Corporate Color

Understanding the Market Dynamics for
Production-grade Color Computer Printers

The inside story of how technology is changing the way
documents in large companies are produced.

Corporate Color provides a detailed and comprehensive picture of print production in the
corporate environment. Blackstone Research Associates, chronicler of color printer
technology adoption practices since 1991, interviewed hundreds of end users to produce
Corporate Color. From our offices and in person in the first part of 2001, we interviewed
in-plant managers, IT executives, purchasing managers, and marketing executives and
learned how the largest companies in the world approach production color printing.

Hear from your customers:

About digital short run color: “We try to give ourselves enough time to get it done
offset. We want the best product, even if it’s a short run. It’s got to be crisp, it’s got to be
clean. | don'’t use [short-run] that much, since it seems to sacrifice quite a bit of quality.”

About investment priorities: “In the days of the Internet, black and white publishing
is not really something that you want to spend a lot of money on.”

About demand printing: “Our job is ensuring that nothing is on the shelf.” And “For
us, it’s not really on-demand, but on-demand low volume.”

About the transition to digital: “| would love to do more traditional printing on
digital printers, but I’'m just hitting a brick wall.”
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Movement to Production Color Printing Has Just Begun

Xerox President and COO Anne Mulcahy called the office the “last bastion
of black-and-white,” but that does not mean the battle for color pages in the
corporate production environment is over. In fact, one could say the movement
of work onto production digital color printers has barely begun.

Powerful forces are pushing our big-company customers:

*  Thelargest and most document-dependant industries are faced with
consolidation that is changing the rules for competition. At the same
time, deregulation is adding new communication mandates in many
large organizations.

* Consolidation changes reporting relationships and responsibilities
throughout the organization, shaking up long-standing document
domains, calling into question age-old document practices.

* End customers can’t be taken for granted: there is the conflicting
requirement to treat customers as individuals, even when one has
millions of customers.

Color Technology: Friend or Foe?

Technology can be an ally or an anchor in the face of such challenges.
Why do some embrace color, while others avoid it? Why does an in-plant
manager in the finance industry return from Xplor and launch the RFP
process to acquire digital color printers that will cost about $3.0 million,
while another in the same industry distributes documents to the sales
team in black and white, because of limitations of field technology?

The heart of the research for Corporate Color is to understand the migration
of color print from analog (offset) to digital. Equally important, we have set
out to understand how organizations provide a color production infrastructure.
Technology offers more choices, and flexibility is a prime motivator when
individuals are faced with document technology decisions. Our research will
help you target your product development and your field sales activities, as
you guide your company to benefit from the migration of color printing from
offset (or the desktop) to digital production color printers.

Corporate Color has been written to meet the information needs of
product managers, R & D directors, and marketing executives in the vendor
community. Corporate Color is Blackstone Research Associates’ third self-
sponsored survey-based research report examining the dynamics of digital
color printing. Barriers to Color Adoption, published in 1993 and Color in
the Office, in 1998, covered the adoption of color by office workers.

Here’s What You’ll Learn from Corporate Color:

The role of finishing: Learn how relatively low-tech document finishing
is holding back the migration of print jobs from offset to digital.

Shifting responsibilities: Observe how the migration of down-and-dirty
monochrome production print to the network (or outside) has changed
the work mix and responsibilities of the in-house print production team.

Migration from offset to digital color: Learn which technology advances
are enabling the move from analog color (process color) to digital color.

Print quality as a selling point: Learn print quality’s role as a facilitator of
color technology adoption.

Cost is not always the main concern: Learn that, even though everyone
needs to save money wherever they can, some in-house production
people are more “due-date-driven” than cost-driven.

Find the decision makers: Whose door should you knock on? How to
navigate the organizational minefield.

Partial Table of Contents

Summary and Highlights

What are Digital Production Color Printers,
and Who Makes Them?

Methodology and Demographics

Environment Descriptions
Reporting Structures in Transition
Different Work Characteristics
Sales Leverage Across Functions
Technology Convergence may not
Cause Organizational Change
Data Center Printing
Easier to Outsource
The Burden of Legacy Systems
Do Leaders Care More About IT?
In-Plants: Always Threatened
How High the Walls?
MFPs? A Kind of Copier?
Consolidating Functions
The Role of Purchasing
Production Digital Color as a Substitute for Commercial Printing

Printing Equipment Installed
Total Inventory
Inventory within Department

Document Descriptions
Work Mix and Target Applications
Target Applications
Print Job Specifications
New Medium Requires Special Handling
Finishing Contributes to Quality
Changes in Production Process and Document Characteristics

Print Volumes and Sources of Growth
Pages and Impressions
Sources of Growth
Cost of Printing

Business Dynamics

Access to Color and Production Color
Use of Centralized Facilities by Marketing
Examples of Color Gate-keepers

E-procurement: Beyond Business Cards

Alternatives to Print
Internet is a Publishing Medium
Burning CDs—Instead of Print or In Addition to Print

Where variable data printing fits: Learn where the mis-
matches are between the “sizzle” that variable-data marketing,
demand printing, and distribute-then-print offer and the realities
of big-company business document needs.

