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e’re excited to tell you about the 
many great things in store for you 
in this issue. For starters, how about 

a design contest? You know, the kind that 
lets you really exercise your creativity and 
maybe have bragging rights as the winning 
guest designer of the cover for our Spring 
publication! And for the icing on top? How 
about we give the winner a $250 Apple 
gift card, and we give everyone who casts 
their vote for their favorite cover design a 
complimentary Pantone Color of the Year-
inspired gift set? Check out the details at 
bolgerinc.com/coverdesign.
 Inside this issue you’ll 
find several opportunities 
to become creatively 
inspired. Domtar and 
Sappi are offering the 
opportunity to order  
their latest promotional 
pieces and magazine, 
while Trish Witkowski  
from Foldfactory.com  
shares with us three 

unique folding formats, complete with video 
and available dielines.
 Looking for intellectual content to inspire 
you in the New Year? Emily Drewry, Social 
Content Manager with Forbes, shares key 
information on establishing your business’s 
social media system, and we learn about  
the national launch of the USPS Informed 
Delivery program.
 Our feature article showcases three 
iconic companies all celebrating milestone 
anniversaries this year—Harley-Davidson, 
Mary Kay Cosmetics, and Patagonia. Don’t 
miss the opportunity to register for our 

quarterly giveaway to win one of 
Patagonia’s logo discs (page 12).
      Saving the best for last, we 
interviewed Peter Krainik, founder 
of The CMO Club, the first Chief 
Marketing Officer peer-to-peer  
group of its kind. We are sure our 
cover story will set you in motion  
to connect with other marketers  
and search out a peer group  
you can call home. 

dik Bolger
CEO, Bolger Inc. 
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Stephanie Walden 
What do Mary Kay Cosmetics, Harley-Davidson, 

and Patagonia have in common? A celebration of 
milestone anniversaries this year. Read about these 

iconic brands and their marketing. (Page 12)
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EXPERT OPINION
Read insights from the following  
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Peter Krainik 
Pete Krainik, Founder of The CMO Club, shares  
his thoughts on the importance of surrounding 
yourself with marketing peers to solve problems  

and inspire growth. (Page 6)
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SOCIAL MEDIA MARKETING  »  

The Case for Blogger Outreach
And Why Your Brand Probably Needed It Yesterday

hen Oscar Wilde said, “There 
is only one thing worse than 
being talked about, and that 

is not being talked about,” he certainly 
wasn’t thinking about how he could use 
bloggers to get his plays more publicity. 
Still, he understood that word-of-mouth 
exposure is infinitely more powerful than 
self-promotion. The same holds true for 
your brand. Word-of-mouth marketing 
today comes in all shapes and sizes. 
Working with bloggers is one of them. 
 Multiple studies and resources 
will tell you that blogs heavily influence 
consumers’ buying decisions, mostly 
because bloggers tend to deliver honest 
reviews of services and products and 
because consumers want to hear from 
sources they trust. A Hubspot.com 
study reported that 47 percent of buyers 
consumed three to five pieces of content 
before taking their first step toward 
making a purchase. Blogher.com, the 
largest online community and conference 

want bloggers to work with your brand, 
it’s important to understand the effort 
they make to produce content and nurture 
their network of followers and subscribers. 
 For starters, be sure what you’re 
asking for is equal to what you provide. 
Bloggers work hard to earn the loyalty 
and trust of their readers, so offering 
an adequate incentive for their valuable 
services is crucial. That could come in 
the form of content no one else has 
(an interview with an expert source, for 
example), a product sample, a giveaway 
they can share with readers or—in some 
cases—even monetary compensation. 
Secondly, keep it personal and avoid mass 
emails you might still be using to reach 
your normal media contacts via press 
releases, etc. Set aside time to get to know 
bloggers’ work, ask their advice, and be 
clear about what you’re looking for. 
 Before you contact a blogger, 
know how you want your campaign to 
unfold. The tone, messaging, and visual 

for women content creators in the world, 
published a study that said 61 percent 
of US online consumers have made a 
purchase based on recommendations 
from a blog. (A side note: having your own 
brand blog is smart too. TechClient.com 
stated that featuring a blog as a key part of 
your website will improve your likelihood 
of being ranked higher on search engines 
by 434 percent.)
 Convinced that connecting with 
bloggers might help your business? 
Thought you might be. So, where to 
begin? Blogger outreach starts with 
identifying bloggers—preferably with 
strong content and loyal followers—who 
will write positively about your brand. 
You can, of course, treat bloggers like you 
would various other forms of media—
feed them information in the form of 
press releases or send them products to 
review—or you can develop a specific 
strategy to forge lasting relationships with 
bloggers in whom you see value. If you 

components are crucial to the direction 
you give the blogger not only to ensure 
that your brand message is delivered 
how you’d like, but also to maximize the 
value you bring to the blogger. When you 
provide them with the tools to post about 
your news, product, or service, make sure 
the assets are of the highest quality. That 
means high-resolution images, videos, 
logos, and the key phrases and messaging 
that help them tell the story. Whenever 
possible, the assets should also fit with 
the theme of their blog. After they’ve 
published their post, thank them for the 
publicity. Studies show that long-term, 
ongoing relationships with bloggers 
produce better results. A personalized 
thank-you note or even a small gift can 
cement the partnership and keep a good 
thing going.
 Having bloggers review your 
products or write stories about your 
brand is the most common and simplest 
partnership between a brand and a 

BRANDS EXCELLING WITH BLOGGERS
These three brands work effectively with bloggers to deliver their intended message to their target audience. 

Coyuchi – When the 
organic-linen brand launched 
their “Little” line of organic 
bedding for babies, they worked 

with parenting bloggers who had an affinity for an all-
natural lifestyle. By giving them the product before 
it was released to the public, Coyuchi created buzz 
and communicated with new moms through trusted 
third parties. Coyuchi also provides an informative 
blog on their website, partnering with guest bloggers 
to help educate consumers about the industry and 
importance of organic cotton.

prAna – The Southern California-
based maker of athletic and casual 
clothing made from sustainable and 
responsibly sourced materials works with 

bloggers twice per year around their seasonal launches. In 
forging partnerships with hundreds of bloggers for their 
spring and fall launches, prAna’s goals are to create buzz, 
place authentic content and real stories in front of their 
target audience, create reusable social posts, and attract 
new consumers. Visit their website to read about their 
prAna Influencer program and sign up to receive their 
seasonal printed catalogs. And, of course, they are printed 
using FSC-certified paper from responsible sources. 

