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The Role of Print in Social Media 
Marketing

“Don’t overlook the important role print can play in the marketing mix.”

Dominic Shaw 
Business Development Manager at Creative Direction

Use of social media sites has exploded in the last several years. In February 2005, the Pew 
Research Center conducted the first of six surveys as part of the Internet & American Life 
Project. In 2005, only 2% of adults who used the internet were using a social media site. That 
number has increased to over 75% in 2016.

Along with this growth, social media sites have evolved from purely personal to commercial 
use—a way for people to connect to a business and its fans. Businesses find they can use 
social media sites for marketing purposes, such as engaging in a dialogue with customers, 
building brand awareness, making offers, providing coupons or samples, and alerting 
customers to upcoming promotions or product launches (sneak previews).

Social media offers an entirely new way for businesses and organizations to form a 
relationship with customers and to leverage customer loyal to attract prospects. As explained 
by author Robert Cialdini in his book Influence: Psychology of Persuasion, the idea of tapping 
into the wisdom of the crowd is based on a principle of social influence. Instead of making 
a decision (such as what brand to purchase or where to eat dinner) based on the rational 
measures of traditional economics, we instead turn to outside influences. Cialdini calls this 
social proof, defined as “a means we use to determine which is correct by finding out what 
other people think is correct.”
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Print is Still Relevant
Does the popularity of social networking sites mean that 
businesses and organizations can drop print and direct mail as 
marketing tools? Research suggests not. ExactTarget, a global 
interactive marketing provider, surveyed 1,481 American online 
consumers regarding their communications preferences and 
how they prefer to receive marketing messages. They asked how 
acceptable it is for companies to send unsolicited marketing 
messages through various channels (email, direct mail, text 
messaging delivered via Facebook). Direct mail was the only 
channel where an unsolicited message was not viewed as 
inappropriate.

ExactTarget also found that 65% purchased a product or service 
after receiving direct mail while only 20% made a purchase after 
receiving a message delivered via Facebook, and only 16% made a 
purchase prompted by a mobile marketing message.

The Internet Advertising Bureau commissioned a study to examine 
how consumers interact with various marketing channels. The 
survey consisted of 1,851 respondents aged 18 and older. Results 
showed that 75% of consumers discover new products from 
off-line sources like word-of-mouth, direct mail, catalogs, and 
television. After the initial purchase, by a slight margin, consumers 
preferred to be sent catalogs and direct mail as a way for 
companies to keep them informed.

The basis of social media is fostering a sense of community where 
fans can build relationships and share with others. This is very 
different from traditional marketing which emphasizes products 
and services. At a social media site, too much emphasis on selling 
rather than providing something of value risks alienating fans and 
provoking negative posts.

Social media sites also require consistent effort to demonstrate 
to customers that there is something valuable to be gained by 
connecting to your business. How much effort? Idealware, a 
501©(3) nonprofit organization located in Portland, Maine, that 
provides information to help nonprofits make informed software 
decisions, estimates that it takes at least two hours per week per 
social media tool to see significant marketing results.

Combining Print & Social Media Marketing
If you can only afford to use one marketing channel, we believe it 
should be direct mail. Here’s why:

•	 The marketing manager gets to the customer or prospect. You are 
reaching out, not waiting for someone to find you.

•	 You control the message. At a social media site, anyone can say 
anything, even if it isn’t true.

•	 You are competing with fewer messages. These days there is 
relatively little competition for your customer’s or prospect’s 
attention in a mail box.

•	 Mail is a physical media. The brain responds differently to physical 
and digital media. According to a study by Millward Brown 
Research Company, physical media like a direct mail piece 
leaves a “deeper footprint” in the brain, involves more emotional 
processing, and produces more brain responses connected with 
internal feelings.

•	 Longevity. Investing in print and/or direct mail can provide you 
with a marketing piece that your customer will keep for years.

•	 Trust. Marketing is all about perception and conveying trust. 
According to a Direct Marketing Association (DMA) study, 56% 
of consumers found print marketing to be the most trustworthy 
of media channels. In fact, the study showed that you’re 10% 
more likely to get a response from mail rather than email.

