
WELCOMING QR CODES AS 
PART OF THE MARKETING MIX
By John Foley, Jr. 

S mart Phones have exploded onto 

everyone's radar — and because of it 

QR Codes are fast becoming a popular 

way to take full advantage of this technology with 

everything you print. While the use of QR Codes 

(Quick Response Codes) is certainly on the rise 

in many places, there still may be a high level of 

unfamiliarity within your target audience. Here is 

a brief overview for those who are just beginning 

to pay attention to the “buzz” surrounding this 

new way of connecting print to an interactive 

response and how to successfully integrate them 

into your marketing plan.

WHAT IS A QR CODE AND 
HOW DOES IT WORK?
QR Codes are 2-dimensional bar codes that have 

actually been around since 1994. They have 

been widely used throughout Japan (even on 

gravesites!) and in parts of Europe. With the 

increased adoption of mobile phones, they are 

quickly rising in popularity in the United States. 

Viewing QR Codes is simple. Merely point your 

mobile phone camera toward the code, snap 

a picture, and the software on your phone 

decodes the image. (On some phones, QR Code 

readers come pre-installed. Others require you 

to download them.) Instantly, you are directed 

to a website or a landing page with information 

about the product of interest. Or you might be 

presented with a special coupon offer or see a 

special text message. There is no need to write 

down anything or type in URLs by hand. Just stop, 

scan, view, and engage. 

QR CODE USE ON THE RISE
As the number of smart phones continues to 

grow, you will see QR Codes popping up in even 

more places. If you are thinking about adding 

a QR Code to your printed materials, it will be 

important to break down potential barriers with 

education. Place one in your email signature, blog 

posts, and eNewsletters to raise curiosity. Or, if 

you are including a QR Code as a call-to-action, 

provide a bit of how-to text on the printed piece 

with specific instructions of how to use it.

Another thing to consider is that QR Codes may 

still be readable with up to 30% deterioration. 

This allows you to take a few liberties when 

it comes to designing a QR Code, like putting 

your logo in the middle of a QR Code. Adding 

a creative touch may encourage people to take 

the initiative to scan the QR Code.

ARE QR CODES ON YOUR 
“TO DO” LIST?
QR Codes are one of the hottest applications in 

the marketing world today—for good reason. 

They are easy to create, easy to print, and easy to 

track. They are an immediate response mechanism 

that catches consumers at the very moment of 

interest, whether they are walking, reading, 

shopping, or traveling. QR Codes take advantage 

of every opportunity in a big way. They cost little 

or nothing to add to your marketing collateral. 

Once people are intrigued, QR Codes help them 

take the next step. If QR Codes aren’t on your 

marketing “to do” list, they should be.

If you’d like more information on QR Codes, 

please feel free to scan the one below. (If you 

don’t have a smartphone, go to http://ilink.me/

QRHelp)

Visit http://QReateAndTrack.com to create and 

track your own QR Codes. 

John Foley, Jr. is the founder of interlinkONE, 

and has served as the President and CEO since 

the company's inception in 1996. He is widely 

recognized for his visionary approach in designing 

Internet business applications that meet the 

changing needs of dynamic Print Fulfillment and 

Mail Service Provider organizations, also known 

as Marketing Service Providers.
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O r is it “Salesandmarketing?” When I was 

a kid my businessman father would 

from time to time introduce me to 

some “big wig” from American Standard, Kohler 

or some other giant plumbing manufacturer. That 

“big wig” often had the title “VP of Sales and 

Marketing.” So I grew up, as many of us have, 

thinking of the two disciplines as synonymous. 

Perhaps I was under a misconception or maybe 

my perception was accurate but over time things 

have changed. What I do recognize, after having 

spent a significant portion of my business career 

involved on the periphery of marketing, is that 

Sales and Marketing are two very distinct skill 

sets and seldom successfully housed in the same 

“body.” Good talkers aren’t often good listeners.

Oh sure, they are both very interdependent. But 

then so are NASCAR drivers and their mechanics 

dependent upon each other at Daytona, Talladega 

or Pocono, but their individual skills are vastly 

different.

