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Drones are a 
popular choice as 
promotional tools 

and consumer rewards, 
particularly in rural 
communities. Whether 
flying for recreation or 
commercial uses, be aware 
of the regulations in place in 
your area. Bruce McPherson 
is dean of Unmanned 
Systems Training at the 
Clarion Drone Academy 
in Kitchener, Ont., and he 
wants you to fly safe.
“Recreational drones that 
fly from your smartphone 
and are about the size of 
your hand are lots of fun for 
indoor flights. There are no 
regulations about indoor 

flying. But when you step 
outside and get into piloting 
larger drones with greater 
power, anything over 250 
grams, you are required 
to carry a pilot license. 
Proper training helps you 
to respect the air space and 
keep yourself, and others, 
safe from harm.”
Drone activity is on the 
rise, particularly in rural 
communities. Flying 
camera technology allows 
users to monitor fields of 
agricultural and to track 
animals over a large area. 
Drones are also being 
employed more often as part 
of safety and rescue efforts 
in challenging terrain. 

Regardless of whether your 
flight path is for work or 
recreation, when you enter 
Canadian airspace you are 
bound to certain requirements, 
rules and regulations.

Learn more about how to 
employ drone technology 
for recreation and business 
safely and within regulations 
at clariondrones.com.  mem 

Think You Know Drones?
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An often overlooked industry 
sector, Canadian agriculture is a 
rich vein of marketing spending. 

Behind the flash of attention-grabbing 
campaigns launched by consumer 
packaged goods, and in the shadow of 
giants like the financial and insurance 
industries, farming in Canada is a 
community cornerstone that provides 
the foundation for many other 
businesses.
According to Statistics Canada, drawing 
information from the 2016 census, 
one in eight farm operations employed 
direct marketing efforts to sell to 
Canadians. It could be inferred that this 
investment played a part in the 8.2 per 
cent growth to more than 14,740 farms 
reporting sales of $1 million or more.
Nearly two out of three Canadian 
farm operations spending on direct 

marketing reported less than $50,000 
in sales. Eighty-nine per cent of 
farms offered some sort of direct sale 
opportunity on their property, and 
22 per cent participated in farmers' 
markets. Recognizing that the 
competition for produce sales extends 
beyond neighbouring farms to super 
shopping centres it’s understandable 
why the next generation farm operators 
have recognized the need to engage 
their community and build brand 
loyalty.

The trend is most notable on the coasts. 
On both sides of the country, British 
Columbia and the Maritime provinces, 
the average percentage of farms 
marketing direct to consumers exceeds 
20 per cent, with Newfoundland 
leading the western province 34.2 
per cent to 32.2 per cent. The more 
central provinces of Saskatchewan and 
Manitoba are less inclined, averaging 
just under 5 per cent.
Canadian farm operations employ 
more than 280,000 workers nationally 

by Joshua Paxton

The face of agriculture is 
changing. The agricultural 
producer is getting younger.  

Feeding Canada’s Economy
 INDUSTRY IN FOCUS
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and generate over $70 billion in sales. 
To put it in perspective, the average 
cost of operations is $0.83 per every  
1 dollar in sales.
With over 80 per cent of sales recycling 
back into the economy, start to consider 
the number of other businesses in a 
community that benefit from farm 
operations.
There are over 650,000 tractors in 
operation in Canada, maintained and 
purchased to a value over $18 billion 
dollars. Equipment dealers strive to 
maintain brand loyalty, understanding 
the value of long-term relationships and 
the investment made by operations that 
require multiple equipment solutions.
From 2011 to 2016, the value of 
farm capital—specific to land and 
buildings —increased to over $427 
billion nationally. Consider the impact 
on local insurance providers, lawyers 
and accountants who provide business 
consultation and management services.
In communities across Canada farmers 
and their supplier partners participate 
as great sponsors of local events. In 
particular, the leadership and support 
of fairs and festivals is unrivaled by any 
other industry.
Canadian fairs generate over $1 billion
 of impact on local economies, with 
an average large fair generating 
approximately $48 million for its 
community, derived from the spending 
of non-locals and fair operations. 
Marketing campaigns highlighting 
themes of cultural tradition, 
agriculture education and community 
association propel the popularity and 
support for these great events.

