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Pinpointing and Pursuing
High-Growth Print Applications

Increasing print sales is a balancing act of offering the right product mix,
understanding what customers value, and meeting client requirements
and expectations.

This report offers insights on print demand trends, the value of print,
and print customers’ expectations from the perspective of commercial
printers and communication buyers and influencers.

Canon and NAPCO Research* have been conducting annual market research studies to
help print providers better understand customer needs and the operational investments
and capabilities for supporting their changing requirements.

The current series, Propelling Your Business Forward in an Ever-Changing Competitive
Environment, is based on surveys of commercial printers, in-plants, and communication
buyers or influencers conducted in the first quarter of 2022.
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Communication Buyers and Influencers Value Print for These Reasons ...

S’
It Communicates It Stands Out In Today's It Enhances It Yields Higher It Demonstrates
Quality. Media-cluttered World. One’s Brand. Retention Levels. Credibility and Authority.

“A unit of NAPCO Media, the parent company of Printing Impressions and In-Plant Impressions
and part of the PRINTING United Alliance.
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Here's a summary of key research findings:

Print Is Valuable
« Of the communication buyer and influencer respondents, 83% indicated that they expect
their communication budget will increase over the next two years, on average, by 8.6%.

+ Over the next two years, respondents expect the largest share of their communication
spending (29%) will go to print.

« AlImost all communication buyers and influencers (90%) reported print to be an important
communication method for their organization.

+ At least 40% of the communication buyer and influencer respondents indicated that the
top three reasons organizations choose to use print include (1) the value of the product or
service it will support, (2) audience preference, and (3) budget.

« Of the reasons why organizations use print, over a third (39%) of communication buyer
and influencer respondents selected “better tool for customer acquisition” (compared to
other media).

+ Most communication buyer and influencer respondents agreed that print:
o Communicates quality
o Gets noticed in today’s media-cluttered world
o Enhances their brand
o Demonstrates credibility and authority

o Yields higher retention levels

« Almost three-quarters of communication buyer respondents reported that print is not
eco-friendly. This finding points to the need to educate this group on the sustainability
features of print.

Print Is Effective

* The survey asked communication buyers and influencers to rate the effectiveness of print
and digital media on various attributes, including return on investment, ease of use, brand
building, delivering results, personalized messaging, capturing attention, measurability,
and audience credibility. Overall, the majority of respondents reported that both print and
digital media were extremely/very effective.

* The majority of communication buyer and influencer respondents rated printed marketing
materials as “extremely/highly effective” in providing return on investment, ease of use,
brand building, delivering results, personalization, and capturing attention.
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Print Application Demand Trends

*+ The print applications communication buyers and influencers purchased or influenced
mostly increased or held steady in the last 12 months as compared to the previous
12 months. Few reported decreases in the print applications they were involved
with purchasing.

* In the last 12 months, communication buyer respondents’ use of printed marketing
collateral, bills and statements, training materials, postcards, and general office materials
increased the most.

« Communication buyer and influencer respondents indicated that they expect solid
increases in their print use in the next two years. A majority of buyers (50% or greater)
expect to increase use of 11 of the 17 print applications included in the survey.

« Commercial printer respondents indicated that they expected demand for the print
applications they produce to either increase or hold steady in the next two years. The
top applications for which they expect demand to increase during that time frame are
packaging, sign and display graphics, direct mail, and labels.

Requirements

« Communication buyer and influencer respondents chose the ability to produce
high-quality color printing, reliability and turnaround times, excellent client service, best
prices, and the ability to order online as their top criteria for selecting print providers.

« Almost all of respondents (94%) reported color consistency across their print
communications as critically important to their organization. In addition, 29% and 24% of
print buyer and influencer respondents, respectively, indicated that consistency and color
quality issues are among the top causes of dissatisfaction with print jobs.

+ Some communication buyers reported they'd like to learn more about ways to
improve color quality and consistency (39%) while 36% want to learn more about print
color standards.

