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/" Welcome Address

Honourable guests and friends of the printing industry:

Good morning. Welcome to SpectrumASIA organised by the
Hong Kong Printers Association, and we are happy to have
your presence today. We would also like to thank the Trade and
Industry Department of the Hong Kong SAR Government and
the SME Development Fund, which has generously sponsored
this event.

In this rapidly changing world, printers, publishers and designers
must all enhance their competitiveness to offer customers
with value-added services. In recent years, cross-media has
become the hot topic of our industry. Indeed, it has brought
the printing industry new momentum and new opportunities.
Knowing how to integrate and manage media, workflows and
strategies, therefore, is crucial. This would involve globalising
the printing workflow and quality management; effective
brand management; how to offer cross-media services; as
well as understanding contents management and publishing
standards, etc. In light of the above, the Hong Kong Printers
Association has partnered with Idealliance of the U.S. to host
Asia’s first SpectrumASIA. We have invited many renowned
speakers from overseas to share with us their invaluable
experiences and strategies in printing, design and publishing.
SpectrumASIA will take place in Hong Kong, Korea and India.
Hong Kong is extremely honoured to be the first hosting city.

Taking this opportunity and on behalf of the Hong Kong Printers
Association, | would like to thank a number of organisations
for their support. These include our collaborating organisation
the Advanced Printing Technology Centre; our co-organisers
Hong Kong Design Institute and Idealliance; our supporting
organisations: Federation of Hong Kong Industries, Hong
Kong Designers Association, Hong Kong Design Centre, Hong
Kong Printing Industry Workers Union, Hong Kong Publishing
Federation, Institute of Print-media Professionals and Wing
King Tong Printing Limited. | would also like to thank everyone
for joining this forum out of your busy schedules, as well as our
guests who have travelled long distances to be with us today.
| believe this seminar will provide all of us with an excellent
platform for experience and ideas exchange.

Last but not least, we thank the organising committee for their
wonderful ideas along the way. The forum is now officially
kicked off. May we wish the printing industry of Hong Kong a
bright future, and let’s enjoy a rewarding day!
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As we come to the close of our first SpectrumAsia | would like to
take a few minutes to reflect on this momentous day.

First, THANK YOU for coming! | also want to thank the organizers
of the conference — The Hong Kong Printer Association and co-
organizer Hong Kong Design Institute — as well as all of the
supporting organizations for making this event a success.

Our Idealliance China affiliate leader, Brenda Pang from APTEC,
approached me eight months ago about conducting a conference
in Hong Kong for media production professionals across the
value chain — printing, publishing, graphic designer, print buyer,
and brand owner. We wanted to focus on the TOTAL supply
chain and provide a forum to learn how we can better understand
each of our different expectations and maximize the production
workflow. From the 1980's to 2005 Idealliance produced a
conference in the United States called Spectrum — about the
advertising-publishing-print supply chain and Brenda and |
decided to use the Spectrum Brand for this first Asia conference.

Over the course of the day we covered the TOTAL Supply Chain
— from the brand owner and publisher who develop the content
— to the print and electronic media providers who produce and
communicate the content across the print and digital platforms.
Throughout the day we had two broad areas of discussion:

1. the standards foundation of the workflows — G7 and 1SO
15339, digital publishing standards, and new ISO initiatives
in packaging and spot color — and

2. the changing dynamics of communication with multi-
channel publishing, integrated media, mobile, and hyper-
customization.

For many of you in the room, you start with ink on paper. Your
primary interest is print. Despite all the hype about “digital” and
mobile in particular, the foundation of many content creators’
profitability — whether publisher, cataloger, or brand — is based
on print. Let's not forget that! If we look beyond the Alibaba's or
Amazon's or Facebook's — where is the profitability in digital?
— that is the key question in the coming months for brands and
publishers.

The way we communicate and the evolving demands of
consumers is changing how each of us in this room work. We
are being asked to become “digital first” — moving content
seamlessly to any substrate whether:

*  a sign on the side of a building,

* to a package in a store,

*  to an advertisement in a printed magazine,
*  or to a mobile advertisement on Alibaba.

Building an efficient digital workflow designed for multiple
distribution channels will allow your company to serve your print
customers today, and your mobile customers tomorrow.
Another dynamic we are all facing is globalization. We are
asked to manage content and color fidelity around the globe.
A print packaging company is asked to insure the Nike orange
or the Coca-Cola red at manufacturing facilities in Mexico
City, Shanghai, Rochester, Mumbai, or Rio. The demands of
production — insuring the color and the print instructions — up
and down the supply chain is critical for people and systems.

Today we learned more about evolving and new standardization
to streamline that communication — G7, PQX, and Spot Color
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Calibration. The technologies you use to build your digital
workflows must integrate proven global standards, to best serve
a global customer.

These can be both exciting and frustrating times to work in
the graphic communications industry. What we learned two or
three years ago is already changing. Where will we be in 2019?
Idealliance — working with its partners in Asia like APTEC — plan
to help you move forward with proven performance in standards
and best practices to achieve our shared challenges and
opportunities. Please join us in Korea in 2016 at the 2nd Annual
SpectrumAsia.

Thank you for coming to the first SpectrumAsia.

Closing Remarks



/" Acknowledgement

EMED

Organizer :

BFEN

Implementing
Organization :

i}

Co-organizers :

HIEEM
Supporting

Organizations :

APTEC

FRARTEF ARSI
Advanced Printing T Centre Ltd.
(A Subsidiary of The Hong Kong Printers Association)

= FYTETIEE %82 |dealliance.

Member of VIC Group VTC BB E

(]

& seInae 3
e HKIE e ﬁ':l’:(:.'g; E! FRHG 2 F
¢ ol
_ BREESRARAN 1PS L .

LR R Wing hm Tani, Frnting Group

T E¥EBESERS | BREE

IxEnE
Trade and Industry Department

EHFNLE/ FHA (REEMARE) RENF
ABR  HEER - SRUEE  YTARFEE
BTRERN - TREAFRP ) CRYRLEE
SRBERN ARSARRRAMTENEEE
& (MEXEHS) HAE=EanBN -




V%§§§E " Organizing Committee

Members
HEGERA :
FEHEEE
EEORETSEERE
BIEEHKEEA :
TERHILT
ENRIRMH R P O BE
-3 —
REBFLE
ERRXEEkEREeREHE
PRIKE x4
ESORETTEER
BIERLE
ERORETEEER

Mr. David Steinhardt
Idealliance =& 1T BEE,

Project Coordinator:
Mr. Alex Yan
Vice-Chairman, The Hong Kong Printers Association

Deputy Project Coordinator:
Ms. Brenda Pang
Executive Director, Advanced Printing Technology Centre

Members:
Mr. Ho Kar Hun
Life Honorary President and Executive Committee Member, The Hong Kong Printers Association

Mr. Jackson Leung
Vice Chairman, The Hong Kong Printers Association

Mr. Percy Fung
Vice Chairman, The Hong Kong Printers Association

Mr. David Steinhardt
President & CEO, |DEAlliance



B 4 ——_

SpectrumASIA - f2F

I#[E Time 727 Agenda
10:00am EE

Opening Ceremony
10:30am HREBREPHNAR

Print in the Media Mix?
* Mr. Lior Meron
Director, Asia Pacific Operations, InfoTrends

11:00am HEREREHHTLR
New Efforts in Spot Color Calibration & Control
* Mr. Marc Levine
Director of Enterprise Print Quality, Schawk!

11:30am /MK Break

11:45am RINESR : GTEN R & B2 S M B B IR 3 15
Best Success Stories: How G7 Makes a Difference — 2 Case Studies
that demonstrate how G7 workflows can change your business
* Mr. Ron Ellis
President, Ron Ellis Consulting LLC
Chair, GRACoL Working Group, Idealliance

12:15pm 18 B B R R ER

Forum / Q&A

» =# A Moderator: Mr. David Steinhardt, President & CEO,
Idealliance

« 2H8#& Panel members:
-Mr. Lior Meron
-Mr. Marc Levine

-Mr. Ron Ellis
1:00pm 4B Lunch
2:00pm SEeRBITERRE
Integrated Media Workflow

* Mr. Joseph S. Cha
President, HipZone, Inc.




b

/" SpectrumASIA - Agenda

FFf Time

2:30pm

3:00pm

3:30pm

3:45pm

4:15pm

4:45pm

5:25pm

2 Agenda
SEBHREER RS REES

Multi-Channel Publishing Standards and Technologies
¢ Ms. Dianne Kennedy,
Vice President of Digital & Emerging Technologies, Idealliance

0 - BEERDEE (HH)

Print, Customers and Mobile (Digital)

* Mr. Paul Cousineau
Vice President of Prepress, Continuous Improvement and IT Operations
Dow Jones & Company, Inc

/MK Break

WEDHEE N EA L mEIRER
Hyper Customization — Engaging Consumers with Personalised
Brand Experiences
* Mr. Rob Wallace
Managing Partner, Best of Breed Branding Consortium

B4 5 3 R OB AR
The best kept secrets of the perfect Holistic Brand Creation
* Mr. Davide Nicosia,

Founder, NiCE Ltd.

R AR
Forum / Q&A
» =# A Moderator: Mr. David Steinhardt, President & CEOQ, Idealliance
+ 2H8 Panel members:
-Mr. Davide Nicosia
-Ms. Dianne Kennedy
-Mr. Joseph S. Cha
-Mr. Rob Wallace
-Mr. Paul Cousineau

HEAwE

Closing Remark

« Mr. David Steinhardt
President & CEOQ, Idealliance

11






1]

Session A

HRlEESREEFHNAE
Print in the Media Mix?

13



InfoTrends
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Print in the Media Mix?

Lior Meron#20105 i AInfoTrends i {F 25 KB E I E: © InfoTrends
E-FERMENTEMERERBEAR  TEHHER - OIRE
B BBRETE LortZHOR TER10F  BRAZEHEE—IE
B AR KEEE « B ScanvecAmiable Inc (SAi) * Matan
Digital printers » Digilabs Inc + Scodix Ltd% ° Liorf& & 2 3 i # f 5 Bk
B EmEEAMES|ARE BEDSHR RO TEEEREHE
BYZRBREAG o Heoh  EETAMES @RS  BEZHER » POD -
HEERE - IRNASTEETERAZNER © Liorfia LEasl
BEREHLAARAREAZRNEERBAREZ L2 -

Lior Meron joined InfoTrends in 2010 as the Director of Asia Pacific
operations. Mr. Meron has been in the graphic arts industry for more
than a decade having lead the Asia Pacific Activities at leading names
such as ScanvecAmiable Inc (SAi), Matan Digital printers, Digilabs
Inc, Scodix Ltd and others. Lior's expertise is in introducing new
breakthrough technologies of leading printing and graphic arts related
manufacturers to the Asia Pacific region by setting up the marketing
and strategic alliances. He has conducted lead studies and projects

on wide format, POD, ink remanufacturing, printing cost analysis,
in addition to others all over Asia Pacific. Mr. Meron holds a dual
BA degree in Economics and Political Science from The Hebrew
University of Jerusalem, School of Economics.
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* Digital Print is Alive and Well

* Printis Interactive!

* Mobile: Bridging the D
and Physical Worlds
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The Production Digital Printing Application Landscape
SREEN R £ ERIE A E

Graphic

Communications Packaging " Decorative Functional
1520 a% /X) weRlE Rt

A Graphic Arts E| 8 Functional & Industrial mﬁﬁ&ﬂlﬁﬂi =t
<% Ink & Toner & K A Materials 114} s—-

=1 Paper Paper/Board/Plastic === Industrial Substrates Objects
#UR SR/ MR/ 2R ) W

Addressing i &1
CAD

Photo 1B
Promotional 1
Publishing iR

Sign and Display
FFR AR
Transactional 3 51t

Global Digital Production Colour Print Volume by Technology
RN EREBR e R EN R £

B Digital Color Toner [ Digital Color Inkjet
500 - W E B WSF EEE

400 -
300 -

200

Billions of Impressions

100 |

0 - - -
2013 2018
+ Global digital production colour volumes totaled about 348 billion impressions in 2013, and InfoTrends

expects them to reach 725 billion by 2018.
7£2013%F, EIRYIBH EEEREL3480f, InfoTrendsTRHA7E2018F H§iE 72508,

- Production colour inkjet accounted for 36% of the total production digital colour volume in 2013 and
will account for 58% in 2018.
#£2013F, HEMBEEGRBEBHEEERN36%, E2018FH§1558%.

- This occurs despite the fact that digital colour toner is also growing at a healthy rate.
BMEIEF e B TR R FEE IR,

Source: Global Production Printing & Copying Market Forecast: 2013-2018, InfoTrends 2014



Fastest-Growing Digital Print Applications in Western Europe

£ P BRI R 5 RO EES B R FE A
By Absolute Volume Gain (EE#E/ZK)

m2013 02018

+16.9 Billion Pages

#ABooks

|

#EEMagazines +6.1 Billion Pages

JRE TransPromo +5.3 Billion Pages

Newspapers/newsletters 45.0 Billion Pages
HER/AEM
1R Labels +4.8 Billion Pages

B#% catalogs +3.9 Billion Pages

/M3 F Brochures +3.8 Billion Pages

HEREER {4 Direct Mail +3.6 Billion Pages

A HE % Inserts, coupons +2.0 Billion Pages

WIIW

$ k4% & Folding cartons +2.0 Billion Pages

20 30 40 50 60
Billion Impressions (A4)

(=]
=
o

Source: Western European Digital Production Printing Application Forecast: 2013-2018, InfoTrends

Global Wide Format Production Graphics Print Volume

EIKKIEE EN R £ Z B REN R £

H Eco-Solvent/Solvent ouv M Latex B Aqueous Graphics

2,500 -
2,000 -

1,500 -|

Millions of Sg. Metres

1,000 |

500 -

2014 2015 2016 2017 2018 2019

Source: InfoTrends’ Wide Format Service
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Fastest-Growing Applications

ERFIRAIER

How are the following applications changing as a percentage of your wide format printing business?

ERRIXMEEDRIEF T, L TREIATLES LN 7

B Growing &

O No Change fERU# B Declining TF&

4 Textiles

POPEA-T/#R 5 POP Displays/Signs
T4t/ = Pyt i Wallpaper/interiors
R EGEHE Building Wraps

81.3% 10.7% [g:Xv
70.8% 22.9% 6.3%

69.1% | 175% EEREA

68.2% 18.2% 13.6%

T3 RIndustrial Products
HEFH A8 Vehicle Wraps
s Signs

EP7E£ Decals

i Flags

b @ 7 Floor Graphics
Hi#R Banners

H#@{# Vehicle Graphics

N =247

67.2% 22.4% 10.3%
64.2% 19.8% 16.0%

Source: InfoTrends’” Wide Format Service

26.4%
[ sen 28.9%
56.1% 21.1%
[ oo EEEESTERNNEN 107% |
[ s PR 172%
| s T
0% 20% 40% 60% 80% 100%

The Production Digital Printing Application Landscape
SREEN R £ ERVERE

Graphic
Communications

L EgHmE

4—- Graphic Arts EN &
<% Ink & Toner & 7k FNEk

_a

Packaging

Bk

Decorative Functional
s whetE

Functional & Industrial DIEETEFA THAE =P

< Paper
iR

R/t 2

Brand Protection
an kPR
Coding/Barcodes
RIS /15E
Consumer Labels
HEERE
Corrugated FL B4R
Direct-to-Shape
HEDR
Flexible Packaging
1243

Folding Carton
TR E

Paper/Board/Plastic === Industrial Substrates

Materials $14} s——

Objects s
T % &




From Personalised Labels and Cartons to Direct-to-

Shape Bottle Printing
RREANLERRANE ZEEDRBERLE

AN

Colour Digital Packaging Press Value of Print by Application
Europe/Middle East/Africa

UERSTE R eEBa R EE
0 L TE

R mEak BERE FLIRAR HEN R &
Hlabels  OFlexible Packaging ~ MFolding Carton  @Corrugated M Direct-to-Shape Total
CAGR 14.5% 49.3% 42.4% 35.2% 47.1% 19.1%
$3,500
$3,000 - Corrugated, direct-to-shape technologies
are young, but backed by key developers
aso | ERAREREBZGFGN, EHE
' BT R BRI
E $2,000 -
E $1,500
$1,000 -
$500 -
$0 +—— b — il — e N [
2014 2015 2016 2017 2018 2019

Source: Color Digital Label and Packaging Press Market Forecast: 2014-2019, InfoTrends 2015
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Esmark Finch: Innovative Digital Packaging Solutions

