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I TODAY’S CONVERSATION...

Print Print Print .
Industry User Provider Opportunity
Trends Trends Trends For YOU!




I CONVERGENCE IS RESHAPING ALL MARKETS

PAST TODAY
Distinct Boundaries No Boundaries

Commercial
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Graphics & h Today’s # :
Signs Provider Packaging
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Promotional Products & Apparel




1YOUR PEERS ARE ADDING PRINT...

PRODUCT
800.220.1497 = TALKTO US SEARCH

\ J brand solutions v aboutus successstories newsroom contactus make a payment

APPAREL

JEE R f - corporate apparel + uniforms
OUTER WEAR . .
¢ - promotional merchandise

- HEADWARE % X
- incentives + awards
PROMOTIONAL inti K - R
- printin ackaging + signage —
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HOME & OFFICE

GIFT IDEAS

we go to great lengths to make you
look good.



I... AND EXPANDING PRINT CAPABILITIES

BAMKO CULTURE

BAMKO's Commercial Print Expansion: Meet Michael O'Neal

BAMKO is #8 on
ASI’'s Counselor

@ Laura Hiserodt @ June 66,2024 (©® 508 pm

Big news! BAMKO is expanding our commercial print capabilities, and we've got a dynamic expert joining the team to help us make it

happen.

Top 40
Distributor list

Meet Michael O'Neal, our new Vice President of Enterprise Accounts. With over thirteen years of experience,

O'Neal has held senior leadership roles with leading companies in the industry. Now, he is ready to take his

role as a subject matter expert to new heights, spearheading BAMKO's expansion into the commercial print

vertical.

We sat down with O'Neal to get to know more about him and his goals for this new role:




"PRINTERS ARE OFFERING PROMOTIONAL PRODUCTS

Afigaics -
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I FRANCHISES AND AFFILIATES ALSO OFFER PRINT

I PRO/orma

'rp(omoteu WHYIPROMOTEL «  ASOUTLS +  SERWICES ©  NEWSSEVENTS  AESOURCES  CoNTAd

ADDITIONAL SERVICES

Printmg Services About Proforma COMPLETE SUPPORT FOR YOUR SUCCESS
ATERIC PART RIUNTES B

,
g

TRADE SHOW PARTICIPATION

earn how our Printing solutions can uniquely introduce your company and brand, contact PRINT & PACKAGING




I WHAT DOES CONVERGENCE MEAN TO YOU?
Opportunity to Add Print to....

Meet
Customer
Demand

Grow Sales

Increase
Customer

i I Diversify Revenue
Stickiness

Steams

Photo is licensed under CC BY-NC
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IPRINTING INDUSTRY BY THE NUMBERS
Establishments by Size
1 to 4 Employees _
5t0 9 Employees - 19.06%

10 to 19 Employees - 11.67%
20 to 49 Employees - 8.95%
$100.6 billion in revenue 5010 99 Employees [ 2.58%
100 to 249 Employees I 2.33%
250 to 499 Employees | 0.63%

More than 500 Employees ‘ 0.21%

Source: U.S. Census Bureau’s County Business Patterns, 2021 (most current reference year)




TALL INDUSTRIES USE PRINT
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I WHERE IS YOUR OVERLAP?

Elections/Political Events |

2% T Other |

Consumer Products Education |

Hefalthcare

Professional :
___Services |

These are the top
markets for promo

Construction |

and they all use print! for the eighth time
in nine years.

products sales — - Education is
' _ number one

Restaurants/ =2 . Nonprofit |
Travel/Lodging | | a

Associations/Clubs/
Civic Groups |

Financial/Insurance |

Source: 2023 State of the Industry (ASI Research)




"MANY PRINT APPLICATIONS




! PRINT PRODUCT MARKET OUTLOOK

N Projected
Forecasting Average Annual

2023-2025

Direct Mail 171 3.2%-5.0%
Marketing Collateral 163 2.4%-4.3%
POP/Retail Displays 140 2.2%-3.5%
Tags/Labels 137 2.2%-3.2%
Books 154 0.9%-2.3%
Business Cards/Envelopes/Letterhead 159 0.5%-1.5%
Financial 137 0.5%-1.3%
Technical Documentation/ Manuals/Directories 126 0.0%-1.2%
Posters/Presentation Graphics 123 2.9%-4.5%
Window Graphics 125 3.5%-5.4%

