voters, working
to raise awareness of the importance of

“I am a voice
of the next
generation.”

- Councillor Eric Burton

their participation in the political process
in order to make a difference for future
generations. Yet, despite his lack of years
(Burton is only 25), he brings with him a
history of engaging with his community.
Some of his projects include: shoreline
cleanups partnered with TD-Canada
Trust, volunteering as a youth
coordinator to develop programs for
Arnprior's youth, assisting local
skateboarders to acquire
better facilities, sitting
on the Partners in Caring
Foundation and the
United Way Board of
Directors, and working
with the city's Parks and
Recreation department to
enhance opportunities
for young people in the
area.

His experience outshines his age, as he
has worked with many business and
community leaders in Arnprior and has
first hand experience of the processes
and political structures he will have to
navigate. As for dealing with the more
seasoned members of council, Burton is
confident that they will complement
each other in a variety of positive ways.

“I bring energy, enthusiasm,
innovation, optimism, idealism and
creativity to the table,” he says.

See “Eric Burton” on Page 4

sieCommer cial

" Real Estate

I o

If you have property for sale or lease, you should be advertising it
in Ottawa Valley Business. Whether businesses are new are
moving or are looking to expand, they need to know what
commercial property is available. Why not tell them?
looking to reach businesses, advertise in Ottawa Valley Business.

Deadline for
January Issue:
January 5, 2007

$10/listing

If you're
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Swisha, Fort Coulonge Receive
Funds To Offset Mill Closures

The Swisha and Fort Coulonge will be
two of four municipalities to split just
over $1-million. The money comes as
assistance to these communities, plus
Mansfield and Litchfield, who have been
affected by mill closures. The money is
aimed at diversifying the economies of
these municipalities.

While the Swisha received word that
Commonwealth Plywood will be
resuming operations there in January
2007, the instability of the forestry
industry requires this and other mill-

RCCFDC Lands
$208,500 for
Bioenergy Plan

Renfrew County Community
Futures Development Corporation
(RCCFDC) recently received
$208,500 towards a bioenergy
initiative. The project will examine the
feasibility of building a profitable
bioenergy power facility in the region.

Bioenergy is a way of creating
useful, renewable energy from organic
matter. Because Eastern Ontario is
rich in forests and farmlands, the
region is capable of supplying a
continuous source of raw material to
support the production of bioenergy.

Ted Barron, chair of RCCFDC, feels
the region will reap a substantial
benefit form the production of
bioenergy and the development of
related technologies.

reliant municipalities to look at other
options.

The Swisha is also looking at
expanding a recycling facility.

On another note, the municipality is
trying to have the area declared a remote
area of Quebec, which would result in a
reduction of income taxes because
residents need to travel a great distance
for services normally available in other
towns.

As an example, residents need to drive
to Campbell’s Bay to get their driver’s
license renewed.

The municipalities have not heard how
the money will be distributed.

Commercial
Real Estate

M« R

Landlord Welcomes Tenant
Ideal Property Management welcomes
our newest tenant, Tanglewood Tack, to
downtown Pembroke - located beside
Monson’s Ladies Wear. Larelei Adlam
and Rich Wharton, owners of
Tanglewood Tack, realized the need for
a horse riding equipment and supply
store and decided to open up a business
they are both knowledgeable and
passionate about. We wish them all the
best with their new business venture.
Drop in to 116 Pembroke Street West
and help us welcome Lorelei and Rick
to the downtown.

Launching
January
2007.

An initiative of
Forward Thinking and
TheOttawaValleycom.

Eric Burton

Continued from page 3

“I am a voice of the next generation.
My task is to encourage young people to
make decisions for themselves, and have
confidence that positive change is
always possible.”

Burton sees three main issues that need
to be addressed over the next four years
if Arnprior is to achieve a foothold as a
sustainable community: a sound
economic strategy, executing the
“Arnprior 2010 Strategic Plan,” and a
workable environmental policy. In
addition, he will be pushing for a
comprehensive and effective youth
program, stronger support for the
hospital's Emergency Room fundraising
campaign, and a substantial increase on
the part of the community in local
municipal activities (committees, events,
and public hearings).

