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Demographics

* Respondents are marketers from companies covering 8
vertical markets (largest vertical retail) that average 300
employees per company

* Most of the respondents have an online/digital marketing
duty within their total marketing responsibility, which
provides helpful insights on how marketers see print within
their total marketing strategies

* Respondents’ average marketing budgets are €500K
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Marketing Budgets Will Increase 8% in the Next 2 Years -
Hospitality Will Increase Below The Average (6%)

QI11: How do you expect your total marketing budgets to change in the next 2 years?

Total
Decreased more ~ Decreased from
than 25% 169 10 25% SOV
o 1% from 6% to 15%
(o]

o)
Increased from 3%

16% to 25%
14%

Decreased less
than 5%

5%
Remained flat
(no change)
12%

Increased less
than 5%
24%

Increased from
6% to 15%
37%

Base: 263 WE Respondents
Source: Marketers Study 2022
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28% of Marketing Budgets Are for Print

Q12: What percentage of your budget is attributed to PRINT MARKETING MATERIALS?

Total

More than 75% print
1%

51% to 75% prin
7%

21% to 35% print
24%

Less than 10%
print
17%

Base: 263 WE Respondents
Source: Marketers Study 2022
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Print Budgets Will Be Flat as an Average in the Next 2 Years

Q13: By how much do you expect the budget for your PRINT MARKETING MATERIALS to change in the next two years?

Increased more Decreased from
Increased from than 25% 16% to 25%

16% to 25% 2% 7%

6%
Decreased from
Increased from 6% too15%
6% to 15% 16%
16%
Decreased less

than 5%
12%
Increased less
than 5%
20%

Remained flat
(no change)
14%

Base: 263 WE Respondents
Source: Marketers Study 2022
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Average Direct Mail Run Lengths Are 7,000 Pieces

Q16: You've selected DIRECT MAIL. What were your most COMMON RUN LENGTHS PER JOB?

More than 15,001 Less than 3,000
pieces pieces
5% 6%

Between 10,001
and 15,000
pieces

16%

Between 3,001
and 5,000 pieces
22%

Between 5,001
and 10,000
pieces
51%

Base: 81 WE Respondents that expected to purchase Direct mail printing products in the next 2 years
Source: Marketers Study 2022

- KEYPOINT
INTELLIGENCE




Direct Mail Print Volumes Will Grow 5% as an Average

Q18: How much are you expecting your DIRECT MAIL PRINT VOLUMES to change in the next 2 years?

Increased more Decreased from
than 25% 16% to 25%
5% 4%

Increased from

16% to 25%
(o)
7% Decreased from
6% to 15%
14%
Decreased less
than 5%
5%

Increased from
6% to 15%
35%

Remained flat
(no change)
16%

Increased less
than 5%
15%

Base: 81 WE Respondents that expected to purchase Direct mail printing products in the next 2 years
Source: Marketers Study 2022

- KEYPOINT
INTELLIGENCE




5,000 Two-Sided Brochures Is the Average Run Length

QI19: You selected BROCHURES (2-sided printed sheet of paper that can be produced folded in different number of pages or unfolded in 2 pages), what were your
most COMMON RUN LENGTHS in 2639 (before the pandemic)?

More than 10,001
brochures
8%

Less than 2,000
brochures
9%

Between 6,001

and 10,000
brochures
21% Between 2,001
and 4,000
brochures

23%

Between 4,001
and 6,000
brochures

39%

Base: 66 WE Respondents that expected to purchase Brochures in the next 2 years

Source: Marketers Study 2022
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Brochure Print Volumes as an Average Will Be Flat in the Next 2
Years - Hospitality and Retail Expected to Grow Low Single Digits

Q21: How much are you expecting your BROCHURES TOTAL PRINT VOLUMES to change in the next 2 years?

Increased more Decreased more
than 25% than 25% Decreased from
3% 2% 16% to 25%
3%
Increased from
16% to 25%
3%

Decreased from
6% to 15%
14%

Increased from
6% to 15%

24% Decreased less
than 5%
6%

Remained flat
(no change)
21%
Increased less
than 5%
24%

Base: 66 WE Respondents that expected to purchase Brochures in the next 2 years
Source: Marketers Study 2022
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44-Page Catalogue Average Is Good for Digital Print

Q22: You selected PRINTED CATALOGUES/BOOKLETS, what are the most COMMON NUMBER OF PAGES PER CATALOGUE (before the pandemic)?

More than 96
pages
4% Less than 16

pages
13%

65 to 96 pages
12%

16 to 32 pages
27%

33 to 64 pages
44%

Base: 93 WE Respondents that expected to purchase Printed Catalogues/Booklets in the next 2 years
Source: Marketers Study 2022
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1,300 Pieces Is the Average Catalogue Run Length

Q24: What are your most COMMON PRINTED CATALOGUE/BOOKLETS RUN LENGTHS PER JOB?