Esmark Finch: BIHTEE R AHE

&a esmark finch limited

-

PFORTIOUO  WEWS CONTACTUL  CLENT LOGIN (2

Digital Packaging

t, esmark finch has all of the t‘,)i.‘.?t}l"fl';‘_', ancd

oy £

-

SPEETRUMAS/

The Production Digital Printing Application Landscape
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Architectural B SEHY
Automotive JTH/]
Consumer Electronics
HEERFES
Consumer Goods 5 ¥ &
Laminates [ BE45
Wall/Floor Covering
i/t T S EE A )
Wood 7K
Textiles &4 &




Digital Textile Printing is Going Mainstream

7 48 om BURE B IRl B 37

Garments Bﬁﬁ Décor 256 Industrial T3

Digitally printed fashions Digitally printed décor fabrics Printed fabric typically used

typically used in women's & typically used for curtains, bed for tarpaulin covers, carpets,
men's wear, children, sports & bath, wall coverings, and and industrial fabrics
apparel, accessories, and upholstery ENTE& 418 AR Bh K IR AR

intimate apparel B55 ED R A9 S A4 L A R B, EMITEmR
FF S SRS EN R 38 A 7t 2 A0 EH. RAAE. fMEmE
Bik, R, BBk & i, FIZENELMM

fifi. AR
This DOES NOT include soft signage or T-shirt printing

,ﬂ?\' EI5 IR LT -sh;rtﬂ’ff

Digital Textiles: The Value of Print
BE4sdm: ERIMEE

Key Adoption Drivers: Sustainability, Operational Efficiency, Mass Customisation

. FRNEERS: THARE. BENE ABLTH P
30,000 -
$25,000 - 22,636
$20,000 -
16,945
5 $15,000 -
= 12,146
Wu
$10,000 - 8,180
5,865
$5,000 -
S0 -
2013 2014 2015 2016 2017 2018

Source: Color Digital Label and Packaging Press Market Forecast, InfoTrends 2015
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Digital Textiles: The Value of Print by Region

WESHG: DRINEBE)

Europe accounts for the lion’s share (61%), but strong growth is expected in the Asia-Pacific region

$35,000
$30,000
$25,000
$20,000

$15,000

Print Value (M)

$10,000

ozl

BT RARIGE 61%) , ERFGEZXHEHETEXHHER

=
CAGR

2013 2014 2015 2016 2017 2018
BSLA | $551.6 | $673.0 | $931.3 | $1,1865 | $1,429.9 | $1,711.0 |
ENA $406.8 $621.2 $1,100.5 $1,717.9 $2,479.4 $3,411.9
DEMEA  $3,614.7 $5,113.3 $7,247.9 $9,806.8 $12,838.0 $16,694.6
AP $1,292.2 $1,7728 | $2,866.3 $4,234.2 $5,888.5 $7,910.6

Source: Color Digital Label and Packaging Press Market Forecast, InfoTrends 2015

Digital Textiles: The Value of Print by Application

HEm s ERIEEE(ER)

Garments are the leading digital textile printing application with 65% of print value

BT 558 LB P I SE 5B, 15659 EU i 1B

$35,000
$30,000 399% =
s $25,000 CAGR
=
©
5 $20,000
s
E
£ $15,000
$10,000
$5,000 D
o -
| 2013 2014 2015 2016 2017 2018
B Industrial Units| $258 $317 $435 $548 $652 $775
O Garment Units $3,835 $5,200 $7,626 $10,538 $13,908 $18,104
\I Décor Units $1,772 [ $2,663 | $4,084 | $5,860 | $8,075 | $10,849

Source: Color Digital Label and Packaging Press Market Forecast, InfoTrends
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The Production Digital Printing Application Landscape
ESEN R & ERFE

Decorative

3

M Graphic Arts 1 Functional & Industrial THEETER T#1E =P
B Ink & Toner 3 7k FEk ¥ Materials #14} s—

< Paper Paper/Board/Plastic Industrial Substrates Objects s——
#R HUSR/ 4R/ BB TEYE W
i 3 3D
Prototypes 11}
Tooling/Manufacturing
BR/MIE
Printed Electronics
g EDRIBF R
Consumer Goods iH ¥ & Semiconductors3 B i}
tes JB IR Displays/Solar Panels
BN/ KB REB bR
Biomedical 4 58 2
Pharmaceuticals ! 25
Organs#S B

Addressing i Brand Protection Ceramics [

CAD

Photo #H &

Laminates |

Worldwide Forecast Revenues

EIKWNTER

3D Printers, Associated Materials, and Services

$25,000 - 3D LTI . TEFE R AR

$20,000 -
$15,000 -

$10,000 -

$Millions

$5,000 -

.

2014
Source: Canalys 2015

2018 2019

® SPECTRUMA.
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Applications Abound!

RKEARBIER
Infrastructure/Energy
| BHiE gEiR

Transportation Healthcare
&

Education

HE
N py
;"M,,.[ .

Shapeways: Transforming Business through Print Innovation

Shapeways: %38 E) Rl 8 3785 2Y £ 55

The World's Leading
3D Printing Service
and Marketplace

Shapeways Raises $30 Million to Redefine How Products Are Made
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New Media Channels, New Opportunities
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Data Relevance is Critical!

SRR HETEIRE R
99%

of companies think that some form of data is
essential to marketing success

57% of cios anticipate that the data their

organisations handle will increase by 33%in
the next 12 to 18 months.

Source: Data Quality Benchmark Report, Experian 2015

Audience-Targeting Approaches Favour Personalisation

UBRRANTEREFREAML

What percentage of your customer communications or marketing campaigns fit into the following categories?
B E L IR E BB T 5 S5 E I & L THEAR?

BA L
Personalised

Marketing
(One-to-One)
29.8%

AALEE
Mass Marketing

(One-to-Many)
37.7%

62.2% of
Communications Are
Targeted
62.2%K7E F
=8 BEMN
i ea% ]
Segmented
Marketing
(One-to-Few)
32.4%

N = 509 Respondents B
Source: Understanding Vertical Markets in Western Europe: Corporate Communication Requirements, InfoTrends 2014



Total Variable Print Volume Produced

RARTEEN I 2

What percentage of your company’s total print volume is variable?

A RIRGABEI YR B % L6 B 57 [ 2 FTEEa?

B None ([Olessthan10% ®W10%tol15% @16%to75% MWOver75% @ Don't know
et LH10% 10% - 15% 16% - 75% BiR75% A

Mean= 21.1% 23.1% 31.4% 30.5%

2012 2014F 2015 2017F

N= 241 241 253 253
Sources: European Production Software Investment Outlook, InfoTrends 2012;
European Investment Survey, InfoTrends 2015

Personalisation: Benefits to Your Customer Base
B AL EHREE S R
Improved customer experience _ 47%

BEE MR

HMRR

SR

REEREEERMNBA

HihnzsE

Lower acquisition costs
{EEEM B A

20% 30% 40% 50%

Source: .zﬂerpn'se Priorities in Digital Marketing, Teradata and Econsultancy 2014
[
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Service Providers Must Turn Data into Insight

It’s Time to Get More Data-Savvy!
RBAEEBLEAEFENLBRE, EFRENEEEHEE

KNOW CULTIVATE GROW
1 v~
pIbE] 158 R
Customer Segmentation and Customer Growth & Retention Predictive Customer Acquisition
Analysis Support Models Model
BER#SRATHE ERERREREHRK TR R R
* Identify unique customer segments * Examine the differences between new, + Combine customer data with Eampaign
m?aﬁfﬁ 'Jk:} existing, and lost customers data to model prospects with the highest
* Understand market penetration
. ¢ | .
TREIBEEN WEEH. BREZEFTHSR propensity to accept offers
* |dentify best customers * Analyze by sales & product lines EEEPRENEIR, EHEARMEE
HAREES MEERERGEHSH FERIHE R

UNDERSTANDING YOUR CUSTOMER’S CUSTOMER WILL BE
A FUNDAMENTAL SERVICE!
BB 195 B R EL MR

- b My e e e a

@‘gﬁ;ﬁeTf_;UM_g EL.a

Print is Being Blended with Digital Services

EN Rl 2 #58 & FY S AR 7%
Do you offer the following digital services to your customers?
& & TR 5 7 R LY T TS SR 75 52

HERHE AA, BRERRIR2EA R AATHIRE / T
B Yes, provide today O No, but plan to in next 12 months B No plans to provide / Don’t know

$HEEDR| Digital publishing 47.0% 37.9%
#32INRRIERE Social media marketing .
5 ELHE M % Custom web development i 42.3% 41.9%
mgggg Personalised e-mail marketing services I 39.5% 44.7%
##E Mobile barcodes
IS Software development and integration
U 45 Digital advertising 34.4% 18.2% 47.4%
W EEHT B & Mobile text marketing I 34.4% 18.2% 47.4%
$E 477 Data analytics I 29.2% 49.8%
B A ke84 Personalised URLs I
B R HEBEE T Marketing campaign tracking | 27.3% 52.6%
ﬁw‘ﬂmgg Mobile application development ! 25.7% 49.4%
IR BT Augmented reality 22.1% 17.0% 60.9%
st other |75 I T
0% 20% 40% 60% 86% 100%

Source: European Investment Survey, InfoTrends 2015



Number of Media Channels

<BE} = =
HEERERNEE -
How many types of media does your company use for typical customer communication or marketing campaign? ﬂL@ %
4\ /) 7 X

.'A ﬁﬁﬁﬁﬁﬁgﬂﬁffﬁ?ﬁ{ﬂ#ﬁfﬂﬁfﬁlﬁﬁ Key FIHdIﬂgSEg%E%% w

£S5 Average number media types used in a

More than Z:’fﬂli! campaign: Three
five Don’t know One 1 F1497 SRR G5 AR AR E)

0.4% 8.8% 11.0%

5 Five
4.1%

Respondents blending media report that
42% of printed marketing materials were
linked to digital media in the past 12
months

ERE12E R, ZahEFRTL2%HIEDRI

4 Four

10.8% z
¥ G B B RS AR RS AL
Two 2 40% plan to combine print and digital
27.9% media

40% =T W% S BN I G2 SRS ARG

31% report that print is now partofa
blended communication mix and used in
conjunction with other communication
media to provide more effective and
3 Three efficient communications

56 0 31% RENRITRAER IR & M A9— 2
4y, AE{EAREEEMBAGRRE, LU
HEBIAIE,

N = 509 Respondents 32 B
Source: Understanding Vertical Markets in Western Europe: Corporate Communication Requirements, InfoTrends 2014

Connecting Print to Digital Channels
¥ 32 B Il B S A% 2R

What types of printed media have you blended with digital channels over the past 12 months?
HEEI2 A, 7B THLEE IR i & B 5 E 7

/IMF Brochures 49.6%
H# 5  Direct mail | 38.8%
i h B &% Catalogues I 35.7%
REEL % AE5H Bills or statements | 35.7%

355 Magazines I 26.4%
415 25 88°R Point-of-purchase displays ”_ 24.0%
ff Inserts  EGEG—S 20.9%
F4h Outdoor  EGEGEG— 17.3%
£ Business cards  EEEEG—_—_—_—_—_— 16.3%
7 Books N 11.6%
5 /15 R Retail store receipts ._ 9.3%
HRE % Product packaging ._ 9.3%
AHNil Don’t know .- 2.3%
Bl E# 72 None of the above “. 1.6% %;:i;lgggnses Eemies

0% 10% 20% 30% 40% 50%

N = 129 respondents who are familiar with and use technologies that combine print with digital media channels
Source: Understanding Vertical Markets in Western Europe: Corporate Communication Requirements, InfoTrends 2014
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Consumers Have Forgotten About Desktop Computers!

HEHZCTRARNEMR!

@ SPEETRUMAS A

Now They’re Addicted to Mobile
REMMTER FHE




The ten leading economies in 1820

FE1820F M+ RELERBER AR

0 50 150 200
FEl | China

ENFE | India N
£ Bl | France %
%E | UK £
{3 Z& 5 | Russia u§
BZ | Japan %
BN | Austria _ £
AL | Spain - (Gb‘ijuiF;mgsos, top scale) %
USA o iona. botiom csi) [ &
E& T | Prussia E

R
EPRE
ES00]
=i
AR
Enfe
B
B
o
EBHE
BEE
XA
Elc )
=
91 )

Mobiles: top 15 markets FE15{I B TS

Number of subscribers (millions) and saturation (% of population)
0 100 200 300 400 500 600 700 800 300

China
India
us
Brazil
Russia
Indonesia
Japan
Pakistan
Germany
Nigeria
Mexico
italy | 147%
Philippines . 74%
UK | 123%
Bangladesh - 49%

&
e

o~
5
.
«@

Source: Cellular News, October 2011

&

==
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EJukn
Session 4
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R
S0
ENE
B
=K
A
=E
EAT|
ZE
BEE
PN
TEHH
M
X
BHEF

7£2030%F, EHRERHKERRZE?

The world’s largest economies in 20307

GDP of top 15, 2007$bn

China
us
India
Japan
Brazil
Russia
Germany
UK
France
Mexico
ltaly
Turkey
S Korea
Canada
Spain

0 4000 8000 12,000 16,000 20,000 24,000

Sources: Goldman Sachs / IMF

28,000

87% of Millennials say their phone

never leaves their side
87%H)F1E X FR 7= fl P A9 F & 1R A B B b P RO Bi

R,

\“"wt.

~%

@ §P~E€TRUM;\ '




The Facts B/

1.76 billion people are using
smartphones; up more than 25%
in relation to 2013.

¢ Smartphone sales will grow from
1.2 billion in 2014 to 1.7 billion in
2018.

227.3 million tablets were sold in
2013; surpassing portable PCs.

55% of American adults have
smartphones, while 42% have
tablets.

More Americans use smartphone
and tablet apps than PCs to access
the Internet.

U.S. adults spend an average of 2
hours and 51 minutes on their
mobile devices each day.

17.6BAEFEREEEFH, 16
HIR2013FER T #Bi1825%.

HREFHAEERR2014EH
12{E1E-RZE2018FEH17E,

013 FHHET22735E/M
iR, BHFIRER.
S55%RIEBRNEABEEETF
¥, BEa2%%E FHRER.
BEXEANERAFERETEIRE
AREXSNERAEM LA,
EBREATRFHE2EF
Ss1rEEE M R IR EN AR B L.

Mobile is a Bridge, Linking the Physical with the Digital
FHEEEEEEHIENERE

@ SPEETRUMAS A
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Why Integrate Print and Mobile?
RITEE SR HEF#?

Interactivity Media Extension Measurability

) RS AIEE

A

An Integrated Approach to Engaging Consumers

WINEEEEHNGEAR

Mobile Codes Mobile Messaging
REERE FHEH

Print-to-Mobile
ENfRI Z 5 B

Image Recognition/AR

] {65 303 o/ HBR 4R AR

36



Mobile Barcode Use Among Consumers

HIHEE P ERARERES

Have you ever seen a mobile code? Why do you interact with mobile barcodes?

g b 1B B IS
. & 2 [
el BN, Additionalinfo N -
100%
88% fEM /4740 Coupon/deal/discount h 47%
85% m2011 (N=1,192) I
80% - 02013 (N=1,126) AR — (BB Testinga code | 30%
!
60% - 138 Enter sweepstakes _ 23%
43% FHEL Download |'
soi | wnload music |_ 21%
24% BHE R Contact info [ 15%
20% - "
TR fE A 323X Download mobile app _ 18%
|
Familiar with Interaction with 70 Make a purchase |- 3%
Mobile Barcodes Mobile Barcodes J y , !
AT RTE ERRIIEES 0% 20% 40% 60%
Base = Total Respondents N = 428 Consumers who have interacted with mobile barcodes

N = 428{3L B B R B R RE A T T A

Sources: Mobile Technology: Making Print Interactive (2011) and Consumer Media Trends Survey (2013), InfoTrends

Mobile Codes in Use
TRENI&RER FE

Which of the following mobile codes has your company used in marketing campaigns/initiatives in the past year?

HE—F, LG RAU TH—RABGE, WEAREEER/ TH7?

