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RESEARCH STUDY

« NAPCO Research designed and deployed 2 surveys:

« Buyers and influencers of sign and display graphics

« Providers of sign and display graphics

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

Canon

CANON SOLUTIONS AMERICA

« Goals:
o Identify trends influencing demand
o Define buyers’ purchasing needs and preferences

o Understand providers’ challenges, opportunities, and investment

plans
ONAPCORESEARCH
Segment Response N
Sign and Display Graphic Purchasers or 71 To Download Report:

https://wideformatimpressions.tradepub.com/free/w_defa2434/

#WIDEFORMATSUMMIT

Influencers
Sign and Display Graphic Providers 115



AGENDA
* The Opportunity

 Who Is the Buyer?
* Why the Buy?
 What the Buy?

 Where they Buy?
* What they Look for in Providers?

#WIDEFORMATSUMMIT
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SIGN AND DISPLAY APPLICATIONS ARE HIGH VALUE

o Dior

Powerful Communication Tools

« Compelling Marketing Vehicles

« Build Brand Equity and Recognition

DOWNLOAD

0 PLY HEETOW

* Creates Long-Term Awareness
« Wayfinding

« Effective Décor Enhancers

« Banners, Posters, Billboards, Soft Signs, Window
Graphics, Wall Coverings, Floor Graphics (the list goes on)
Deliver Results

Image Source: Vomela

#WIDEFORMATSUMMIT

Image Source: CGS Imaging
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SIGN AND DISPLAY GRAPHIC DEMAND DRIVERS

Return to In-person Gathering

Every Surface is a Canvas

Demand for Experiential Marketing

Marketers Mixing Media

Availability of Embellishment/Enhancements

This Photo licensed under CC BY-SA-NC

#WIDEFORMATSUMMIT


http://technofaq.org/posts/2017/03/why-social-media-for-the-growth-and-success-of-your-business/
https://creativecommons.org/licenses/by-nc-sa/3.0/
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GRAPHICS IS AN ATTRACTIVE MARKET TO ENTER

2021 — Market Segments Considering Entering

Looking to Enter Graphics 0 o .
(Graphic/Sign and Graphic Installation) 49% 7% 955%

Current Market Commercial n=233 Packaging, n=90 In-Plant, n=59

#WIDEFORMATSUMMIT

Source: NAPCO Research Convergence in the Printing Industry, 2021
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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 51% expect double-

15% digit sales to growth
23%

Grew 20% or more

91% expect

sales to grow Grew 10% to less than 20%

in next 12
months Grew 5% to less than 10%

Grew 1% to less than 5%

) 8%
Remained flat 13%

0
Declined 1% to less than 5% 1%

[0)
Declined 5% to less than 10% 2%
6%

Declined 10% to less than 20%

E—y
=

h

[ 2%

2%

Declined 20% or more Select ONE Response

n=115 Sign and display graphic providers H#WIDEFORMATSUMMIT
Source: Who Buys Wide-format?, NAPCO Research 2022
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GRAPHIC PROVIDERS KEY CHALLENGES

Q. Rate the level of challenge each of the following factors presents to your business.
m Critical Challenge = mModerate Challenge Slight Challenge  ®No Challenge

Finding good sales reps 43% 33% 12%

Hiring production staff 36% 20%

Finding new sales/revenue sources 35% 41% 17%

Maintaining profit margin 30% 26%

Keeping up with print buyer demands

0
for price and quality e
Keeping current with
hardware/software technology 11% 40% 31%
solutions
Job estimates or quotes 27%

n=114 Sign and display graphic providers
Source: Who Buys Wide-format?, NAPCO Research 2022
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WHO BUYS? PURCHASING DECISION MAKERS

Which of the following describes your role in your
organization?

1. Marketing Executive: 27%

| W S5 T e s et v |

.............
............

