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CALL ON US FOR:
Copywriting

Email Marketing

Event Materials

Full Color Printing

Graphic Design

Mail List Sourcing

Mailing Services

Marketing Plan Development

One-and Two-color Printing

One-to-one Marketing

Promotional Products

Signs, Posters and Banners

Trade Show Graphics

Websites
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Chances are you’ve noticed the small, maze-like box (resembling the standard barcode found on 
most consumer products) making its way into mainstream print promotional materials. From retail 
displays to direct mail to business cards you collected at last month’s trade show – this curious 
often square design, also known as a QR code, is beginning to capture the attention of marketers 
nationwide.

What is a QR Code?  
A QR (or quick response) code is a two-dimensional matrix barcode that can be scanned by most 
smartphone cameras (iPhone, Blackberry, Palm and Android). Widely used in Europe and Japan, 
many media-savvy consumers call this innovative mobile marketing platform the new “off-line” 
link that connects the print world with the online world, adding an instantaneous and interactive 
dimension to any marketing plan. 

Once a QR code is scanned, the encoded information can automatically pull up text, photos, 
websites and videos – content that can provide existing customers or prospects with layers of 
information about your company’s products and services. The codes can be tracked with Web 
analytics for greater campaign evaluation.

Increasing Response and Engagement
Today’s on-the-go consumers can download a free QR scanner application. From there, they can scan 
the QR code on a restaurant’s take-out menu, for example, and be re-directed to a website for 
online reservations, orders and interactive maps. Or, scanning the QR code on a realtor’s “for sale” 
sign can link the user to additional home specifi cations or a virtual room tour. 

WANT TO SEE A QR CODE IN ACTION? FLIP TO THE BACK PAGE. 

DID YOU KNOW…  
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Scan me now!

You can make your printed marketing and promotional 

pieces even more e� ective by incorporating a little 

technology.

Here’s just one way a QR code can deliver more 

information to your target audiences.

Need an APP?
Apps that can scan codes are available for most 

smartphones. You’ll need to search your app store for 

“barcode reader” or “QR code scanner.” On the iPhone, 

options include QuickMark, NeoReader and Optiscan. 

For the Android, Barcode Scanner is a popular QR code 

reader.
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Client Overview: A small, yet well-established supplier of electrostatic 
coatings, primarily serving manufacturers in the transportation industry. 
The company is virtually unknown outside of their client base.  

Target Markets: Nationwide, there are over 100,000 potential customers 
for the client’s products in the fi ve largest industrial sectors. In nearby 
states alone, it’s estimated that nearly 11,000 people have purchase 
authority for the client’s products. 

Goals:

• Create awareness for the company and its products/services among  
 new prospects

• Build understanding of the value propositions offered

• Develop credibility in the client’s company/product claims

• Generate leads and interest from qualifi ed purchasers

Strategy: The company is too small to effectively address its entire 
target market. Instead, efforts are targeted at small market segments – 
based on geography, industry type or other well-defi ned factors. Results 
are measured and evaluated, and then refi ned before the program is 
expanded to a wider audience. This “test-measure-refi ne-expand” strategy 
lets the company focus limited resources for maximum cost-effectiveness 
– and marketing impact.

Marketing Recommendations: 
Key Tactic: Direct mail, which has readership levels of 75 percent among 
B2B audiences. Using several pre-qualifi ed databases, recommendation is to 
prepare a direct mail package to be sent to different target audiences: 

• One test mailing to be sent to a trade group list, which includes
 individuals with specifi c fi nishing and coating functions/technical  
 interest.

• Another test mailing, using a trade magazine list that features
 company profi le information like operations performed, function and  
 geography.

• A third mailing, using a list provided by another trade magazine, which  
 identifi es those with decision-making authority for the client’s services.

Supporting Tactics:
• Develop sales support/fulfi llment tools to respond to requests for   
 information. Individual elements include a corporate brochure (to   
 describe capabilities), a series of case studies (to demonstrate
 problem-solving successes) and high-quality PowerPoint    
 presentations.