Quick Response (QR) — 88.0% Quick Response (QR)

Data Matrix _ 20.0%

Microsoft Tag - 18.7%

]
Google Goggles _ 9.3%
| Data Matrix

JAGTAG h 5.3% k-
|

SpyderLink SnapTag h 4.0%
[

ScanlLife EZcode h 4.0%
|

Digimarc Discover h 2.7% Microsoft Tag
1
BeeTagg h 2.7% Tttgi;lg;gnses Permitted
|
0% 20% 40% 60% 80% 100%

N = 75 Marketers that use technologies 7Sfil T I A 8 & {8 i ) S FE RS Rl %
Source: Mobile Technology: Making Print Interactive, InfoTrends 2011
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QR Codes: Educating and Informing Donors

QRE : HE R EBEAIBESE

PATIENT 5’%€;§§;;§fﬁéii’;rf%‘iggf;::‘:;;ﬁi
CAR D smart phone! Jusl scan the e lo

- w access ihe SlopAlib.org mobile directory.
StopAflb.O g | Wit :

QR CODE

For patients by patients

------

Why visit StopAfib.org?

E 17 [+ toorn what ofib potients need ta know
e, = Undorsiard ofib Featment opfions

i e X * Reod the iotest aficl fibrliation news
s By '+ Wakh video innvews with dociors

g * i1 Oib potent sances and rescurces

= L o R

% StopAfib.org — For Potents By Patins scan ti: QR Code with

HON Code Corlified by Heaith on the Net Foundation your smart phone! Sean with i-nigma, Optiscan, QuickMark,

BeeTagg, Google Goggles or download the scanner of your choice.

Jaacaaaaa |

Toys For Tots: A Special Store Window
REZFMEAmE: —ESANEE

@ SPeCTRUM



Or Maybe a Virtual Store
B REE— B EREIE

TESCO at Gatwick

Near-Field Communications: Enabling Interaction

Iri5iE: BB EE

* Close proximity radio communications
between NFC devices or unpowered
chips (tags)

NFCRE fEE fR B /178 i ) A9k BE R AR AR
BfE (RE)
* NFC tags can be affixed to any surface

NFCIRER BERG AT (TR TE

* Enables offline-to-online engagement

TEBEAR | FEAR th RES

* 1 billion+ NFC-enabled phones by 2015
2015 F F BB 10/ENFCFH#
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Big Brands Are Testing the Options
K h# IE £ R B IR
) : r 11\ G v eps

Consumer Use of NFCs

iHE & W {A{E FANFCs

Which of the following activities have you used NFC technology for in the past 12 months?
LI, 1787 THLZTBRANFCTIFRE?

Made a payment with your phone at a store
FEESEABEMNR

Exchanged information with another NFC-enabled
phone
RBE—LANFCRIBRERAM -

Redeemed a ticket or pass for an event

EEHPREAPIE

42.0%

Interacted with an NFC-enabled magazine ad
SLANFCINAERIRE S By

Redeemed a ticket or pass for access to

rtati
P R a7

Interacted with an NFC-enabled poster/outdoor

advertisement
BRANFCIIRERTIBIR/F SN & Bl

Interacted with an NFC-enabled business card _ 9.8%
RANFCTIRERIBRET

Multiple Responses Permitted
By Mo RFFHBER

0% 10% 20% 30% 40% 50%

N = 193 Respondents who own a mobile phone that includes support for near-field communication technology
N =193 Ui X ENFCRHR IR E
Source: Consumer Media Trends Survey Q2-2013, InfoTrends



NFCs Meet Apple?
NFCS #F&Apple?

ﬁ"ﬂl’
o e o 2l .EI'%
SRV, ® 3

AN

AR is Gaining Awareness

R E R SR E LN

RIS IR WA BT ES?
Are you familiar with the concept of Augmented Reality? BERERBRRENEAIZA?
60% - 57% Why do you interact with Augmented Reality
50% applications?
a40% - m2011 02013 Fun/Entertainment 50%
Gaming
17%
20%
Izi%— Find location
0% i . Additional info
Familiar (No Examples)  Familiar (w/ Examples) Kccessvideo
2011 N = 1,192 Consumers | 2013 N = 1,126 Consumers
Y {5 PO T 1 O FE R RS 207 Enter sweepstakes
Have you ever interacted with an AR application?
Testing out AR app
30% -
25% Coupon/deal/discount
20% - 16% Help make a purchase 12%
10% 0% 20% 40% 60%
N = 159 Consumers who have interacted with AR applications
0% .

2011 2013
2011 N = 591 Consumers | 2013 N = 639 Consumers

Sources: Mobile Technology: Making Print Interactive (2011) and Consumer Media Trends Survey (2013), InfoTrends
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AR Devices and Apps Are Increasing

RIS EIRR AR E AR ER BN

According to Semico Research, the number of AR-enabled -
smartphones is... 864 MI“IOh
PREF % 22 Bl Semico Research, St EFARINAERIE REF ML

.

AR apps currently generate $300 million in revenues,

according to Juniper Research. By 2017, this value will epfe
approach... $5.2 BI“IOI‘I

ARFERIZFF BRIHR TS3fBETRIWAN, HR#Buniper
Research A BIRIEIF, BEUEE2017E#HETR...

According to Juniper Research, the number of mobile AR apps

downloaded to smartphones and tablets by 2017 will exceed... 2.5 Bi"ion
IR#Iuniper Research AR BISERT, W THEREFHETF

IREIARFEAITZR, 20175498 H...

R

WL T g

f

A

Print Plus AR: Enhancing Value
ENRI N EAR: R AEE

AR is surfacing .
across a variety of
applications:

— Catalogues

— Publications

— Product packaging

— Books

— Signage
AR marketing
techniques are ARMEBE R IGIE{RE

hifting f
Simimlcks to. gﬁsﬁﬁ%ﬁﬁ

practical uses

Useful, practical AR * B RHI. BIRH
print applications ARENRIFE AFES
will drive market Y& B T IS E R

demand



IKEA: Projecting Virtual Furniture
HER. REHERRXEA

Making Dinner with Heinz Ketchup
{EAHeinzZBE B EERE

43



Image Recognition from Tap Tap

#ETap Tapaak Bl B 15

Elle Magazine
mobilises print
edition and sees a 4X

lift in engagement

@ SPECTRUMAS A

Repurposing and Customising Content: Print-to-Mobile

EMMEFRNE: HRZFH

Tools that: =K
*  Provide multi-channel . BIBEBELIIERZE
publishing through workflow 3B
automation H“EREE M

Support a broad mix of your " g%gﬁ BB KA E

customers’ communication

needs . REEBREERNNE
Deliver rich content where -EDRI. 4B4%. =fE

R i, Wb, smariglione, . FHREH KRE
tablet, mini-tablet, app, social *&@-Hé‘ fEH *-fr? X *i
media, laptop (PC or Mac), TIREE, FRAER
etc. (PCE{Mac) %.

From marketing to customer - ﬁfﬁﬁ%#’%ﬂ El] g ﬁ ﬂﬁi‘%
service and support FNSTIESTAE

documentation

With robust analytics: watch, ° FERKMOH. B
track, and measure usage ﬁ. Eﬁﬁfn ;ﬂﬂﬁﬁfﬁg

3 ';r’- e

g P-E@T RUM .fj%.l _1 (A




Publishing and Delivering Content Across Channels

BREOHWMEERNE

Mobile App Development: Taking Centre Stage
FHRERENXER: SRR

H Apps O Mobile Web
100% -

20% 14%

80% -

60% -

40% -

Percentage of Time Spent

20% -

0% -

2014
Source: Flurry Analytics

&

e

@ SPECTRUMASIA
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Apps Drive Data!
FERZ N BREHIR!

Consumers Are More Willing to Share Data via Mobile Apps from Trusted Sources

IH B E RS IZE A 579 F 4 B FE sUHe 1R 8%

How likely wo _ 1 nal information if doing so resulted in the following benefits?
FELE1HTIBA BARLLT f?
1 (Very 5 (Very
Unlikely) 2 3 4 Likely) gg%
TKABE ¥ Al HE
Receiving relevant product/ service
discounts or coupons 11% 11% 24% 32% 22% 3.4
B B 7 R/ AR A5 RO PN Bl A T 25
Earning incremental loyalty rewards
B o6 8 40 25 10% 10% 23% 33% 24% 3.5

Receiving relevant information while

you're browsing the Internet, shopping

online/in store, or traveling 20% 18% 27% 20% 14% 29
HIGENRERER. 8H/mEm0

5. BUARSTRSHEUCHE M #EAR

Being able to personalise the look and
feel of the mobile app 20% 17% 28% 21% 13% 29
M F R AR E A

N = 1,050 Mobile Users
Source: mCordis/Mobilco 2015

Print is Integral to the Mobile App Experience
ED Rl 2 A~ BT 2 BR B 37 B FE FH AR B

@ The World" msrsmy‘;ys.m«
Dominoh P




Ultimately, It’s About Delivering an Omni-Channel

Experience

RA L, ERAEMMTEITERIERER

—-__§
| Listeningj

[ tomusic =

Readir:nga '
| magazine |

@ é.PE(‘:TRU M. -_;i::':-

Talking

Watching |
television |

Surfing_““
the web )

. Texting

| afriei_w_t_i_ '\ _»._\

o4&
9£ K &

>
%%
- &

> TN

omnischan-nel

noun

a progression of multi-channel
marketing which encompasses
a seamless approach to the
customer experience across
all sales channels.
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The Evolution of Communication Channel Strategies

B RIERRE R RS

Single Channel
(The Legacy)

% WLREK SRR W

Multi-Channel
(The Reality)

Cross-Channel
(The Aspiration)

Omni-Channel

(The Nirvana)

b¥

* Customers = Customers see * Customers see « Customers experience
experience a single multiple touchpoints multiple touchpoints a brand and not a
touchpoint act independently as part of same brand channel within a brand

Brands have a
single touchpoint

* Brands channel
knowledge and
operations existin
technical and

* Brands have a single
view of the customer,
but operate in
functional silos

Brands leverage their
single view of
customer in a
coordinated and

functional silos strategic way

The Omni-Channel Experience

ERERR

Charlotte She buys

clicks through the dress and
fo the website chooses L
and is presented Click&Collect
with her "Wish delivery Sevat nows Crgrig
List’ items method :m”"":w
istoce ¥ coliey
ftcler Refailor N\ Toviewpom o7 ks
~_ f automatically automatically RMW‘
. " send an email send an SMS lo Cubomer Spevics.
Hi Charlotte, as Charlotle has Charlotte when
Here are some great not viewed her her dress is ready

Ceassaios 15 oo wil
accessornies 1o go with for collection

the Bik Maxi Dress

‘Wish Ust” for
aweek

in your Wish List..”
She scans Alter she
a dress she has collected
likes & adds to the dress she is
her 'Wish Lisl’ nolified of a survey
" then tweets link on her Retailers
What do you ﬂi@ for opinion mobile app
think giris? ‘.‘u'r
finyurl.eom/... \
wfashion 0 L Charlotte Her survey
‘checks in” response is
by scanning positive soa
the store @R
code with her o Facebook &

Retailers Twitter

opp




Target Stores: Mastering the Omni-Channel Experience

BiREE: EE£RERR

&

==
Session 2

EJukn
Session 4

Target Has Also Simplified Holiday Shopping!
““ﬁk?ﬁﬁﬁ%'
: !

and receive
FREE SHIPPING
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RECOMMENDATIONS

s
5 )

@ SPEECTRUMAS 7/

It’s Game Time!

i 8% A S |

2013 was practice

2014 was the warm-up

2015 is game time

@ SPecTRUMAS A




It’s Time to Deliver a Customer Experience!

R e EREARE!

* Printis not going away, but « EIRIAEiEH%k, BEESE
digital print will drive the R 46258 THi5

IkeE: . EFEEE, WiREEE

* Data-driven relevant BB RE e
communications across all o & S
channels are critical - EDRI2EEHEEHMT R ilml% E

* Printis the bridge between wR
the physical and digital - REZFEREERREF

worlds BT
* Itis time to think mobile o SEEEEEEERAIET 5
st BRI RS =g
* The omni-channel customer RN ““ “’” 4 H?c‘_g
experience will drive print ll) .
and the digital opportunity m 1

[ experlence o

== ois new plam =

el A‘eﬁ“"“ﬁ’ or T e

£ e

ERE
Session 4

Session 5

FINER

(=}
=
=3
@
[}

L7p]

Thank you

Ef il

Session 7

=&

Session 8
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Session PR

HERIE R G R
New Efforts in Spot Color Calibration & Control
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New Efforts in Spot Color Calibration & Control

Marc Levine&Schawkfy{t 3Nl EME o Schawk BRI {it
FEEMathews International® BISGKH—EF% + 12 HENAT S I EEFN
HRREEELR  RERENEEUEAREHBNIESN « Marc
EEAEB20F8H SRHINSFERHRBELT » Wt
FRBSHF  BEOEDEENEXESFIURRS SEEDR NN
N . RoMarc BRRTEREREXRY  BHFOREAERIIERNE
Mr. Marc Levine . a
Director of Enterprise Print Quality, e ﬁgii_ﬁ_ » RGBSR M(E o March
S e s
T = B ISO ° Marc ]
SCHAWK! {3 H] R AL IE EEEFRNEEL  BFEGTLEELRIFERE - MarcRIdealliance
MCTRUER  hRCTREBEHEFRMNFTAERER © Marc®
IdeallianceEDFIREEE R E + BOEBEREFEFIMEDMS
& BT EREMDFHEEES MNEREE -

Marc Levine is the Director of Enterprise Print Quality program
at Schawk, a global provider of premedia and print quality
v management solutions that protects brand equities to make brands
more profitable. Through Marc’ s 20 years in the industry, he has
worked for and with several technology and services companies,
helping to drive better practices and higher print performance
in multiple print verticals. In his current role, Marc is focused on
packaging, helping brands optimize their packaging color on shelf
and produce a more consistent and durable brand equity. Marc
manages the development of Schawk’ s print quality platform
ColorDrive, which incorporates SO standards for reporting of
print quality data. He also manages a team of experts focused
on implementing best practices and standardization including G7
Master Printer Qualifications. Marc is an IDEAlliance G7 expert, a
G7 Process Control expert, and an FTA implementation specialist.
Marc sits on the IDEAlliance Print Properties committees, promoting
best practices and methods that help brands and print supplier
better communicate color. Schawk is part of SGK, a Matthews

International Company.




Spot Color Common Appearance - New
methods for calibrating spot colors

HERERZEHHARE

By Marc Levine

$ Idealliance. E g A S

Organiser Collaborating Organisation Co-organisers
SRINTE,
#F' Ay e
7 APTESC
= o
2 =
f’,_' § BEHNRA RN
o . e g e Lo D
Vo ®

Who am I?

B4R

«  Director, Enterprise Print Quality at

SCHAWK!

+  Work with large consumer product :

companies
+«  Manage supply chain print quality

* Help brands realize consistent

design intent
+ Not a scientist
« Not a professor

* Not a mathematician

® SPECTRUM

SCHAWK! RIS ZEEN R 5 58 48 BL ‘ ﬁ- &
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Industry Challenges
1T Ek

/heeds.

Spot colors are commonly used .
in packaging to reproduce equity
brand colors.

It is increasingly common for
packaging artwork to include

spot color solids, tints, overprints
and extended color process in 2
artwork designs.

Brands are increasingly looking
to standardize quality through
specifications.