Best Buy – The electronics-store 
chain recruits new bloggers via a hub on 
their website and constantly updates the 
hub with new, exclusive content, product 

reviews, and inside information. They also have a call 
to action on their home page inviting bloggers to apply 
to join their Blogger Network through the website or 
through their Blogger Network Facebook Page. They 
have an extensive list of more than 15 blog topics for 
bloggers to choose from, including travel, wedding, 
technology, DIY, and fitness, to name a few. Brand 
marketers can also request assistance in connecting to 
bloggers who are loyal to Best Buy and to their brands. 

w
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COOL FINDS  » 

BLUELINE MAGAZINE: “Leading by Example”

Blueline is a quarterly magazine designed to bring 
printers and creatives together. It’s a resource for 
innovative ideas, perspectives, and possibilities. Each 
issue follows a theme relevant to today’s creative 
industry and provides a range of insights that shed 
light on topics you care about. The seventh issue 
of Domtar’s Blueline Magazine revolves around the 
concept of leadership. This issue celebrates leaders 
in the world of print and design that are living their 
values, creating change, and generating excitement.

A new Sappi series—Verticals: The Marketing  
of Higher Education

The competition between colleges and universities  
to enroll the best and the brightest in their institution 
is intense. Understanding how to approach this young 
market involves tracking trends, behavior patterns,  
and digital media preferences, misconceptions, and 
best practices—and speaking to the audience in a 
voice that excites and motivates. Sappi has prepared 
this informative guide for higher-education marketing 
professionals. It brings life to industry statistics, 
demonstrates unique case studies, explains little-
known myths and facts of marketing, and includes  
a five-page pullout filled with “cross-channel”  
marketing tips.

MUST-READS from Sappi North America and Domtar 
ORDER YOURS TODAY!  

blogger. It’s also an effective way to reach a new 
target audience with an organic and independent 
voice, but it’s not the only way brands can effectively 
use bloggers. You can also rely on a blogger (or 
multiple bloggers) to produce brand-relevant posts 
for your company blog or simply write a “guest post.” 
Another option is to use concise and informed blog 
content placement to help with lead generation 
for your sales team. If lead generation is the goal 
of your blog posts, try creating posts that help 
deliver value—such as educating the reader on your 
products. You also might want to hold back some 
content that is available only to subscribers; this will 
help you gain contact information that can be used 
to develop future leads. Some brands even create 
partnerships with bloggers, give them affiliate links, 
and then pay the blogger a percentage of the sales 
that are generated from those links. 
 Locating and contacting bloggers is easier than 
ever. Companies such as GroupHigh and BuzzSumo 
offer blogger outreach solutions to help brands find 
bloggers and influencers. To do the research yourself, 
just hop on Google and search for bloggers in your 
area of business. That should give you a good-sized 
list to reach out to.  n

For more information and to view a PDF, visit:  
www.sappi.com/marketing-higher-education

Subscribe to Blueline TODAY! Visit: 
domtarblueline.com/mag

Meet Staci Salazar, independent professional blogger and 
social media consultant. Like many other professional 
bloggers who have made a full-time business out 
of building their audience and creating a stage to 
review and showcase brands, Staci’s services include 
blogger outreach and brand ambassador campaigns, 
compensated campaigns, reviews and giveaways, 
social media consultation, and Twitter parties. Staci has 
worked with brands of all sizes—ranging from start-ups 
to international corporations. Her portfolio of clients 
include Best Buy, Hershey, UPS, McDonald’s, HP, Toyota, 
Gymboree, Kay Jewelers, Splenda, and Gerber—just 
to name a few. We found her website to be a veritable 
jackpot of recommendations, resources, and tools for 
both brand marketers and up-and-coming bloggers. 
Check it out at: 7onashoestring.com

Inside a 
Professional 
Blogger’s 
Business
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TRENDING  »

in order to direct users to any website, landing 
page, or social media site. This content then 
becomes part of the Informed Delivery email 
and dashboard, ultimately offering more 
impressions for mailers. We thought that last 
part might pique your interest!
 What should you do as a marketing 
professional using direct mail to take advantage 
of this new channel? Everything you’ll need to 
know is right here: www.usps.com/business/
pdf/informed-delivery-overview.pdf  n

emember when you first started 
receiving your own mail? Maybe you 
rushed home from school, expecting 

your favorite magazine. Or perhaps a birthday 
delivery from grandparents was eminent. As 
we age, the pleasant stuff we find inside our 
mailbox is often outnumbered by mail that’s 
not as fun—monthly bills come to mind! Still, 
opening a mailbox after a long day of work is 
somehow exciting—if only for a second—and 
the experience has been dubbed the “mail 
moment.”
 The United States Postal Service 
understands that some of us can’t wait to 
see what’s in the mail, and a digital preview 
is a great way to engage with the mail prior 
to getting it in our hands. In 2014, USPS 
launched a pilot program in northern Virginia 
called Informed Delivery, which gives you 
a digital peek into your mailbox each day. 
After its debut in Virginia, the program was 
expanded to five more states, and in 2018 it 
will be available nationally. 
 Informed Delivery has been especially 
well received by those who travel or who 
simply want to know what awaits them 
in their mailbox. To sign up, customers 
must enroll online for a free password that 
allows them to access a digital mailbox, 
which displays black-and-white images of 
physical mail they receive. Currently, images 
are provided only for letter-sized mailings 
that are processed through automated 
equipment. USPS says the plan is to include 
images of larger, flat-size mailings in the 

future, such as magazines and catalogs. 
 USPS has brought snail mail online to 
remain relevant in a digital age. According 
to Bob Dixon, Executive Program Director of 
Informed Delivery, “We realize consumers 
are very digitally engaged. We also know that 
mail is still one of the highest response-rate 
channels there is for marketing messages. It’s 
important for us because we want to be able 
to continue to demonstrate the relevance of 
mail, but provide the convenience of a digital 
response channel.” Among those surveyed, 
95 percent of Informed Delivery users reported 
that they were satisfied or very satisfied, and 96 
percent said they would recommend Informed 
Delivery to friends, family, or colleagues. In 
addition, on average, 70 percent of Informed 
Delivery notifications are opened daily (USPS).
 What does this combination of digital 
and real-life mail mean for the marketing 
community? For starters, you can reach 
consumers digitally by knowing their physical 
address. Recipients will see a digital preview 
of your direct marketing piece online, which 
means they’ll be seeing your marketing 
material twice. Score! And integrated 
marketing campaigns with multiple touch 
points can significantly increase ROI on  
your direct mail as well as provide  
additional data insights to optimize  
your marketing spending. Score again!  
The best part of this program? Marketers  
will have the opportunity to enhance or 
replace the gray-scale image with a full-  
color image. A URL can also be added  

An example of the Informed Delivery email
Courtesy of the US Postal Service

INFORMED DELIVERY  
from US Postal Service  
Going Nationwide

r
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THAT’S FOLD-TASTIC  » 

Trish Witkowski specializes in creative solutions and 

engagement strategies for direct mail and marketing. She  

is also the curator of the world’s most exciting collection of folded 

print and direct mail samples, sharing the best of her collection on  

her popular e-video series, 60-second Super-cool Fold  

of the Week. Check out our three super-cool folds below, 

and request the dielines directly from us! 

