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Managers Click Here - Search thousands of Executive-level jobs in Japan. Find your next job now.

Digital Printing

Discussions  Promotions  Jobs  About  Search
Start a discussion with your group

Enter a discussion title

Sort by Popular =

Frederick Tantuo Managing Director, Blue Eyes Limited v

Digital Press

Hi All. Any advice. | am about to purchase a digital press. | am stuck between a Canon
imagsPRESS C600i and the Konica Minolta bizhub PRESS C6000. Any insights on these two
presses that can be shared.

Comment (37) - Like (3) - Follow - Report spam 7 days

& Brian Gowans MSc CMgr, Amy Holcomb and Jackie Shultz like this

® See all comments

n Jonathan Vuuren
hi Frederick | know for a fact the Bizhub cannot run bypass stock above 200gsm look at what
you want to print, if ts business cards and folders 300gsm is the best and the Canon can
handle it. this wisely and ask the agents to... more
Like (0) « Re

y privately = Reportspam 9 hours ago

n Bryan Boyd
KM C8000 is able to print up to 350gsm. .. which can only be simplex. 300gsm duplex all day
long. Frant to back registration has issues 1/16" average_ Calor great when using Xiite
calibration after PM. If you become part of the... more

Like (0) « Reply privately « Reportspam 8 hours ago

Add a comment

9 Andrea Robuschi Sales Manager v

We would like to buy a digital printing machine to print labels roll to
roll. Could someone suggest us better one. Thanks and regards.

Comment (7 Like (7)

Follow - Report spam 12 days ago

& Tim James, PostNet Australia, Md.Farhan Jaweed, +4 like this

W See all comments

% James Webster
https:/Avww.xeikon.com/ Have a look at Xeikon

Like (0) * Reply privately « Reportspam 15 hours ago

g Andrea Robuschi
Many thanks, you have suggested me the better informations | received. Regards,

Like (0) = Reply privately = Reportspam 9 hours ago

Add a comment
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& Mohammed Santuraki Experienced Financial Semvices Executive & Coporate Leader W

Hi members, | am new here. | am about to start a digital printing
shop, and trying to decide acquiring either KonicaMinolta C1070 or
Ricoh Pro C5100. | need advise

Comment (67) « Like (1) » Follow « Report spam

Mohammed Santuraki = *

Experienced Financial Services Executive & Coporate

Leader FA4TUFP

Migeria | Management Consulting

Impetro Consulting
revious Bank of Agriculture Limited, FBN Mortgages Limited, Guaranty
Trust Bank
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& Mohammed Santuraki Experienced Financial Senvices Exeacutiv

Hi members, | am new here. | am about to start a digital printing
shop, and trying to decide acquiring either KonicaMinolta C1070 or
Ricoh Pro C5100. | need advise

Comment (67) = Like (1) + Follow « Report spam June 5, 2014

o Tony White likes this

Paul Gardner

It's worth searching the Digital Print group for information and insight, as the KM vs Ricoh vs
Canon vs Whatever-else topic is frequently discussed here.

Like (1) « Reply privately « Report spam June 5, 2014

Mohammed Santuraki
Thanks, Paul, | definitely will.
Like (0) « Reply privately « Report spam June &, 2014

Mohammed Santuraki

»

But generally. between Rice and KM, which do you think makes better production machines and

See all subgroups »

)

Mohammed Santuraki

Expenenced Financial Services Executive & Coporate
Leader

1y
Migeria | Management Consulting 14 ~I IJ 7

Impetro Consulting

Bank of Agriculture Limited, FEN Mortgages Limited, Guaranty
Trust Bank

Education University of Ipadan

Paul Gardner FPAUA

The 2nd Most Disruptive Person in Print
Salt Lake City, Utah | Printing

Jetcomm, Hudson Printing Company, TimeStarvd
Rastar, Curious Rhinoceros, Ponderosa Printing
College of Alameda

Send Paul InMail

Ty ravnayimny ™

why?
Like (0) « Reply privately « Report spam June 6, 2014
E Paul Malatesta Xerox i)

Take a look at the new Xerox Versant 2100. Competitively priced and offers better print
productivity, quality and registration

Like (0) « Reply privately « Report spam June 7, 2014

Mohammed Santuraki

o

Thanks, Paul. Is it a commercial production machine?
Like (0) « Reply privately » Report spam June 7, 2014

Paul Malatesta FPAYH =

Vice President, Graphic Communications - Major
Accounts at Xerox
Greater Philadelphia Area | Printing

Kerox
Bloomsburg University of Pennsylvania
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Shemmy Kintu Xerox i:\

This may not be the answer you are looking for but have you looked at Xerox machines. | chose
this brand over others because they have been in industry for a very long time. | spoke to a
number of experts before finding the ideal solution.

