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Hello!

BORIS HUGHES

Business Development - North America

Graphics Solutions Business

HP, Inc.

E-Mail: boris.hughes@hp.com | Phone: (410) 718-
2007



Digital Print Is
everywhere......

All the time!!




Digital print is everywhere today
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Digital print is everywhere today
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Digital print is everywhere today
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Digital print is everywhere today
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Digital print is everywhere today
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Digital print is everywhere today
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Digital print is everywhere today
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WHY?



Relevance




North America Is changing ;%

The consumer, the technology & the data



20 years ago, most people did not even have

emai N _
& Cloud ’ Social D Mobility & Big Data

3 277,000 new tweets
ﬂ 2,460,000 pieces of content shared

e 347,000 photos shared
In the IaSt 60 Seconds E 4,000,000 Google search queries

there were... 5= 204,000,000 emails sent

. 1,820TB of data created

217 new mobile web users

By 2020: 30 billion 47 trillion GB 10 million ..for 8 billion

devices mobile apps people



The NEW Consumer

Your customers are chasing them- and it's not easy




)

o)

Greatest : : T
Generation by Boomers neration X Millennials
AGE: 83> 71— 83 52 — 70 37 — 51 21— 36 20 <
POP: 47M 75M 55M 76M 61M+



Millennials will spend $200 billion in
2017 and $10 trillion over their
lifetimes as consumers, in the U.S.
alone- Forbes.com

2017
L MILLENNIALS §

WILL HAVE
MORE SPEMNDING
POWER THAM
ANY OTHER
AGE GROUFP



Why should you care?
The Largest Generation The Largest Workforce

Millennial
76.0m
Millennial
46.0%

33% have sign off authority
on purchases >$10,000

Silent
29.0m

J\

Other
54.0% .

Boomer
75.0m

Millennials

Gen X.
66.0m

Source: Infotrends Keeping up with U.S. MiIIenr@
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Millennial are born between

21 © Copyright 2017 HP Inc. The information contained herein is subject to change without notice.



Millennial make up 21%
of consumer discretionary
purchases,

WHICH IS ESTIMATED TO BE OVER A TRILLION DOLLARS IN DIRECT BUYING

POWER
2 ANDRAARU G INFltdin NG N OLDER: GENERATIONS.




ID\'
53% of Millennial OJ

households,

ALREADY HAVE CHILDREN.




1in 4 Milennial _ o
households, it l '

ARE PARENTS TODAY.

4 © Copyright 2017 HP Inc. The information contained herein is subject to change without notice



Millennial believe
parenthood Is a partnership

64% ... 90% s

BELIEVE THAT THEY HAVE EQUAL RESPONSIBILITY OF CHILD CARE




N/
Almost 50% of Millennials

WOULD BE MORE WILLING TO MAKE A PURCHASE
FROM A COMPANY IF THEIR PURCHASE

SUPPORTS A CAUSE

BRANDS THAT STAND FOR MORE THAN THEIR BOTTOM LINE RECEIVE

26 © Copyright 2017 HP Inc. The information contained herein is subject to change without notice.




37% of Millennials

SAY THEY ARE WILLING TO PURCHASE
A PRODUCT OR SERVICE TO SUPPORT
A CAUSE THEY BELIEVE IN,

EVEN IF IT MEANS PAYING A BIT MORE

27 © Copyright 2017 HP Inc. The information contained herein is subject to change without notice.



MILLENNIALS ARE KNOWN AS

Content creators and users,

46 /0 OF MILLENNIALS POST ORIGINAL PHOTOS OR VIDEO ONLINE

that they themselves have
created




“that’s all great... but we sell
print”



Buyers of all generations appreciate personalized communications

Global professionals who find personalized communications valuable:

Younger Millennials: 78%

Older Millennials: 73%
Gen Xers: 68%

Source: LinkedIn, October 2016



Brands can leverage digital in so many different ways!

| VIKING

alt Retention A UISItIO Awareness Onboardin
Seasonal Regional

SHTUHEIH SEFTEMBER 23
SMITH PARK, 1T1AM-TFM
TIEKETH B INFO CLICK HERE
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Beyond the Myths: Young Adults Do Read Physical Mall

You know the stereotype: Millennials are digital natives, glued to their smartphones, and
the only way for marketers to reach them is through social media.

84% of Millennials 64% would rather
take the time to look scan for useful info
through their mail. in the mail than email

The truth is, Millennials respond to a low-tech marketing approach that’s been
around for centuries: Paper in a mailbox.

USPS Mail Moments: 2016 Review, March 2016. w
/



Breaking through the Clutter

Some marketers believe that the digitally engaged are suffering from digital fatigue.!

50%

Nearly half of Millennials
ignore digital ads.?