THE STACKED TULIP 

Scan this code 
with your mobile  
device to watch 
it unfold!

Bolger specializes in 
direct mail and direct 
marketing campaigns 
and formats.  
For more information, contact  
us at 866-264-3287 or visit  
our website.

THE COUPON MAILER 

Scan this code 
with your mobile  
device to watch 
it unfold!

The Coupon 
Mailer is a 
clever format, 
great for 
promotions 

and special offers. The simple format is 
conveniently designed with perforated, 
tear-out coupons and can be sent through 
the mail with or without the protection of 
an envelope.

The Coupon Mailer is 15" by 7.125" 
unfolded and finishes to a 7.125" by 5.25" 
rectangular shape. This can be mailed 
without the protection of an envelope; 
however, it must be designed with USPS 
FSM specifications in mind. 

The Stacked 
Tulip is a 
standout 
format with 

a spectacular, vertical presentation. Pull up, 
and the long, dramatic reveal is achieved 
by adding diagonal folds across selected 
panels, which forces the panels to collapse 
inward. When opened, the sections reveal 
in a flowerlike manner. 

The Stacked Tulip is 13.75" by 27.5" 
unfolded and finishes to a 4.875" by 4.875" 
square format. If used for mail, a square 
envelope is recommended and will require 
additional postage for hand sorting.

The Miura Ori is 
quite possibly one of 
the most fascinating 
specialty folds on the 
planet. This compact 
format opens into a 

large poster spread in one smooth motion. 
The angled folds create a herringbone 
pattern that is truly stunning.

The Miura Ori is 18" by 26" unfolded and 
finishes to a 10.25" by 3.25" rectangular 
format. This folded poster format is not  
self-mailing and would require a poly bag  
or envelope, mailing as a USPS flat.

Scan this code 
with your mobile  
device to watch 
it unfold!

THE MIURA ORI
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he “fail fast” start-up mantra, which found 
its way into the marketing lexicon over the 
last couple decades, is a hotly debated 

business philosophy. The idea is that the quicker 
you fail—and learn from it—the quicker you can 
set out on the right path. If you have a boss and 
others to answer to, however, the ideal path would 
be to avoid failing altogether by learning from the 
successes and failures of others. 
 The opportunity to learn from others is one of 
the reasons Peter Krainik started The CMO Club 
10 years ago, creating a place for senior marketing 
executives to find the sounding boards they didn’t 
seem to have. The club is comprised of client-side 
brand CMOs who share interests, experiences, 
passions, and a desire to help their peers solve 
problems. Krainik, who worked for Mars, Inc. for 15 
years, later as CMO at DoubleClick, and then as 
head of global marketing at Avaya, says the idea 
came to him after attending three consecutive 
unproductive and uninspiring CMO events. He 
realized people in his position needed a real “club.”

Connecting to your marketing peers 

in a coordinated manner might 

produce solutions to problems that 

your organization is struggling to 

address alone. 

t

By Tim Sweeney

The Value of 
Peer Groups 
for Marketers 
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 “With what seems like weekly technology 
changes, new fractional media opportunities, 
changes in content-sharing vehicles, new solution 
providers for CMOs entering the market, and the 
emergence of new competitors to CMOs’ brands, 
CMOs need each other now more than ever,” 
Krainik says. “I feel strongly that no one knows 
more about CMOs’ challenges and how to help 
CMOs solve their challenges than their peers.”
 Since those in positions of leadership often 
have less time than most to find their footing in 
a job and often don’t have peers within their own 
companies’ walls to bounce ideas off of, it makes 
sense that they would seek out a peer group like 
The CMO Club. But peer groups may offer even 
more benefits for individuals just beginning to find 
their footing in marketing positions or for those 
starting to climb the corporate ladder. 
 At just 34 years of age, Andy Stief has 
accomplished a great deal in his short career. 
The Vice President and Chief Marketing Officer 
for PGIM Real Estate Finance in Washington, 
DC, has worked in marketing-related positions 
for his entire career. Because his industry 
colleagues earlier in his career were members 
of the American Marketing Association (AMA), 
he became a member as well. And this past 
November, Andy became a member of The CMO 
Club. Stief is also a member of the Mortgage 
Bankers Association (MBA), for whom he serves 
on the Marketing Officers’ Roundtable.
 “Operating within the commercial real estate 
financing industry meant joining MBA was a 
must, and I was really attracted to the marketing-
focused group they put together, because I wanted 
to contribute to and learn from the conversation 
going on about how marketing is impacting the 
industry,” he says. 
 Stief says there are two major benefits of 
interacting with marketing peers. The first benefit 
is the opportunity to build a professional network 
that can lead to career opportunities, offer the 
chance for CMOs to hear about trends, and even 
lead to the discovery of new hires. The second 
benefit is the opportunity to validate problems and 
find resolutions. Stief operates with the knowledge 
that if he has certain challenges in his role, there’s 
a strong likelihood that others have encountered 

similar obstacles in their positions. 
 “It helps to validate the challenge and even 
frame it correctly when interacting with peers,” 
he says. “Odds are also good that one or more 
people have also developed a solution. Maybe 
not something you can make a carbon copy of in 
your company, but at least it’s enough to get you 
thinking about possible solutions you may not have 
thought about before.” 
 The differences between The CMO Club and 
forums or groups on sites such as LinkedIn are 
the “safe” environment and the “no sales pitch” 
rule of the club. Krainik believes this low-pressure 
environment is the most important benefit for 
CMO Club members. “We want deals to happen 
and partnerships to form, but all based on mutual 
interest, not solicitation,” he says. “It’s been 
interesting to watch the members police this 

 Joining and being active in an association or peer 

group is both the easiest and hardest thing to do, and 

it will pay dividends throughout your career. It’s easy 

in the sense that becoming a member generally entails 

filling out an online form and paying a membership fee, 

which your company should willingly pay for. It’s difficult in that you’ll 

likely be going into a room full of strangers the first time, and you must 

be consistent and active in order to derive all the benefits from your 

membership. The effort will be well rewarded, I assure you. Try to sign up 

with a coworker or industry colleague and attend events together so you 

can help each other network without feeling alone. Join a committee to 

get more opportunities to interact, and in a more intimate fashion. Almost 

all of the associations and peer groups I’ve seen have some version of 

“young leaders” or “junior” or “new-to-the-industry” committees that you 

should look for. Also, try to find peer groups that are industry specific. 

