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The economy gets no respect
� GDP positive for 19 qtrs, +3%

� ISM mfg positive for 53 mo

� ISM non-mfg positive for 55 mo

� Largest employed workforce in 
history: 144.8 million, +2.4 million

� Last month +271,000 new jobs in 
household survey

� BLS corrects itself: has been 
undercounting by +810,000 jobs

� averaging +78,000 net new 
businesses per month

� Household wealth $53T, +7%

� Personal income +8.6%

� Corporate profits +18%

� Tax collections
� Corporate +27%

� Individual +13%

� Exports +8%

� CB consumer confidence
104 vs. 87
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Economic outlook

� GDP growth slowing down: +2.25% to 3%

� Unemployment will stay below 5% for at least 
the next six months, perhaps more

� Unemployment rate may actually continue to improve

� Fed will probably ease by second quarter 2007

� Inflation reports will look good because of easy 
comparisons
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Print and the Economy
� Econometric analysis proves it…

� As GDP increases, commercial printing declines
� As GDP declines, commercial printing increases

� Positive relationship ended almost a decade ago
� Rising wealth, profits increases investment in print-

avoidance technology, changes consumer preferences
� Geopolitical and other tensions create austere 

discretionary spending, especially for communications
� Preoccupation with communications ROI
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Internet begins its 
march to mainstream

Print Loses Its Link to GDP
© 2005 PrintForecast.com and Strategies for Management, Inc.

Change in real GDP and NAICS 323 Printing Shipments  
adjusted for inflation December 2003 = 100

original data from Bureau of Economic Analysis 
and Commerce Department
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Postal data show change in media mix
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Revenue/employee for print is changing
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2006-2007 U.S. Commercial Printing
� 2006 will close at $91-92B

� 2007 will be $87-88B

� Continued general erosion of commercial printing volume

� Displacement by other media, dollars shift elsewhere

� Shift to other business entities

� Office superstores

� Desktops, networked printing

� Some commercial printers abandon their industry roots and become
advertising services, marketing services, and other businesses



© 2006,  Strategies for Management, Inc., www.drjoewebb.com 14

Two Scenarios for 2011 
Which Will It Be? Why?

 TOTAL  1-9  10-19  20-49  50-99  100+
2001 37,895       24,720       5,522       4,342       1,796       1,515       
2002 36,902       24,663       5,242       4,042       1,630       1,325       
2003 36,024       23,968       5,096       3,974       1,669       1,317       
2004 35,321       23,678       4,984       3,774       1,636       1,249       
Forecast 1  TOTAL  1-9  10-19  20-49  50-99  100+
2008 31,665       21,691       4,313       3,152       1,452       1,057       
2011 28,916       20,200       3,809       2,684       1,316       907          
Forecast 2  TOTAL  1-9  10-19  20-49  50-99  100+
2008 34,524       24,731       4,590       3,055       1,376       772          
2011 35,868       27,264       4,547       2,518       1,230       310          
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$75-77B Commercial Printing Market by 
2011

� Media preference trends continue to push print aside or 
avoid it totally

� New viewing technologies coming to market, but will not 
intensify change

� Internet generation joins workforce

� Wherever, whenever information expectation becomes 
more strongly entrenched
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Growth areas through 2011
� Digital printing continues to take volume from offset

� toner will dominate, inkjet will start commercial printing acceptance

� More printing on the desktop, networked printers

� On-demand printing expands role in book and similar markets

� Short-run jobs increase, gradually shifting size of new presses down, 
order sizes continue to decrease

� New print providers take volume from commercial printers, 
expanding services along the way

� advertising services, office superstores, computer service bureaus
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What is it? 
Strategy starts with a situation analysis

� Changes in communications technologies, consumer preferences, 
and proliferation of media choices have created a global media 
marketplace

� Consumers decide what information, how they will access, and at 
what time

� Communicators have more information than ever before about what 
and how media work for them… except all of the data are suspect

� Personal technologies are richer in function and simplicity than
corporate technologies, and bubble up to larger organizations

� The “digital natives” run the show
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Printing market is the interaction of 
buyers and sellers

