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Notes to the Reader  

 

Marketing with QR Codes is copyrighted by the Center for Technical Communication. 

No portion of this special report may be reprinted or reproduced in any way without the 

author’s express written permission. © Copyright 2012, by the Center for Technical 

Communication. All rights reserved.  

 

 All the URLs for all Website hyperlinks embedded in this document are listed in 

the Cited Resources section at the back of the report. However, many of the 

hyperlinks are directing readers to other sections within the report itself, 

including the Glossary, and will not be listed in the Cited Resources section.  

 

 Please consult the Glossary in the back of the report for definitions of all unique 

terminology related to QR code types, and their construction.  

 

 

 

 

 

 

This is NOT a free e-book!  

Purchase of this e-book entitles the buyer to keep one copy on his or her computer and to 

print out one copy only! Printing out more than one copy—or distributing it 

electronically—is prohibited by international copyright laws and treaties, and would 

subject the purchaser to penalties of up to $100,000 PER COPY DISTRIBUTED. 
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What are QR Codes?  

I see them almost everywhere these days, don’t you? In fact, if you’re not aware of QR 

codes, you’ve got to have been in the remote wilds. When I was in China just this year I 

saw them in quite a few Chinese magazines and on a couple of billboards in both Beijing 

and Shanghai. Since I was one of the few people without a smartphone capable of 

decoding their “secrets”—and as I couldn’t read the contextual Chinese text—their 

secrets remained unknowable; but their presence indicated great change was upon us—

on a global level.  

 

So, exactly what is a QR code? Here’s an image of one I created just for this special 

report.  

 

A QR code (which stands for "Quick Response") is a smartphone-

readable bar code that can store Website URLs, plain text, phone 

numbers, e-mail addresses and pretty much any other alphanumeric 

data that you’d care to encode.  

 

Storing up to 4,296 characters, QR codes are internationally standardized under ISO 

18004, so a QR code is a QR code all over the world. They've been big in Japan forever, 

were seen in Europe and the United Kingdom a few years back, and are now getting real 

traction in USA. 

Professional marketers who are members of the LinkedIn group, Integrated Marketing 

Mix, have a lot to say about QR codes, and their alternatives. One member made an 

interesting comment recently: “Today, I mostly see QR codes out there right now. At one 

point we were seeing a lot of SnapTags, like the ones Toyota was using, but I'm not 

seeing those around as much since. Microsoft's Tags seem to have dropped off the map 

as well.” 
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When we get down to the basics, you might want to think of a QR code as a "print-based 

hypertext link" where someone has simply embedded a URL into the QR code in the 

expectation that prospects will then point a mobile phone (or other camera-enabled 

mobile device with QR code decoding software installed on it) so they can log on to the 

available browser and go straight to that URL to take you up on your offer.  

 

But a QR code can also contain a phone number, an SMS message, VCard data (a file 

format standard for electronic business cards), or just plain alphanumeric text, and the 

scanning device will respond by opening up the correct application to handle the 

encoded data appropriately.  

 

O.K.; I’ll lay you 10-to-one that all this jargon already has your head spinning. Am I 

right? I think all you really need to know is that a well-crafted QR code enables you to 

market your products and services in highly-targeted ways to smartphone users. 

Why You Should Care 

This technology is here to stay—at least until the next big thing comes along. Why do I 

say that? Because the use of the QR code increased by six times in 2011 and with more 

and more people owning smartphones every day, the technology shows no signs of 

retreating. In June 2012, it was announced that smartphones passed the number of 

feature phones (which is a mobile phone which at the time of manufacture is not 

considered to be a smartphone, but nevertheless has additional functions over and 

above standard mobile services) on the market, with the worldwide smartphone market 

growth at 42.5% year over year in the first quarter 2012. 

 

It is clear that QR codes are gaining momentum. The percent of print ads containing QR 

codes showed growth from below 1% of all print ads in January 2011 to in excess of 6% 

of all advertising in December 2011.While a variety of 2D barcodes were used in the 

print advertisements, the vast majority (87.8%) of those utilized in print were QR codes.  
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The Microsoft Tag, a multi-colored tag using triangular shapes, was second most 

popular with 10.2%. The JagTag, DataMatrix Code, SnapTag, and EZ Code made up just 

over 1% of the use in print advertisements.  