Lastly, if you somehow find yourself in an industry that doesn’t have a 

formalized marketing peer group, start one of your own. You don’t need 

bylaws or a ton of structure. Form a MeetMe group or, even easier, start a 

private LinkedIn group where you can connect folks and have discussions 

whenever you want.  

Andy Stief’s advice on 
getting the most from a peer 
group membership:

framework and call out people that don’t live 
by these rules. At every dinner, summit, or 
virtual roundtable, we review and emphasize 
the safe environment for being open in asking 
for help and helping others.” 
 Krainik says CMOs join The CMO Club for  
three reasons: to get their biggest challenges 
solved with the help of their peers in a trustworthy 
environment behind closed doors; to build 
long-term relationships with peers for fun and 
as their own inner circle when they need help in 
the future; and to build their own personal brand 
through interviews, roundtable participation, 
opportunities to speak at summits, and CMO-
curated research. They stay in the club, he 
believes, because it has become a sort of family, 
in which personal commitment to friends in the 
club stands above all else. 



08
 

COVER STORYWinter 2018

request feedback on new ROI metrics they are 
rolling out for their team, or ask if anyone has 
tried a new advertising program from Amazon 
and how to optimize it. The club also has a vendor 
recommendation program for members only—like 
Yelp for CMOs—where members benefit from the 
recommendations of peers to help build their short 
lists for tasks such as agency reviews. “The key is 
to make it easy and efficient to give and get help 
from peers,” Krainik says. 

 As you might expect, the topics that the 
members of The CMO Club are discussing are the 
same ones Stief is searching for peer information 
on. He says one of the topics he most often looks 
for outside guidance on has to do with what he 
calls “the marketing technology stack.” Customer 
relationship management (CRM) systems, project 
management platforms, email campaign platforms, 
intranets/portals, social media scheduling tools, 
content management systems (CMSs), and 

Collect people, not cards. 
Focus on getting to know people versus getting business cards. Walk away 
from an event with three new friends. Ideally, you can help each other in 
the future. That’s far more valuable than getting 20 business cards that 
don’t respond to your follow-ups. 

Look for aha moments. 
Look for two or three key takeaways from an event that can help you 
change the way you approach your job or achieve your objectives. 

Stay in the moment. 
If you have committed time to attend an event, be all in and not on your 
phone or always leaving the room for calls. You miss high-impact things 
when you’re not engaged. If you are not all in, don’t bother going. 

Don’t be afraid to share ideas. 
For almost every challenge, you will have a peer that has experienced 
success and failure in trying to solve it. The value of that peer helping you 
avoid mistakes and quickly achieve success far outweighs the risk  
of competitors stealing ideas.

1

2

3

4

Listen Up, Grasshopper
Here’s Pete Krainik’s advice for young 
marketers in a networking environment.
I’m a firm believer in the value of being face-to-face to form 
relationships that can then be built upon via digital conversations. 
In-person meetings are critical as long as the setting and framework 
for the events are clear to attendees. When you find yourself in a 
networking situation—seminar, trade show, conference—keep these 
three things in mind in order to get the most out of it. 

 “The world, technology, and marketing 
options are changing so fast that they can’t 
do it alone anymore or rely on their agency,” 
Krainik says. “They need the experience and 
insights from peers that have tried it, come 
up with great ways to stay current, motivated 
their teams, and demonstrated success with 
their CEOs.” 
 The ever-evolving marketing landscape 
has made it important for even those with 
the biggest titles in the industry to look to 
previously unlikely sources for ideas. Krainik 
says that when he was at Mars, Inc. 15 years 
ago, the brand never really went outside the 
industry for insights. 
 “Today the roles have reversed, with so 
many bright smaller-company CMOs helping 
larger-brand CMOs in the club,” he reports. 
“Technology, marketing tools, new distribution 
networks, and customer engagement ideas 
are many times the sweet spot of smaller 
brands. At the same time, insights from larger-
brand CMOs on leading the brand beyond 
the marketing department, building a culture, 
and working effectively with your board are 
valuable to members.” 
 The willingness to learn is always a 
good trait to maintain, even at the top of 
the ranks within an organization. The top 
dogs of marketing in The CMO Club are not 
afraid to solicit advice, especially in the right 
environment. In 2016, the club rolled out a 
mobile app for its members, and now over  
450 CMOs are accessing it each week. An 
“inner circle” section on the app, where CMOs 
can ask for help from their peers behind closed 
doors, is one of the most valuable programs 
for the group’s members. A member might ask 
if anyone has worked with a certain agency, 
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analytics tools all fall under that category. 
 “How all these systems interact, what rules you 
have in place to manage them, how to troubleshoot 
common problems, what is out there that can help 
me solve a problem that I might not know about—
all of these are questions that routinely come up,” 
Stief says. “For example, I was at an MBA Marketing 
Officers’ Roundtable just last week in Washington, 
DC, and one of the topics we spent the most 
time on was Salesforce (given that most of our 
companies use that CRM) and all of the various 
complexities associated with it, including user 
adoption, data fidelity management, and usage 
rules. Other popular topics on my short list are 
email marketing, video marketing, and social  
media marketing.” 
 Although there are no junior members in The 
CMO Club, Krainik recognized the need to connect 
his group to young marketing stars in junior roles at 
various organizations. After all, what better way to 
understand how to market to young people than to 
talk to young marketers? That’s why in 2016, The 
CMO Club rolled out the Future CMO Club, which 
has morphed into The CMO Club’s mentoring 

