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mnovative business models and

Digitalization  has  shifted in-

dustries closer to each other and

i 1o discuss the use of customer  series with 54 firms (43 print-

extend the innovation process — centric open innovation process- ing firms, 7 direct customers to

disruptive innovation has been a  beyond the technological features es, in a longitudinal sense, as a  printing firms and 4 media and

major reason_for the success and — have become more prominent re-  mean to change the competitive
posture. The results of this case

study are based on 11 interview

adyertising agencies).
failure of many products and
industries. Hence, the need for

cently. The objective of this case
study of the graphic arts industry

°e® The first wave of disruptive innovation:

Suppliers’ innovations hits the market

The graphic arts industry has a
history with several innovative
breakthroughs
that has changed the conditions

technological

for both the industry and soci-
ety. However, due to the static
character of print, many

new media, that been
introduced during the

1900s, gradually de-

creased the power

of the graphic

arts  industry.

One of the

problems for

the printing in-

dustry 1s lack

of disruptive

innovations

and focus on

continuous

development.

de-

most

Continuous
velopment,
often, has a great

inter-industry  im-

pact by increasing the

speed-quality spiral. However,
in 1993, digital printing was
launched and this disruptive
technology provided a shift in
how print could be produced
and used by both the graphic
arts industry and their custom-
ers. This rendered new business
models, e.g. variable data print-
ing (customized prints based on
database-driven information).
The results show that many ac-
tors 1n the graphic arts indus-
try expressed an initial great
enthusiasm over this disruptive
innovation in suppliers’ part of

value chain.

Analysing the uniqueness of in-
novationindigital printing, gives
digital printing a high ranking
as a radical innovation, but the
technology did not obsolete ex-
isting technologies. The results
also show that the business
models of variable data print-
ing, put onto the graphic arts in-

dustry from suppliers of print-
ing equipment, was not initially
successful as it did not have a
distinct value proposition fund-
ed in customer value. This was
due to having a closed innova-
tion process and the growth
of the Internet. Unfortunately,
digital print, with its ability for
customization, 1s competing
with the Internet and the reac-
tion from the printing industry
was bisectional: “it will be hard
to get people to value digital
publications”. Still there was a
belief in print even if the digita-
lization had led to uneconomi-
cal business models: “if you are
just selling print, you are one
out of a hundred that bids on
a job and the lowest price usu-
ally wins”. For survival reasons
there were incitements from the
industry to change the situation
and take control of the innova-
tion process.

e00 The second wave of innovation:

Customer-centric business model innovation to facilitate technological innovations

The problem of taking advan-
tage of suppliers’ innovations
(as described above) is linked
to lack of business model inno-
vation through linking activities
and systems in innovative ways.
One of the informants stated
the problem of the whole in-
dustry taking on the suppliers’
business models as: “it is in the
services that it is possible to dif-
ferentiate”. Instead of passively
taking on new business models,
vertical integration and business
networks have, to some extent,
changed the situation and the
results show that success fac-

tors are both tight customer and
end user contact. Informants’
stress that in more advanced
development projects, custom-
ers must participate actively.
But, co-creation also put pres-
sure on printers to leave their,
traditionally, more inactive role
and repeatedly create real-time
customer value.

Hence, the results show that
it 1s clear that product, service
and business model innovation
in cooperation between print-
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ing firms and their customers
has provided a platform for
the printing industry to de-
liver value to their customers.
Even though working close to
customers somewhat decrease
print and increase digital, the
innovation process has shifted
from being an external pressure
on the graphic arts industry to
being an open innovation pro-
cess with external partners but
under internal control.
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