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What is Innovation?

Innovation is the
development of new
products (solutions)
that solve
unmet/unspoken
needs in efficient and
creative ways. "
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What’s Required to Innovate?

* Need:

» Substantiated market need

e Process:

* Product development process, business model,
integrated workflow

* Resources:
* People, finances, and technology

Chris Bondy © 2013

Innovate with Web-to-Print

NEED
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1. Fast
Processors

3. Unlimited
Bandwidth

2. Inexpensive
Mass Storage

.4

Chris Bondy © 2013 Chris Anderson — The Long Tail, Free

Q& A

AdSense

Google
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Cultural/Technological Migration
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Economy — History Repeats Itself

Source: US Government: M3 Print Shipments up to 2010. 2011 -2020 are estimates
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External Factors Drive Pace of Transformation

Source: IBM Business Model Transformation, adapted from Gerry Johnson, Kevin Scholes, Richard Whittington,
Exploring Corporate Strategy, 7t Edition © 2005 Prentice Hall, Pearson Education Limited
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The Innovator's
Dilemma (1997)
Clayton M.
Christensen

Performance

ality use

,
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IPOD vs. MP3 Player

Synthesizing unmet needs & wants into an integrated solution
» Steven Jobs immersed himself in the personal music ecosystem and refined the
experience using similar technology with a more complete execution — e.g. Web-to-print.

Generic MP3 Solutions Holistic Solution — new Ecosystem
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Managing Collections: DAM

* iTunes Store catalogs over 26 million songs, over
z. 700,000 apps, over 190,000 TV episodes and
CiTunes  ,yer 45 000 movies

* iTunes customers purchased and downloaded more than 5
billion songs
* iTunes Store is now renting over 50,000 movies daily,

YouTube exceeds 4 billion views per day

Ynu Tu hE » More video is uploaded to YouTube in 60 days than all three

major U.S. networks created in 60 years
* One hour of video is uploaded every second
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Optimization Mandate

« Consumers and Knowledge Workers are
impatient — we need time-saving solutions —
Time is the most valuable resource

+ We want an intuitive, efficient, and trusted
experience — the first time or they are gone

* Most efficient workflows will prevail in times
of tough market conditions
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Process
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Web-to-Print Workflow

e A
c~T
Customer

Strategy

Demand Web Order Production
Generation Properties Processing =

Tracking & Analysis

ustomer Service

Chris Bondy © 2013

Expanded Web-to-Print Workflow Model

Strategy — Solution Road Map

Marketing Product/ Program E-Commerce Manufacturing Fulfillment

Demand Web Order

Generation Properties Processing Production

* Plan / Schedule
* Prepress
* Printing
* Finishing

* Order Shipping
* Mailing services

* Transaction
« Content
* Routing

* Target audience
* Navigation

+ Customization

* Proofing

* Shopping cart

* Account Mgmt.

* Requirements
* Segmentation
* Online channels
« Offline channels
* Promotion

Tracking & Analysis

Responses Web Analytics Orders Print Jobs Distribution

Customer Service

Online Chat Off-line / Call Center

Chris Bondy © 2013
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Same Business Model formula for everyone —
Most Optimized workflow wins!

Customer Value
Proposition

1
Key rany Key _ Profit Formula
. Processes : r ]
1

Resources

Source: Seizing The White Space, Business Model Innovation for Growth & Renewal, Mark W. Johnson
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Product Development Process Incremental vs. Breakthrough

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5

Definition,
Sl Concept Concept Product Technology
Product Generation —) ) Selection — Development-)) Transfer -
Concept —

- Ideation Evaluation Robustness Launch
Vision

Product Development
Process with

Phase 1a Phase 1b
: Immersion & Iteration
gl?:t:g;’,e' Customer for
- Immersion
(proditech) Future\\g | ot o “Breakthrough”
Market Space — Innovative
Innovate
Products

Vision
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Developing successful breakthrough
products come from two key commitments
to the front-end process

(Industry experts; Cooper, Christensen, von Hippel, Ulwick and Secondary
research; Hill-Rom, Pratt & Whitney, Apple, 3M)

-
* s Uncover spoken and unspoken needs,
. > wants and desired outcomes
Discover and -
explore the .: &« Converge
Opportunity Space - -
=g
.:.
-
1. Commitment to 2. Commitment to a comprehensive
thorough Strategic Immersion and Iteration Process

Planning
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Optimization — Strategic Planks

* Lean Manufacturing

- Lean attacks inefficiencies — wastes caused by defects, non-
value-add flow of information or materials, data storage,
inventory, overproduction and extra processing