Canadian farm 
operations employ more 
than 280,000 workers 
nationally and generate 
over $70 billion in sales.

 INDUSTRY IN FOCUS
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EDGE GALLERYGOLDEN MOMENTS
Competition drives performance. 
Whether measured by goals and 
points, or by size, quality and 
volume, the invitation to the 
podium is an exclusive moment 
of recognition.  

Faro Products specializes in 
providing custom solutions to 
capture the moment and build 
brand awareness and loyalty 
through co-branding with 
memorable achievements. 

Medallions are a traditional 
icon of excellence that can be 
reimagined to fit unique branding 
needs. Consider custom shapes 
or applying a wide variety of 
decoration techniques for added 
dimensions of advertising. Off the 
podium, additional accessories 
such as lapel pins, keychains 
or desktop keepsakes can be 
tailored to offer thanks to 
participants and sponsors.

Starting at $4 
faroproducts.com



Reta Byvelds has worked with the 
agricultural community since 2007 
in her role with Nutreco Canada. 
Asked about her views on the future of 
agriculture in Canada, Byvelds shares:
“The face of agriculture is changing. 
The agricultural producer is getting 
younger. The one thing that stays the 
same is that they are rural based, have 
a strong sense of community and they 
are owner managers.”
A reflection of the youth movement, 
the Hensall Co-op found success in 
2018 when they re worked their logo 
to better emulate a retail brand. When 
their new design was recognized 
as a similar layout to a popular 
athletic brand the demand for their 
promotional wares spiked, and so did 
their visibility in the community.
Reta and marketing colleague Melanie 
Prosser shared further insight into their 

understanding of building a brand 
relationship with farm operations.
“Many of our customers are members 
of the Co-Op, so indeed they wear our 
brand with a particular sense of pride. 
There is a history of brand loyalty in 
this sector, whether it’s seeds, tractors 
or insurance. A lot of it stems from 
local connections. With that loyalty, 
however, comes a strong obligation 
to maintain the brand promise. Daily 
farm operations already have to be 
flexible to account for so many things 
that are outside of farmer control, 
whether it be weather or commodity 
prices. They need reliable partners for 
stability.”
If your goal is to join the value chain in 
the agriculture sector you had best 
understand the core values. Integrity. 
Reliability. Community. mem

“With that [brand] loyalty, however, comes a 
strong obligation to maintain the brand promise."

 INDUSTRY IN FOCUS
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British 
Columbia
Winston Lo, President 
Creative Boulevard
Graphic design and 
use of colours plays a 

critical part to emotionally connect 
with your target audience. Paying 
attention to current and upcoming 
fashion trends in your markets will pay 
dividends with your marketing dollars. 

Alberta
Monica Forss, CAS, B.P.E.
CREATIVE Promotional 
Marketing Agency
My responsibility is to create 
an experience, a trust-filled 

interaction. I ask a lot of questions to best 
understand the framework and desired 
outcome before making suggestions. 
Target audience, budget, timeline, brand 
guidelines, brand story… These are all part 
of creating the ultimate experience.

            Branding 
Best Practices

We reached out to members of our mailing list to pose the question: 
What branding best practices are you discussing regularly?



TRENDS
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Ontario
Juli Barlow, MAS
Proforma Battlefield Advertising
We work with our clients to ensure that their logos 
are showcased in the best possible way… talking 
with clients about non-traditional imprint methods 

that they haven’t used in the past, or a creative placement 
instead of the same old left chest location.

Nova Scotia
Tara Milburn, Owner  
Ethical Swag
Ethical Swag‘s clients choose to consider the 
impact of their buying decisions and recognize 
they can reach their objectives while ensuring 

social compliance and environmental stewardship. We do the 
work, our clients and the planet get the benefit!

What are branding specialists 
talking about across Canada? 