+ Of the print buyer and influencer respondents, 44% to 66% indicated that their print
providers meet their requirements for the primary print applications they purchase or
influence (including, but not limited to, quality, print enhancements, quality consistency,
turnaround time, color consistency, pricing, and media options); however, only one-third
or less said their providers exceed their requirements for these same attributes. This
indicates that there’s room for improvement or an opportunity for providers to potentially
exceed print buyers’ and influencers’ requirements to help keep parent organizations’
work in-house.
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Respondent Profiles

Figures 1 and 2 show the job titles of communication buyers and commercial printers
participating in the survey along with the size of their operations/organizations.

Respondent Job Titles Employees

CEQ/President/Owner/Director 36%
1,000 or Fewer
Management Executive More LLELRIY
14% 16%
Manager
Marketing Executive 500 to 999
21% 10 to 99
Product Manager © 18%
Brand Manager
Purchasing 100 to 499
31%
Other 1% Select One
Q. Which of the following describes your role in your organization? Q. In total, how many people does your organization employ?
N =75 Communication Buyers and Influencers N =75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022

Respondent Job Titles Employees

Owner/Entrepreneur 42%
250 or
CEQ/President 100 to M(:)re 1to 4
249 9% 24%
VP (Another Department) 6%
General Manager 50 to 99
12%
Production Manager/
Foreman,/Supervisor
COO/VP of Operations
CFO/VP of Finance
Other Select One
Q. What is your job title? Q. How many employees work at your company?
N =184 Commercial Printers N =184 Commercial Printers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Communication and Print Spending Expected to Increase

A majority of communication buyer and influencer respondents (83%) expect their
communication budget will increase over the next two years, on average, by 8.6%

(Figure 3). The survey asked communication buyers about their future budget plans
because they include print. In the next two years, buyer respondents indicate that they
expect to spend the largest share of their communications budget on print (29% of budget
as compared to other media types). In addition, respondents expect print’s share of

spending to increase 2% annually.

Figure 3
Communication
Buyers and
Influencers Expect
Budgets to
Increase

Communication Budget Will ...

Average Increase:

8.6%

Stay the Same
17%

’ Ir18cr3ej/:e )

Q. How do you expect your communications
budget to change in the next 2 years?
N =75 Communication Buyers and Influencers

Expected Communication Spending:
Print Highest Share

Other
2%

Mobile
9%

Events

11%

Q. How will your total communication spending be distributed among
the various communication types that you use in two years?
N =75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Key Reasons Organizations Use Print

When asked if print is an important communication method for their organizations, 90% of
communication buyers and influencers acknowledged that it is.

Communication buyer and influencer respondents selected the top four primary factors
that determine their use of print: the value of the product or service that print will support,
target audience preference, budget, and better tool for customer acquisition (Figure 4).

A key takeaway here is that many print users recognize its impact, and so they use print to
support high-value products and services. Another important finding is that over a third
of the respondents indicated that they view print as a great tool for customer acquisition.

High Value of the Product or Service Associated with the Communication 47%
Target Audience Preference

Budget

Better Tool for Customer Acquisition

“Green” Benefit: Recyclability of Printed Communications

Tangible/Permanent Nature of the Printed Piece vs. Digital/Electronic Messaging

Importance of the Communication
Historically Use Print, Customers Expect It
Management Request

Agency Recommends

Compliance with Regulations Select Up to Five

Q. What are the primary factors that determine your organization’s use of printed communications?
N=75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Communication Buyers and Influencers Value Print

The survey asked communication buyers and influencers a series of questions relative to
the value, perceptions, and challenges in using print. Figure 5 summarizes those findings,
with the top perceptions of print being highly positive, as most of the respondents agree
that print:

« Communicates quality

+ Gets noticed in today’s media-cluttered world
* Enhances their brand

« Demonstrates credibility and authority

* Yields higher retention levels

Figure 5
Perceptions
of Print:
Quality, Attention,
Enhances

Brand
® Agree @ Disagree

Print Gets Noticed in Today's Media-Cluttered World
Print Demonstrates Credibility and Authority

Education » Print is Not Eco-friendly 74% 26%
Area

Print is Difficult to Track 55% 45%
Print is Too Expensive, So Our Use is Limited 49% 51%

Q. Please indicate your level of agreement with the following statements relative to printed communications.
N= 75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022

This question also warns of a negative perception on print's effect on the environment
that print providers need to address. Close to three-quarters of communication buyer and
influencer respondents agreed with the statement, “Print is not eco-friendly.” This finding
points to the need to educate this group on the sustainability features of print.
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Measuring Print and Digital Media Effectiveness

The survey asked communication buyers and influencers to rate the effectiveness
of print and digital media on various attributes; overall, the majority of respondents
rated both as “extremely/very effective.”