More than 2,501 Less than 500
catalogs/booklets catalogs/booklets
9% 6%

Between 1,501 and
2,500
catalogs/booklets
16%

Between 501 and
1,000
catalogs/booklets
23%

Between 1,001 and
1,500

catalogs/booklets
46%

Base: 93 WE Respondents that expected to purchase Printed Catalogues/Booklets in the next 2 years
Source: Marketers Study 2022
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Catalogue Print Volumes Are Growing 3% in the Next 2 Years

Q26: How much are you expecting your CATALOGUES/BOOKLETS TOTAL PRINT VOLUMES to change in the next 2 years?

Decreased
more than 25%
1%

Increased more
than 25%
4%

\

Increased less
than 5%
19%

Decreased from
16% to 25%
6%

Decreased from
6% to 15%
N%

Increased from
16% to 25%
8%

Decreased less
than 5%
10%

Increased from
6% to 15%
23%

Remained flat
(no change)
18%

Base: 93 WE Respondents that expected to purchase Printed Catalogues/Booklets in the next 2 years
Source: Marketers Study 2022
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Training Materials Print Volumes Will Grow 5%, but Hospitality Will
Stay Flat

Q31: How much are you expecting your PRODUCT OR TRAINING MANUALS TOTAL PRINT VOLUMES to change in the next 2 years?

Increased more  pecreased from

than 25% 16% to 25%
4% 3% Decreased from
6% to 15%
Increased from 9%
16% to 25% "’

1%

Decreased less
than 5%
7%

Remained flat
(no change)
Increased from 14%
6% to 15%

28%

Increased less
than 5%
24%

Base: 123 WE Respondents that expect to purchase product and training materials in the next 2 years
Source: Marketers Study 2022
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Print Is Part of an Omnichannel Campaign

Q33: Do you plan to implement any omnichannel campaigns that include print in the next 3 years?

Base: 263 WE Respondents
Source: Marketers Study 2022

| do not know yet
12%

No
12%

Yes
48%

We already use
Omnichannel campaigns
involving print AND plan
to continue to use them

29%
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27% of Omnichannel Campaigns Will Use Print

Q34: How much of your omnichannel campaigns are you expecting to use print in the next 3 years?

More than 61%,
2%

Between 41%
and 60%, 14%

Between 11% and
20% will have
print, 29%

Between 21%
and 40%, 46%

Base: 126 WE Respondents that expect to use print in the next three years on their omnichannel campaigns
Source: Marketers Study 2022
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25% of Print Communication Is Customized

Q35: What percentage of your total print communications are customized beyond name and address?

We do not customize
our marketing
More than 61% materials
(o) (o)
Between 41% 6% 7% Less than 10%

and 60% '

will be
customized
beyond name
and address
17%

10%

Between 21%
and 40%
30%

Between 11% and
20%
31%

Base: 263 WE Respondents
Source: Marketers Study 2022
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4% Growth for Print Customization in the Next 3 Years

Q36: What percentage of your customized printing communications beyond name and address are expected to change in the next 3 years?

Decreased from

Increased more 16% to 25%
than 25% o
3%
Increased from 3%
16% to 25% Decreased from

6% to 15%
10%

7%

Decreased less
than 5%

1%
Increased from

6% to 15%
25%

Remained flat
(no change)
18%

Increased less
than 5%
23%

Base: 245 WE Respondents who's print communications are customized beyond name and address
Source: Marketers Study 2022
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ROI Is the Customization Challenge!

Q37: What are your main challenges/obstacles when doing customized printing campaigns beyond name and address?

It is not

Do not have the relevant for

marketing  what we sell
expertise in the 4%

department
3%

Dataisin bad ‘

shape Do not have

12% enough data
9%

The cost is
high
31%

It takes a lot
of time to
create a
custornized
campaign
29%

Low ROI
12%

Base: 245 WE Respondents
Source: Marketers Study 2022
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2. Profiling 4. Testing

Drives Campaign Tactics Reduces the Risks of
through Personalization Failure and Increases ROI

oQo

dD 2

©

3. Engagement 5. Tracking & Analysis
Drives Sales Strategy Based Capture Attention and
on Purchasing Trends Create Perception of Value,
Be Relevant, and Enabling
Purchase
KEYPOINT
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Traditional Buying Criteria (Price, Quality, Product Availability and
Delivery Times)

Q41: What are the reasons why you purchase print from more than one print service provider?

