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FINISHING MEDIA AGILE

RIGHT ECONOMICS
The drive to increase media effectiveness and 
differentiation tends towards greater content 
specificity, multiple channels of expression, and 
higher production values. But not all combina-
tions of attributes are equally feasible, or will be 
equally valued by customers. 

The practical issue is to find the right mix and 
match of valued attributes, that can be delivered 
within an acceptable performance, cost and 
service envelope.

In assessing the potential viability of alternative 
media, ask the following questions:

How complex is the information and media 
process? Less complex processes are easier to 
automate. The spectrum runs from business 
transactions to specialty printing and converting.

Can the infrastructure requirements be met 
economically? Production, delivery, and media 
use have infrastructure implications for produc-
er and consumer. The more distributed the 
process, the more digital the delivery, then the 

more complex the infrastructure. If the needed 
infrastructure is not in place, the risk is greater.

If you build it, will they come? Cultural accept-
ance of new forms of communication may lag 
technology.  Being among the first may position 
you to reap huge rewards; however, the wiser 
course may be to focus on media capabilities for 
which you can demonstrate need. Test the 
market.

WHAT IS

NEW MEDIA?

Configure a more valuable (and sustainable) mix of products, 
services and processes in ways that make sense to your 
customers and provide competitive advantage, which...

By understanding your 
changing environment 
and how your 
customers needs are 
changing, you can... Identify new 

sources of valued 
and improved 
ways to deliver it 
to customers,

Assess the value 
of what you offer 
and your position 
in the competitive 
landscape,
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Enables you to 
learn from the 
market more 
rapidly than 
competitors, 
and…
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KEY TRENDS SHAPING YOUR 
MEDIA ENVIRONMENT AND 
CUSTOMER NEEDS:

1. Convergence
Print, film, video, digital information, and 
telecommunications industries are con-
verging. Printing and publishing are now 
part of a larger media communications 
industry.

2. Content
Content has a life cycle. Digital informa-
tion builds value as it is used, reused, 
repurposed, and licensed; must be man-
aged as a core asset. Within five years, 
content will outweigh capital assets as a 
primary source of value.

3. New media
Communication needs will be met 
through an expanding array of media 
choices: e.g. – conventional printing, 
digital and electronic media, digital 
printing, and interactive delivery.

Experimentation with new media and new 
forms of printing is widespread and 
growing rapidly across all categories of 
printing and publishing. 

4. Market outlook
Outlook for media and information-based 
products and services is strong. Custom-
ers communication needs will continue to 
grow faster than the GDP (gross domes-
tic product).

Over the next five years, digital forms of 
printing and interactive content delivery 
will grow 6 times faster than convention-
al printing with stand-alone electronic and 
digital media accounting for 70% of new 
media growth.

Conventionally printed products will 
remain the dominant media sector into 
the 21st century. However, the service 
characteristics (such as cycle time, run 
length and quality) and economics of 
conventionally printed products will be 
transformed as the business of printing 
and publishing moves to networks.

5. Survival of the fittest
Service characteristics and economics 
determine how desirable any new media 
product is. Value resides in the attributes 
of the product (and the workflows that 
deliver them), not the medium per se.

The print, film, digital information and 
telecommunications worlds are colliding, 
with printing and publishing becoming part 
of a larger media communications industry. 
To insure yourself of success in this new 
multi-faceted environment, digital mastery 
is essential and cross-media competence is 
strategic. Over the next 5 years, 70% of 
media growth will come through networked 
forms of printing and interactive content 
delivery.

In the media environment, content is not 
only king, it has a life cycle. And since it 
builds value as it is used, reused, repurposed 
and licensed, it must be managed as a core 
asset. Still, don’t lose sight of the fact that 
conventional media processes are where 
90% of the action is. And that least cost 
production is a sound way to fund new 
media investments.