Y

15%

Yet only 15% say they
iIghore direct mail.?

Apparently direct mail—which comes only once a day—has become a novelty to this audience. Studies show
Millennials enjoy receiving mail even more than non-Millennials. In fact, 50% of Millennials say they like to discover
what the mail brings every day and consider time spent looking at and reading it time well spent.?

1. Kurt Allen, “Live from Loyalty360 Expo: Best Western Rewards Bets Millennials and Direct Mail,” Colloquy,April 29, 2015.

2. Millennials: An Emerging Consumer Powerhouse Quad Graphics March 2016.
3. USPS Mail Moments: 2016 Review, March 2016.



Brands continue to spend on electronic advertising

Brand

Q4 2017 Digital Advertising

mC Response Rate, by Select Direct Media

bated on @ servey of 485 industry respordents | figures sre for house lists

Mote! risposs nabe for Pelephone Chawted uking Midpoind of the rangs | “CTR X COMTWEFSION MEE

April 2015

-10% ""’“

I ﬂ Fi ] 1% 0L 1% 0. 1% DO2%

Tidaghsane l:l rect mail Mpbile™ Paid saarch® Siaoal media® E""'-l“

Inbernsat dispday™

Spend
Amazon.com $71,698,800
Procter & Gamble $54,920,300
Hulu $52,682,500
Microsoft 549,604,600
Verizon 548,053,300
Merck & Co. $45,117,600
Best Buy, Inc. $43,561,800
Google 542,548,100
GEICO $40,073,100
Nissan $38,131,100
Sony Games $36,186,000
Ford $34,774,300
State Farm $33,169,700
Citigroup, Inc. $32,706,200
Unilever $32,379,100
Apple Inc. $31,697,200
Chevrolet $28,537,800
Toyota $26,305,700
LG $23,562,100
AT&T $23,044,800
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Sometimes ignoring change can get you in trouble!


https://my.winmo.com/hubignite/corporate_profile/326
https://my.winmo.com/hubignite/corporate_profile/5626
https://my.winmo.com/hubignite/corporate_profile/46306
https://my.winmo.com/hubignite/corporate_profile/4359
https://my.winmo.com/hubignite/corporate_profile/9829
https://my.winmo.com/hubignite/corporate_profile/6054
https://my.winmo.com/hubignite/corporate_profile/845
https://my.winmo.com/hubignite/corporate_profile/10417
https://my.winmo.com/hubignite/corporate_profile/2801
https://my.winmo.com/hubignite/corporate_profile/22968
https://my.winmo.com/hubignite/corporate_profile/6318
https://my.winmo.com/hubignite/corporate_profile/2661
https://my.winmo.com/hubignite/corporate_profile/6449
https://my.winmo.com/hubignite/corporate_profile/43776
https://my.winmo.com/hubignite/corporate_profile/12030
https://my.winmo.com/hubignite/corporate_profile/463
https://my.winmo.com/hubignite/brand_profile/2329
https://my.winmo.com/hubignite/corporate_profile/6891
https://my.winmo.com/hubignite/corporate_profile/4026
https://my.winmo.com/hubignite/corporate_profile/5937
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Where Is the
marketing spend
going”?

Qutsell, Inc. Annual Advertising and Marketing Study 2016

Digital #Billions Rank % of Total
ohwin website BTG 1 20.1%
E-mail marketing 525 3 5 B%
Search £23 4 B 1%

M okile k23 5 B 1%
owwn social angagament 820 B 5.3%
Social madia 513 14 3 4%

Total Digital Fi180 47 6%

EBroadcast 3Billions Rank % of Total
TV EGE 2 17.5%
Fadio 516 11 4 2%

Total Broadcast j@2 21. 7%

Print 3Billions Rank % of Total
Direct mail 821 & 3.6%
Custom prnt 520 T 5 3%
Magazines 517 | 4 A%
Mewspapers 516 10 4.2%
Directaries 813 14 3.4%

Total Print 587 23.0%

Other 3Billions Rank % of Total
Zwn avents k] 12 4.0%
Trade shows B14 13 3. %

Total Other 529 7.7%

Total 5378 100.0%

Source: Outsell, Inc., Annual Advertising and Marketing Study, 2016




Brands are every increasingly using
and specifying HP Indigo Digital &
Inkjet print

When the BIG BRANDS move- the small and mid tier brands follow



Brands love Indigo Print
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Why is digital print so attractive to brands and retailers...
Think Product Lifecycle

High Level workflow

Design & Plate Make Make
Prepress making ready ready

() o
= Kl k-

Printing Converting

Ql C

Adohe

Storage



Why is digital print so attractive to brands and retailers...
Think Product Lifecycle

