
Unleash the Power of Mobile Marketing 
with Bar Code Technology

“If nothing ever changed, there’d be no butterflies.”
Unknown Author
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Content 
Consumption Goes 
Mobile. 
A n d  S o  D o e s  M a r k e t i n g . 

The world has changed. To grab your 
audience’s attention in a world cluttered 

with irresistible promotions and advertisements, 
marketing messages must be carefully crafted and 
delivered in a way that is not only relevant, but 
interesting enough to break though the ‘noise.’  
Today, one of the best ways to achieve this is by 
participating in mobile marketing, the use of 
a mobile device as a new means of marketing 
communication, promotion or advertising.

With over 3 billion active mobile phone users 
worldwide and 10 times as many consumer 
access points as the wired internet, it is clear that 
the mobile marketing industry is positioned for 
unprecedented growth. This new form of marketing 
allows companies to directly engage with their 
audience faster, better and with fewer costs than 
ever before. It also aligns with the shift in consumer 
expectations, which requires companies to open 
two-way communication channels with their 
customers in order to build trusted relationships.

The nontraditional communication approach of 
mobile marketing combined with the world’s 
demand for mobile connectivity results in a 
marketing strategy that is now preferred by nearly 
every generation. In fact, consumers of all ages are 
inviting brands into their personal world through 
their very personal device, rather than companies 
forcing their way in through traditional media.
Consequently, customers are getting the shopping 
experience they want and companies are realizing 
significant benefits. 
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T h e  G r o w t h  o f  M o b i l e 
M a r k e t i n g…  A n d  B a r  C o d e s?

Since the rise of SMS (Short Message 
Service) in the early 2000s, mobile 

marketing has grown and now includes a wide 
variety of campaign options which aim to reach 
consumers how and when they prefer to be 
reached. A mobile marketing program could be 
as simple as a cost-friendly SMS promotion or 
more interactive and dynamic, such as a mobile 
campaign using bar code technology.

Consider Pepsi. 

Pepsi created a mobile marketing 
campaign with a U.S. convenience store 

chain to drive traffic to their AMP Energy brand.  
During the campaign, Point-of-Purchase (POP) 
displays inside stores directed consumers to text 
‘DMAMP’ for an instant discount on their favorite 
flavor of AMP Energy. After receiving an instant 
mobile bar code coupon via their mobile device, 
participants could simply redeem the coupon by 
scanning the code at checkout. 

During the campaign, Pepsi experienced a 177% 
Coupon Redemption Rate due to the viral nature of 
the campaign and a +41% revenue increase in AMP 
Energy sales. 



W h y  M o b i l e  M a r k e t i n g?
Like Pepsi, more and more companies are choosing 
bar code-based mobile marketing programs. Why? 
The answer is quite simple. 

Simple Deployment: These programs can 
be rapidly deployed in scale environments 

with a low level of effort since they leverage 
existing technology, processes and operations.  
Existing bar code symbologies can be used to 
deliver messages to consumers via text messaging 
and the offer can be easily processed through 
existing point-of-sale (POS) systems and operations. 

Data Collection and Security: Mobile bar 
code programs offer greater security and 

the ability to collect critical consumer information 
not available through traditional marketing 
programs. For instance, content delivered to 
consumers can be controlled from a redistribution 
standpoint and tracked to comply with the highest 
security standards including PCI (Payment Card 
Industry). Since these programs offer the ability to 
collect consumer redemption data, companies can 
deliver more personalized and timely messages, 
which leads to significantly higher response rates.

No Environmental Impact: Mobile 
marketing supports environmental 

conservation by enabling companies to eliminate 
the need for traditional printed coupons. By 
reducing the need for paper, companies can 
minimize their environmental footprint by saving 
trees and decreasing paper waste. By using a green 
marketing initiative, businesses will improve their 

image while simultaneously decreasing annual 
marketing costs incurred through the production 
and distribution of paper coupons.  