program. The goal is for CMOs to share and 
mentor the next generation of marketing leaders.
 More than 100 CMOs in the club now 
mentor other members’ marketing directors and 
VPs through The CMO Club’s mentoring summit 
via virtual roundtables and on a new CMO Club 
Mentoring podcast for more junior marketing stars. 
“In addition, at every summit we have a group of 
these future CMOs onstage sharing insights to 
help our members stay connected with this next 
generation,” Krainik says. 
 The sharing of knowledge, of course, goes 
both ways. Andy Stief is living proof that it 
doesn’t hurt a young marketer to mix with more 
established professionals. 
 For a professional in a junior marketing role, 
there is always the chance that a supervisor might 
not see the need for them to step outside the 
industry to learn a few new tricks of the trade and 
rub elbows with contemporaries. Or maybe the 
supervisor is a bit threatened by their thirst for 
knowledge or the chance to make new contacts. 
Krainik recommends that professionals in such 
a position ask their CEO or boss to clarify their 

top three objectives for the year, then identify 
hurdles or challenges to achieving those 
objectives. “Show how your involvement in the 
group will give you answers and more efficiently 
solve the big problems,” Krainik advises. “It’s a 
trade-off of money and time. What is the value 
of a cost or time commitment versus putting 
the money or time elsewhere? If the answer is 
that it’s not the best use of time or money, then 
don’t do it. Also, many CMO Club members 
leverage the continuing-education value for 
them personally. If their company is committed 
to their growth, it’s not an issue.”  n

Members of The CMO Club love pragmatic,  
CMO-worthy insights instead of long research 
reports that reinforce the obvious and don’t help 
them solve problems. The number of research 
reports, social media posts, and media reports on 
“The Role of the Future CMO,” “The Customer Is 
in Charge of the Brand,” “The CMO as the New 
CIO,” and other topics don’t help CMOs solve 
current problems or benefit their career. Those are 
interesting topics, but not a priority. Want to know 
what areas might occupy your time as you move up 
the ranks in the world of marketing? These are some 
topics that have resonated with our 850+ members.

Onboarding New Talent — We interviewed six CMOs in the club 
who have had success in this area, and we shared a seven-page 
report with tips and tricks. The members loved it.

Podcasts — CMOs can listen while traveling, during breaks from 
meetings, etc. We rolled out Brands Backstage, where I interview top 
artists who have their own personal brands and discuss successful 
fan engagement and other topics.

Leading Big Change When the Company Is Making Money with 
Business as Usual — CMOs want to be prepared for and leading 
industry changes, not reacting to them.

Storytelling, Content Development, and Distribution Alignment 
and How to Maximize Results and Engagement with Influencers, 
Employees, and Customers — CMOs want to understand their role 
in completing the stories.

Developing True Brand Purpose, Social Responsibility, and the 
Framework to Support That Brand Purpose 

Building and Maintaining a High-Performing, Motivated 
Marketing Team

How to Decide on New Marketing Technologies, Platforms, and 
Tools for Your Organization as a CMO 

1

2
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4

5
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7

What Marketing 
Execs Want  
to Know 
By Pete Krainik
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etting up and maintaining a successful 
social media system doesn’t have to 
be painful. In fact, it can be exciting 

and manageable—if you simplify and use a 
step-by-step approach. It’s important to avoid 
wasting time and resources on the back end 
that may never contribute to the success of 
your social media strategy on the front end— 
do your due diligence!

WHICH Platforms? 
Decide which platform(s) make sense for you to 
have a social presence on. (Hint: it’s not going to 
be all of them.) You didn’t hear it here first, but it’s 

s
company, especially if employees or management 
will be actively involved in your key social platforms. 
According to the State of Social Media 2016 Report 
(Buffer), 85 percent of businesses said they use 
social media to create brand awareness, 71 percent 
use it to foster community engagement, 61 percent 
use it for content distribution, 54 percent use it 
for sales and lead generation, and 21 percent have 
some form of customer support on social media.

PRO TIP from Emily 
If I’m working on building brand awareness through 
content distribution and using social media as a 
potential traffic source or referral system, these are 

worth repeating—opening an account and leaving 
it inactive is more harmful to your brand than 
helpful. The key is to go where your audience hangs 
out. If you’re visually focused, assess your ability 
to maintain an Instagram or Pinterest account. If 
your main goal is to inform and advise, you should 
consider Twitter and LinkedIn. Facebook is the best 
place to build an off-site home base. 

Know Your WHY
Ask the questions: Why should I maintain this 
platform’s presence? What do I hope to gain from 
it? By doing this, you’re identifying your goals. It’s 
very important to share these with others at your 

Emily Drewry, Forbes Social 

Content Manager and business 

social media expert, emphasizes 

these key points when she talks 

social media setup with clients.
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Set Up, Automate, 
and Communicate:  
ESTABLISHING 
YOUR SOCIAL 
MEDIA  
PRESENCE  

Emily Drewry, Forbes Social 

Content Manager and business 

social media expert, emphasizes 

these key points when she talks 

social media setup with clients.
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potential metrics I want to measure: How many 
visitors are coming from social media channels? 
How much of my overall traffic do social media 
referrals account for? What is the quality of this 
referral traffic (as measured by bounce rate)? 
How well is my messaging doing (measure by 
shares, likes, clicks)? Google Analytics is one 
of the easiest tools to use for gathering this 
information—don’t forget to set up conversion 
goals! Other analytics tools you may want to try 
are Kissmetrics and Mixpanel. Buffer is great for 
tracking engagement metrics.

Identify Your RESOURCES 
After you’ve taken the time to assess your goals 
(driving traffic to your site, encouraging purchases, 
increasing brand awareness), take the time to 
determine the resources you’re willing to put 
towards your social strategy. This could be in 
the form of hours (yours, your team’s, or your 
colleagues’), a budget for content development, 
or possibly a service to manage your social media 
platforms. Like every other part of your marketing 
plan, your social strategy requires a budget too.

Create a CONTENT PLAN 
Developing and aligning a content plan with your 
company goals is the most critical step in the 
process, and perhaps the most difficult. When 
finished, you will have the completed outline for 
your overall social strategy. Clarity of purpose will 
make it much easier to determine your best type of 
content, post frequency, and required resources.

PRO TIP from Emily 
Automating your posting schedule can be an 
invaluable time-saver. Systems such as Buffer, 
Later, and Sprinklr have emerged to help minimize 
the time you need to spend manually sending 
content to your audience. Also consider a 
system such as IFTTT.com. I personally use and 
recommend it to my clients. This powerful online 
tool can automate posts, but its capabilities go 
far beyond just social media. For example, you 
can tell IFTTT to send a Facebook post every 
time a new article is published on your site. Or, if 
you’re collecting customer complaints via Twitter, 
IFTTT can compile every post you “favorite” into a 
Google document for easy reference. 
 In your early days with a new social strategy, 
don’t be afraid to ask your audience what kind 
of content they want to see from you. Encourage 

feedback and audience suggestions in determining 
your core content series. Appraise the social 
accounts run by your competitors to see where 
their success or struggles lie—you can’t set 
yourself apart without knowing the lay of the land.