» Forward Constraint Design

- Design the services offering around purposefully restricted
capability to balance features and manufacturability

Chris Bondy © 2013
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Lean Principles Justify Workflow Investment

Leverage value-added activities (that customer is paying for) and
eliminate non-value-added activities (that customer is not paying for)

Strategy Set-up
Analytics RIP’ing
Design Printing
Estimate Cutting
Increase qu Status F?'d'_”g Decrease or
Value-Add Project Mgmt. Binding Eliminate Non-
Cross-Media Delivery Value-Add
Tracking

Source: PRIMIR 2011 study “Transformative Workflow Strategies for Print Applications” by InfoTrends.
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Forward Constraint Design
Managing the Sandbox

Production Offering
Products, Programs and
Services

Establish the
Manufacturing
Constraints for

built-in
Efficiencies

Reconcile Customer
Requirements with
“lights-out”
Production

Production
People, Process, Culture
and Technology

Integrated Customer Experience Back-to-front Optimization

Order
Processing

Finishing &
Fulfillment

Strategy/Desi Integrated
gh & Media
Compositionnieondy o porsProduction
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Forward Constraint Design =

« Refine the choices to only ol L B

those that can be delivered SharperAgents buld a
in a productive manner

» Streamline offering,
inventory, variables, and
options for better
efficiency

* Simplify the process and
make it easy-to-use

Web2Print is an example
of Forward Constraint
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Resources
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Transformation of Print

Direct Imaging
High Speed Digital Color
Content Management
Remote Color Proofing
JDF/PDF/PPML-VDX  Print

Technology

Web-to-Print
Integrated Cross-Media

Communications
Information

Internet Technology

Broadband Services
Wireless
Databases — XML
Data Analytics
Networking

chool of Media Sciences

Web-to-Print Value Proposition

Optimization: Allows you to standardize job submission, automate
your workflow and capture more print work.

Revenue Growth: Allows you to expand your business into
customized print, wide format printing and more, when you are ready.

Extend Your Reach: Allows you to create an unlimited number of
unique, branded Store Fronts for high-profile customers as well as
generic online traffic, including demo sites for generating new
business.

Extensible: Modular approach with Cloud-Based (Hosted) and
Customer-Hosted deployment options makes Digital Store Front’s a
fit for print organizations of all sizes — with excellent growth potential.

Chris Bondy © 2013

13



R.ILT.

School of Media Scienc

es

Who’s Buying Web-to-Print?

In Plant

.I.‘
i

Facilities Management

Retail
(SMB/Consumers)

Commercial Printer

Services a “captured” Services a “captured” Retail Chains Commercial Offset Printers
customer community customer community Single Retail Outlets Hybrid Printers
with employees from with employees from Franchises Pure Digital Printers

that community

Programs

an FM provider

Programs

Big Box Stores

Products

Programs/Products

24/04/2013
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Web-to-Print Deployment Options
(rent, buy, build)

ASP (rent, cloud-based) Licensed (own IT infrastructure)

* Low Start-up cost * More initial start-up cost
* Less IT skill req’d. * More IT skill required

* Higher long-term costs + Lower long-term costs

* More generic * More customized

Home Grown (internal development)
Much More initial start-up cost

Much More IT skill required

Much Lower long-term costs
Customized to Specs

Chris Bondy 28
Chris Bondy © 2013
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Product Showcase: EFI Digital StoreFront®

Key Features:

® Online Job Submission
Workflow

Open a new front door to your business.

P ¢ Dual-purpose web
e i Servicgs i application with a print-
EF! Digital StoreFront e centrig online shopping
5 experience to customers

® Seamless on-ramp to their
production workflow.

® Process Automation with
Fiery’s Integrated Digital
Print/Finishing Workflow

® Integrated template
creation with DSFdesign
Studio™

Best Down-stream Integration
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Product Showcase: Adobe Scene7®
Fee w7 e e Rl  Key features

Publish dynamic
gCUSTOMIZO [ media/Manage creative
content
Author data-driven URLSs for
poace. | Aok Gy 10 UMCot 178 OwerTom 87740 dynam!c Imaging, eCat_angs,

- dynamic templates, eVideos
My Art Free Tempiates Have Artwork Created
P Use any of the 100+
configurable viewers

Design Studio Order Summary

Product e

@,ﬁ.ﬁm  Customize highly
differentiated, branded
experiences

Preview rich media and
schedule publishing
Integrate with Adobe
Creative Suite and Adobe
Digital Marketing Suite for

optimized workflows
Best Up-stream Integration

Upload New Artwork 75 7
2 Seloct Artwork Style

3 Place or Remove Artwork from Product

Chris Bondy © 2013
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Investing in Web-to-Print

