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RESEARCH STUDY

« NAPCO Research designed and deployed 2 surveys:
o Buyers and influencers of sign and display graphics
o Providers of sign and display graphics
o In the field this year

« Goals:
o ldentify trends influencing demand
o Define buyers’ purchasing needs and preferences
o Understand providers’ challenges, opportunities, and investment plans

Number of Survey Completes

Purchasers or Purchase Influencers of Sign and Display Graphics 125
Providers of Wide-format Printing 85

Release Date: October 2023

Who Buys Wide-format
Display Graphics:
How, from Whom, and Why
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AGENDA

* The Opportunity

* Who Is the Buyer?

* Why do they Buy?

* What do they Buy?

* Where do they Buy?

* What do they look for in Providers?
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MANY HIGH-VALUE APPLICTIONS

Billboard for Netflix Extraction 2 SWEATS
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Wayfinding Signs

Wide-format graphics are powerful
communication tools, compelling marketing
vehicles, and effective décor enhancers

Build brand equity and recognition

Create long-term awareness

Wayfinding
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Banners, Posters, Billboards, Soft Signs,
Window Graphics, Wall Coverings, Floor
Graphics, Vehicle Wraps, (the list goes on)
deliver results
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WIDE-FORMAT APPLICATION DEMAND DRIVERS

Innovations Iin Technology and Substrates

Every Surface Is a Canvas

Demand for Experiential Marketing

Marketers Mixing Media

Avallability of Embellishment/Enhancements



https://creativecommons.org/licenses/by-nc/3.0/

PROVIDERS EXPECT GROWTH

Q. What was/do you expect your organization’s rate of sales growth in the last 12 months/next 12 months?

m Next 12 Months mLast 12 Months

- 46% expect double-
Grew/Grow 20% or more Bl digit sales growth

38%

88% expect Grew/Grow 10% to less than 20%
sales to
grow in Grew/Grow 5% to less than 10%
next 12
months Grew/Grow 1% to less than 5%

33%

16%

F
at 14%

Declined/Decline 1% to less than 5%

Declined/Decline 5% to less than 10%

Declined/Decline 10% to less than
20%

Declined/Decline 20% or more

2%

wide-format
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Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



PROVIDERS KEY CHALLENGES

Q. Rate the level of challenge each of the following factors presents to your wide-format
printing business.

Described as a Critical Challenge
Hiring production staff 42%

Increasing labor costs 42%

Maintaining profitability 38%

Increasing shipping costs 37%

Finding new sales/revenue sources 33%

Hiring sales reps 30%

Increasing substrate prices 30%

Increasing ink prices 23%

Keeping up with print buyer demands for price and quality 22%
Staying current with hardware/software technology solutions 18%
Meeting customer sustainability requirements 14%

Obtaining materials 14%

n = 73 Providers of Wide-format Printing
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023

Licensed under CC BY-NC-ND
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WHO IS THE BUYER?
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BUYER CHARACTERISTICS

MANY JOB
RESPONSIBILITIES

OPTIONS BEYOND
PRINT

INTENSE PRESSURE TO
DEMONSTRATE ROI

REPRESENT MULTIPLE
GENERATIONS AND
EXPERIENCE LEVELS
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PURCHASING DECISION MAKERS

Q. Which of the following describes your role in your organization?

CEO/President/Owner/Director 47%

Marketing Executive 13%

Manager 8%

Marketing Program Manager/Marketing Manager 7%
Management Executive 3%

Designer 3%

Chief Experience Offer 2%

Customer Relationship Manager 2%
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Event Manager 2%
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. Brand Manager 1%
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. Facilities Manager 1%
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. Print Buyer/Specifier 1%
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. Product Manager 1%

=
AN

. Purchasing 1%
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n = 148 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



KEY JOB TITLES

Merchandisers

Visual Merchandisers
Designers

Purchasing Director
Purchasing Manager
Business Manager
Marketing Director
Chief Experience Officer
Event Manager

Marketing Coordinator
Marketing Manager
Store Manager

Chief Marketing Officer

Customer Relationship/
Loyalty Manager

Communications Director
Office Manager
Facilities Manager

wide-format
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RESPONDENTS BY GENERATIONS

