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Growth is simple in theory…



But in practice…

2010 Sustainability Challenges



So which direction are we going to take?



And so we now have to compete with…



Not so simple…

Because in general, it’s 

perceived as:

Free

Moving fast

IT dependant

Innovative

&

None of our business…



The Innovation Adoption curve
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If you don’t reach the tipping point, 

no chance to enter the mass 
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First conclusion…

It will take time, 

and it’s not going to and it’s not going to 

be easy…



Work on the core

One thing is sure, our core business made us who we 

are today.  If we need to grow, and we need to grow, it 

must start from within…

From the core and on the core…From the core and on the core…
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1) Protect and promote 

the core postal activitiesthe core postal activities



The Print Power project

The Print Power project launched in November 2009

by 5 European trade associations

Intergraf(printing industry)

Eugropa(paper merchants)

Cepifine(fine paper manufacturers)

Cepiprint(publication paper manufacturers)

PostEurop(European public postal operators )



To cope with 3 immediate challenges

Structurally

�Substitution by electronic media

�Sustainability misconceptionsSustainability misconceptions

Cyclically

�Recession-based budget cuts



Objective

To strengthen the position of print in today’s multi-media world 

and maximize print media’s share in total marketing

& advertising spending in Europe.

by

Promoting the effectiveness of print (Print Power)

Demonstrating the environmental friendliness of print (Two Sides)

and

Uniting the entire print media value chain



United we stand

5

3+

sectors covering entire value chain

million people employed

20+

1000+

12 countries

central partners

local partners



P R I N T P O W E R I N E U R O P E

Which countries 

participate?

2011

TBD 2011

Print Power

Print Power & Two Sides



How do we measure success?

Quantitative Measurement

Media exposure

Website activity and engagement

Annual perception study decision makers

Tracking print media expenditures

Tracking direct mail expenditures

Removal of anti-print messages by companies and other bodies

Qualitative Measurement

Positive industry perceptions and enthusiasm



Protect and promote the core activities

European Mail Industry Platform ( EMIP )

We work with all the stakeholders involved in the graphical 

value chain to represent towards specific entities our 

interests. As example, the Open Letter send to the European 

Commission around e-invoicing.Commission around e-invoicing.



2) Extend the paper values 

through innovation and 
synergies with electronicsynergies with electronic



Add value to transactional mail: Transpromo

Degree of redesign

Invoice today

Restructuring of 
the core part of 
invoice Adding color

Improving 
overall page 
layout

Including 
targeted 
marketing 
messageInvoice today invoice Adding color layout message



Add value to paper and prove the synergies with electronic

We foster paper mail by promoting innovation in general 

and by creating the bridge between paper and 

electronic

http://www.printpower.eu/mailing



3) Explore the growth 
opportunities



Explore the customer value chain
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E-commerce value chain

Shipping 
Module

Warehousing, 
stock management, 

@ home (all speeds, all countries)
@ shop

Tailor made
solutionsModule

(back end 
& front end)

stock management, 
Fulfilment

@ shop
@ automate 

solutions



Final conclusion

We have to follow the market and the market goes „e”…

But…

Don’t forget we are experts and recognized for our physical 

delivery experience, network and logistics. Mail is still valuable delivery experience, network and logistics. Mail is still valuable 

and profitable.

It will take time to find a profitable place in the e-market.

In the meantime, work on your core to make it as strong as 

possible, because it will be the foundation for your future 

development.



Association of European Public Postal Operators AISBL
Association des Opérateurs Postaux Publics Européens AISBL

www.posteurop.orgwww.posteurop.org