Source: State of the Industry Update, 3rd Quarter 2023, PRINTING United Alliance




IPRINT & PROMO: WORKING TOGETHER IN DIRECT MAIL




I PACKAGING, PRINT, AND PROMO
Swag Box Digital Printing Offers Opportunities

v |§;”r O “:* 2 |
N2 ek
}/’ﬁ‘/ éj / / ‘// / / ] '?il'l‘(‘l‘k‘lll_ ‘1‘@"
QUACE - W hee
Source: Sky High Marketing (asi/328476) Just launched: World’s first full-color,

on-demand, right-sized box system




IOPPORTUNITY TO ENHANCE CUSTOMER EXPERIENCE

» Typically, different suppliers for print and
promo components but increasing customer
preference for single sourcing

* 75% of communication buyers and influencers ' >
prefer full-service providers ‘T > o
Source: NAPCO Research 2024 n

» Opportunity to consolidated supplier base and
enhance customer experience

Image licensed under CC BY-NC-ND




PRINT IS VALUABLE
AND USED
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I COMMUNICATION BUYERS VALUE PRINT

® [y

It Communicates It Stands Out In Today's It Enhances It Yields Higher It Demonstrates
Quality. Media-cluttered World. One's Brand. Retention Levels. Credibility and Authority.

94% 92% 89% 85% 88%

n=75 Communication Buyers and Influencers
Source: NAPCO Research Annual Commercial Print Industry Trends and Strategies Service, 2023




IORGANIZATIONS USE AND VALUE PRINT

* Printis an important communication method for our organization 93%?
» Printed marketing materials deliver results to our organization 92%!?

* Factors Compelling Print Use? l‘
o Link print and digital media 42%  _____
o ROl tools for print vs. other media 41% i+
o Tie print use to sales 38% '—J
o Case studies on print’s value 35%

Design

* Factors Preventing Print Use? l’ L;F)

o Too expensive 43%

o Can’ttrack 33%

o Lack expertise in using 31%
o Not effective 31%

P=159

1n=316 Communication Buyers and Influencers, Source: NAPCO Research Annual Commercial Print Industry Trends and Strategies Service, 2023
2n=175 Marketers, Source: The 2021 Marketing Media Mix Survey, NAPCO Research




I PRINT AND DIGITAL MEDIA USED TOGETHER

Average number of media types used in a 81% Use Print in Multi-channel Campaigns
typical multi-channel/omni-channel

_ ] Q. Does your organization use multi-channel or omni-channel
communication: 4

campaigns that include print to communicate with customers

and prospects?

n=316 Communication Buyers and Influencers

Source: NAPCO Research Annual Commercial Print Industry Trends and
Strategies Service, 2023




TYPES OF PRINT
PROVIDERS
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IWHERE ORGANIZATIONS BUY PRINT

TYPE CHARACTERISTICS

Offer a range of services. Prints almost anything including brochures,
Commercial Printers postcards, flyers, posters, and more. Typically, don't specialize in one
narrow market niche.

Quick Printers/Copy Shops Refers to business that offer fast printing and copy services, and usually
have retail storefront for selling services.

Retail Stores Office supply stores (including Staples, OfficeMax, the UPS Store) that offer
customers print applications and graphics printing.

Establishments that primarily print signs, banners, posters, or point-of-

Sligin &l RISy CIEPNS PSS | o e dfelas.

Online Providers Sell print via an online storefront or customized web portal.
Print Distributor Sell print work but do not produce it.
In-house Printing Operation/In- Produce print for their parent organization, either in-house or outsourced.

plant Range in size from 1 to 300+ employees.




IFINDING PRINT PROVIDERS

Provider at Top of List Provider at End of List
$5.3 Billion in Sales $5.5 Million in Sales

Printing Impressions

2023 PRINTING IMPRESSIONS

I B I BB

80" ANNtYgpg, o

e B e e e L S S e s

Presenting Our 40th Annual List of the Top 300

Printing Companies in the U.S. and Canada e mlffygfigggyﬁiiﬁffﬁr{ggﬂ .




g CONNECTIVITY: ONLINE ORDERING

Offer Customized E-commerce Sites

Q. Do you offer customers access to customized e-commerce
sites for order entry and materials management?

No. but No, and have not
pla’n to plans to offer
offer in the 3%
future
8%

n=122 Commercial Printers

Source: Web Portals, New Path to Print Profitability, NAPCO
Research/Propago 2023

Items Supported by E-commerce Sites

Q. Which of the following items can your customers order through
the e-commerce sites your organization creates for them?