Q. Which generation best describes you?

Average experience for
respondents in purchasing
or influencing sign and
display graphics: 14 years

Baby boomer, born between 1946 to 1964
(ages 59 to 77)

Generation X, born between 1965 to 1980
(ages 43 to 58)

Millennial, born between 1981 to 1996
(ages 27 to 42)

Generation Z, born between 1997 to 2012 1%

(ages 13 to 26)

wide-format
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n = 148 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



PREFERRED VENDOR LISTS

Getting on Approved Vendor List

Q. How do sign and display graphic suppliers get on your organization’s
preferred vendor list?

19%
of buyers required to
buy sign and display A
graphICS from an The purchasing department (or
approved vendor list vendor and add to the preferred 419%

vendor list

Must apply/register

45%

Recommendation by our
advertising agency

Multiple Responses Permitted

n = 120 Purchasers or Purchase Influencers of n = 22 Purchasers or Purchase Influencers of Sign and Display Graphics respondents
Sign and Display Graphics required to buy from an approved vendor list

wide-format
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WHY DO THEY BUY?
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THE R'S OF GRAPHICS POWER

T Reach [

 Highly visible
 Builds brand equity and recognition

Reliability Channel

» Ever-present — doesn’t need to be turned on, tuned into, clicked through
« Hard to ignore

CRecal [P

 OOH generates up to 67% ad recall, a figure higher than most other channels
 Creates long-term awareness

« Enhance decor
* Improve experiences
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TOP REASONS USE SIGN AND DISPLAY GRAPHRHICS

Q. What are your organization’s TOP 3 objectives for using sign and display graphics?

Attracting customers’ attention to products and services 71%

Promote events 54%

Creating customer experiences 30%

Outdoor advertising 23%

Offer product or service information/education (how to use, safety

0
instructions.) L

Promote product sales at the point of purchase 19%

Seasonal promotions 18%

Wayfinding or providing directional information (maps, arrows, diagrams,

0
etc.) Lee

- o , _ Up To 3 Responses Permitted
Political/advocacy communication (e.g., election posters and signage) 6%

wide-format
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Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



ATTRACTION AND PROMOTION EXAMPLES
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WHAT DO THEY BUY?

wide-format

MMMMMM



BUYER SPENDING TREND LAST 12 MONTHS

Q. In the last 12 months, what was your organization’s spending trend for the sign and display graphics you purchase?

Photography (n=36)

Fleet graphics (n=13)
Label/decal (n=59)

Fine artwork (n=20)

Vehicle wraps (n=26)

Window graphics (n=38)
Point-of-purchase/point-of-sale displays (n=39)
Signs (n=76)

Directional signage (n=27)
Banners (n=96)

Backlit displays (n=32)
Billboards (n=38)

Posters (n=75)

Floor graphics (n=33)

Wall coverings/wallpaper (n=15)
Pole signs (n=13)

Flags (n=31)

Maps (n=9)

® Increased m No change Decreased
14%
15%
7%
20%
23%
13%
15%
14%
119%
8%
6%
13%
19%
21%
27%
15%
19%
44%
0
wide-format
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n = 125 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



BUYER SPENDING EXPECTATIONS NEXT 12 MONTHS

Q. In the next 12 months, what do expect will your organization’s spending trend will be for the sign and display graphics you purchase?

mIncreasing

Point-of-purchase/point-of-sale displays (n=39)
Backlit displays (n=32)
Fine artwork (n=20)
Vehicle wraps (n=26)
Fleet graphics (n=13)
Signs (n=76)

Directional signage (n=27)
Banners (n=96)
Photography (n=36)
Label/decal (n=59)

Floor graphics (n=33)
Window graphics (n=38)
Posters (n=75)

Billboards (n=38)

Maps (n=9)

Flags (n=31)

Pole signs (n=13)

Wall coverings/wallpaper (n=15)

n = 125 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023

mNo change Decreasing
62% 26% 13%
56% 31% 13%
55% 40% 5%
54% 35% 12%
54% 38% 8%
50% 41% 9%
48% 44% 7%
45% 45% 10%
A4% 47% 8%

A4% 46% 10%
42% 42% 15%
42% 42% 16%

41% 48% 11%
34% 50% 16%

33% 44% 22%
32% 58% 10%
23% 54% 23%
13% 53% 33%
ide-f
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USE OF DIGITAL SIGNAGE

Q. Which of the following statements best aligns with your company’s use of digital signs/displays?

My company...

