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The term 'e-commerce' sends shivers
down the spines of many venture capi-
talists and investors. It is a concept and
technology that has left many wounds
and scars on our economy. There is a
mountain of e-commerce providers (or
"dot coms") that have already fallen out
of this rat-race , in many cases they are
collapsing even before they have got-
ten off the ground. 'Online' pet stores,
drug stores, toy stores, liquor stores,
food stores, movie stores, and many
others have disintegrated into
cyberspace. These 'e-stores' are not the
only players failing in the dot com
arena. The graphic arts industry also
has its fair share of dot com disasters.

To date, 18 dot coms in the graphic
arts have merged or ceased, and this
number is increasing every month. So,
why are these dot coms failing? The
simple answer is that the graphic arts
industry is not ready for these online
services. The graphic arts industry is,
and always has been cautious and con-
servative in accepting new technology.
Computer-to-plate, digital printing,
press automation, and other technolo-
gies did not leap into this industry
overnight. They have taken several
years to prove themselves to be profit-
able and reliable technology resources.
We are witnessing a similar adoption
trend in online services for the graphic
arts.

Despite the lack of industry accep-
tance, the quantity of providers and
service offerings is tremendous. Today,
there are over 200 such providers. Al-
though no standard classification sys-
tem exists for this market, providers
can be divided into 11 basic categories:

e-Printers:
Printing companies that enable cus-

tomers to obtain quotes and submit
print jobs directly through their web
site. An e-printer may have more than
one pr oduction facility, however the
print selling will be centralized
through one channel.

e-Print Shops:
A printing group or franchise orga-

nization that operates under the same
brand name. e-print shops have a cen-
tralized web site that distributes print
jobs to the localized printers.

e-Print Providers:
An online service provider for print

procurement. These companies often
have partnerships with printers. The
partnered printers may have a geo-
graphical spread, differentiation of ser-
vices, or both.

Auction/Bid:
The provision of a service for the ex-

change of printed work between print
buyers and suppliers. In most cases,
the service provider generates revenue
by claiming a percentage from the to-
tal cost of the print job.
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Network Solution
Providers:

Providers of Wide Area Network
(WAN) solutions, either as an Internet
Service Provider (ISP) or as a Virtual Pri-
vate Network (VPN) Provider. These
providers offer network file management
and transfer solutions specifically for the
graphic arts industry.

Other:
All other online services providers for

the graphic arts that do not fall under any
of the above categories.

This classification system is fairly ge-
neric, and each category can be sub-di-
vided into many additional categories.
To add further confusion, many provid-
ers fit into several different categories,
making this market quite complex. For
a complete listing of all providers for
each category, check out the 'Dot Com
Watch' at www.printplanet.com.

There is little doubt that online ser-
vices can offer great potential for the
graphic arts. These services bring an
opportunity for process automation
through instant quotations, inventory
control, electronic job submission, job

Book Publishing:
A pr ovider that enables authors to

publish books through an online service.
An author submits a manuscript, and it
is published and printed as a book.

Facilities Management:
A provider of B2B or B2C e-commerce

solutions for print production offering
such services as job submission, track-
ing, and file management. Some provid-
ers also offer print procurement services.

Online Mailing:
The facilitation of the printing, ad-

dressing and distribution of mail. This
service can either be controlled from a
central location or printed and distrib-
uted at remote sites.

Greeting Cards/
Novelties:

Similar to an e-printer, greeting cards
and novelty providers offer a print ser-
vice for specialized printed products.
In some cases, these providers use an
on-demand process to produce cus-
tomized, one-off products.

e-Stores:
e-Stores offer a product and consum-

able "shopping" service to printers.
Many e-stores base their pricing upon
a fixed cost, or through an "e-bay" style
auction, where printers can submit a
bid price for the product/supply.
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tracking, online proofing, and much
more. Such services are a great source
of opportunity not only for the printer,
but also for the print buyer, as online
services can streamline the print buy-
ing and production process, saving
time, increasing productivity, and re-
ducing costs.

Unfortunately, it is inevitable that the
quantity of e-commerce providers will
continue to decline and consolidate in
the short term, as the shakeout of this
market continues. However, this does
not mean that e-commerce is dying. Al-
though e-commerce has not signifi-
cantly changed the graphic arts indus-
try to date, it will happen. Printers and
print buyers should be preparing for
this future change. They need to start
planning for this evolving and exciting
opportunity.
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