� Buyers offer a price for the value of benefits they expect

� Sellers offer capabilities to provide those benefits

� Benefits are understood differently by each side

� Amount of information buyers and sellers have about 
each other affects the prices offered

� Value-added is a myth; buyers deal with whole company

� Buyers have more places to spend their money
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Other trends shaping print 
� Mass media is now personal and mobile (YouTube, others)

� Craft is now networked and programmed, becomes invisible or 
clickable

� Local audiences are now global

� Segmentation no longer limited to geographical or cultural constraints

� Democratized content creation shakes up traditional publishing

� Print workflow transformed: tail wags the dog
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B2B e-commerce is maturing
� Abacus 2006 Business-to-Business Industry Insights

� +13% B2B transactions

� +2% B2B buyers

� +9% aggregate sales

� -3% average sale (which is now $200)

� Businesses have greater need for create web presence 
and also to stimulate volume of transactions

� Search engines have significantly changed web site 
functionality requirements
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Those nine magic words…

“Print can be a legitimate 
spinoff from the Web…”

-- David Worlock, chief research fellow at 
Electronic Publishing Services, Outsell, Inc.
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New rules to engage the marketplace
� Electronic media have undeniable and pre-emptive advantages 

� timeliness
� richer information (motion, sound, etc.)
� freedom of geography, time, format

� Print enhances new media
� makes new media better
� ensures its use
� increases frequency and depth of access

� New media are hard to manage and deploy well, just like print
� New media have become part of daily life for all generations, 

whether active or passive use
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Seven Strategies to Renew a Print Business

� Select one only for whole company, 
unless large or multi-divisional

� Select strategy for different client if offerings and support 
staff allow

� Transition takes time

� Let old business and its processes die, 
invest in the new business
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The 7 Renew Strategies
� 4 Communications 

Strategies
� Sender 

� Message conduits 

� Receiver 

� Feedback

� 2 Production Strategies
� Communications logistics

� Commodity printing

� Offline Media Strategy
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The Communications Process

SENDER

MESSAGE
CONDUITS

RECEIVER

FEEDBACK

SENDER: Creator of the message 
or the buyer of a message creation 
process

CONDUITS: 
Channels that provide 
transportation for  
messages

RECEIVER:
Target audience

FEEDBACK:
Desired and 

undesired 
responses
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The Four 
Communications Strategies
� The SENDER strategy

� Develop the ability to create messages

� The MESSAGE CONDUIT strategy
� Own an exclusive means of getting from sender to receiver

� The RECEIVER strategy
� “Own” the receivers in a unique way

� The FEEDBACK strategy
� Offer a special way for receivers to get back to the senders
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Communications Logistics
� Sometimes called “marketing services” business

� This is NOT the communications business because it 
coordinates, it does not “own”
part of the process

� Remove the logistics burden from the shoulders of their 
clients
� “Manage the details”

� Corporate outsourcing

� Physical or cyberspace logistics
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Communications Logistics

� What do you say?
� “We know how this stuff works; you can trust us”
� “We know how these postal regulations (or e-mail campaigns) 

work, so trust us to do that for you.”
� “We’re expert in [insert your skill] that helps our client(s) reach 

[insert client goal]”

� Many hidden costs in communications that even the 
corporate bureaucrats have not yet found
� Understand concept of total cost, not cost of putting a job on press, 

but cost of actually creating and managing a project through to 
the recipient’s decision
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Commodity Printing Strategy

� Be honest, don’t pretend, and stop whining
� Gear business to be the most efficient 

and productive commodity print operation possible
� Requires constant, wise investment

� Commodity business can be profitable if managed well

� Just don’t pretend you aren’t in this business

� High selling prices are possible in commodity 
industries if clients’ total costs are reduced
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Selected Economic Costs of 
Working with Printed Materials
� Transaction costs

� Management
� Vendor selection
� Evaluation

� Holding costs
� Inventory costs
� Opportunity costs

� Financing costs
� Credit costs
� Payment costs � Q * = optimal order quantity 

� C = cost per order event (not per unit) 
� R = monthly demand of the product 
� P = purchase cost per unit 
� F = holding cost factor; the factor of the purchase cost that is used as the 

holding cost (this is usually set at 10-15%, though circumstances can 
require any setting from 0 to 1) 

