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Hello and welcome to 
this month’s ON THE 
GRID! With summer in 
full swing, I hope you 
have a chance to get out 
there and enjoy yourself, 

but keep in mind that 2012 is nearly half 
over. How are your current marketing and 
advertising plans working out? If they’re 
not working well, then consider initiating 
some new plans or getting more aggressive 
with your strategy. Here’s a few ideas:
USPS’ Every Door Direct Mail program 

offers business a very affordable way of 

marketing their products/services locally, 
starting at less than 15 cents apiece. Email 
campaigns can be very cost effective, but 
what if people aren’t responding to your 
marketing messages? Optimizing your email 
campaigns can increase click and open rates, 
which can increase ROI. 
 I’ve helped several businesses with all 

sorts of marketing and advertising projects, 
including direct mail, print ads, branding/
rebranding projects, brochures, rack cards 
and more. For a free consultation, call or 
email me today. Thanks for reading and 
have a great month!
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2D Barcodes in Print 
Ads Drive Web Traffic
If you’re skeptical about using mobile 

barcodes in your print advertisements or 
marketing materials, you should know 
about how they’re being used. According 
to advertising tracking firm Competitrack, 
the most popular uses of 2-D barcodes last 
year included directing users to general 

commerce and product information urls 
(over 40%), brand-building sites (23%) 
and landing pages containing video content 
(13%). 

Although there are several types of mobile 
barcodes available today, the open-source 
QR code has emerged as a standard with 
almost 90% market penetration. In 2011, 
only 4% of print ads in the US contained 
2-D mobile barcodes, but as their use is 
growing, it’s an indication that mobile device 
users are becoming more familiar with using 
mobile barcodes and are in fact using them.
Learning how mobile barcodes can be 

harnessed to drum up new business starts 
with an understanding of how they work. 
For example, when a customer “scans” 
a QR code using their smartphone’s 
camera, it then directs them to a specific 
URL. Once there, customers can access 
valuable information about products or 
services, enter their name into a drawing or 
download a coupon. 
Mobile barcodes offer you an excellent way 

to reach out to new and existing customers 
while also bridging the gap between your 
print and online marketing efforts. They 
provide your local customers with easy 
access to online information and offers. 
As the number of smartphone and mobile 
device users continues to grow, you may 
want to plan how to use mobile barcodes in 
your outreach.

2D barcodes can be used to 
bridge the gap between print 
and online marketing efforts.
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Are Daily Newspapers 
Under Fire?
Very soon, New Orleans could become 

the first major city in the U.S. to not offer 
a daily newspaper. Beginning this fall, 
Advance Publications, Inc., owner of the 
175-year-old Times-Picayune has plans to 
offer the paper only three days a week. 

“Almost nine million people visit New 
Orleans every year. What message is sent 
when there is no daily local paper to provide 
the news, sports, and local information that 
these visitors need?” (Ralph Brennan, Ralph 
Brennan Restaurant Group) 

To fight the measure, New Orleans metro 
area advertisers and businesses are joining 
The Times-Picayune Citizens’ Group and 
urging that the newspaper remain a daily 
publication. Advertisers and local business 
leaders say that the daily paper is a key 
contributor to the success of their individual 
businesses and to the economic vitality of 
New Orleans. The Times-Picayune reaches 
75% New Orleanians daily. 
“For this city to be considered a major 

U.S. market in the eyes of international 
companies, the Times-Picayune‘s daily 

printing is critical.” (Tiffany Adler, Vice 
President of Coleman E. Adler & Son.) 
While that may not mean much to you 

if you’re not a local, could this be a sign of 
things to come elsewhere?

“For this city to be considered 
a major U.S. market... daily 
printing is critical.”

The Resurrection of 
Direct Mail
In 2011, expenditures for direct mail 

saw a 4.6% increase, growing to over $50 
billion (Direct Marketers Association). 
AccurateLeads contributes the surge 
in direct mail spending to marketers’ 
ability to couple mail with various digital 
channels, interactive QR codes and text 
prompts which creates a multichannel 
program that can saturate a market and 
also encourage interaction.

Direct mail is perceived as a more 
trustworthy channel than email. After 
all, you can’t get a virus or have your 
information stolen from interacting with a 
mail piece. While email is still regarded by 
many as the best way to deliver marketing 
messages direct mail still beats email in 
terms of customer acquisition and retention 
(Target Marketing).

Regardless of what your personal opinion 
of direct mail may be, studies show that 
people still find mail interesting. 66% of 
online Americans have made a purchase 
as a result of email and nearly just as 
many (65%) purchased a product/service 

in response to a direct mail campaign 
(ExactTarget). These numbers are nearly 
three times higher than the percentage of 
purchases coming from Facebook (20%) 
or mobile marketing messages (16%). 
Figures like this are an indication that 
direct mail is a marketing channel with 
some serious power. 
Need help desigining or revamping your 

direct mail pieces? Call or email me today!

Fox Run Golf Outing 
& Event Menu Design
I recently had the pleasure of working 

with Fox Run Golf Club (Council Bluffs, 
IA) on a redesign of their Golf Outing & 
Event Menu. Greg G., General Manager 
for Fox Run, contacted me about making 
design changes to a golf outing and event 
menu that the club had been using for 
several years. Greg had seen the various 
marketing and advertising pieces that I had 
done for another client of mine, Oakwood 
Country Club (Kansas City, MO) and was 
hoping I could help him with designing 
some print materials for Fox Run.
Greg had several changes to the the club’s 

golf outing and event menu, including 
revisions to item and pricing information.

More importantly, Greg was looking for an 
attractive piece echoes all that Fox Run has 
to offer groups looking for a club to host 
their next golf outing. 

The new menu design highlights several 
new menu items, photos of the course, 
clean typography and a strong emphasis on 
branding Fox Run. The finished size is 8.5” 
x 5.5”, scored and folded and was printed 
on a sturdy 65# gloss cover.
I’m also currently working with Fox Run 

on a booklet that highlights the club’s 
banquet and wedding services.
Want to see more examples of my print 

design work? Visit scottcreativedesign.
com for more additional samples and 
information about my services.

The new design features  
clean typography and a 
strong emphasis on branding 
Fox Run.

When coupled with  
digital channels, QR codes 
and text prompts, direct  
mail can encourage further 
interaction.

65% of Americans have  
purchased a product/service 
in response to a direct  
mail piece.


