
Sage • Loomis • Redington • Orvis • Ross • Lamson • Abel • Bauer • J.Ryall • Teton (Tioga) • Tibor •
Billy Pate • Scientific Anglers • Teeny • Wulff • Cortland • Wood River • Bucks Bags • Outcast •

Hodgeman • Bare • Streamline • Columbia • DB Dunn • Umpqua • Otto Beck • Action Optics • Metz
Cope & McPhetres Is Open Monday - Saturday, 9 to 6.  Call us at 408.345.2640.

2931 El Camino Real, Santa Clara (between Kiely & Lawrence Expwy) 408.345.2640

Cope&McPhetres
 The Fisherman’s Place.

El Nino.
Sex Scandals.

Mid-East Tension.
Your Boss.

Politics.
Television.
And People

Wonder Why You
Spend So Much
Time At The Fly

Shop?
Take a deep breath. Exhale. Relax.

After all, that other stuff is just life. This is fly fishing.

So Stop by. Browse our expanded line of clothes. Cast a fly
rod or two. Look for new patterns (or ideas to steal) in our
big display case. Test our newest fly tying materials. Find out

why the Super Fat Cat is better than the old
Fat Cat. Hang around. Whatever you do at Cope &

McPhetres, we bet it beats the alternative, unless the
alternative includes waders, water, and trout.

Marine Warehousee in Half Moon Bay is now our “sister
store.” Don’t forget to ask about our upcoming saltwater fly

fishing trips -- they’re pretty relaxing too.

       

Thomas A Chandler
Here are a pair of consumer ads which engaged customers and prospects with humor - and by letting them know that this fly shop understood their passion.

Increasingly, my high-tech clients are asking me for consumer-style creative work. They've realized that all buying decisions are emotional - even those backed by loads of technical information.
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Thomas A Chandler
This ad for Knowledge Revolution scored #1 in three of four test categories the first month it ran. Testing showed it to be the most effective ad of the quarter.

I like to say it appealed to every engineer's "Inner Destructive Kid" and the results seemed to bear me out.



"THE BEST DOMESTIC AIRLINE" CHOOSES THE BEST BUSINESS ANALYTICS SOLUTION

AAlaska Airlines was voted "The Best Domestic Airline" by Travel & Leisure magazine. They’ve built a world-class
reputation atop stunning service. In short, Alaska Airlines is a leader.

And when they needed a powerful business intelligence solution, they turned to another leader. Brio Technology
helped them solve a common problem—too many data processing demands being placed on too few resources. 

"Brio ONE has enabled our marketers, planners, and yield analysts to quickly access and analyze customer and
flight data, ranging from information about frequent flier miles to passenger booking data," said Nancy Colbert,
focus development director at Alaska Airlines.

Alaska’s review process focused on a key requirement; they needed a solution that would allow users to perform
their own analysis—allowing limited IT resources to focus on infrastructure. 

Alaska Airlines determined that Brio ONE flew the highest of all the contenders; it was the most robust, scalable
solution, and provided the greatest ease-of-use across the widest range of users.

It also integrated with their existing systems.

"Brio is designed to work in conjunction with the technology infrastructure that we had established, preventing
the need for costly and complicated measures to ensure conformity," said Colbert.

Now Alaska Airlines employees can quickly produce breakdowns of regional and market segments, and perform
in-depth analysis as required. Now they understand their business—and their customers—much better.

We say "bravo"—from one leader to another.

"We are now able to not only identify trends, but also compare the
regional profitability of all our market segments, leading to more
informed decision-making and increased revenues."

ALASKA AIRLINES

Tom Chandler
Brio Technology wanted a different kind of case study -- dramatic, devoid of passivity, punchy... 

The back of these case studies (which also found a home in their annual report) contained technical information.