Like (0) « Reply privately « Report spam June 9, 2014
Dave Adams RICOH
Hi Mohammed

Taking my Ricoh hat off may | suggest you also consider parts availability, maintenance
response times etc. There is no use having a machine sitting in the corner waiting on parts when
you have a job to get out.

Also look at what you want to produce whether it is printing on envelopes, weight and types of
substrates etc

| enjoy the threads on what to buy but would rather assit you with a list that generates your
needs versus machine capability.

Like (2) « Reply privately « Report spam June 9, 2014

"Seun Bakare & IKONICA MINOLTA

| presently own a KM 1070 and | must confess it's an excellent machine, the Print quality is
almost offset, and the paper flow is so smooth it rarely jams unlike the previous KM Bizhub
Press Versions!

Like (0) « Reply privately « Report spam June 9, 2014

Simon Bignell

Hi Mohammed,

I'd second what Dave Adams has already said. | would suggest looking at which
company/senice provider can offer you the best serice and will respond to breakdowns the
quickest and then looking at their machines, rather than finding a great machine and then
waiting a week for a part / technician!

Like (0) « Reply privately « Report spam June 9, 2014

Stefan Wylie

I'run 2 canon c7010's. I've put over 6 million a piece with zero issues. | also do all the Prior to
signing my lease, | looked at everything under the sun. If you want a machine with offset quality
and reliability, canon is the way to go

Like (2) « Reply privately « Report spam June 9 2014

Shemmy Kintu F+UX =

Director at Camset
London, United Kingdom | Design

Camset

Previous Axis Europe - Retail Division, Sheridan&Co, Kesslers
International - London

Education  University of East London

Send Shemmy InMail -,.EQ.Q:

Dave Adams A1FUR =

Business Services Manager at Ricoh Uk Ltd
Cardiff, United Kingdom | QOutsourcing/Offsharing

Ricoh UK Lid

IKOM Office Solutions, The PAtent Office, Department of Trade
and Industry

Education  Denny High School

Send Dave InMail | b

'Seun Bakare T 1>T U7 3=

MD Ink Maitres Multimedia Company
Nigeria | Printing

Current Quickpress DPS, Ink Maitres Multimedia Company
Connect Marketing Services, Quickpress Digital Print Shop
University of Lagos

Send 'Seun InMail “159\

Nomfundo Kuhle Shibase

It is interesting to read everyone's suggestion. i do not have much experience on digital printing
so i am learning a lot from your comments.

Like (1) « Reply privately « Report spam June 9, 2014

Nomfundo Kuhle Shibase “

Accounts Manager/Estimator at Pro-Print
Durban Area, South Africa | Pharmaceuticals

Previous Shave & Gibson Packaging, FISHWICKS PRINTERS,
Woolworths

Education  Varsity College m?j UjJ
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Ryan Chan Xerox g)
| recently tried the Ricoh C5100. Was actually very amaze by the quality of the print.

The text is sharp, print out is close to offset.

However, to have a better registration, a high capacity feeder is require as | realise the
registration is off by more than 1mm through bypass. The high capacity feeder helps a lot.

Like (1) « Reply privately - Report spam June 9, 2014

Mohd Parvez EPSON
choose EPS0OM cuz konica minolta and ricoh are not good in quality and there heads are not
worth it.

save money by choosing EPSON and relax for 3 years with on-site warranty.

hope that you make a reliable choice

Like (0) « Reply privately « Report spam June

[{=]
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Ed Keenan

| wonder what you specifically plan to use it for. As head of a bank, do you really want to get into
the print business? Most printers will tell you that the manufacturer of the machine makes less
difference than getting the machine with the right features, volume profile and reliable semvice.
Are you doing this to save money on your printing or maybe to be able to employ people in your
circles who are unemployed? Unless you have demand for what you are doing, it doesn't matter
what machine you have.

In answer to your 1st question, both are good machines with pluses and minuses and either
would serve you well.

Like (0) « Reply privately « Reportspam June 9, 2014

Ryan Chan SHR—) =

Business Development Consultant at Fuji Xerox
Singapore
Singapore | Information Technology and Services

Fuji Xerox Singapore, Eastman Kodak
University of South Australia

Mohd Parvez 1R 3

Business development executive at RSG solutions pvt Itd
South Delhi. Delhi, India | Computer Networking

RSG Solutions
Renovision Automation Services Pvt Ltd
University of Lucknow

Send Mohd InMail + ﬁOOf

Mohammed Santuraki

Thanks EDK, this endeavour has nothing to do with my 9-to-5. It's a project to help set up a
commercial digital print shop. Demand is good here, | believe.

