il %% o W

Packaging Journal

Vol.6 No.3
July 2014

%645 2534
201447 H

doi:10.3969/j.1ssn.1674-7100.2014.03.009

2z HImA MV e JEesem i 5

(1L EBURF BV 436 2, WA B 4300795 2030 Tk SCo#RE, 1077 TR 110031)

B E. ATTHEHFREHFOMEREL, AELBME ZES, PRRAERIE. REBRE. BF
R, REAE | EIIRWMERBALEE S @, WIT T AL R ke =R Ak AR GG R R R s, X
— AR PR E LS LA AR ARG KOG E BN, AR REIEST, R A £ 5L
MRds, Vi REAmy TP E P ARG HMGE R, ARIEFPRREHRE, =50 A 4k 53R PR
FEE, EILIRRATALE, FIAELR R LK FAE S,

KR =kl RMBE; PRiE; RE; B R, RATALE

FESES: F270.7 MEFRERD: A MEHS: 1674-7100(2014)03-0044-06

Development Strategy of Cloud Printing Enterprises

Wang Lixia', Ding Ning?
(1. College of Printing and Packaging, Wuhan University, Wuhan 430079, China;
2. College of Liberal Arts, Liaoning University, Shenyang 110031, China )

Abstract: Based on marketing and communication theory, a series of expected comprehensive issues in the transfor-
mation of traditional printing enterprises to cloud printing type were explored ranging from brand image communication,
printing quality guarantee, service development, customer prospecting, distribution of channels and foundation of feed-
back mechanism between enterprise and customers. In the transformation, printing enterprises should integrate customers
with the same or similar demands by using big data analysis to provide differentiated service to meet diverse needs of market
segments. While guarantee the quality, cloud printing enterprises should also expand the scope of business and establish
smooth feedback mechanism to survive the digitization era.
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