The good salesperson with strong selling 

technique can influence the customer to buy 

what the company makes and ultimately close 

the sale. Marketing is all that work you do to find 

the right prospects and deliver a compelling “why 

you.” Selling can be a long drawn out process 

which can be shortened considerably by having 

marketing convert a narrow path through the 

woods into a four lane highway. 

Theodore Levitt, onetime lecturer on business 

administration at the Harvard Business School, 

PresidentÕs Corner

SALES AND MARKETING
(WHAT’S THE DIFFERENCE?)
by George Schnyder

describes the difference between sales and 

marketing: 

Selling focuses on the needs of the 

seller and the need to convert product 

to cash. Marketing focuses on the 

needs of the buyer and the need to 

satisfy the customer through the 

products produced.

While Mr. Levitt makes a good point relative 

to the difference between 

selling and marketing, clearly 

he hasn’t encountered our 

IBS Direct sales people whose 

consultative approach focuses 

on the “buyer’s” needs and how 

they may best be satisfied by the 

IBS product and service offering.

IT’S A TWO-
WAY STREET
Recognize that:

1. There are no sellers without 

buyers.

2. Finding leads, converting to prospects and 

ultimately customers, is critical to a successful 

business.

3. Staying close to the customer so as to 

understand his current needs and future wants 

is equally critical to a company’s long term success. 

2010 IBS DIRECT

EMPLOYEE OF THE YEAR

And we begin to understand why sales & 

marketing are so inextricably intertwined (like 

the driver and the mechanic), why they are often 

mentioned in the same breath and why there 

needs to be a partnership between the two 

departments. 

Marketing is what must be done before and after 

the sale. It’s strategic with a long term focus. 

Sales is tactical, focused on today’s customers 

and today’s products.

Recognizing the personality and character 

differences between a successful salesperson 

and those of a successful marketer, one would 

question how the 

two could even 

coexist in the same 

ZIP Code let alone 

the same room. 

That said it’s a fatal 

error to permit 

the existence of a 

wall between the 

two departments. 

Clearly define 

their respective 

roles, foster a close 

relationship and 

insist upon regular communication. If a wall has 

grown between the two, break it down. They 

need each other and your organization’s future 

depends on their cooperation, communication 

and synergistic interaction. 

For the last six years IBS Direct has been 

honoring our employees with the Employee 

of the Year Award. The recipient of the 2010 

IBS Direct Employee of the Year Award is Jim 

Lorino, Assistant Plant Manager. Jim has been 

with IBS Direct for 20 plus years now and 

has always gone above and beyond to help 

his fellow colleagues. During the selection 

process Jim’s coworkers were asked to share 

their thoughts on Jim’s qualities. Some of the 

words used were: dependable, adds a little 

humor, and if he can help solve it, he will. Jim is 

rarely found in his office because he is too busy 

moving throughout the plant assisting others.

Thank you Jim for all you do!  

A Quarterly Quip
with Printer n’  Chief, 

George
Schnyder

JIM LORINO
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I n our new marketing reality, consumers 

shop for quality, added benefits, and look 

for perceived bargains that validate their 

buying decision. This same “new consumer” 

wants an experience, not just a service. It’s our job 

as a business operating under these consumer-

driven guidelines to create that experience; one 

that is far better than our competitors.   

As a small to medium sized business, you may 

be far better off than you realize. You have 

the ability to influence a larger majority of 

your staff and affect how they treat your 

customer base. Just over a year ago we, at 

Moyer Indoor|Outdoor, redefined our service 

technicians. The Moyer Service Professional™: 

More than just a technician. A trusted advisor. 