Instant Consumer Reach: Avoid the 
lengthy wait time between coupons 

being issued and when they are received. Mobile 
marketing programs provide retailers with the 
ability to reach consumers instantaneously. This 
means that consumers can receive coupons when 
they are most likely to redeem them; when they are 
away from home. It also gives retailers the ability 
to send specific segments of their customer base 
new promotional offers relevant to them. The 
instant delivery of mobile coupons provides the 
flexibility for companies to tailor their offers parallel 
to quickly evolving micro-trends, or short term 
sales set on the specific days or times that best help 
combat slow periods. 

Convenience for the Retailer and 
Consumer: Mobile bar code programs 

add convenience for all parties involved. The use of 
bar codes allows consumers to retain their privacy 
and simplify the redemption process by scanning 
the bar code directly from their mobile device. 
This eliminates the need for consumers to find, clip 
and carry physical coupons; thus, increasing the 
likelihood of consumer response. In fact, mobile 
marketing allows consumers to make their coupons, 
loyalty cards and gift cards accessible through their 
mobile device at all times, so they never leave 
home with out them. 

Retailers will benefit from higher redemption 
rates and reduced costs, as mobile marketing is 
significantly cheaper than traditional advertising. 
There is also the possibility that consumers will 
forward the coupons to others, creating an viral 
snowball-effect at no added cost to the retailer. 
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W h a t  i s n ’ t  s a i d  a b o u t  N F C .
Over the last five years, the hype around 
mobile payment programs has created 

a growing appetite for these services around the 
world, along with a host of solutions including 
Near Field Communications (NFC).  Despite the 
strong demand from all parties in the payments 
ecosystem, none of these “3rd Generation” 
payment and marketing applications has garnered 
significant market penetration. 

The reason behind slow acceptance of these 
applications (in the United States in particular) is 
well known; a limited number of mobile devices 
have the technology required and/or the solution 
requires retailers to install new, expensive hardware 
at the POS.  While it is a commonly held belief 
that NFC will ultimately succeed, mobile bar code 
programs are challenging NFC since they can 
accomplish similar tasks and have significantly less 
implementation challenges. 

A ComPARISoN of NfC AND mobIlE bAR CoDES

NfC mobIlE bAR CoDES

Changes at the POS Hardware and Software None

Rationale for Retailer No reduction in interchange.

Expensive purchase and installation.

No Consumer Scale

Low Cost of program deployment.

Large Consumer Scale.

Very High Response Rates.

% of Mobile Devices Capable 1% 98%



Ty p e s  o f  M o b i l e  B a r  C o d e 
M a r k e t i n g  C a m p a i g n s
Rather than wait and wonder if a promotional 
campaign will reach its intended audience, bypass 
the guessing game and use mobile marketing 
to speak directly with consumers. Today, mobile 
marketing programs are using bar codes to deliver 
information to consumers through the following 
activities: 

mobile Coupons: Mobile coupons are 
coupons sent to an opt-in subscriber’s 

mobile device, which is used to capture and redeem 
the coupon. Although traditional paper coupons 
are still more widely used, mobile coupons allow 
significant benefits to be derived from streamlining 
the coupon processing chain from consumer to 
coupon issuer. Mobile coupon programs typically 
result in significant improvements in redemption 
rates (often in double digit percentages), a 
reduction in redemption costs, improved consumer 
targeting and engagement, quicker results and 
reduced errors.
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mobile Ticketing: Mobile devices can be 
used to distribute and redeem tickets. After 

successfully purchasing a ticket online, for example, 
a unique bar code can be sent to the buyer via SMS 
to the mobile device. 

Instead of using a printed ticket, the bar code 
can be scanned directly from the mobile device 
at the ticket gate, which adds more convenience 
for the consumer and completely eliminates the 
environmental impact of paper tickets. 



mobile loyalty Card Programs: Mobile 
phones are quickly replacing traditional 

printed loyalty cards. After registering for a mobile 
loyalty card, consumers receive a bar code storing 
their unique loyalty membership information in 
their phone. When shopping, the consumer can use 
the bar code at the POS prior to payment to receive 
their loyalty benefits. Since the mobile bar code is 
a perfect replacement for a physical loyalty card, 
the customer can experience the same benefits (i.e. 
accumulating points based on total amount spent), 
yet with more convenience.

