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1984: A Year of Change

Whilst all the contributors to
this, our first full-scale newsletter,
would have very much welcomed
an opportunity to meet each of

Photographic Era 3 you personally, | feel sure you
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newsletter, each of us here in
management can communicate
the key facts of our business to
you. and above all express our
appreciation to each and every
one of you for the contribution
which you have made in 1984
Your efforts have resulted in a
very successful year for 3M
Photographic Division.

Our business is Photo-
processing - for retail, for mail
order and through agents and
dealers; it is Color Systems-
manufacturing, marketing and
distributing amateur film, pro-
fessional film and paper; and
Diagnostic & Imaging -
providing specific specialist
markets with x-ray and imaging
products.

Currently 3M Photographic
Division contributes nearly a
quarter of 3M's total sales in the
UK. One in four films purchased
in this country is sold by us - and
produced in our Italian Plant at
Ferrania. Independent sources
rate our photographic prints as
the best value for money in the
market. We have built ourselves
a major share in the x-ray market.
with innovative and proprietary
products in imaging, incorporat-
ing new technologies for medical
diagnosis.

Constant and high-speed
change

We are experiencing a business
environment in the UK which
has never changed so rapidly
Technology is progressing at an
unprecedented rate, and it is not
unusual for the sophisticated
and high cost equipment on
which we depend to become
virtually obsolescent in just one
or two years!

Distribution patterns are also
altering in many ways. There has
been a major switch from mail
order services to retail - and as
you are no doubt aware, out-of-
town shopping centres are
developing rapidly

Our customers' demands are
becoming more specific. Quality
and service are the critical issues.
Cost is also of importance, of
course, but we believe our
customers are more prepared to
pay for a perceived 'value for
money' service today than
hitherto.

These are just some of the

« Mike Atkins.

Divisional Director,
3M Photographic Division

changes which affect each and
every one of us in some way or
another. It is therefore a great
compliment to all of you that
you have not just supported, but
have helped to lead the changes
that we have been making in our
business. Our policy at 3M
Photographic Division is not just
to stay with the market, but to
be constantly innovative - and
keep ahead of the competition
by providing our end consumer,
the public, with top quality goods
and service.

| am sure you will find it
rewarding that all of your efforts
have produced - and are
continuing to produce -
excellent business results in
terms of both sales and profits
for the Division.

In the following pages, my
colleagues will relate these
achievements specifically. | hope
you'll find this Divisional
Newsletter interesting reading.

With best wishes to you all.

MIKE ATKINS




Effects of a
Changing Market

In recent months it has been
very apparent that many changes
have been taking place within
the amateur photographic
business. How are they going
two affect us? Below I've tried to
answer some of the questions
that have recently come up and
explain the significance of
changes on the group's labora-
tories and of course, on
consumers.

HR/VR/XR - 200/400/1000
ASA/ISO. What do these letters
and figures really mean to the
consumer?

Very simply, these are the latest
additions to film emulsion
technology, giving better results
in more variable lighting
conditions, which in theory should
result in better quality prints and
slides.

What about different types of
services?

The services we currently offer
are working very well for us and
meet customers' requirements.
We have various contingency
plans ready to meet the
changing needs of the market,
which as most people are
probably aware, is ‘'fickle’, to put
it mildly.

Tell us about recent major
changes within the production
areas.

Gradual change has occurred
over the last 10 years, and the
photofmishing industry has
moved from being electro-
mechanical on to advanced
electronics. We in the IPF
Laboratories have always strived
to be at the forefront of tech-
nology and systems development
and intend to continue to be so.
We must also remember that the
consumer's awareness and
acceptance of what makes a
good picture has also improved
by leaps and bounds.

One of the main areas of
change has been in the actual
printing of negatives. Some years
ago, major manufacturers intro-
duced what are referred to as
scanning printers which read.
with the help of small computers.
each individual negative and
assess the varying amounts of
light, filtration and density class-
ification needed to achieve a
correct print. General printing
speeds on this type of printer are
about 7.000/8.500 prints per
hour. Printers with superior
scanning ability, which not only
read 430 points on each frame,
but also read the entire film.
have recently been introduced.
Thus, by assessing the consumer's
film on 8.800 points, we are able
to give a more consistent overall
colour balance on each individual
film All this is carried out at the
speed of 17.000 prints per hour!

Allied to this are better filtra-
tion systems and many other
technical benefits including
direct densitometenc reading
and automatic adjustment of the
printer to the correct values
given by the manufacturer's
specifications.