 

This isn’t to say that many marketers aren’t opposed to QR codes. Dan Wilkerson, in 5 

Reasons QR Code Marketing is Broken, wrote: “QR codes are ugly. Worse still, they’re 

indistinguishable from codes used for industrial purposes.” Others simply find them 

less-than-elegant, others suggest that the codes are destined to be a short-lived 

marketing fad. Consider the article, QR Codes are the Roller-Skating Horses of 

Advertising, published online in January, 2012, Alex Madrigal declares “QR codes are 

an intermediate technology at best, a novelty at worst.” The writers at MarketingProfs 

agree, declaring “There's no harm in a QR code, according to Alexis Madrigal's 

viewpoint, but it might not be an effective—or lasting—part of your marketing plan.” 

 

But the hard data on QR codes suggests otherwise. In February 2012, comScore 

published Mobile Future in Focus, a comprehensive study of the mobile marketing 

landscape which contained some very interesting stats on QR code engagement. Here 

are its five key findings: 

 

1) Over 55% of Americans are now smartphone users, and most are between the 

ages of 24-35. The gender mix is about 50-50.  

 

2) One in every five American smartphone users scanned a QR code in a retail store 

in 2011. 

 

3) 57% of those who scanned QR codes in 2011 did so at home on their mobile 

devices (In other words, users are realizing QR codes have value beyond on-the-

go information).  

 

4) One third of QR code scanners did so in response to a coupon or offer. 
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5) One quarter of QR code scanners did so to receive information on an event. 

 

These numbers clearly suggest that QR code awareness and engagement is rising in sync 

with smartphone adoption. What’s more, QR code users are growing more 

sophisticated, recognizing that QR codes can quickly provide a variety of benefits—from 

event info to product discounts. 

 

QR placement is limited only by your imagination (see the section, Food for Thought for 

an example of an engaging and highly successful QR campaign). Since they are open 

sourced, meaning they can be generated for free by anyone and accessed by anyone with 

a smartphone app and Internet connection, they have an advantage over other 2-D 

barcodes (for now, at least). 

What You Need to Know about QR Specifications 

Because the technical specifications for a QR code are set down in the ISO 18004 

standard so they are the same all over the world, the only significant variations from one 

QR code to another (apart from the data it contains) is the number of modules required 

to store the data. In other words, the more data you want to include, the bigger the QR 

code you’ll need.  

 

A Version 1 QR Code is a 21x21 array of data elements with the array increasing in size 

by 4 modules for each increase in version number. The largest standard QR code is a 

Version 40 symbol that 177x177 modules in size and can hold up 4,296 characters of 

alphanumeric data in theory, compared to only 25 characters for a Version 1 QR code. 

 

Unfortunately, the resolution of average present-day camera-enabled portable devices is 

such that the size of the data modules (dots) on a QR code of Version 5 or above (37x37) 

presents a real risk of incorrect decoding of the symbol by the device. So, when creating 

a QR code intended for use with mobile phones, you should stick with Version 4 or 

lower, and a QR code symbol of at least 2cm (0.85inches) across.  
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It’s good to know that a QR code also contains its own error correction data, internal 

orientation calibration and self-alignment markers. In this way it won’t matter whether 

the QR code is upside down, or wrapped around a curved surface. Your message will still 

be received as you intended.  

Dynamic vs. Static QR Codes 

When it comes to QR codes, one which is dynamic will display Internet content such as 

a Website, video, audio, or map, that can be changed while the QR code remains 

unchanged. They are dynamic because the content at the target URL (Website) can be 

changed, but the image of the QR code will stay the same.   

 

Without a doubt, Dynamic QR codes containing links to Web content are the most 

popular form of QR codes in print advertising. The term “Dynamic QR code” is a bit of a 

misnomer, because the QR code doesn’t change, but the end-result dialog on the mobile 

device can—and should.   

These differ from a static QR code, which will display a dialog box on a mobile device 

that will always be the same for that particular QR code. Static QR codes don’t require 

an Internet connection and are most often used to convey contact information.  