•	 Inspires Action. According to the same DMA study, after receiving 
direct mail, 44% of consumers will visit a brand’s website and 
34% will search online for more information about the product or 
service.

Here are a few tips for making social media and direct mail work 
together:

•	 Create a Facebook page for your company, for a product or 
service, or an event. Mail a postcard with the address to the 
Facebook page.

•	 Create a forum on Facebook—encourage participation via direct 
mail.

•	 Start an interest group on LinkedIn—advertise it via direct mail.

•	 Monitor Twitter conversations on your product or services—use 
the topics in a direct mail piece.

•	 Post videos on YouTube demonstrating your product or providing 
an explanation or instruction.

•	 Make your direct mail piece interactive by adding a QR code. The 
code can lead to a mobile web site, a YouTube video, or a short 
survey form that offers a reward for completion.

•	 Include social media icons such as Facebook, Twitter, and 
LinkedIn logos on your direct mail piece. This gives your target 
audience more options for learning about your company, 
especially if they are interested in customer reviews.

•	 Post links to a general, non-personalized landing page containing 
something desirable (information, an offer) on social media sites. 
Measure how respondents are getting to the landing page to 
determine the most valuable source.

•	 Since people like to share valuable information with others, make 
it easy for visitors to do so. Provide a “like” button for Facebook 
or a “mention” button for Twitter.

According to Stephen Brown, Chief Innovation Officer at Cookerly 
Public Relations, “A great printed piece is one you want to spend 
time with. It has more value and permanence. When it is passed on 
to others, it is a sure sign that the content is quality.” Brown goes 
on to say that postcards are one of the staples of Cookerly’s public 
relations strategies. For events, they are still a great way to cut 
through the clutter, and are very helpful when timeliness is a factor.

Successful businesses are embracing a multi-channel approach to 
marketing, using both print and digital.

We’re Direct Mail Experts
Call on us to help you integrate social media marketing with print 
and direct mail. We have been providing print services to our 
customers for over 30 years, and we are good at what we do. For 
more information or to set an appointment, call [RepFullName] at 
[RepPhone].
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Offline Social Media is an Under-Used Strategy
When social media is mentioned, we immediately think of all the online 
platforms. However, taking social media offline presents many new 
opportunities. By not using offline strategies, companies are missing out 
on the chance to form excellent relationships with a much broader range of 
prospects.

If most of your clients are involved in offline activity, you won’t get results from 
online social media . . . no matter how good your online campaign is. Even if 
you have many prospects online, you should consider how many prospects 
you may be missing by ignoring offline possibilities. You need to consider all 
channels. 

Here are some examples of offline social media:

•	 Exhibitions

•	 Conferences

•	 Magazines

•	 Networking meetings

•	 Awards events

All of these are excellent opportunities to make contact with potential clients.

Q
a

Are QR codes still relevant?

According to information published by Scanbuy, a 
provider of mobile barcodes and data analytics based 
on its Scanlife Mobile Barcode Trend Report, the number 
of unique QR code users continues to increase.

Other findings from the report:

•	 The most popular QR code marketing campaigns 
are connecting to video, app downloads, and 
product details.

•	 QR codes from quick-service restaurants were 
among the top five industries that use QR codes. 
Restaurants used QR codes to offer customer 
promotions, deals, and other offers.

•	 iPhone OS and Android OS account for 93% of the 
total QR barcode traffic, split about evenly.

•	 More men use QR codes than women (68% vs. 
32%), though the female audience is increasing.

Users aged 25-34 account for 35% of total users, 
followed by ages 35-44 (20%); 18-24 (16%), 45-54 
(12%); 55+ (9%); and under age 18 (8%).

Some other common uses of QR codes are:

•	 To send information to a mobile phone. Parking lots 
use this to send customers a text to let them know 
where their car is parked.

•	 To initiate an email that is prepopulated with text.

