
Some of the most popular functions currently available on usps.com —  
Track and Confirm, the Post Office™ locator, and ZIP Code™ lookup — also 
are available on your cell phone and other Web-enabled mobile devices.  
Visit your provider’s app store to download them.

deliverables

Source: Constant Contact, 2010 U.S. Small Business Attitudinal Survey

a brief look at some big issues  
in direct mail

d r i v e  m o r e  s a l e s

QR codes turn direct mail into  
mobile marketing

You’ve probably seen QR (quick response) codes 
in magazines and on billboards. But did you 
know they could add interactivity to direct mail?

When a person snaps a picture of these two-
dimensional bar codes — using a smartphone 
equipped with camera and reader software — 
the codes spring into action, perhaps redirecting 
the browser to a personalized landing page or 
showing a phone number or message. 

“The rapid penetration of mobile phones in 
the U.S., increase in the speed of wireless data 
transfer and availability of free bar code reader 
applications have all made QR codes a viable 
option for marketing campaigns,” says Ramin 
Zamani, marketing director at software com-
pany MindFireInc (mindfireinc.com) in Irvine, 

Calif. “The key factor is how fast people will adopt the technology.”
One early adopter is online retailer Go Green Items (GoGreenItems.com) in Tampa, 

Fla. The company mailed postcards, created by Tampa-based print marketing firm Direct 
Marketing Concierge,® to 1,000 prospects in April with a QR code that revealed a discount 
code and a link to its Web site. Within a week, Go Green Items received three orders from 
people who had scanned the bar code. — Mindy Charski

Mix Your 
Media

Want to increase sales and expand your customer base? The Postal Customer Council® 
(PCC®) can help. It’s a chance to network with your peers, get help solving your mail-
ing issues and learn how to get the most from postal products. Find your local PCC at 
usps.com/nationalpcc/joinlocalpcc.htm. Read more about PCCs on page 11.

Get Free Advice
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j o i n  y o u r  p c ca t t r a c t  b u s i n e s s

65 percent
Portion of marketers who say their  

companies have not increased revenue 
or profited using social media.1

2 in 3
Number of people who prefer print  

catalogs to online catalogs.2

500 million
Number of 2010 census forms mailed 
to U.S. households and tracked using 

Intelligent Mail.®3

1 R2integrated, April 14, 2010. 2 Pitney Bowes. 3 U.S. Census Bureau.

More small businesses  
are using direct mail to attract 

new clients. Almost half  
(47 percent) consider mail  
important to finding new  

customers or members, up  
18 percent from 2009. 

l o y a l t y  p r o g r a m s

are influenced 
to buy because 
of loyalty 
programs

want more  
discounts 
and savings  
incentives

want more 
relevant 
offers and 
individualized 
deals

52% 70% 58% 

Consumers see value in loyalty programs, but they expect 
marketers to understand them better and deliver more 
relevant and valued offers. Deeper engagement and 
personalized contact drive loyalty, not mass blast com-
munications and gimmicks.

Source: “Leading Loyalty: Feeling the Love from the Loyalty Clubs,” 2010 CMO Council
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Don’t ruin your relationship

You
should
Know
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