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Happy New Year!
I hope you had a 

fantastic holiday 
season! What are 
your communications 
objectives for the year 
ahead? Do you have any 

questions about marketing or advertising 
projects that you may have planned? 
If so, then I would love the opportunity 

to help you effectively reach out to your 
customers and prospects. From billboards 
and print advertisements to website 
development, direct mail and logo/

identity packages, Scott Creative has the 
skills and the resources to take on several of 
your visual communications needs.
If you’d like a shot at winning some great 

business resources, then you should check 
out this month’s latest contest. Visit the SC 
Facebook page between now and January 
31st for your chance to win a FREE copy 
of Bill Glazer’s Outrageous Advertising that 
Outrageously Successful! This book has tons 
of ideas about how you can create successful 
advertising campaigns online and off.
Here’s to a prosperous 2012!
  -- William Scott
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B2C Direct Mail 
Spending on the Rise
In the age of iPads, smart phones and 

social media, is direct mail still effective? 
While the role of traditional print 
marketing has undoubtedly become more 
supplemental in nature, recent studies have 
shown that marketers are rediscovering the 
advantages of direct mail.

In 2011, direct mail spending totaled 
nearly $45 billion dollars, representing a 
2.3 percent increase over 2010 (Winter-
berry Group, Outlook 2011). Response 

rates of postcards (3.99 percent) and 
letter-sized direct mail pieces (3.42 percent) 
has remained high enough for marketers 
to consider using direct mail as a larger 
part of their marketing mix (2011 DMA 
Statistical Fact Book). Resurgence in direct 
mail spending is due at least in part to two 
simple facts: consumers get much more 
e-mail they are able to read and that they 
question the trust-worthiness of e-mail.

“More than 64 percent of consumers still 
attach a high value to messages communi-
cated through the mail, but many marketers 
have turned away from the mail in favor of 
communicating through digital channels.” 
(U.S. Postal Service)

According to the 2011 Channel Pref-
erences Study, direct mail is preferred 
over e-mail when it comes to receiving 
brand or product information in nearly 
every category. This study indicates that 
50 percent of U.S. consumers pay more 
attention to postal mail than e-mail. 

Even tech-savvy Millennials (those born 
between 1985 and 2004), see the value in 
the mail they receive. According to one 
study, 73 percent of Millennials have used 
the coupons/offers they have received in 
the mail.

Even tech-savvy Millennials 
see the value in the mail they 
receive.

50 percent of U.S. consumers 
pay more attention to postal 
mail than e-mail.

More than 64 percent of 
consumers still attach a high 
value to messages communi-
cated through the mail.
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win this Book! 

“Like” Scott Creative on Facebook today 
and you could win a FREE copy of Outrageous 
Advertising that’s Outrageously Successful  
– a $20 value!
Written by Bill Glazer, a marketing  

consultant, coach and copywriter, Outrageous 
Advertising contains over 100 ready-to-use 
examples of how to use creative marketing 
and advertising strategies online and off!
This contest ends Tuesday, January 31st.

RC Remodeling Logo 
& Identity Package
In 2011 I was contacted by Ryan Chap-

pelear, owner of RC Remodeling, about 
branding his newly formed business. As 
the remodeling industry can be very com-
petitive, with many purchasers’ decisions 
based on a combination of trust and cost, 
it was important to Ryan that his logo 
present his business as a professional, 
reliable source in the eyes of his customers. 
To accomplish that goal, we agreed that 
clean, simple design elements  combined 
with a contemporary logotype was the 
right solution for his brand.
The design process consisted of research-

ing how similar businesses have branded 
themselves, identifying the right approach 
and then presenting Ryan with a series of 
mock-up designs addressing project objec-
tives. The logotype’s construction called 
for a contemporary sans-serif typeface that 
works well in various applications, both 

in print and on the web. Deciding on the 
Museo typeface, I then created a series of 
design concepts utilizing transparency and 
overlay as contemporary design elements.
After choosing one logotype for further 

development, I then implemented com-
binations of contemporary colors before 
arriving at this final logo design. The 
finalized logotype scales nicely and works 
well across various platforms, whether in 
print or on-screen. The logotype, typefaces 
and additional branding elements are 
integrated into the company business card, 
letterhead and on the RC Remodeling 
website.
“Scott Creative provided a professional-

grade logo, business card, and letterhead 
that matched spot on with the message 
we are trying to send. We will use Scott 
Creative for our future projects.” (Ryan 
Chappelear)
For more information about the home 

remodeling and restoration services RC 
Remodeling offers, visit their website www.
rcremodel.com.

“Scott Creative provided a 
professional-grade logo 
that matched spot on with 
the message we are trying 
to send.”

What Google’s 
Encrypted Search 
Means to Marketers

Late last year, Google sparked some 
debate amongst marketers when 
encrypted search became a default setting 
for any user logged in to their Google 
Account (Gmail, Picasa, Google+ Google 
Analytics, etc.). While Google has better 
safeguarded the privacy of its users while 
they perform searches, in some instances 

marketers will have some trouble identifying 
what keywords are being used to conduct an 
online search.

If you measure the analytics of your 
websites regularly, you may have noticed 
some impact from this change. While 
Google has proclaimed that this new 
privacy measure will only impact ten 
percent or less of search traffic, it appears 
to be an overly conservative estimate. As 
the actual increase of obfuscated keywords 
nears 15 percent, marketers are encouraged 
to monitor the growing ratio of obfuscated 
keywords appearing in Google’s natural 
search referral reports.

3 Corporate Identity 
Design Fundamentals
Whether you’re re-tooling your brand 

or starting from scratch, the process of 
developing a great corporate identity 
system isn’t as complicated as it sounds, 
but it does take some effort, insight and 
experience to employ it appropriately. 
There are three fundamentals to designing 
an effective identity system that will serve 
your company for years to come: (1) 
creativity, (2) consistency and (3) clear 
communication.
Creativity. Carefully constructed, visually 

appealing designs get our attention. Not 
surprisingly, the way your company is 
represented visually speaks a lot about the 
quality of your organization. A thought-
fully designed, creative identity system 

gives your organization a professional look 
and feel.
Consistency. Consistency is the “glue” that 

holds all components (envelopes, letter-
heads, business cards, etc.) of an identity 

system together. To promote consistency in 
your identity system, use a set of guidelines 
or standards (an identity manual) that 
governs where and how design components 
should be used. This encourages visual con-
tinuity and brand recognition across a wide 
range of media.

Clear Communication. As communica-
tion is a key component of design, it is 
also integral to your identity system. If the 
success of a design depends on its ability 
to communicate a message to an audience, 
the design choices you make should 
come with good reason. Even the most 
well-designed identity system can cause 
more harm than good if it fails to com-
municate the right message or increase 
recognition of your brand. Use the “less 
is more” approach to clearly communicate 
with your audience and ensure that every 
second spent with your brand is time well 
spent.

Marketers will have some 
trouble identifying what 
keywords are used to conduct 
an online search.

If the success of a design  
depends on its ability to  
communicate a message, 
the design choices you make 
should come with  
good reason.