With respect to print, communication buyer and influencer respondents rated return
on investment, ease of use, brand building, delivering results, personalization,

and capturing attention as the attributes seeing the highest effectiveness from
among those listed (Figure 6). This response points to communication buyers

and influencers getting value from using print and leveraging digital printing’s
personalization capabilities.

Figure 6

Effectiveness ® Extremely/Very Effective @ Somewhat Effective Slightly Effective @ Not Effective at All
of Print

Return on Investment 79% 16% 4%| 1%
Ease of Use 73% 2% B2
Brand Building 70% 26% 4%
Delivering Results 67% 29% %) 1%
Personalized Messaging to Recipient 64% 31% 4%I 1%

Capturing Attention 63% 32% 5%
Measurability 59% 34% 4%. 3%

Credibility With Audience 57% 35% 8%

Q. Rate the effectiveness of printed marketing materials on the following attributes.
N= 75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Figure 7
Effectiveness
of Digital

Most respondents also rated digital media “extremely/very effective” on all attributes
listed, but for a few (credibility with audience, capturing attention, and personalized
messaging), 3% of respondents rated digital media as “not effective at all” (Figure 7).

@ Extremely/Very Effective

Return on Investment
g Brand Buildin
Media &
Delivering Results
Personalized Messaging to Recipient
Ease of Use

Measurability

Credibility With Audience

Capturing Attention 64%

Q. Rate the effectiveness of digital media marketing on the following attributes.

N=75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022

@ Somewhat Effective Slightly Effective

68%

@ Not Effective at All
1%
18% K4
2%  EARES
U 6% | 1%
a2 3%
X 5%

24% %) 1%

24% 5%. 3%

9% [l 3%

The high ratings for both print and digital media may be an indicator of organizations
combining both types. Print and digital channels can complement each other. Using print
to drive customers online to view videos, order products, and access additional content
leverages the strengths of multiple media; while adding QR codes, personalized URLs, and
augmented reality markers to print invites an opportunity to connect it with digital content.
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According to one finding from Print in the Eye of the Buyer, the 2020 NAPCO Research
survey sponsored by Canon reports, less than half of the communication buyer and
influencer respondents frequently use print and digital media together. Print in the Eye of
the Buyer revealed that various multichannel communication campaigns included a print
component (Figure 8).

45%

Ongoing Communications With Existing Clients

44%

New Customer Onboarding

44%

Welcome Kits

44%

Customer Loyalty Programs
New Customer Acquisition 43%

Enrollment Programs

Lead Nurturing Campaigns

None of the Above 5% Multiple Responses Permitted

Q. Which of the following customer communication outreach/campaigns do you support with multichannel communications that include print?
N = 230 Communication Buyers and Influencers

Source: Print in the Eye of the Buyer, NAPCO Research 2022
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Print Application Usage Trends

Communication buyer and influencer respondents indicated that, from among the 16 print
applications listed, those they purchased or influenced mostly increased or held steady in
the last 12 months as compared to the previous 12 months (Figure 9). Few respondents
(16% or less) indicated that they had decreased their use of such print applications during
that same period. Among those applications with the highest increase during the 12 months
prior to completing the survey were marketing materials, bills/statements, training materials,

postcards, office stationery, and direct mail.

Figure 9
Buyer and
Influencer Print
Use Trends Last
12 Months

@ Increase @ Stay the Same Decrease
Marketing Collateral (Brochures, Sell Sheets), N = 42 62% 28% 10%
Bills/Statements, N = 31 55% 35% 10%
Training Materials, N = 36 53% 36% 1%
Postcards, N = 20 50% 35% 15%
General Office (Stationery, Business Cards), N = 52 50% 42% 8%
Direct Mail, N = 37 49% 40% 1%
Financial/Legal Materials, N = 27 48% 48% 4%
Catalogs, N =26 46% 50% 4%
Point-of-Purchase/Display Materials, N = 33 45% 45% 10%
Books, N =20 45% 40% 15%
Packaging N = 29 45% 55%
Labels, N = 32 44% 53% 3%
Invitations/Event Materials, N = 32 44% 40% 16%
Business Forms, N = 33 42% 49% 9%
Signage, N =34 41% 56% 3%
Documents/Manuals, N = 37 41% 51% 8%