High Level workflow

Design & Plate Make Make

Prepress making ready ready Printing Converting Ship direct
registrati Color to end user
on
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Understanding product lifecycle is critical!
* Selecting optimum printing method across the life of a product

1 Pre-Release

2 New products

3 Mid-Life

4 End of Life

5 Back to Life

6 Print on Demand

ALILNVNO

DIGITAL OFFSET DIGITAL

—High volume products: Reduces cost structure at the beginning and end of cycle

Facilitates test marketing
Extends product life indefinitely — Refreshes products and creates on going relevance

- Low volume products: Reduces costs and preserves profitability
- Enables profitable, low volume production
* Provides product and market flexibility @



Re-imagine your entire business model

Supply chain Time to market Customer delight

On demand and cost effective short Minimal setup. Targetting and mass customization
runs Distributed printing, closer to end
user.
Production costs

{exdl. substrate)
n

Sel-upcost

iy i -
¥ Breok-evend [juantity
dig-ofifser dig-flexo within run



Clothing retailer invites children to design their
own Fantasy Island Catalog

borlen

\}L_ ||| ..I IF:I | |: .-'I;I; CUT o TS v G

FANTASY ISLAND CATALOGUE COVERS
i REACH THEIR MINI CREATORS THIS WEEK.
HERE'S A SNEAK PREVIEW OF YOURS.., B




One more thing
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The Millennial ::

The purchase of a brand
IS a reflection of their
values.




The Millennial :: The purchase of a brand is a reflection of their values.




Imagine a world where . . .
Product Authenticity is verifiable - It's a reality

r i
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Pumpkin Squash

Rawoh

Looks like this
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Performs like this




Imagine a world where . . .
Product Authenticity is verifiable - It’s a reality
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Benefits to Retailers

Scan at any angle

* Faster checkout

* Easier self check-out

* Scans even with damaged or hard-to-read UPC
codes
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Benefits to Brands & Consumers

Consumers can access

* Brand-authenticated content
* Inspiration and how-to videos
* SmartLabel™ and more...




The Millennial :: BAE, Authentic Brands Matters

Ber;éfi'fg tz) Retailers

Scan at any angle

* Faster checkout

* Easier self check-out

* Scans even with damaged or hard-to-read UPC
codes
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Benefits to Brands & Consumers

Consumers can access

* Brand-authenticated content
* Inspiration and how-to videos
* SmartLabel™ and more...




The Millennial :: BAE, Authentic Brands Matters

Experiences can be dynamically updated,

]
__instantly
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The Millennial :: BAE, Authentic Brands Matters

Serialization — Consumer Engagement

* Unique consumer opportunities such as sweepstakes or contests
* Retailer specific product items

UNIT NUMBER

0001 0002 0003 0004

™ o4 WINNER 4
!




The Millennial :: BAE, Authentic Brands Matters

Serialization — Consumer Engagement

* Product counterfeit deterrence
* Quality and batch control in production
* Product recalls — halt at cashier or consumer scan at home

UNIT NUMBER

0001 0002 0003 0004
L i e e TSNt L e

ALERT!

PREVIOUSLY

REGISTERED







2017 HP Advantage Knowledge
Center

@ keep reinventing



The HP Advantage Knowledge Center- What is it?

This HP Advantage Knowledge
Center is EXCLUSIVELY for HP
Customer’s Sales and Marketing
personnel!

fi v" Great place for your existing and new sales
and marketing associates to learn more about

how to position and sell your HP digital print
technology

Knowledge Center

v All customers can have access for no cost as
long as they are on a service contract-
regardless of the type of press

7



HP Advantage Knowledge Center- New Customer first steps

https://www.brainshark.com/hpadvantage/welcome

B T e 7" Firststep: Signup
T e Lk e |
————— ~o— PO Y Hit the site, complete the

ey S information and submit

———— v" We will verify you account in
e — the next 48 hours and send
i — you your own link and
A ——— password . This will allow you
el — : full access to the HP
e —— Advantage Knowledge Center

b |

Elelel lgla]a]



HP AdvantageKnowledgeCenter

The HP Advantage Knowledge Center is a web portal, available 24/7,
designed to provide easy access to sales and marketing e-learning tools,
design templates, press images, white-papers and videos supporting HP
Graphics customers to grow their business profitably.

Current content on the Knowledge Center includes;

Tell your Story content
E-Learning material
Training sessions
Case Studies

Sample Images FEATURED
Marketing material
White papers




HP Advantage Knowledge Center

* Designed by the Business Development
team to provide all HP customers easy
access to sales and marketing content
with the goal of helping you grow your
business!

* The door is always open on our 365 24/7
HP Advantage Knowledge Center.

