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Dr. Robert Campbell

Chair

Canada Post Corporation Strategic Review Panel
330 Sparks Street (HCCR)

Ottawa, ON

K1A ON5

Re: CMA Submission to the Advisory Panel on the Strategic Review of
Canada Post

Dear Dr. Campbell,

Please find attached the Canadian Marketing Association’s (CMA) submission to the
Advisory Panel conducting the Strategic Review of Canada Post Corporation.

The CMA wishes to thank the members of the Advisory Panel for this opportunity to
comment on the postal services marketplace and the role of Canada Post Corporation.
Please do not hesitate to contact us if the panel has any questions; CMA would be
pleased to provide any necessary follow-up information.

Sincerely,

Wally Hill
VP, Public Affairs & Communications
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Submission to the Panel Conducting the 2008
Strategic Review of Canada Post Corporation

The Canadian Marketing Association (CMA) is pleased to have this opportunity to
comment on the strategic review of Canada Post Corporation. Canada Post is an
important part of Canada’s economic infrastructure, and a periodic review of its mandate
and strategic direction is a worthwhile endeavour for the corporation, its government
shareholder and a range of important stakeholder groups, including consumers,

businesses and the not-for-profit sector.

CMA is the largest marketing association in Canada with 800 corporate members
including the country’s major financial institutions, insurance companies, publishers,
retailers, charitable organizations, agencies, relationship marketers and those involved in
e-business and Internet marketing. Given our membership and the fact the activities of
CMA members account for an estimated 80 percent of direct response marketing sales in

Canada, it is also true that we represent one of Canada Post’s largest customer groups.

CMA members are engaged in a range of marketing activities and reach Canadians using
a variety of media including magazines, newspapers, mail, telephone, television and the
Internet. CMA’s recent study, Marketing’s Contribution to the Canadian Economy
calculated that in 2006 marketing generated over $160 billion in economic activity,
with $18 billion in direct advertising expenditures and $143 billion in resulting sales
impacts. The employment impact of these expenditures has resulted in and sustains
some 900,000 jobs in Canada.’

The CMA maintains a focus on postal matters through three bodies. The Association’s
Postal Relations Committee is composed of marketers, agency executives and mail
equipment/service providers who are focused on the operational requirement of direct
mail campaigns and fulfillment. This group works with Canada Post in assessing products,

service changes and other postal issues, and it has worked closely with the corporation’s

' Canadian Marketing Association. Marketing’s Contribution to the Canadian Economy. 2007



new Direct Marketing line of business as it has made significant improvements in
customer orientation over the past two years. Our Postal Affairs Committee is composed
of CMA Board Members and Committee Chairs and confers with Canada Post,
government and other key stakeholders on the major strategic and policy issues
concerning postal services. Finally, one of the Association’s special interest councils, the
Direct Marketing Council, also maintains an ongoing interest in all matters that affect

direct mail.

Today’s information-based economy has created many opportunities and challenges for
marketers. The emergence of new technologies and growth of the Internet have
presented new and innovative ways that business can interact with their existing
customers and grow their customer base. As a result, consumers are demanding more
tailored offers, convenience and better service, requiring organizations to become more
sophisticated in order to anticipate and meet these needs. In this context, direct marketing
initiatives are an increasingly effective way to identify and respond to specific consumer
demands. In an era of growing environmental awareness, a well executed direct
marketing campaign can be the most efficient and environmentally friendly way to reach a

particular consumer demographic.

Mail has played a key role in the marketing domain for many decades now, from its key
support for cataloguers and hard-copy publishers to addressed and unaddressed mail
services and order deliveries. At one time the dominant direct marketing component, the
new reality for mail is that it is just one of several channels in the multimedia universe, and

one that faces a very significant challenge from online electronic alternatives.

Despite the fundamental changes that have affected postal services over the past three
decades, CMA views Canada Post as a critical component of Canada’s economic
infrastructure. To that end it is very important that Canada Post continue to provide an
efficient, reliable and universal postal service. Maintaining postal competitiveness in the
face of new communication options will require meaningful reinvestment in modern,
efficient operating equipment and facilities along with effective cost control and reduction

programs. CMA recognizes that as the sole shareholder of the crown corporation, the
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Federal Government may from time to time determine that Canada Post is the best
vehicle to deliver on an economic, social or cultural development goal; however, in these
cases it is critical that the costs for such initiatives be accurately identified and paid for by
taxpayers in general, in effect through budget allocations from the Consolidated Revenue
Fund.

MAINTAINING A UNIVERSAL POSTAL SERVICE

When it comes to postal services, a core value for marketers is the availability of reliable
universal service to all parts of the country. Marketers need to know that their direct mail
offers will reach consumers on schedule, ensuring effective co-ordination with parallel
marketing initiatives occurring through other channels. At the back end, universal postal
service is often critical to fulfillment guarantees designed to maintain consumer
confidence. Consistent and reliable delivery standards are also very important to the mail-
order and publications businesses. CMA understands that maintaining this full coverage
service is a considerable challenge in a large country like Canada, where over 200,000
new points of delivery are added each year, and where service to rural areas and remote

communities is complicated by weather and distance.?

The longstanding provision enabling effective universal service is Canada Post’s exclusive
privilege in relation to Lettermail. The monopoly has been used to ensure that Canada
Post can maintain a national network providing universal coverage for the delivery of
letters at a standard price. It is a regulatory solution that has served Canadian consumers
and businesses very well since the 19" century. Whether it continues to be the best
means to support universal service in a modern, largely urban society is a valid question;
but the issue can only be addressed through a careful and complete assessment of the
impact of any change, taking into account unique characteristic of our country and the
experience with Postal reform in other jurisdictions. The 2007/08 Independent Review of

the UK Postal Services Sector indicates mixed results in the British experience with postal

? Canada Post Corporation. Annual Report. 2006
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