Like (0) - Reply privately - Reportspam June 9, 2014

This decision (after you pick several machines to consider that meet your criteria) is all about
semvice - nothing else. Talk to others in your area that have equipment from the vendors you are
considering (if you dont know who else does - ask them for a reference list) and find out what
happens when the equipment needs service. We have had equipment over the last 20 years from
Canon, Konica Minolta, Xerox and others - all did the job we needed at the time and all were
picked on senvice considerations. We currently run a Ricoh Pro 651EX because they have
excellent service in our area and the machine meets our needs. You are not often comparing
apples to apples anyway as different options and configurations make that near impossible. It
doesn't matter how good the machine performs - if it's out of senice waiting for repairs or parts -
it's a totally useless, expensive hunk of junk!

Like (2) « Reply privately « Report spam June 9, 2014

Bob Rymarchuk hrs

Owner, UBR Services Printing & Copies
British Columbia, Canada | Printing

UBR Services Printing & Copies
Rotary Club of Lake Country, Lake Country Chamber of Commerce
University of Manitoba

Send Bob InMail ,,.,:.I?ne
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Xerox @)

It starts with deciding what applications you will need to do? This will dictate throughput and
registration requirements. There can be productivity implications. What volume do you currently
have? Are you working with an organization that provides you business development tools? | am
surprised that you aren't considering Xerox. YWhat kind of startup capital do you have? Should
you broker to grow your business before buying equipment? Do you have a business plan?
Xerox has the greatest portfolio of color production products than any vendor in the industry. If
you need to know who your representative is, then post your location and | will put someone in
touch with you.

Like (0)

« Reply privately « Report spam June 9, 2014

Stephen DuPlessis, MBA FPAURH
Regional Sales Manager at imageQUEST
Kansas City, Missoun Area = Information Technology and Semices

imageQUEST, Xerox
The University of Texas at El Paso, Xerox, Office Xperts, inc.
Leadership Class X0V

Send Stephen InMail

Mohammed Santuraki

Thanks all, great comments. Dan’, your comments are noted, but | think that there are still
profitable opportunities in commercial digital printing space in developing countries, such as the
one | operate from.

Like (0) « Reply privately « Reportspam June 9, 2014

Dustin Leibach & IKONICA MINOLTA

Bizhub Press C1070, Konica Minolta production machines are really something else.

The resolution of the printer is true 1200dpi x 8bit. Which gives this machine the ability to pint
thin and crisp lines. With lots of finishing options to choose from, making any printing job a
breezes.

Link to the brochure below:

http:/fwwnw. biz_konicaminolta.com/production/c1070 _c1060
/pdffbizhub_press C1070_C1060 catalog_e.pdf

Like (0) « Reply privately « Report spam

June 9, 2014

Harri Nieminen & IKONICA MINOLTA Xerox ‘:}

Hello! Our partner uses Konica Minolta and they are pleased with it. We use Xerox 1000 and like
it

Like (0) « Reply privately « Reporspam June 10, 2014
- Hussein El Fakih

Dont even think in Ricoh its a nightmare just are big copiers thats it

Like (0) « Reply privately « Report spam June 11, 2014

& IKONICA MINOLTA

| currently own and operate a Konica Minolta C6501 from Monrowvia, Liberia, which happens to be
a developing country too. This machine have so far prove to be a good purchase. The only
problem is that you have to import all the consumables from aboard. | have some tech skills and
with the help of the Internet, | do almost all of my fix myself.

So if you Are new to this industry and come from a developing country in Africa, do not just think
about which machine is best. You also need to consider consumables and tech support which is
very vital to your stay in business.

Like (t

Emmanuel Mator

) = Reply privately « Report spam June 11, 2014

Dustin Leibach mrIVUh

Software Support at Konica Minolta South Africa
Bisho Area, South Africa | Information Technology and Senices

Konica Minolta South Africa

Konica Minolta South Africa, Directosign North (Pty) Ltd,
Meedia

Port Rex Technical High School (East London)

See expanded view v

Marketing Director at Kirjapaino Kari Ky
Finland | Printing

Masanpaino Oy, Hetimonex Oy, Sisdsuomi Oy
University of Jyvaskyla

Send Harri InMail - _,,,5;9.91

Emmanuel Mator UEIS

President & CEO - Business Systems Solution inc
Liberia | Printing

Business Systems Solution Inc, Self-employed
Accra technical training center, Accra polytechnic

Send Emmanuel InMail « & ,117



Naeem Siddiqui & IKONICA MINOLTA

| think Konica Minolta is a good machine for a start up, rest it depends on what kind of a job you
will be getting and how much you will be printing on a day to day basis. My advise between the
above 2 machine is Konica.