 

 mobile Gift Card Programs: The gift card 
industry is booming and replacing physical 

cards with a mobile phone version offering many 
benefits to both consumers and retailers. Mobile 
gift card programs allow customers to upload and 
access gift cards on their mobile device as well 
as purchase gift cards for others, which can be 
automatically sent to the recipient’s mobile device.  
This provides convenience for the consumer and 
encourages larger and more frequent purchases. 
Mobile gift card programs can also track usage and 
generate personalized offers back to the consumer. 
Finally, mobile gift card programs benefit the 
retailer by eliminating the cost of card production, 
shipping and inventory management. Since the 
program utilizes existing transaction processes, no 
changes are required at the POS or during general 
Gift Card operations.



Ty p e s  o f  Sy m b o l o g i e s
Regardless of the type of campaign you choose, it 
is critical to choose the right bar code symbology 
in order to successfully deliver marketing messages 
to your audience. There are two primary factors to 
consider when determining the best symbology to 
use: 

(1) Complexity of the message 

(2) Scanning technology required to read  
      the bar code 

Let’s explore the two different types of bar code 
symbologies...

2D Codes

2D bar codes expand the capabilities of 
1D codes by creating a two-dimensional approach 
of representing information. These codes are 
constructed fundamentally different than 1D 
codes and deliver data in the form of squares, dots, 
hexagons and other geometric patterns.  2D codes 
also have more data capacity with the ability to 
encode more characters in less space with better 
error correction than a 1D code.  The expanded 
capabilities make 2D codes more suitable for more 
data intensive applications like ticketing and item 
tracking. 2D codes, however, must be read by a full-
array 2D imager which are less prominent in retail 
than linear imagers and laser-based readers. 

1D / linear Codes

Using a 1D code ensures that the broadest 
set of imaging based bar code readers will be 
compatible since linear imagers already are in 
widespread use in retail. 1D codes, however, are 
more difficult to reproduce accurately (compared to 
2D codes) on mobile phones and typically require 
more physical space. Space and screen resolution 
constraints create challenges for 1D codes but if the 
amount of data stored is small (e.g. 14 characters 
or less) 1D codes can be used effectively and will 
leverage the largest existing population of installed 
imaging bar code readers.  
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E q u i p  Yo u r  P O S  w i t h  t h e 
R i g h t  S c a n n i n g  Te c h n o l o g y
According to Juniper Research, two key benefits 
result from a mobile marketing campaign:  
(1) an increase in user convenience and  
(2) greater campaign efficiencies. Juniper also 
identified several hurdles of mobile marketing 
campaigns, such as, “the lack of suitable point-of-
sale infrastructure at the supermarket checkout 
allowing for quick and easy redemption of coupons, 
which is critical to the consumer shopping 
experience.”

A critical step in the development of a mobile bar 
code marketing campaign is making sure your 
scanning equipment at the point-of-sale (POS) is 
capable of reading codes proficiently and from 
diverse mobile devices. There are several features 
required of the scanner to be able to successfully 
read bar codes from mobile devices with the same 
performance and reliability as traditional printed 
bar codes. 

Scanning Requirements:

Reading Capabilities: Bar code scanners 
that use laser based technology exclusively 

are not capable of reading codes from mobile 
phones. A linear imager is the minimum scanning 
requirement to read 1D bar codes from a mobile 
device and a full-array 2D imager is needed 
for expanded 1D and 2D reading capabilities. 
Since linear imagers are more common in retail 
environments, some retailers will be able to save 

money by using their existing scanning equipment 
when implementing a bar code-based mobile 
marketing program. Linear imagers cannot read 
2D codes. Full-array 2D imagers, however, provide 
retailers with additional benefits including 
omnidirectional reading capabilities which allow 
cashiers to scan items (in this case mobile devices) 
with faster and better reading performance as 
well as improved scanning ergonomics since the 
scanner can read the code without orientation 
requirements.