The All-Important Marketing Basics 

Sure, there are absolutely going to be other mobile technologies that will push their way 

a bit further into the mainstream, but for now, QR codes are the way to go. So, after 

reviewing what the experts say, I’ve got a few important tips to get you started 

successfully.  

 

1) Always Tell (or Show) People What to Do 
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While awareness of QR codes has increased, there are still plenty of people out there 

who don't know what they are or how to use them. To assist those folks, provide 

instructions near the QR code on your printed materials. 

 

This could be done by simply including text instructions: Scan the QR code with your 

smartphone, or by including an image that displays a smartphone pointing to the QR 

code, or an image that illustrates how the QR code could take them to a Website. 

 

2) Give People a Really Good Reason to Comply 

Always stop to ask this question: "Why would my audience want to scan this?" Rather 

than just slapping a QR code on your printed materials, develop a reason why you 

should have one. Perhaps it will it make it easier for your audience to access a map or 

directions, or make it easier for people to contact your company or make a purchase.  

 

Include that reason somewhere on your printed materials to let people know what 

they'll gain from scanning the code. As I was standing in the security checkpoint line at 

the airport, there were signs all along the path, telling folks to scan a QR code to learn 

more about one of two things: flight security updates, or sales at the airport mall stores.  

As I watched, most people were interested in the second. I guess saving money was 

more important to them than airline security issues. Here’s the central point: one thing 

that works well in using QR codes is to promote a good offer.  

 

3) Educate Your Audience Ahead of Time 

Use other media to increase awareness about QR codes, and how you will be using them.  

Your educational campaign could include blog posts on your Website that talk about 

your QR codes, with a video that demonstrates how they can use a smartphone to scan 

them and what they’ll gain if they do. You could use one on your social media pages or in 

your e-mail signature, or write about them in your e-newsletter, if you have one.  

 

A well-planned QR code campaign that offers compelling content and is targeted to the 

right demographic could be the Holy Grail of integrated marketing, marrying print 
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media with instant online action. But, we can all agree that the novelty of QR codes has 

worn off. Your audience is not going to scan a code simply because it’s there. You’ve got 

to give them a darned good reason to do so. 

 

4) Make the Content Valuable 

Many marketers using QR codes for the first time make one major mistake. They direct 

consumers straight to their Website without offering an incentive or interesting content. 

Always make sure you are offering consumers something more entertaining or 

educational than a basic Website as you’ll quickly lose interest otherwise. 

 

5) Mobilize the Landing Page  

If you use a QR code that decodes to your main site, make sure that if someone is 

accessing the site with a mobile device you employ user agent detection to redirect to a 

mobile Website.  

 

User agent detection is a software script embedded into a Website which detects mobile 

phone browsers, so they can be redirected them to a mobile Website or show them a 

different template. It simply answers the question: is this visitor using a mobile? 

 

6) Keep the URL short  

The QR code will be smaller and encoded with a higher level of error correction (ECL) if 

a URL shortener is used, which is a service that translates long URLs into abbreviated 

alternatives.  

 

Short URLs are preferable in mobile marketing for one essential reason, proven in a 

Columbia University study, where the search behaviors of mobile Web users showed 

that any obstacles to quick action will result in this pre-qualified prospect leaving your 

landing page or mobile site without the information or products they were seeking. 

According to the study, mobile Web users who find easy access landing pages will access 

an average of 119 page views per month and spend an average of 5.14 minutes per 

session. 
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An example of a URL shortener would be TinyURL.com. Let’s take the link to the 

Columbia University study mentioned earlier, and convert it, using the TinyURL 

Website.  

 

Original URL: http://www.cs.columbia.edu/~coms6998-

11/papers/googlemobilesearch.pdf  

 

See the problem? The URL is so long (70 characters) it is split, and may become 

ineffective. Here’s the redirect link TinyURL created, which is 26 characters in length:  

 

http://tinyurl.com/7kuku4f  

 

URL shorteners make it possible to send out clean concise URLs to consumers that just 

look nicer, and reduce the occurrence of errors in URL redirection.  