Like (0) « Reply privately « Report spam June 11, 2014

Mohammed Santuraki
Thanks for your inputs.

Like (0) « Reply privately « Report spam June 11, 2014

Rob Data Graphics RICOH

I've had a brand new C5100s for 6 months. | love the quality and after the first month of seeing
the tech too much he comes around only a couple of times a month just to check in. We also
have a Plocmatic booklet maker so it's only fair to mention 1/2 the senice calls were for that
part of the machine

Like (0) « Reply privately « Report spam June 12, 2014

&> IKONICA MINOLTA

| own Konica C6500 and it's very reliable and built to take a beating. I've used Ricoh before and
though it printed very nicely, the pesky issues like registration over a longer run {(especially
double sided) was frustrating. For me, my next one will be a C1070. But as mentioned earlier,
the key is the senvice by the technician. Regardless of the machine you chose, if the serice is
questionable, it's a "bad” machine. Best of luck and success in your new venture.

Like (0) « Reply privately « Report spam June 12, 2014

Mohammed Santuraki

This Group is awesome! Thank you all for your fantastic insights.

Like (0) « Reply privately « Report spam June 12, 2014

Ken Daddyoyo

You are welcome. I'm also new to this group and finding the input to be both interesting and
helpful. Please keep in touch as to your progress and how all this turns out.

Like (0) « Reply privately « Report spam June 12, 2014

Naeem Siddiqui UAE
MD of STRINGS INTERNATIONAL and Distributor of
Avery Dennison Graphics & Poli Tape Gmbh in Middle
East

United Arab Emirates | Marketing and Advertising

Current Crosstrans International General Trading FZCO, STRINGS
INTERMATIOMAL ADVERTISING LLC

Jain Irrigation Systems Lid.

University of Mumbai

Send Naeem InMail ~ ,,,,j.??:

Ken Daddyoyo ZAUH
Owner at Foremost Printing
Kent, Washington | Printing

Boeing
University of Phoenix-Western Washington Campus

See expanded view . 14§

Mohammed Santuraki

Ken D, | certainly will. | think you summarized all the inputs very well:" Regardless of the
machine you chose, if the service is questionable, it's a "bad” machine. "

Like (0) « Reply privately « Report spam June 12, 2014

Mohammed Santuraki At

Experienced Financial Services Executive & Coporate
Leader

sy
Migeria | Management Consulting j_’r ‘/I U 7

Impetro Consulting

Bank of Agriculture Limited, FBN Mortgages Limited, Guaranty
Trust Bank

Education  University of Ibadan
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& IKONICA MINOLTA

| would always stick with Konica Minolta, not only because of their quality but because when
one of my machines goes down i know that i will have a clerk on site on the next 2 hours. As far
as BW products | would really recommend you the BW-1200, its a really good press and a lot
has changed since the first 1051. But if you could invest on a C-8000 it would be a wise idea. |
used to have 4 of them and they replaced our sheet-feed press production.

Guelmis Angulo

Like (1) = Reply privately « Report spam June 19, 2014

&) IKONICA MINOLTA

| 'was an operator of the Konica Minolta, It is fantastic, to run, quality is great , The Training by
the Tech was excellent, and if any issues did come up, they were there right away.

Mary Buzny

Like (0) « Reply privately « Reportspam June 19, 2014

Guelmis Angulo P*Y7h =

Direct Mail, Digital and Fullfillment Manager at Colonial
Press Intl.

Miami/Fort Lauderdale Area | Printing

Current Colonial Press International

EarthColor, SEP Communications, National Communications
LLC

University of Havana

Send Guelmis InMail «

ot

Mohammed,
Have you considered the range of media that you would like to print onto, along with the
available sizes?

Both machines can produce a banner sheet up to 1260mm long, but they can't both print
textured stocks and envelopes CONSISTENTLY...

If you are running a print shop and space is an issue, the variety of output might give you more
potential revenues.

Of course, senvice is key.

Faul
Like (0) « Report spam

June 20, 2014

Vasile Luca

"This decision (after you pick several machines to consider that meet your criteria) is all about
semvice - nothing else” - nailed itl.

In the past we used HP and Xerox for small prints, and KM C6500Pro + C8000Pro for high
volumes. From other print providers in the area that installed Kodak and HP digital production
presses, the tech suppport is Mo.1 criteria; otherwise, you'll end up loosing money.

