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DECISION PATH

Start with your core objective (e.g., web traffic, registrations,
audience feedback) and prioritize your audience journey.

QUESTION 1 | Target audience

Is your target audience comfortable scanning QR codes?

If you

QUESTION 2 | Mobile first answered NO
Is your content optimized for mobile? to Q1, Q2 or Q3
(e.g., do not drive to a PDF or sub-optimal web experience) do not use a QR

code. Consider a

different method
QUESTION 3 | value add (e.g., email, print,
Does the content offer some value add for your audience? paid). Ifyou
(e.g., event registration, insider access to content) answered No to

Q4, choose a

different method
QUESTION & | Application or location to
Is the QR code in a location that’s easy for your audience to scan? increase scans
(e.g., good lighting, dwell time, strong internet signal) and visibility.

ACTION | Use OR code

Use QR code to augment your campaign with confidence.

OTHER CONSIDERATIONS

QR code design: Ensure the QR code is visually appealing, includes a call to action for clarity and context
about where a scan will take your audience.

QR education: Consider providing instructions on how to scan QR codes for users who may be unfamiliar.

Track and measure: Use analytics (e.g., UTM code or paid QR code generator platform) to monitor
engagement and effectiveness.



uwaterloo.ca