Today’s specifications for print
do not address these important

HeREERATEERLE, NERR
HRERE
SRR P ERELEE
EHERtE. EETH. 5
BENR SHRITE

An 2 R B EOR EB R A
it EAR AL
SHHERRELARRLESR
HITE B

Background on this effort
HEHEEHZE =

L]

Measuring TVI of a spot color, April 2013 .
— John Seymour for IDEAlliance
— Computing TVI of spot colors using
wavelength of maximum density DOES NOT
WORK for a whole lot of spot color inks.
— Colorimetric Tone Value (CTV) — Bill Birkett &
Charles Spontelli, TAGA 2005 .
Spot Colors and Tone Value, September 2013
— Mark Samworth
— deltaE-to-paper is a little better than Murray
Davies spectral TV, but not as good as we
would like it to be.
— Future work should test different metrics as .
well as different data sets
A Regression-Based Model of Colorimetric
Tone Reproduction for use in Print Standards,
April 2005 2013

'.r-- —  William Birkett & Charles Spontelh for TAGA
. — Introduces Colorimetric J6A&Va

2013548 BEHGEFHBETV)

— John Seymour for IDEAlliance

- FAKRBSEESEEGHEEIGE
(Tvi), BREHEZTFTHIN

- BER{E(CTV) - Bill Birkett & Charles
Spontelli, TAGA 2005

2013598 HEREHE
— Mark Samworth

— deltaE-to-paperi& {1 77 i LEMurray DaviesEff
RHAEEPERELF, BRERMEEN

- WERIEFFISFROHTEUARTEMN
Wk

20054, 2013%F4A: ARERBIEENGE

FERAE R I BB IRE

—  William Birkett & Charles Spontelli for TAGA

- NREEREBAECTY)

® é‘pE@TRu MA
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Idealliance SCHMO Committee
Idealliance SCHMOZE &

. Spot%@

« ColorBEE

* Halftone ¥ &5
* Metric Fik
 Optimization 81k
* Organization ZB%%

Idealliance Committee Members
Idealliance ZEE{E

Consultants K& Technology providers 3 T4t Al & Printers EJL B &3
- Don Hutcheson @hutchcolor John Seymour @quadtech +  Steve Balschi @printpack
*  Steve Smiley @smileycolor Ray Cheydleur @xrite . Kiran Deshpande @chesapeakecorp 5
- Bob Hallam @pixelologie Chris Halford @xrite . Eileen Henry @hammerpackaging & =
. Ron Ellis @ronellisconsulting Thomas Lianza @xrite * Bill Pope @graphicpackaging 4 gg
. Mike Rodriguez @consulting Stone Xianfeng Zhao @xrite . Awadhoot Shendye L %
. Mike Strickler @mspgraphics Hanno Hoffstadt @gmgcolor @northamericancolor

Juergen Seitz @gmgcolor
Ink Companies B4 5] Mark Samworth @esko

T~

. Jim Roth @flintgrp Garett Long @sgs = 5
Gary Russell @phototype § g

Industry Groups L#B#4H Donald Schroeder@fujifilm ,g

Rich, Danny @sunchemical
Paula Gurnee @INX

Fazzi Joe @idealliance
Dave McDowell @npes

® F & 8 % & & = o+ & 8 = ® 2 @

Service Providers
Marc Levine @schawk

Phil Sylvester @fujifilm
Sam Ingram @clemson
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A quick example...

R 51 F

Photoshop on the bottom, linear Status T MD on top.
T B & RPhotoshop, EMEEERERE Status TMD ,

|

=
® SPEETRUMA

A quick example...

R 51 F

Photoshop on the bottom, ISO Curve A Status T MD on top.
T E B RPhotoshop, LMEEERISO AB4R Status T MD,




A quick example...

R 51 F

Photoshop on the bottom, ISO Curve A Status T MD on top.
T EE&7RPhotoshop, LEEERISO ABAR Status T MD,

=

#B=
Session 2

EIES
Session 4

Challenges with current methods

fﬁﬂ#?’a‘:ﬁﬂ’]ﬁkﬁi

Density-based calibration is.. s NUBREBEBRNKE

ERE

Session 5

* Not consistent across . = s g 7| — ©
different print processes R E DRI 77 A RE R — 2 %E 2

* Not consistent across o AREIBZEAEEEER—H i
different ink colors . FERYALEED —E

* Not consistent across -~
different substrates - MIEER, TREEER BRI

* In general, does not correlate TRHA (HIE?'"E': Bl 2 3% B
with expected visual behavior EN¥Es R ZHE)

(smooth, even development
from substrate to solid ink)

ENE

o]
(=3
2
3
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Objectives
HAY

* Identify a new metric for o RIRT—E#FHAEUFEERAE
computing tone that will... &

. E;c;gl\:?sra consistent visual tone . EE—E—-HMEEESH

* Produce a consistent result across © TREEE. &Y. REUREAE
different inks, substrates, EEXE—BRER
processes, and colors . ERA—EEEEEBE FHEF

* Use a standard tone target across FhE. &Y. BRMUBEER

different inks, substrates, 3
Do | Oo
processes, and colors (50 is a 50) (5092 ED ) £50%)
* Better mirror the design intent of - BEiFHERETERERMA
the artwork - HAR—EAERESEREERE

* Create a method that can easily be EXMEREERHTITE
_.slmplemented into color _

ISO 20654 [draft]

« Spot Color Halftone Metric . HEXalElk

S - —(E SRR R
* A color-based method for A&
calculating tone value . BEGESK—HMNE
* Brings “common appearance” RARMELY. HE. EEsR
to spot colors EEMEE—B EHENE
* Produce a consistent visual . [EE—EE—. SHmeER
result across different colors, W ER BE s ' '

inks, processes, or substrates.

* Uses asingle, linear curve as
_the calibration target




Not Objectives

\

E|3=]:

Matching the tint dE between
different print conditions

Perfect visual behavior

Test Data

B R BUR

Collect spectral ramp data (54
ramps)

Paper to solid in discrete steps

Mixture of processes,
substrates, inks, and colors

Create Lab tif for visual
evaluation

FEA 5] /Y BNl 4% 15 I B - 48
BE

TEMBRITR

g SRt B EE (el BB
SH11EGYE, H0%ZE100%,
|;10%—E B1R)
MRZEE B RAEE AR
BETIRE. K. HBHE

REE&

SELAB TIF{ER B 1R 5F(&
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Test Metrics

A7 &

9 different metrics, spectral and colorimetric

Status T Murray Davies (STD)

Spectral Density (max filter) Murray Davies (SPD)
Integral Base Normalized Value (IBNV) - Lianza
Coefficient-based spectral filter (PTRU) - Russell
Colorimetric Tone Value (CTV) - Birkett
Colorimetric STR (STR) - Hoffstadt

XYZ Magnitude (XYZ) — Long

DeltaE-to-Paper (DEP) - Samworth
L-star linearization (LSD ) - McDowell

Test Procedure

AR 20 BR

Compute tone value for each
metric

Compute linear tone
correction curve

Compute corrected Lab or
spectral value

Render corrected Lab values
to bitmap image for
evaluation

Final print run test using
selected metric (TBD)

=

AESEAENEHAE
ATEAERAEIE/MLR

sTE IEFERILABEL YERE{E

E A IFFERILABEE A B [ E
BIEREEE
FERBENAEETRENR
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ais

s010Ug

dwey seaur) doy

ads

dwey Jeaur] doysojoyd

Status T Density — Murray Davies

i
]

Spectral Density — Murray Davies
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Integral Base Normalized Value (IBNV)
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XYZ Magnitude (XYZ2)
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PTRU Photoshop Linear .mlu_._._u
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Colorimetric Tone Value (STR)

Linear L-star (LSD)

s e
T




430

dwey Jeaur] doysojoyd

DeltaE-to-Paper (DEP)

Findings

Overall, colorimetry-based metrics
produce more consistent visual
development

Status T & Spectral Density
produce similar results

PTRU showed best performance of
spectral formulas, but requires use
of coefficients for calculations

CTV and STR are effectively the
same formula

LSD has appealing visual result,
but requires thresholds to switch
between L, a, and b linearization.

BMERR, UEGHRERNAE
REELEE—-BRBERURE
Status T WAK Spectral Density &
ERIE SR
PTRUEXE AR LEERIF
xE, EEEFEAGREAE

CTV #AsTR 2EAHRBEAEX
LSD BEZEFIFHIR AR, BFE
FEHEL a. bAYRME EHEETE
2R
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Colorimetric Tone Value (CTV)

duwey Jeaur) doysojoyd
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Results — CTV is preferred metric

R —CIVERENTIE

* Produces consistent visual o RETAERKAEE—HHBHRM
results across all samples s
* Aligns with Adobe Creative + EdAdobe Creative Suite 28 (685
Suite color rendering B—
* Colorimetric formula easily - BEFEXREGHESHE
integrates in PDF PDFY
* Simplified formulaeasytouse  « EHUHFREXBZSEHELE -
in spreadsheet form = iﬁ s
&

AJ A8 SRR B BR e ER — R fE

* Can be used with both spectral

and colorimetric data =

EME
Session 4

CTV Formula
CTVAIEIX

To convert from Lab to LyLyL,: To convert from LyLyL, to Lab:

ERE

Session 5

[in]
L=L L= 28
500(Le — L %3
s L+116a = (L«—Ly)
500 116
116h 200(Ly - L:)
O T e A &
Es=g, 200 116

FE

T~
=3
2
@
]
w

To compute CTV from Lab values, first convert the Lab values to LyLyL,. then evaluate CTV:

TV <[ Lo =L + (Lp = L)* + (L~ L)?

3

ENE
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What does this mean for the industry?

HITRRHTEER?

* Calibrated color on the press . BREMNEIRIEEELSRIEHE
looks like, naturally looks more . BEENSEIBRGEGREE—
like the artwork design. ‘léﬁﬁ g *E‘[E (SO%ED ﬁSO%)

* Brands can specify a sign tone . BENFBREAAEEMTEE
value target for all colors (a 162 800 (4 4R B"IJﬁHZSﬁ?S (1
50=50) G7) ’

* Brands can now create . L7 =T A e
specifications for other tint giglf\ g;%g ?I;QE%E‘:E %
patches such as “25” and “75” BEFEHE
(like G7)

* For G7 printers who print spot
colors, they can now calibrate all
inks using a common appearance

/Strategy
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Best Success Stories: How G7 Makes a Difference —

2 Case Studies that demonstrate how G7 workflows
can change your business
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| K/Gmlﬂuﬁﬁﬁﬂkﬂfﬁl SRR
a Best Success Stories : How G7 Makes a Difference—

2 Case Studies that demonstrate how G7 workflows

can change your business

"\ Ron Elis BEBFEE BB TERBRSNELER e
\ Idealliance G7RAER + G7 Process Control&E xR - G7TRAER
HEHIEEF - AR GRACOLT{E/MAEE » RonB EBMBUAT
>~ Mr. Ron Ellis G7RAFEH » WS BAFIETIRAE o MEREOM - ZMAL ZMERF5
Consulting LLC FIRERAS BENEFRABMIRYE © hEISORERMEES
) WEPSARERIRFTA Flexo —#REiEHE A & + £ldealliancely
Idealliance GRACoL TFMEER: G7 Process Control #8INEEMBA + 1267 PC LRI
i o ERs FIEE - RonERARER BEREBAMERNRETEXRAEEE &

President, Ron Ellis Consulting LLC e ER Rt EE S  BEERMEE -

Chair, GRACoL Working Group,

Idealliance Ron Ellis is a consultant specializing in color management,
automation and workflow integration. An Idealliance G7 Expert,
/ G7 Process Control Expert, G7 Expert Trainer, and chair of the
GRACoL Committee, Ron has performed hundreds of G7 training
and calibrations. He has conducting training and consulting for a
v wide range of customers in Europe, Asia, and North America. Well

versed in ISO standards, he is certified as a PSA consultant as well
as an FTA Flexo Level 2 Implementation Specialist, and was the
primary developer of Idealliance’s G7 Process Control program,
and is the G7 PC Master Trainer. Ron specializes in creating and
implementing working spaces for brands and agencies that allow
them to work more efficiently with vendors, saving both time and

money.
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How G7 Makes a Difference . -
— 2 Case Studies that demonstrate how G7 workflows
can change your business?

BRIMEZ: G7ENRImBEEFIMAIEIRIIES

By Ron Ellis
Organiser Collaborating Organisation Co-organisers
Q‘mell'.!'s' & Z
Y ‘?z;,‘ . == o
APTEC s%2 Idealliance. 5 i rome &
.‘m“” N iy o Tht Mo Koty Fisoems Aol w
L]
Agenda — Case Studies
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* The story of a brand FAH—1E mIZRIEE
* The story of a printer B — K EN Rl 2 B B9 #ZE
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AR G7a0{rT B (R B S 75

b
am

I~
=3
2
@
w
w

=&

Session 8

® SPECTRUMA

73



74

Perspective

B
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The Story of a Brand
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Initial Encounter

¥R R E

« Discussion about print o EIFmARENRIRIE
efficiency . #HZR

* Observations - RBEEEMERIFRE =
— No print standard in place - RAEWLHRMEERE i
— No way to communicate with - BEWEFHRER

supply chain - ERIREXFEREZN

— No way to asses results

* Print standardization not in
budget

- )
'

#

“No Print Standardization”

28 EN Rl 1R 2

* Designing on press/no - RERIEE/ ZERFTEE
design intent - EEEmSIERZEER
« Multiple definitions of ZEERE
same colors across product o FEEBAREEZSHHE
lines y

* Every pressrun requires on-
site press approval

=
-5
w
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No Budget ®
LEEE
* 2 weeks later major

packaging failure based on
color quality

* Production line stopped for
2 days

* Budget Found

- MBEEEGREME,
REBRFEHRIE

- HERTFHEMAH
- REEE

G7 Standardization Started
G7 122 RUEN

* Written G7 Specification
based on substrate
adjusted version of GRACoL

* Spot colors based on LAB
values

* Proofs for all based on
above specification

* Supply chain required to be
G7 Masters

o —{RERAENINTIEAY
GRACOLFA M AHIG7iR
%

- ERUABHIEERHNEE
« FTE{TRER LiRRE
. @;%ﬁé%gﬁiﬁmﬁﬁfﬁ




Design Intent

:::
nl = [&
« All design done using s TERFIURBRIENITRE
proofs based on SERX .
specification e ~HE2 BEAEERIM%RET fﬁ%
* No more ‘design on press’ et

EHE
Session 4

Supply Chain
{I\ Eﬁ
All proofs aligned to print o FTETREEEEDRIRIEFN MAE
specification and brand proofs HIFTHS -
Al spot colors aligned to LAB - FTEEEEHELABE = g
values . FAHRBEERRGTRIELE w3
* All printers required to be G7 - HER TEER) GTRAILX(S
Masters %

— Required ‘true’ G7 Master status ~ » fEi5 B EERIBLQHLESE

* Specifications clearly
communicated to supply chain

by
m.

T~
=3
o
2
]
w

| GRACEL D 2004 Cratad! Grade 4 1-2 Coaded
SWORD 2008 Costes Grde # 3-4 Contnd

v | EWOPD 2006 Contedt Grade B § Costes

=\E
Session 8

77



78

G7 for Brand Summary - 2014

G7EI'] R E - 2014

Project objective to communicate
print aims and expectations to G7
Certified print faculties

* Print supply chain approved
through alignment of proof and
print tests and samples

* Internal contract proofing installed
at brand
— Printers match brand proofs instead
of brand designing to the variety of
print supply chain results
* 10 Vendors certified as brand G7
Print Partners
— 2 gravure printers, 6 offset printers,
2 non-standard
* Brand staff trained and quality
assessment system and database
_ sinstalled

HEMBERZHENR BER
HAEE F G728 B EN Rl B 4L
ENRI{FESE BB R EITR. DRI
B RN A LI L e
NEPEXITIREL N MAR
— EDRIE TR MmEEFTIR M IE MmAE
RETESEREEEN T EER
10f i ER R E R MR G7EN Rl
S1EBE
— 2B MARENRY, ef4NENRI, 2
S L fth ED
mBEETEEFIEINI. REBETE
B EERNEIRE

Benefits of G7 Standardization

G71‘$$1&H’]ﬁﬁ%

Reduced design times, faster
turnaround as design occurs internally
rather than on press.