Of course this impacted our marketing, but 

even more so it was imperative that we work 

on providing opportunities for our customers to 

see the benefits of working with a Moyer Service 

Professional.™  

Just the other day, one of our Customer Service 

Representatives told me that many of our 

customers had been calling, telling her how 

much they appreciated the ice melt we left 

for them — part of a program we started for 

all of our pre-pay lawn care customers. Every 

touch our customer receives from their Service 

Professional adds to the unique experience they 

perceive. During the off season, this quick service 

is a reminder: Our blue & green lawn care truck 

pulls up (somewhat shocking when you can’t 

 

THE NEW CONSUMER-DRIVEN 
CUSTOMER LOYALTY 
by Diana Bernecker

even see your lawn buried under the 2-feet of 

snow) and their Service Professional, dressed 

in uniform, stops by to give them an easy-pour 

bottle of ice melt as an added bonus. They even 

receive a notice that we’ll deliver more if they 

need it throughout the season. 

The customer experience doesn’t end there. 

The challenge in lawn care is that many times 

the homeowner isn’t present during the 

application. Using 

a voice broadcast 

system we’ve 

instated Call Ahead 

Care.™ A day before 

their treatment, our 

customers receive 

a call notifying 

them that we’ll be 

coming. After our 

visit we place a flag 

in their lawn and 

information in a bag 

on their doorknob. 

We’ve now created 

an experience for 

the customer: tips to 

help them maintain 

their lawn until the next treatment along with 

the ability to move their treatment until after 

their neighborhood barbecue.  

Pool & Spa Care has it’s own set of marketing 

challenges. Primarily because not all homeowners 

need this service and many of those who do, 

want to be do-it-yourselfers. Here’s how 

we addressed the problem. Our new Silver 

Reflections Program includes 1.5 hours with a 

Pool Service Professional. During this time the 

homeowner can ask questions; learning how 

to operate their pool throughout the season. 

This time with the customer creates a bond and 

what unique 
experience are 

you creating 
for your 

consumers?

displays our expertise without forgetting the 

customer's end goal; avoiding stress, avoiding 

expense, and increasing time spent with their 

family. Next time they need a part replaced or 

service during their vacation, the trust will be 

there with a call to Moyer. 

 Free workshops have become a trend for 

business-to-business marketing. Workshops 

provide networking opportunities and encourage 

idea sharing. We 

took this structure 

and created Pool 

School. When you 

look beyond the 

catchy name, this 

workshop scheduled 

twice a year for any 

area pool owner 

helps us build 

relationships. Over 

time we’ve found 

such value in these 

interactions that in 

2011 we’ve decided 

to restructure our 

Pool & Spa Care 

service with a new 

store location and dispatch center in the heart 

of our service area. On a daily basis, pool owners 

can receive the same quality care that they’ve 

found at our Pool School workshops, during our 

visits, and over the phone, right inside the store.

For businesses operating in this consumer-driven 

world, we have an opportunity to adapt. You 

can do so by starting conversations with your 

customers, building relationships and creating 

positive interactions. Each small experience 

adds to your customer’s loyalty and encourages 

referrals. 

Consumers shop for quality, added 

benefits, and look for perceived bargains 

that validate their buying decision. This 

same consumer wants an experience, not 

just a service. It’s our job as a business 

operating under these consumer-driven 

guidelines to create that experience; one 

that is far better than our competitors.

Diana Bernecker is the Marketing Coordinator for Moyer 

Indoor|Outdoor of Souderton, PA. She serves as the Marketing 

Chairperson for Indian Valley Chamber of Commerce, while 

volunteering for more than 5 other non-profit committees. In 

addition, Diana has developed her own marketing consulting 

business, DLB Creative.
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DON'T MISS OUR 
NEXT ISSUE: 

With the advent of the digital age, 

print production has to be more than 

words on pretty paper. From the 

envelope to the lift note, every part of 

a direct mail program has to initiate 

a reaction and ultimately a response.

Learn more next quarter!

