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Nielsen Research projects that fifty percent of the 

US population will own a smartphone by the end of 

2011, with two thirds of them researching products 

and prices online while in stores.
Innovative retailers are racing to create compelling in-store

shopping experiences to establish and maintain customer loyalty.

QR Codes are symbols (as shown on the 
right … when scanned by your 
customers’ mobile devices … provide 
customers an opportunity to discover 
more about you as a retailer, your 
products, and your brand. They allow 
you to inform, entertain, engage, and 
interact with your customer in a way that 
has never before been possible.  

A QR Code can be a gateway to music, 
video, advertisement, product 
information, the start of a phone call, 
and even addressing and populating an 
email or a text message.



The mobile phone presents a unique opportunity for retailers who wish to 
create a conversation with their customers. Retailers have been embracing 
this opportunity as an interactive and relevant way to provide personalized 
marketing based on the customer’s location, the time of day and previous 
interactions.  Retailers should incorporate mobile barcodes to complement
traditional marketing efforts. The codes could link consumers to product 
demos, videos, the brand’s Facebook or Twitter page, and some are linking 
directly to mobile commerce sites.

According to Gartner 
Group, Smartphone sales 

this year will grow by 29% 
year-over-year to 180 

million units, overtaking 
laptop sales.  By 2012, 

smartphone revenue will 
reach $191 billion  By 

2012, $152 billion that’s 
will be spent on mobile 

PCs Smartphones account 
for 14% of overall mobile 

device sales today

By 2012, 
smartphones devices will 

make up 37% of global 
handset sales

Why QR Codes?

50 billion Apps Downloads 
forecasted for 2012

http://www.informationweek.com/news/software/operatingsystems/showArticle.jhtml?articleID=221100036
http://www.informationweek.com/news/software/operatingsystems/showArticle.jhtml?articleID=221100036


With all extensive market support, major 

brands are now incorporating QR Codes into cross-channel 
marketing programs. Retailers can now take advantage of the ability 
that QR Codes  provide to bring engagement and interactivity to 
marketing and advertising campaigns .  A TransMedia Strategy using 
QR Codes can be designed to drive sales, leverage  a brand partner’s 
campaign across multiple screens.  QR Codes are a significant 
element for retailers to integrate into their cross-media istrategies 
integrating out of home, mobile, online, television , connectedTV and 
print. 

By embedding a mobile QR Code on a 

billboard, retailers can activate the advertisement and engage the 
consumer on the go.   Once they‘ve established the dialogue  and 
relationship with the consumer, (be it around product information, 
sales or coupons), the brand can then continue to correspond with 
that consumer across multiple screens and channels.  Based on 
consumer opt-in the brand can communicate their message in unique 
ways.  

Analytics based on the consumer scan of the QR Code including 
time of day and location help retailers make better purchase decisions 
around their advertising and ensure optimal utilization and 
communication of message.

TransMedia Opportunities

… With QR Codes



A QR code can be a gateway to music, video,

advertisement, product information, the start of a 

phone call, and even addressing and populating an 

email or a text message.

The mobile phone interacting with a QR Code 

presents a unique opportunity for retailers who wish 

to create a conversation with their customers. 

Retailers have been embracing this opportunity as 

an interactive and relevant way to provide personalized 
marketing based on the customer’s location, the time of 

day and previous interactions.

Data 
Points:

•Personalized 
information

•Cell number
•Email

•Location
•Time of day

•Previous 
interactivity

RELATIONSHIP 
WITH BRAND &

EXPERIENCE



Numerous 

Creative Uses





QR Codes Are Easily Tied Into 
Interactive Social Media Platforms



QR Codes provide: 

• fast access to more information and dynamic content. 
• give visitors of retail  stores immediate access to the same types 
of n-depth product information they have come to expect online
• integrate all the various sales channels for a unified experience. 
• connect brick and mortar stores with online stores, catalogs, 
• provide a more cohesive experienceE or shoppers.

Retailers can also use QR 

Codes to:

• create interactive gift cards,
• Using the gift card retail customers can easily check their 
balance, find the closest store, or view or listen to a message 
from the gift giver,
• offer a great way to drive people into the store, or incite 
purchase on the mobile device
• connect consumers with store locators, store hours or to get 
people to sign up for exclusive offers.

CONVERT

opportunities.



Offers & Coupons – Making coupons/rebates available and redeemable at 

participating retail locations. Coupons and offers work – 50 percent of all items purchased 
in the United States at grocery stores are bought either on sale or with coupons.  Referrals 
– A “refer-a-friend” rewards program for existing consumers to acquire more customers. 

Opt-In/Registering – Incenting new consumers to visit a Web site and 

register for coupons/rebates.  Some retailers offer an exchange for watching a video.  The 
customer is asked to register/ opt-in to receive significant rewards.  They  can also earn 
points; receive a members-only discount or any other loyalty-based incentive.  An 
incentive or reward for the customer’s time boosts opt-in participations.



Insider Deals – Retailers offer special deals available only from the
retailer.  These can be limited to members, just a single store. 

Reviews – Invitations to customers to share their experience

with the retailer’s products and reward them for the effort. These

could come through fan pages on Facebook, Twitter as well as
reviews and comments on Web sites and blogs.

Sharing – Retailers use online entertainment tools such as YouTube,
social media and blogs as outlets for direct response outreach.
A majority focus on user-generated content, where
the retailer chooses to spotlight consumers’ own creativity to
successfully draw traffic and create buzz for campaigns. 

Contests or Sweepstakes – Sweepstakeshave been a popular 

form of marketing because of the enthusiasm each can generate.  There is also  

and their publicity potential. A retailer can project  that a customer

has enough of an interest in winning the prizes that they choose

to enter the contest. A well crafted QR Code  and mobile

Web site can streamline the registration process, capture needed

demographic data, and move the customer to Website pages

offering discounts and specials on similar products.



Web and 

ECommerce – There are 

QR Code tools and systems 
available to readily move full 

websites into mobile versions.  
When a customer is

seeking information on a 
retailer’s website and using a 

smartphone phone reading a QR 
Code, a mobile-optimized set of 

web pages makes the 
experience easier for them.

Media Purchases – Retailer who are focused on media sales, such as music 

and movies, QR Codes  often play the functional role of authorizing access to the content. 
They can also be used to transfer rights to consumers who purchase the content.  An 
example involves the purchase of a movie DVD. Once purchased, a QR Code provided with 
the DVD can be scanned by the consumer which triggers a long-in to a digital service that 
adds the movie to the consumer’s digital account.  QR Codes are now used in television 
advertising. Video effectively creates brand awareness, and for some products, direct 
response television marketing works very well. With QR Codes.  The most common call to 
action from television is an 800 number.  QR codes are also effective because they put the 
caller in control of the transaction and require minimal interaction on the part of the 

consumer to discover more or obtaining a benefit.  QR Codes can be scanned 
from computer monitors or television screens, and so can have the 
same effectiveness as short codes.

SCAN

BUY
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