•	 To initiate a browser session that links to a specific 
page within a website

•	 To download an audio or video file that contains 
valuable information such as assembly instructions.
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Tips on Using Direct Mail & Social Media Together
If you own a business that draws its customers from a neighborhood or other defined 
geographic area, you can combine direct mail and social media and get people sharing with 
each other. Here’s how:

•	 Be sure your Facebook page has good customer reviews for new visitors to read.

•	 Make an offer that you know has appeal—perhaps a “buy one/get one” offer, a discount 
with purchase, or a free gift.

•	 Develop a mail piece (postcard, flyer, brochure) that describes the offer.

•	 On the mail piece, direct recipients to your Facebook page and instruct them to write a 
specific phrase on the page (such as “Got a gift for reading my mail”) to be eligible for the 
offer.

•	 On your Facebook page, refer to the direct mail piece (“Our neighbors are getting free gifts 
just for opening their mail”).

This will start people talking. Regular visitors to your Facebook page will ask how they can get 
in on the offer (which is asking to be added to your mailing list), and direct mail recipients will 
be exposed to the good customer reviews on your Facebook page.

Blog:  a contraction of weblog. A website 
on which an individual or group of 
users regularly record opinions or other 
information.

Facebook:  a social networking website 
started in 2004. Originally designed for 
college students, it is now open to anyone 
13 years of age or older.

Google:  brand name of a leading internet 
search engine.

LinkedIn:  a business-oriented social 
networking site launched in May 2003.

QR code:  an acronym for Quick Response 
Code. A two-dimensional barcode that can 
store text and image information.

Social bookmarking site:  a website 
based on the interaction of “tagging” 
websites and searching through websites 
bookmarked by others.

Social media site:  a website that both 
provides information and an opportunity for 
interaction. Example:  Delicious (formerly 
del.icio.us).

Social networking site:  a website based 
on interaction by connecting with friends, 
commenting on profiles, joining groups, 
and participating in discussions. Example: 
Facebook.

Social news site:  a website based on 
interaction by voting for articles and 
commenting on them. Examples: Digg, 
Reddit.

Social photo and video site:  a website 
based on interaction by sharing photos 
or videos and commenting on user 
submissions. Example: YouTube, Pinterest.

Social proof:  a method for making a 
decision based on non-rational factors; 
determining what is correct by finding out 
what other people think is correct.

Twitter:  an instant messaging system 
for sending brief text messages to a list of 
followers.

YouTube:  a video-sharing website for 
users to upload, share, and view videos 
(founded in 2005).

Wiki:  a website based on interaction by 
adding articles and editing existing articles. 
Example: Wikipedia.
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PDFs for Print: 
5 Common Problems 
to Avoid

PDF stands for Portable Document Format, a page layout file 
format originally invented by Adobe, and is now an open standard 
for sharing layouts for a variety of purposes. We prefer to receive 
properly-prepared PDFs as a job submission format. PDF provides 
a streamlined workflow where everything is locked in.

PDF Proof of a PDF Job
For offset jobs and larger digital jobs, we will always send you 
back a paper proof or a PDF proof—even when we are supplied 
a PDF for printing. When we send a proof PDF file, it is usually a 
low-resolution PDF so that it’s a smaller file size, allowing you to 
download it as fast as possible. The biggest reason for proofing 
PDFs is that sometimes they have errors. Let’s review the 
common problems we encounter when trying to output and print 
customer-supplied PDFs.

Five Most Common Problems
1. Fonts not embedded. The most common error that we find 

is that the fonts have not been embedded into the PDF. 
The PDF will appear correct on the computer where it was 
created, because the fonts are resident on that computer. 
Users of recent versions of Adobe InDesign and other CS 
issues need only to ensure that font embedding is enabled. 
Many programs can generate a PDF, but not all of them can 
embed all types of fonts. For users who want to submit a job 
as a PDF file, we strongly recommend creating the PDF with 
a recent version of an Adobe product.

