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Hello readers! I hope 
your 2012 is off to a 
great start. While it 
may be only February, 
it’s never too early to 
start planning your 

marketing and advertising efforts for the 
year ahead.
Remember when people used to 

implement direct mail campaigns and 
print ads to communicate with their 
prospects and customers? They still do!
Several recent studies indicate that print 

remains effective, despite the popularity 

of social media networks and online 
marketing/advertising channels. 
This month’s newsletter focuses heavily 

on the effective role that print continues 
to play today and undoubtedly in the 
future. The “latest and greatest” in digital 
marketing and advertising doesn’t always 
stack up to print in terms of effectiveness.
As always, if there’s any way that I can 

help you with your marketing/advertising 
objectives in the year ahead, I hope you’ll 
get in touch with me. 
Thanks for reading and I hope we’ll be in 

touch soon!  -- William Scott
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Print Advertising & 
Direct Mail Sways 
Shoppers Choices

If you’re looking to effectively drive 
business to your store, recent studies have 
identified print advertising and direct 
mail as two of the most effective mediums 
for marketing/advertising to customers. 

Although 82 percent of Americans connect 
to the Internet, retailers continue to 
invest 60-70 percent of marketing dollars 
in printed circulars – for good reason 
(Nielsen).
According to Nielsen’s The Evolution of 

Circulars: From Print to Digital, Q4 2011, 
shoppers rely primarily on print ads found 
in weekly are newspapers (69 percent) 
and direct mail (67 percent). Roughly 60 
percent of consumers look at print materials 
at least once a week when considering their 
shopping choices.
Reliance on print as shoppers’ preferred 

vehicle for receiving information isn’t 
expected to change anytime soon. 
Nielsen’s research shows that the majority 
of shoppers, spread across generations, 
income segments and ethnic groups, still 
want access to paper circulars for the 

foreseeable future. When asked about 
their preferences for the future, nearly 
90 percent of consumers in the survey 
said they wish to continue receiving print 
materials at home or in-store. Interestingly 
enough, store choice for even the youngest 
generation of shoppers (Millenials) is 
shown to be the segment most heavily 
influenced by print vehicles.
The only digital media that shows a 

similar degree of effectiveness for retailers 
is e-mail marketing (67%). Other digital 
marketing/advertising channels targeting 
consumers on a weekly basis lag by 
double-digits. Nielsen expects print and 
digital circular formats to coexist for the 
near term, leveraging the power of each to 
attract/engage new customers, influence 
store choices and drive sales.
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My Work for Oakwood 
Country Club
For several months now, I have been 

working with Oakwood Country Club 
(Kansas City, MO), assisting the club with 
the design and layout of their member 
newsletter – The Oakwoodian. This 
monthly newsletter is typically 8-12 pages 
long, contains several staff articles, event 
photos, a calendar of events and advertise-
ments, and takes about a week to produce.
I began working with Oakwood staff 

members, Chris B. and Dedra R. in June 
2011,  first evaluating their newsletter and 
then identifying areas of improvement in 
this vital piece of communication between 
the club’s staff and its membership.
What I learned from consulting with 

Chris B., general manager, is that 
Oakwood needed a newsletter that 
engaged their members on a higher 
level and also encouraged them to take 
advantage of all that the club has to offer 

them. Once a new design template was 
approved, work on the redesign starting in 
July 2011 was underway. My wife, Sarah (a 
freelance photographer, owner of S. Scott 
Photography) and I traveled to Kansas City 
to shoot staff photos, shots of the historic 
clubhouse and golf course for use in future 
marketing/communications materials.

This redesign has helped Oakwood’s staff 
communicate with their club members in 
ways the previous version was unable to. In 
addition, by outsourcing the work to Scott 
Creative, the staff at Oakwood has saved 
valuable time that is better spent on day to 
day operations.
In addition to this monthly newsletter, 

I have also assisted Oakwood with several 
other marketing and communications 
needs. This includes trade show banner 
designs, print advertisements and several 
direct mail pieces which have helped the 
club both reach out to and also grow their 
current membership. 