Marketing collateral printing
(brochures, sell sheets, etc.)
Direct mail printing
Promotional products
Signage/point-of-purchase/display
materials
Forms/documents/manuals
Digital marketing (i.e., email
campaigns, web landing pages)
Multiple Responses Permitted

n=103 Print providers who offer customers access to customized WEB PORTALS

Digital assets (i.e., docs, images,
logos)

Apparel
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IKEY ENTRY METHODS

Partner with Partner with Acquire

Current Purchasing Pﬁr?trtlgre(;vvi\gtehrs Distributors

Customers Departments that Offer Print




TENTRY METHOD: PARTNER WITH CUSTOMERS

Partner with

Current
Customers

Existing business relationship and trust of current customers
Customer familiarity may reduce buying process

Understanding customers can lead to realistic product options
aligned with their comfort level

Organizations looking for simplified supply chains




TENTRY METHOD: PURCHASING DEPARTMENTS

Partner with
Purchasing
Departments




! ENTRY METHOD: PARTNER WITH PRINT PROVIDERS

PRINT INDUSTRY SALES STAFF CHALLENGES

62%

Partner with of commercial printers and sign
Print Providers and display graphic providers
report hiring sales staff is a
critical/moderate challenge.

Sources: NAPCO Research Annual Print Commercial Print Trends and Strategy Service,
2023 and Who Buys Sign and Display Graphics?, NAPCO Research 2023




1 ENTRY METHOD: ACQUISITION

Acquire

Distributors
that Offer Print

Premier Press Combines Forces

with KG Specialties, Expands
Production

Fracs Demg Canon
Frostraam 3000
Frodict Yigso

Grossman Marketing Group
Acquires Branded Merchandise

Company, Symbol Marketing &
Promotions

Printing mpressions

Wéliaée Graphics Purchases The
Corporate Shop

SUTHESE WAMADEVER

Adding Promotional Products
Creates New Revenue Streams

A Different Approach: Acquisition

Ironmark, based Annapolis Junction, Maryland, ventured into the
promotional products world a little differently. Rather than just adding
products relative to demand and success, Ironmark acguired 3 dedicated
promotional products company, which came with staff well-versed in the
ins and outs, a3 well as relationships with vendors.



PRINTING PROCESS
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I CORE COMPONENTS OF PRINT

Inks and
Coatings

Substrate

Printing e

Devices . Finishing
Print

Products




1 MANY TYPES OF PRINTING PROCESSES

DIGITAL PRINTING ANALOG PRINTING
TONER IS FUSED TO SUBSTRATE OFFSET

PLATE
CYLINDER
BLANKET
CYLINDER

INK ROLLERS

WATER ROLLERS

FLEXOGRAPHY

IN KJ ET MPRESSIOI
CYLINDER Bt
Cylinder
v Flexible Plate.
Nedlas . Zam =TT
Doctor Blade % 0 /[ D\
N " ) )l ®
Fountain . B 4
TRIC FIELD (] ® Cylinder =
o o o Impression
[ ] [} Cylinder
|7 e
&—Substrate
RECIRCULATION
SYSTEM SUBSTRATE SUBSTRATE Anilox

Cylinder
CONTINCOUS INKJET DROP-ON-DEMAND INKJET




INOT COMPLETE UNTIL FINISHED




IBINDING AND FOLDING
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0 EFFECTS, SCORING, AND PERFORATING

FOIL STAMPING

s A

SCORING
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I DIGITAL WIDE-FORMAT PRINTERS BY INK TYPE

The oversized print work that is common in sign and display production is often produced on digital wide-format devices — typically in print widths greater than
24", Digital wide-format printers can be roll-fed devices, flatbed printers, or a combination of both (hybrid). Table summarizes the types of inks used in wide-
format printing, their key applications, and strengths/weaknesses.

