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New Westminster paper mill on a roll
Western Canadian paper producers racked up ���� million in third-quarter losses, but 
Kruger sinking millions of dollars into expanding facilities and overhauling technology

KRISENDRA BISETTY

As high-cost and antiquated B.C. 
paper mills grind to a halt, a 

landmark industrial facility in Met-
ro Vancouver is gambling on an am-
bitious expansion and upgrade strat-
egy.

Th rough a mix of continuous re-
invention, investment and cost re-
duction, privately owned consumer 
packaged goods company Kruger 
Products Inc. hopes to secure its fu-

ture in B.C. and beat its competition 
to the punch.

“Th at will be a model mill for our 
organization,” Mario Gosselin, Kru-
ger’s COO told Business in Vancouver.
“We’re there for the long term.”

Kruger’s ���-employee mill, one 
of several the company owns, is locat-
ed on an ��-hectare site on the banks 
of the Fraser River in New Westmin-
ster. 

Th e mill has undergone several 
expansions during its ��-year exist-

ence, including the addition of a new 
machine that makes and boxes its 
Scotties brand of facial tissue. It annu-
ally churns out about ��,��� tonnes 
of bathroom tissue, including its fl ag-
ship Purex brand and paper towel 
products.

In this year’s second quarter, 
Montreal-based parent company 
Kruger Inc. spent approximately ��� 
million adding a ��,���-square-foot 
building and a new converting line, 
which turns giant �,���-kilogram 

paper rolls into fi nished products.
As the world’s most automated 

converting line, the system reduces 
labour costs, energy consumption 
and the amount of fi bre used. It also 
provides Kruger with the fl exibility 
to make diff erent products on a sin-
gle line.

Gosselin said more investments 
will be made because the mill is ideal-
ly located for Kruger to grow its busi-
ness in the northwest U.S. market.

see Biomass, 5
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Mario Gosselin, Kruger Products’ chief operating officer: “that will be a model mill for our organization. We’re there for the long term”
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Direct marketing goes digital and gets personal
By keeping pace with technology and personalizing its offerings, Vancouver’s Contac Services is 
hoping to convince customers that direct marketing still has a place in company marketing tool kits 
CURT CHEREWAYKO

In the age of the paperless 
online experience, direct 

marketing might be consid-
ered by some as an archaic and 
impersonal way to reach an 
audience. 

However, Contac Services 
Inc., a ��-year-old Vancouver 
company that spent its first �� 
years providing distribution 
and warehousing support to 

the travel industry, is capital-
izing on new direct marketing 
technologies to connect with 
consumers. 

With warehouse and of-
fice locations in Vancouver, 
Toronto and Montreal, Con-
tac announced last week that 
it’s opening its first overseas 
offices in London, Dusseldorf 
and Beijing in ����.

In ����, Riaz Pisani, an 
accountant that had been with 
the firm for �� years, acquired 
a controlling interest in Con-
tac. The following year, he be-
came its president and CEO. 

Since then, Pisani has ex-

panded the company’s servi-
ces to include campaign de-
sign and printing. 

The expansion, which in-
cluded the acquisition of a 
digital print company and a 
print and mail house, has paid 
off for Contac. 

The profitable company’s 
sales are projected to reach ��� 
million by year’s end. Its sales 
in ���� were ��.� million. 

Contac’s staff has grown to 
��� today from �� in ����. 

It’s hiring three employees 
a week and expects its head-
count to reach ��� next year.

Pisani’s conversion of the 
company into a one-stop shop 
for the design and delivery of 
direct marketing campaigns 
has been a major driver behind 
that growth. 

He has also upgraded the 
company’s software platform 
from a basic tool for distribut-
ing marketing material to one 
that arranges complex con-
sumer data into personalized 
direct marketing campaigns. 

“In one campaign you’re 
hitting hundreds of thousands 
of people,” said Pisani. “And 
each [person], depending on 
their age, gender, etcetera, 
would like to be catered to dif-
ferently. Our platform allows 
for that.” 

Rather than direct market-
ing – which conjures images of 
junk mail and mail-order mar-
keting – Pisani uses terms like 
“micro-targeting” and “per-
sonalized marketing” to de-

scribe Contac’s business. 
For travel agencies, cruise 

lines and tourism offices, the 
company’s largest market, 
Contac creates itinerary pack-
ages tailored for each custom-
er. 

“Say you have a ��-year-
old going to Cancun. Their 
experience is completely dif-
ferent to that of a ��-year-old,” 
said Pisani. 

Contac’s biggest leap away 
from the traditional direct 
marketing model has been 

into cyberspace. 
Through a partnership 

with Nettwerk Music Group,
Contac created personal web-
sites (PURLs) for each ticket-
holder of singer Avril Lavi-
gne’s North American tour 
earlier this year. 

Roughly ��� used their 
PURL more than once with-
out prompting. 

The average time that each 
ticketholder spent on his or her 
PURL, browsing personalized 
concert information such as 

seat information, driving in-
structions and dinner sugges-
tions, was �:�� minutes. That’s 
roughly ��� more than the 
average time that Lavigne’s 
fans spend on her official web-
site. 

In the e-commerce shop 
embedded in the PURL, 
Nettwerk “up-sold” four to 
five times more merchandise 
than through other up-selling 
methods. 

“We didn’t push [ticket-
holders] to buy things,” said 

Terry McBride, Nettwerk’s 
CEO.

He added that the PURLs 
had much better metrics, such 
as click-through rates, than 
any of the company’s Face-
book advertising campaigns. 
“It was a soft sell that had a big 
return.”