Review and ANALYZE 
As with any change to a business strategy, give 
your new social system time before reporting 
and iterating. Any system that isn’t built with 
continuous improvement in mind isn’t going to 
be optimal, and social media is no exception. Set 
up a monthly check-in to review your metrics 
and how they relate to your top-performing 
content. Discuss why certain posts may have 
outperformed others. Most scheduling platforms 
will allow you to pull reporting for all posts 
scheduled through their systems. This will save 
you time and let you avoid the bulky native 
analytics tools built into each individual platform. 
Look for trends such as days, times, better-
performing types of content, and engagement 
that can provide insight and help you refine your 
strategy to replicate success.

PRO TIP from Emily 
Systems aside, the most important part of your 
social media strategy can’t only be automated. 
For anyone looking to build and nurture an 
audience, engagement is essential. That means 
responding to messages, encouraging feedback, 
and monitoring brand mentions online. Use the 
time you saved automating your posting to truly 
nurture the feedback you get—it’s inimitable 
currency in brand building.  n

WIN 
a Patagonia Logo Disc!

Turn the page to
read the full story,  

and register to win at:   
bolgerinc.com/giveaway



12 Winter 2018 BRANDING

 There’s an important distinction  

between branding and marketing, says  

Dr. Andrew Selepak, director of the University 

of Florida’s graduate program in social media. A 

distinct branding backbone that holds strong in 

the face of drastic cultural and technological shifts 

is foundational to iconic marketing. “A brand is a 

mental impression that becomes an expectation, 

and for the most part, successful brands don’t 

change,” Selepak says. The consistency we attribute 

to “classic” companies such as Harley-Davidson, 

Mary Kay, and Patagonia is rooted in intangibles—

associations with freedom, femininity, the great 

outdoors. “To be a successful brand means that the 

mental expectation customers have is positive; it’s 

something they want to be associated with,” he 

says. “New marketing techniques like social  

media only make it easier to reinforce this image.” 

 As the digital era enters 

adolescence, brand strategists must  

be more future focused than ever before.  

Marketers need to stay on top of cutting-edge 

trends to keep up with exponential rates of 

technological growth. While it’s impossible to 

anticipate the future of this ever-evolving industry, 

it’s worth taking a look back at the brands that have 

withstood the test of time—and the campaigns that 

have defined their success.

he holy grail of marketing is instant 

brand recognition at the mere glimpse 

of an abstract symbol. Case in point: 

Majestic mountain peaks automatically bring 

to mind Patagonia. Harley-Davidson’s classic 

typography can be spotted on a baseball cap 

from a mile away. And a pearly-pink Cadillac 

zipping by on the highway immediately makes 

you think Mary Kay.

 In 2018, each of these brands will 

experience a milestone anniversary: Patagonia 

is 45, Harley-Davidson is celebrating 115, 

and Mary Kay is turning 55. Each of these 

companies is deeply ingrained in the American 

cultural identity, thanks in part to decades of 

masterful marketing. What’s more, each of 

these companies survived the developing years 

of the dot-com era, transforming once-static 

campaigns into two-way social conversations 

with energy and style.

t

These three legacy  

brands will celebrate  

milestone birthdays in 2018. 

Here’s how they’ve managed to 

stay relevant—and iconic—in the 

marketing world.

By Stephanie Walden

The Marketing Evolution of  
Three Iconic Brands
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Tips for Mastering 
the Art of Authenticity

Today’s younger generations eat authenticity for 
breakfast. Ultimately, consumers love a company such 
as Patagonia because it walks the walk. Patagonia’s 
marketing strikes a chord because it’s downright 
believable. The brand is practically a paragon of 
corporate responsibility, so when it touts sustainability, 
consumers buy into the message—literally. 
 This level of audience trust has enabled Patagonia 
to expand its eco-friendly messaging to new markets, 
such as Patagonia Provisions, which sells sustainable 
foodstuffs that “rethink the food chain.” So, while the 
brand may employ an “anti-growth” ad strategy, it’s 
certainly not slowing down revenue. Below are a few 
tips you can borrow to bring authenticity to your brand.

When it comes to big branding, think small. 
Generation Z’s aversion to overt branding 
is already well-documented. These digital 
natives have finely tuned BS meters when it 

comes to brands—so companies aiming for 
authenticity must make sure they’re able to back 

up advertising claims. (You might also want to think 
twice before slapping a giant logo on every imaginable 
surface.)

Transparency goes a long way. If authenticity is the 
biggest buzzword in the industry, transparency 
is surely not far behind. The two concepts, 
though, are intimately related. Whether you post 
information about sustainable supply chains 

on your website or detail social-good efforts in a 
company blog, small doses of transparency go a long way 
when it comes to conversions.

Consistency, consistency, consistency. Brand 
misfires, social media snafus, and tone-deaf 
tweets are especially cringeworthy when 
they fly in the face of what a brand is widely 

reputed to stand for. Future consumers will 
be even more sensitive to consistency across all 

platforms. So, it’s worth investing significant time and 
effort to ensure your voice comes through clearly in 
every channel you use, from email to social to AR to VR.
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fidelity to the singular idea of living wild and free on 

the open road.”

 But the brand hasn’t always been evocative 

of Americana cool. Back in 1911, Harley-Davidson’s 

print advertisements targeted farmers, suggesting 

that motorcycles were economical, time-saving 

machines. In the 1950s and ‘60s, the brand 

positioned itself as the top ride choice among 

police officers. It wasn’t until later decades that 

Harley adopted its famed tagline, “American by 

birth. Rebel by choice.” 

 In the brand’s developing years, its print ads 

featured front-and-center visuals and allusions to raw 

power—elements that largely persist in the company’s 

modern marketing. Beginning in the mid-1960s, ads 

with verbiage such as, “If you fish, hunt, camp or just 

like to roam” began making appearances.

 In old-school newspaper spots, black-and-

white sketches of a Harley took up prime real estate 

on the page. In 2017, the product-heavy nature of 

Harley-Davidson’s advertising remains consistent—

majestic motorcycles adorn magazine spreads, 

television spots, the brand’s clothing line, and finally, 

its website and online presence.