T —

° Strong image quality
Aqueous . .
Fine art, photography, posters (indoor) o Low system cost
(water-based) - .
° Limited to indoor use
° High quality
Dye-sublimation Fabric, t-shirts, wall hangings ° Very durable
° Specialized focus
Indoor & outdoor graphics, textiles * Low .sys.tem CO.St
o Application variety
o Low operating costs
Solvent Outdoor graphics ° Image durability
o Environmental concerns
. o Low initial investment
o Image durability
UV-curable Indoor & outdoor graphics o Substrate flexibility
. High system cost




1 MANY SUBSTRATE CHOICES

A core factor driving the creativity and diversity of applications is that digital wide-format printing devices can print on an
extensive collection of media and substrates. Here is a sampling of common substrates used in producing signs and graphics:

WIDE FORMAT SUBSTRATES CHEAT SHEET

e Paper and paperboard

e Vinyl e

.« Acnlic TYI':EH [\lgl;lRATBII.ITY FLEXIBILITY COST

e PVC VINYLBANNER c—— S
e Fabric STYRENE [E—— N
e Window film e | —
e Foamcore "

o Adhesive sheeting e ——_— T

STIRERE FACED
fUAM BOARD ——1_] — L —

PVC L e— = o c—
i

FALCONBOARD

Source: Suttle-Straus




1 FINISHING OPTIONS

Finishing is an essential component in the production of most sign and
display graphic applications. Here is a list of common finishing options:

Laminating and coating

Mounting

Sewing

Grommeting: punching holes in a print and reinforcing with metal or

plastic rings through which string or other material can be threaded and

used to mount or secure a sign

e Cutting: options include diecutting with a shaped steel die that cuts the
print into a shape, or laser cutting, which can create more elaborate and
complex shapes or effects

¢ Routing: automates the cutting process and enables the creation of
more elaborate patterns, grooves, and shapes

e Tiling: divides a large image into smaller pieces or tiles which are

assembled like a giant jigsaw puzzle

https://spectrumsigns.com/
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I FINDING PRINT BUYERS: KEY JOB TITLES

» Merchandisers » Marketing Coordinator

* Visual Merchandisers « Marketing Manager
 Designers » Store Manager

» Purchasing Director * Chief Marketing Officer

» Purchasing Manager » Customer Relationship/

» Business Manager Loyalty Manager

- Marketing Executive « Communications Director
« Marketing Director « Office Manager

« Chief Experience Officer ~ * Product Manager

- Event Manager * Facilities Manager

« Brand Manager
« Human Resources Director




IREAD PUBLICATIONS & WEBSITES ABOUT PRINT

Printing /npressions

_
R o,

Stickieg with traditional p applications, vertical
markets, and services is mo longer enough, Commerclal
printess shoud look for complementary opportunities
10 easure thei businesses not only senvive, but thrive,

ALSO INSIDE:
Sy hdees Sawe Thew Skasegres,
o Scccws i ey Verked Vo . juago 30

4 0 W Pt Tt Wt
Tund i chgm M n Gesrrary  aoge N0

www.piworld.com

print&promo
marketing

Resources & Strategies for the Distributor Community

2023 CSR
ALL-STARS

Recognition of 10
industry superheroes

—

LEADING PRINTERS
EXPLORE EMERGING
OPPORTUNITIES AS
IECHN(A)%IOGIES.

AND CUSTOMER
EXPECTATIONS
EVOLVE

INSIDE

2023 Innovators
The Road to

Color Riches |

10 Takeaways

froem the Wide-

Format Sumit

www.wideformatimpressions.com




1 JOIN INDUSTRY ORGANIZATIONS

&SI

www.asicentral.com www.printing.org
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IATTEND PRINT TRADESHOWS

PRINTINGUN| =D
EXPO &

www.printingunited.com

Over a million square feet of equipment, technology, and trends on display




1 LEARN THE LINGO: GLOSSARIES AVAILABLE

PRINTING | T0) ot

Membership Library Events Ci it Tools g & Services Newsroom m

Home > Libeary > Glossary

Glossary

The PRINTING United Alllance Glossary serves as an excellent industry
terminology resource. It is the language by which we all communicate. Without
it, universal understanding would be impossible.

Glossaries are available online;

we recommend
www.printing.org/library/glossary

To keep our constituents well informed about changes to the increasingly complex industry lem\lnalogy PRlNTING Unrted Alliance has
developed this glossary of terms. Definitions are for general reference only. Usage may vary or national

and country The dIs as as the authors and editors can ascertaln and PRINTING United Alllance
assumes no responsiblilty for the use of information presented herein,




1 BEST-PRACTICE TIPS

» Assess the opportunity to sell print products to current
customers.

» Speak with current customers about print needs.

» Choose products carefully and start by offering a limited number
of products.

» Join associations such as AS| and PRINTING United Alliance.

* Form partnerships with print service providers. The industry is
facing labor challenges and may need your services.

* Read industry publications and content.

» Attend PRINTING United, September 10-12 in Las Vegas
(www.printingunited.com).
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