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“It is entirely and utterly obvious that the answer to the digital versus traditional question is an 

unqualified ‘yes’ to both.” 

- Mark Ritson, MarketingWeek, February 2019 

 

In all the excitement of living in a digital age, it’s easy to get carried away. We were all 

supposed to have stopped buying books by now and just be downloading them to our Kindles. 

Our offices were supposed to be paperless and many seemed to take for granted that 

marketing campaigns would be carried out in a post-print world.  

 

Well, book sales are on the up, the prediction of the paperless office is still no more than a 

prediction and, as much as digital technology has created multiple important new channels for 

marketers to exploit, print continues to play a central role in serious integrated campaigns. 

What’s more, given the explosion of possibilities that have come off the back of the rapid 

advances in digital print technology in recent years, the potential for targeted, high-value 

campaigns to make a real impact has never been greater.  

 

Spending some quality time 

 

Digital communications may offer greater reach but there is no substitute for print when it 

comes to quality time with the consumer. You may well get more pairs of eyes glancing at a 

digital ad, or a promoted tweet, than you could ever achieve with a brochure, magazine ad or 

printed catalogue, but most will only see it for a fraction of a second, distracted by countless 

other messages on their screens. There is no substitute for print when it comes to holding the 

attention of the consumer. From luxury brochures, to door drops, newspaper ads and 

personalised direct mail – the eyes linger for longer and the message is much more likely to 

sink in. As Sam Gaunt, Head of Media at Lidl UK puts it: “People may spend more time with 

other media, but time spent with print is quality time, where people are much less likely to be 

distracted, and that offers powerful communication opportunities.” (source: MarketingWeek, 

July 2016). 

 

Even the world’s biggest digital brands recognise the important role print plays in an integrated 

campaign. Online giants such as Facebook, Uber, AirBnB, LinkedIn and even global online 

marketing company Mailchimp have all used print in the past few years, as part of integrated 



campaigns, in order to engage with their audiences in a more credible, tactile, memorable and 

trustworthy way.  

 

Sending a quality message 

 

Print is viewed as a serious medium, far more so than its digital alternatives. For the marketing 

of a high value product in particular – this matters. Print, done creatively, and done right, can 

impart an assurance of quality and reliability more effectively than any digital communications 

possibly could.  

 

But how to do it right?  

 

Introducing the Fujifilm Jet Press 750S, which combines advantages traditionally associated 

with long-run offset print processes, such as ultra-high levels of quality and an extensive colour 

gamut, with all the flexibility and versatility you would expect from a modern digital press. You 

can personalise print and let the creativity run wild with a far greater range of substrates than 

a typical rival digital press could handle. The results are stunning. 

 

But we would say that, wouldn’t we? So don’t just take our word for it:  

 

Case Study: If it’s good enough for Porsche… 

 

Commercial printer Straub Druck & Medien, in Germany now has three Jet Press presses and 

CEO Francisco Martinez credits them with winning him lucrative work producing marketing 

materials for luxury brands, including the high-end car manufacturer, Porsche. When Martinez 

and his team went to pitch for the work with Porsche, they found that the reputation of the Jet 

Press preceded them. “When we explained we would be printing their work on a Fujifilm Jet 

Press,” said Martinez, “They told us there was no need for any further discussion. They already 

knew of the reputation of the Jet Press for extremely high quality, so they awarded us the job 

there and then!” 

 

Case Study: A B3 format fashion catalogue to turn heads. 

 

How to get a fledgling fashion brand noticed? This was the challenge faced by experienced, 

UK-based Art Director, Paul Hetherington, and leading fashion photographer, Nick Knight, 

when they were hired to promote American fashion brand Alyx. The main promotional channel 

today for fashion brands is online, but that medium has become saturated. Recognising this, 



and the fact that there is a renewed interest in print from not only the old guard, but also by a 

new generation who have only ever known the dominance of the internet, Hetherington set 

out to identify a luxury, larger format print product that would help Alyx stand out from the 

competition. 

 

Hetherington was hugely impressed by some Jet Press printed samples he was shown and 

so his search then took him, in 2015, to Italy, where Fujifilm had installed one of the first Jet 

Press presses in the world at FAService, near Verona. “Seeing it in action, I was even more 

impressed,” Hetherington said. “So much so that I gave them the job of printing 300 copies of 

my catalogue, which then ended up on the desks of some of the most influential fashion editors 

in the world. 

 

“I can honestly say that, in three years of in-depth research into the print industry, the Jet 

Press is the single most interesting and substantial piece of technology I have come across. 

It was perfect for my needs for so many reasons.” 

 

Now that there are multiple Jet Press installations in the UK Hetherington has continued to 

turn to this machine to give his fashion catalogues an x-factor he couldn’t find anywhere else.  

    

Imagine the possibilities for your next integrated campaign. 

 

To find out more about the quality offered to campaigns printed on the Jet Press visit 

www.imagineinkjet.com.   

http://www.imagineinkjet.com/

