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Analysis Report
The likelihood of a substantial market disruption remains high. Sixty-six percent of print sector executives say the crisis has had a major impact on their company, with 4% saying it has had a critical impact. 15%, on the other hand, regard the crisis as presenting them with possibilities. COVID-19 will create considerable continuing market disruption, according to 84% of respondents (Saxena, 2021)
Print volumes in offices continue to decline, while demand in the healthcare and government sectors has grown. Overall, 68 percent of respondents are seeing/expecting a major drop in print volumes, with another 27% expecting a moderate drop. However, 54 percent of respondents report more demand from the healthcare sector, while 63 percent report lower demand from business and professional service clients (66 percent in the first survey).
A force for change. Players in the office print sector understand that they must change quickly in order to survive and prosper. Sixty-six percent believe they will need to modify their business strategy in the future (up from 57 percent). Fifty-eight percent (up from 47 percent) intend to launch new products and/or services.
Change-inducing catalyst Players in the office printing business understand that in order to survive and grow, they must change quickly. Sixty-six percent believe their business model will have to alter in the future (up from 57 percent). Fifty-eight percent (up from 47 percent) want to launch new products or services.
Change-inducing catalyst Players in the office printing business understand that in order to survive and grow, they must change quickly. Sixty-six percent believe their business model will have to alter in the future (up from 57 percent). Fifty-eight percent (up from 47 percent) want to launch new products or services.
Respondents in the channel are suffering and need greater help from suppliers. Sixty-one percent said they now require financial assistance from suppliers, up from 39 percent in the previous poll. The demand for supply chain updates appears to be waning, with only 45 percent seeing it as a concern currently, down from 55 percent in the previous study (Pullicino, 2020).
Business recovery is expected to be sluggish, according to most experts. The results of the two polls are very similar when it comes to when respondents anticipate to return to a regular working environment. Twenty-one percent of those polled are cautiously hopeful that business will resume in under three months. However, 35% anticipate it taking six to twelve months. Twenty-three percent say it will take longer or that “business as usual” will not happen (Print Media Global Market Report 2021: COVID 19 Impact and Recovery to 2030, 2021).
No one knows when the epidemic will be under control, or whether and when the print industry will recover to its pre-crisis level. Between the first and second runs of the survey, there is a high degree of agreement. However, there is a slight increase in those planning to resume normal operations in less than a month (six percent against four percent).
A small percentage of people are cautiously hopeful, with 21% anticipating it to take fewer than three months to recover — the same as in the last research (figure 15). The majority, though, are pessimistic, with over 60% expecting it to take more than six months to recover. Of course, this varies by nation, business size, and how confident a company is in its capacity to bounce back. There may also be some optimism as a result of the anticipated advantages of government stimulus measures. The fact that half of the respondents anticipate it will take longer than six months indicates the ongoing uncertainty faced by print providers and their channel partners.
With the growing need for flexible working that spans the gap between home and typical office workplaces, a new age in working patterns will undoubtedly be ushered. Print providers will have to fight to be relevant in the post-COVID-19 workplace, since the office will be essentially remade. Office print suppliers and their partners will need to pivot their companies and, in many cases, establish new connections to assist cover gaps in their portfolio in order to respond to opportunities (Maher, 2020).
.
There will be a need for new services and functions. These will be more adaptable and suited to emergency usage during a crisis if they are hosted on the cloud. Communication and collaboration solutions that are more advanced will be required. Customers will want more automated workflows with improved data gathering and straight-through processing. Vendors and consumers will be able to better deal with maintaining a working environment thanks to artificial intelligence. In the unfolding globe during and after the present crisis, the print market has lots of chances to generate new (Innovations in print, advertising, events and more: how COVID-19 is generating new opportunities for media, with FIPP CEO and President, James Hewes, 2021).
Technology and service partnerships are already becoming a cornerstone of an effective response to fast-paced digital transformation, and they will only become more important as the shape of the new business normal takes shape. Businesses that retool their surroundings and working processes for the future will survive and even prosper once the epidemic is gone.
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