Like (0) « Reply privately « Reportspam June 22, 2014

Carrie Yust & IKONICA MINOLTA

| have been in the printing industry most my life. My family has owned & operated all the big 4
OEM equipment, Xerox, Ricoh, KM & Canon. If high quality through-out the life of your digital
press is what you are looking for, Konica Minolta has the best product to produce the highest
quality for your clients. You will need to include an isis scanner & a powerful front end print
controller. KM is the only one that provided the closest color consistency in the long run for our
toughest client we have. Their logo must always match their PMS color. good luck

Like (0) « Replyprivately « Report spam June 21, 2014

Mary Buzny

Seeking new opportunities -
Printing

Scarborough, Ontario, Canada

George Brown College

Send Mary InMail

HhFs

Digital Printer / Large Format Print

PDC MEDIA GROUP INC., Microforum Inc, Palaimon Solutions

Vasile Luca
Studio Impress Design
Cluj County, Romania | Printing

Studio Impress Design
Studio Impress Design, Hiparion Magazines

Send Vasile InMail ,“.3@2

Carrie Yust

~GIVING SHAPE TO IDEAS~
Dallas/Fort Worth Area

PAUH

Information Technology and Semvices

Konica Minolta Business Solutions U.S.A, Inc.
ITOS, ADP, Ricoh Americas Corporation
Business Management

| Send Carrie InMail | + 397




& Mohammed Santuraki Experienced Financial Semvices Executive & Coporate Leader W

Hi members, | am new here. | am about to start a digital printing
shop, and trying to decide acquiring either KonicaMinolta C1070 or
Ricoh Pro C5100. | need advise

Comment (67) « Like (1) « Follow « Report spam June 5, 2014

17 23RS 6 7HDIA>

1 2 EHSSH X —H—DRRE

CEM. B, 7277, RER, ZJUhH) Xerox,Ricoh,Epson,Konica Minolta

& Mohammed Santuraki

Shand and Luca, those are very insightfulll Based on the various inputs | received here and the
reality in our market, we have decided to | thank you all for your valuable inputs... all
53 Of them!! This is much better than just going to the archives to review previous discussions on
similar issues as someone suggested at the very beginning of my post. | will comeback here for
advise as we progress.

Like (1) « Reply privately « Report spam June 22 2014



Indigo 10000. Fuji J Press Konica Minolta KM-1/1S29, any other k

Fuser temperatures on Xerox 560 and Konica Minolta C6000

Steve Congrave

|

Richoh C651EX Vs Konica Minolta C7000. I'm looking at a 5 year
lease for both these machines. Both are demo units with low
volumes on them.

4 Joshua Orzech

Digital Press

Frederick Tantuo apabilities.
Managing Director, Blue Eyes Limited

Hi All. Any advice. | am about to purchase a digital press. | am stuck between a Canon imagePRESS CB00
and the Konica Minolta bizhub PRESS CB000. Any insights on these two presses that can be shared.

Like (1) * Comment (28) = Follow + 5 days ago
® Brian Gowans likes this

B See all 28 comments

..#  Richard Morton lan gave you excellent advice, we have been using Ricoh machines for
=" several decades now and can not imagine using anyone else. Service ...
3 hours ago

Esmail Fiery Hi | ... b 2 xerox
2 hours ago
‘ Amel Toledo Hi Frederick, in terms of registration marks Konica is perfect to choose, both

of them are excellent in printing quality. But, check on the _..
2 hours ago
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TRADITIONAL MARKETING/SELLING

N2
PR L‘—é: ® Catalogues/Brochures@® Shops/Stores

@® Shops/Stores @® Shops/Stores
TV, Radio, Print @ Direct Mails @ Call Center ® Call Center ® Sales Persons
Events, Fairs @ Sales Persons @® Sales Persons ® Sales Persons @® Events, Fairs
Outdoor Ads @® Customer Services @ Coupons
Words of Mouth @® Events, Fairs ® Magazines
Cold Calling ® Direct Mails
Door-to-door Sales ®
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Social Medias @ Social Medias ® Online Shops o @® Social Medias
Websites, Blogs@ websites, Blogs o ® Websites, Blogs @ Websites, Blogs
Digital Billboard@® Webinars ® Webinars ® Webinars
Podcasts ® Third Party’s Websites, Blogs = ® Third Party’s ® E-Letters
online Ads Websites, Blogs ® Apps

@ E-Letters
Emails ® Apps ® Podcasts
RSS @® Podcasts
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Answer 1

Generation CEERRDEEIZLY .
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Computers
Connected
Community
Communication .

