
“Margaret is one of the very best copywriters I have ever known and after working in the advertising department of the Toronto 

Star for over 41 years, I have met the best. ... Personally, I’m in awe of her. No wonder she is so successful in anything she decides 

to do. Let me just add, perhaps the rarest plus, she is a nice person.”

Wallace Legge, Honourary Vice-Chair, RAC Canada

MVJ Group Inc.

Marketing’s Complete Solution

Advertising copy writing brings them in or not!

Margaret Torrance, President of MVJ Group Inc. wrote all the advertising copy for RAC 

Canada from September 2001 to  April 2007 and continued to write the copy for the 

research events through 2010. Included here are just a few examples of the events RAC put 

on for the Retail Industry — attended by retailer and supplier executives. One newspaper 

ad ran in each of the four Toronto dailies per event. All promotion — newspapers, flyers, 

e-mails and website — contained the same advertising copy. Advertising creative has evolved 

over time from it’s 2001 branding to it’s complete re-branding in September 2009, but it is 

the advertising copy that garners interest and produces ticket sales.

Margaret’s process:

•  A face to face in-depth interview, when possible, was conducted with the keynote 

speaker to determine speech content and the speaker’s personal qualities.

•  Prospective attendees want to connect with the speaker, not just the potential 

educational value of the topic. That’s why a personal reference was made about each 

keynote speaker.

•  The advertising copy was written and presented to the speaker for approval. If necessary, 

changes were made and then approved. Approval was vital.

•  There was a controversy over the first sentence of the copy for the March 2003 event 

(included). The attention brought an early sell out event, and because approval in 

writing had been given, RAC was protected.

•  Copy was placed into creative templates.

Margaret’s copy mantra: The reader must be able to relate — be emotionally moved.
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At the RAC September 2009 event, RAC unveiled its new re-branding, but regardless of the 

new look, the messaging had to fit the target audience. Copy promoting speaking events is 

very different from product advertising copy.
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When the topic timing for an event is right and the copy promises to answer challenges, you 

bring in the audience. This was another sold out event.
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RAC was not given permission to include the official Olympic Logo in any of the advertising 

material used to promote the Director of Brand Protection, of the Vancouver Organizing 

Committee for the 2010 Olympic and Paralympic Winter Games.
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It is a always important to get “approval” and sometimes pleasant surprises land in your lap.

“Wow...you are good...I want to attend this luncheon and meet this guy :-).... ” (Ted’s response to the advertising copy written to 

promote his RAC luncheon speaker event.) 

Ted Starkman, Executive Vice President & General Manager, The Shopping Channel
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Titles must grab attention to ensure the rest of the copy is read and the reader buys a ticket.
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30 sec. Radio ad. Topic copy must be very succinct.

Have you wanted to know the story behind Best Buy and Future Shop? How was the take over? Why have both? Why place 

competing stores so close to one another? Where are they going? What’s their vision? What’s Best Buy really like?

Let Michael Nedelec (Ned-eh-leck?), Vice President of Strategic Marketing and Advertising for Best Buy Canada Limited tell you 

the whole story and more. 

The Retail Advertising and Marketing club presents Michael Nedelec, this Tuesday, at the Delta Chelsea Hotel, 33 Gerrard 

Street West. 

For tickets call 416-495-68-26, or online at r a c dot t o
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Rob Shields
Vice President of Customer

Relationship Management & 
Chief Privacy Officer

Advertising copy needs to be noticed and it was. Thank you Marketing Magazine (March 24, 

2003) for giving RAC the greatest publicity for its Spring Season. The “approved” March copy 

raised some eyebrows, but the event sold out and early! Attendees were not disappointed.

Short, plump and balding written by Mark Etting of Street Talk, Marketing Magazine 

I don’t know about you, but when I’m checking out an upcoming speaker at a conference or luncheon, I’m interested 

in his or her credentials and the topic to be discussed. But apparently the Retail Advertising & Marketing Club in 
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Toronto has different ideas. In describing its March 28 speaker at www.rac.to, the phrase “tall, statuesque, blond and 

brilliant” is used to introduce Alison Simpson, president of Enterprise Creative Selling in Toronto.

Oh sure, she’s going to talk about the agency’s long-term partnership with Tim’s Hortons, about customer-driven marketing 

and measured risking. But, most importantly, she’s a stunner! That’s in contrast to two upcoming RAC speakers: Peter Coish, 

president of Lowe RMP, and Rob Shields, vice-president of customer relationship management and chief privacy officer at 

HBC, who apparently don’t justify such praise, though we are told that Shields “smiles a charming smile”.

© 2011 MVJ Group Inc.



MVJ Group Inc.

Marketing’s Complete Solution

Attendees came to see the person as much as to listen to what he had to say. They were not 

disappointed as they stayed glued to their seats even through a fire alarm.  
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