THE CYCLE OF UNDERSTANDING


This infomap expands the first two steps of 
the  five-part ‘cycle of understanding’ pre-
sented in the “New Business” map. Step-1  
of the cycle is shown at the core of this map: 
five key trends that are reshaping the media 
environment and your customers’ needs. 

Step-2 surrounds this core. It charts eleven 
dimensions of media products and services 
that will generate new value for your cus-
tomers. Think of it as a value space for tar-
geting new media choices.

As the media environment evolves, cus-
tomers will be increasingly “media agile”— 
adept at reaching the right person (or group) 
with the right content, in the right place, in 
the right form, for the right price, by what-
ever means (or media) that is most appro-
priate. 

As customer needs and expectations change, 
your  content and media competencies must 
grow. Align your infrastructure according-
ly. Network digital content development, 
management, and media processes are 
needed and will afford fresh service oppor-
tunities. First, improve the economics of 
existing products and services. Then, selec-
tively target new and complementary areas 
where they make sense for your customers, 
always remembering to test before you 
invest. 




RIGHT PERSON, ENTITY OR LEVEL
Right targeting of the audience increases 
value. The trend is from mass, to segment, 
to niche, to group, to individual messag-
ing.

For printers this may mean gearing up to 
handle shorter run lengths profitably. For 
prepress it means adding value by proc-
essing market and fulfillment data as well 

RIGHT TIME
Right timing increases value: The trend is from 
infrequent, to fixed schedule, to just-in-time, 
to instantaneous messaging. The right time lag 
is none at all: identification to fulfillment will 
happen in an instant.

For prepress and printers, this may mean 
reorganizing operations to provide on-demand 
services and continuous (7-day/24-hour) net-
work printing.

RIGHT PLACE
Shifting the location of media “manufacturing” can 
increase value. The trend is from manufacturer 
premise, to distribution or delivery channel, to 
point of consumption or use, to prosumptive 
involvement by the customer in the creation of the 
media product.

In printers terms, this means deploying print net-
works—distributed operations with facilities locat-
ed closer to customers, markets, and suppliers. It 
may also mean managing customer facilities.

RIGHT CONTENT
The right content increases value.

First, when the “content bandwidth” of media is expanded, commu-
nication can become richer, deeper, supporting more types of infor-
mation. The trend is from text, to graphics, to illustrations, to images, 
to sound, to motion. For prepress and printers, this means cross-
media competence and digital workflows that can drive the “right 
press for the job.”

Secondly, content uniqueness adds value. The trend is from fixed to 
variable and selective, to custom, to unique information. In printers 
terms, this means custom and variable data printing.

Thirdly, interactivity adds value. The trend is from passive and static, 
to active, to interactive, to dynamic, to anticipatory content. For 
prepress and printers, this means on-demand printing and interactive 
content delivery over networks.

RIGHT APPEARANCE
Right appearance can add value.

Printing methods vary in their capacity to render 
tone, detail, and color or to convey tactile and oth-
er appearance attributes. Visually, the spectrum of 
expectations ranges from black & white, to mono-
chrome, to spot color, to process color, to HiFi col-
or, to customer color. In tactile modalities,what print 
can convey ranges from simple finish, to standard, to 
custom, to special dimensional effects (e.g. – 
embossing, die cutting). For prepress, printers, and 
converters, this means digital workflows for maxi-
mizing the unique visual, tactile, and structural 
properties of printed products.

The Mediasphere
The world of media has three layers. The basis for all communication 
is ‘bits’–the core of digital data. The second layer is content. Differ-
ent forms of content are patterns of digital information. In the out-
ermost layer, digital content is packaged into media. All media are 
converging, including print, film & video (A/V), and on-line display 
(e.g.–network delivery, CD-ROM).

MEDIA AGILITY
NEW MEDIA

In the new media environment, content is king, 
digital mastery is essential, and cross-media 
competence is strategic. 



Over the next five years, 70% of media growth 
will come through networked forms of printing 
and interactive delivery of content. 