2. CEO/President/Owner: 27%

44—

3. Marketing Manager: 24% | ‘._ AammuE EARENEEEREEE H i EEERS

P 4 L

----------

4. Management Executive: 11%

5. Brand Manager: 4%

n=71 Purchasers or purchase influencers of sign and display graphics

Source: Who Buys Wide-format?, NAPCO Research 2022 #Wl DEFO RMATSUM M |T
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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

#WIDEFORMATSUMMIT




wide-format

SUMMIT

VENDOR LISTS

Required to Buy from a Vendor List

Q. Are you required to buy sign and display graphics
from an approved vendor list?

n= 71 Purchasers or purchase influencers of sign and display graphics

Source: Who Buys Wide-format?, NAPCO Research 2022

Getting on a Vendor Lists

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

The purchasing department (or other
department) must vet the vendor
and add to the preferred vendor list

Must apply/register

Anyone in our organization can add
avendor to the preferred list

Recommendation by our advertising

0,
agency e

Multiple Responses Permitted

n=14 Buyers or purchase influencers of sign and display graphics that are
required to buy sign and display graphics from an approved vendor list

#WIDEFORMATSUMMIT
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THREE R’'s OF GRAPHICS POWER!

Audiences

e Highly visible
e Builds brand equity and recognition

Reliability Channel

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

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

#WIDEFORMATSUMMIT
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WHY THEY BUY? ATTRACTION, PROMOTION, EDUCATION

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

Attracting customers’ attention to products and 69% Key Findi ngs

services . .
The top reasons for purchasing sign

Promote product sales at the point of purchase 39% and display graphics are:

P ' '
romote events e Attracting customer attention

Offer product or service information/education

0
(how to use, safety instructions.) o

« Supporting sales at the at the
Outdoor advertising 27% point of purchase

Wayfinding or providing directional information .
(maps, arrows, diagrams, etc.) 24% « Generating awareness and

promoting events

Seasonal promotions 20%

Political/advocacy communication (e.g., election

1% Offering product or service
posters and signage)

Select UP to 3 education and information

n=71 Purchasers or purchase influencers of sign and display graphics

Source: Who Buys Wide-format?, NAPCO Research 2022 #WIDEFORMATSUMMIT
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ATTRACTION AND PROMOT]

Source: Olympus Group
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ON EXAMPLES

#WIDEFORMATSUMMIT
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BUYER APPLICATION SPENDING TRENDS

Q. What is the current spending trend for the sign and display graphics you purchase?
® Increasing m®mNo Change Decreasing

Photography, n=27 44% 41% 15%
Signs, n=43 40% 51% 9%
Banners, n=61 39% 49% 11%
Digital displays, n=41 39% 49% 12%
Floor graphics, n=21 38% 43% 19%
Window graphics, n=31 35% 58% 6%
Backlit displays, n=17 35% 53% 12%
Packaging samples/prototypes/mockups, n=18 33% 56% 11%
Flags, n=15 33% 67%
Fine artwork, n=6 33% 50% 17%
Posters, n=40 10%
Label/decal, n=37 5%
Billboards, n=24 25%
Point-of-purchase/point-of-sale displays, n=26 | L I -1 T N, /o
Pole signs, n=19 5%
Vehicle wraps, n=24 8%
Directional signage, n=30 23% 60% 17%
Wall coverings/wallpaper, n=13 23% 62% 15%
Maps, n=14 7%

n=71 Purchasers or purchase influencers of sign and display graphics #WIDEFORMATSUMMIT
Source: Who Buys Wide-format?, NAPCO Research 2022
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DEMAND FOR WIDE-FORMAT APPLICATIONS

Q. How is demand for the following wide-format applications changing, if at all?
m Growing ® Staying the same Decreasing

Textiles (soft signs), n=30 50% 47% 3%
Wall coverings/wallpaper, n=72 50% 44% 6%
Packaging samples/prototypes/mockups, n=37 49% 41% 11%
Label/Decal, n=77 48% 48% 4%