• Create (and refi ne) direct mail materials. A tri-fold brochure provides  
 a compelling case for requesting more information, a business reply  
 card makes response easy and a landing page allows prospects to   
 download further company and product literature.

• Engage in aggressive public relations. This is one of the most cost- 
 effective tactics for building industry-wide awareness and credibility.

• Advertising in targeted publications further builds awareness – and  
 through a strong call to action, helps generate additional leads.

• Attending major trade shows also increases awareness and generates  
 leads – while allowing the client to make more contacts and   
 connections with those in the industry.

Measurement: 
No comparative data is available from past marketing communications 
efforts. To establish benchmarks, we will:

• Capture and compare response rates generated from targeted test mailings,  
 print ads and trade shows, and modify activities based on results.

• Record the number and quality of press release placements.  

• Monitor uptick in website traffi c.

Contact the marketing pros at Insty-Prints when you’re ready for new 
growth strategies.

According to direct marketing expert Ray Jutkins, targeting the right audience increases direct mail 
response rates by up to 60 percent. Using the right mailing lists can help you meet all kinds of 
challenges – like the ones listed below:

Challenge: A nonprofi t organization providing early childhood education in impoverished 
countries is looking to increase donations.

Solution: A list of donors that have contributed to child welfare causes in the last three 
months.  

Challenge: Private, nonprofi t Montessori school looking to increase student enrollment 
in preschool and kindergarten programs.

Solution: A list of homeowners aged 24-45, with children 3-5 years of age in the home, 
with a defi ned household income in the surrounding neighborhoods. 

Challenge: Medical center specializing in vein disease treatment looking to increase 
number of new patients. 

Solution: A list of consumers who have indicated they have varicose veins or other related 
ailments. 

Contact the marketing pros at Insty-Prints when you’re ready to incorporate a targeted mailing list into 
your campaign.

Direct mail is one of the most powerful marketing strategies because it is one of the most 
measurable. Having been tested for decades, solid standards have emerged.

Knowing these key principles can take a good mailing to great:

1. Put your address, phone and website on every component of your direct mail package in  
 case any piece gets separated from the response card.

2. If you re-mail to the same list within a few weeks of the original mailing, you can expect  
 the second mailing to respond at half the rate of the fi rst.

3. Direct mail in an envelope will typically out-pull a self mailer.

4. Personalization almost always pays for itself.

5. A trial offer averages a high acceptance rate.

6. A letter that opens with a benefi t and comes right to the point will drive the best response.

7. Don’t end a letter page with a period. Add “Over, please” to the lower right hand corner.

8. The most effective signature on a letter is by a real person, in blue ink.

9. The most powerful words in direct mail copy are: free, you, your, new, bonus, satisfaction  
 guaranteed, order now and success.

10. If the copy is compelling and succinctly written, long copy persuades better than short copy.

11. January is the best-responding month for consumer direct marketing offers.

12. Late summer/early fall are good times for large dollar business-to-business offers.

When you’re ready to launch your next direct mail campaign, trust the pros at Insty-Prints. We 
make it easy, worry-free and cost-e� ective.

Here are a few marketing terms you’ll want to know that 
will have you sounding like a pro:

Call to Action – Part of the written message that asks 
the reader to respond and provides a way to do so with a 
toll-free number or website address, for example.

Cost per Inquiry – The cost of getting someone to 
inquire about your product or service. This is a standard 
used in direct response advertising.

Click and Mortar – A business with both an online store 
and a physical location.

Response Rate – The number of responses to a direct 
marketing campaign divided by the total number of 
people who received the offer.
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OPERAT ION MARKE T ING:

Manufacturing Firm Generates 
Awareness and Credibility

12 WAYS 
TO MAXIMIZE
YOUR DIRECT 

MAIL

Did You Know ... A Targeted
Mailing List Drives Results?


