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Kristin Yule There are several major objectives to this examination of the POP
market. The first objective is to define the POP market and understand
the vertical segments therein.

The second major objective is to quantify the market potential for the

Published by integrated POP business process in terms of the percentage of POP
Market Research materials that would be produced using a more integrated process.
Wide Format Printing The establishment of an integrated point-of-purchase materials

production process represents a major change for the vast majority of
organizations, which usually means relatively slow change because of
the required redefinition of roles and the implementation of new tools,

programs, and guidelines for use.

Another major objective of the study was to document the existing
POP production process and attempt to measure participants
satisfaction with the existing model. The research indicates that there
is a lot of interest in a more streamlined POP production process, but
not a great deal of dissatisfaction with existing processes. The in-depth
interviews revealed that participants in the production process, from
graphic designers to manufacturers, from ad agencies to print service
providers, recognize that there are significant bottlenecks in the
existing process that could be alleviated through a more integrated
approach, yet awareness of the types of capabilities that are available
today was quite low. One of the major components of the existing
process the study set out to identify, in addition to workflow, is the cost
elements related to the process.
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Since a more integrated approach to POP production represents a process change which would involve
investment in new infrastructure, the study attempts to understand the primary purchase motivators and
inhibitors among the parties likely to be involved in purchasing decisions. Some of these motivators and
inhibitors include the thresholds and trade-offs related to factors such as timeliness, control, prices,
quality, and satisfaction with existing processes.

Understanding all of these different aspects of the POP market and production process, its strengths and
weaknesses, makes it possible to complete the final objective of this study, which is to provide strategic
recommendations for digital POP graphics printer product development, as well as specific marketing and
sales strategies that would expedite success in the growing integrated POP printing business.
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