Go beyond print at 
marketingedge.com
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I’m not here to impose ideas 
of a plant-based diet and its 
health benefits, but I may inspire 

you to take a new interest in what 
fuels your body.
Do you find familiarity in the 
following?
You open the fridge and your eyes are 
filled with pleasure seeing remnants 
of last night’s beef roast or maybe a 
pork tenderloin. As you reach for the 
creamer to cool your morning coffee 
your arm passes over a couple of thick-
cut steaks defrosting, ready for the 
night’s barbecue. 
How do you feel?
Mostly without contemplation, human 
thought has been programmed to 
process words like “beef roast,” “pork 
tenderloin” and “steak” as separate 
from the noun they represent.
Beef roast is not referred to as a slow-

cooked cow for the same reason pork 
tenderloin is not called pig meat from 
the area between the shoulder and 
the back legs. Long ago these butcher 
cuts were rebranded under softer 
tones, relying on “roast” as a verb and 
“tenderloin” as an adjective to evoke 
feelings of positivity and pleasure. 
Meat marketing is a form of early 
consumer programming. 
The human body is an ecosystem, 
sustained by moderation and variety. 
A strictly plant-based diet may not be 
sufficient for some people. Without 
the proper education and knowledge 
on how to supplement micronutrients 
such as B12 or fatty acids, plant-based 
diets can be difficult and quite frankly, 
overwhelming. Not managed properly, 
there is the potential of cognitive 
impairment or failure to thrive. 
Consumption of meat is part of our 
history and our evolution. Where 
we have strayed is in allowing our 

consumption to be driven by feelings 
of positivity and satisfaction, not by 
feelings of hunger.
Could a more moderate diet of meat 
reduce negative farming habits?  
Demand for meat products has pushed 
suppliers to compensate through 
industrialized farming and killing 
practices. Examples of unethical 
treatment of animals that share our 
planet include: drug saturated diets; 
crowded living conditions; and pen-
to-plate practices—I'll spare you the 
descriptive horrors.
According to National Geographic, 
the over 1.4 billion cattle in the world 
required to meet growing beef and 
dairy demand contribute 40 per cent 
of the annual methane budget. To put 
that in context, the United Nations 
Climate Change website notes that the 
impact of methane on global climate 
change is 34 times greater than carbon 
dioxide.

by Melissa Whigham

Food for Thought –  
the Marketing of Meat

PERSPECTIVE
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EDGE GALLERY

GREEN NEW WORLD
As single-use plastics prepare for 
extinction the time is ripe for a 
sustainable replacement. Plant-
based products are compostable, 
returning to the earth to be 
reborn for new purpose.
From the award-winning makers 
of the Grill Paddle, these wooden 
utensils are crafted from smooth 
FSC-Certified birchwood. Ideal for 
personal use, camping, outdoor 
events, food trucks and all sorts of 
active lifestyle adventures.
USDA and CFIA approval means 
peace of mind in the natural 
transition from their plastic 
single-use counterparts. They 
are available in several kit sizes 
with branding available on the 
packaging and the handles. 
Additional offers available for 
high-volume projects.
Starting at $9.25 
logoworksinc.ca
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Mesh Drawstring Cord Bag
Reduce your environmental impact by 
switching to reusable packaging for 
your produce pickups. Whether at the 
market or the super store, this 13” x 15” 
mirco-mesh drawstring bag is a perfect 
companion for fruits and vegetables.  
Holds up to 22 lbs and is designed to 
keep your contents visible for security 
and checkout, and your brand noticeable.

primeline.com

Sandwich 
Snack Bag
Say so long to 
single-use plastic 
bags when you 
embrace the 
reusable sandwich bag. Measuring 7” 
inches in length and width, this cotton 
creation features a PEVA lining that can 
be easily washed and reused daily with 
large brand exposure in one colour or 
vibrant colour print.

www.evans-mfg.com

Earth Friendly Cutlery
Plant-based tools for a plant-based 
diet, this Earth Friendly Cutlery is 
100% biodegradable and an incredible 
alternative to plastic cutlery. Made from 
smooth birchwood, the sets are available 
in a resealable FDA compliant pouch 
featuring your 
heat-sealed 
branding or 
message.

www.logo 
worksinc.ca

Promoting 
a More 
Sustainable 
Consumer 
Experience

As the government continues work 
to address CO2 emissions from our 
automotive industry, perhaps they 
want to steer their focus elsewhere.
With greater access to information 
through a variety of outlets, most 
notably documentary films and online 
journals, we have an opportunity to 
gain new understanding of what fuels 
our bodies—and where that fuel is 
coming from.
Concerns for the ethical treatment 
of animals; the impact of waste, 