Contac’s legacy business 
of warehousing and distribu-
tion service is still driven by 
demand from the travel sector 
for typical paper-based direct 
marketing material.

Aidy Alonzo, director of 
Prestige Cruise Holdings, the 
parent company of Oceania 
Cruises, noted that direct mar-
keting is still a required mar-
keting tool for cruise lines. 

This year, Contac processed 
��,��� consumer and travel 
agent orders for Oceania.

Alonzo said Oceania’s tar-
get demographic of affluent, 
well-travelled seniors pre-
fer to browse catalogues and 
brochures when making their 
travel choices, rather than 
browse online. 

“When a customer is 
making a decision on a lux-
ury cruise, such as Oceania 
Cruises, they’re making an 
��,��� to ���,��� decision,” 
said Alonzo. “Sending a ���-
page catalogue and a DVD of 
the Oceania experience is ab-
solutely essential, because they 
will not make a decision like 
that without extensive infor-
mation.” •
cgc@biv.com 

“We didn’t push 

[ticketholders] to buy 

things. It was a soft sell 

that had a big return”

–Terry McBride, 
CEO,

Nettwerk Music Group

Riaz Pisani, Contac Services CEO: the company is hiring three employees a week and expects its 
headcount to reach 400 next year
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Growing ethnic diversity spawns local retail opportunities
But retailers need to ensure that targeting ethnic minorities makes sense for their products and business plans
GLEN KORSTROM

Anew Ipsos Reid report 
urges Metro Vancouver 

retailers to reach out to new 
immigrants, particularly the 
Chinese and South Asian 
communities.

“They represent growth op-
portunities. They are different 
from the ‘mainstream’ market 
demographically, behaviour-
ally and attitudinally,” noted 
the Ethnic and New Canad-
ians Research Pays Dividends
study.

Currently, ��� of Metro 
Vancouver’s �.� million resi-
dents are of either South Asian 
or Chinese descent, and Ipsos 
Reid research projects that by 
����, ��� of the region’s popula-
tion will be what are described 
today as visible minorities.

“What excites me is the 
business case for reaching out 
and how far can you reach 

out,” said Dig��� Consult-
ing president and retail ana-
lyst David Gray. “The import-
ant thing is to do thorough re-
search. That means more than 
just asking the Chinese guy in 
your office.”

Hiring a consulting firm 
to conduct focus groups and 
do polling can unearth insight 
into cultural preferences.

Sometimes after this re-

search, entrepreneurs realize 
that effectively targeting eth-
nic communities would be a 
bad business decision. 

For example, one of Gray’s 
clients scaled back an attempt 
to reach out to new immi-
grants after considerable mar-
ket research.

The Canada-wide clothing 
chain had considered expand-
ing its product line to target 
ethnic Chinese. But its owners 
learned that the cut of Asian 
men’s shirts was different. 

“It wasn’t just a matter of 
shirt size,” Gray said. “The cut 
of Asian men’s shirts tend to 
have a different correlation 
between neck size and sleeve 
length.”

Gray’s client consequent-
ly determined that appealing 
to Asians would require him 
to completely retool his prod-
uct line. Because most of the 
clothing chain’s locations were 

outside Toronto and Vancou-
ver, the owner decided that 
the potential reward was not 
worth the investment.

Had the shirt-seller been 
a small Vancouver company 
with a few Vancouver and To-
ronto locations, Gray said the 
investment might have been 
warranted. 

Statistics Canada data 
shows that ��� of all ethnic 
Chinese Canadians live in 
either Vancouver or Toron-
to. Approximately ��� of the 
country’s ethnic South Asians 
live in either Toronto or Van-
couver. 

“It varies by store. We ana-
lyze each market to see where 
there is a sufficient popula-
tion percentage [of an ethnic 
community] that we need to 
cater to them in a better way,” 
said London Drugs president 
Wynne Powell.

“We’re very proactive on 

this, as you can imagine, with 
our heritage being from Chi-
nese-descent individuals.”

London Drugs operates 
�� of its �� locations in Metro 
Vancouver, including one in 
South Surrey and two in Rich-
mond. Multilingual in-store 
signs at specific London Drugs 
stores help welcome customers 
who speak little English.

Pharmacists wear buttons 
emblazoned with slogans in 
different languages to make 
it clear at a glance which lan-
guages they speak.

Powell said the company 
also sponsors health and well-
ness events such as seminars 
that teach Chinese Canadians 
about their higher-than-aver-
age risk of diabetes.

London Drugs advertises 
consistently on multicultur-
al radio stations and some-
times on cultural TV chan-
nels. It also regularly adver-

tises in ethnic newspapers.
But these ads are not a 

simple translation of a main-
stream ad.

London Drugs hires 
what Powell calls “cultural 
experts” to teach the com-
pany’s marketing team about 
cultural nuances.

Advertising is then creat-
ed for specific ethnic demo-
graphics.

Ipsos Reid vice-president 
Catherine Dawson believes 
this targeted advertising is a 
good idea.

Her research shows that 
��� of first generation Chi-
nese immigrants who read 
newspapers read Chinese- 
language newspapers exclu-
sively. A further ��� read 
Chinese and English news-
papers. Only ��� read Eng-
lish-language newspapers 
exclusively. •
gkorstrom@biv.com

“The important thing is 

to do thorough research. 

That means more than 

just asking the Chinese 

guy in your office” 

– David Gray,
president,

DIG360 Consulting