S

myspace”®

a place for friends

Content Create

Curation - “
BICT2HILFT) AR (Computer)ZEBELT., KXY FTWLWAWBRRANTEEEDRIND
curious (Connected) . EUHEKRN{fEER. BN ZEOEATBEASA > ECOAZT21 2574 —
(Community) ZfL. J=1="4—>3> (Communication)ZX3dZ &ZHT.
.y B5d>7>Y (Content Creator)Z#HIfEL. YV—2v)L3RY DAk (Comments)
Control <C w5 CICHESOHIIETL, FEESNIREERESE (Curation) LT, Ry~
ZB U TOWBNBRRATEBICHKET D,
Fz. WAWBRBEDICH I DEFE0AELY (Curious) .
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Poecmme [ WY S, Exhibir 5
szmves Lo Vude Timeline of Events for the Coming Decade
R
S e

2000 | 201 | 2012 | 2013 | a0ta | 208 | 2016 | 2017 | 2018 | 2018 | 2020 |

2rz of Working Nomade— exible wording tmea, teleworking, flaxible smpioyment relaticns=ips
Era of the "On" Life—ubiguitous and seamlese connectivity at no incrementel cost or effort

Era of the Smart Clowd—memots data storags, softwene as 8 senvice, distibuted computing

Era of the Sensor Economy—snvronment-gwane devices
location-aware ssrvices, near-range &d hoo communication

Erz of the Internet of Things—prolfzration of
machine-to-maching interfaces and irteraction

First ingurance ciscounts far Croes 5088 of lzoor force v of Bomantic
sensor health menitering n “flewbe” in some way etworks
righ grouns i -
rdg in place for
Firet digital university Wl de seamleas Digital passpert
slliznce mobile communization ntroduced in Ching
?E-:_—c Eior = n Conneciivly e M2 car connectivity
geming for third place standard in new homes he TrERIE
media consumption mandstery in some
megaciizs
:I'I'Ie.-n.a c M2M interfaces First nations
'LJ“E"els:l standard in rew slecticn with
nan cars s-vating

[ 2010 | 201t | 202 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | N

The Rise of Generation C
Implications for the

World of 2020
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Answer 2

BAEDBEITEIVCEHEOZE(LICEID,. cNZE
THDXRIICERXRFTETODEHN - 5% (Sales

Qualified Lead: SQL)DEIEHLEHUL L IR
DCETCWVWBIEH,
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84%
100% 100%
80% 80%
60% 60%
40% 40%
20% 20%
0% 0%
Phone Contact Face to Face Contact
m Don't want it g Want to talk m Don't wantit m Want to talk
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Answer 3
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BRAZIL
CHINA
EGYPT
INDIA
INDONESIA
MEXICO
RUSSIA
SOUTH KOREA
TAIWAN
TURKEY
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Emerging And Growth-Leading Economies

| s

China  Taiwan India

|| O

Russia Brazil  Egypt

T L

Turkey  Mexico Indonesia

N -

Peru Colombia

m——__

/// )
\\.ra"
Argentina  Thailand _ South Korea

|l ——

Poland Malaysia

EXAK{EFE(E. EAGLESEZEN2020FFTIC
TEEIDERBERRULDEARFIUVLKEZT D
ERIAATHED. INSDENDREIIRED
EESRABRRZESDH TS,

Philippines Bangladesh

EU“Q

&I, EAGLEICRERYT D FiRaf& UT. NEST
South Africa Nigeria Vietnam  Pakistan (B) UTEDEREZLAERITTLND,
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AN—bIA>ZFBLUTEREZBAUHEEEDLEXR

| 2014% | 2013% | 2012%

Asia Pacific¥3 45.6% 38.6% 35.4%

10 SOHR=I 36.7 31.4 39.8
& 1 J1VE> 34 32.8 21.4
(12 | Jpan | 258 | 220 | 255 _
13 —1—->-52R 20.7 15 18.2
14 A—RARSUF7 19.6 24.8 18.7 B TRy
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DIGITAL IN ASIA 1. Big Data Explosion

DMP(Data Management Platform)ZzJ&H U7z
FS—ARUIT =712 0ZERLTND,

Digital in Asia

2. Death of the Desktop

Mobliet2IoT(C K DFART /14 XN, BEEREDS WY
FRA > FDOEERT/I\AAERDTNDS,

3. Emerging Ecommerce

B2C,B2BEEICHBIBAR. A SA > (TRED
DARRCHEITL TS,

4. Digital Grows Up

PETCBIFDTZHIINN =TT+ 2T DRI
=g ' EBRV RETTDHBZORAEL, $HRBIE.
HALF OF APAC SMARTPHONF ROH:»}IE L/_Cl/\%o

5. Year of Mobile

BNEICETE/\MILNREL, TZHILNY—4
TA S IONLELSHIRITRDRDIC/RADTETL)
Do
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SOUTHEAST ASIA