� H = holding cost per unit per month (H = PF) 
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Commodity Printing strategy

� Expand the geographic sales area 

� If local, become regional; if regional, increase the region; 
become national, or international

� Communications technologies allow marketing area 
expansion like never before

� Lean, high productivity and high utilization operation
� Wise financial management

� Less equipment
� More shifts
� Superb backroom operations

� Product mix must be right
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Every +0.1% in Retail e-comm Results in 
-$1.8B in US Commercial Print
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CAN PRINTERS 
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Vistaprint now 
$152.1MM
+67% compared to 
fiscal 2005

Net income 
=$19.2MM
13% of revenue
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Offline Media Specialists
� Print is now “offline media”

� Let's claim the name as our own

� Includes all non-broadcast, non-Internet formats and 
design or content-coordination capabilities

� Printed materials

� Signage

� Packaging

� Sponsorship

� Events, event management

� Outdoor

� Promotions

� Product placement

� Public relations coordination

� Others?
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It Doesn’t Matter 
If We Still Sell Print 
in the Old Ways
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Rate of change; Jan 1994 =100

Content is still growing
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Key Action Items for Print Companies
� Understand the new world of graphic communications, 

and help lead your clients there

� Work with small and mid-size businesses who need media 
assistance more than corporations

� Get into the real media decision-makers: the people who create 
content, the creatives, and who recommend media corporations use

� Get involved in associations where media-selectors go, such as 
local agency associations and chapters, chapters of the American 
Marketing Association, PRSA, and others
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Key Action Items for Print Companies
� Immerse yourself in “offline media” ideas and tactics that you can 

add to your business, and recommend to your clients

� Use new media in your own business, and do it exceptionally well; 
find tie-ins to your client’s work

� Use new media in your own life, like Skype, instant messaging, 
get a “cool” cell phone, an iPod, a PDA, visit popular websites like 
YouTube.com and others, and make using new gadgets a habit

� Become a new media resource for your clients; if you can’t do 
certain new media tasks, get to know the people who can 
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Key Action Items for Print Companies
� Educate yourself in the weaknesses of new media

� SPAM and image blocking 
� Who’s not online

� Know the demographics your clients are trying to reach and advise 
them about how much of the market they might be missing

� Pew Internet data show there’s no category where close to 100% 
other than the best educated, highest income group. The other 
markets require other media to get the desired reach.

� Be able to explain deliverability problems and why print needs 
to be part of an e-mail and e-marketing effort

� E-mail addresses go out of date faster than physical addresses

� Subscribe to the best on-line newsletters that fit your 
business and personal interests

� Subscribe to an online newspaper so you’ll feel guilty if you don’t use it
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Key Action Items for Print Companies
� Live with new media movers and shakers

� Become active in ad:tech and other designer, agency, public relations, 
and media events as attendee, speaker, exhibitor

� Join Interactive Advertising Bureau and similar organizations

� Promote positive print stories
� Hasbro’s first catalog

� Outsell, Inc. report of print’s effectiveness in lead generation and brand-
building (page 22 of their report) 

� Run e-newsletter and mean it… devoted to print, media, and your clients

� Show print’s important role in making other media effective
� Cross media needs print to work; three media are better than just one
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Remember These Strategy Essentials

� Strategy is not about today or tomorrow; 
it’s about two, three, and many more years from now

� If your business is preoccupied with today only, 
that is a sure sign of trouble

� A single equipment purchase or sales force hire will not 
reposition your organization

� Credibility of strategy comes from its decisive 
implementation
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THANK YOU!
Questions?
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In Search of Dr. Joe
� WhatTheyThink.com

� “Mondays with Dr. Joe”

� PrintForecast.com
� sign up for free e-mail newsletter PrintForecast Perspective

� DrJoesBlog.com
� the Internet’s only printing industry, new media, and business 

economics blog

� Weekly paid podcast
� PrintForecast Contrarian View