 “Harley’s messaging is easy to sustain and 

highlight through social media . . . for example, 

a video in which the sound of the bike is 

distinguishable from the rest of the environment, 

and the rider—a look of steely determinism on his 

face—rides his Harley off into the sunset,” says 

Selepak. “While no brand will ever connect with 

everyone, this imagery has been powerful enough to 

keep the company going for over 100 years.”

 Today, Harley-Davidson takes an inventive 

approach to social, with efforts such as Live 

Your Legend, a global, omnichannel campaign 

centered around the primary pillars of freedom 

and fearlessness. The brand commonly uses social 

to direct fans to its own community on harley-

davidson.com and to microsites such as Free 

Country, which debuted in 2011. Here, exclusive 

content such as route suggestions, Q and A 

forums, and photo-sharing opportunities entice 

brand enthusiasts to share their stories (read: 

exert bragging rights).

 On the technical side, Harley is flirting with 

artificial intelligence as a tactic for boosting sales. 

“Innovative dealerships are now using the AI 

marketing platform (nicknamed Albert) to drive in-

 The company’s origin story is well-known 

among loyalists. Founder Yvon Chouinard penned 

a memoir in 2006 entitled Let My People Go Surfing 

that gave a behind-the-scenes glimpse into one 

of the most environmentally conscious for-profit 

companies in the world.

 The brand’s anti-materialism status was 

perhaps cemented in 2011 with its “anti-Black 

Friday” campaign, encouraging consumers to 

think before they automatically buy something 

new—to repair and repurpose old clothes and to 

buy only what they need. Full-page ads featured 

the message, “Don’t buy this jacket,” next to an 

image of a popular product. That’s right. Patagonia 

purchased advertisements—in the New York Times, 

no less—specifically instructing customers to not 

purchase their clothes. 

 Patagonia’s commitment to radical 

sustainability resonates with consumers. In 

the wake of the 2011 campaign, the company’s 

revenue skyrocketed almost 30 percent. In an era 

of elaborate (and often wasteful) marketing ploys, 

customers seem to find Patagonia’s affront on 

advertising to be a refreshing change of pace.

HARLEY-DAVIDSON:  
THE SPIRIT OF THE OPEN ROAD 
Harley-Davidson’s marketing has certainly 

modernized since 1903, but the brand has 

consistently tapped into a fervent fan base by 

capitalizing on consumers’ deep-seated identities.

 “Customer identification with Harley-Davidson 

is so strong that many brand loyalists tattoo indelible 

images of the logo on their own bodies,” explains 

Eric Pinckert, cofounder and managing director of 

Los Angeles-based agency BrandCulture. “The brand 

has earned a passionate following through absolute 

PATAGONIA:  
THE EVERYMAN’S  
ANTI-BRAND
Patagonia’s marketing strategy is paradoxical; the 

New Yorker has gone as far as to call it “anti-growth.” 

The brand targets eco-conscious consumers who 

cherish the great outdoors, prioritize sustainability, 

and value transparency. To do so, its advertising 

strategy frequently flies in the face of convention.

 Patagonia’s tactics are curious yet effective. 

They align perfectly with the ethos of the 

brand; dating back to the 1970s, Patagonia has 

appealed to a wholesomely outdoorsy, decidedly 

low-maintenance contingent. A magazine 

advertisement from 1980 declared Patagonia Pile 

garments to be, “for people who demand more from 

their clothes than fashion.” 

 While it’s clear that typical Patagonia customers 

may scoff at opulence, they do value top-notch 

quality. In the brand’s Worn Wear program, which 

launched in 2013, Patagonia established a website 

for customers to trade, sell, and buy secondhand 

Patagonia products. In 2015, the company took the 

campaign up a notch by driving a biodiesel-fueled 

truck around the country, visiting consumers at 

retail stores, farmers’ markets, and trailheads—

and offering free repairs on used clothing. On the 

brand’s blog, Patagonia writes about the campaign: 

“Extending the life of our garments is the single most 

important thing we can do to lower our impact on 

the planet. In keeping our clothes in use longer, we 

reduce overall consumption.” 

 Consistency has been key throughout 

Patagonia’s marketing history. They’ve prioritized 

narrative since long before the days of Instagram 

Stories. Their vintage ads accomplish this primarily 

through powerful imagery: full-page ads of campers, 

rock climbers, and skiers reveling in the grandeur of 

Mother Nature.
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store traffic by generating warm leads from digital 

channels, including Facebook and Google. [This 

is intended to] supplement Harley’s traditional 

strength in word of mouth and reach younger 

potential buyers,” explains Pinckert.

MARY KAY’S  
MARKETING MAKEUP
In the ‘60s and ‘70s, Mary Kay’s primary sales 

venues consisted almost entirely of housewives’ 

living rooms. Today, this space has partially 

migrated online. In the era of the mommy blog and 

beauty vlogging, there’s great potential to peddle 

products to a highly targeted online demographic.

 Today, Mary Kay’s Independent Beauty 

Consultants no longer rely solely on door-to-door 

canvassing—they incorporate calls to action and 

carefully curated hashtags in their social strategy. 

On a corporate level, Mary Kay also employs 

curated Pinterest boards to encourage users to 

share “skin-spiration” photos and seasonal styling 

tips. The brand’s Instagram account boasts more 

than 390,000 followers.

 “Mary Kay is a great example of an old brand 

learning new tricks,” says Pinckert. “Through a deep 

partnership with the TV show Project Runway, Mary 

Kay engages makeup enthusiasts by showcasing 

models and makeup artists putting Mary Kay products 

to use in a singularly aspirational context. Viewers 

then enjoy exclusive content on MaryKay.com and 

active engagement with the brand through social 

media fan voting.”

 Mary Kay’s digital tactics go beyond eyeliner 

how-to guides. The brand’s Virtual Makeover app 

allows users to upload selfies to experiment with 

hair and makeup combinations, and the company’s 

e-catalogue comes complete with keyword-searchable 

pages, video tutorials, and social-sharing capabilities.

LASTING LEGACIES?
It’s no secret that many legacy companies 

today are struggling to keep pace with changing 

consumer demands. But brands are making 

moves to stay relevant in the face of modernity. 

For example, the Mary Kay Foundation, which 

is dedicated to finding a cure for cancers that 

affect women and to ending domestic violence, 

aligns with millennials’ penchant for social 

consciousness. Harley-Davidson is experimenting 

with the changing American cultural landscape; the 

brand’s 2011 big-screen feature film, Harlistas: An 

American Journey, examined Latino motorcycling 

culture in the United States—a nod to diversity. 

And Patagonia falls right in line with America’s 

newfound obsession with corporate responsibility.