Uses printed signage and digital displays

Plans to use digital signs in the future 20%

Not considered using digital displays 17%

Plans to replace printed signage with digital

displays Bl

Considered and rejected using digital displays

Used digital displays but they didn’t meet
expectations so were removed

Select one

wide-format

n = 120 Purchasers or Purchase Influencers of Sign and Display Graphics SUMMIT
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



WHERE DO THEY BUY?
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WHERE ORGANIZATIONS BUY SIGNAGE

Q. Where does your organization purchase its sign and display graphics?

46%

Signage/graphics shop

General commercial printer 36%

Online sign/banner provider 31%

Retail store that specializes in signs and graphics (FastSigns, Signarama) 25%

Key Findings
« Sign and display graphic buyers
purchase from a variety
providers.

Office supply retail store (Staples, OfficeMax) 24%

Copy business that offers signs and graphics 21%

Survey respondents’ top
sources for purchasing sign and
display graphics are sign shops,
general commercial printers,
online providers, and retail
stores specializing in signage.

Exhibit/tradeshow company 21%

We produce in-house 17%

Packaging printer 16%

Mailing services provider (FedEx Office, UPS Store) 13%

Digital photo website like Shutterfly 12%

©
Billboard printer 10% WIde-format

Multiple Responses Permitted SUMMIT

n = 125 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



WIDE-FORMAT IMPRESSIONS 150 — First 49
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BUYERS PREFER ONLINE ORDERING

5%
of buyers prefer to
work with sign and
display graphic
providers that offer
online ordering

n = 111 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023

Providers of Wide-format Printing

Q. Does your company sell wide-format printing services via an “online”
storefront/ web portal?

25% of
work is ordered via
online storefront/web
portal

47% report demand for
online ordering/web-to-
print is increasing

n =75 Providers of Wide-format Printing
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023
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HOW DO THEY FIND PROVIDERS?

wide-format
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WAYS BUYERS FIND PROVIDERS

Q. How did you find your current sign and display graphics providers?

Organization has long relationships with provider 48%

Referrals 39%
Internet searches 32%
Online advertising 19%
Social media 18%
Active in community organizations 15%

Industry associations 14%

Direct mail from the provider 13%

Signhage promoting their services 10%

Sales call from the provider 9%

Advertisement in a publication or newspaper 9%

We “inherited” the provider when we acquired another company 9%

Article in a specialized industry publication 4%

Yellow pages or other directories LA Multiple Responses Permitted

wide-format
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n = 114 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



SALES MEETING MOTIVATORS

Q. What would motivate you to accept a meeting with a sign and display graphics provider you had not previously done business with?

Referral from someone | do business with

0}
(e.g. another vendor, customer, etc.) 45%

Referral from friend/colleague 44%
An introduction at an event 37%

Referral from someone at my organization 32%

Direct mail outreach 30%

Vendor shows me samples “badged” with my

)
company’s logo, brand marks, etc. 24%

Vendor content (e.g., customer case studies,

o)
white papers, videos) 22%

Social media outreach 19%

A contact through a trade association 18%

Nothing would motivate me to accept a
meeting with an outside vendor

Multiple Responses Permitted

wide-format
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n = 114 Purchasers or Purchase Influencers of Sign and Display Graphics

Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



HOW BUYERS LEARN ABOUT TRENDS AND PROVIDERS

Q. How do you learn about new trends and advances in sign and display graphics printing technologies?

Online publications/websites
Our vendors/suppliers
E-mail newsletters

Trade magazines

Social media

Trade show exhibits

Colleagues

Education by my current provider(s) (e.g.,
lunch-and-learns, plant tours, etc).