Within the next few years
printers will be introduced with
automatic enhancement of
customers' films, whereby

John Daly.
Production Director
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correction of poor exposure,
camera shake, etc., etc. will be
made automatically by electronic
imaging equipment. Or in other
words almost every print will be
perfect...

Roll on that day i

All this seems quite complex
and involved. How will these
changes affect the production
areas?

Yes, this is complex, but no more
complex than when we first
moved into the world of scanning
printers - some six years ago
now. | am completely satisfied
that we have the staff within our
laboratories who, with the proper
training and assistance, will meet
this challenge in their usual
capable and competent manner.

In summing up, what can you
see in the way of benefits for
the consumer in the foreseeable
future?

Never before has the amateur
photographic consumer had so
many benefits available to him.
Just think about it:

1. Improvements in film tech-
nology will now (when used
correctly) assist in reducing the
numbers of poor negatives
received for processing due
mainly to over/under exposure.
2. Sophistication in camera
technology, especially the 135
compacts, will also ensure that
the customer benefits from the
changes. Cameras will now
adjust themselves automatically
to film types, speeds and lighting
conditions, as well as focusing.

3. Improvement in disc cameras
and films is an ongoing situationi
Add to this the enhancement
possibility - and the consumer is
in line for a big bonus in the
shape of consistency,
compactness and quality.

4. Improved equipment design
will enable photofinishers to
achieve better, more consistent
quality throughout the year.
5. Allied to all these points are,
of course, changes in chemistry
and paper technology - again of
major benefit to the consumer.
These are just a few of the
benefits which will make for
better quality in 1985 and
beyond.

What about Quality Assurance?
In the 85 season, all IPF
Laboratories will have a fully
operational Quality Assurance
system which, if present results
are anything to go by. will prove
of major benefit both to the
consumer and the laboratories.

And to sum up?

| hope that more and more
people will become aware of the
complexity of the production
function in photofmishing. A
recent survey by a major photo-
graphic manufacturer showed
that 83% of all customers' films
had an exposure defect of one
form or other.

So please, in 1985, spare a
thought for all our people in the
laboratories - who believe you
me do care about the end result*
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The Amateur Photographer -
Britain's popular photographic
weekly - celebrated its centenary
this year. Eastman Kodak intro-
duced the first easy-to-use
camera, ready loaded with film
at the factory and returned
complete to the factory for
unloading, processing and
reloading, in 1888. The first
35mm camera was marketed in
1913. Some might say that
amateur photography in the
mid-80's must be a mature
market, with few growth
prospects.

Sony announced their elect-
ronic still camera, the Mavica in
1981. Sony and Canon used their
electronic still camera prototypes
at the Los Angeles Olympics,
and pictures were sent over the
telephone lines to be used in the
evening editions of Japanese
newspapers. Matsushita
(Panasonic) showed their version
at Photokina 1984. Kodak, Fuji,
Sanyo, Philips, Minolta and
Konica have introduced compact
8mm video movie systems. Some
might say that photography will
be dead within the decade ...

But take a different
perspective! True amateur
photography, in the sense of
photography being readily avail-
able to the mass market, didn't
really get into its stride until the
emphasis on colour pictures and
the introduction of the instamatic
formats of 126 in the mid-60's,
110 in the early 70's. and now
disc in the early 80's. The boom
in amateur photography initiated
by these easy-to-use, widely
distributed systems, and the
consumers' desire for hard copy
prints has been fuelled by product
and service developments that
have widened the opportunities
for picture-taking, and better
fulfilled the public's needs for
photographic records: develop-
ments such as faster films, so
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that pictures can be taken on
more and more occasions.
integral and automatic flash to
reduce complications and decision
making, faster and guaranteed
D & P service times, easy-to-use
compact 35mm cameras,
improved film emulsions, etc., etc.
The list is endless!

Amateur market opportunities

We at 3M Photographic
Division are operating in a
growth market which steadily
increases faster than economic
measures such as gross domestic
product or the index of leisure
spending, and as we all know, it
only needs picture-taking
opportunities (technically known
as the weather) to see a rapid
rise in over-the-counter sales of
film and a flood of film into our
laboratories - witness the
summers of 1983 and 1984.

Photography has never been
as good value for money, or as
readily available, as it is today -
and the consumer demonstrates
a voracious appetite for recording
memories of his leisure activities
every time there is an
opportunity for picture-taking.