Using QR Codes in Marketing Your Services or Products 

Here are some important things to remember about using QR codes in any marketing 

campaign.  

 

Use QR Codes for Contact Information 

Use a QR code on business cards or on your Website so that individuals scanning the 

code can instantly download your contact information to their phone. For example, if 

you own a plumbing company, enabling consumers to instantly download your contact 

details to their phone as ‘ABC Plumbing Company’ means that your company will be top 

of the list when/if they need your services in the future. 

 

Know Your Target Market 

Targeting QR codes to anyone and everyone may seem like a good idea, but if you’re 

targeting them to people without smartphones you run the risk of alienating part of your 

audience. It’s simple really. Use a QR code only where you know it will be seen by people 
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who have an interest in what you do or sell. Just last month I used a QR code in an 

advertisement going into a trade show booklet, to be given to all attendees at a regional 

conference. When they scan the code, they receive a significant discount on the 

professional membership fee for the association I was promoting. Only funeral directors 

saw the ad (my target market), and the incentive was strong enough to generate a lot of 

interest—and a lot of new memberships.  

 

Be Natural in the Presentation 

Don’t put your QR code anywhere and everywhere, and don’t make it especially large. 

Instead, make it seem natural by incorporating it into the design of your packaging or 

advertising. Keep it small and use it at the end of your final sentence, as this is a natural 

place for consumers to want to go on to seek more information about your product or 

brand. 

 

Use QR Codes to Direct-Dial 

If you want to encourage people to phone your sales center, encode the QR code so that 

scanning it will automatically dial your phone number. This is a really strong call-to-

action and an easy way to connect consumers directly to your customer support or 

helpline. 

 

Make Your QR Code Accessible to as Many Phones as Possible 

While you want to tightly target your audience, you want to broaden the scope of 

technological accessibility. Unfortunately, some QR codes cannot be scanned by older 

smartphones or by phones with poor quality cameras. That means you’ve got to make 

your QR codes accessible by making them easy to scan by as many different 

smartphones and applications as possible. 

 

Use QR Codes to Offer Discounts and Coupons 

Everybody loves special offers and discounts. When you give them an incentive to scan 

your code and interact with your product or brand by offering a discount or coupon after 

scanning, you’ve got a winning combination of technology and incentive.  
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Dress it Up 

Older QR codes were only available in a black and white checkered design, but with 

newer QR codes you can experiment with colors and styles. With Microsoft Tag, you can 

even add your own logo—but here’s a cautionary note: make sure that your codes stand 

out enough from your branding so that the consumer spots them. 

 

Louie Conceicao, of 360 Persona wrote in February 2012, wrote “the experience has to 

be unforgettable.” While I think that’s setting the bar pretty high, his point was really 

that you shouldn’t “overwhelm them with lengthy paragraphs or unnecessary graphics—

which leads us to the next important thing to remember.  

 

Keep it Focused 

He makes another strong point, in that the page where you direct them should be tightly 

focused on conversion. He writes, “You brought them to this page for a reason. Make the 

conversion process (e-mail sign up, coupon, request demo, etc.) easy and user friendly. 

If you are using a form, keep it short. If they are downloading a coupon, provide short 

detailed instructions on how to redeem it. Present them with a thank you page after 

taking an action. Use social media share buttons on this page, giving them an added 

incentive to share your content.  

 

And Louie reminds us to always remember “mobile users have short attention spans.” I 

found this to be true as I watched folks at the airport. They were never in one digital 

place for very long. “If your content doesn’t load quickly they will not wait. Make sure 

that your pages load quickly and that you show your most important content in the top 

fold.”  

How to Make a QR Code 

You don’t have to hire an expert to create a QR code for your next marketing campaign. 

There are dozens of Websites where you can make a QR code for free—just check the 

© Copyright 2012       Center for Technical Communication      www.bly.com          |    12 

http://blog.360persona.com/qr-code-marketing/


Marketing with QR Codes                                        A CTC Publishing Mini-Report 

resources section of this special report for links to these sites. But you do need to know a 

few things first. 

 

What Size Should a Printed QR Code Be?  

