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STRATEGY: EVOLUTION OF PRINT OUTSOURCING @3 2007

Competition in the print outsourcing sector continues to increase, placing great
pressure on market participants in what continues to be a fragmented industry
that arguably totters on the ‘brink’.

In this Briefing Note, Lincoln Crowne & Company’s Kieran Carracher and
Nicholas Assef review where the industry is today and cast opinion on who will
be successful in the Print Outsourcing industry of tomorrow.
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CURRENT INDUSTRY ANALYSIS AND POSITION (FROM A MAILING HOUSE PERSPECTIVE)

Weakness
Strength . - .
s Fundarnental need forserice prevails. i le e S LI VASETA L RS

* ProvenCutsourcing Solution * CapitalIntensive.
o Clients stable & on sontract * Lack of InnovatoninOfferings to Clients,

. .
o Predictable reverues Motlowestcost producer nation.

¢ Partne 3 o
¢ Customers prefer paper based service. F s are oftencompetitors.

Opportunity Threat

* Leverage ClientBases. * Mon Tradifional Service providers movingin.

* Expand into broader operati onal bases: * Stagnart rnarketfor growth
+ Online. *Oftenleads to failure’ or'consolidation”.
* Miobile. * Foreignand Technology cormpetiion onthe rise,
* Interactwe. * Postal Sector Reform.

¢ Pastal Sector Reforrm.

WHO WILL SUCCEED TOMORROW ?

In our view there will be 3 sets of successful Firms which will lead the Print
Outsourcing Industry into tomorrow:

1. “One Stop Shops”. Similar to other industries those Firms that will
combine all facets of the client experience under one umbrella, with the
potential for disparate operations (geographically) being ‘webbed together’
a probability.

2. In order to be a One Stop Shop, a Firm must master the Financial, Human
& Technology Resources in such a way that Projects are delivered
seamlessly.

3. Firms need to expand into growing markets: be those markets based on
geography, demographics or the emergence of new products or industries.

CONCLUSION

The Print Outsourcing industry is at an extreme level of competition in Australia.
Lincoln Crowne & Company anticipates that rationalisation over the next 24
months will become a necessity for Firms that do not innovate. In conclusion,
Firms who think Communications first, and then Mail, are likely to send and
receive the “best messages”, between themselves and their customers - therefore
optimizing the leverage in the industry value chain.
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Australia

Level 3,99

Elizabeth Street M a|aysi a

Sydney 2000 Australia

Telephone: + 61 2 9751 4335

Facsimile: + 61 2 9221 8666 Level 40, Tower 2,
Petronas Twin Towers

. Kuala Lumpur City Centre

Si ngapore Kuala Lumgur 50(?8,8
Telephone: + 65 6248 4531

80 Raffles Place Facsimile: + 65 6248 4531

UOB Plaza 1, #36-01

Singapore 048624 India

Telephone: + 65 6248 4531

Facsimile: + 65 6248 4531 . .
Level 2, Raheja Centre Point,

294 CST Road,Bandra-Kurla Complex,

Vietnam Santacruz (E) Mumbai - 400 098
Telephone: + 65 6248 4531

16F Saigon Tower, 29 Facsimile: + 65 6248 4531

Le Duan Street, District 1,

Ho Chi Minh City Vietnam

Telephone: + 84 8 827 2476
Facsimile: + 84 8 823 6288

For further information contact:

Kieran Carracher
Senior Advisor

P: + 61 2 8915 5235 (direct)

E: kieran.carracher@lincolncrowne.com
Nicholas Assef

Executive Chairman

P: + 61 2 8915 5222 (direct)

E: nicholas.assef@lincolncrowne.com

Whilst all care has been taken in the preparation of this Briefing Note Lincoln Crowne & Company does not
represent that the information contained is accurate, and parties should undertake independent inquiry. Where data
and statistics are presented these have been sourced from a combination of information points (including
government statistical offices) and Lincoln Crowne & Company proprietary activities. This is a general briefing
paper only, and in no way should be taken to construe the provision of advice in any way. Data in this sheet have
been sourced from a variety of sources, including Internet World Statistics.

B Driving Creativity