(particularly plastics), the use of 
chemicals and hormones in growth 
and development of our plants and 
animals – these are all examples of 
headlines we should see when we 
open the fridge and cupboard door.
My generation is next in line to 
become the decision makers of our 
world. With new understanding comes 
more questions and a restructuring 
of values. Tomorrow’s consumers are 
paying attention and ready to challenge 
the status quo on what fills our fridges 
and dinner plates.  mem
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ADULT MIDWEIGHT HOODED SWEATSHIRT

80% cotton, 20% polyester blend fleece 
XS-3XL (up to 5XL on select colours) 
 
Available in 20 colours
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www.canadasportswear.com

Proudly Canadian owned and 
managed  company serving Canadians

apparel supplier 
in the industry
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Around the bay from Ontario’s 
most southern reach of Point 
Pelee National Park, the 

community-minded company of 
Red Sun Farms heads international 
operations from Kingsville.
The largest vertically integrated North 
American greenhouse grower, the team 
at Red Sun Farms oversees every step 
of the supply chain. When you buy 
from Red Sun Farms, you are buying 
direct from the grower. It makes their 
branding actions somewhat unique, as 
their produce is presented under their 
own logo or as private label on the 
shelves of your grocer.  
With greenhouse operations in 
Canada, Mexico and the United 
States, the company celebrates a 
diverse employee team spanning the 
continent. Despite their distance, 
the team is united by the brand and 
a company-led value for supporting 
their host communities.
Leona Neill is director of marketing 
and a member of the leadership team 
that strives to grow relationships 
between the company brand and 
the local growers. “Our connection 
within the local communities is 
very important as we celebrate 
our families and cultures. Our 
teams are dedicated to their local 
communities and participate in 
events such as the United Way, Make-
A-Wish Foundation, Leamington 
Fair Greenhouse Competition, 
Battle of the Growers, Eastmont 
Fair, Bookwalter Binge, school and 
community centres in Pharr, Texas, 

and our single mothers program in 
Mexico, to name a few.”
Understanding and sharing the 
values of their partners is part of the 
Red Sun Farms branding plan. The 
demographics of the grower audience 
are similar to the manufacturing 
industry. However, Neill notes a 
difference in the values of the more 
rural workforce, compared to urban 
and suburban counterparts. “One of 
the most significant differences in 
the agricultural world is that as the 
industry evolves from its farming 
roots to the corporate environment, 
the people remain dedicated to their 
communities and the heart of farming. 
They are closely connected within the 
community.”
As a company passionate about the 
produce they deliver to your family 
table, there is an honest passion for 
sustainable best practices and a sense 
of obligation to give back to those in 
need. Red Sun Farms actively supports 
organizations that support a healthier 
North America, such as PBH—
Produce for Better Health Foundation. 

The program focuses on increasing 
vegetable consumption, education, 
and healthy eating practices. They also 
provide education about supporting 
senior hunger and healthy kids 
promotions. In addition, Red Sun 
Farms has a close relationship with 
local food banks at all their operations’ 
locations to give back to those 
communities. 
Getting active in their communities 
and supporting local causes continues 
to unite the workforce at Red Sun 
Farms and build a strong brand 
relationship with their grower 
partners. It’s no wonder why their 
team is proud to sport their colourful 
brand outside of work.
The Red Sun Farms branded corporate 
wear program was an answer to 
requests for greater community 
identification. Expanding corporate 
wear to reach beyond direct customer 
interaction at corporate events such as 
trade shows and conferences increased 
brand presence in the community and 
illustrated team member excitement to 
be recognized as part of the company.

Growing Organic Brand Loyalty
by Josh Paxton

CASE STUDY



CASE STUDY
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Neill shared, “This [brand] unity 
contributes to our culture and sense of 
pride as an organization. At Red Sun 
Farms we offer employees a range of 
branded wear to fit individualism, but 
still create a solidarity in the team.”
The employee product mix ranges 

from entry-level items like basic 
T-shirts, reaching to retail brands 
including Nike, Oakley and Callaway. 
The styles are varied to fit different 
comforts, and yet the variety of items 
remain unified, sharing a consistent 
decoration.
Corporate apparel is further supported 
by a mix of branded merchandise, 
used to engage audiences at events, 
both corporate and local.
“We always have great fun giving 
back with promotional hats, shirts, 
mousepads, etc. when attending 
community benefits. But one of our 
most successful events was a recent 
Save the Monarch campaign. In 
this social program we gave away 
milkweed seed packets to all those 