Proper Configuration: Most handheld 
imaging based bar code scanners will read 

codes from a mobile phone out of the box without 
any configuration changes, but some scanners may 
require configuration changes to enable codes 
on mobile phones to scan properly. Depending 
on the merchandise mix, symbologies in use, and 
frequency of mobile phone codes, configuration 
changes may be used to optimize performance. 
For example, to optimize reading speed, only the 
bar codes that need to be decoded should be 
enabled in the scanner’s software. All other bar 
code symbologies should be disabled. Disabling 
the non-required bar codes will decrease the time 
required for decoding, thus increasing the scanner’s 
performance.



T h i n g s  t o  C o n s i d e r…
Choose a bar code symbology to fit 
the needs of your mobile marketing 
campaign and PoS hardware 

If you do not need the information capacity of a 
2D code, then a 1D bar code is a viable option. 2D 
codes are easier to reproduce on mobile phones, 
require less space and offer better error correction 
capabilities, yet are not supported by any laser or 
linear imager based readers. Whichever type of 
symbology is chosen, it is also important to comply 
with the current industry bar code specifications for 
both 1D and 2D codes.

Instruct users to turn the mobile 
device’s lCD display backlight to 
maximum level

Most mobile devices today have a backlight timer 
which will turn off the backlight automatically after 
a certain period of time. If this timer is set to turn off 
the backlight before the scanner has read the bar 
code or the backlight is too dark, the performance 
of the scanner will be degraded. For the best 
performance, scan the code within one second of 
presenting the mobile device to the scanner; yet 
keep in mind the backlight timer often starts once 
the device is activated / unlocked for usage.

Cell phone BACKLIGHT is on HIGH = SUCCESSFUL READ

Cell phone BACKLIGHT is on LOW =  FAILED READ

Position codes to maintain proper Quiet 
Zone requirements

The proper white space surrounding the label is 
essential to ensuring a successful read. This typically 
requires 5 modules within the bar code. The lack 
of a proper Quiet Zone will most likely result in an 
unsuccessful bar code read.

Example of a 2D bar code without a proper Quiet Zone 
(too close to the top edge of the display screen)
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Ensure correct aspect ratio

The white and black ratio of the bar 
code needs to be within the standard bar code 
specifications. Even if the code appears to have a 
correct aspect ratio, the slightest distortion in the 
aspect ratio can make the bar code difficult to read. 
An incorrect aspect ratio condition may result if the 
image on the mobile device has been re-sized via 
the zoom in / out feature or if the user adjusts the 
image magnification via display controls. Variation 
can also occur if the auto-orientation feature 
changes the aspect ratio as the image rotates from 
“landscape” to “portrait.” 

Example of a bar code with an incorrect aspect ratio as 
a result of “zooming” in on the code with a cell phone. 
The code should be built using squares, yet some of the 
squares have become rectangles.

Most commonly, an improper aspect ratio occurs 
because a bar code is displayed on a mobile 
device display for which it is not intended. Since 
2D codes have black and white spaces in both the 
height and the width, the bar code needs to be 
configured correctly for the LCD screen it will be 
displayed on. The table above shows resolutions for 
some common cell phones and how different the 
resolutions can be. To illustrate this issue, examine 
the difference between the iPhone and Blackberry 
8300 in the table above. 

No photos of printed codes

Using a cell phone camera to take a photo 
of a printed bar code to make it “mobile” will cause 
aspect ratio distortion. This generally results in the 
bar code image being unreadable or with greatly 
reduced reading performance.

