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The Digital Packaging Summit 2018 
 
In its fourth year, the Digital Packaging Summit continues to grow, a testament to the 
interest in digital packaging printing.  Converter and brand owner attendees apply to be 
selected to attend this sponsored event, which is the premier source of education in the 
US for learning about trends, technology, and implementation requirements.  IT 
Strategies is the co-chair and moderator of this event, responsible to the agenda and 
content. 
 
Figure 1   2018 Digital Packaging Summit Sponsors 

 
 
A key takeaway is that while we are still in the early stages of equipment development 
for digital packaging printing, there are many good equipment options.   There is 
however no single “right” answer for a packaging converter or brand owner’s digital 
printing packaging need – and hence the importance to be able to select from entry, mid, 
and high productivity digital printing systems. 
 
What is clear is that digital label and package printing can “make” a brand – and tip a 
purchase decision “at the moment of truth”, the point at which a consumer makes the 
decision to purchase the product.  Smaller and medium size brands are an especially good 
fit, as they need to fight harder to stand out against big brands.  Small and medium size 
brands are also a good fit for packaging converters, in that they appreciate the guidance 
from converters on design, and tend to be more flexible to work with as they don’t have 
strict legacy requirements relating to color and cost. 
 
Advice from peer converters who have adopted digital packaging printing equipment is to 
work the decision process backwards: start thinking about finishing and workflow first, 
then printing equipment.  Since your new customer’s requirements are unpredictable, 
they recommend looking for as much flexibility as possible.   They also recommend 
purchasing “Future proof” investments.  They note one needs to “think about what you 
believe you will need in 3-5 years.  What do you project your volumes will look like, 
from transfer and/or new business?” 
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The most important insight was that with digital package printing equipment converters 
that the opportunity to educate C-level management about how to make money and 
designers about how to design for the unique characteristics of digital.   Because digital 
printing is a technology that enables new types of packaging, it allows savvy converters 
to educate up the management chain, educating decision makers that the return-on-
investment needs to be gauged well beyond just the cost of packaging.   It also requires 
that the converter educates the designers early on about the possibilities and constraints 
of digital package printing.   To be successful with implementing digital packaging 
printer, the converter needs to develop a “story” about what benefits the technology will 
bring to the brand across the brands entire marketing eco-system.  For many it is 
something that is new, exciting, a reason to call up clients and introduce them to 
incremental growth and revenue opportunities. 
 
While the benefits of digital packaging printing are clear, there are costs associated with 
implementing digital printing.  The biggest cost is not the capital investment in 
equipment and software; the biggest cost for converters is in the learning curve of helping 
the brand owners deploy digital printing into their eco-system. 
 

 
 
The earlier and faster one climbs up the learning curve, the more sustainable and 
defensible one’s position becomes as a purveyor of digital packaging solutions.  That 
point was not lost on the attendees, resulting in many follow-on conversations between 
the Summit’s sponsors and attendees. 
  

The real cost of digital printing adoption is in 
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