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Welcome Readers!
For more than a year 

now, I’ve offered a 
monthly e-newsletter 
(also called On the Grid) 
providing great design 
and communications 

resources for business professionals within 
the Omaha metro area and beyond. Now, 
I’m trying to do the same with this print 
version. Moving forward, there will be 
plenty of great content to share with you; 
updates on my own work as well as other 
resourceful information that you will 

benefit from knowing more about. 
I’d appreciate it if you would give it a 

few issues before forming your opinion 
about this newsletter, but I’m always open 
to hearing your feedback. Likes? Dislikes? 
E-mail me your thoughts & requests.
Thanks for your time and I hope you’ll 

enjoy what this month’s newsletter. Plan on 
receiving future updates monthly – unless 
I hear otherwise from you. Lastly, if there’s 
anything I can do to help you with your 
unique design/communications needs, 
please contact me. Happy Holidays!
 --William Scott (Scott Creative)
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Small Biz Owners Still 
Rely on Print

Earlier this year, FedEx Office conducted 
its Fourth Annual Signs of the Times 
small business survey. Besides gauging 
the optimism of several hundred small 
business owners, the findings support the 
notion many businesses – particularly 
those owned by individuals age 18-35 – 
continue to rely largely on print as a means 
of marketing and advertising to their 
customers and prospects. Here are some 
key findings from the survey:

While many small business owners 
continue to turn to social media sites such 
as Facebook to engage with existing and 
potential customers, more than half of small 
business owners (53%) are turning towards 
more traditional print channels, such as 
newsletters and direct mail.  

 The findings confirm that many forms 
of traditional print media continue to be a 
popular choice for many small businesses. 
Business cards and brochures remain highly 
used print advertising/marketing tools. 
Interestingly, younger business owners (ages 
18-35) are shown to be the highest users of 

these more traditional marketing/advertis-
ing channels. Furthermore, four in ten 
(42%) of small businesses say that their 
web-based marketing and advertising is 
supplemented by print material.
The findings also point out a correla-

tion between the perceived quality of a 
company’s marketing/adverting materials 
and the quality of its products and services. 
Although a staggering majority of the 
respondents (91%) believe that the quality 
of a company’s marketing/advertising 
materials reflects the quality of its products 
and services, nearly 40% of these small 
business owners are not concerned about 
the quality of their own marketing/adver-
tising materials. 

Young business owners (18-35) 
are shown to be the highest users 
of traditional marketing/
advertising channels.



 questions or comments? get in touch with me! call 402.208.5332 or e-mail scottcreativedesign@gmail.com

 to receive updates by e-mail or cancel your free subscription, e-mail scottcreativedesign@gmail.com

CONNECT!
+ Check out more about 
these articles and other 
resourceful ones online at 
scottcreativedesign.com
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4 Reasons to Have 
a Print Newsletter 

While the role of print has undoubtedly 
changed, the fact remains that people see 
real value in print. E-mail certainly has it’s 
advantages as a simple, low-cost method of 
communication, but its great advantages 
are also the source of its greatest weakness-
es. Here are some reasons why you should 
consider using a print newsletter:
One: The all-powerful ‘delete’ button. 

Whether it’s by accident or due to an 
overcrowded inbox or your client/prospect 

Active Motion 
Chiropractic

In May 2011, Scott 
Creative worked with 
client, Active Motion 
Chiropractic & Sports 
Center (13027 Arbor 
Street Omaha, NE) on a 

direct mail campaign targeting businesses 
in the Omaha metro area. Dr. Baker, the 
owner, specializes in treating joint, nerve 
and muscle conditions. He was offering 
a seminar on workplace wellness that was 
designed to inform business owners about 
what they can do to combat the rising 
costs of health insurance by addressing 
their employees’ physical health. 
Dr. Baker had used direct mail in the 

past to some success and was interested in 
what I could do to make future campaigns 
more effective. The project began with 
first clearly outlining Dr. Baker’s needs, 
wants and goals in an effort to optimize 
the direct mail campaign. I then assisted 

having a terrible case of the Mondays, your 
e-mail newsletter always faces the chance of 
being deleted before it’s even read.
Two: E-mail addresses are subject to 

change. What’s more likely to change: a 
recipient’s e-mail addresses or their business’ 
physical address? How many of your e-mail 
campaigns have bounced due to a bad 
e-mail address within the last six months? 

With a print version of a newsletter, your 
message has a high probability of reaching 
a lead/prospect at a company – even if 
contacts or e-mail addresses change.
Three: Print has a higher-perceived value 

than e-mail. Because a newsletter can be 

easily kept within reach, shared with 
friends/associates, and doesn’t involve 
accessing a computer to read, print 
versions are more effective in the long 
term. The quality of a printed piece has 
shown to speak value of a company’s 
products or services.   
Four: Print is still preferred by many. 

While some people prefer to receive an 
e-mail, others would much rather receive 
something in print. Interestingly enough, 
even ‘tech-savvy’ segments of the popula-
tion still prefer to receive marketing offers 
in print, rather by e-mail. A 2010 survey 
by ICOM (a division of Epsilon Targeting) 
found that by a wide margin, 18-34 
year-olds prefer to learn about marketing 
offers via mail rather than through online 
sources.

Dr. Baker with acquiring a very specific 
mailing list of businesses fitting his key 
criteria. After a list was acquired, we then 
proceeded with the design of a postcard. 
A large 6” x 9” double-sided, postcard 
utilizing supportive imagery and copy was 
designed with two goals in mind: 1) To 
raise awareness of the rising costs of health 
insurance; and 2) provide business owners 
with an opportunity to learn more about 
how they can lower the costs of providing 
health insurance by participating in one of 
Dr. Baker’s wellness seminars.
“Scott Creative did a wonderful job of 

taking my marketing to another level. “I 
would call the campaign a great success. 
It has more than paid for itself in direct 
patients and referrals.” (Dr. Baker)

“I would call the campaign 
a great success. It has more 
than paid for itself in direct 
patients & referrals.”

What’s more likely to change: 
a recipient’s e-mail address 
or their business’ physical 
address?

Coke Can Goes White 
for Polar Bear Plight

In the 125 year-old history of the 
Coca-Cola Company, the color of their 
iconic can has never changed. This holiday 
season however, Coke will be coloring over 
one billion of its cans white in an effort 
to raise awareness of the dangers polar 
bears currently face. Created by Turner 
Duckworth, the design features a mother 
bear and her two cubs trekking across the 

arctic tundra, with the Coca-Cola insignia 
displayed boldly in red. 
Polar bears have an enormous dependence 

on Arctic sea ice as a hunting ground and 
the fear is that as this ice in continues to 
vanish, so will the polar bears. Polar bears 
are already listed as threatened under the 
Endangered Species Act.

For the length of the campaign, running 
from November 2011 to February 2012, 
Coca-Cola has partnered with the World 
Wildlife Fund (WWF) to promote the 
Arctic Home Project. In addition to Coke 
donating $2 million to the WWF, the 
company will also be matching consumer 

donations up to $1 million through March 
15, 2011.
Donations collected during campaign will 

go to Arctic Home Project research efforts, 
which will help the WWF locate/identify 
areas of Arctic sea ice that might be less 
vulnerable to climate change. This “Last 
Ice” area may be the only refuge for polar 
bears able of supporting them for decades 
into the future. Donations to the Arctic 
Home Project can be texted to 357357  
in one dollar increments, or online at 
www.arctichome.com.

In the 125 year-old history  
of the Coca-Cola brand,  
the color of their iconic can  
has never changed.