 

When a QR code is published it should be the size which is appropriate for the scanning 

environment where it will be used. The finished printed size of the QR code will be 

dependent on two primary factors: 

 

 The distance between the QR code and the scanning device which determines the 

size of the QR code in the viewport of the phone camera. 

 

 The size of the dots in the code—the more data you put into the code the smaller 

the dots become. 

 

Scan Distance 

 

To effectively scan the QR code it should appear to be at least 1cm (0.4 inches) across in 

the viewport of the scanning device, and as the distance between the camera and the QR 

code increases, the size of the QR code will need to increase to compensate. 

 

If you have a QR code on the side of a building it would need to be very large because it’s 

going to be scanned from a long distance, however if it’s printed in a magazine then the 

scanning device will be held quite close to it so it can be much smaller. 

 

For most smartphones the relationship between scan distance and minimum QR code 

size is approximately 10:1, so a 2.5cm (1 inch) QR code printed in a magazine will have a 

nominal effective scan distance of about 250mm (10 inches), and a QR code on a 

billboard 65 feet from the where a passer-by would be scanning it would probably need 

to be about 6.5 feet across.  
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There’s a bit of “wiggle room” here, depending on the sort of smartphone involved; but 

10:1 is a good rule of thumb for a well-lit black and white QR code being scanned front-

on. Here’s a simple formula:  

 

Minimum QR Code Size = Scanning Distance / 10 

 

If you have a poorly lit or obliquely positioned QR code, or a colored one where the 

foreground/background color contrast might not be optimal, you should probably 

reduce this ratio to 8:1 or less (i.e.; the QR code size should 1/8th or less of the scan 

distance). 

 

QR Code Data Density 

 

The more data you put into the code the smaller the dots (the dark pixel squares) 

become, as the QR code adjusts itself to increase its data storage capacity. And, as the 

size of the dots decrease they become harder for the scanner in the smartphone to “see” 

so the QR code itself needs to be made larger in order for it to be reliably scanned. 

 

 

The density of the code is described by a version number that is based on the number of 

rows and columns of dots. A Version 1 QR code will have 21 rows and 21 columns of dots 

and the version number will then increase by 1 for every 4 extra rows and columns—a 

Version 2 QR code will have 25 rows and columns, a Version 3 will have 29 rows and 

columns, right through to a Version 25 that will have 117 rows and columns. 

 

Most QR codes containing just a Website address end up being Version 2 QR codes, 

with 25 rows and columns of data dots. However, QR codes containing long URLs (like 

Google Maps address URLs) may result in up to a Version 6 or Version 7 QR code with 

41 or 44 rows and columns of dots. 
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QR codes containing vCard details (a file format standard for electronic business cards) 

have really high data densities and will result in Version 10 or Version 11 QR codes with 

more than 60 rows and columns of dots. 

 

To keep each data dot at the recommended 0.4mm (or greater) when viewed in the 

viewport of the camera you will need to make the QR code image itself significantly 

larger. 

 

Here’s an important tip: Using a URL shortener to reduce the number of characters in a 

long URL will result in a code with larger dots and hence it can be reproduced at a 

smaller size without impacting scan reliability. URL shortener sites include TinyURL 

(http://tinyurl.com), and Google URL shortener (http://goo.gl/), as well as SnipURL 

(http://snipurl.com/), and Tweetburner (http://tweetburner.com/).  

Test the Code Before Using It! 

Alright, you’ve mastered the process involved in creating a QR code, but can you trust 

that it works as you’ve designed it to? I say—no, you shouldn’t. After all, it’s a central 

part of your marketing strategy, right?  

 

Always test your QR code marketing campaign on as many different smartphone devices 

as you can. If you don’t have access to a wide variety of smartphone devices, send it to 

friends to beta test or use online mobile device simulators. One site which makes it 

really easy to test the content of your QR code is ZXing Decoder Online. Upload an 

image file of the QR code you created, and the site will let you know what it “sees.”  