BRIO TECHNOLOGY  |  TO OUR SHAREHOLDERS

TTO OUR SHAREHOLDERS While many viewed the coming of Year 2000 with alarm, we saw it as yet another intersection
on a road that is filled with them. Years ago we began developing products that were easy to use and would operate
across the entire enterprise. We anticipated the strategic value any organization in a competitive, fast-moving 
environment would place on business analytics.

In 1999 we were proven right; our products gained acceptance as strategically important tools that belonged on every
desktop in the modern corporation. Despite our foresight and the strength of our market, we have hurdles to overcome
and many roads to drive. 

THE ROAD BEHIND The Internet. It’s cliché but true; the Internet is altering the face of business—and the way business
does business. Under the influence of the Internet, the amount of data collected and disseminated in 1999 exploded.
The pace of business continued accelerating. Under these conditions, people struggled to make sense of what was 
happening to their markets and companies, often in conditions that called for near real-time decisions. It was no longer
enough to make good decisions; instead, good decisions had to be made immediately.

In short, in 1999 the competitive forces that shaped business became faster, sharper, and deadlier than ever.

THE INTERSECTION: WHERE WE ARE NOW In 1999, Brio saw a fundamental change in the way our products were 
perceived. Five years ago, we catered largely to progressive, forward-thinking corporations whose primary goal was to
put our products in the hands of power users. Outside of our own product offerings, no overall (enterprise-wide) 
solutions existed; companies thought it was acceptable to deploy partial solutions with limited scope and functionality.

Now we lie directly at the intersection of people and corporate information; it is no longer considered competitive to
leave the majority of an organization’s employees in the dark. The current trend towards empowering all employees
with business analytics tools is one we are perfectly placed to leverage. In short, this is the era of business analytics.

DRIVING THE RAPID GROWTH OF BUSINESS ANALYTICS With the 1999 introduction of our Brio ONE product, we are the
leading provider of true, enterprise-wide business analytics tools. Brio ONE consists of Brio.Enterprise, Brio.Portal,
Brio.Report and Brio.Applications, which together comprise a wide range of solutions in a single, robust package; 
everything from powerful standalone analytic tools to easy-to-use Web-based tools suitable for every user. Our 
solutions integrate into existing data systems, so implementation does not require expensive, schedule-killing system
alterations. We have always prided ourselves on offering products that deploy quickly—throught the organization—and
plan to continue with this key attribute.

Yorgen Edholm, Founder and CEO

Tom Chandler
The letter to the shareholders I wrote for Brio's annual report, which was designed to let stakeholders know that the industry downturn wasn't something the company feared. 



��������	�
���	��
�����

����
��	����������
��������

Thomas A Chandler
Simple tri-fold for Brio Technology. These are typically built to grab attention immediately.  I write a lot of these, often as part of complete direct mail package.

This package was designed to gain the attention of overworked IT management who were looking to stem the tide of user demands for corporate information.
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Tom Chandler
Note
A pair of ads for a long, hard bike ride. We engaged the readers by challenging them - and by poking fun at their masochistic tendencies.



The first truly fault-tolerant
SPARC system is now available
and will remain so 24 hours a day.

Announcing the first truly fault tolerant
SPARC system. The cost? Less than $25,000.

1755 Embarcadero Rd., Suite 120
Palo Alto, CA 94303
(800) 977-9008
(415) 843-3600
(415) 843-3609 FAX

email: sales@resilience.com
www.resilience.com

©1996 Resilience Corporation. Resilient, Resilience trademarks Resilience Corporation. Solaris trademark Sun Microsystems, Inc. SPARC trademark SPARC International. All other trademarks property of their respective holders

Now you can get true 24-
hour, 365-day availability

from a SPARC-based system.
And for less than $25,000.

So no matter what your
critical Solaris application —
Internet/Intranet servers,
financial, or others — you now
have a line of affordable,
SPARC-based alternatives: the
Resilient 110, 160, and 200.

They’re available now. And
they’re going to stay that way
24 hours a day.