“I hope to encourage, inspire, and
teach local youth to organize themselves
around shared interests and goals as an
alternative to public dormancy,” he says.
“If they feel as though they can take it
upon themselves, they won't be resentful,
mistrustful, or disrespectful to the
community as a whole. They will rely
less on TV, Internet and video games,
and take ownership of community
contributions they can make that favour
the greater good by becoming
entrepreneurs, peer educators,
politicians, and investors of their human
capital.”

The reward will be a healthy and
spirited and prosperous community that
can sustain its citizens and businesses
while acting as a springboard to new
ventures, investors, and families.
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The Magic of Downtown Renfrew
Clean, friendly, open for business and very marketable

By: Jennifer Layman
jenn@fwdthink.net

In the October issue of Ottawa Valley
Business, I mentioned Downtown
Renfrew in my “Great Ideas” column: “I
don’t know what this town has done, but
their Downtown looks fantastic.”

Well, curiosity got the better of me and
I decided I had to know, and invited
myself to sit down one morning with Jeff
Scott, president of the Renfrew BIA and
owner of Scott’s Hardware. What I
discovered was that the challenges
facing Downtown Renfrew weren’t
really any different than other downtown
areas. But, the way they solved those
challenges, well, that became the story.

Parking

“I love parking meters,” says Scott.

A seemingly strange comment from a
local merchant, but it isn’t without good
reason. Renfrew tried free parking
downtown, but the spaces were being
taken up by people living in the
apartments, their guests and even some
merchants - they would just park their
vehicles downtown all day long, leaving
no room for the customers that the free
parking was put in force to attract.

To solve that problem, the Renfrew
went back to metered parking...with
some perks. First, all proceeds from the
meters go to the Renfrew Victoria
Hospital, not as an income grab for the
Town. Second, people can buy a BIA
parking card so they never have to look
for change. And thirdly, the BIA often
“tops up” the meters for people and

leaves a little note on a customer’s wind-
sheild notifying them of the “good
deed.” It’s pretty hard to argue with that.
The Big Box Situation
Renfrew is a town that has experienced
the growth of big box stores, but Scott
welcomes that business, and their
contribution to employing local people.
“Wal-Mart is a big drawing card,” say
Scott, “but it only suits some people.”

“We’re always trying
something new in
promotions, but we
need to do some
marketing.”

He goes on to note that when the town
brought doctors to the area as part of
their recruitment program, they toured
the downtown, not Wal-Mart. Scott
believes that the downtown reflects on
the residential feeling of the area as well.
With perhaps the cleanest streets and
sidewalks anywhere, the Town is likely
making strong impression.

Hours of Operation

“We would like to see everyone open
from at least 9:00am-5:30pm,” he says.
“Slowly, that’s happening.”

Merchants in the Downtown are free to
set whatever store hours they wish, and
some still remain closed on Monday.
However, Scott feels that tradition may
soon be a thing of the past.

“We are trying to convince them to be
open,” he says. “There is a demand for it

from the customers.”
The Landlords

Scott is happy to talk about the
landlords of Downtown Renfrew - the
non-absentee landlords.

“If the building is looking tough, we
don’t mind telling you,” he says.
“Usually, a neighbouring merchant
passes along the message - we don’t
have to!”

All the BIA asks is that the building is
kept clean and is not in dis-repair. The
cleanliness also passes as an implied
responsibility to the merchants as well.
The BIA does employ one person on a
part-time basis to keep the sidewalks
clean. (They also employ an additional
part-time person for administration.)

Relations with the Town

The BIA is not exempt from issues that
arise with their municipality. However,
Scott says that “creative solutions” have
come about to deal with those problems.
He says the BIA is “constantly fighting
taxes with Council,” but that it is just
one more problem in need of a creative
solution.

Where To Go From Here

The BIA is not yet prepared to rest on
its laurels. In fact, Scott is hoping that
new merchants, or employees, will
become part of the Board. He is also
planning on doing some marketing.