Oakwood Country Club’s 
monthly newsletter is a vital 
piece of communication  
between the club’s staff and 
its membership.

Direct Mail Planning 
in 5 Simple Steps
Whether you’ve used direct mail in the 

past, or you’re looking into it for the first 
time, consider the following questions 
when planning your next campaign. 
Determine the goal. “What do I want to 

accomplish?”– it’s a sensible question. It 
may be as simple as bringing in enough 
new customers that the campaign pays for 
itself. Whatever the case may be, set a goal 
that you feel is attainable and tailor the 
message of your campaign to this goal.
Identify your target. The products/

services that you provide simply aren’t 
going to appeal to everyone. That being 
said, target prospects that have a high 
probability of becoming your customers. 
Look at who you’re currently doing 

business with and which bring in the most 
revenue. Recurring demographics, such as 
age, profession, distance from your office/
shop, income, interests, etc. can be used as a 
basis to target new prospects.
Include an enticing offer. What are you 

willing to give your prospects? Whatever 
the offer may be, make it enticing and 
easy to act on. This may be a substantial 
discount on products/services or entry into 
a sweepstakes/giveaway. One thing is for 
certain: leaving an offer or incentive out of 
your campaign can have crippling effects on 
its success.
Track results to measure success. Tracking 

the results of your direct mail campaign is 
integral to determining its success. This may 
be as simple as documenting the number 
of incoming calls, emails or website visits 
that come in response to the campaign, or 
the orders and sales that come after. Take 

The Future of In-house 
Design Departments
The Creative Group Survey of 230 Graphic 

Design USA American In-house Design 
Awards Winners provides valuable insight 
on a wide range of topics, including the 
implementation and influence of technol-
ogy in the workplace, collaboration and 
also how in-house designers are influenc-
ing organizations’ business decisions and 
directions. Here are some findings from 
the survey:
Designers are going mobile. Considering 

the work flexibility that mobile technol-
ogy affords, creative departments will soon 
have the choice to work and communicate 
on a remote level. 72 percent of respon-
dents said that they expect the number of 
in-house designers working remotely will 

increase over the next three to five years. 
This freedom to work and communicate 
remotely won’t come without drawbacks. 
Nearly 80 percent of in-house designers 
surveyed said they expect their jobs to 
become more challenging when working 
remotely.

Designers are getting social. Presently, 
in-house designers are expected to have skill 
sets that relate to both print and digital 
applications. Now with social media in 
an upswing, in-house designers will be 
expected to design for these platforms. 
Managing corporate image/branding online, 
designing page backgrounds and avatars 

are just a few instances where in-house 
designers will be called on to lend support.
 Designers are becoming more influential. 

Company leaders/executives are beginning 
to collaborate with in-house creative 
teams to solve business problems. Nearly 
60 percent of survey respondents expect 
in-house designers to have more influence 
on company business decisions in the next 
three to five years. As these departments 
become more influential, they are also 
expected to grow. 56 percent of survey re-
spondents said they expect in-house design 
teams (including both full-time employees 
and freelancers) to increase in size over the 
next three to five years.

Findings reveal that In-house 
Design Departments are 
showing their value more 
than ever before.

your results tracking system a step further 
by calling/emailing prospects to make 
them aware of your direct mail piece before 
receiving it, or to collect their feedback 
afterwards.
Determine your budget. Figuring out if 

your campaign is going to work within the 
constraints of your budget involves asking 
yourself several questions, including “what 
am I willing to pay to convert a prospect 
into a customer?”; “How much revenue 
is associated with a new customer?”; and 
“How many new customers do I need for 
the campaign to pay for itself?” Start with 
evaluating the projected costs for prospects’ 
data, printing, design and postage for each 
piece mailed. If you see the costs outweigh-
ing the potential return on your investment, 
consider ways to keep your costs down.