Webinars
Industry conferences

Virtual marketing events

24%

n = 114 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023

46%

46%

43%

35%

32%

31%

31%

Multiple Responses Permitted

SYA

51%
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FEATURE ARTICLES IN PUBLICATIONS CUSTOMERS READ

Contributor to Key Customer Publication

Miller Zell Shares Articles Featuring the Company

Ohr Wors Comtar

SOk Respoosbiiey Aboas

VWhae Ve Do Iraghes

Topics ~

Lise Wilson

A

FRATURED i FLATURED IN FLATUNED W™ ° FACEEOOK

Orchestrating Restaurant Operations to How to Thrive in an Ever-Evolving Retail How to Keep Up with Post-Pandemic Food- QO e

Increase CX Landscape Shopping Pattern Changes © unweon
EMAIL

FEATLNED ™

A Bit of Tech Goes a Long Way In-Store

FEATURID ™M

5 Tips for Nailing CX During Peak Season

FLATUALD v

Best Practices to Localize Your Bank
Branches

www.millerzell.com

Events -

The Retailer's Source for Content & Community

Podcasts ~ Videos Blogs -

April 4, 2023

How to Thrive in
an Ever-Evolving
Retail Landscape

The retail industry has
undergene a dramatic
transformation in the
face of factors such
as Amazon.com's
dominance and an
uncertain post-
pandemic landscape.

To stay successful,

retailers have had to
adapt their stores
rapidly — from
reworking layouts to
setting up delivery or
pickup areas — all
while ensuring
customer service is
atill at its highest...

December 15, 2022
Tips for Nailing
CX This Peak
Season

This year has been
one of uncertainty and
disruption across the
retail space, with many
ather headaches
arising during peak
season. As retailers
decipher what to
expect during this
critical, late fourth
quarter, there's a
million-dollar question
hanging in the
balance: With getting
items to shelves still a
pressing challenge,
how does customer
experience remain...

Wi

Resources ~

A N . . - .
Lise Wilson is Vice President of Retail Strategy and Strategy & Account Director
b

at Miller Z2ll, Inc., a leading full-service retail experience company.

December 132, 2021
Strategic Store
Design is Critical
to Meet
Anticipated
Increases in
Holiday Traffic

It's not news that the
global pandemic has
continued to

complicate both back-

of and front-of-house
operations for
retailers, but the
holidays are coming,
nonetheless. Several
factors will serve to
increase the pressure
on physical retail
locations this year.
There's an increased
desire to shop in
stores and to shop
earlier. Consider: 47
percent of
CONSUMETS...

Research

Lise Wilson, Miller Zell's VP of Retail Strategy and Strategy & Account Director

"Total Retail

Subscribe - Q

TotalRetailreport

Don't miss your daily dose of strategy and
news for retailers with Total Retail Report
e-news.

Get it now »

Build Resilience
In Your Retail
Supply Chain
With Data
Download now to
discover how data can
increase resilience in

your supply chain and help you recover
quickly from problems.

FIND RESOURCES

search

Categories
E-Commerce (217) Technology (36)
Omnichannel {136) Retail Stores (76)

Marketing {123) Mobile Commerce (74)

e-format
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ONLINE INSIGHTS FROM THE IMAGINE GROUP

v . -
imagine.

Printer Primer: How substrates and How to drive more value from your in-store
inks impact in-store marketing marketing

When you're designing signage and displays, how much thought do you give to the physical

Author = =
materiais they're made of?
John Mack
VP, Monutacturing Al substrates and inks will have a major impact on the look of your in-stoce marketing and visual P o d < w

merchandising materials. Choose incorrectly and the colors fade, the materials weather and age, :
and thase stunning visuals your design team created end up looking womn and cut-rate. Tu rn heads. d Y
First Name®

Fortunately, you don't have to be an expert on substrates and inks: that's your in-store marketing Add value
partner’s job. )

Open wallets.  dl Last Narne?

Consumer expeactations have never been higher. Market dynamics have never been more

? challenging...
o lmnmmmmw

Yet, there's never been more opportunity to make animpact and boost your bottom line.

That's why we've put together this actionable guide for creating inspired, innovative retal -
: Submit

marketing solutions that drow in customers, foster engagement, and increase sales.
Top-ranking retailers understand these realities:

o Aevsthetics matter.
Technology-integrated shopping is here to stay.
e Buyers want to fes comnectoed—bath to one anather and to where they shop.