“We need someone to come in and see
things differently than I do,” he says.
“We’re always trying something new in
promotions, but we need to do some
marketing. It’s important to have new
blood and new ideas.”

How many minor hockey teams in Renfrew County

have sponsors from Ottawa?

None. Every sponsor is local.
Support th e community

(———
BUNLOCAL

that supports you.

in Rafrev Guty
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News From Around the County

Store performance recognized

Briscoe's Loeb has won a Canadian
Federation of Independent Grocers
award of merit for the fifth straight year.
The Canada-wide award is based on a
number of criteria such as customer
service, store cleanliness, product
freshness, store standards, community
involvement, staff volunteering, market
strategy, merchandising and customer
satisfaction.

Local Couple Win Farming Award

Joanne and Don Russell of Osceola
have won the Ontario Outstanding
Young Farmer competition, and are
featured on the cover of the Ontario
Farm Animal Council’s 2007 calendar.
In addition, the couple is among seven
nominees for the Canadian award.

School Sold To Local Bidder

Horton Public School has been sold to
a local bidder, according to Horton
councillor, Dave Bennett. The Renfrew
County District School Board will not be
releasing the name of the successful
bidder until January 2007.

Arnprior BIA Elects New Board

After some frank discussions by
various members of the Arnprior BIA, a
new executive was elected on December
Ist.

Tara Pocket was elected to Chair the
BIA, while Joan Kelly (Vice-Chair),
Katherine Smith (Secretary) and Brian
Argue (Treasurer) were acclaimed.
Treena Toner and Chantel Beaulieu will
assume the post of Committee Chairs,
while Karen Robertson, Shelley Potter,
Karen Francis-Andrews, Debbie
Featherstone, Audrey Jamieson and
Jennifer MacAulay are the Directors.

Speedpro Continues to Climb
While celebrating their 6th anniversary
this year, Speedpro in Pembroke has
ranked among the Top-5 of all Speedpro
franchises in North America in the past
two years. This past August, they
reached #1 ranking in North America.
Speedpro is operated by Chris & Louise
Hermitte.

Rocky Mountain House

One of Renfrew's most popular
establishments, Rocky Mountain House,
has changed ownerships.

Hans and Gabriele Feldtanzer sold the
business to Ottawa River Waterway,
where Kevin Rampton is the president
and majority shareholder. Ottawa River
Waterway also owns the Renfrew Inn
Suites, Best Western Renfrew Inn and
Arnprior Quality Inn. Rampton plans on
keeping the services similar to what has
already been established.

The Feldtanzers's came to Canada in
1987 from Austria, and opened The
Granary in Eganville. They sold that
business two years ago. The Feldtanzers
also own Lake Dore Tent & Trailer Park.

My Country Quilt Shop

Barb Darlow is the new owner of My
Country Quilt Shop in Arnprior. Darlow
took over from Manon Hunt on
December 4th.

Priority Wines

After 10 years in business, Terry and
Donna Spencer have sold both of their
locations of Priority Wines, to Wes
Devries and Michelle Varteniuk. Devries
and Varteniuk have been in business for
more than 13 years with three “Wine
Villa” stores in Stittsville and Kanata.
The sale took place December 4th.

Visneski,
Rathwell Vie
For Warden Job

On December 19th, Renfrew County
will have a new Warden. After three
successful years, Bob Sweet is stepping
down.

The two candidates vying for the job
are Whitewater Mayor, Don Rathwell,
and Mayor of Killaloe, Hagarty &
Richards, Janice Visneskie. Both have
more than 20 years of political
experience, and both have been quoted
as wanting to pick up where Sweet left
off. (Sweet has been appointed to the
new Municipal Fiscal and Service
Delivery Review Team - a committee to
assist with helping municipalities secure
funds for the increase of downloaded
services.)

Both Whitewater Region and Killaloe,
Hagarty & Richards changed their head
of council from reeve to mayor

Celebratin
MILESTONES

Congratulations to the following
businesses and organizations who are
celebrating milestones in 2006.