Example of a distorted “photo of a bar code.”

lCD DISPlAy

No. of ElEmENTS ElEmENT SIZE

mANufACTuRER moDEl Horizontal Vertical mm mil

LG Shine 240 320 0.14 5.50

Motorola Razr V3 176 220 0.20 7.81

Samsung SGH-D807 176 220 0.18 7.10

Casio G’zOne Type S 176 220 0.16 6.39

Samsung Instinct 240 432 0.16 6.27

RIM BlackBerry (Curve, 8300) 480 360 0.10 4.07

Apple iPhone 320 480 0.15 6.07

Examples of LCD display resolution for different cell phones. 



bar code resolution greater than 10 mils

Small bar codes may be readable but codes 
less than 10 mils become more and more difficult to 
reproduce consistently across the wide array of LCD 
displays on mobile devices. There is less tolerance 
for aspect ratio differences and using such a 
small bar code will result in a degraded reading 
performance in most cases.

Test, test, test!

Even identical mobile phones will display 
information differently depending on the mobile 
service provider and phone’s operating system. 
Even with thorough testing, it is best to use a 
“human readable” code as a back up in case there 
is a problem displaying or reading the bar code. 
To limit consumer frustration, mobile marketing 
programs with bar codes can be limited to only 
tested handsets, mobile service providers and OS 
revision levels.      

The role of the cashier 

After designing a mobile marketing 
campaign, the next step is to ensure cashiers 
are properly trained on the mobile bar code 
scanning redemption process. For instance, setting 
guidelines for whether the cashier or customer 
scans the mobile device (in most cases, this will be 
the customer’s responsibility) and how the cashier 
scans the code (dictated by the POS layout and 
scanning equipment) can impact the customer’s 
experience at the POS. 

It is also critical for the cashier to instruct the 
customer in terms of when to redeem their 
mobile coupon, ticket or loyalty card, etc. Does 
the customer need to wait until the end of the 
transaction to scan their code or can this occur at 
any point during the transaction? Additionally, 
certain POS layouts such as self-checkout, 
belted lanes or kiosks may require the 
customer to redeem their offer 
without the assistance of a cashier. 
In this case, the customer should be 
properly instructed how to do so by 
a POS monitor, through signage or by 
a store associate.
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D a t a l o g i c  S c a n n i n g  –  Yo u r 
B a r  C o d e  S c a n n e r  P r o v i d e r
Datalogic Scanning offers the broadest range of 
imaging-based bar code scanners for retailers 
who want to harness the full potential of mobile 
marketing anywhere in the world. Regardless of the 
retail format or POS application, Datalogic Scanning 
has a solution. 

As the worldwide leader in fixed position retail 
scanning offerings, Datalogic Scanning offers both 
in-counter and on-counter point-of-sale scanners 
and the best known provider of handheld scanners 
in EMEA, with the most complete line of general 
purpose and ruggedized handheld scanners in the 
world. 

Datalogic Scanning is headquartered in the U.S. 
with a presence in over 120 countries. The company 
serves multiple industries throughout the retail 
supply chain and distribution channel as well as 
manufacturing, government, healthcare, banking 
and finance sectors. 

QuickScan™ Series

• Economical scanning solution
• Durable and dependable
• Quick and efficient readers are 

lightweight and simple to use
• QuickScan™ I QM2100 offers 

basic point-to-point radio 
communications

Gryphon™ Series

• A wide variety of  feature-rich model 
and technology options, including 
anti-counterfeit detection or EAS tag 
deactivation

• Datalogic STAR Cordless System™ 
narrow band radio or Bluetooth ® 
wireless technology

magellan™ 3200VSi

• High-performance single plane area 
imager

• Ideal for high-volume and multiple 
item-count transactions

• Software Driven – Features and 
upgrades can be added as needed 
to meet evolving needs 

magellan™ 1100i

• Omnidirectional scan volume is 
ideal for presentation and sweep 
scanning

• Small footprint for space constrained 
locations

• Doubles as a handheld device for 
large or bulky items



M o b i l e  M a r k e t i n g  S e r v i c e 
R e c o m m e n d a t i o n

RocketBux is a white label mobile services provider 
of technology that bridges the gap between a 
consumer’s mobile device and the point-of-sale. 
RocketBux delivers mobile solutions including 
mobile payments, mobile coupons and mobile 
wallets that feature defined monetization strategies 
for specific vertical markets. These solutions help 
retailers, card associations, issuers, processors and 
loyalty service providers maximize their principle 
objective of creating incremental sales transactions.