Q. Of the print applications you influence or purchase, which best describes your use in the last 12 months as compared to the previous 12 months?
N=75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Over the next two years, communication buyers and influencers expect solid increases in
their print use (Figure 10). A majority of buyers (50% or greater) expect to increase use of
11 of the 17 print applications included in the survey.

A likely reason for expected increase in application demand is digital printing, as it enables
more organizations to use print. Digital printing’s ability to print affordable short runs and
its expanding application options — such as use in labels and packaging — are allowing
more organizations to use it.

Figure 10
Printing Use
Next 2 Years
@ Increase @ Stay the Same Decrease
Labels, N = 32 72% 25% 3%
Marketing Collateral (Brochures, Sell Sheets), N = 42 69% 24% 7%
General Office (Stationery, Business Cards), N = 52 61% 37% 2%
Point-of-Purchase/Display Materials, N = 33 61% 27% 12%
Catalogs, N = 26 58% 38% 4%
Business Forms, N = 33 58% 39% 3%
Packaging N = 29 55% 45%
Signage, N=34 53% 44% B%
Financial/Legal Materials, N = 27 2% 44% 4%
Documents/Manuals, N = 37 % 46%
Invitations/Event Materials, N = 32 50% 44% 6%
Bills/Statements, N = 31 48% 52%
Training Materials, N = 36 44% 44% 12%
Direct Mail, N = 37 4 46% 1%
Books, N =20 40% 55% 5%
Postcards, N = 20 40% 50% 10%

Q. Of the print applications you influence or purchase, which best describes your use in the last 12 months as compared to the previous 12 months?

N=75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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Table 1, below, compares the top applications buyers and influencers expect to see grow
over the next two years as compared to usage in the last 12 months. Overall, buyers
expect solid growth across these applications. Respondents identified labels as the top
area of increase, and packaging was strong as well. Digital printing is a likely factor fueling
the expected use of packaging, as it enables new, shorter runs and personalization options
that encourage greater use by organizations. Other increases may reflect the return to
in-person events.

Table 1: Buyer Demands Last 12 Months vs. Next 24 Months

Application Increase  Same Decrease

Last 12 Months 44% 53% 3%
Labels, N = 32

Next 24 Months 72% 25% 3%

Last 12 Months 62% 28% 10%
Marketing Collateral, N = 42

Next 24 Months 69% 24% 7%

Last 12 Months 45% 45% 10%
Point-of-Purchase/Display Materials, N = 33

Next 24 Months 61% 27% 12%

Last 12 Months 50% 42% 8%
General Office, N = 52

Next 24 Months 61% 37% 2%

Last 12 Months 42% 49% 9%
Business Forms, N = 33

Next 24 Months 58% 39% 3%

Last 12 Months 46% 50% 4%
Catalogs, N = 26

Next 24 Months 58% 38% 4%

Last 12 Months 45% 55% =
Packaging, N = 29

Next 24 Months 55% 45% =

Last 12 Months 41% 56% 3%
Signage, N = 34

Next 24 Months 53% 44% 3%

Last 12 Months 48% 48% 4%
Financial/Legal Materials, N = 27

Next 24 Months 52% 44% 4%

Last 12 Months 41% 51% 8%
Documents/Manuals, N = 37

Next 24 Months 51% 46% 3%

Last 12 Months 44% 40% 16%
Invitations/Event Materials, N = 32

Next 24 Months 50% 44% 6%

Source: Propelling Your Business Forward in Ever-Changing Competitive Environment, NAPCO Research 2022
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Commercial printer respondents expect print application demand to either increase or hold
steady (Figure 11); the top applications expected to increase over the next two years are
packaging, sign and display, direct mail, and labels.

Packaging is an attractive segment for commercial printers because digital media alternatives

cannot replace it, and digital printing is reducing entry barriers to offering packaging.