DIGITAL

FUTURE IN FOCUS

2013

auhrets 'E k3 E1BK 079 §H13 W ie
.
JilZSEASIa

NEWS CRERTIVE - MOBILE ~ VERTICALS EVENTS ~ OPINID! Q

EﬂNTRIBlITIJHS BIG STORY

App-only ecommerce

CRSS | BLGIK | PO GR6 AR 24397 a

Key Insights and Digital Trends from Southeast Asia
W POPULAR =<3 SHARE i EVENTS

pla z WE ARE SOCIAL'S COMPENDIUM OF G LOBAL DIG ITAL STATISTIC S
yers: Move or &

ORTAE ANALYTCS | &
L1

() COMSCORE 4ot " 26 July 2013

Taba Karasl 28 vourr age

Xaxis launches Xaxis 7 #sowhoknew: Switch-off
Viewpaint in APAC your smartphone at work

eovn Slaiaran | 01 day Age

m - Animal activists take
adva f fo
Mobile video Fa b A

RewX to focus on mobile szmand Sl

i s === Twitter’s removal of

programmatic grew 2 = | character limit in DMs: The

20% in SE Asia st o e Quarterly

by :’eamli'l;z out toml;ysia': Dlg ital

o digitally savvy Gen 4
Bar Ty 01 ek tge Intelllgence asio
Briefing [g+ d]

FB launches ‘Donate Now'" SapientNitro appoints Sean
call-to-action option for Burke-Gaffney as Tech m
nonprofits Director, APAC POLL
DMA N Besk | g 35 2015 5705 an OMA Nwes Dt | Augg 26,3016 08627 s

HKemarkating - an cffoctim toal for marketers,

but are you haunted by i0

/

Aug212015
Mobile sliopping to O ¥es. s invitating
MEC India awarded media reachusDa0mn  (JNaFiselean
mandate of ParentCircle by 2016 in India

DMA News Desk| dug 2

Digital
Trends
2015

Al

ineaswelm i Sdobe

es RevX to focus on mobile ad
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Follow Us:

inJE %!

CMO NEWS APP

y :' App Store’

>

WELCOME TO THE CHIEF MARKETING OFFICER (CMQO) COUNCIL™ Welcome HIROYUKI / Account i

CMO COUNCIL

NOW, THE CMO COUNCIL OFFERS A BETTER
WAY TO ENGAGE, CONNECT AND LEARN:

Exclusive content, papers, offers and
just for Premium Members

The Chief Marketing Officer (CMO) Council is the only global network of executives specifically dedi{
high-level knowledge exchange, thought leadership and personal relationship building among senior
marketing leaders and brand decision-makers across a wide range of global industries. The CMO (
members control more than $450 billion in aggregated annual marketing expenditures and run comg
marketing and sales operations worldwide. learn more »

CMO RISING:
8381\%1- RESHAPING THE ROLE

CMO SUMMIT
2015

CMOSUMMIT.ORG

| PRESS RELEASES ‘ REPORTS

oy CIEERED cuo®,
o R

. Sgr
THE CMO COUNCIL JOURNAL _'( ﬁ’c"{ff‘uﬁ Libris

DIGITAL MARKETING

New: Can W

08.18.15 - Marketers Struggle To Unify .J‘ Brand Attraction From Enriched PE RFO RMAN E
Content And Commerce, Not Realizing Full T !m Interaction. Customer
Value Of Customer Interactions. e WS d

Executive Summary

| Total View For Total

e Predicting GL}'
Engagement: New Challenges 2 h Revenue. K '\‘ CMO Yo

In Reaching And Engaging The ' ST TRE
B © Copyright CMO Council Al Rights Reserved. 2012 Adobe COUNCIL

08 04 15 CcMo Councn Study Fmds % &

© CobMA CWO Comuc v B s 5015 veops  COMNUCIT.
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TRADITIONAL MARKETING/SELLING

R I; ® Catalogues/Brochures@® Shops/Stores

Shops/Stores @® Shops/Stores
TV, Radio, Print @ Direct Mails @ Call Center Call Center ® Sales Persons
Events, Fairs @ Sales Persons @® Sales Persons Sales Persons ® Events, Fairs

Outdoor Ads
Words of Mouth
Cold Calling

Door-to-door Sales

Customer Services @ Coupons

Events, Fairs ® Magazines
Direct Mails }

Magazines
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Social Medias

® Social Medias @ Social Medias ® Online Shops @® Social Medias o

® Websites, Blogs@ websites, Blogs | ® Websites, Blogs @ Websites, Blogs

® Digital Billboard® Webinars ® Webinars ® Webinars

® Podcasts @ Third Party’s Websites, Blogs ® Third Party’s ® E-Letters
Websites, Blogs oA