* Reduced cost of proofing and shipping
prior to print

* Reduced need for on-site press checks,
travel, and other tasks based on visual
approval methods
Reduced waste and make ready time
during press runs

Data for purchasing and print buyers to
assess supply chain performance

Clear expectations for supply chain
partners regarding acceptable work
Overall increase in consistency,
_:efF iciency and savings

L]

L ]

E &2 NERERETMAEER, B
MRFERRATISR, fniREAEE.
BARFTR RSB STEE EEDRIRI AR A
BAR BRI B R NRGEE DR,
FIR%E
?fqib"%ﬁﬂiﬁﬁ%%ﬂqiﬁﬁ&%{ﬁﬁ

RBERRIR BN ED ) B SRAT 4 (L FE
SRR
RtEESEBHEEZINTER
BRI
EHRE B, WERREHL
MENFEESH—EHE




Business Change

E LI

* Design intent . WEEIE
« Cost savings o EIERA
— Clear communication results — EWREBE TR ERAIK
in lower costs, less waste, A, EVRE. RERM
faster turn around times JEEHR,

The Story of a Printer
AR ED Il B #L 55

® SPECTRUM
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The Story of a Printer
BRI ED Il B #L 55

* “We can’t match our proof” « TERMTEECE TR,

* “Our digital and offset « TRANBIRRTXT8E
don’t match” BS — B

.__'_-'-
® SPECTRUMASIA

Initial State
REIRARITE
* Initial contact because of - FAREREHRAZERH

major customer im

unhappiness o LB —ERIFTHE LS FEED
* No consistent proof to il

press match o A EHIED R R gEBLIS—
* No match between 34

different presses o 1A ELEHE B R RE AL —
* No match between offset 3

and digital

® SPecTRU M A
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2006 G7 Calibration
2006 G7 1

« G7 Calibration performed
for specific client
— G7 Master status

» Proof to pressmatch for
customer achieved

* General proof to
pressmatch improved

* Printer trained on how to
maintain G7

REFENEFETC7TRE

- G7RRA{EZRML

o REFPEZRIFFTRER
PTEg

« —RRATISELEN R ILEC RETS

A&

EN Rl & 2 Al AT #E F5 G 7

Forward to 2010: Digital
i R 22010 : E55

« 2 HP Indigo printers
added

« 2 HP T200 web inkjet
printers added

» Large format printers:
Mimaki/Epson SC

« IR AHP IndigoE i #

« IAM&HP T200 web IEE
FTED#%

o KIGEIFTED# :
Mimaki/Epson SC

EH
Session 2

=
El
b

Session 4
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Print Machine Alignment via G7
1Z 18 G7{E EN nll #53%E = — 2L

* Indigo via G7 LUT & ICC
« HP T200 via G7 and VPR/ICC
* Epson SC via Onyx and G7/ICC

! — G/

@ SPECTRUMASIA
CMYK Expanded Gamut
CMYK & 3 &
* Participated in « 2EHT3 GRACOL
offset GRACoL CMYKiBI &
CMYK testing « FBEGRACOL 2006,
« Beginning B in 4 B B S

alignment of offset B EEREE
and digital devices ~ HIHFE
with larger gamut  « BHFIRIEBIHS K
than GRACoL 2006 ®Ez#THis
« Beneficial for direct
mail and
presentation




Looking Forward: G7 Alignment

REE: G7HERE &I

« Many digital - REHIEREHES

machines have

larger gamut than « GRACoL CMYK &3
offset EREBRMEEE
« GRACoL CMYK PRI, Ifinrsd
Extended Gamut  #JZ\ KBS I [ {E

project providesa  F
wider gamut that

can be shared with
offset and digital

=

® SPECTRUMAS )

Business Change
EHRE S

* No loss of time in
makeready and color
matching

 All print machines match
same print across offset
and digital

 All print machines have
rapid calibration
techniques

« Large gamut in use for

both offset and digital
results in higher end

EEA N E R &3

TEZE R ED ol B2 5 €8 BF 3l 72
BIRKHE

wEMZHE, R
R =58 Z EN SR BE LT
FrAERIENRIR B BB RE
OB AE R T

EMXREE LERARE
BEERIAESHNERER
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Integrated Media Workflow

Joe ChaRGA iR R4 {tEE HipZone, Inc.f9EE + HipZoneld
BN =EmRENERE ° JoeZ{EQuebecorWorld Premedia
IRRERARCERBNERBAS HER (ME) 55%H
EFAFHRRIANER TERERMESRNEESR - In
ATERAT » Joefli T XUMASIREHTHARE - XUMAR—BE
R ERERRQE - RAVerizon? BIEE BN —IB4 © Joe
SHESEXRBBERLY  SEBERKESHMELMH AR
EERREFER  RER=FHM HAccenture ' TEHBEE
I1E ° JoeRldeallianceBEERKE ' BELAERBNRED T
HMETRY  bREHEEBRNIHERETREE -

Mr. Joseph S. Cha
President, HipZone, Inc.
HipZone, Inc. /&

Joe Cha is the President of HipZone, Inc, an integrated media
systems provider with offices in Los Angeles and San Francisco,
CA. As the former President of QuebecorWorld Premedia and
Vice President of Strategy at Yahoo! Inc. Enterprise Services, Joe
has extensive experience working with Fortune 500 customers to

develop and deliver new media workflow strategies and solutions.
v Prior to Yahoo! Joe founded and ran as CEO, XUMA, a cloud
services application business that is now part of Verizon Business
Services. Joe has also served in a number of strategic consulting
positions including: PricewaterhouseCoopers, where he was a
Principal in strategy consulting for Greater China and Accenture

where he served in Change Management in San Francisco, CA.

Joe sits on the board of |dealliance, has a Bachelors with honors
and Master Degree from Stanford University and is an MBA
graduate of The Harvard Business School.
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Market Trend for Your
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Projects evolve as digital media
expands

Pressure to development cross-
channel content

Staff working in multiple media
and often across brands and
products

Schedules continue to shrink,
increasing the need for real-
time communication

Traditional management of
reatlve budgets freelancers

Integrated Media Workflow *
FAEEBTIERIE

By Joseph S. Cha

Co-organisers

:{}: Idealliance. 5 s

Clients

HEEERBRRRRERMAR
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BTEETER SEFEINE
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Your Clients’ Media Mix
REEFRIEREES

Your Clients’ Organization

R F £ A YIRS

PPPPP

MOBILE
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Integrated Media Workflow

L
ﬁ?“é’ﬁﬁﬂl‘f’ﬁ i %]
Core Tenet: Build content for » B RE — IS EEER TS
multiplatform distribution from the BHAE
beginning - HABRE. REHIWEE, UR
=  Process, leverage and technology in AR IERSESIHENANE & =
combination to manufacture and » EhiNgaiEEsE i'%'F 2
distribute multichannel content at - BHEBIL S0

lowest possible expense

= Centralized, integrated media
production

= Automation technology
= Media synchronization technology

« REBR TR

“HIR1TE R — et & HILR A L (F e,
Rt E— R SRR,

“If you use an integrated media workflow,
you have an integrated media system.”

.“ﬁhil‘ii'
ad A%

Integration Enables Coordination

—RE LB I

ERE
Session 5

FESER

Session 6

BROADCAST/
DIGITAL VIDEO

SQCIAL
MEDIA

® SPECTRUM
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Printers Can Help Clients Build
ENRI BT A I BN B S ST

Planni.ng / Scheduling / Budgeting / Tracking / .R.ep.orting
sl / PR R HE / T E / BHE / BE
0.0%0,

iighigHgii

ERIE
i >

PRINT BROADCAST MOBILE SOCIAL
MEDIA

® SPecTRUM/A

Integrated System Benefits
A RFAVITFER

* One unified system providing o IRUBERBGZ—ZRS

tlirntl:‘::r:::rsa?gaiieeio collect and —- R E R T DR
organize production - B W@*ﬁﬁﬁa{]‘&ﬁ*ﬂ%fﬂﬂ
— Linked ideas to content-related 1R
assignments and projects — E_ﬁﬁﬁﬁﬁigﬁ:q: EHJ:I_lﬁ—F
— With both top-down and bottom- EHTm R,
up views of what’s going on ,
* Production from start to finish - RRRIEREE
— Tie workflow and asset _ - #EI1£'BE§E#H§EEEE.%J§%
;r:\adnsggmggita with digital, design BRE. RETFNEPAEY
— Scaled across multiple client - ﬁﬁﬁ% S1E A S KRR AR S
procurements for service and FiHE R
consumables — RBEBILEER S SN RO R RE
- Notstanda:jo;le or partrijall_ IR
outsourced team can deliver
e Support content creation at - Eﬁlﬁ&ﬂ‘]gﬂﬁﬁiiﬁmﬁﬁﬂ

earliest stages possible, .

- I."";: ]
ey o, o 8



Integration Smooths Workflow

=
s & g
EE% JIL EUIL = #® B
177
PUBLISHER ~—————— PHYSICAL OLD PREPRESS OPERATION
* Createswork order * CSRereates * Production + Outline images, image retouching&color  + Quality control
* Postsraw collect Jjobticket preflights PDF correction, create drop shadow, as reviews proof
foroutput (CFO} * Confirmsspec  file needed
filzsto Prep House & schedule + Page assembly, activate system flight
viaDAM or FTP * Releasesraw chackfile <«
* Notifies Prep CFOfilesto N ¥« system create PDF xlafile ™
House production + Hotfolder generates Epson or Laser proof v = g
& - — e
W 5
w
Automated...
PUBLISHER ————> AUTOMATED ED PRODUCTION Domeastic In-House or Hybrid pravide
* Craate workorder = generates = positions. * Trafficsupport
+ Postraw collect for output auto emall = ¢reatasfilename + Colorcomaction
(CFO}filesto Production * creates « flight checkfile * Masksilo
Server/DAM workorder  + creata POFxlafile « Quality control
+ Systamgeneratas auto email = preflights = online proof =+ Internal Customar Service
notification filas posted + NOTE: this modalutilizas soft proofing ©
N . g
@ YN @ Y pUBLISHER Il
i 5
177
Benefits...

Integration: Takes Out Labor

—BiL: RS

ERE

Session 5

Retail Hub K dia -
Coordinator i =5 % . &
BB | o % L_—? Q’é 2
i — & =8 = &
Template with 99 5 |_§-‘ :
page positions .‘;lf. = !:1_:'_ 7
BREMEYN  cogme | = | et
gﬁ . - ordinator
Template with Loads PDF files into
creative Online Proofing i
elements BEBHARE i c
= Feed for Base (=}
Images via ftp ﬁmjggﬁﬂ‘] pages only m%@%‘?g " § b
| REERFEE &

HIPZONE automated production creates base pages and
delivers back to Retail Hub

=&

o]
(=3
2
7]
0
]
w
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Case Study: Integration Helps
ERFR7: —BLRER

= TREND

Largest Private Printer in the United States

Three (3) Plants: California, Texas, Florida

Trend Systems: Helping Clients with Integrated Media Workflow
www.trendoffset.com

EEREREKXFAANRE
ZRIRRE: MFEREE, EepEirim, @HaEEEN
TrendR%:. UGS EEITERERBMER

@ SPECTRUMASIA

Trend Offset Sales Approach
Trend Offset BISHE F I

CLIENTS AND PROSPECTS SAY SAME ERMEBAEZFRMRHBE—HE: WY

THING: DO MORE WITH LESS ELERMELSHE

- Print evolving (sometimes - MEESEEAIER, EIRIREE(L
shrinking) as digital expands (B B 4)

- Pressure to re-align content - BEEBEANNEHFABNEHBES
development to be multi channel SEIE

- Shorter schedules, more editorial - FFRE#3E, BHEIEENEREEN
content from outside freelancers AT

- Flat to smaller budgets with no - AEEVPHTRE, ZFERHE
ability to hire new resources IRHIEEN

- Traditional sales approach hard: - EmEEAEH®:. 2EFE.
no lunch, just price, ‘under EEEE. [EE848ZT.
contract’

® SPEETRUMAS|
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Trend Offset Sales Approach
Trend Offset BIEHE H I\

SELL WHAT THEY WANT AND
BUNDLE WHAT YOU NEED
Help them find savings not just in
dollars but in time with innovation
Help find savings, make client a
‘hero’ and part of the solution
Package improvements with Trend
infrastructure and core service
Maintain new relationships based
on relevant skills and new
solutions
Defend against commoditization
with custom offering

ﬁ%ﬁﬁﬁgmﬂﬂﬁﬂﬁﬂmﬁ

- EPHMEREELIREER,
= R BFAIFT

- HPIEERERERRRE
M) MBRAEN—ES

- BB Trend I EBERRIE RO IR
BEaE

- IRBENEEIHRABRAAR
HBIRE

- WETHIRBEIRE/m AL

Trend Offset Sales Approach
Trend Offset BIEHE H I\

* Defense:

Introduce consultative
discussions to deepen existing
relationships, not just lunch and
phone calls

- Offer additional services not
available from competitors

Increase switching cost
Protect margin during bid review

D7E
TR B TR LR A RIBE,
ARARFRWERE

- RERFEF LA RIS
- SRR N
- ENEIREEEERS

E=H
Session 2

ETH
Session 2

£

(=]
=
2
2
0

FHE

Session 7
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Trend Offset Sales Approach
Trend Offset BJEHE /73

Offense

Introduce consultative
discussions to broaden
perception of a more modern,
valuable Printer

Every print RFP today asks what
else your company can do

Build a relationship where you
can bill and gain insights before
the next print review even begins

I

1R AR IR A A REE B R X
KA RERENR & RIRR AN
SREEBCKRORHREESS
RA R RAT 2 B REML T R
ET—REDRIFHE /), #iL
;E%%%ﬁ%ﬁﬂﬁﬂmm

INTEGRATED MEDIA
PLANNER

HIPZONE's Integrated Mec ar (IMP) tool
coordinates the developm gital rights and labor
costs of content across an enterprise.

Learn More »
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Multi-Channel Publishing Standards and Technologies
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Multi-Channel Publishing Standards and
Technologies

Dianne Kennedy# Idealliance £ 5 # £ fif BI#2 %, ° |dealliance
E—Ek4£74A4  2SBB1600HRALRSHNLT &
FRABRERAEAS  UIREBBHERS  YHEESEAB
S1EB ¥ o DianneF B8 FldeallianceI BB R T RERE « I

= Idealliance EEREGARERERTERENSEFES R —HARARE
= ZPHREE o EMNEET »  Idealliancel®if TH— R HERT
RRR R R ANEE SZRELREBENERNE © DiannelBFEM
Ms. Dianne Kennedy ZHREYERESSFERRETGT XAHDRIEAINT GTLEER
Vice President of Digital & Emerging REETEl o 5% ' KennedyZ & E#EIdealliance Print Quality
Technologies, Idealliance eXchangeit 2l - PRISM Metadata &l - MailXML » 14302
{& |deallianceiR 1R EE + Ll RIdeallianceia SR TEHREE
R EIR R TR R AE A o

Dianne Kennedy is Vice President of Digital and Emerging
Technologies for Idealliance, a non-profit association of more
than 1600 global member companies, comprised of content and
v media creators, and their service providers, material suppliers,
and technology partners. At Idealliance, Ms. Kennedy oversees
the development of digital technology specifications and best
practices for managing integrated end-to-end media workflows—
from content creation through distribution and reporting. Under
her direction, Idealliance is fostering the development of next-
generation publishing tools to make multi-channel publishing more
simple and efficient. Ms. Kennedy collaborated with leading color

management professionals in the development of G7 and founded
the G7 Master program for printers. Today, Ms. Kennedy directs
the Idealliance Print Quality eXchange Initiative, the PRISM
Metadata Initiative, MailXML, serves as Editor for 30+ |dealliance
Specifications and is the designer and instructor for the |dealliance
Integrated Media Workflow Professional certification program.
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About the Speaker
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Dianne Kennedy, VP Digital
Media & Emerging
Technologies

* l|dealliance, Chicago, IL USA

* Digital Technology
Specifications
— PRISM Metadata
— Digital-First Article Authoring

— Multi-Rendition Content
Distribution

— Mobile Content Usage Rights
Print Quality Exchange

Multi-Channel Publishing Standard:i.“

and Technologies

YR BE H AR R I T3R8 2

By Dianne Kennedy

Co-organisers

:§: Idedlliance. 25 mawssemnusme

+ Dianne Kennedy, EiEIE
B8 R A AL Bl AR

* |dealliance, Chicago, IL USA
SRR

— PRISM TCEiE

- BERENYNERS
- SENBNNE

- MENNE{E AR
- BRERIAE

i

b~ P
Session 2

=
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Session 2
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FINER
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Multi-Channel Publishing
2 1R BE H hi

* Publishing is in a state of o HAMIEERIEEL
rapid change - HRSFERE—HTA
* Printis no longer the only o BRI FINTBIHBEEREE
platform &

* The Web and Tablets havea « /\REJJFHEHRBZEHD
significant impact . BEEENEATEEE

* Mobile phones with a small BBk ?
screen are growing in
popularity

* What Standards and

Technologies can support
Pthegiance? _ o

In 2010 Change Began. . .
LR 2010ERA...

* With the launch of iPad!
FEZiPadAYHE L !

8 .j-.,. ) o .

@ SPecTRUM.

(5 ] ."ﬁi




Print Replicas can Work for Tablets

ED Rl & 1] 75 7 {36 FA 7% 4 2B Al

ETH
Session 2

\
=i

E
Session 2

So Adapted Print Workflows Were Used!
Elit, ZRZEENRTIEHRE!