Industry focus: Learn how to distinguish document strategies
that are a matter of corporate philosophy from strategies which
are industry-specific.

Facilities management: Understanding the limits of facilities
management and outsourcing means understanding the
strengths of the in-plant and central print operation—
knowledge that can help keep your account viable.

Centralized vs. distributed print: Learn how to find
opportunity in the face of the one-two punch the Web and
networking have landed on centralized printing.



Color Adoption/Document Decisions
Adoption: Sources of Resistance
Adoption: Changes in User Requirements

Color on the Screen
Support Sales
Observing Others in the Company
Who is Driving the Decision?
Motives for Document Decisions
First, the Profit Motive
How Close to the Mission?
Documents in a Support Role
Capacity and Economics
Other Decision Motives
Response to Technology
Response to Business Conditions

Document Trends
I:1 Marketing
Not Just a Direct Mail Tactic
High Interest Among Non-users
Print-on-Demand
Distribute-then-Print
Changes in Print and Copying Practices

Adding Color to the Monochrome Workflow

Printing: Make or Buy?
Trends that Affect Make-or-Buy
Can’t Do it Inside? Go Out.
Managing Behavior
Use of Short-Run Printing by Marketing

Industry Trends
Competitive Summaries

Product Development and Technology Advances

Near-term Outlook
Prospects for Equipment Sales
Prospects for Sale of Services

Tactics for Participation
Technology Developments Needed

Approaching the Market through Partnerships and Alliances

Sales Tactics

Partial List of Figures

Fortune 1000 Rank

Involvement in Acquiring Presses, Copiers, and Duplicators
Involvement in Acquiring Computer Printers

Involvement in Acquiring Outside Printing Services

Presence of In-Plant at Company

Availability of In-house Production Resources to Marketing Respondents
Reporting Relationships—In-Plant and Computer Print Group
Changes to Reporting Relationships

Four-color Work Migrating from Offset to Digital Color Printers
Availability of Production Color at Company by Industry

Total In-Plant Inventory by Product Class

Total Computer Print Inventory by Product Class

Total Marketing Inventory by Product Class

Work Mix by Product Class

Annual Print Volume of Target Application by Product Class
Brand Share of Annual Volume

Job Specification Summaries

Attributes of “Special” Paper

Finishing Steps

Changes in Production Process

Changes in Print Job Characteristics

Changes in Annual Print Volume, 1999 - 2003

Factors Influencing Print Volume Shifts

Per-page Printing Costs

Billing Methods

Marketing’s Reliance on In-Plant

Printed Materials Available on E-procurement System

Portal Access to Third Parties on E-procurement System
Non-print Publishing Methods

Barriers to Adoption of Color, 1998 vs. 2001

New Color Printing Applications Prompting New Equipment
Company’s Use of I:|1 Marketing

Status of Investigations into |:| Marketing

Company’s Use of Print-on-Demand

Print-on-Demand Investigations/Barriers

Company’s Use of Distribute-then-Print
Distribute-then-Print Investigations/Barriers

Changes to Printing & Copying Practices, 1999 - 2003
Potential Color Print Jobs in the Monochrome Work Mix
Company’s Use of Local Quick Printers or Copy Shops
Factors that Prompt Change in Demand for Quick Print or Copy Services
Plans to Acquire Color Printers in the Next Two Years
Brands and Models Under Consideration

Increase in Market Penetration—Production Color (25+ ppm)

Helping your customers: Most corporate in-plant print units
are vulnerable. Some survive by keeping their heads low, and
others survive by being highly visible. Helping them survive will
cement your relationship with your big accounts.

Facilities management: How far? Facilities management is
seldom all-or-nothing. Understand how customers define the
applications and functions they want facilities managers and
outsourcers to help with.

Control of the document infrastructure: Learn how different
functional areas jockey to control documents.

Respond to resistance to sales: Learn how to anticipate sources
of resistance, and respond with meaningful rebuttals.

How to focus your message: Fine-tune your marketing messages
to address top customer motivators.

Hear from your prospects:

About quality: “[Sales people can dial up and] look at our sales
brochures, which are full color, but we don’t allow them to print
them, because we can’t guarantee the quality.”

About outside services: “They had better not be going outside.
That’s what the copy centers are for. If you’ve got a rush job. ..you’d
better make a phone call to the copy center manager and get the
time allocated for people to be there overtime. You'd better not
be going to Kinko’s.”