Signs, n=82 46% 52% 1%
Window graphics, n=91 40% 56% 4%
Digital displays, n=34 38% 56% 6%
POP/POS displays, n=67 37% 52% 10%
Directional signage, n=78 36% 63% 1%
Event graphics, n=88 23%
Floor graphics, n=84 17%
Banners, n=96 | Y <7 W, /0o
Building wraps, n=31 | Y < - T M, 3 05
Growth Vehicle wraps, n=56 13%
Areas Fine artwork, n=44 16%
Posters, n=84 24% 73% 4%
Pole signs, n=43 5%
Maps, n=30 17%
Flags, n=31 10%
Backlit displays, n=68 21%
Photography, n=34 12%
Industrial products, n=7 14% 86%

Billboards, n=16 Ik - - 25%

Base = 115 Sign and display graphic providers
Source: Who Buys Wide-format?, NAPCO Research 2022 #WIDEFORMATSUMMIT
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USE OF DIGITAL SIGNAGE

Customers

Q. Which of the following statements best aligns with
your company’s use of digital signs/displays?
1% [ 1%

m Considered and rejected using digital
displays

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

Not considered using digital displays
m Replacing printed signage with digital
displays

® Plan to use digital signs in the future

m Use printed signage and digital displays

n=71 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022

Providers

Q. What is your level agreement with: Our sign and display
graphics business is losing volume to digital displays?

Disagree
75%

n=113 Sign and display graphic providers
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WHERE THEY BUY?

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

General commercial printer

Signage/graphics shop

Retail store specializing in signs & graphics (FastSigns, Signarama)
Online sign/banner provider

We produce in-house

Copy business that offers signs and graphics
Exhibit/trade show company

Office supply retail store (Staples, OfficeMax)
Packaging printer

Billboard printer

Mailing services provider (FedEx Office, UPS Store)

Digital photo website like Shutterfly

n=71 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022

2%

17%

14%

13%
11%

10%

7%

Multiple Responses Permitted

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

Respondents top three
sources for purchasing sign
and display graphics are
general commercial printers,
sign shops, and retail stores
specializing in signage.

#WIDEFORMATSUMMIT
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WIDE-FORMAT IMPRESSIONS 100 — First 50
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WAYS BUYERS FIND PROVIDERS

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

Yellow pages or other directories for sign and display graphics.

Advertisement in a publication or newspaper

Other

Organization has long relationships with provider
Referrals
Internet searches
Direct mail from the provider
Industry associations Key Findings

Online advertising « Over half of respondents report

Social media their_orgar_lizatipns have a Iong
Sales call from the provider relationships with current providers.
We “inherited” the provider when we acquired another company  Referrals and internet searches are
Article in a specialized industry publication top ways buyers find new providers

Multiple Responses Permitted #WIDEEORMATSUMMIT

n=65 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022
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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 friend/colleague 58%
Referral from someone | do business with (e.g. another vendor, customer) 55%

Referral from someone at my organization 49%

An introduction at an event 29%

Key Findings
Referrals are the top reason buyers report
taking sales calls with sign and display
graphic providers.

Vendor shows me samples “badged” with my company’s logo or branding 28%
Direct mail outreach 25%

Vendor content (e.g., customer case studies, white papers, videos) 23%

Respondents reported the top sources of
customer referrals are a friend or colleague
Social media outreach 15% (58%,) a vendor or customers (55%), or a
person in their organization (49%).

A contact through a trade association 22%

Nothing would motivate me to accept a meeting with an outside vendor R£4)

E

Other k&G Multiple Responses Permitted

n=65 Purchasers or purchase influencers of sign and display graphics H#WIDEFORMATSUMMIT
Source: Who Buys Wide-format?, NAPCO Research 2022
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[ESTIMONIALS ARE A FORM OF REFFERAL

‘ Miller Zell MILLER p4=2ER Services  Industries  About  Resources  Contact Q

9hrs-Q

Said Walmart's Senior Director, Visual Merchandising, “It takes a large
collaborative team to make these in-store initiatives come to life, and | Walmart

could not be more honored to be a part of the visual merchandising Variable print, “College Prepped”
team with Miller Zell.” #brandedenvironments #endtoendservices

‘Walmart wanted to execute a national in-store signage program during the Back-to-
School/College season that celebrated the major universities nearest each store location. The
signage needed to adhere to the school’s licensing agreement requirements, and Walmart
wanted the program executed in just 10 weeks. Across the U.S., Miller Zell created, tracked and
printed 1,974 different designs to bring the "College Prepped” program to life.