 So, what lies in store for the future? VR cross-

country motorcycle journeys or mountaineering 

experiences? Holographic makeup consultants? The 

next frontier of digital is yet to be determined, but 

one thing is certain: these brands’ legacies won’t 

soon be forgotten.  n

Of all the digital innovations that 

have turned the world of marketing 

on its head, social media is arguably 

the most disruptive. Twitter, 

Foursquare, Yelp, Pinterest, YouTube, 

and the coveted comments section 

have made word-of-mouth 

marketing into a whole new ball 

game. (Don’t even get us started  

on Amazon reviews.)

Brands such as Harley-Davidson and 

Mary Kay, which have relied heavily 

on WOMM since their early days, are 

emblematic of the exciting possibilities 

that social media presents in this arena. 

And yet, social media is a marketing 

tightrope act. Questions abound: Can 

controversy be a good thing—if it gets 

us trending on Twitter? Does share 

count translate into conversions? Is 

there a damage control plan in place 

for a runaway hashtag?

Despite the challenges, there’s little 

doubt that social is here to stay. 

Below are three ways brands can 

streamline social buzz in 2017 while 

maintaining brand consistency.

Marry IRL activations with online 
content. Real-world events provide 

the perfect catalyst for quality social 

media campaigns. For example, 

Harley-Davidson taps into its loyal 

fan base with H.O.G. events and 

corresponding email marketing  

and social campaigns. 

Mary Kay sponsored 

the 50th Annual CMA 

Awards, aligning 

with the hashtag 

#BeautyLovesCountry. 

These tactics are prime 

examples of blending 

online and offline 

worlds with grace.

It’s not just about the “four 
Ps” anymore. In a 2014 Forbes 

article, former president of 

the WOMMA (Word of Mouth 

Marketing Association) Suzanne 

Fanning suggests that marketers 

today should place less emphasis 

on the “four Ps”—price, product, 

promotion, place—that were drilled 

into their heads in business school. 

Today, she says, it’s more about the 

“three Es”: engage, equip,  

and empower. 

Reviews and recommendations 
are hugely valuable. With an 

overwhelming percentage of all 

purchases (some studies cite as 

much as 50 percent) resulting from 

personal-network recommendations, 

it’s worth putting considerable time, 

money, and effort into platforms that 

facilitate bona fide testimonials—or 

offering such a feature on your 

website’s product section—and 

finding a way to prominently feature 

positive reviews via social media.

Brands Gone Social: How Social Media Has Irrevocably Changed 
Word-of-Mouth Marketing
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What was your first impression of 
the 2018 Pantone Color of the Year, 
Ultra Violet? 

C-71  M-73  Y-7  K-8

R-95  G-75  B-139

Consuelo Serrano 
Marketing Specialist 
Penn-Florida Companies

“Although purple is truly not my favorite color, 
Ultra Violet is growing on me. It’s rich, bright, 
and bold without being in your face. I’m looking 
forward to an exciting new year that is just as 
bright and energetic!”

Laura B. Beard   
Graphic Design Manager 
Pennsylvania Academy of the Fine Arts

“It’s not a bad purple, as far as purple goes,  
but it’s not one of my favorite colors. Also not 
a color I see too frequently in design — I’ll be 
curious to see how it is used in 2018 and where 
the trend leads.”

Hank Isaac  
Principal and Creative Director 
495Digital

“Wow, I feel like royalty! In a word: POSH. 
Ultra Violet leaves me with calm feelings of 
optimism and inspiration. Looking forward to 
finding opportunities to integrate this vibe into 
my branding and communications work in the 
coming year.”

Cindy Woods   
Editor 
The CMO Team

“It’s a interesting choice, and I actually love it 
paired with Greenery from last year. It’s very 
celestial, and I like that it has a more modern 
feel. Being an editor, I’ll be interested to see 
how and where it gets used in publishing.”







Sharon Werner 
Owner 
Werner Design Werks, Inc.

“It’s a nice balanced Violet - just enough red and 
blue with a muted, softness, like it has milk added 
to it. Although purple has never been my favorite 
color, as purples go, it’s a fairly good one.”

Jason Tierney 
Executive Creative Director 
Shift Now, Inc.

“Royalty, well, that and the Lakers. I absolutely 
love violet, and this swatch in particular. As a 
creative I think that different shades of purple are 
underutilized. Cheers to bringing 18-3838 ULTRA 
VIOLET, PANTONE to life in 2018!”

Laura Boyle  
Marketing and Creative Director 
National Wood Flooring Association

“When you think of purple in nature, it’s a color 
that is rare and beautiful. It’s a color that has the 
tendency to make someone stop and admire 
— a purple flower, a sunset, a bird. Using purple 
in design can have the same effect. It’s a color 
that evokes creativity and inspiration. It’s vibrant 
and stylish and can easily be incorporated into a 
warm or cool color palette.”









Enigmatic purples have also long been symbolic of 

counterculture, unconventionality, and artistic brilliance. 

Musical icons Prince, David Bowie, and Jimi Hendrix brought 

shades of Ultra Violet to the forefront of western pop culture 

as personal expressions of individuality. Nuanced and full 

of emotion, the depth of PANTONE 18-3838 Ultra Violet 

symbolizes experimentation and non-conformity, spurring 

individuals to imagine their unique mark on the world, and 

push boundaries through creative outlets. - PANTONE.com



NOT ENOUGH TIME FOR MARKETING?
WE’VE GOT YOU COVERED...
Bolger offers customized marketing automation platforms based on defined client needs. 
We call our platform SmartQ®, and hundreds of clients utilize SmartQ® in some capacity 
to simplify, streamline, and accelerate their workflow. When we deploy a SmartQ® site, it is 
always custom branded to meet our client requirements. We maintain a staff of application 
developers dedicated to the creation, maintenance and performance of our client’s 
SmartQ® sites. Contact us today for a customized demo: smartq@bolgerinc.com.
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Marketing campaigns that used direct mail 

and one or more digital media experienced 

118% lift in response rate compared to 

using direct mail only.2 

Did 
You

Know 

The average 

response rate  

for direct mail 

pieces sent to 

former customers  

of a given brand 

is 18.4%.4

At  37% , 
oversized envelopes 

have the greatest 

household return 

on investment over 

other mediums 

(followed by postcards  

and letter-sized  

envelopes at 29%).1

The response rate for direct mail among 
people aged 18-21 years old is 12.4%.

1

26% of 

customers 

will return to 

a site through 

retargeting.3
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Connecting the value of print 

and digital for effective one to 

one based marketing.