Innovative Hardware-Based
Approach

Resilient systems use an
innovative, three-way voting
architecture. Which means three
hot-swappable SPARC-based
modules operate in sync and
constantly compare themselves
to each other. When one module
disagrees with the other two, it’s
“voted out” and disabled.

So your application keeps
running without interruption.

You can find out more
about the Resilient line of fault-
tolerant systems simply by
calling us at (800) 977-9008.

You won’t be sorry. But you
will be up and running 24
hours a day.

❯ Fault Tolerant CPU Yes
❯ Hot-Swappable Modules Yes
❯ 100% Solaris Compatible Yes
❯ Fault Tolerant Ethernet Yes
❯ Fault Tolerant SCSI Yes

Tom Chandler
 An new product ad for this small player in a big field.  A good example of how a headline can do two jobs at once.



The Gartner Group says 80% of the currently installed IVR systems will suffer Year 2000
compliance failures.  Will yours be one of them?

Dear Mr. Sample:

Could there be a “year 2000” time bomb ticking away in your IVR system? And are you
committing resources to fix this problem -- resources that could be better spent improving the
competitive quality of your services?

Free Gartner Group report maps Y2K IVR problems and solutions.

According to a recent Gartner Group report, 80% of today’s IVR systems will have Year 2000
problems, and that “…30 percent of individual components will have to be upgraded or replaced
to avoid service related failures.”

In short, you could spend a lot of money simply keeping your IVR system working -- which
could be a mistake. Why commit money and scarce programming resources to simply “run in
place” when you should be looking beyond January 1 -- and focusing your resources on adding
new services like:

•  Automatic “proactive” customer notification via e-mail, fax, pager and more
•  Bill payment
•  IVR/Call Center integration with web-based applications

Send for this free report. And see how Edify will help you look beyond Y2K.

Learn what Year 2000 problems may await your IVR system — and why leading organizations
like Capital One, DHL Worldwide Express, L.L. Bean, Hewlett-Packard, Scudder, Stevens &
Clark and others have chosen Year 2000-compliant Edify IVR solutions to take them into the
next century.

I urge you to contact us today for this free report -- simply fax the enclosed form or call us at
(800) 944-0056 today. You’ll receive your free Gartner Group report and information about
Edify’s industry-leading IVR solutions. Both are worth your time.

Respectfully,

Edify Person
Edify Title

P.S. -- This free Gartner Group report explains where most Year 2000 problems will appear in
IVR/VCP systems -- and discloses areas of concern you might not have considered. It
even offers you a roadmap on how to best solve these problems! Please use the fax reply
form or call (800) 944-0056 for your copy -- before our limited supply is exhausted.

Thomas A Chandler
Text of a sales letter written for Edify -- an IVR/self-service solutions client. It has all the elements of a successful letter -- drama in the headline, quick mention of the offer, and it drops a few names to bolster credibility. 

This letter was accompanied by a tri-fold brochure and response sheet.

It pulled a 23% response rate.



Tom Chandler
Note
I concepted and wrote this brochure for a manufacturer of non-toxic pesticides.

Part of a direct mail package (including letter and others), it pulled double-digit response rates among orchard owners who were tired of dealing with toxic materials. 



Issue 1: April 10

Columns
Q&A

  

Hello. I'm the Portal Guy.While those who know me might snidely suggest this
column is just another way to avoid honest work, I want to reassure you -- we're here
to talk about one thing: Portals.

You see, I love portals. I'm a portal junkie. When I was a small child, I begged my
parents to give me a portal for Christmas. Sure, there are other Portal People out there
-- but they're mostly interested in those dime-a-dozen, standard everyday portals (like
Yahoo). Not me. I'm interested in the Arnold Schwarzeneggers of portals; if portals
were cars, I'd be driving a Monster Truck Portal (MTP). Sadly, those who lack
imagination tell me I should call them Enterprise Information Portals (EIP). Boring,
but true. It's the burden of an artist in a world of philistines…

So, since I want to be portally politically correct, I'll call them EIPs. They give users
inside and outside the firewall access to staggering amounts of enterprise information.
A much smarter person than I suggested they be viewed as offering hundreds of tiny
little doorways to structured and unstructured information -- everything you need to
make better business decisions. All that's required to enter each room is a key.