2. Images not embedded. Similar to fonts, sometimes PDFs 
arrive with images that have not been embedded. This may 
be due to the software you’re using, or possibly because you 
have your PDF preferences set to an Open Press Interface 
(OPI) workflow, which embeds only a low-resolution version 
of an image with the assumption that the high-resolution 
images are stored on a local server for swap-out during 
output. Of course, if we don’t have the high-resolution 
images, they won’t swap correctly.

3. Images left as RGB. When images are supplied as RGB, they 
must be converted to CMYK. While this adds an extra step, 
we can easily handle the conversion as part of our output 
process.

4. No bleed. This is a bigger problem. When printing a color to 
the edge of the trimmed sheet (also known as a bleed), we 
need the color to extend beyond the edge. Otherwise, minor 
variations in the location of the trim can reveal the paper at 
the edge of the image. By extending the ink beyond the trim 
location (typically 1/8 inch), there is no chance of the paper 
showing through at piece edge.

5. Marks not set to offset at 1/8 inch. In the printing process, 
marks denote the location of the trim. These marks cannot 
extend into the bleed. If they do, in effect there is no bleed as 
we run the risk of the edge of the mark showing up if there is 
a slight variation in the trim location. 

Choosing the Right Profile
If you are using a professional design program such as InDesign 
or Quark Xpress, choose the PDF X1/A profile when creating 
the PDF. This profile has all of the correct options chosen for job 
submission to a printer.



6 Providing you an edge in print communiations.  www.visionsfirst.com

Professional Writing Fundamentals
“The time to begin an article is when you have finished it to your 

satisfaction. By that time you begin to clearly and logically perceive 
what it is you really want to say.”

Mark Twain

The ability to write effective copy is an important skill to 
acquire if you are part of your company or organization’s 
marketing team. In this issue, we will discuss the 
characteristics of effective copy and reveal some techniques to 
improve your skills.

Effective marketing copy has an accepted form which is in 
three parts:

•	 A headline or attention-grabbing first sentence.
•	 The development of the sales pitch.
•	 A call to action.

Whether you are writing a sales letter, ad copy, a brochure, or 
a direct mail marketing piece, the same three parts will always 
be present.

The Headline
Realize that you have less than 10 seconds to grab the reader’s 
attention and convince them that it is worth their time to 
continue reading. Therefore, headlines and first sentences have 
a disproportionate effect on the success of the copywriting. 
Make your headlines provocative to make sure you engage the 
reader.

Develop the Message
Before you begin writing the body copy, determine the primary 
message or selling point and all of the secondary selling points. 
If you use the primary message as part of your headline, then 
dedicate a few lines or paragraphs to expand that point. Then 
fit the secondary selling points in order of importance. Move 
smoothly from point to point, using short sentences. Aim to 
keep all sentences to 12 words or less. Use sentence fragments, 
as long as they will sound good to the reader. Use words 
that are simple and easy to understand. Your readers will not 
invest in dissecting or studying your copy—instead, they will 
move on to some other activity. Make it easy for the reader to 
understand and follow the copy.

The Call to Action
Always include a call to action, and consider creating urgency 
to act. A call to action might tell your audience what will 
happen if they buy your product or service, or it could tell them 
what will happen if they don’t buy your product. If you use the 
latter version, select a problem your audience won’t be able to 
solve without your product. Other closings could be the offer 
of a guarantee or free bonus. If you introduce a time limit to 
the offer or bonus, you have created an urgency to act. You can 
also modify product solutions by adding how long the solution 
will take. The statement, “Consolidate Your Overdue Bills” is 
less powerful than “Consolidate Your Overdue Bills in Just Six 
Weeks.”
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Similarly, the content consists of three parts: who, what, and 
why.

1. Who is the audience targeted by the message.

2. What are the specifics of the product or service being sold.

3. Why should they purchase this particular product or 
service instead of others.

Before you can begin writing, you must have thought through 
the who, what, and why so you know how to write the copy. 