THE SOLUTION

As noted by the Harvard Business Review. "Successful localization hinges on getting the
balance right”” It also hinges on the precise execution of complex variable print and signage
programs, which is right in the middle of Miller Zell's Retail Marketing Solutions sweet spot.
From Alabama to Wyoming, UNC Pembroke to UCLA to Yale, the program was executed in
3,965 stores, and 64 percent of the kits included variable print components.

THE RESULT

Miller Zell’s Retail Marketing Solutions team led the way in managing over 20,000 different
variable data points over a 10-week time frame. We designed. procured, produced. printed, kit
packed and precisely delivered the entire program. with 100 percent on-time delivery.

“It takes a large collaborative team to make these in-store

Retail Localization: Walmart initiatives come to life, and | could not be more honored to be a
Walmart needed a partner to design, procure, produce, print, kit pa... partontheyiusimerchandising teamith Miller Zell.

-Walmart Senior Director, Visual Merchandising.

oY Like (O Comment 2> Share

#WIDEFORMATSUMMIT
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CUSTOMER RECOMMENDATIONS

#=_ Cushing

+‘£9- December 10, 2021 -}

#= (Cushing
#FeedbackFriday time featuring our friends over at the Andersonville +£Q July 30, 2021 - Q
Chamber of Commerce and the work our design Sepia Studio '
completed! Next week we will share a website spotlight on the project
completed together in September!

Double #FeedbackFriday with an awesome testimonial fo rthe Cushing
and Sepia 5tudio teams!

"We had a great experience working with
"Sepia Studio’s team was the Cushing and Sepia Studio team, from
fantastic to work with and design to installation. Their team was very
evolve a side note comment into thorough, timely, and flexible. We had a
an incredible art installation. A LOT of changes and the designers were
very patient and understanding with our
team and client’s direction. | would 100%
recommend them for wall graphics and
design projects.”

joy to work with, they exceeded
expectations and we |look
forward to working with them
and Cushing in the future.”

LAUREN TAVEL
DAVID DAKES CBRE

ANDERSONVILLE CHAMBER OF COMMERCE o LEED GA, ASSOCIATE REAL ESTATE MANAGER
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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 48%
Our vendors/suppliers 46%
E-mail newsletters 42%
Social media 38%

Education by current provider (e.g., lunch-and-learns, plant tours) 35%

Colleagues 32%
Trade magazines 29%
Trade show exhibits 29%
Virtual marketing events 20%

Webinars 18%

Industry conferences 17% Multiple Responses Permitted

Other
H#WIDEFORMATSUMMIT

n=65 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022
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CONTENT MARKETING

Download Content

SsuTTLEeSTRausS Services Technology Creative Resources

DISPLAYS AND SIGNAGE

Our wide format production features sheet and continuous-feed presses
capable of printing up to 126 inches wide and on substrates up to two
inches thick. With substrates ranging from vinyl to ceramic, plastic to
carpet and wood to canvas, the possibilities are endless.

The variety of print options and the work of our dedicated engineering
team, allows us to also produce captivating environmental graphics for
commercial, retail, or hospitality spaces. Through color, imagery, form, and
typography, we help create striking environments that communicate and
engage with visitors.

Download the Case Study: UW Kohl Center Signage

IDEAS FOR BRANDING YOUR
WINDOWS, WALLS & FLOORS

Leam best practices for creating inspiring and
welcoming workspaces, including cost-saving
tips and important restrictions to consider.