PHONE 610.265.8210 TOLL-FREE 1.800.220.1255 FAX 610.265.7997 WEB www.IBSDM.com
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MAY
5 yrs	 Alonzo Clary
8 yrs	 Ed Plazek
22 yrs	 Dave Mulvey

JUNE
7 yrs	 Ruth Anne Berry 
11 yrs	 Chik Smeddy
12 yrs	 Gigi Fields
30 yrs	 Russ Kreider
34 yrs	 Joanne Zalisky
42 yrs	 George Schnyder
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NEW EMPLOYEES
Liz Guthrie

As IBS Direct continues to 
grow into an integrated direct 
marketing production services 
provider, we welcome Liz 
Guthrie to IBS Direct/Framework 
Marketing Team. Liz’s functions 
will include assisting the 
sales team by providing 
client research and analysis, 
assisting in the management 
of our outsourced products 
and marketing services, and 
spearheading (coordinating) our own internal marketing efforts.

Liz is a 2009 graduate of West Chester University and holds a 
degree in Business Management with a minor in Accounting.

Liz enjoys spending time with her family and friends, especially 
her nephew Jacob. When time allows, she enjoys practicing yoga 
to help balance out the everyday stresses. She loves volleyball 
and when summer finally arrives plans include getting out on 
the sandy courts. 

Peter Jaskot

We are excited to welcome 
Peter Jaskot to the IBS Direct 
Sales Team. Peter has been 
working in the direct mail 
industry for the last 25 years.

Peter worked for Curtis 1000, 
in Broomall, PA as a printing 
sales person for 19 years and 
then he moved on to work for 
National Envelope where he 
worked with Jaime Capacete, 
IBS Direct’s Vice President of Sales.

Peter has been married to wife, Linda for 25 years this June and 
together they have 3 children. He values family time and enjoys 
coaching his children in their individual athletic endeavors. Peter 
is also an avid major leagues baseball fan. 
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I
t’s a

 littl
e known fact; of all th

e 

executives within the “C-suite,” 

the CMO has the shortest lif
espan. 

Published estim
ates for average tenure 

for the senior marketing executive vary 

from 18-28 months before the positio
n 

is tu
rned over to someone else.

The job requires the CMO of today to 

be somewhat lik
e superman; faster 

than a speeding bullet, m
ore powerful 

than a locomotive, able to leap tall 

buildings and with powers and abilitie
s 

far beyond those of mortal men. And, 

the larger the enterprise, the more 

difficult th
e job description becomes…

For the current CMO January of 2010 

marks tw
o significant milestones:

•	 The end of 2009 (thankfully)

•	 An emergence of the new norm that requires higher 

 levels of measurement and accountability 

 for the precious marketing dollars included 

 in the budget but often in jeopardy.

Measurement and accountability can be 

elusive targets because the CMO (like 

superman) wears so
 many hats. C

ustomer 

objectives as relates to acquisitio
n, retention 

and promotion vary from business unit to
 

guest w
riter

Õs artic
le

CHALLENGES & OPPORTUNITIES  

FOR THE CMO SUITE, 2010 

By Peter Winters
business unit. D

ifferent sales channels call 

for different str
ategies. Customer segments 

have proliferated and with the onslaught 

of thousands of daily communications fro
m 

competitors in
 multiple media formats to

day’s 

marketer must find ways to break through the 

clutter and be more relevant if t
hey hope to 

be noticed and convert business opportunities.

Whether it’s
 B-2-B or B-2-C, the marketing 

promotions cycles of awareness-

consideration-preference-loyalty-and 

advocacy remain a constant requirement. As 

to the “cost of acquisitio
n” and facilita

ting 

and synchronizing of multi-m
edia formats, 

the whole notion of measurement and 

accountability to justify
 performance (and the 

value the CMO brings to the organization) 

can seem like a daunting task. And, whether 

the CMO is th
e scapegoat of a larger symptom 

or not, th
e fact remains; it’

s an executive 

positio
n of unusually high turnover.

In my travels, I 
have come across m

any 

organizations that claim to have some 

levels of marketing innovation in place to 

address th
e challenges and opportunities 

of today’s m
arketplace. However, m

ost 

organizations fall sh
ort of achieving 

increased ROI, measurement and efficiency 

because of one primary factor. They lack 

of relevant customer data that can be 

efficiently acquired, sto
red, used and reused 

in follow-up communications in varied 

subsequent marketing cycle engagements.

