
Customization and co-creative development of new products 
The changes in the imedia industry have been massive during the last 
century. Creation and fast adoption of  new media channels among 
the greater public have been based on fast technological changes and 
media convergence during the 1900s, which has been “blurring the 
lines between media” (Pool, 1983) and created a “situation in 
which multiple media systems coexist and where media content flows 
fluidly across them” (Jenkins, 2006). This have put a tremendous 
amount of  stress upon the graphic arts industry and created a situ-
ation with fierce competition mainly based on price as a supplier in 
today’s larger media value system.

Objective
Using a case study method analysing two firms act-
ing in the graphic arts industry, this short introductory 
study aims towards providing insight into the use of  co- 
creative ideas to develop products and services with high 
customer value in the graphic arts industry. The impor-
tance of  designing business models that facilitates value 
co-creation has been stressed by Storbacka et al. (2012) 
and in this study the focus have been on the offering, i.e. 
(e.g. value proposition, technology and development). 
Graphic arts firms are typically vertically (and often hor-
izontally) integrated. Nonetheless, the backwards inte-
gration provides an opportunity closer customer contact 
and, hence, facilitate co-creation. There are two primary 
things that are mentioned by the respondents why put-
ting time and effort into co-creative activities – increased 
loyalty and organizational learning. 
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“We are  
specialized on  
being broad.”

“Our employees 
must understand 
the customer’s 

needs.”

“Customers must put time and  effort into the project.”

Customizing products and services to spe-
cific customers come into focus to be able 
to deliver a high customer value. For new 
product development close customer con-
tact necessary. The respondents also empha-
size the learning process. In the graphic arts 
industry this is done in two ways – by get-
ting to know each customer closely to pres-
ent the best possible offer for each one of  
them and by co-developing services with a 
customer for a later general use among the 
firm’s other customers. 

One of  the most common ways to transfer 
knowledge from customers to a firm’s inter-
nal organization is to create project groups 
with members from both the printing firm 
and the customer. The respondents stress 
that in more advanced development proj-

ects, the customer must participate actively 
in the work. Hence, critical success factors 
for successful co-creative activities within 
the graphic arts industry is based on the un-
derstanding of  the increased role of  the cus-
tomer. The representative of  the customer 
is no longer just a purchasing representa-
tive but a part of  the ongoing joint project.  
Nevertheless, it is not only the customer that 
has been given a changed roll in the sales sit-
uation and value creation process. The sales 
staff  of  the graphic arts industry also need 
to change behaviour from a sales situation 
to “quickly and focused understand the cli-
ents situation”. The co-creative situation in 
the graphics arts industry also has created 
an opportunity for integration between the 
customer’s internal systems and the printing 
firm. This is a result of  the changed digi-

tal landscape, since us-
ing digital networks and 
channels have increased 
the possibility for inte-
gration into customers’ 
production processes 
and, hence, simplified 
the workflow and cut 
the cost in the produc-
tion value chain. The re-
sults clearly show that even 
though the case firms core 
business is within print, all 
services are based on digi-
tal solutions connected to 
print (at least most com-
monly connected to print-
output).

According to the respondents there are 
risks involved in the idea of  working close 
to customers and sharing both the develop-
ment and production processes along with 
information. Nevertheless, gaining and re-
taining trust in the relationship is the most 
important factor. Hence, in a co-creative sit-
uation individual judgement and flexibility 
is far more important for these firms than 
in an ordinary purchasing situation and is 
funded in trust and commitment both be-
tween firms and individual employees. One 
of  the respondents elaborates the idea that 
it is important to offer simple “standardized 
products” to get customers to start working 

with the firm and later on create closer ties, 
gain trust and, hence, increase the possibility 
for an enhanced value creation process. It is 
therefore important that the learning situa-
tion is both ways and not only in one direc-
tion to avoid and situations close to oppor-
tunistic behaviour and learning races. From 
the firms’ point of  view, the learning situation 
is one part of  the process of  tying the cus-
tomer closer to the firm’s offer and increases 
the loyalty and the switching cost. From the 
customers point of  view the individualiza-
tion of  the service that is a result from the 
learning process is of  great importance and 
constitutes an increase value.

It is very common that the printing firm in-
vest financial and human resources in the 
product development and create a situation 
where the value created is higher than with 
competitors, and therefore increase the pos-
sibility for keeping customers. Hence, the 
printing firm takes on most of  the economic 
risk-taking. This increased trust and closer 
co-operation are stressed by the respondents 
as a reason that better contact and under-
standing of  the end users have been gained. 
Consequently, customer co-creation gives 
the graphic arts firms a closer relationship 
not only to the customers but also with the 
end users of  their products.

Learning situations and minimizing risks in co-creation

“The customers 
must understand 
their role in the 

process.”
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