 

For example, I uploaded the image below,  

 

And learned within seconds that the content within the image was 

exactly what I intended it to be. It’s a MeCard (electronic business 

card) code, and includes the following data:  
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N: Bob Bly 

ORG: Center for Techical Communication 

E-MAIL:rwbly@bly.com 

 

And here’s something important: it even caught my purposeful misspelling of the 

work “Technical”! So, watch closely for typos when creating your QR code.  

 

Kevin Mullet, of Cirrus ABS reminds us of the important testing parameters in his blog 

post, Testing QR Codes for Scan-ability:  

 

 Check scanning of the QR code in poor lighting conditions. 

 Make sure the QR code can be scanned with older phones. 

 Scan the QR code with multiple scanner applications. 

 Check scanning on an old phone, with the worst QR code app, in poor lighting 

conditions. 

 Request a final proof, if possible, from the printer to ensure color and contrast 

accuracy. 

 Scan recognition should not require significant wait or distance adjustment. 

 The QR code should successfully scan at the distance people will normally be 

from it. (What he calls the “billboard effect”) 

Food for Thought: Innovative QR Code Campaigns 

In a Mobile Marketer online article, author Rimma Kats shared the top 10 QR 

campaigns for the first quarter of 2012. While Bath & Body, Coca-Cola, and Chili’s all 

effectively used QR codes to engage their customer base and build their social media 

following, I still think this campaign from 2010 to be one of the most creative and truly 

“artful” use of this new technology.  
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In fact, Leo Burnett won a Gold Medal at the 2010 Cannes Advertising Festival for the 

‘Hidden Sounds’ QR code campaign promoting 14 indie bands (the hidden sounds) for 

Zoo Records, an alternative music store in Hong Kong.  

 

The QR codes were assembled into the shapes of animals that live hidden in the city and 

posted all over the streets of Hong Kong. Scanning the codes in the animals allowed 

users to read more information about a band and hear their music.  

 

They could also purchase the songs directly as well as share them on social media. The 

campaign was considered a success by the volume of sharing on blogs and social 

networks and the fact that more than half of the 14 bands sold out their albums within 

the first week. The video shows elements of the campaign with an English commentary, 

starting at the 30-second mark. 

 

Other innovative uses of QR codes in 2011 included:  

 

 Starbucks for QR codes that allow customers to see video interviews with coffee 

experts.  

 

 Phillips & Company for painting QR codes on rooftops in the hope these 

would show up on screens of Google Maps users. According to Todd Wasserman, 

a writer for the blog Mashable, the program seems best for marketers that are in 

no great hurry: It takes about a year for the code to show up on Google Earth. 

 

 JC Penney for a Christmas campaign in which shoppers buying a gift from the 

store could scan a QR code, record 60 seconds of voice via their smartphone and 

attach the QR code to the gift for a personalized greeting.  

 

 Victoria’s Secret for a billboard campaign featuring nearly nude models. QR 

codes were strategically placed to cover select body parts. When the codes were 

read, the mobile user could see exactly what the model was wearing.  
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Naturally, there was also some major QR marketing flops in 2011. Consider these 

marketing blunders – each of which was due to not thinking things through:  

 

 Red Bull ran a campaign featuring subway ads with QR codes. Sounds like a 

great idea until you consider that most subways don't offer mobile phone 

connectivity, making the codes inaccessible. 

 

 Continental made a QR code for its in-flight magazine, linking air miles without 

having to log-on to online accounts. When passengers scanned the codes (during 

takeoff or landing), they were directed to a page with two buttons and a pop-up 

window that was mostly off the viewer’s screen, ensuring that passengers 

wouldn't be able to click through.  

 

 Esquire was singled out for featuring a QR code on a recent cover that was 

positioned where the mailing label goes. Now that’s a mistake! 

Give it a Whirl 

Late in 2011, Technorati author Suraji Agarwal shared his opinion that QR codes were 

finally moving from potential to performance. “With the tech now gaining rapid 

acceptance at the consumer level it opens up fascinating opportunities to create a whole 

new range of content and consumer experiences. The true value of QR codes comes to 

play when companies use innovative way to use the code to interact with consumers.”  