Use our checklist as your roadmap for creating & memaorable in-store experience that
checks every box your customers want now—forging an integrated connection to your
brand and products that shoppers don't want to miss out on

o
www.theimaginegroup.com Wlde-fcl'mat

SUMMIT



VOMELA OFFERS TOOLS AND GUIDES

A Guitle fo Refail Graphics

Get tips for success and savings, retail seasonal planning calendar, and more!

DOWNLOAD

A Guitle To Healthcare Graphics

Create a welcoming environment in your healthcare organization, and communicate how much you care.

DOWNLOAD

Guide to Education Graphics

Create memorable and engaging wayfinding, floor signage, window film, fleet graphics, and cafeteria design projects

DOWNLOAD

A Guice To SR Graphics

Explore best practices for a wide range of print and digital strategies, tips for encouraging online reviews, and more.

DOWNLOAD

Mulfichanne! Markefing for Banks & Cregiit Unions

Learn the basics of multichannel marketing specifically as it relates to banks and credit unions

DOWNLOAD

Get tips and resources for event graphics planning for arts and entertainment venues and events.

DOWNLOAD

Substrate Sample Kit

Sample kit featuring a wide variety of our most popular substrates to get a feel for what works best for your ...

DOWNLOAD

The Ultimate Guide fo Planning Fleet Graphics

Learn all the basics - from selecting the right provider to getting value and rofl-out tips.

DOWNLOAD

The Ulfimate Guicle to Print Buying

Learn the fundamentals of the print buying process to ensure your next print project runs smoothly.

DOWNLOAD

wide-format
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https://www.vomela.com/tools-and-guides/



SOCIAL MEDIA SHOWCASING WORK

= Cushing

“ég April 7- QO
Follow the #! Viny! floor graphics, like these for Ann & Robert H
Lurie Children’s Hospital of Chicago, are an affordable and effective
messaging tool. They are non-invasive, don't take up space, and can
help guide guests!

https://www.cushingco.com/custom-wayfinding-directional.../

Iﬂﬁ Big Mountain Imaging - large and grand format printing is at
Resorts Casino Hotel.
May 26 - Atlantic City, NJ - Q@

Giving Bar One a groovy overhaul - Here's a sneak peak of our install
for Resort’s retro themed pop-up bar ‘Lounge 78’ in celebration of
their 45th anniversary! #printingbigideas #install

—me Big Mountain Imaging - large and grand format printing
ﬁﬁ November 8, 2022 - Q

It's not every day you get to see the one and only @AdamSandler
posing in front of a print we did! Now that's what | call high-quality
PSA! &% #Sandman #HardRockAC #BMI #PrintingBigldeas
#BigMountainimaging

{ HOTEL & CASIND

wide-format
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MAKING CUSTOMERS ROCK STARS

Strategic Factory @ Sinkeglitacioey, @ Strat:z_gi; Factory
July 73t 12:58 PM - & June 13 -
4d-@

Thank you to Lauren Novsak of Stevenson University for coming in for Thank you to Travis Coleman and Chris Langston of Maryland Heating
- - - a Rock Star Tour and letting us show off our production facility! and Air for coming in for a Rock Star Tour and letting us show off our
Thank you to Board of Child Care for coming In for a Rock Star Tour ontact us to schedule your own tour today. production facility! Contact us to schedule your own tour today.
and letting us show off our production facility! Contact us to schedule hittps:/hubs.ly/QOTW_wBx0 Pttpsy/nubs.y/QOTTmcw}0
your own tour today. httpSl/",f ‘nUbS.;}’,-’(QO1 XH DBpO #manufacturing #print #signage #branding #marketing

#productsandservices
#manufacturing #print #signage #branding #marketing
#productsandservices

A RENELEELEEEEREERE EEEZ I

NGW FEATURING k

GIC FECTORY'S r

ROCK STAR OF THE DAY FF
LAUREN NOVSAK

e STEVENSON UNIVERSITY
056000006.0@9.9700909

: ANGW FEATURING
R = - STRATEGIC FACTORYS
SNl ~3 ROBK STAR OF THE DAY
—— —— v BOARD OF CHILDCARE
KIN, COLE, JOSH, KRISTIAN, PHILLIP, CAITLIN

‘4 ww rEATU
TRATEGIC FRCTORY'S

| ROCK STAR OF THE oAy

| TRAVIS COLEMAN & CHRIS LANGSTON
MARYLAND HEATING & AIR

6665000000000 00008000

2
“~
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IS TIKTOK FOR YOUR BUSINESS?

d' TikTok

{) For You
22 Following

@ Explore

G LIVE

Search

cushingco 2
€O Cushing
== e

40 Following 137 Followers 2257 Likes

Your partner for innovative graphic solutions.
Est. 1929 € Chicago
cushingco.com

Videos & Liked

Whether you're looking t...