As marketing evolves, th
ere’s a growing 

trend towards building message relevancy; 

the ability to be “more on point” with 

communications as opposed to “one size 

fits all” messaging. It’s
 a statistic

al fact, 

message relevancy increases marketing 

“Return On Objective,” plain and sim
ple. 

And, message relevancy can be executed 

and measured across m
ultiple platforms in 

an efficient manner even in the cases of 

“communicating to a customer of one.”

The opportunity for the marketing 

executive lies in the stra
tegic starting 

points, e
xecution requirements and the 

measurability of communicating differently, 

i.e., becoming more customer centric, 

in your marketing communications.

That same message relevancy, proven to 

increase customer and prospect conversion 

rates, can be tested and measured 

across various marketing medium and 

continued on page 4

Figure 1A: Illustrates the new norm where the vendor community is part of the accountability process.
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Y ou cut, slashed, and hammered 

costs ‘til your knuckles bled. Now 

what? Is there another, perhaps 

faster, way to grow profits? Research of 

successful companies find profits grow faster in 

challenging times with approaches contrarian 

to typical slash and burn methods. Some of 

these approaches have ancient roots. It’s not 

the first time organizations have encountered 

threats to their survival. And it won’t be 

the last. But managing through this current 

episode may require you to reconsider the 

typical approaches we so often use. Analyzing 

5,000 years of management history reveals a 

few insights that prove valuable in helping us 

thrive. These counter-intuitive methods prove 

profitable by companies using them even 

today. Adding them to your arsenal may be the 

best decision you make. What can you learn to 

do from these leaders?

Stop retrenching. Strike instead. 

Historically, economic downturns show 

winners don’t retrench out of fear, but 

strike early. They accelerate their business by 

taking advantage of the fact that now their 

competition is weaker than ever. But striking 

takes two things: strategy and passion. Do you 

have a strategy? Are you sure? Studies find 

that most strategic plans end up being mere 

tactics. Avoid this mistake by calling a meeting 

with your staff and: 

•	 Laying out your strategic plan. 

•	 Probing and challenging the assumptions. 

guest writerÕs article

FASTER PROFITS IN  
SLOWING ECONOMIES
By Don Schmincke

Does the plan show how you shall 

outmaneuver the competition or is it simply 

an internal distraction? Does it show what 

position you seek in the competitive landscape 

or how you’re reacting to more of the same 

chronic issues? Does it reveal how you’ll 

exploit competitor weaknesses or just expose 

operational urgencies?

Formulating strategy is only half the battle. 

What about passion? Our brains light up when 

we see something inspiring. Touchy-feeling 

mission statements are out. Sagas that inspire 

perseverance, unselfishness and sacrifice for 

the strategic win are in. It’s not a new idea. It’s 

been used for centuries. But we don’t teach 

the crafting of stories anymore. Have you 

captured your strategy into a compelling saga? 

If not, condense your winning strategy into 

language that inspires passion for the strategic 

result. Then edit and re-edit. Remember, it’s 

about crafting, not analysis.  

Hire the brave, not the desperate. 
Samurai training found that cowardice stops 

leaders from challenging the status quo, 

holding others accountable, and exposing 

weaknesses. Cowardice hinders decisive action 

by stopping the essential act necessary to 

accelerate profits and survive a recession — tell 

the truth.  

Cowardice eats truth. Lack of truth eats 

profits. Telling the truth can upset people, 

and desperate people don’t dare risk it. But 

organizational cultures that promote bravery, 

and the speed of execution that comes from 

it, love it. It drives accountability to new 

levels. The alternative of keeping the truth at 

unspeakable levels only produces collateral 

damage like: 

•	 Allowing marginally performing employees to continue 

their marginal performance.

•	 Avoiding the real issues that stand in the way of 

meaningful change and profitability.

•	 Sticking with doomed projects long after it’s clear their 

“doomed.” 