 

While most codes simply take the readers to a related Website, Agarwal believes QR 

codes “can do way more than that.” For example if they are coupled with location-based 

services will enable a new level of consumer experience. By incorporating user location 

as a key data point into content development, marketers can create new and exciting 

ways to interact with their audience. For example, Agarwal tells us that by doing this, 

“restaurant chains can actually guide users to the nearest restaurant based on where the 

© Copyright 2012       Center for Technical Communication      www.bly.com          |    18 

http://mashable.com/2011/12/29/qr-code-fails/
http://technorati.com/business/article/qr-codes-finally-moving-from-potential/


Marketing with QR Codes                                        A CTC Publishing Mini-Report 

scan has come from, rather than expect the user to find that information from their 

Websites.” 

 

Without a doubt (at least for now) QR codes are one of the best low cost ways of 

engaging your audience across multiple mediums. Granted, there are some fairly vocal 

detractors with persuasive arguments against using the technology (join in the fray at 

the LinkedIn group discussions I mentioned earlier, Integrated Marketing Mix’s QR 

Thursdays).  

 

But, detractors aside—what have you got to lose? Start brainstorming creative ways to 

use this tool to give (and gather) information; drive traffic to your Website, get more 

leads, and more deeply engage your audience. Just remember to think through every 

step in the engagement process.  
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Toyota Mobile Marketing Campaign:  
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Innovative QR Code Campaigns: 

http://blogs.vancouversun.com/2012/01/04/tescos-cool-qr-code-advertising-

campaign/  

 

Roof Top QR Codes:  

http://mashable.com/2011/10/05/rooftop-qr-codes-google-maps/  

 

QR Marketing Flops:  

http://mashable.com/2011/12/29/qr-code-fails/  
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QR Codes: Finally Moving from Potential to Performance:  

http://technorati.com/business/article/qr-codes-finally-moving-from-potential/  

 

LinkedIn Integrated Marketing Mix QR Thursdays:  

http://www.linkedin.com/groups/QR-Thursdays-QR-Code-Alternatives-

4061199.S.126744741?qid=d1bae7ec-8751-471d-8fed-

ccc858458633&trk=group_most_recent_rich-0-b-ttl&goback=.gmr_4061199  
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QR Code Building and Decoding Sites 	

 

There are many QR code generators online. Some of them just cosmeticize the Google 

Chart API while others like ZXing have full MeCard (a QR code format designed 

specifically for business cards) encoding. Here are those sites considered to be the best 

QR code generating tools: 

 

QR Code and 2D Code Generator 

http://keremerkan.net/qr-code-and-2d-code-generator/  

An excellent QR code, Micro QR code, DataMatrix and Aztec Code generator with many 

interesting features including URL shortening. 

 

QR Generator 

http://www.esponce.com/  

Configure size, version, error correction etc., and save as PNG, TIFF, JPEG, GIF, XAML, 

SVG, EPS or all in a ZIP file. 

 

Online Barcode Generator 

http://www.terryburton.co.uk/barcodewriter/generator/  

Generates QR codes and almost all other known barcode types, error correction and EPS 

download available. 

 

Jason Delport’s Create QR Code 

http://createqrcode.appspot.com/  

User interface for the Google Chart API with 500px x 500px maximum size. 

 

BeQRious 

http://beqrious.com/qr-code-generator/  

50px x 50px images can be inserted in the code and output can be saved as gif or pdf. 
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Invx 

http://invx.com/  

Only creates one size but generates a QR code and a DataMatrix Code simultaneously. 

 

Jaxo 

http://www.jaxo-systems.com/barshow/?lang=en_US  

Select encoding mode, multiple colors and upload background graphic. 

 

QReate & Track 

http://app.qreateandtrack.com/  

Includes iCalendar and vCard formats and an option for real-time reporting. 

 

SnapMaze 

http://www.snapmaze.com/  

Only one size but choice of six colors. 

 

Unitag 

http://www.unitaglive.com/qrcode  

Options to round the corners of modules and apply color gradients and shadows. Also 

an option to rotate the code in 45° units with output in PNG or SVG format only. 

 

Delivr 

http://delivr.com/qr-code-generator  

Create QR codes in PNG and JPG formats, in standard sizes. 