who registered in North America 
and then tracked the planting 
of milkweed seeds on a North 
American map to show the impact 
we are having on the monarch 
migration path. This social campaign 
featured educational facts, activities 
and a draw. Participants were entered 
into a draw which featured corporate 
wear by Red Sun Farms and the Save 
Our Monarchs Foundation.”
Red Sun Farms continues to nurture 
an unparalleled group of like-
minded owners, growers, and service 
professionals, sharing a passion for 
their community, local and abroad, 
as well as a passion for growing 
innovative and flavourful greenhouse 
vegetables. mem
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STYLE

Are Your Brand 
Guidelines Limiting 
Your Brand Growth?

In a world fascinated by 
expression, I challenge that the 
limitations set forth by corporate 
brand guidelines is restricting 
the creative application of logos 

and messages, and in doing so, is losing 
potential audience engagement.
They’re also frustrating and necessary.
Brand guidelines are the blueprint 
for corporate art. They provide the 
do’s and don’ts, and the desired 
application. Shared across company 
communications, the intention is to 
provide a united front on how the 
company brand goes to market.
A graphic designer or team has 
developed an image to embody the 
values and identity of the company 
or organization. Guidelines typically 
include direction on typeface, size, 
colour, backgrounds and whitespace 
(the minimum space that surrounds 
the artwork). The rules of engagement 
typically read, if it doesn’t say you can, 
you can’t.
Art director and vice-president of 
operations, Julia Gagnon of Attraction 
knows all too well the balance of 
creative interpretation and corporate 
guidelines. A second-generation leader 
in the family owned company based in 
Lac-Drolet, Que., her team of fashion 
designers regularly works to inspire 
new looks for corporate branding.
“We have much design expertise 
from our history providing original 
retail merchandise for the souvenir 
industry. Our artists seek inspiration 
from a lot of different sources: 
pictures from travel around the world, 
Pinterest and other brands we follow. 
Our production team is also a great 
inspiration, sharing with us new ideas 

on how to apply or mix different 
decoration techniques,” says Gagnon.
When asked about the challenge of 
convincing brand keepers of stepping 
outside the brand guidelines, getting 
away from uniform presentation 
in favour of retail-inspired fashion, 
Gagnon answers with a smile and 
a laugh of experience. “We have 
been pounding that message for the 
past 10 years. We take great time 
and care developing new ideas and 
interpretations to meet current trends, 
but at the end of the day the customer 
knows what he needs, and we respect 
that. Creating something simple is also 
more complicated than it may seem; 
sometimes we need to explore more 
complex layouts to realize that the 
simple design was doing the job better.”
In Richmond Hill, Ont., graphic 
designer and imagineer Jessica Leung 
shares a similar story. For the better 
part of the past decade PCNA-Trimark 
Sportswear has provided clients with 
illustrative storyboards to inspire 
the imagination of purchasing teams 
seeking new-look corporate wear.
“When I’m creating original artwork 
I always need to know what and who 
is this for? Designing uniforms will be 
completely different from designing 
something that goes into their e-store,” 
says Leung.
This creative insight and expertise is a 
great tool for those less-creative when 
it comes to design, and less familiar 
with the many options of multi-media 
branding. The storyboard presentations 
often include unique logo layouts and 
feature mixed-media designs where 
different techniques are layered to form 
a brilliant result.

 by Josh Paxton
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“When working on a new design 
I visit the client website and social 
media accounts, to experience their 
style and branding. I’ll go on to 
investigate their competitors, to get a 
feel for how companies are presented 
in their industry. That gives me an 
idea of how to help this client stand 
out,” says Leung.
The result is often impactful, she says. 
“I discovered in a client About Us 
writeup that their partnership began 
many years before as they listened to 
the Ramones in their garage. I created 
artwork for their brand based around 
the Ramones logo and they were so 
surprised. They loved the homage to 
their history.”
In Saint Laurent, Que., senior account 
executive Vicky Sarantopoulos of 
Fersten Worldwide expressed that 
unique does not have to mean busy. 
“Less is more to create the look and 
feel of retail-inspired product. Simple 
does not necessarily equal boring. 
Using the right decoration technique 
with the right product can create a 
fantastic result. For example, a custom 
leather patch with a deboss design 
provides a clean, tonal, high-class 
presentation ready for any retail outlet. 
Even something as simple as a woven 
tab label can make a big statement.”
Despite the added value of 
professional design consultation, 
many corporate buyers shy away from 
the creative interpretations in favour 
of the traditional, safe, left-chest 