Sign Up for Content

Miller Zell
(2]
July 19 a2t 8:02 AM - Q

Looking for a newsletter to bring you all the QSR, trends and tips? Or
maybe you just want to see what Miller Zell is up to! Subscribe to get
the latest in your inbox here. https://hubs.ly/Q01h2GJb0

MILLER

Stay Informed.
Be Inspired.

The best retail resources for
you and your team! Enjoy a
sneak peek of a few of our
favorite articles now...

JOIN THE LIST
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Resources

Explore
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Teue Disi

Oiscavervhich e zital mitiatives sre
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Corporate Culture

ViewAll >

Miller Zell Pledges to
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Environments: SMU
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PROVIDE CUSTOMERS WITH USEFUL TOOLS

Your Infographic: Wide Format Substrates

Maeghan Nicholson <maeghan.nicholson@suttle-straus.com>
To @ Lisa Cross

WIDE FORMAT SUBSTRATES CHEAT SHEET

TYPE DURABILITY ~ FLEXIBILITY ~ COST

HI LISA, and thickness weak — strong low — high

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

VINYL BANNER C— — L e—
Open "Wide Format Substrates Infographic”

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

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

STYRENE

All the best,

Maeghan Nicholson

COMPOSITE
Marketing Manager !

ACRYLIC

STYRENE FACED

FOAM BOARD

ABOUT US | CONTACT | PRIVACY POLICY

You re thi nail because you are ed to Print and Direct Mail Monthly from

Suttle-Straus, Inc.

This cheat sheet references common substrates and should only be used as a guide. There are hundreds of substrates available.
Ahways consult with your wide format printer before beginning a project. as there are often other vaniables, substrates, colors, and
thicknesses that could be considered and may affect the durabilty, flexibilty, cost and overail outcome of a piece.

#WIDEFORMATSUMMIT
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OFFER CUSTOMERS INSIGHT

CUSHING=  ~ricesoms

Printing Services Managed Print Services Solutions by Industry Portfolio and Case Studies About Cushing

SUBLET OFFICE SPACE [@1 REQUEST A QUOTE

HIRING MANAGERS & HR PROFESSIONALS, READ THIS AND SEE IF
YOU AGREE.

HAVE THE LAST SEVERAL MONTHS BROUGHT NEW MEANING TO THE PHRASE “EMPLOYEE DISENGAGEMENT”?

This appears to be a universal challenge, along with a higher than normal turnover rate; the reference to “The Great Resignation” is one that HR
professionals of our time will resnember for decades. No matter the industry, it seems more and more employers are struggling to retain and

recruit top talent. Why? Employees are disengaged.

SO HOW CAN AN EMPLOYER KEEP EMPLOYEES ENGAGED AND ATTRACT QUALITY
CANDIDATES?

START WITH YOUR WORKSPACE!

CUSHING=

Printing Services Managed Print Services Solutions by Industry Portfolio and Case Studies About Cushing

 PLACE AN ORDER SUBLET OFFICE SPACE

ATTRACTING NEW TALENT

YOUGOV’S SURVEY FOUND THAT ALMOST HALF OF RESPONDENTS AGREE THAT THE ROOM WHERE THEY WERE INTERVIEWED
'WOULD INFLUENCE THEIR OPINION OF WHETHER OR NOT TO ACCEPT A JOB OFFER. THIS WAS PARTICULARLY HIGH IN MEDICAL &
HEALTH SERVICES AT 69%, SALES & MARKETING AT 57%, AND FINANCE & ACCOUNTING AT 53%.