 

ZXing 

http://zxing.appspot.com/generator/ 

Includes encoding in MeCard format. 

 

ZXing Decoder Online 

http://zxing.org/w/decode.jspx  
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TEC-IT 

http://barcode.tec-it.com/barcode-generator.aspx  

Create micro QR codes online.  

 

QRStuff 

http://www.qrstuff.com/  

Generate QR codes that are good enough to use as artwork for a t-shirt and allow you to 

actually buy the shirt with your custom QR code on it via the Zazzle print-on-demand 

Website. 

 

Kaywa 

http://qrcode.kaywa.com/  

Kaywa offers QR Management and Analytics tools.  

 

Microsoft Tags 

http://tag.microsoft.com/home.aspx  

Create customizable Tag barcodes, traditional QR codes, and NFC. 
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Glossary 

 

2D Codes: Are able to encode hundreds of bytes. The most common symbologies are 

QR-code, DataMatrix (ECC200) and PDF417.  

 

Business Card Codes: These are 2d codes used to encode contact data. Applications 

include the MeCard and vCard. 

 

Dialog Box: A small area on computer or smartphone screen, in which the user is 

prompted to provide information or select commands. 

 

EAN/UPC Codes: Used in Point-of-Sale applications for product identification. The 

composite barcodes can hold additional data. 

 

ECL: Stands for QR error correction level. ECL code words use the Reed–Solomon 

error correction algorithm with four error correction levels. What you really need to 

know is the higher the error correction level, the less storage capacity. The following 

table lists the approximate error correction capability at each of the four levels: 

Level L (Low) 7% of code words can be restored. 

Level M (Medium) 15% of code words can be restored. 

Level Q (Quartile) 25% of code words can be restored. 

Level H (High) 30% of code words can be restored. 

 

Event Barcodes: Are used to encode event data. When scanned with a smartphone an 

appointment is created. 

 

Feature Phone: A mobile phone which at the time of manufacture is not considered to 

be a smartphone, but nevertheless has additional functions over and above standard 
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mobile services). It is intended for customers who want a lower-price phone without all 

the features of a smartphone 

 

GS1 DataBars: are intended for trade item identification and retail point of sale 

applications. 

 

ISBN codes: And ISSN and ISMN barcodes are used to identify books, periodicals and 

media. 

 

JagTag: A 2D bar code that requires no app, download, or mobile Web access and uses 

existing SMS text message technology short code 524824 to receive and deliver content.  

 

Linear Codes: Or linear barcodes are 1D codes are usually used in logistics and 

industry for serial numbers, product IDs.  

 

MeCard: One of two QR code formats designed specifically for business cards. MeCard 

format is far less popular than the vCard and the meCard can only be used in QR-codes 

and on mobile devices. 

 

Micro QR Code: A 2D matrix symbology that comes in 4 different symbol sizes, the 

largest capable of encoding 35 numeric characters. 

 

Mobile Tagging: QR code and DataMatrix can be used to encode URLs and phone 

numbers. Read the generated codes with a smartphone. 

 

NFC: Stands for Near Field Communication and is a set of standards for smartphones 

and similar devices to establish radio communication with each other by touching them 

together or bringing them into close proximity, usually no more than a few centimeters. 

Present and anticipated applications include contactless transactions, data exchange, 

and simplified setup of more complex communications such as Wi-Fi.  
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Postal Codes: Are used by postal service providers in several countries to optimize 

mail delivery. 

 

SMS: Stands for short message service. SMS is also often referred to as texting, sending 

text messages or text messaging. The service allows for short text messages 

(traditionally less than 160 characters, including spaces) to be sent from one cell phone 

to another cell phone or from the Web to another cell phone. 

 

SnapTag: Custom QR codes that turn your logo into a widely adaptable interactive 

tool. 

 

VCard is a file format standard for electronic business cards. VCards are often attached 

to e-mail messages, but can be exchanged in other ways, such as on the World Wide 

Web or Instant Messaging. They can contain name and address information, phone 

numbers, e-mail addresses, URLs, logos, photographs, and audio clips. 

 

Wi-Fi Barcodes: Used to configure Wi-Fi settings for Android devices. 
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