With the right key, you can uncover all sorts of data -- perhaps even figure out what
that slacker in the cube next to yours does for a living. But data alone does not a
business genius make. Users, you see, are ambitious little devils -- they're either
clawing their way to the top or figuring out how many office supplies they can stuff in
their pants before leaving for home.

The ones who are doing the clawing naturally want to make the most of your EIP -- it
makes them look good and incidentally helps your organization steal market share
from your competitors. But almost no one can make much sense of raw data (except
maybe Spock in that episode where Kirk got stabbed by the blue guy). Users need tools
to help them analyze. Otherwise they'll end up stuffing your EIP data in their pants and
taking it home to line the bird cage.

I could go on and on about portals and how to make the most of them. But
unfortunately, I'm out of space. And no, the Portal Guy won't leave you hanging;
there's plenty more to come on these subjects. My pledge (holding my hand over my
heart now) is to help you find, implement and enjoy the best darn EIP available. It's
possible we'll have a little fun doing it.

Here's my offer. Want a Portal Guy T-shirt? (Who wouldn't?!) Send me a pointer to
a great portal site or ask me a great Portal Guy question. If your Portal Pointer or
Question finds its way into this column, you'll get your very own Portal Guy T-shirt.
This, I might add, is not available in stores, or even through one of those insipid
infomercials you're forced to watch when you've got insomnia.

Or you can always take the Portal Challenge and find out which Enterprise Information
Portal is perfect for your organization or size up the features in the portals you may be
looking to deploy -- and win fabulous, immensely valuable prizes, too!

COMING SOON: We dissect the ultimate Poultry Portal! And talk about serious stuff
like portal security...

About Portals - The Portal Guy - Issue 1: April 10

http://www.aboutportals.com/aboutportals/theportalguy/columns_041000.html (1 of 2) [5/11/2000 2:15:26 PM]

http://www.aboutportals.com/aboutportals/index.html
http://www.aboutportals.com/aboutportals/technology/index.html
http://www.aboutportals.com/aboutportals/viewpoint/index.html
http://www.aboutportals.com/aboutportals/news/index.html
http://www.aboutportals.com/aboutportals/events/index.html
http://www.aboutportals.com/aboutportals/theportalguy/index.html
http://www.aboutportals.com/aboutportals/portalsatwork/index.html
http://www.aboutportals.com/aboutportals/b2bcorner/index.html
http://www.aboutportals.com/aboutportals/theportalguy/index.html
http://www.aboutportals.com/aboutportals/theportalguy/columns.html
http://www.aboutportals.com/aboutportals/theportalguy/qa.html
Tom Chandler
"The Portal Guy" was a humorous columnist I created to write about portals in a manner that would draw readers week after week.  

This was years before the blogging revolution, and was the first time I used the phrase "engagement marketing" in the pitch.

I wrote it in a loose, humourous style that spoke to readers -- one said it "made me snicker every time I even thought about it."

We rolled out three columns worth - and the Portal Guy was gaining buzz - but the portal project it self fell victim to coporate politics. One of the saddest days of my copywriting career.
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BETTER MAKE THE
MOST OF WHAT’S LEFT.

Learn the latest programming and Internet technology
anytime/anywhere via the Web -- no matter how much

brainpower you have left.

������������	�
���
�

Thomas A Chandler
This is an ad I created for DigitalThink, an online learning company. They wanted something funny that would appeal to -- in their words -- "the pierced body crowd Web programmers." 





Thomas A Chandler


Thomas A Chandler
This was a trade show poster concept for DigitalThink that also became (I think) a T-shirt.
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