" E-learning: self paced training

" Marketing design templates, helpful guides &
calendars, and campaign & event assets

" Press Images and information
" Industry White papers
" Videos

" Brand Case studies

(Drivantage A ROINES SEENT!
Homa f#:.' Conpan Fovoeies Feponting
FEATURED
@
o
2200 Sales Kit
P AR (a5t ERElpEed ]
[ — )
10:04 16}

HP Acvarnmage Knowledgs Welcome 1o HP Advamtage  Welcomea 1o the Tall Your Arventures i Prirt Book
Center - Start Hera Stony Salas Kitl
by JsBirey Diowd by JaBrey Dawd by Stephanie Hill by Ohiana Martinaz
o3 e 3 26 i 3 5T v k A yepres W

v HF Advantage 2015-08-22 0912 HA

e T Kriowledge Center - ndige B3 - DnecCongrandamons!
by Jefirey Dioved by Trish Mahonay by Stapharss Hil

? HP Prochucts L @3 v - 2 vk o gD w

a4

Tall Your Story Guide
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ORGANIC HERBAL ICED TEA

Dimensional direct mail Tyt o FREE

wli :r.+ ﬁ-l“-?ﬂ :Cn'.l
Bt ] Db, ol e
W i el RO 0 Wy 3

* Utilizes full Indigo 20X29 sheet size

Caupon good fot e T
* Oversized and die cut to draw attention ppdsind S
* Roll-fold brochure mimics label on bottle (15 10HM |
* Brochure folds out to 28" wide, with coupon e AHEW FEAVORSS
* Spec on silver pearlescent stock
* Areas of the pearlescent page are printed with white ink to emphasize and contrast the glistening %;ﬂ,ﬂ,"!
effect of the substrate ORGANIC HERBAL ICED TEA
*  White ink: Bottle cap, postal indicia, logo apd geo-map

B4 1AM

i il
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aised Ink

sample
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UV Red Ink sample

v" Personalized with U

v Front and back

v Ticket real life example

Live at the :
Grand Music Hall
Qctober 27th

i 2=
Bl ond

o S

.,_:,';'ﬂ:- .
oy 618" gea® et
eI e e et

s 1 rl pe ‘
D [ ¥ and Eﬂtl._!.?-"-" '|r'|,E!|'|.1|

ErT ik
BT e Ly :
3._-.1‘} E S ﬂaﬂ; o .| Eﬂcuﬂ"."l

T ok
T ety
Y Ty

NGJCALLISTER = FEREMY MCALLISTER = MCA
ACANJETER « JEREMY MCALLISTER « |ERER
TREATY WEALLISTER: « JEREMY MCALLISTEH
STER = [ERSAMY MCALLISTER « JEREMY M-TA
ICALLISTER « JEREMY MCALLISTER « |JERER
REMY MCALLISTER « [EREMY MCALLISTER
JCALLISTER « JEREMY MTALLISTER + [EREM
REMY MCALLISTER » |[EREMY MCALLISTER
IRTEMN = FEREMY MCALLISTER » JEREMY M5
SCALLISTER « JEREAY MOALLISTER » [ERER
LLISTER= JEREMY MCALLISTER » JEREMY 841

¥ RMCALLISTER = [EREMY MCALLISTER + ML/
{CALLISTER « JEREMY MCALLISTER + JERER
HEMY MCALLISTER » JEREMY MCALLISTER




Pink Ink sample

Pink ink
v" Personalized for:
v" Name
v’ Seat
v Date
v barcode

Pink
umbrelia

| and the
Rainmakers

Live at the
Grand Music Hall
October 27th
Thursday, 8PM

Doors opan at 7 pm

Girand Music Hall - Live Concerts
#4133 Grand Awve, Los Anpeles, CA SO00T

mIll!lli!III-II-IIIIIHIIIIIIHIIIH
010272816 ROW- A- SEAT21- PREMIUM

valid for: Jeremy Mcallister
How A, Seat 21, Prermuer Tichoel
® ticket fnclooes book Sloge ooy

Tickoet in non-transherable.




Higher Education samples

Therresa,

City College - so much music ...

v Three versions
¥ Music
¥ Engineering
¥ High tech
v Focus on:

Moe's Jazz Club Elbow Room

Wortel Stadiem
R St e 5T By |
L e DR AT

¥ The degree type

¥ What can you do
In the city based
on the degree

¥ personalization

MNotjlst a school But a way
of life: Somauch bo affer

97
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White Ink sample utilizing NEON paper

v White ink on neon
substrate

v" Personalized

v’ 3 version based on gender
v

Sharon,

Dur team of
MonsterLab

cuper soientist:

designed by you.

o MY 7‘(‘ vr'




REINVENT YOUR
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