Who
You may think that anyone (or everyone) is the potential 
audience for your product or service. However, marketing to 
an audience that broad is not feasible. In fact, most businesses 
derive about 80% of their sales from about 20% of their 
customers. Find that group in your own business and see 
what characteristics they have in common. Or, study your 
competitors, and see whom they are targeting.

If you can’t decide who your customers are, decide who they 
are not. It may be easier to decide who you do not want to 
serve than who you do. Remember that a target audience 
is more than a statement of demographics. Visualize a real 
person to represent the target audience, and be as specific as 
you can. To describe a target audience as “working mothers, 
aged 18 to 45” is a more effective planning tool than the more 
general “women aged 18-45.” If you can precisely define your 
target audience, you will be able to write advertising copy with 
definite appeal to that audience.

What
Begin by spotlighting the features and benefits of the product 
or service you are selling. For each feature, develop an 
accompanying benefit—this will be used later to develop the 
appeal to your audience. For example, if your product is made 
of durable material (feature), the benefit is that the product 
will last longer, need replacement less often, and retain its 
attractive appearance.

Benefit statements reflect how the product or service 
affects the customer’s life. Usually the benefits will make 
the customer’s life or task easier, faster, or more desirable. 
Remember that cost and quality are major considerations 
when describing the product benefits. Price + quality = 
value—a very persuasive benefit that most buyers are seeking.

Why
Most products or services are not unique in the marketplace. 
To be effective, the copywriting will have to differentiate 
between your product or service and the other choices the 
customer could make. Without a discernible and well-stated 
difference, the only way customers will have to differentiate is 
on price.

A discerning customer will require you to support your 
benefit claims by providing some kind of evidence. This could 
be scientific facts, user testimonials, or the endorsement 
of a trustworthy or qualified individual. Do not fabricate 
testimonials—ask current customers to provide them. Make 
it clear when you are asking that you want the truth—good or 
bad. (After all, no rule says you have to use all the testimonials 
you gather.) A happy customer is a powerful persuader—
nothing you write will be as genuinely sincere as the praise of a 
satisfied customer.

The Role of Style in Professional Writing
All business writers need to be familiar with the best-known 
guide to American English writing: The Elements of Style by 
William Strunk Jr. and E.B. White. Often referred to as Strunk 
and White, the book was first written in 1918 by Cornell 
University professor William Strunk, Jr. In 43 pages, Strunk 
presented guidelines for “cleanliness, accuracy, and brevity 
in the use of English.” Following Strunk’s death in 1946, 
Macmillan and Company commissioned the American writer, 
poet, and New Yorker columnist E. B. White to revise the book. 
His revision was published in 1959; two more followed (in 
1972 and 1979). The fourth edition appeared in 1999 with a 
foreword by E. B. White’s stepson Roger Angell, a glossary, 
an index, and editing by anonymous editor. The most recent 
release (2005) is based on the 1999 text with added design 
and illustration.

The original edition contained eight elementary rules of usage, 
ten elementary principles for composition, “a few matters of 
form,” and a list of commonly misused words and expressions. 
In the 1959 edition, E. B. White updated and extended these 
sections, and added an essay and a concluding chapter called 
An Approach to Style.

The Elements of Style remains the most popular and often-
required guide to proper use of American English. A small 
book of only 105 pages, it is available in paperback, hardcover, 
or Kindle edition at most bookstores or online. We heartily 
recommend it to all business writers.

We’re Here to Help
If you would like a “second eye” on your finished copy, we’ll 
be happy to proofread, edit, or give our opinion on how well 
you have accomplished your objective. Call [RepFullName] at 
[RepPhone] for an appointment.
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Stand Out From the Crowd
Grab your target audience’s attention in a 
unique and interesting way with our design die 
cutting services. Die cutting provides endless 
design possibilities for direct mail, point-of-
purchase, collateral, packaging, greeting cards 
and more! Your message will stand out and 
get noticed—a sure advantage over traditional 
advertising.

Contact [RepFirst] [RepLast] at [RepPhone] 
or [RepEmail] for creative ideas on your next 
project.