Strengthen your organization and enhance 

competitive advantage by enrolling and 

inspiring bravery.

Group think is good. We’ve been trained 

to feel that if everyone thought like us it 

would be a bad thing. In some cases that’s 

true. But fast companies train their employees 

to think alike; they train them to think like a 

CEO.

Do your employees know how every decision 

affects the balance sheet? Field experience 

finds that employees placed in simulations 

where they have to run a company achieve 

new levels of understanding. With a balance 

sheet and a P&L statement in front of them, 

employees realize how every decision requires 

movements of cash. New perspectives forge 

as they have to decide how to go to market. 

What price? How much volume? Where do we 

advertise? Choices for growth and expansion 

become visceral AND real. 

Don 
Schmincke
to read about the author,
see page 5

continued on page 5

WELCOMING QR CODES AS 
PART OF THE MARKETING MIX

By John Foley, Jr. 

S mart Phones have exploded onto 

everyone's radar — and because of it 

QR Codes are fast becoming a popular 

way to take full advantage of this technology with 

everything you print. While the use of QR Codes 

(Quick Response Codes) is certainly on the rise 

in many places, there still may be a high level of 

unfamiliarity within your target audience. Here is 

a brief overview for those who are just beginning 

to pay attention to the “buzz” surrounding this 

new way of connecting print to an interactive 

response and how to successfully integrate them 

into your marketing plan.WHAT IS A QR CODE AND 
HOW DOES IT WORK?
QR Codes are 2-dimensional bar codes that have 

actually been around since 1994. They have 

been widely used throughout Japan (even on 

gravesites!) and in parts of Europe. With the 

increased adoption of mobile phones, they are 

quickly rising in popularity in the United States. 

Viewing QR Codes is simple. Merely point your 

mobile phone camera toward the code, snap 

a picture, and the software on your phone 

decodes the image. (On some phones, QR Code 

readers come pre-installed. Others require you 

to download them.) Instantly, you are directed 

to a website or a landing page with information 

about the product of interest. Or you might be 

presented with a special coupon offer or see a 

special text message. There is no need to write 

down anything or type in URLs by hand. Just stop, 

scan, view, and engage. 

QR CODE USE ON THE RISE
As the number of smart phones continues to 

grow, you will see QR Codes popping up in even 

more places. If you are thinking about adding 

a QR Code to your printed materials, it will be 

important to break down potential barriers with 

education. Place one in your email signature, blog 

posts, and eNewsletters to raise curiosity. Or, if 

you are including a QR Code as a call-to-action, 

provide a bit of how-to text on the printed piece 

with specific instructions of how to use it.Another thing to consider is that QR Codes may 

still be readable with up to 30% deterioration. 

This allows you to take a few liberties when 

it comes to designing a QR Code, like putting 

your logo in the middle of a QR Code. Adding 

a creative touch may encourage people to take 

the initiative to scan the QR Code.ARE QR CODES ON YOUR 
“TO DO” LIST?QR Codes are one of the hottest applications in 

the marketing world today—for good reason. 

They are easy to create, easy to print, and easy to 

track. They are an immediate response mechanism 

that catches consumers at the very moment of 

interest, whether they are walking, reading, 

shopping, or traveling. QR Codes take advantage 

of every opportunity in a big way. They cost little 

or nothing to add to your marketing collateral. 

Once people are intrigued, QR Codes help them 

take the next step. If QR Codes aren’t on your 

marketing “to do” list, they should be.

If you’d like more information on QR Codes, 

please feel free to scan the one below. (If you 

don’t have a smartphone, go to http://ilink.me/

QRHelp)

Visit http://QReateAndTrack.com to create and 

track your own QR Codes. 

John Foley, Jr. is the founder of interlinkONE, 

and has served as the President and CEO since 

the company's inception in 1996. He is widely 

recognized for his visionary approach in designing 

Internet business applications that meet the 

changing needs of dynamic Print Fulfillment and 

Mail Service Provider organizations, also known 

as Marketing Service Providers.
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