About MFPs: “IT is interested, and they see the wisdom of it, but. . .the
timing is never right. Once more, vendors are bidding on copiers
alone instead of office document systems. Maybe next time around.”
About e-procurement of print: “You can procure shelf items over
the Internet. A bolt is a bolt. But a printed piece is a custom piece.”
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Methodology: Analysts Hear Accounts First-hand

Blackstone Research Associates conducted structured telephone
interviews in three principal functional areas within Fortune 1000-
sized organizations:

* In-plant managers (54 interviews);

*  People involved in centralized computer printing
(35 interviews);

*  People in marketing who often prompt or sponsor digital color
print jobs (3| interviews).

We do not use outside interviewing services. Since the analysts
who wrote the report did the interviews, we deliver the richest
possible explanation of customer motivations and technology
deployment strategies.
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To the extent possible we gained a better understanding of our
contact companies by conducting interviews in multiple locations
within the company.

Although we conducted structured interviews with individuals
in three functional areas (in-plant, computer print, and marketing),
on a free-form basis we also interviewed individuals who are
influential in guiding their organization’s document strategy. These
interviews were conducted in-person at end-user sites, as well as
over the telephone. We re-contacted selected respondents who
demonstrated their command over their organization’s document
technology philosophy, gleaning additional hard-to-learn
motivational insight.

We heard from purchasing managers, too, who helped us
understand the process for acquiring commercial print services,
and shed light on production printer (and office) technology
selection decisions. Purchasing also provided input on outsourcing/
facilities management decisions. We also interviewed those
responsible for e-procurement, to learn what set of print products
are appropriate for a “click-and-order” system.

Your customers, in their own words:

About brand loyalty: “For what | am paying for the Canons,
| can print with the single Xerox, and have the same
productivity. The Xerox is built for production, whereas the
Canons are designed for convenience copying.”

In-house vs. outside: “Adding color to our operation will add
to our headaches.”

Research Topics

e Organizational reporting relationships for print-related groups
(in-plant, centralized computer print, office systems, office
copiers)

*  Equipment inventory (monochrome and color digital printers,
color copiers, presses in in-plants)

*  Print volume growth trends, past and future

e Print volume, job mix on target color printer (fastest)

*  Description/characteristics of highest-volume job

*  Color printer/copier acquisition plans

*  Use of on-demand and distribute-then-print

e  Potential role of MFPs

e Useof I:I (variable-data) marketing

e Migration of color print jobs from analog offset to digital

e Non-print publishing initiatives

e Can printing be ordered on e-procurement systems?

About Blackstone Research Associates

Blackstone Research Associates provides custom market research
and strategy consulting services to product managers, strategic
planners, and R & D executives in the computer industry. Survey-
based primary research supports many assignments.

In addition to conducting proprietary research studies, Blackstone
Research publishes industry reports. Topics researched have
included color copy quality, color printer and copier cost of
ownership, and color peripheral product adoption. Blackstone
Research Associates also publishes the Color Business Report, a
monthly computer industry newsletter.

Pricing and Availability

Corporate Color is available for $7,500. Contact us for
quantity pricing.

Satisfaction is guaranteed.

If you are not completely satisfied, return the report within
30 days for a full refund.

10 River Road, Suite 104

Uxbridge, MA 01569-2245

Phone: (508) 278-3449

Fax: (508) 278-7975

e-mail: mike@blackstoneresearch.com
www.blackstoneresearch.com
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Order Form

Pricing and Availability

Corporate Color Understanding the Market Dynamics for Production-grade Color Computer Printers is available for
$7,500. Additional copies ordered at the same time cost $995 each.

Satisfaction is guaranteed. If you are not completely satisfied, return the report within 30 days for a full refund.

Please send me a copy of the report Corporate Color, at a purchase price of $7,500.
| am ordering additional copies of the report at $995 each .
Payment is as follows:

O Acheck for $ is enclosed. (Make check payable to Blackstone Research Associates, in U.S. funds
drawn on a U.S. Bank.)

[0 Please send me an invoice. P.O. number:

Please charge $ to Visa/MC/AmEx/Discover No:

Expires Signature

[0 Please send instructions for wire transfer.

MA residents, please add 5% sales tax.

Name Title

Company

Address

City State Zip
Phone Fax

e-mail address

Mail check/P.O. and order form to:

Blackstone Research Associates 10 River Road, Suite|04 Uxbridge, MA 01569-2245
Phone (508) 278-3449 Fax (508) 278-7975

10 River Road, Suite 104
black Uxbridge, MA 01569-2245
Phone: (508) 278-3449

Fax: (508) 278-7975
S t one e-mail: mike@blackstoneresearch.com
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