® Online Ads @ E-Letters Pps

® Emails ® Apps ® Podcasts

® RSS ® Podcasts
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Customer Portal

Bt DOWebN\DiFEIEZ RIAHE (U—R) (CEpi Website,
Lizh. BRFEICHRUMTFBTz6., SHREDIBREZEE Webinar, Podcast,
L. EEEBICHELIT D, E-Letter, Apps,
and interactive tools
Act WebbH - FATOEIERUp - BiZEDown
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BB, FEkHIIBWREDODNDEIBHITRET. Website, Blog
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Digital Signage,

Traditional Media
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ps
S,

New visit to

Search Engines oyr website

Repeat visit to our website

SEQ S o )

T L

-_

Online Advertising | ,~%===f=sm-=m--mm-m=-—- \i Enquiry &

1 .
| Content ! Offer call !
: & s J
Social Media : - B User :i Callto I
- : . : i 4 g 1
] f [in B Interaction |, Action " online |
= (W e .| Sale |

|

I I
\ v,

<> % _______________________
Offline to Online  Newsletter |

Repeat visit to our website ’A
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KGI,KPI,ROI

PLAN
‘- - ’-

io4l AWARENESS

SNS, SEO, SEM, BiDI>FoVEBNULED, E=&EDIITIPI 0. SNS

Podcasts, TO>I7%REEL. ERAORAHENLBEBEECSITIEHE
| Y, » Digital Signage, @\°J'S > RDEMESSD. BHODITHA MIFEETS

\ Traditional Media

\
\

3] Website, ERORAHELUIERE(C & THlBH 31N, HHBHH,
: comm BEEE5X 3 EHERML. BHHEROTEERREL. BESMNR
\c=o = ’ A ZE8H. BENMFETEIRAHBNEETCDS

and intera
\
\

A PURCHASE
\ Website,

4 _ A= 3 RORBEICEDTTSINIY =T+ 2O DIKE
" CONVERT * Webinar, Podcast,

WEEAETDEEEIC, I—TFT12PA—RA—>32%D

E-Letter, Apps, X—FT4>20C&>TAN-Sa>EEEFHD

\ interactive tools
|}

\ RE - 2 RETENTION/ADVOCACY
Social networks,

5. Website, Blog,
NGAGE E-Letter, Apps

\
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Leads

Customers
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Digital Marketing®KPI{l

Brand
Measures

Content
Performance
Measures

Commercial
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Interaction
Advertising Website Mgmt
Other Ads Mobile Ads
On Line
Web Content 2
o ’;tig:{ion Display Location Mobile Mgmt (WCm)  Mobile Web SEO Ve
P Ad Mgmt Based Ads Other SRIORUS
Off Line "
Mobile Search ! : :
Ad Mgmt : Social Login/  Community Customer
9 Retargeting Ad Mgmt Chat Sharing Mgmt Portals
Web Ads
Web OnLine Search : Web Web ; Content Recom-
Display Video  Ad Ads%a;‘ , Ads  Retar s:"e . _Mkg  mendation J:gn Pgt‘i’::"
Ad Mgmt  Ads Mgmt Other geting o Platforms  Engines
Digital Commerce Direct Mktg Events Other ~ Enblmnt Social Mktg
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: : : Merchan- Customer
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Email e Team BUstge
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There is no B2B or B2C:
Human to Human
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AW: Usage of Marketing Automation in BEU

Lorenz, Olaf [olaflorenz@konicaminolta eu]

o FEE ] EEHE 2015F6 238 1440
S HEREHPATL B4 SESE:  HIROYUKI IWASHIMA

[ SEHL1 (79
Lg HZA-I
(2 REEHTFT A Dear Iwashima—san,

CC: takeo.nakanc@konicaminclta eu

LA 5E=TLET y You are right — the role of marketing has changed and will change further.

e Customer buving behavior will drastically change and marketing side

‘ need to change from 'providing sales materials’ into 'influencing huving
I'ller1Eir\ t() decision’ — as customer are much better prepared as thevy have various
I'IllfT\Eil\' 3 sources to make investigations before buving (social media is the strongest

Ll

sources) — we speak the following: ’from B2B’ to 'H?H' (human to human) sales.

#H2H

To come back to vour question, it is not just plan, but I am currently adjusting
my department to deliver much more content vs brochures.

Discussion via eMail is difficult — shall we setup a call?

Bryan Kramer

Kind regards
0laf
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