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Welcome Readers!
What a year it’s been!  

Moving forward into 
2012, I hope that 
you’re still interested in 
receiving this newsletter. 
Want more? You can also 

subscribe to an e-mail version of On the 
Grid through the Scott Creative website or 
Facebook page. 
Interested in ways to better connect with 

your prospects and customers using social 
media? Now through Thursday, December 
8th, visit my Facebook page and review/

comment on any of my work and you’ll be 
entered into a chance to win a free copy 
of Likeable Social Media ($20 value). I’ll 
announce a winner Friday, December 9th.
As things slow down this holiday season, 

now is a great time to start thinking about 
your projects for the year ahead. From 
billboards and print ads, to brochures, logo 
design and direct mail pieces, helping you 
better communicate with your customers 
and prospects is at the heart of what I do.
I hope you have a wonderful holiday 

season and a very happy new year! 
  -- William Scott
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Print is an Essential 
Piece of the Puzzle 
These days, there’s been a lot of talk about 

the death of print, but this year’s Annual 
Print Design Survey by GDUSA tells us 
otherwise. 

For nearly 50 years, Graphic Design 
USA (GDUSA) has held its Annual Print 
Design Survey in an effort to understand 
more about the continuous, influential role 
of print design. This year’s survey shows 
that print and collateral materials continue 

to be a major source of work for graphic 
designers. Over 90 percent of survey par-
ticipants (GDUSA readers) indicated that 
they design for print in addition to other 
mediums, and that print projects take up 
nearly 70 percent of their time. The design 
of brochures/collateral, direct mail pieces, 
promotional material and print advertising 
are all found in the report’s top ten print 
projects that designers have worked on in 
the last year.
“While digital and web are becoming 

more dominant, printed pieces still have a 
great importance in every line of business.” 
(Christie Denk, CMD Graphics)
In addition to designing a wide range of 

printed materials, the survey also indicates 
that designers are buying for print at a 
growing rate. A resounding majority of par-
ticipants – 88 percent – answered that they 

bought or specified printing during the 
past year. These designers are also increas-
ingly turning to digital short-run printing 
as an alternative to traditional printing. 

In fact, 79 percent of survey respondents 
answered that they buy or specify digital 
short-run printing. Their reasons for doing 
so are also indicated in the survey: digital 
short-run printing is ideal if one is looking 
for fast turnaround, affordability and the 
ease of workflow.
For more info on the survey results, visit 

www.gdusa.com

Digital short-run printing is 
ideal if one is looking for fast 
turnaround, affordability and 
ease of workflow.

“While digital and web  
are becoming more dominant, 
printed pieces still have great 
importance in every line  
of business.”
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Branding Scottsdale 
Segway Tours

In September 2011, 
I was contacted by 
Scottsdale Segway Tours 
to bring a face to the 
newly formed business. 
Operating in the city of 

Scottsdale, Arizona, this company provides 
exciting mobile tours of some of the most 
notorious tourist attractions in the Scott-
sdale area on Segway’s i2 Personal Trans-
porter. What the founders requested was 
a logo that reflects the unique outdoor 
experience that customers can expect 
from Scottsdale Segway Tours.
After exploring several visual interpre-

tations, the final logo design that was 
chosen utilizes a circular badge, clean 
typography, a strongly contrasting color 
palette and an abstracted figure in the 
center. It’s a modern and sporty logo that 
will entice viewers to take a closer look 
at Scottsdale Segway Tours for their next 

outdoor adventure. The design also allows 
for changes down the road, should the 
company branch out into other areas. 
In addition to this logo, Scott Creative 

also designed the company’s business cards 
as well a double-sided rack card providing 
more information for tourists interested in 
what Scottsdale Segway Tours has to offer.
“We are beyond excited with the work 

Scott Creative has done for us. Scott 
Creative can handle remote clients and 
turn out excellent work. We will continue 
to go Scott Creative for all of our design 
needs.” (Becca Cook, Business Relations, 
Scottsdale Segway Tours)
Planning a trip to Scottsdale anytime 

soon? Make sure you check them out if 
you’re in the Scottsdale area. For addition-
al information on the unique experience 
Scottsdale Segway Tours has to offer, or 
to book a tour, visit them online at www.
scottsdalesegwaytours.com  
or call 855-SEG-TOUR.