logo location. Asked if the decision-
making process was frustrating, 
Leung shared, “We aimed to disrupt 
branded corporate apparel with large 
impact locations, creative locations 
and multimedia. Sometimes it can be 
frustrating, because you feel that you 
have presented very viable ideas that 
look great, and you want to push the 
client to try something new! It’s much 
easier to guess how adventurous a 
client can be based on their industry 
and demographic.
“We understand it is a huge 
commitment to venture outside the 
box. It’s easier to present something 
new when you have the backup of 
retail designs. I’ve noticed a lot of 
uniforms the last few years where the 
branding is bold, large print down the 
sleeve, or a large icon at the back hip, 
and companies are starting to have 
more fun with their branding.”
Fun seems to be the operative word 
and the pivot point of consideration. 
Is the application meant to be fun?  
Or when this garment or product 
goes to market do we need to be 
communicating a more reserved 
message and let the brand stand alone, 
stark against a plain backdrop?
My challenge is that the traditional 
uniform look has little appeal outside 
of the workplace, and so the brand-
building opportunity is limited to 
an audience already familiar with 
the company culture. In order to 
expand the audience reach corporate 

teamwear must consider practical 
applications outside the workplace. 
This includes comfort, quality and 
branding.
Leung echoes my thoughts and offers 
an example from her own experience. 
“I received a T-shirt when I recently 
joined a gym—a printed left-chest 
logo on a heavy, itchy cotton shirt 
with a collar that chokes my neck 
when I wear it. That one I use to mop 
my floors. Then I attended a women’s 
workshop and was gifted a super 
soft blended fabric T-shirt. It had a 
rounded neck and similar left-chest 
and full back screen print. This one  
I wear regularly, because it looks and 
feels good.”
Branded clothing is an investment, 
and to get the best return you need 
to consider the audience and the 
outcome. There will always be budget 
restraint but like other opportunities 
you can maximize your results by 
spending smarter, not less.
Gagnon recommends that an open 
conversation takes place before 
product selection to better achieve 
the desired result. “Creating artwork 
for apparel is very different than 
any other type of goods. There are 
many different aspects to consider. 
For example, if your range of sizes 
starts at ladies’ extra small and goes 
up through men’s 4X-large, you may 
have to consider multiple design sizes, 
because the maximum screen print 
on the smaller sizes will look tiny and 
out of place on the larger garments. 
Costing is based on quantity and 
impacted by setup fees. To maximize 
a budget you need a design specialist 
to guide your decision-making.”
With guidance from my professional 
consultants, my conclusion then is 
that brand guidelines do choke 
creative interpretation and prevent 
more fashionable brand presentations, 
but the impact of a decorative finish 
on engaging an audience runs third 
place to the impact of a favorable 
fabric and fit. mem 
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Accepting an 
interview call 
on a Friday 
lunch hour, 

the newly christened 
manager of special 
markets for Timex Group 
kicked back in her chair 
with a laugh and took the 
opportunity to catch her 
breath between meetings.
Michelle Edwards is a 
personality in the corporate 
incentives world not easily 
forgotten. Her charismatic 
presentations are filled with 
passion for her product and 
an expertise in delivering 
customer value through engaging 
solutions.
While her travel time is reduced 
from her earlier days of account 
management, now overseeing a team 
of regional brand representatives 
across Canada, Edwards industry 
experience working with a variety of 
corporate programs keeps her time in 
high demand.

Her start in the industry began with 
golf balls, representing the Spalding 
sports brand more than 20 years 
previous. Head-hunted for her ability 
to connect with customers, she was 
drafted into the world of Bulova and 
soon developed her skill for pairing 
timepieces with people.