=

Session 4

® SPECTRUMA |

The Print/Tablet Publishing Workflow
ED Rl /4% tH AR 2

Content Creation

N T

Publish Versions

3 o A

(=]
=
o
2
0

Design for Print Redesig\m for Tablet Archive to Asset
REDRIEITRR R and Mobile Repository 8
BEWRERI  REEIENE w g
FHREMRET
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New Distribution Platforms Emerging

BRI DTS

5

45 -+

4 — /

3.5 \ /

34 w=Print—  ENR &
2.5 ==Web/PCs #B4&/BH
2 ==Tablets FHRE[E
1.5 ==Mobile RENEE

Growing Mobile Content Market
AEERIRBINE TS

« Content consumption on s EREFmELANAERE

mobile devices continues
to grow ?#,%Ei%f.'%‘ ,
* Next Generation consumes: ° #—HREEE:
— only the content that they - REMMBENNE
want — HEERFREMPEE

— when they want it

— where they want it - Eﬂg‘fﬂ’:ﬁ'ﬂ BE
— and on any device they - lflfﬁfﬂ_’.‘ﬂ’ﬁ BIRH TR L
e . ERRE360 M

* This is called 360
Publishing

S
2



Mobile # Print-Based Pages
e 2 BRI A ERNER

* Size of Mobile screen is s BIHFERERT

much smaller

o ENRY &R B AR E 3 38 A

* Layout for print pagesisnot . JEEINBEEBERERT

appropriate

- ELRERBENR EZETE

* Content is expected to adapt fﬁf_ﬁﬁ{’ﬁ{%ﬂ'j{ﬂ@l

to screen size

* BRE LIETECENE

* So adapted print production
workflows do not work well!

* This means Workflows must

change

® SPeECTRUMA

The Publishing Timeline
tH hiR BB ) 2=

e s =N
[ L E () = 1 T -

Archive [to Asset
Repository
REIERE

E=8
Session 2

i

==
Session 2

Session 4

EMER
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2
2
0

5 J\EF
Session 8
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The Publishing Timeline
tH R B BRF ] 2=

METADATA AND CONTENT
TEIRENE

The Publishing Timeline
tH R B 3R

Content Creation

NAEIL

Input to Asset
Repository

REEERE



The Publishing Timeline

tH b Y B [ 2R
Content Creation Editing
WAEIL 2
o o—o—0

Input to Asset

Repository
RERNERE

The Publishing Timeline
tH R AT B 81 3R

Content Creation Editing

NAEZEIL 2

~@ o—@—0

_ Transform for

reponory | Toletand ki
i sl RABEEEL

STYLESHEETS AND JAVASCRIPT
AR FAVASCRIPT

E—Hf

Session 1

1]

Session 2

I

S

E=E
Sesslon 2

FEI9ER
Session 4

FESER

Session 6

&
=
i

0
=i
2]
0
]
1]
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The Publishing Timeline

H bR HY AsF ) 3%
Content Creation Editing Package Versions
NEZEIL L BRI A
D > D

Transform for

In::;::i:, ﬁet Tablet and Mobile
Spn 5 4R B
RaIRAE BABBEHIL
STYLESHEETS AND JAVASCRIPT
KR FNIAVASCRIPT
The Publishing Timeline
HH iR B4 RF R 2=
Content Creation Editing Package Versions
NAEEIL L BENRAE
® ) D D
N, P Transform for Deliver
nl:’:po:itosri{e Tablet and Mobile Everywhere
o ol o BERER  EXIRRAMA

STYLESHEETS AND JAVASCRIPT
X FEFIAVASCRIPT



Other Challenges

* The trend is a move from - HIFEEERERETE

distributing magazine BERBXE

issues to articles s WEBRGHBEFEREESE
* Article distribution provide REBEINEZ8EN

the ability to - RE XNENTEIR M

only deliver content that is _ FEMEES

of interest to the reader _ AOEE

* Article Metadata is now
Critical

— Subjects and Keywords

.— Demographic Profiles
= ey

The Goal B&:

SQURCE = PIGITAL
SEPARATE SQURCE FROM LAYQUT

i

-
Session 2

i

B=
Session 2

Session 4

(=}
=
=3
@
[}

L7p]

Ef il

Session 7

=&

Session 8
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Two Important Concepts

MmEEZHS

* Content: building blocks e NA: BHEREIIHE
for publishing (s A A

— Text (articles, books, blogs)

_ - &
s e £
e

— Audio - B
— Animations - BB
* Metadata: digital labels for TEIE: BNEETHIERE
content
— |dentify content L
— Describe content - HRINE
— Enable systems to manage - HiIANA
e . - ERRBEENE

— Enable publishers to build
* . media products . .

- ftﬁ‘FHjH&ﬁE_LﬁﬁEEun

---ui%/

Standards for Multi-Channel Publishing
LIRS H AR AR 2

HTML

: PRISM. + [E]

« Metadata JTEHE: PRISM 3.0

* Text Content MFENZA: HTMLS

@ SPECTRUMAS
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About PRISM
BEAPRISM

» Standard Metadata labels o EETEIFES

0

Session 1

for - M. WT. XE
— Magazines, issues, articles - & o
— Images — ERiE g
— Usage Rights — BIERSIE -
— Video & Audio . 30iZ%l:E
* 30 Controlled Vocabularies (TEEFERE)
(me.tadata field values) . ATRIE: o %
* Available at www.prismstandard.org "3

www.prismstandard.org

FEI9ER
Session 4

Session 6

FESER

by
am

I~
=3
2
@
w
w
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Print, Customers and Mobile (Digital)
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Print, Customers and Mobile (Digital)

Paul fESENRIEBIOFZA  EPEEEHERERET HEEH
THZR30F  UEXBETEBENEEDPIRES @R - 1
FRETZEBENEN ELEWREERAE (EMEER R
g (BER) NEREER (R ARBR/EP—EERE
REEHNEENENRIER

C OEmSTEN  RERERE

= = PaulE ZETERHERFEREESHER  BEEEERESH

ﬁﬂﬂﬁ djiﬁ B9 ME T X2 Graphic Communications Department Boardf93

Mr Paiil Cotsincat J& » Journalism Department BoardAl %% * Printing Industries of
Vice President ofPrepress, Continu- America (PIA) WFFZEEFEMESZE/KE » Technical Association
ous Improvement and IT Operations, of the Graphic Arts (TAGA) AT EES o

Dow Jones & Company, Inc

PaulZRE HEEBEESZ M5 AE B WRR » FlniEE e Rl

/ BUREEIWES (2011)  HERREER B EBEHREDRIR
#EANS| CGATS/SNAP TR 002-2007 (2007) » E#iagst (EME
B#) LAR#EHEWSJ 3.0 (2007)% ©

v Paul has 39 years in the printing industry including over 30 years
with Dow Jones/News Corp. in various capacities within the

production organization at several locations in the United States.
He has developed several unique technologies that are currently
employed in the daily production of the Wall Street Journal and
Barron’ s. He is recognized as one of the leading production and
printing experts in the newspaper industry.

Paul sits in the boards of different industry associations
and educational institutes, including Chair of the Graphic
Communications Department Board and immediate past chair
of the Journalism Department Board at California Polytechnic
State University in San Luis Obispo, is Research Chair and Board
member for Printing Industries of America (PIA), is a Past President
of the Technical Association of the Graphic Arts (TAGA), etc.

Notable accomplishments have included working on the core
teams, such as Dow Jones press infrastructure to provide
additional color (2011), establishing ANSI CGATS/SNAP TR 002-
3 -t 2007 as the first cold-set newspaper printing standard (2007),
- redesign of the Wall Street Journal and the launch of WSJ 3.0
(2007).
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Print, Customers an

By Paul Cousineau

Co-organisers

obile g
(Digital)
EN Rl ﬁggﬂuuiﬂﬁﬁ(ﬁﬁ)

%

$ Idedlliance. &5 imewsmssusn

Print, Customers and Mobile (Digital)
BNk, BEEERBEEEE)

* Dow Jones and its
products

* How Customer
Segmentation is used
to drive offerings

* Digital and Mobile

1-.\

® SPECTRUMA A
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Print, Customers and Mobile (Digital)

ENRI. BRAEELE) & & ()

DOW JONES AND ITS PRODUCTS

18 38 B HE

%

() gPE-CTRUMI-

M‘Mﬂ

'wm o

Dow Jones — Beginnings

EIGHT - IR

* Foundedin 1882

— Charles Dow, Edward
Jones, and Charles
Bergstresser

— Bulletins, Customers'
Afternoon Letter

* The Wall Street Journal.
— Monday July 8, 1889
— Expansion began in 1940s

— Celebrates 125 Years in
2014

* The Dow Jones Industrial
Average (1896)

. ;I'icker

1882 Y 3L

— Charles Dow-.
Edward Jones A
Charles Bergstresser

- B, BEFRER

EWHBIE

- 18§;9$7H8I3(EHH

— ¥EFTIRH1940s

— R2014FEBEHE125
B

EIEHT T 2 F 1448
%(1896#) "




Journey Print/Digital
ED ol /RS hk 72

 The Ticker/Newswires - 1TIE/EBEH
e 1973 Dow Jones « 1973 EISHTHTE/ME
News/Retrieval o SO HHR:
* Mid 80s: — DAIRS-Direct Access
— DAIRS=Direct Access Information Retrieval
Information Retrieval System System
* Thinking Machines - BERHER
— DowPhone . DowPh?ne
— DowVision X.25 — DowVision X.25

1984 Electronic Pagination  ° g%gﬂg T RMNER

and Computer to Plate
1996 WSJ.com * 1996 WSJ.com
£

"'::‘.'

=
.

P R KT
25 i TV

Fast Forward to the Present

REE| B E

L
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==
Session 2

Session 4

EMER
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Dow Jones — Today
BB - 5X

* Research and Insight * TAREBE#E

— Factiva — Factiva

— Private Equity & - FAE BRI R E
Venture Capital — DJX

- DX . ERRIRA

* Risk and Compliance foo O fim h 5 2=
* Integrated Solutions

® SpecTru MAS!
Dow Jones — Today D
BB -5 X

* News and Information

— The Wall Street Journal  THE WALL STREET JOURNAL

EWEAR
— Barron’s B f& & Tl BARRON'S
— Financial NewsBA4& FINANCIAL NEWS
— Dow Jones Newswires

B HT B AL WSJ ZX

I
— MarketWatch N e
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Dow Jones — Today

BEH -5 X

‘THE WAL STREET JOURNAL
R e e

29TH YEAR  $3IN EVERY $5
295 | EES5RIS3

ranked most believable and Spent on business expenditures
credible newspaper in the country In the U.S. last year was influenced
EEHZARTERAREMNERR by WSJ readers
EBTEEETY

(Pew Research Center) EFEXEHERHARNAELE

Print, Customers and Mobile (Digital)
ENRI. BEZE IR ENIEE (BE)

HOW CUSTOMER SEGMENTATION IS
USED TO DRIVE OFFERINGS

'ﬂ%ﬁ%ﬁﬂﬁé_w.

E=8
Session 2
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Customer Segmentation

ZF45

* By Opportunity #&= * By Platform¥&
— Core %10 — Radio EA
— High & — Print ED I
— Low i — Computer B

* By Income YA\ — Mobile FBNEE
— Low {& — Television &R
— Medium A
— High &

;.-

@ SPEETRUMAS A

Customer Segmentation

ZFH5

* Membership - &B/5TH
/Subscription . e
* Getting to know the i
customers . HmRZEIE
* Obsess over o IZHETIRERER
competition _ . L. B
* Empower the BAS
newsroorm — SURIER - BRI
— Journalists, Designers,
Developers o *E?EE%E}E‘%&E
— Data usage —data
sciences Eﬁ
* Align offerings with

customer growth
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Application to Offerings
AR ERNEREN

Apple Watch April, WsIiD

2015 January, 2014

+ Alerts and top stories * Dedicated technology section on
RERERM WsJ )

* Pushes customers to read in 5 HEWSIHS A RHEM

other products * International technology conference
BEEFRHEMES BRI |

* Market data
k16

—_— SUBSCRIPTION
o Em MEMBERSHIP +

== Hmy
n “gg
WSJ.com April, s WS+
2015 . Android March, 2015 September, 2014
+ Responsive website * Improved experience Invites + Offers + Inspiration
* Mobile ready BUEARER A complimentary addition to your
mE O * Combines the paper and 24/7 subscription that gives you access to
+ Faster & more visual news in both tablet and curated events and offers
BEREEHE smartphone —{BETRABIANAYEE S, A FIRIEEL

+* Sells m

ubscriptions EEMRETIREEEEER24/7 AR EAREE

WSJ. Magazine
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Innovation Unit
%ﬁ¢

Fanning the flames of

innovation across Dow

Jones i
*  Focus on Mobile:

— THE platform for the :
next 10 years

* Disrupting ourselves
before others do it for
us

* Move fast, learn fast
* Organization, talents
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Dow Jones News Hub
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COCAINERDHICS

W|:|__AT’S NEWS
RATIHZ
Barney Kilgore’s e 1 _
App: Giving You o o oo il B2 Conducnly]
Your Time Back. : e
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WSJ CITY

Who’s Winning,
Losing In The City?
ik KR ?

Mobile Week
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Paul Cousineau
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Hyper Customization — Engaging
Consumers with Personalised
Brand Experiences
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Hyper Customization — Engaging Consumers
with Personalised Brand Experiences

{E&Best of Breed Branding Consortium (BBBC) HYEESE
A ' RobEEZF-—FEBRIINREEEER - BOORBEMEH
BEEENEAHERSESNER - #¥BBBCZAT+ Rob &
¥ HWallace Church, InciE30%F @ BEZAANEESBAN

Best of Breed Branding f RobZHE—-WitR FBHENRMEGSLTSETEMME
Cotisititin TRANNZREM - ROMNESAFERRAT  BE - K-
EEAE A B TR - SERGE  BER - REE - BNE - M The

Vitamin Shoppe B = 1 SRt FEHE ML E - RoDEEE
Mr. Rob Wallace B BOM - T EMANTEMNERBBS0EERTE - BERRG
Managing Partner, Best of Breed EEER: (Design Management Institute) HWEZEERE @+ h2Z
Branding Consortium REHEEEENBEIR - hEAFRLEIHRR - FREK
2 REEHERNAMZATIEERELREER - REER
/ TERRobHY TIE - th 2 MBHUMIEN ° RobBEHBA [BILR
ARERENHILEN] NI EEFRRHREERREE
RetEMBEBASBENNRETER
V As Managing Partner of Best of Breed Branding Consortium, Rob

leads and interdisciplinary team of branding consultants dedicated
to proving the value of true brand message integration across
every consumer touch point. Prior to founding BBBC, Rob was
the managing pariner of Wallace Church, Inc for nearly 30 years,
where Rob worked with some of the world’ s smartest consumer
brand marketers on their most successful global brands. Rob’ s
clients have included Procter & Gamble, Pepsico, Nestle, Pfizer,
Heinz, Colgate-Palmolive, Revlon, Kroger, Bacardi, Microsoft,
The Vitamin Shoppe and more than three dozen corporations
of equal caliber. Rob has lectured more than 50 industry events
across the US, Europe, Latin America and Asia. He serves on the
Board of Directors of the Design Management Institute, and co
chairs its Design Value Project. He lectures at Columbia Business
School, Georgetown University, The School of Visual Arts and
several other MBA programs. Brand identity is not just Rob’ s
job; it" s his passion. Often referred to as “the thought-leader
on quantifying design’ s return on investment” , Rob sees his
primary goal as proving that brand identity/package design is a

i o - marketer’ s single most effective branding tool.
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The Age of Hyper Customizatio'n" _'
B AL RIEF4X

By Rob Wallace

Organiser Collaborating Organisation Co-organisers
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The Age of Hyper Customization
REPS A2

Rob Wallace/ Best of Breed Branding/ SPECTRUM A
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A LOOK INTO THE FUTURE
R IRHIFREE

AGENDA %72

> Next generation of retailing and branding

HM—ROFTEXRREmhERE

> New consumer demands of brands

mERETH B E R K

> Next generation case study

T—RIEZEMR
> Solicit your partnership/ your vision!
BeRIFEEBH/IRAIIREF!

® g!_éE@TRUM_,a?_E{] .

A LOOK INTO THE FUTURE
ARIRRIRE

AGENDA %72

> 4 generations of retailing and branding

FEFHEMMERAZNMERK
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Customize your brand
to me!

RFETIE(RAT bR

RETAILING 4.0
FEHE 40

-

© 2014- Rob Wallace/ Best of Breed Branding
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r%aie contemporary
22 ae
premium comfortable

BEM

adult
FREA

Big Data
KEH®

all family

BERE

approachable

GIEE3

urbane

Ly

authentic female
AER gL

£

@ SPEETRUMAS A

contemporary
5%
premium omfortable

BEr

Big Data +

Design Algorithm
KEHR +

RENEEIE

adult

A

all family

BERE

approachable

GEE3 [

urbane

#i LRy

authentic female
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premium

EEN

adult

BEA

urbane

LRy

® SPECTRUM

RETAILING 4.0
FEE4a0

authentic

GIEA:¢!
s

all family

BERE

approachable

AR

| want to self select my
customized brand experience!

