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032 PRINTING

PACPRINT "0 -

A POST MORTEM

In the aftermath of PacPrint 2005, Marketing chats to print industry experts about the exhibition, the rise of digital
printing and its potential for marketers and the future of print.

CP: Chad Pierce — marketing manager, market and business development,
Fuji Xerox

MA: Malcolm Auld — managing director, Malcolm Auld Direct and The
Marketing Campus

GB: Gual Barwell - sales executive, Face Visual Marketing Group

SF: Scott Fitzgerald — sales and marketing manager, Rothfield Print
Management.

SN: Stephen Norgate — joint managing director, McKellar Renown
Press

JF: Jon Field — national manager, Nexpress Australia & New Zealand

PacPrint showcased many of the print industry’s newest and most
innovative technologies. What struck you most about PacPrint 20057
CP: PacPrint 05 signalled the transition from ‘heavy iron’ offset printing
to the more flexible and marketing-focused digital print technology.
Various vendors of digital print showed their wares and Fuji Xerox
showed its iGen3 digital colour press.

The importance of this technology for marketers is the increased flexi-
bility in providing cost-effective, short-run print jobs that are required as
quickly as possible. The breakthrough of digital colour print enables mar-
keters to change their direct marketing campaigns and virtually any
marketing collateral as the product or customer demands change.

GB: There were a lot of advancements and innovations that were show-
cased at PacPrint 2005. The printing inks and direct print-to-substrate
industries were the fields showcasing the most avant-garde technologies.

SN: Apart from all the large format printing, the thing that struck me
most was the clear impact that the digital workflow will have, is already
having, on both the client’s expectations and on the printer’s ability to
deliver a product that meets those expectations. The transfer of digital

data direct from the client’s final, approved art files right through
prepress, proofing and onto paper allows us to deliver consistent, pre-
dictable ‘bullet-proof” results that delight the client and have a positive
impact on our bottom line. It means that what the client sees on the
proof is exactly what they see in their finished product, with no variances
at all; it's virtually a guaranteed result.

Digital is already impacting marketing and is predicted to be huge for
the industry going forward — how do you see the role of digital in the
short and long-term future?

CP: There are a number of areas in which digital printing can assist mar-
keters. First, when you consider that 84 percent of printers quote a higher
quantity than required and 64 percent of marketers accept this quote for
more work than is required, there is a clear impact on the industry.
Digital printing can benefit the industry by enabling printers to give you
exactly what you want and no more. The benefit is in the lower overall
cost for print, storage and recycling. The power of digital print is short-
run, fast turnaround work.

The next big area where digital print will assist marketers is in rele-
vant or one-to-one communications, Digital printer technologies link
seamlessly with the internet and software solutions and as a result can
enable marketers to quickly and easily order repeatable print jobs. By
utilising customer data from either a Microsoft Excel spreadsheet or
{CRM) system, marketers can create tailored communication pieces that
lift response rates, customer loyalty and order size.

MA: Two types of marketers are already using the latest digital technol-
ogy. One is SMEs which want short-run postcards and mailings that
benefit from creative personalisation. The other is large organisations
that understand the benefit of testing and are using variable data digital
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