Figure 11
Commercial
Printers’ 24-Month
Application
Projection

@ Increase @ Stay the Same Decrease
Packaging, N =78 74% 26%
Signage and Display Graphics, N = 127 72% 25% 3%
Direct Mail, N =142 63% 28% 9%
Labels, N = 134 50% 43% 7%
Postcards, N =155 47% 43% 10%
Marketing Collateral (Brochures, Sell Sheets, Etc.), N = 155 39% 49% 12%
Invitations/Event Materials, N = 143 30% 48% 22%
Documents/Manuals, N = 156 21% 59% 20%
Catalogs, N =125 20% 56% 24%
Books, N =103 19% 54% 27%
Training Materials, N = 137 19% 57% 24%
Magazines/Periodicals/Journals, N = 95 18% 52% 30%
Bills/Statements, N = 79 17% 44% 39%
General Office (Stationery, Business Cards, Etc.), N =142 13% 55% 32%
Financial/Legal Materials, N = 82 [ll[PXZ 74% 14%
Business Forms,N=103 [lEFA 51% 40%

Q. What do you expect the demand trend will be in the next 2 years for the print applications you offer or plan to offer?
N =184 Commercial Printers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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When asked about the application demand expectations in the next 24 months, there were
similarities and differences in the responses from commercial printers and buyers, as
shown in Table 2, below. Though the two groups reported high demand expectations for
packaging and both signage and display graphic applications, they indicated differences in
other key commercial print applications. For example, commercial printers expect higher
future demand for direct mail while buyers expect higher increases in marketing collateral
materials. Buyers also expect to increase purchasing of office stationery and business
cards as compared to commercial printers.

Table 2: Buyer vs. Commercial Printer on Key Application Demand Projections

Application Increase = Same Decrease Takeaway
Two-thirds of buyers expect an
Buyers 69% 24% 7% T—“—
Marketing Collateral 5 g |
. rinter respondents are less
Printers 39% 49% 12% optimistic than buyers.
. . Buyers 43% 46% 1% Printers expect more of an increase
Direct Mail
Printers 63% 28% o | EDIER
Almost two-thirds of buyers expect
General Office Buyers 61% 37% 2% an increase and almost one-third
. o o o of printer respondents see it
Printers 13% 55% 32% decreasing.
?F‘,Jé’gr)s 61%  27%  12%

Overall, buyers and printers expect
Point of Purchase Buyers 539% 44% 39 increases, though 12% of buyers

(Signage) expect a decrease in POP.

Printers 72% 25% 3%

Buyers 72% 25% 3% Almost three-quarters of buyers
Labels

Printers 50% 43% 7% expect label use to increase.

o o _ Almost three-quarters of commercial
. B 2 o printers expect demand for packaging

Packaging to increase as compared to 55% of

Printers 74% 26% = buyers.

Source: Propelling Your Business Forward in Ever-Changing Competitive Environment, NAPCO Research 2022
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Defining What Customers Value

Communication buyers’ and influencers’ top criteria for selecting print providers are

the ability to produce high-quality color printing, reliability and turnaround times,

excellent client service, best prices, and the ability to order online (Figure 12). Another
survey question that supports the top criteria of high-quality color printing is that 94% of
respondents reported color consistency across their print communications as “critically
important” to their organization. These findings—combined with the 60% of communication
buyers and influencers participating in the Print in the Eye of the Buyer survey who

said G7° color certification was “absolutely essential/very important” when selecting

a print provider—indicate the importance color standards and certifications can offer
commercial printers.

High-Quality Color Printing 37%
Best/Reliability and Turnaround Times 36%
Excellent Client Service/Responsiveness 36%
Best Prices 32%
Offer Online Order Entry 31%
Offer Services Beyond Print (i.e., Design, Finishing, Mailing, Data Services) 29%
Highly Creative/Innovative 25%
Experience Working with Them 24%
Ability to Track/Report on Results 24%
Strong Technical Capabilities 24%
Offer New and Innovative Ideas 23%
Certifications (G7 Color, HIPAA, Sustainability) 20%
Most Complete Set of Services 20%
Referral From Someone Who Has Worked with Them 17%
Provider is on an Approved Vendor List 15%

Educate on New Technology 12%
Don't Work with External Print Providers 3% Select Up to Five

Q. What are your organization's TOP CRITERIA when selecting an external service provider for printing?
N =75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
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In addition, print buyer respondents indicated that color quality and consistency are among
the key causes of dissatisfaction with print jobs. Figure 13 provides a comparison between
this 2022 survey’s print buyer and influencer respondents and those who participated in the
2020 Print in the Eye of the Buyer research on the reasons they’re not satisfied with a
finished print job.