Have big ideas for brandi...

A Caution! 4. The ...

T ry
I TR
When they call a 4:30

Okaaay... but have any of...

Getting back to our roots...

Let’s bring your ideas to I...

#TFW you've got all your...

Excuse us while we geek ...

e
N
W
W
W

Y
\
\!

\\\\\\\\\
)

\
N
\\\\

R

=z
b
4 >
7

N
VAR

W

3

= ¥ #Hacrylic ...

On site at Red Mane toda...

Happy Friday! Testing a n...

Trust the process

How fun are these swirly ...

Happy #piday © Wh...

+ Upload

Window graphics going u...

& This is not a drill: We'...

d TikTok

{ For You
29 Following

® Explore

Gx LIVE

Login

Search

graphix_unlimited 2 e
Graphix_Unlimited

10 Following 14 Followers 52 Likes

www.graphixunlimited.com
& www.graphixunlimited.com

Videos & Liked

Wallpaper

_Installation
PT. 2

Wallpaper
Installation
PT1

> 328

Part 2 of our wallpaper i... A video showing the pro... Preparing for our peel an... We made it to KBIS ... We made this custom ca...  Limitation process here ... In chicago for ASI #ASI ...

ide-format
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PROVIDE CUSTOMERS WITH USEFUL TOOLS

Suttle-Straus

P ——— WIDE FORMAT SUBSTRATES CHEAT SHEET
TYPE DURABILITY  FLEXIBILITY  COST

and thickness weak — strong low — high
HI LISA,

Thank you for downloading our infographic. You can access it at any time here:

V!NYL BANNER s a— e——

Open "Wide Format Substrates Infographic”

Interested in learning more about Suttle-Straus' wide format capabilities?

STYRENE
04

Click here to view our portfolio or contact us to discuss your next project.

All the best,
Maeghan Nicholson

COMPOSITE

Marketing Manager imm

ACRYLIC

ABOUT US | CONTACT | PRIVACY POLICY
STYRENE FACED

FOAM BOARD
1875"

You received this email because you are subscribed to Print and Direct Mail Monthly from

Suttle-Straus, Inc.
PVC

bmm

CONBOARD

49!

This cheat sheet references commaon substrates and should only be used as a guide: There are fundreds of substrates available.
Always consuit with your wide format printer before beginning a project, as there are often other variables, substrates, colors, and
thicknesses that could be considered and may affect the durability, fieibility, cost and overall outcome of 2 piece.

WWW.Suttle-straus.com

wide-format
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WHAT DO THEY LOOK FOR IN
PROVIDERS?

wide-format
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CONSIDERATIONS IN PROVIDER SELECTIONS

Q. Rate the importance of the following considerations when selecting a sign and display graphics provider?

Continually educates us on issues related to our sign and display graphic needs

Offers a wide range of products/services beyond sign and display graphics

m Very important m Moderately important m Slightly important = Not important at all

Quality
casy to work witt
Price
Knowledgeable staff
Turnaround 49% 39% 3%

38% 39% 6%
37% 45% 3%
Color certifications (e.g., G7, GRACL, etc)
Offers the latest decorative/print embellishment trends/options
Offers ways to streamline my processes
Offers installation services

Offers design services 28% 32% 23%
Green/environmentally sustainable production processes 23% 38% 13%
®
def
wide-format

n = 120 Purchasers or Purchase Influencers of Sign and Display Graphics
Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023




TURNAROUND TIMES

BUYERS PROVIDERS
Q. What is the most common turnaround time you demand for your Q. What percentage of your wide-format work needs to be
sign and display graphics? produced in the following time frames?

