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Graphic design has long been a print-
based medium. However, significant 
advances in technology have not only 
affected the industry but the world as 
we know it.

Over  the  past  decade,  the  growth  of  digital 
communication has led to a decline in the use 
of print to communicate  ideas. Because of 
this, graphic designers have had to diversify 
and  embrace  new  skills  to stay relevant in the 
industry. 

Despite this, it hasn’t resulted in the death of 
print-based marketing materials or documents.  
What has occurred is a readjustment to what 
print-based mediums are and their role in our 
digitised society.

Overall, the predicted outlook for graphic 
designers in the job market for the next five years 
is very positive, with estimated job openings to be 
above average in the Australian market (between 
25,001 - 50,000). Approximately 74.7% of those 
numbers will enjoy full time employment (www.
joboutlook.gov.au/). 

JTP Design Studios predicted graphic designer 
jobs will increase by around 13% over the next 
few years, matching higher design needs in the 
marketplace. 

In recent years, local government organisations 
have developed in-house design departments in 
answer to demand for professional corporate 
styles. This has led to a wider scope for potential 
workplaces for graphic designers.

DOOM AND GLOOM?
It cannot be refuted that print-based mediums 
such as newspapers, magazines, book publications 
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and print advertising have suffered a decline when 
compared to new technologies such as the internet 
and mobile browsing.

Based on these trends alone, it would seem 
tantamount to career suicide to consider 
specialising in print-based materials.

However,  closer inspection shows it’s not all doom 
and gloom and there is still a market for print-
based graphic designers. 

FUTURE PRINTING TRENDS
There are several trends surfacing that counteract 
the wave of web-based graphic design. Humans 
are quite tactile and like to be able to feel, touch 
and hold items in order to absorb messages more 
thoroughly. 

NEWSLETTERS

Another surprising trend with paper-based printing 
is the resurgence of hardcopy newsletters. Once 
again, the positive response stems from a printed 
newsletter being an object that is tactile, can be 
saved for later reading or passed on to another 
person.

Email newsletters tend to get 
overlooked due to a number 
of factors. People are usually 
inundated with mountains of 
emails on a daily basis, making 
it more tempting to delete or 
sidestep an online newsletter 
that doesn’t need  immediate 
attention. 

A printed newsletter can sit 
on a desk or coffee table, 
unobtrusive but still reminding 
the person of its existence. 
When there’s a moment where 
they have time to sit down and 
read through at leisure, they 
are more likely to do so. 

Even those who diligently mark an email newsletter 
for later reading rarely come back to read through 
due to constant streams of emails.

A recent article cited teams finding greater 
connectivity with workmates and better results 
from meetings by reverting back to pen and paper 
rather than using digital means.   

Information is processed differently when reading 
from paper as compared to a computer screen 

and it is possible this trait can be attributed to the 
swing back to paper-based mediums for some.

Overwhelmingly, the message coming from the 
marketing industry is that it’s not a matter of 
abandoning print altogether but rather being 
more strategic with it. 

SUBSTRATE PRINTING

Substrate printing is the art 
of printing onto inanimate 
objects such as cars, clothing, 
flags, banners and even 
floors and ceiling panels. Its 
increased popularity stems 
from organisations seeing 
an opportunity to get their 
branding out to a wider 
audience in a unique and 
eye-catching way.  

The fact the message is 
printed on something other 
than paper means little to 
the graphic designer as the 
skill sets needed to create the 
artwork are the same.

MARKETING STRATEGIES
According to Marketing Profs (www.marketingprofs.
com), seventy-six percent of small businesses say 
their ideal marketing strategy encompasses a 
combination of print and digital communications, 
working together to achieve maximum potential. 

QR CODES

QR codes are one way to combine print and digital 
communication strategies. Rather than using a 
sometimes lengthy URL and hoping people don’t 
make any typing errors, a QR code is a quick and 
nifty graphic that directs potential markets to 
online content through use of scanner technology 
and mobile browsing. To date, QR codes haven’t  
worked nearly as well as once hoped but perhaps 
it is waiting for the right technology to come along 
to better utilise it.

BRANDING

Everything nowadays has branding - from the 
largest organisation to the local book club. 
Anecdotally, a local not for profit organisation 
has recently contracted a graphic designer to come 
up with no less than four logos for the four main 
programs they coordinate, where once upon a 
time any marketing material was created by either 
a volunteer or casual staff member who could use 
Microsoft Word or Publisher and take advantage 
of any supplied clipart to decorate. 

PREFERENCE FOR PRINT

Like many not for profits, this organisation has a 
preference for print over digital mediums since 
their clientele responds better to the former 
rather than the latter and it is like-minded 

“...preference for 
printed materials 

depends ... on the type 
of collateral and the 
generation reading 

them.” www.bopdesign.com

76%
of small businesses prefer 

combining print and 
digital communications 

for marketing

For instance, business cards are a good example 
of a document predicted to continue in print.
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organisations that will provide ongoing work for 
print-based graphic designers.

Whilst many organisations are spending more 
of their budget on digital mediums and letting 
printed marketing materials fall by the wayside, 
some have actually made the switch back.

This gives the advantage of the ability to put print-
based messages forward with less competition.

GAINING KNOWLEDGE 
With 56.8% of graphic designers in Australia 
employed in the Professional, Scientific and 
Technical areas, the need to create print-based 
documents will remain. However, documents 
will need to be transferable for use on websites, 
portable devices and other electronic formats to 
appeal to a wider audience.

As a result, graphic designers will need to be 
proficient in conversion from print to digital in 
order to achieve success in the workplace.

Formal qualifications readily develop such skills 
as well as the endless range of free how-to’s and 
instructional videos on the internet.

Graphic designers would be wise to go one step 
further and learn to convert print-based materials 
into interactive digital media. This works to imitate 
the tactile engagement many experience with 
paper-based materials. 

A good understanding of colour and process 
is required. Printing imagery onto paper has 

a different outcome than imagery viewed on 
a screen - what works for one medium does 
not always translate well to the other. Formal 
qualifications are available to enhance existing 
skills but there are also many online websites and 
tutorials freely available.  These tools should be 
used to continually develop knowledge and skills 
in the graphic design area once formal studies 
are completed.

In summary, the ability to convert documents 
- such as reports, posters and brochures - to 
a digital format will give a print-based graphic 
designer a greater chance of employment in what 
is predicted to be a steadily growing industry for 
the foreseeable future. 

Whilst web-based design has continued to grow 
over the last decade, work remains steady for the 
the print-based designer.

By acknowledging the limitations of the printed 
marketing and publishing industries and skill 
sets required for optimum employment, graphic 
designers wishing to specialise in the print-based 
arena still have a bright future.