Speedpro Pembroke
Celebrating their 6th anniversary.
www.speedpro.com

If you are celebrating a milestone arjd
would like to be listed in this categor
send us an email: jenn@fwdthink.ne

—r

Wishing our customers, our compet

and our community
a fire safe holiday season.

Joel Layman

Layman Fire & Safety

Layman Fire & Safety will remain available to you

for fire safety needs during the holiday season.

Phone: 613-687-2896 Mobile: 613-732-5320
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As A Matter
Of Fact...

The following figures are the average
annual spending of Canadian rural
households on everyday items:

$6,470

Food.

$9,660

Shelter.

$2,980

Household operations.

$1,810

Household furnishings and
equipment.

$2,030

Clothing.

$8,900

Transportation.

$1,900

Health care.

$900

Personal care.

$4,130

Recreation.

$240

Reading and other printed material.

$620

Education.

$1,480

Tobacco and alcoholic beverages.

$260

Games of chance.

$9,020

Personal taxes.

$3,390

Personal insurance and pension
contributions.

$1,530

Gifts of money and contributions.

Source: Statistics Canada

Rudolph the Retail Reindeer

Guess who’s first job was 1n marketing?

Rudolph the Red Nosed Reindeer was
created in 1939 by copywriter Robert
May, who came up with a poem about a
misfit reindeer at the request of his
employer, Chicago-based Montgomery
Ward, for a Christmas story they could
use as a store promotional gimmick.

Montgomery Ward had been buying
pre-printed coloring books and giving
them away at Christmas every year, and
the thought of creating their own would
save them a lot of money. May, who had
a knack for writing children's stories,
was asked to create the booklet.

Drawing in part on the tale of “The
Ugly Duckling” and his own background
(he was often taunted as a child for being
shy, small and slight), he settled on the
idea of an underdog, teased by the
reindeer community because of his
physical abnormality: a glowing red
nose. Looking for an alliterative name,
May considered and rejected Rollo and
Reginald before deciding on Rudolph.
He then proceeded to write Rudolph's
story in verse, testing it out on his 4-
year-old daughter as he went along.

Although his daughter was thrilled
with Rudolph's story, Montgomery Ward
was worried that a story featuring a red
nose - an image associated with drinking
and drunkards - was unsuitable for a
Christmas tale. May responded by taking
a friend from Montgomery Ward's art
department, to the Lincoln Park Zoo to
sketch some deer. The illustrations of a
red-nosed reindeer overcame the
hesitancy of the store, and the Rudolph
story was approved.

Montgomery Ward distributed 2.4

million copies of the Rudolph booklet in
1939, and although wartime paper
shortages stopped printing for the next
several years, a total of 6 million copies
had been given away by the end of 1946.

The post-war demand for licensing the
Rudolph character was tremendous, but
since May had created the story as an
employee of Montgomery Ward, they
held the copyright and he received no
royalties. Deeply in debt from the
medical bills resulting from his wife's
terminal illness, May persuaded
Montgomery Ward to turn the copyright
over to him in January 1947. With the
rights to his creation in hand, May's
financial security was assured.

“Rudolph the Red-Nosed Reindeer”
was printed commercially in 1947 and
shown in theatres as a nine-minute
cartoon the following year. The Rudolph
phenomenon really took off with the
development of lyrics and a melody for a
Rudolph song. The musical version of
“Rudolph”, recorded by Gene Autry in
1949, sold 2 million copies that year and
went on to become one of the best
selling songs of all time, second only to
“White Christmas.” The TV special
about Rudolph was produced in 1964.

May quit his copywriting job in 1951
and spent seven years managing his
creation before returning to Montgomery
Ward, where he worked until his
retirement in 1971. May died in 1976,
comfortable in the life his reindeer
creation had provided for him.

www.chatsco.com

wavalley.com

www.wishing youamerry christma
sand ahappy newyear from theotta

{tawa
Vaﬂey COM

Phone: 613-646-2179
admin@theottawavalley.com




Beer, Boomers, Blood & Bodies

There’s a whole lot of marketing going on!