HEH B CRBERIEAL
AnhBREER |
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ONE HUNDRED PERCENT
WATER IS NO LONGER A LUXURY

:

__
the liberator

® 2014- Wallace Church Inc

_DESIGNED BY YoU.
SEMBLED IN THE UsA.

One of the 2,000 ways to
customize your motoX phone

20001E BRI motoX B EEIE A
R EHR—EHE

SPECTRUMAS A
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About Unique:
BB

4 million customized
bottles, increased ROI
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L . B ¥Share a Coke:
are uCOk 2 with AUStrallar ASIa;
P S Europe, US

+7% Sales Increase

4 Share a Coke:

g =% What’s next?
\hmraCOkE“ilh

@ SPECTRUMASIA
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Beyond a promotion?
AR LIAME?
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Customization as the brand’s
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Next Gen Case Study:
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& - 2,400 craft beer brews

o 2,400 T T 4% B 16 8 A A
i '

= TH Highly similar stories

¢ R WD

a8 No differentiation

AN TEzE



Lets create a story
and engage people
like never before.

BRMAE—EARREBHIE
BUWRSIER,

Allowing them to
customize the brand
to their desires
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ENLIGHTEN: SPELLING BEEr
R3E8 : HfEBEEr

CANS COULD BE PRINTED WITH
LETTER, SYMBOLS AND NUMBERS
AND ALLOW THE CROWD TO SPELL
WORDS. REAL “WORDS WITH
FRIENDS”.

BLAFIENXF. FFREEF, WE
KAHEFEH, EIEA“WORDS WITH
FRIENDS”

58 Weh 725 mm

GRAPHIC CIRCLE
A Sirnplo Croam circlo with
Slate Gray typography.

Lobel hos o double focing

TYPOGRAPHY |
A consistont bosoling B

Important.
12 Clorssic fonts will be used o5
graphic polette

PATTERN

Block Lings bosoed on
Horlzontol Cross bor from horo
lottge foerm

Eoch Alphabet wil have o
pottern thot corresponds 1o it.




Brand Story:
Spelling Beer®

A Craft Brew for Your 1Q.

Engaging 5| /189
Expressive £B)#]

Interactive EEiAY
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HOMNEY WHEAT ALE
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S Hand Cratiod, Full Elevwred i
Divseed 42 ¥t I'Cl-lid'l,
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MMM SOPHISTICATION
4 pack example

FLYING BEER'S
4 pack example
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THANKS!
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The Best Kept Secrets of the
Perfect Holistic Brand Creation
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Mr. Davide Nicosia,
Founder, NiCE Ltd.
NiCE Ltd.

Rl A

AIPES G I PRI AR

The Best Kept Secrets of the Perfect Holistic
Brand Creation

Davide A ZEE - EIEFH S HAE A MBEBIRBFRE - fith
ERORATRI B (FIT) URERBWRRBER MBI
EARTRREETRERE -

DavideB R Z M EE S A/ HA WA B R + & United
Colors of Benetton » Calvin Klein » £% + B#IER - Tifany &
Co.  BEfE BEH »Lab SeriesHIE# ° Davideft HERIER
ZHRENE BARTZSERARES  UREFHSIATHNN
W o thE T — LR 2 - BFEETfany & CoMRF/ERE T
FEF R AFireslate 2 * #£RochafyEEH A Zamactilg * WREH
Calvin Kleinf{lBath & Body Works S RSB FA¥EHREVR S « |
BERAEFEBERDEDE

Davide Nicosia A 1993 5 1£ & 47 h £I3# T Nicosia Creative Expresso,
Ltd. » BARIREA A BBAINICE  NICER—RIBHAIZR R MR
BENZHNSLABREAT SIRBRREBRNTEEE
e BEEERZERRS  BEEER SRR KEESA
EB)RHE - NICERBRE SEER S + BifAssociation of Graphic
Communications Certificate of Special Merit + Mobius Advertising
Award Certificate of Outstanding Creativity + American Graphic
Design Award £ °




Today, Nicosia lectures on design in the United Kingdom, Spain,
and Dominican Republic and is a guest professor at FIT and Altos
de Chavon, a division of Parsons School of Design.

Nicosia has produced many successful creative strategies for
clients like United Colors of Benetton, Calvin Klein, Kraft, The New
York Times, Tiffany & Co., Montblanc, Dunhill and Lab Series,
Procter and Gamble. Nicosia has developed a number of original
concepts from product forms to printing techniques and introduced
new and innovative uses of materials to the beauty industry. Some
of his most noteworthy innovations include the use of Fireslate 2
in the design elements of Tiffany & Co. home accessories, Zamac
resin for Rocha's fragrance and frosted acetate, corrugated
cardboard and molded pulp used for packaging of such brands as
Calvin Klein and Bath & Body Works.

Davide Nicosia founded in New York City, Nicosia Creative
Expresso, Ltd., which today is known as NIiCE. In 1993, a full
service multicultural creative agency that provides creative
strategy and design services focusing mainly on global Consumer
Products for projects ranging from product concept, advertising
campaigns and packaging design to brand identity and interactive
media. NiCE., has received a number of prominent industry
awards including Association of Graphic Communications
Certificate of Special Merit, Mobius Advertising Award Certificate
of Outstanding Creativity, American Graphic Design Award, etc.
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The Best Kept Secrets of the Perfect
Holistic Brand Creation

7, A Bl 52 2 R AR ER
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THE BEST KEPT SECRETS OF
THE PERFECT HOLISTIC
BRAND CREATION

OUR 22 YEARS OF HOLISTIC EXPERIENCE
CREATING LUXURY BRANDS, PRODUCTS AND
PACKAGING SHAPES OUR UNDERSTANDING
OF HOW TO CREATE VALUE AND DEEP,
MEANINGFUL CONNECTIONS WITH
CONSUMERS AT DIFFERENT

TOUCH POINTS.

NiCE




A DEDICATED CREATIVE MINDSET HAS TO BE
PASSIONATE ABOUT BUILDING PRODUCT
BRANDS PEOPLE DESIRE

WE CONSIDER CREATIVE CORE SERVICES ESSENTIAL FOR THE MAKING AND THE EVOLUTION OF ANY BRAND:
RESEARCH & INSIGHT « INNOVATION « BRAND STRATEGY » BRAND VISION » GRAPHIC DESIGN « STRUCTURAL DESIGN « IN-STORE « ADVERTISING

SINGAPORE

WE PUT LOVE TO WHAT WE DO!

CLIENTS ARE VERY FOCUSED ON CREATING AND IMPROVING BRAND IMAGE BY PERFECT PRINT AND DIGITAL MATERIALS

- TRENDS IN THE CONSUMER BRAND INDUSTRY FAVOR CONTINUED STRONG GROW XCELLENT CREATIVE SUPPORT

- CLIENTS ARE WISER, SPENDING LESS ON GENERAL MARKETING WHILE THEY FOCUS ON QUALITY ON EVERY BRAND EXECUTION

GIVEN [TS SPECIALTY, ONLY PROFESSIONAL CREATIVE PEOPLE ARE WELL-SITUATED TO CAPITALIZE ON THIS TREND




OUR SUCCESS STARTED IN 1993

ESCADA Ot Spice Gillette LANCOMI cueccel LOREAL

gerbol ] LB SKI 2 MonT® o pUMRY

ANNE
AlNA
essences dun TYGER BALM BLANC LACOSTE SUI

kraft foodss' vin Kle COVIRGIRI PeG LVMH  MaxMara

DOILCE . GABBANA TOMMY {ILFIGEF FIFFANY & (O HUGO BOSS ESTEE LAUDER

Pipes.  CAMPARL  ZICO

BEING SENSITIVE AND ATTENTIVE TO
FASHION TRENDS AND MEGA TRENDS

HELPS US INCORPORATE MOST APPROPRIATE
CREATIVE SUPPORT TO OUR BRANDS.

WE COMBINE FLEXIBILITY AND AGILITY WITH GLOBAL REACH AND A DEEP REGIONAL UNDERSTANDING

NEW YORK - SINGAPORE - TOKYO - BANGKOK

FE\HE

Session 8




TEAM UP WITH HIGHLY SKILLED AND MOTIVATED EMPLOYEES
ORIGINATING FROM ALL OVER THE WORLD

WHAT MAKES
NiCE DIFFERENT
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SEAMLESSLY
HOLISTIC

WHAT MAKES
NiCE DIFFERENT

l)

PRESTIGE HERITAGE

CRAFT & STRATEGY

INNOVATION & TECHNOLOGY

B\
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I)
PRESTIGE HERITAGE

OUR YEARS OF EXPERIENCE IN PRESTIGE
ELEVATES EVERY BRAND WE TOUCH,
CREATING STRONGER, MORE MEANINGFUL
CONNECTIONS WITH CONSUMERS

WHAT MAKES
NiCE DIFFERENT

I ) |

PRESTIGE HE RITAGE

OUR YEARS OF EXPERENCE IN PRESTIGE
ELEVATES EVER'Y BRAND WE TOUCH,
CREATING STRONGER, MORE MEANINGFUL
CONNECTIONS WITH CONSUMERS

|
»

WHAT MAKES v
NiCE DIFFERENT CRAFT & STRATEGY

WE SEARCH FOR INSIGHTS AND BRING IDEAS TO
LIFE, CONNECTING STORYTELLING AND CRAFTS:
MANSHIP TO CREATE A POWERFUL BRAND VISION,
FUSING STRATEGY AND DESIGN TOGETHER




WHAT MAKES
NiCE DIFFERENT

WHAT MAKES
NiCE DIFFERENT

cO
IT'S PERSONAL

OUR CREATIVE TEAM MANAGES EVERY ASPECT

OF QUR PROJECTS. WE EXPERIENCE EACH BRAND
BEFOAE WE BEGIN OUR WORK.

WE FOSTER DiRECT COLLABORATION BETWEEN OUR
CLIENTS AND OUR CREATIVE TALENT 50 NOTHING

S LOST IN TRANSLATION

I)
PRESTIGE HERITAGE

OUR YEARS OF EXPERENCE IN PRESTIGE

ELEVATES EVERY BRAND WE TOUCH,

CREATING STRONGER, MORE MEANINGFUL
NECTIONS WITH CONSUMERS

|

CRAFT & STRATEGY

WE SEARCH FOR INSIGHTS AND BRING IDEAS TO
LIFE, CONNECTING STORYTELLING AND CRAFTS:
MANSHIP TO CREATE A POWERFUL BRAND VISION,
FUSING STRATEGY AND DESIGN TOGETHER

INNOVATION & TECHNOLOGY
WE THINK AHEAD OF THE MOMENT, REALIZING
OPPORTUNITIES BEYOND WHAT IS EXPECTED

BY LEVERAGING THE LATEST T

CONSISTANTLY PERFORM AHEAD OF SC!

AND PAVE THE ROAD TO OUR FUTURE

l)
PR ESTIGE HE RITAGE

OUR YEARS OF EXPERENCE IN PRESTIGE
ELEVATES EVERY BRAND WE TOUCH,
CREATING STRONGER, MORE MEANINGFUL
CONNECTIONS WITH CONSUMERS

CRAFT & ST RATEGY

WE SEARCH FOR INSIGHTS AND BRING IDEAS TO
LIFE, CONNECTING STORYTELLING AND CRAFTS:
MANSHIP TO CREATE A POWERFUL BRAND VISION,
FUSING STRATEGY AND DESIGN TOGETHER

INNOVATION & TECHNOLOGY
WE THINK AHEAD OF THE MOMENT, REALIZING
OPPORTUNITIES BEYOND WHAT IS EXPECTED

ATI HNOLOGIES, WE
CONSISTANTLY PERFORM AHEAD OF SCHEDULE
AND PAVE THE ROAD TO OUR FUTURE

S \ER
Session 8




I)
PRESTIGE HE RITAGE

OUR YEARS OF EXPERENCE IN PRESTIGE
ELEVATES EVERY BRAND WE TOUCH
CREATING STRONGER, MORE MEANINGFUL
CONNECTIONS WITH CONSUMERS

Fan ™ }
9,9 WHAT MAKES /
GLOBAL BOUTIQUE NiCE DIFFERENT CRAFT & STRATEGY
COMBINING FLEXIBILITY AND AGILITY WITH GLOSAL WE SEARCH FOR INSIGHTS AND BRING IDEAS TO
REACH AND A DEEP REGIONAL UNDERSTANDING, 3 N 'ORYTELLING AND CRAFTS:
WE BLEND THE BEST OF A BOUTIQUE STUDIO AND i E A POWERFUL BRAND VISION,
AN INTERNATIONAL AGENCY N T

926/

IT'S PERSONAL INNOVATION & TECHNOLOGY
OUR CREATIVE TEAM MANAGES EVERY ASPECT WE THINK AHEAD OF THE MOMENT, REALIZING
OF QUR PROJECTS. WE EXPERIENCE EACH BRAND OPPORTUNITIES BEYOND WHAT IS EXPECTED
BEFORE WE BEGIN OUR WORK. BY LEVERAGING THE LATEST TECHNOLOGIES, WE
WE FOSTER DIRECT COLLABORATION BETWEEN QUR CONSISTANTLY PERFORM AHEAD OF SCHEDULE
(CLIENTS AND OUR CREATIVE TALENT S0 NOTHING AND PAVE THE ROAD TO OUR FUTURE

S LOST N TRANSLATION

I ‘l
Ve D ]
SEAMLESSLY  fas [
HOLISTIC PRESTIGE HERITAGE
WE ARE A HOLISTIC CREATIVE AGENCY PASSIONATE \ OUR YEARS OF EXPERIENCE IN PRESTIGE
ABOUT BUILDING BRANDS PEOPLE LOVE. WE BRING ELEVATES EVERY BRAND WE TOUCH,

1QUR DEPTH OF EXPERIENCE TO EVERY PROJECT CREATING STRONGER, MORE MEANINGFUL
CONNECTIONS WITH CONSUMERS

|
2
F Fam ™ I\
et
9, @) WHAT MAKES
GLOBAL BOUTIQUE NiCE DIFFERENT CRAFT & STRATEGY
COMBINING FLEXIBILITY AND AGILITY WITH GLOSAL WE SEARCH FOR INSIGHTS AND BRING IDEAS TO
REACH AND A DEEP REGIONAL UNDERSTANDING, LIFE, CONNECTING STORYTELLING AND CRAFTS-
'WE BLEND THE BEST OF A BOUTIQUE STUDIO AND MANSHIP TO CREATE A POWERFUL BRAND VISION,
AN INTERNATIONAL AGENCY FUSING STRATEGY AND DESIGN TOGETHER

O

INNOVATION & TECHNOLOGY
GES EVERY ASPECT 'WE THINK AHEAD OF THE MOMENT, RE
T5. WE EXPERIENCE EACH BRAND OPPORTUNITIES BEYOND WH,
BEFORE WE BEGIN OUR WORK BY LEVERAGING THE LATEST
'WE FOSTER D'RECT COULABORATION BETWEEN QUR CONSISTANTLY PERFORM AHEAD OF SCHED
CLIENTS AND OUR CREATIVE TALENT S0 NOTHING AND PAVE THE ROAD TO OUR FUTURE
S LOST N TRANSLATION




HELP SPREADING A GOOD STORY AS IT BECOMES
ESSENTIAL TO BUILD AN AUDIENCE TO EACH BRAND

IT PROVIDES A PERPETUAL AURA TO CONSUMERS AND [T SHOULD MAKE
FALL IN LOVE

-BE RESPECTFUL TO ITS ORIGINAL EXISTENCE

-TRY TO TELL THE STORY WHILE ASSOCIATING ITS CONTENT TO MULTIPLE HUMAN SENSES
-USE DIFFERENT MATERIALS AND FOCUS ON THE RIGHT AUDIENCE

-THE TRUE STORY SHOULD BE EASILY TOLD AND COMPELLING

-A STORY CREATES MEMORABLE REFERENCES EVEN IF A DREAM

-SENSE OF MAGIC MUST BE WEAVED INTO THE STORY CONCLUSION

NiCE

SOME OF OUR RECENT SUCCESSES

S \ER
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HERA BY AMOREPACIFIC

BRAND RELAUNCH

PARTHERED WITH CLIENTS TO LEVERAGE GROWING
DESIGKED AN INNOVATIVE & INTUITIVE WAY TO COMMUNICATE REGIMEN USAGE
ESTABLISHED BRAND'S TRUST FACTOR AS “ASIAN SKIN MASTER

MALE SKINCARE TREND IN SOUTH KOREA

ASE STUDY



LAB SERIES

RE-ENERGIZING SKINCARE FOR MEN

* GLOBALLY RE-ESTABLISHED LAB AS THE #1 IN MALE SKINCARE

+ HARMONIZED OVER 200 SKU IN MULTIPLE LANGUAGES

+ INCREMENTAL SALES IN DOUBE DIGIT % GROWTH 5INCE RELAUNCH
* DESIGNED AND SIMPLIFIED BRAND AT EVERY TOUCH POINT

Bt e SERIES |

LA COMPORT
OVECEL 4

g Pricinian

SERIES

NIiCE

ARAMIS

LAB SERIES

FRAGRANCE FREE = OIL FREE = MADE FOR MEN

LAB

SERIES
FOR MEN

LAB
SERIES NIGHT

FORMEN Wl RESCUE  pay

ALE RESCUE
51 CARE

aramis .l.