Beyond software, successful Web-to-Print deployment
requires consideration of infrastructure, including:

» Marketing your new services

 Internet connectivity and bandwidth

+ Servers and disk storage

» Backup and redundancy

» IT, Web Development, and Design skills

+ Training requirements

* Production impact of Web-to-print on workflow

Chris Bondy 31
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Cross-Media Communication Skill-set by Phase

Capabilities Phase 1 — Phase 2 - Phase 3 - Advanced

o Traditional Transitioning
- R -~
d’lﬁmgn/Creatlve/Photo@sghy v v
-

/, Digital Print \‘ v
Fulfillment (Print/Mail) \‘ v
v

e-Mail Marketing \

Data Hygiene/Optimization

Personalization

AN RAYRYRYRYAYAY

Project Management

Strategy/Planning

A )

1
1
Postal Logistics i
I

+

]

7

Website Creation

Mobile Marketing U4

\\ Data Management ’1/
\.Qa;aﬂining/AnaLyti:s,&
Media BUys =

Public Relations

AN AN AN N AN N AN AN AN N AN AR YA YA

Ad Agency Chris Bondy © p013
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Results
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Product Focus: Vistaprint Business Cards

Change the Game — Synthesizing unmet needs and wants into an integrated and
streamlined solution

Vistaprint’s earnings reported January 28, 2010

Revenues for the second quarter
of fiscal year 2010 grew to

$194.6 million, a 40% increase Millions of Unique, Active Customers

over revenues of $138.9 million Fiscal Years ending June 89
reported in the same quarter a

year ago.

Gross margin (revenues minus Holistic Super-

the cost of revenues as a
percentage of total revenues) in
the second quarter was 65.1%,
compared to 63.5% during the
same quarter a year ago.

Efficient Solution
4.1

FY01 FY02  FYO03 FY04 FY05 FY06  FYO7 FY08  FY09 Dec2009
TTM

24/04/2013
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frecklebox

Personalized gic4s Cor kids

Clipboards stickers
Coloring Books
Growth Charts

Journals

® L
o U -8
0@ 2
Rl 1 con s i vyl
A B

x
—
4
Party Favors N
Placemats @ 3
Posters B .
Puzzles )

School Folders
Stickers
Storybooks

Puzzles

Be the first to
know about new
products and
promotions

" ” Placemats
Join Email List Shop now for our popular personalized party favors and gifts.
3 SafeSubscribe:
P S R — e

Personalized Children’ s Books

and paid Noddy.
“Thanks, Noddy, | will e you at chid rare's garty
waved.

apron o ou Noddr e ) Your child’s nam

Your child in
the pictures

Source: Penwizard
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Event Books: The Obama Time Capsule

THE
INAUGURATION

THE ELOGUENCE 15 IN THE MOMENT +, -

Chris Bondy © 2013 Source: RPI
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Potential Print Applications for Web-to-Print

Business cards
Brochures/Flyers
Checks

Holiday Cards
Office Stationery

64.3%

Which of the Posters/Banners
following print Busmgss form.s
. . Direct mail
applications has Mailing labels
Invitations

your company Inserts
ordered over Packaging
the Internet? Bills/Invoices
Newsletters

Catalogs

Books

Manuals

Coupons

Magazines

Customer Statements
Presentations

Multiple Responses Permitted

0% 10% 20% 30% 40% 50% 60% 70%
Percentage of Respondents
N =920 small/medium businesses that have ordered print online in the last 12 months
Source: InfoTrends Capturing the SMB Business Communications Services Opportunity, 2009
Chris Bondy © 2013
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Extending Web-to-Print

» Corporate Print Portals
- Branded portal offering range of services

» Strategic Document Management &
Facilities Management Services
« Strategic sourcing and procurement services
- Logistics and Fulfillment

« Utilize Web-to-print tools to manage document
intensive business processes

Chris Bondy 39
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Integrated-Media: “Print-Plus” Value Chain

Integrated Media
Production Workflow

Social
Media

Simultaneous deployment of the
right media at the right time in the
right form to the right person!, .. ...., o 2.

24/04/2013
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Innovate with Web-to-Print

* Need:

* Substantiated market need

* Process:

* Product development process, business model,
integrated workflow

* Resources:
* People, finances, and technology
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Thank You!
O&A

Chris Bondy

Gannett Distinguished Professor
Administrative Chair, School of Print Media

Rochester Institute of Technology
Christopher.bondy@rit.edu
585-475-2755
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