By Jennifer Layman
jenn@fwdthink.net

Marketing is about getting the
attention of a group of people who are
likely to use what you have to sell.
Whether you're selling beer, the rewards
of volunteering, recruiting, or an
education, you have to know how to
reach your target group most effectively.
For example...

Steelback & Frank D'Angelo

When Frank D'Angelo failed in his bid
for a CFL franchise in Ottawa, he placed
a full page ad in the Ottawa Citizen
under the title, “An open letter of
apology to the citizens of Ottawa.”

In the ad, D'Angelo apologized for not
being able to bring the CFL back to
Ottawa, and noted that should the
opportunity arise, “I promise I will be
there to restore Ottawa's rightful place in
the Canadian Football League.”

D'Angelo knew that placing the ad
wouldn't change the CFL's position on
the franchise, but he did it anyway. And
as Ottawa Citizen columnist, Hugh
Adami, pointed out, “just six months
ago, thousands of football fans in
Eastern Ontario didn't know D'Angelo
from a hole in the ground or what he
sold. If he's still not a household name,
it's a good bet he's selling a lot more of
his beer around here now.”

He advertised his beer, and his name,
and won the hearts of football fans in the
process.

The Lions Club

Seeing the need to increase their
membership base, the Lion's Club
invested in some marketing advice
which led them to target “boomers.” The
reason? Boomers have more disposable
time on their hands than any other age
group.

The ad campaign features an old van,
painted with flowers and the headline:
“Remember when you wanted to change
the world? You still can. We are the new
generation of Lions. Join us today.”

The issue of an aging population
affects many businesses and
organizations. So, what are you doing to
prepare for that?

Canadian Blood Services

The Canadian Blood Services is

hoping to recruit “young blood” in their

drive for blood donors. Their campaign
includes a cartoon character - The Red
Defender - created by none other than
the animator who worked on Beavis and
Butthead.

The average age of today's blood
donors are 35-54. Only 20% fall in the
17-24 year-old bracket the category
being targeted in this campaign. Going
after what they call the “MTV
generation,” Canadian Blood Services
hopes to be prepared for the baby
boomer demand on the health care
system.

Dominican University College
& Saint Paul University

While the United Church is going after
members, the Catholic Church is going
after students.

Saint Paul and Dominion started out as

training centres for priests and friars,
with faith very much front and centre.
But a marketing study done of 50,000
Ontario university applicants returned
that while “52% were neutral about post-
secondary institutions with a religious
affiliation, 34% felt negative towards
them.”

Armed with marketing plans, these two
universities are now “re-branding” to
appeal to a broader range of students.

These examples illustrate how
marketing can be used by a variety of
businesses and organizations. Again,
regardless of the type of enterprise, the
bottom line is that in each example, the
organization needed to reach a certain
type of person marketing is about how
that is accomplished.

Thanks to input from subscribers, and
a few ideas of our own, Ottawa Valley
Business will be adding some
additional features to the newsletter in
the New Year.

One of the subscriber requests was
for an entrepreneurial column - so you
can expect to see that in the next issue,
along with a few other guest columns.
Along with Treena and Kent, there will
be at least one more freelancer
contributing to OVB in 2007.

There will also be more focus on the
advertising part of the publication.
Watch for feature advertising

Coming Soon to OVB!

opportunities to be previewed each
month. For example, the January issue
will preview the feature for February,
in order to keep business aware of
potential target market options.

And, while OVB will remain free as
an email publication, there will be an
opportunity for people to have a hard
copy mailed to them each month for a
small subscription fee. More details on
that will follow in January’s issue.

Of course, OVB welcomes your
comments and suggestions on what you
think may be of interest to other OVB
readers.

forwardthinking
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Forward Thinking has moved!

We are now located above Runge Stationers in Downt

Our entrance is off Pembroke Street. We are the door to th
of the entrance to Runge Stationers. Please ring the to
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