Other factors leading to unhappy customers include the final product did not meet
expectations, the printer missed the job deadline, the print quantity was not correct, and
the final product was flawed/defective or did not match the proof. All these reported
reasons for customer dissatisfaction are opportunities for print providers to improve their
processes with color management practices and more controlled, streamlined workflows.

In addition, the survey asked communication buyers what they'd like to learn more about
with regard to print production, and the top response was improving color quality and
consistency (39%) closely followed by print color standards (36%).

%

Figure 13
Top Causes

Dissatisfaction

®2022,N=73 @ 2020, N =230

of Job 37%

Final Product Didn’t Meet Our Expectation

o
Printer Did Not Make the Deadline for Completing the Job 35%

Print Quantity Was Incorrect (Over/Under)

The Final Print Pieces Were Flawed, Damaged, or Marred
& 39%

The Job Was Not Consistent Across the Print Run or Communication Campaign
The Final Print Product Doesn't Look Like the Proof

The Printed Piece Had Print Defects (Spots, Hickeys, Smeared)

Work Didn’t Match Our Colors

Other Select Up to Three

Q. What are the top causes of dissatisfaction in the finished print work you receive from a print provider?

Sources: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022
Print in the Eye of the Buyer, NAPCO Research 2020
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Areas Where Commercial Printers Can Improve

The survey asked communication buyers and influencers to rate their print providers on
various quality and service attributes; Figure 14 shows how well these providers were

able to meet their customers’ needs. While 44% to 66% of the respondents rated the

print providers of the primary print applications they purchased or influence as “meets
requirements,” only one-third or fewer rated their providers’ ability to meet their requirements
for quality, print enhancements, quality consistency, turnaround, color consistency, pricing,
and media options as “exceeds requirements.” This indicates there’s room for improvement
or an opportunity for competitive providers that can exceed these requirements.

@ Exceeds Requirements @ Meets Requirements ® Somewhat Meets Requirements @ Doesn’t Meet Requirements

Figure 14
Opportunity to
Better Meet
Print Customer
Needs

High Quality 33% 46% 21%

Enhance Print with () () () [)
Special Effects 31% 44% 24% I 1%

Reprinting Jobs as Needed 27% 53% 19% 1%
Quality Consistency 27% 53% 20%
Fast Turnaround 27% 50% 23%
SR 21% 51% 2760 1%

Color Consistency 21% 56% 23%

Pricing 21% 66% 13%

Selection of Different Paper,
Media OptFi)oné 19% 54% 27%

Q. With regard to the primary print applications that you purchase or influence for your organization,
rate your print service providers' ability to meet your requirements on the following attributes.
N=75 Communication Buyers and Influencers

Source: Propelling Your Business Forward in an Ever-Changing Competitive Environment, NAPCO Research 2022

Conclusion

Print is a valuable tool in an organization’s communication mix, and respondents use

it to support high-value products, help acquire customers, build branding, demonstrate
quality, capture attention, and command authority. Respondents who purchase or influence
communications reported that their print use is mostly increasing or holding steady,
presenting opportunities for providers that can meet their buyers’ expectations and
requirements. Digital printing, too, continues to be a key force driving print use, as it may
enable more organizations to use print.

Buyer respondents select print providers based on their ability to produce high-quality

color printing, reliably meet turnaround times, provide excellent client service, offer
competitive prices, and support online ordering. In addition, color consistency across print
communications is critically important, and respondents reported that this can be a major
cause of dissatisfaction with print jobs. In turn, communication buyers indicated interest in
learning more about ways to improve color quality and consistency and print color standards.

Respondents reported that, overall, print providers meet their requirements for the primary
print applications they purchase or influence, but there’s room for improvement, as few noted
providers exceed their expectations. This presents an opportunity for print providers that can
exceed potential customers’ requirements.
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