Same day/24
hours
4%

2to 5
business
days

61%

2t05
business
days
56%

n = 125 Purchasers or Purchase Influencers of Sign and Display Graphics n = 75 Providers of Wide-format Printing Wide.format
SUMMIT

Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



COLOR CERTIFICATIONS FOR WIDE-FORMAT

BUYERS PROVIDERS

Q. Does your company have a G7 or some other level of color
certification for its wide-format printing?

5490 of buyers prefer to Gtaohic praviders rehor
customers require color

WOrk W|th S|gn and dlSpIay certifications, like G7
graphic providers that are

G7,:'Color certified

n = 120 Purchasers or Purchase Influencers of Sign and Display Graphics Wide.format

n = 73 Providers of Wide-format Printing SUMMIT

Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



OFFER ECO-FRIENDLY WIDE-FORMAT PRINTING

BUYERS PROVIDERS

Q. Do you offer “green”/eco-friendly wide-format printing, such as printing
recyclable/biodegradable substrates or using more environmentally friendly inks?

68% of buyers report 5% ol e

wide-format

sustainabllity Is an wor produce
essential feature when friendly
selecting a sign and

display graphics provider

n = 120 Purchasers or Purchase Influencers of Sign and Display Graphics

0
n = 73 Providers of Wide-format Printing W|de-format

SUMMIT

Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



PROVIDERS MARKETING WITH SUSTAINABLITY

MOSS INC.: A SUSTAINABLE GRAPHICS PARTNER THE BERNARD GROUP EDUCATES ON SUSTAINABILITY

Work

The Bernard Group Servicas
About

ALTIES CAPABILITIES CASESTURMES PRODUCTS ABOUT NEWS m -
- Responsibility
Careers
Contact

YOUR
SUSTAINABLE

GRAPHICS
PARTNER

Insights in Action

Innovation born out of Decign, mactered in Manufacturing, and made to be retail-ready.

Find new ideas and fresh manufacturing techniques to help your business grow.

THE SUSTAINABLE GRAPHIC LEADER

As the Industry embraces the nead for collaborative Sustai mbie inftiatives—and solltions— we ane working hard to
creste an eco-friendier environment for future generations and assune cUsIomes that we re committed to providng
prochucts and senvices that promote an eco-friendly way of (e

Q) steere coen- Sumtancbie chic el

-
P

‘ml;A,RDFOR
iNABLE
LNRGE-FORMAT GRAPHICS

WWW.MOoSSIinc.com

Recycled Magnets:
How We Got
Sustainability to

Green Goals: An
Inside Look at Our
Environmental
Management

No company can elaim to be truly

eca-friendly wi heving an

nmental Management

Sustainable Swap:
4 New Green
Alternatives for
Eco-Friendly
Manufacturing
At The Bernard G
af life. It's part of

, no matter how complex. And

EonsEinu

know it

https://thebernardgroup.com

wide-format
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IN THEIR WORDS

When asked to state how their sign and display providers could serve them better, buyer
respondents offered the following:

 “More accurate time and cost estimates.”
« “Better prices.”

« “Latest tends in advertising such as using Al.”

« “By being more flexible and sending more samples. | like knowing that my graphic
providers care about me. If | need project sooner (like in 2 days instead of a 7) and they

can do this without charging a huge fee and lack of quality.” . ‘ .
« “Continue with good service. Fast turnaround. Educate me on new products, services.” -

« “Turnaround time is always an issue so quicker product in hand is a huge priority.”

« “Case studies and content ideas.”
« “Better education on trends.”

* “Online business portals tracking jobs instead of simple email communications.” Wide-format

SUMMIT

Source: Who Buys Wide-format Display Graphics, NAPCO Research 2023



RESEARCH TAKEAWAYS

Solid opportunity in offering display graphics.
Buyers purchase from a variety of providers.

Referrals and the internet are top ways buyers find new providers for sign
and display graphics.

Buyers look to a variety of sources to learn about trends and advances in
technologies for printing sign and display graphics.

Top reasons buyers accept sales meetings with a sign and display graphics
provider center on referrals (from friends or colleagues, from someone the
buyer does business with, or from someone within the buyer’s organization)
or an introduction at an event.

Buyer respondents report print quality, customer experience, and customer
service are the most important considerations — higher than price — when
selecting providers of sign and display graphics.

wide-format
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