Edwards spent close to a decade 
cultivating business relationships 
and dressing the wrists of tens 

of thousands of Canadians 
with embellished time pieces 

from brands like Bulova, 
Wittnauer, Caravelle, and 
Harley Davidson. In 2018, 

with the opportunity 
for a fresh start, she 
accepted the challenge 

to do it all again.
“It’s different this second 

time around. I have an 
incredible brand family with 
Timex Group. We have entry 
level pieces at $50, and then 
grow to client needs with elite 
brands like Ted Baker, Kenneth 
Cole and luxury brands like 
Versace, Versus by Versace 
and Salvatore Ferragamo. My 
portfolio has something for 
every market segment.”

Discussing the application of 
timepieces in promotions, Edwards 
shares her experience and excitement 
for the next generation.
“Gifting timepieces has been a classic 
method to mark events and it’s not 
going away. Every gift has a story. In 
today’s market, what excites me is 
the opportunity to craft a timepiece 
decoration to suit the moment. Specialty 

brands like Ironman are a great fit 
for an active person, and cobranding 
with any of our retail brands really 
increases the perceived value.”
The selection of a watch is reflective 
of personal style as much as 
corporate appeal. Edwards shares 
her excitement for the Timex Group 
brand experience opportunity.
“We love corporate events. As a 
partner to golf tournaments, for 
example, we can provide a mix of 
watch brands and styles at a similar 
price point and provide participants 
the opportunity to select their gift. It’s 
a very VIP experience, and a lot like 
bringing a jewelry store to your event. 
It definitely adds sparkle to the day.”
In decoration, there is a fork in 
the road that divides the thought 
process behind brand embellishment. 
Edwards explains, “A personal gift 
or premium is better suited for more 
subtle decoration. Opportunities 
like tonal decoration on a strap or 
laser engraving on the back of the 
piece can mark the moment without 
affecting the fashion presentation of a 
brand name piece. And for moments 
of promotion, our vibrant print can 
replicate any corporate brand in 
multiple colours on the dial. This is a 
leap forward from the past with pad 
printing and really sets the brand up 
for regular recognition.”
Our decorator offers a digital print 
process, which creates a 3D-like look 
to the brand inside the glass of the 
watch face. Edwards notes,“It’s really 
cool.”
With over 165 years of manufacturing 

A conversation with Michelle Edwards, Timex Group

Michelle’s Fairfield 
TW2R26000VQ  

Gold-tone case, 
black dial, genuine 

leather strap, 
Indiglo, case 41 mm 

Master of Time

SPOTLIGHT



FULL BATH TOWEL SET #BCMIASMA
as low as $75.12 C

PLUSH LOUNGE ROBE & SLIPPERS
Robe as low as $50.30 C
Slippers as low as $18.70 C
Available in three sizes: 
S/M | L/XL | XXL (White robe only)

CABLE KNIT LAMBSWOOL THROW
60”x70” as low as $68.70 C
Colors Available*:

*Minimum: 24 pieces. Subject to availability. Set-up and run charges still apply. 
Pricing includes up to 8k stitches of embroidery (Robe or Bath Towel set only) or 
lasered patch (Cable Knit Throw only). FOB Richmond, BC. Pricing shown in CAD. 

ASI 79750 • PPPC 980901 • SAGE 68671
WWW.PROTOWELS.COM / WWW.KANATAPROMO.COM / WWW.NEETFEET.COM

graymocha cream

white white silver 
gray

Looking for holiday gifts?
We have perfect presents for any budget!

Colors 
Available:

Colors 
Available:

FREE SHIPPING to any major city over $700! Call us for details. 
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history, dating back to its start in 
1854, Timex may be best recognized 
in the modern market for the 1992 
introduction of Indiglo, the blue light 
that brightens your watch face in 
moments of darkness.
“My Timex from the Fairfield 
collection is a black dial, gold bezel 
and leather strap. Very classic, and 
it includes the Indiglo. It’s very 
handy. I used it just the other day to 
check the time during a movie. A 
lot less intrusive than opening your 
smartphone in a theatre.”
With the current trend of activity 
trackers on wrists, Edwards shares that 
Timex was at the forefront and has a 
new solution ready for this season.
“Our Timex activity trackers were out 
in the market in 2016. Timex realized 
the white space in the market. This 
summer we introduced the iConnect 
into our corporate assortment and 
at a price point of $139 the early 
feedback is that this is going to be 
the hottest ticket for the gifting 
season. You can count steps, track 
rest, check heart rate, answer calls, 
receive emails, send texts and more. 
Our 2.0 model (launching fall 2019) 
lets you connect with other users. As 
a corporate item, we are seeing a lot of 
interest in applying this item to teams 
participating in health and wellness 
programs, especially workplace 
competitions like Biggest Loser.”
With solutions of all sorts, I asked 
Edwards if she finds the sight of a 
naked wrist offensive. Laughing she 
responds, “Not at all. I just choose to 
believe they’ve forgot their Timex at 
home.”