")’“w’a'iumdw
thebid of

reedom [ need
to get the most

ot of my life

www.cushingco.com/branded-office-graphics-to-hire-and-retain-top-talent/

#WIDEFORMATSUMMIT




WHAT THEY LOOK FOR IN PROVIDERS?
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CONSIDERATIONS IN PROVIDER SELECTIONS

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

mVery Important  ®mModerately Important Slightly Important  ®Not Important

Quality 85% /4%
Easy to work with 1%
Excellent customer service 1%
Service responsiveness |2 ST . 0o

Price 68% 27% 4% 1%
Knowledgeable staff 10%
Turnaround 13%
Offers ways to streamline my processes 11% X%
Offers a wide range of products/services beyond sign and display graphics 32% 38% 25%
Continually educates us on issues related to our sign and display graphic needs 32% 33% 31% M

Color certifications (e.g., G7, GRACoL, etc.) 25% 24% 36%

Offers installation services 19% 28% 32%
Green/environmentally sustainable production processes 17% 35% 36%
Offers the latest decorative/print embellishment trends/options 15% 35% 38%

Offers design services 14% 31% 33%
Convenient store locations 14% 30% 35%

#WIDEFORMATSUMMIT

n=71 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022
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TURNAROUND TIMES IN 5 DAYS OR LESS

Customers

Q. What is the most common turnaround time
you demand for your sign and display graphics?

Same day/24
hours
6%

More than
5 business
days
17%

2 to 5 business
days
77%

n=71 Purchasers or purchase influencers of sign and display graphics
Source: Who Buys Wide-format?, NAPCO Research 2022

Providers

Q. What percentage of your wide-format work needs
to be produced in the following time frames?

orethan 7
business

days
12%

3to7
business

days
20%

2to 3
business
days
42%

. . . _ #WIDEFORMATSUMMIT
n=115 Sign and display graphic providers
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COLOR CERTIFICATIONS FOR WIDE-FORMAT

Providers
Q. Does your company have G7 or some other level of

color certification for its wide-format printing?

12% of sign and display
graphic providers report
customers require color
certifications, like G7

n=114 Sign and display graphic providers
Source: Who Buys Wide-format?, NAPCO Research 2022

Customers

Q. Rate the importance Color Certifications (e.g., G7, GRACoL,
etc.) when selecting a sign and display graphics provider.

ery/moderatel
important
49%

Slightly
important
36%

n=71 Purchasers or purchase influencers of sign and display graphics

#WIDEFORMATSUMMIT
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OFFER ECO-FRIENDLY WIDE-FORMAT PRINTING

Providers Offering “Green”/Eco-Friendly
Wide-Format Printing

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

Less than 10% 49%
10% to 24% 20%
25% to 49% 12%
50% to 74% 6%
75% to 99% 10%

100% 3%

Q19. What percentage of the wide-
format work you produce is
“green’/eco-friendly?

n=114 Sign and display graphic providers

Source: Who Buys Wide-format?, NAPCO Research 2022

Importance of Eco-Friendly Processes to Buyers

Q. Rate the importance of green/environmentally
sustainable production processes when selecting a sign
and display graphics provider?

Not

Very
Important

Important

Slightly
Important

35% Moderately

Important
35%

n=71 Purchasers or purchase influencers of sign and display graphics

#WIDEFORMATSUMMIT
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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:

e “Expand education offerings to help us learn about new opportunities and product offerings.”

e “Offer more ideas and/or update us on technology trends within the industry.”

e “Suggest products that would complement previous orders.”

e “E-mail us sales offers that include items that we frequently purchase, along with new products to
consider.”

e “Send more updates on the progress of our work when it is in production.”

e “Use a consultative selling approach rather than transactional.”

e “Be more proactive and attentive.”

e “Better collaboration with our team.”

#WIDEFORMATSUMMIT
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RESEARCH TAKEAWAY S

« Spending on wide-format printed applications is mostly growing or staying the same.
« Sign and display graphic 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.

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

#WIDEFORMATSUMMIT



Join the NAPCO Print Industry
Research Panel and gain exclusive access
to survey research, trend analysis, and reports.

Participation requires completing a 3-5 minute
web-based survey approximately once a month.

Follow the link below
to join our business panel:

research.net/r/PrintPanel

Or email:

research@napco.com