Price (who ever has it cheaper) 58%

Different print quality depending on the printing product that |
purchase (e.g. | normally buy from printer A, but printer B has better
quality on catalogs so | buy catalogs from printer B)

50%

Delivery times (who ever can deliver faster) _ 45%
Depending if | need design tools and/or more customer support |
might use a different online printer
0% 10% 20% 30% 40% 50% 60% 70%

Base: 122 WE Respondents who purchase print from more than one print provider
Source: Marketers Study 2022
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59% Will Compromise on Quality for a Lower Price

Q48: Will you be interested to compromise on lower print quality in exchange for a lower price?

Depending on
the application
22%

Yes
37%

No
41%

Base: 263 WE Respondents
Source: Marketers Study 2022

*
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Only 5% of Printer Buyers Aren't Interested in Specialty Print

Q38: What are the top 3 specialty printing products that you will be interested in purchasing in the next 2 years?

Adding quick response (QR) codes,

augmented reality (AR), or near-field [ 7%
communication (NFC) tags to my print
Customized printing N /0%
Special finishing such as laser cutting || G 3%
Color embellishments such as metallics,
toe o I 520
fluorescents, whites, pinks, greens
Special paper/substrates types or sizes _ 30%
Special design [N 25%

Special folcing - N 25

Will not buy specialty printing products - 5%

0% 10% 20% 30% 40% 50%

Base: 263 WE Respondents
Source: Marketers Study 2022
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92% of Print Buyers Purchase Print Online

q39: Where do you purchase print?

Only offline (outside of the
Internet)
8%

Only online (Internet)
35%

Both online and offline
57%

Base: 263 WE Respondents that expect to use print in the next three years on their omnichannel campaigns
Source: Marketers Study 2022

*
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62% Online Purchases in Terms of Revenue Vs. Offline

Q45: What is the estimated percentage of online purchases vs offline in terms of dollars spent?

Up to 24% online More than 80%

25% to 49% and the rest online and the
online and the offline rest offline
rest offline 1% 7%

9%

65% to 79%
online and the
rest offline
39%

50% to 64%
online and the
rest offline
43%

Base: 137 WE Respondents that purchase print both online and offline
Source: Marketers Study 2022
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13% Increase in Online Purchasing in the Next 3 Years

Q46: How do you expect the Budget spending share between online and offline to change in the next 3 years?

Online to Online to
decrease from increase less
6% to 15% than 5%
4% 5%

Online to

decrease less
than 5%
8%
No change
17%

Online to
increase more
than 26%
21%

Online to
increase from 6%
to 15%

14%

Online to
increase from
16% to 25%

30%

Base: 137 WE Respondents that purchase print both online and offline
Source: Marketers Study 2022
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Print Buyers Are Loyal

Q40: Who do you buy print from?

Ol T Ny XSG P Sy IO PO e V1 & O 20 O Y
company web purchasing tool

Online from my existing print servicg provider via their general e- _ 2504
commerce tool (not customized to my company)
Offline from different local print service providers || GGG 2%
Offline from my local existing print service provider || NGTGTTEGEGEGEGEGEGEE 21%
Offline from different national print service providers || QbNGEEEGEGEGEGGE 20%

Different print service providers that only sell online || Gz 12

| order from our internal print production center (in-plant) - 4%

0% 20% 40%

Base: 263 WE Respondents
Source: Marketers Study 2022
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Business Cards, Catalogues, and Brochures Are the Top Purchases

Online

Q43: What are the 3 most popular printing products that you order online?

Business cards I 39%

Catalogs or booklets I 35%

Brochures IS 54%

Direct mail I 32%

General office I ) 8%

Posters, banners, and signage IS 6%
Product manuals I 2 4%
Training manuals N 22 %
Newsletters I ©%
Proposals, presentations, or reports I S%

0% 10% 20% 30%

Base: 244 WE Respondents who purchase print online
Source: Marketers Study 2022

40%
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Summary

* Marketing budgets are expected to grow 7.5% in the next 2 years (on average)
* Print is 28% of those budgets and expected to be flat in the next 3 years

* Most common job run lengths DM 7K, brochures 5K, and catalogues 1,300 pieces
* DM expected to grow 5%, catalogs 3%, while brochures will be flat in the next 2 years

* A quarter of omnichannel campaigns are expected to use print

* 25% of printing campaigns are customized and expected to grow 4% (next 3 years)
* ROl is the biggest challenge

* Even though price is the strongest buying criteria 95% are interesting in specialty
print

* 92% of print buyers buy online, with many using online and offline channels

* Most print buyers remaining loyal to their existing PSPs
* Purchasing locally is favored over nationally
* Online represents 62% of the revenue and it is expected to grow 13% in the next 3 years

INTELLIGENCE
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