“We are beyond excited with 
the work Scott Creative has 
done for us. We will continue 
to use SC for all of our design 
needs.”

What Happened  
to the Peacock?

By now you’ve probably seen the rebrand 
of NBC Universal and may be wondering, 
“what happened to the peacock”? The 
rebrand comes as part of a merger with 
Comcast earlier this year. As the owner of 

a collection of networks, including USA, 
Bravo and SyFy, NBC Universal sought a 
new, more versatile face for their corpora-
tion. 
Wolff Olins, the London-based agency 

responsible for NBCU’s new look stated 
that from the onset of the project, a typo-
graphic design solution was the route they 
would pursue; that’s what NBCU had in 
mind. Furthermore, the mark had to be 
neutral both in color and style, so it could 
be utilized effectively across NBCU’s wide 
range of brands. But does simple have to 
equate to boring?
“People are saying that it’s stripped of 

everything, but from our point of view  
– it’s not.” (Wolff Olins)
Mike Abbink, the new logo’s typeface 

designer, drew inspiration from Art Deco-
style architecture, crafting the letterforms 
as if they were chiseled in stone at the 

company’s 30 Rockefeller headquarters. 
Once this logotype was established, an 
entire typeface was then designed around 
the new mark, including both serif and 
sans-serif variations. After research and 
multiple combinations of both NBC 
and Universal, it was decided that merging 
the two as one word sent the strongest 
message.
Wolff Olins’ statements, direction and 

application of the new logo make sense, 
but the design simply isn’t that appealing. 
While the typeface draws from the 
network’s history, how does it position the 
new corporation moving forward into the 
21st century? What is the significance of 
purple in the overall scheme? While it’s 
intended to be used almost solely in-house, 
this logo shows that good intentions and 
common sense don’t always make for  
good design.

5 Keys of Successful  
E-mail Campaigns
Whether you’re new to e-mail marketing, 

or have a history of using it, you’re 
probably looking for ways to increase the 
effectiveness of your efforts. These five tips 
below can help make your future e-mail 
campaigns more successful.
1. Stick to a Set Schedule/Frequency
It’s important that you stick to a regular 

campaign schedule. E-mail sent in the 
morning (specifically between 6:00 and 
7:00 am) has been shown to produce 
higher click-thru rates than e-mail sent 
later in the day. In addition, e-mail 
campaigns sent on Saturdays have been 
shown to carry one of the highest click-
through rates of the week.
2. Develop a Strong Subject Line

Strong subject lines are built using relevant 
keywords that resonate with your audience. 
Make it easy to identify who is sending the 
e-mail and what it’s about. Exclude words 
like ‘sale’, ‘rewards’ or ‘limited time offer’ 
that land your e-mail in the spam/trash 
folder. You might also consider using A/B 
Testing to determine which e-mail has the 
highest open rate.
3. Use More Links for More Engagement 
There’s a strong correlation between the 

number of links and click-through rates of 
an e-mail. Links are a sort of “litmus test” 
of an e-mail’s content: when people aren’t 
clicking on them, it’s likely that you’ve 
failed to engage your recipients, or you 
simply provided too few of them. 
4. Optimize E-mail for Mobile Devices
As the mobile device market continues to 

grow, optimizing e-mail for these devices 

has become integral to e-mail marketing. 
Daily users of smart phones and/or tablet 
computers are easily aggravated by e-mails 
that aren’t optimized for their mobile 
devices. For this reason, consider using 
an e-mail template that’s optimized for 
viewing on mobile devices.
5. Include a Text-only Version
Many e-mail providers have settings 

that prevent images in an e-mail from 
loading, or may block them altogether; use 
text-only version as a fail-safe. Though 
it may not be as attractive as a carefully 
designed e-mail with images, at least your 
content stands a chance of being seen, read 
and clicked through.

The rebrand comes as part  
of a merger with Comcast  
earlier this year.