NiCE

(8) SPECTRUMAS|/

F\EP
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=
o
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Mational €Regleellen

THE METROSEXUAL

Guide to Sty

A Handbook for the Modern Man

Face
Hydrator

queer
- lgwimy




LAB

FOR MEN '
e SERIES
NIGHT LAg SERIES AL
RESCUE SERIES FORMEN  LAB
THIRAFY f OR Mey SERIES ; o
e FOR MEN | '..AB RELIEF ULTRA
LAB ::-u::'wm @ (7 &t5cyg | SERI ES ArTERSHAVE
m aram. s -._:" AGE RESCUE TRIFFCTA i 4 f:‘_[:f::*
_—= i PR MEN on gzotin
RAZOR BURN b irpaeih i | MAXIMUM COMFORT Wom e
RELIEF UURA sk Al SHAVE CREAM aramis
T P b Py LN e
peiicl g ey NETWT. 8 OZ.227
aramiy aramis aramis
NIiCE

(® SPECTRUMASIA

TOO MANY SKU'S
GRAY CAPS NOT

COMPONENTS
/7 LOOK OUTDATED CONBSISTENT

WHITES NOT
CONSISTENT
LAB
SERIES
FOR MEN ©
5
LAB & E
NIGHT Lag SERIES 3
RESCUE gﬁ'.f,f FOR MEN
= s s (EEe
TYPOGRAPHY
STILL ASSOCIATED NAMES AND INCONSISTENT
CONFUSING LOGO NOT =
=%
% 8
w
(®) SPECTRUMASIA
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LAB
SERIES

FOR MEN

Before

NiCE
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SKIN INCARE FOR
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CASE STUDY
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SK-II

GLOBAL CREATIVE PARTNER

- INTRODUCED BRAND TO NEW COUNTRIES
- AGENCY OF RECORD FOR GRAPHICS, STRUCTURE AND PROMOTIONS
- LED CREATIVE EXPANSION TO NEW LINES SUCH AS BRIGHTENING AND MEN'S PRODUCTS

SK-II MEN

GLOBAL CREATIVE PARTNER

SKI
SKI | s

STEMPOWER

BLEWBOMEY

mnI7 1

FACIAL TREATMENT
ESSENCE
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PRESTIGE

DUNHILL CUSTOM

GLOBAL CREATIVE PARTNER

- BROUGHT T{ LIFE BRAND EQUITY - MASCULINE, MODERN & ECCENTRIC
VALUE THROUGH CUSTOM INTERACTIVE FEATURE
- EMBRACED DUNHILL'S BRAND HERITAGE AS INSPIRATION FOR IT'S SIGNATURE FRAGRANCE
THE PRODUCT HAS BECOME AN |CON FOR DUNHILL




DUNHILL

A MULTITUDE OF SUCCESSFUL LAUNCHES

CHARLES JOURDAN
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DOLCE & GABANNA

THE OBJECT OF DESIRE

A 5 | A

D&G

ANTHOLOGY PRODUCT LAUNCH

18 3 M 6 1
LA LUNE L IMPERATRICE L AMOUREUX LE BATE
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ROCHAS PARIS

VISIONARY LEADERSHIP IN PRODUCT LAUNCHES
AND |CONIC ASSETS

- PARTNER WITH P&G ON BRAKD VISION & NEW PRODUCTS

+ DEFINED MODERN EXPRESSION OF PARISIAN FEMININITY & ELEGANCE

« TRANSLATED IDEA OF "CLOSED ROSE™ VIA NEW BRAND ELEMENTS -
ROSE SYMBOL - NOW LEADING ICON FOR THE BRAND

+ BROUGHT NEW VISION TO LIFE ACROSS ALL TOUCHPOINTS

= VIS-ID SYSTEM INDEXED 226+ V5. SAME COMPARATIVE DURATION

- INDEX I5 CONSIDERED ONE OF HIGHEST EVER SEEN WITHIN PEG

PN o)

£
g
w
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ROCHAS PARIS

LE SECRET & OUD

NiCE

ASIA
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MONTBLANC

AN UNRIVALLED PORTFOLIO OF FRAGRANCES
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MONTBLANC

A 100™ YEAR ANNIVERSARY LAUNCH

FOR THE DESIGN OF MONT BLANC'S 100 YEAR ANNIVERSARY EDITION, NIiCE LEVERAGED
THE MONT BLANC STAR TO CEEATE A STUNNING, SPARKLING SCULPTURE THAT
ALSD PAYS HOMAGE TO THE ERAND'S HERITAGE.

Femme d Mm/é/f}x,-' y

NICE 2

v
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VALENTINO

AN AWARD-WINNING BRAND ICON

USHED THE D
RATION WITH P&G

JUCT ISKEY
¥ AND TIMELESS CHARACTER OF THE BRAND

CASE STUDY
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a girl’s best friend

¢ Uojsseg
-

Fabulous New Fragrance for a Woman

¥ Uojsseg

GERAEE

PACIFIC PARAD
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ESCADA

YEARLY PRODUCT SERIES LAUNCH

CASE STUDY
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TIGER BALM

GLOBAL CREATIVE PARTNER

IN ALL MEDIAS

JALM TO USE THEIR \
AIRING A PAID FULL 1 HR
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HERBAL ESSENCES

ICONIC PROMOTION

PARTHERED WITH PRE ON PROMOTION STRATEGY
VISUALIZED “FANIAS DENT EQUITY
CREATED DISRUPTION AT SHELF TO DRIVE TRIAL

EFITS ENHL FEOR CONSUMERS

HEAD & SHOULDERS

GLOBAL CREATIVE PARTNER

+ PARTNER WITH P&G ON 2D, 3D AND PROMOTIONS
- RESPONSIBLE FOR BRAND IDENTITY LEADERSHIP AND
GLOBAL VISION CREATION
- DROVE REGIONAL VARIATION VIA TESTING LOCALLY
= WORLDS LARGEST SHAMPOD RRAND RY VOLUIME
- GLOBAL ARCHITECTURE BALANCES FUNCTIONAL AND EMOTIONAL

ENED
Session 6

yithione nr Ll!llullﬂlll‘ g
dandrut! shampos + condition: 4 dandruff shampoo + conditioner
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PANTENE - = -

GLOBAL CREATIVE PARTNER

+ PARTMER WITH P&G ON 2D, 30 AND PROMOTIONS 3
+ RESPONSIBLE FOR BRAND IDENTITY LEADERSHIP AND

GLOBAL VISION CREATION
- DROVE REGIONAL VARIATION VIA TESTING LOCALLY -
- SOLIDIFIED POSITION AS THE WORLD'S #1 HAIRCARE BRAND
- #1IN JAPAN FOR THE FIRST TIME IN BRAND HISTORY

NiCE

SASSOON
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CHALLENGE

ddicts, who were usine mass

OPPORTUNITY

APPROACH

NiCE
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APPROACH

CREATIVE EXPLORATION

NiCE
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CREATIVE FOCUS
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For the latest edition, nice leveraged the design fanguage 1o create all
the In-store elements, Including end-caps, table tops and stand alone displays.

ONGOING PARTNERSHIP
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FOOD & BEVERAGES

KRAFT - CRYSTAL LIGHT

BRAND REDESIGN

- DESIGNED FOR MODERNITY AND RELEVANCE TO CONSUMERS
- HIGHLIGHTED HYDRATION & APPZTITE APPEAL
- STRENGTHENED FILAVOR DIFFFRENTIATION « '.,—f\
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KOOL AID

BRAND STRETCH TO REACH NEW CONSUMERS
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PLUM ORGANICS

HOLISTIC PRODUCT CONCEPT

CONDUCTED IMMERSIVE BABY FOOD CATEGORY AUDIT & FOCUS GROUPS
- LEVERAGED FUNCTIONALITY ACROSS NEW FORMS

REDEFINED *HELPFUL™ EQUITY

APPEALED TO NEW USERS (AGES & STAGES) VIA 20 & 3D

EXPAND MEANING OF “SUPER-FOOD™ - BEATING BIG FOOD AT L.p‘&m
ITS OWN GAMES (HEALTHY, FUN, USEFUL)

NEW FORMS (FROZEN) HELPED EXPAND BRAND REACH

= PRODUCTS WERE FUNCTIONAL PROBLEM SOLVERS THAT MET S q u e e Zl
CONSUMER NEED & SEGMENIS ON MANY LEVELS _— 3
e freezl

smoothle «««F

i \
. squeez
freez

thim s popsicit

NIiCE

ZICO

FUTURE-FORWARD NOURISHMENT

IN ORDER TO'APPEAL TO A NEW CONSUMER SEGMENT, LESS WILLIN
TAKE THEFULL LEAP INTC INUT WATER CATEGORY, CHILLED JL
BLENDS ARE POSITIONED TO MERGE THE BEST OF TNO WORLDS:
THE FAMILTAR FLAVOR OF JUNCE WITH THE HEALTH BENEFITS

i UT WATER:

UICE BLEND

ZICO

CHILLED JUICE BLEND

PREMILM
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CVS BIG CHILL

REFRESHMENT MADE BIG

WE PARTNERED THE CVS TEAM TO LAUNCH A NEW PRIVATE BRAND
SPRING WATER WITHIN THE GOLD EMBLEM UMBRELLA.

THE DESIGN CAPTURED CONSUMER ATTENTION AT SHELF WHILE CREATING
A BRANDED LOOK IN WHAT IS TRADITIONALLY A COMMODITY SPACE.
IMN A CATZGORY THAT WAS LOOKING STALE, BIG CHILL INTRODUCED
A NEW BIANDED APPROACH AND AN IMPACTFUL EMOTIONAL TONE.

NiCE

CAMPARI X-RATED

20 AND 3
AND INTEG
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CREATIVE PROCESS: X-RATED

CAMPARI X-RATED

IMPACT
GENERA COST SAVINGS IN MATERIALS USED
EXTENSION INTO NEW FLAVORS

ANC

NIiCE
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IN-STORE

HUG®

SO HSNS

1. IDEATION, SKETCH AND REVIEW

Broad ideation around the brief
Sketching ideas - fafling faster to getbetter results quickly
Timely “Kitchen Reviews” with brand teams

1— fembe's baltie .

| Mg's T




007 JAMES BOND

DANGEROUSLY SOPHISTICATED FRAGRANCE WORLD

« DEVELCPED CREATIVE CONCEPT THAT ENCAPSULATED THE WORLD OF JAMES BOND
LED RETAIL EXECUTIONS LEVERAGING ON THE DIAGONAL GRAPHIC DEVICE
THAT IS KEY TO 007 SEVEN FRAGRANCE
RETAINED PREMIUM PROPOSITION AND DEMONSTRATED LUXURY APPEAL
VIA MATERIAL AND SURFACE TREATMENTS

LEVERASING THE DIAGONAL FOR 007 SEVEN

NiCE
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BOSS MAVIE ] Y
e AWY.

HOLISTIC RETAIL AND BRAND EXPRESSION b 7}

« FIRMLY ESTABLISHED SIGNATURE FRAGRANCE INGREDIENT INTO A BRAND ICON “i =

+ CREATED A STRONG FEMALE PRESENCE THAT COUNTERBALANCED
THE OVERTLY MASCULINE CONSUMER PERCEPTION OF THE BOSS BRAND

= AN ENCOMPASSING VISUAL STRATEGY THAT BUILT PRESTIGE CREDIBILITY & CONTINUITY FOR
ALL 3 FRAGRAMCES (NUIT, JOUR, MA VIE)
PARTHERSHIM WITH P&G ON MULTIPLE BRAND LAUNCHES FOR THE BOSS BRAND THEREAFTER

BOSS

NiCE

BOSS OUD

THE SYMBOL OF MASCULINITY
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STEINWAY & SONS

GLOBAL CREATIVE PARTNER

NIiCE

TOOLKIT DEVELOPMENT

LR
STEINWAY & SONS

chon & TEneE

WG &  LEERescTHELE /i

RWEIGHT

TR T

. ‘B.,o-
\I%E:‘ ‘ b '# .

" FRANE CORTMATIE PRSHINTIER

IO BTALE STNPS & EANTEAL

0123456789 r
D123456759 “Rariad Bt
STEINWAY




SPIRIO KNNO\/ATI

otlo & 11csrhogh\,
a luxury listening expeiente \r
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SPIRIO.ART DIRECTION

PHOTOGRAPHY BY I’UL@AR!L

HELP BRANDS SELL MORE SUCCESSFULLY OUR WAY:
WE CREATE EXPERIENCES

CONSUMER ENGAGEMENT THROUGH HOLISTIC BRAND INTE VISUALLY AND TACTFULLY TAILOI EACH BRAND ENHANCE DESIRE

WE TELL STORIES AND GROW AUDIENCES

IMAGINATIVE, INTRIGUING NARRATIVE IN TOR TELL, PROMOTE, ADVERTI PRINT CREDIBLE STORIES

WE ARE MASTER CRAFTSMEN

CREATING THE EXCEPTIONAL, WITH FINESSE IN EVERY DETAIL, EACH OF QUR BRANDS ARE SIMPLY SET TO BECOME ICONIC

WE FOSTER A TO NONE SPIRIT OF ATION

KEEPING AHEAD OF THE CURVE IN A INDUSTRY, WE CONTINUOUSLY INVENT PRODUCTS ND PRINTING TECHNIQUES

WE GRAB ATTENTION

CONSUMERS' ATTENTION REQUIRES MAGIC IN THIS COMPETITIVE
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David J. SteinhardtZIdealliancefVFFE R {THEE, ' Idealliance
RE-FRERE1 600 EEENELATENE  EEBEES
RE - REEEA > DR - HRE - FREEFEMBRWAE
B RISREEEEER - Davidft TI0FEM 2y - EAN
EEREGE  ORIEMNHIERRIOFELFAR - BHEBE
LLEN R & Graphic Communications Association (f§#8GCA)
BARASHSHAEARINERHBLEBE (International

™ Idealliance Digital Enterprise Alliance ' fi#Idealliance) ° Idealliance B

IERITRER RERFREERE T REFXELN - ABNZE - BETEH

REIR o EDavidY BB T - IdeallianceW TEEHRBEZ 2R

Mr. David Steinhardt WEET ZHEBNEG BT BREPIRERME T SE LG
President & CEO, ldealliance BT B i B WA SR 2 o

David J. Steinhardt is President & CEO of Idealliance, a

non-profit industry association boasting more than 1,600+

members — advertising agencies, brand owners, printers,

publishers, solution providers, and technology suppliers —

serving the Total Media Value Chain. David has spent nearly

30 years building, re-inventing, and managing successful non-

v profit organizations in media, print, and publishing. He led the

transformation of the print-focused Graphic Communications
Association (GCA) into the dynamic International Digital
Enterprise Alliance (Idealliance) that exists today. Idealliance
develops best practices, specifications, and certifications
for cross-media production and delivery, both digitally and
in print. Under his leadership, Idealliance has expanded
operations internationally, fostered alliances and mergers,
cultivated international color standards, and launched new

initiatives focused on emerging digital media channels.
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The Hong Kong Printers Association

Address: 1/F, 48-50 Johnston Road, Wanchai, Hong Kong
Tel: 852 - 2527 5050

Fax: 852 - 2861 0463

Website: www.hkprinters.org

Email: printers@hkprinters.org

Advanced Printing Technology Cenire

Main Office Address:

Room AB05, 8/F, Tower A, Hong Kong Design Institute,
3 King Ling Road, Tseung Kwan O, Hong Kong

Learning Centre Address:

Room D004 , G/F, Tower D, Hong Kong Design Institute,
3 King Ling Road, Tseung Kwan O, Hong Kong

Tel: 852 - 3928 2545

Fax: 852 - 3928 2546

Website: www.aptec.hkprinters.org
Email: info@aptec.hkprinters.org
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