In addition to providing tactical revenue generating 
programs to their clients, RocketBux stands apart 
from other providers by delivering a suite of leading 
edge, patent pending solutions that leverage 
existing technologies and protocols in the mobile 
device and point-of-sale environments. Their 
guiding principle is to create products that are 
simple to use, easy to deploy and can scale in the  
marketplace immediately.

R e s o u r c e s
Industry Resources for Established 
mobile marketing Guidelines and the 
mobile Channel:

•  IAB (Interactive Advertising Bureau)

•  MMA (Mobile Marketing Association)

Industry Resource for Global Standards 
and Solutions:

•  GS1 - The Global Language of Business

Datalogic Scanning:

•  Datalogic Scanning Web Site 

•  Feature Overview: 
    Illumix™ Intelligent Illumination Technology

•  Success Story: 
    Not Your Mother’s Coupon: Mobile Coupons
    Increase AMP Energy Drink Sales Over 50%

Rocketbux: 

•  RocketBux Web Site

•  Mobile Gift & Stored Value Card Programs

•  Mobile Loyalty Card Programs

•  Mobile Payment

•  Mobile Ticketing

S e l e c t i n g  a  P a r t n e r

Datalogic Scanning has an established partner 
network that provides exceptional levels of support 
to customers interested in purchasing Datalogic 
Scanning products. Our partners can provide 
services such as fast delivery, technical support, 
vertical applications and solutions, configuration 
assistance, integration, financing as well as 
educational programs and partner marketing.

To determine the type of partner you need, look 
closely at what is needed to fulfill your business 
requirements. For example, if you need to 
replace hardware for your current POS system, a 
technology partner such as a Systems Integrator 
would be appropriate to manage the installation, 
ensure compatibility with the existing infrastructure 
and provide training and on-going support. 

Datalogic Scanning Representatives can assist your 
company in locating and choosing the appropriate 
partner to meet your current business needs.
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http://www.iab.net/
http://mmaglobal.com/main
http://www.gs1.org/
http://www.scanning.datalogic.com
https://easeofaccess.scanning.datalogic.com/public/marketlit/Send.aspx?file=FO-ILLUMIX-EN
https://easeofaccess.scanning.datalogic.com/public/marketlit/Send.aspx?file=SS-DARIMART-EN
https://easeofaccess.scanning.datalogic.com/public/marketlit/Send.aspx?file=SS-DARIMART-EN
http://www.rocketbux.com
http://www.rocketbux.com/index.php?m=44&s=355
http://www.rocketbux.com/index.php?m=44&s=356
http://www.rocketbux.com/index.php?m=44&s=357
http://www.rocketbux.com/index.php?m=44&s=382


The Bluetooth word mark and logos are owned by the Bluetooth SIG, Inc. and any use of such marks by Datalogic Scanning Inc. is under license 

Datalogic and the Datalogic logo are registered trademarks of Datalogic S.p.A. in many countries, including the U.S.A. and the E.U.  •  Datalogic STAR Cordless System is a trademark of Datalogic Scanning Group S.r.l.  
•  Magellan and QuickScan are registered trademarks of Datalogic Scanning, Inc. in many countries, including the U.S.A. and the E.U.  •  Gryphon and Illumix are trademarks of Datalogic Scanning, Inc. 

All other brand and product names may be trademarks of their respective owners. Product specifications are subject to change without notice.
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Please feel free to post this on your blog or email it to whomever you believe would benefit from reading it. 

Thanks, 
your friends at Datalogic Scanning. 
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