Continue the conversation with 
Michelle Edwards in the Beyond the 
Print podcast. She shares more about 
how timepieces can be applied for 
incentive offers and engaging an 
audience at corporate events. Available 
now at marketingedgemagazine.com. mem   

Timex Waterbury 
Collection
Classic chrono, black 
stainless steel case, 
black dial, black genuine 
leather strap, 40 mm 
case. Attachments 
available: stainless 
bracelet, mesh bracelet 
and leather strap.

SRP $189 • TW2R71800VQ 

Michelle’s Top 3 Styles 

Ted Baker 
Kate Collection
Stunning floral patterns, 
bright colours, very happy 
styles for all seasons.

White genuine leather strap, 
floral mother-of-pearl dial.

SRP $179 • TE500050028 

Versace V-twist  
A watch with a secret 
essence—its real strength is 
guarded in the middle case 
where its “twist” is unveiled. 
Only by wearing it can the 
gimmick can be discovered: 
the middle case rotates and a 
playful game between Versace 
and Greca starts. 

Versace and Greca texture 
engraved on the dial recall the 
whole concept of the watch. 

SRP $1,620 • VELS00219
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There is still a place for paper 
in business. Dated products 
like calendars, planners and 
journals are coming into 

season in the second half of the year, 
adding value daily to brand awareness 
campaigns.
Cheryl Daurie of Magnus Pen Corp 
has been helping organizations and 
businesses share their message for 
over 14 years, promoting the Galleria 
collection of calendars. “Calendars are 
a product that continuously offer an 
advertising value proposition that can 
be easily understood by the purchaser. 
They are practical and functional and 
can be used daily regardless of the age 
or lifestyle of the recipient.” 
As marketing and communications 
manager for Bic Graphic North 
America, Carrie Lewis nods to the 
studies and reports about the powerful 

positive impact of engaging with 
dated products. “Writing details 
down in a planner, journal, or on a 
calendar stimulates an area of the 
brain that helps people focus and 
recall information. The physical act 
of flipping back and forth between 
planner pages for the week ahead 
influences memory, making it easier 
to remember the sequence and times 
of upcoming events. Plus, writing 
things down by hand helps people feel 
satisfaction when they physically check 
an item off a list.”
A marketer with Beacon Promotions, 
Gwen Brey cites industry statistics 
for reasons why calendars continue 
to be an annual value-add promotion 
solution. "Calendars provide incredible 
value, averaging fractions of a cent 
per impression in product lifetime. 
Nearly every home or business has a 

calendar. About 62 per cent of those 
were received from promotions, and the 
others are purchased. Seventy-seven per 
cent of home owners and  84 per cent 
of business calendar users can recall the 
advertising message on their calendar 
and have a more favourable impression 
of the advertiser. They also scored more 
likely to refer a friend, relative or co-
worker to the advertiser.”
The focus for providers has been on 
improving imaging to better compete 
with retail options. Many custom 
imprints are now available in full photo 
colour, covering large areas of the 
calendar, even the back cover. Original 
photography and engaging content, 
like recipes, life hacks and inspirational 
quotes, further the effort to connect with 
the intended audience.
Case studies show that as an annual 
mailer, calendars influence the growth 
of a tribe and followers who share the 
message, and recruit referrals.  
If yours is not the calendar on the wall 
of your consumer, perhaps your 
competition’s is. The time of year to 
engage your audience and make the 
change is now. mem

How do calendars stay relevant in a digital world?
Save the Dates



Paper begins as a blank canvas much like us.
Paper grows old as we do and bears the marks of a 

lifelong journey. Paper, like us has a memory that is indelible, 
what you put on the page, stays on the page.

The Importance of Paper...



www.canadasportswear.com

Proudly Canadian owned and 
managed  company serving Canadians
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Shown: Men’s Insulated Bomber L09300
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