Dawn of a New
Photographic Era

As I've said, spending on photo-
graphy consistently outpaces
general spending on leisure
activities. In its Leisure Futures
report, the Henley Centre for
Forecasting predicts photo-
graphic spending will increase
faster than overall spending on
leisure, which itself will grow
faster than the economy as a
whole. The reason? Basic demo-
graphics. The prime picture-
taking age group of 25-44
currently represents 26%% of
the population. In the early
nineties it will represent 29% of
the population.

Electronics-help
or hindrance?

What about the so-called
threat of electronics? Informed
opinion tends to take the view
that electronic imaging won't
replace conventional photo-
graphy overnight. Electronic
imaging still has a long way to
go to even approach the
sensitivity, definition and cheap-
ness of today's conventional
colour photography. It is also
faced with a moving target as
conventional photography
steadily improves. So a prediction
could be that, for the general
public, electronic imaging will
really begin to vie with chemical
photography in the 1990's.

Itis worth bearing in mind
that consumer demand for
recording his memories and for
hard copies won't go away just
because of electronics, and as
well as there being a continuing
demand for prints, one can
envisage a whole new field
opening up for secondary
services in support of electronic
imaging. (Remember too, that
3M is a world leader in video
and magnetic technology - and
can approach this change from a
position of strength).

Coming closer to home, we
are already selling video tapes in

SupaSnapS, and recently intro-
duced a video transfer service,
which takes amateur colour slides
or movies and produces a VHS
or Beta video tape version for
replay on the home video
recorder. Clearly, this service can
develop further in the future.

SupaSnapS Video Transfer &
Service

Our position of strength

With all this change, it is
important to remember that we
are in an enviably strong position
in the amateur photo-graphic
market. Not only do we
manufacture and process in our
own factories and laboratories.
but we are also closely related to
the consumer through our own
retail stores and our relationships
with one mapr private brand
film distributors. The skill will be
to stay in step with the changing
needs of the picture-taking
public. So long as we do this we
con't possibly lose!
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TED KERR.

Managing Director, SupaSnapS
Director, Gratispool
International Holdings.
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SupasSnapS

Looks to the Future

When our first shop opened in
Wokingham in June 1978, none
of us could have predicted the
phenomenal growth and success
we were to enjoy over the next
six years.

With 350 shops now nation-
wide, we have moved beyond
the entrepreneurial stage in our
development to become a pro-
fessionally managed business.
This has certainly been evident in
our sales and profitability. In fact,
at a recent SupaSnapS Manage-
ment Conference, | said that in
1984 we appear to have taken a
quantum leap forward.

Our policy in the development
of SupaSnapS has not just been
growth - we intentionally set up
a clear identity for fast, efficient
and quality service as well. We
wanted to establish SupaSnapS
in the High Street right from the
beginning.

Today, SupaSnapS is a major
force to be reckoned with, as the
recent survey of High Street
D & P retailers in 'Camera Choice'
magazinedemonstrated —
SupaSnapS was voted No. 1 for
quality prints!

SupaSnapS has certainly come
a long way. We opened our first
Visionfare 'superstore' this year
as a pilot scheme with more
planned for next year, we became
a major video tape stockist and
considerably expanded our scope
of products and services.

Although the good weather
may have contributed to our
success this year, SupaSnapS
came through what is still a very
competitive market with flying

colours and we took a substantial
slice of the business.

I must thank all our employees
for the tremendous effort and
dedicated hard work that
produced such excellent results.
It demonstrates team work really
pays off!

SupaSnapsS is not only looking
forward to a great year in 1985 -
one that is destined to be even
more exciting than the last - but
a healthy and prosperous future.




Telecolor
-A Successful

Another success story is the
Telecolor Film Developing and
Printing Service which started
from humble beginnings in
Blackpool 30 years ago and
developed into today's nation-
wide network of over 4,000
dealers.

The principle upon which
Telecolor is based has been a
uniquely successful yet simple
formula. It provides an opport-
unity for small retailers such as
newsagents and sub-post offices
to manage their own film
developing and printing service
under the protective umbrella of
3M Photographic Division and
earn extra profits for their
businesses.

Telecolor is a fast-expanding
operation which has over the
past year gone from strength to
strength. We have upgraded its
traditional image to one that is
both modern and progressive. A
regular full-colour newsletter

provides two-way communciation

with our widespread UK dealers

Formula

and a direct link for them to
Head Office. New point of sale
material, guidelines on localised
self-promotion and an Award
Scheme for Telecolor's Dealer Of
The Year have helped to increase
business potential and
profitability.

Mail Order

- Still a Viable Force

Throughout 1984 the mail order
part of our business has been
affected by both changes in its
organisational structure and also
as a result of changing conditions
in the market place. We recognise
that if we are to remain a viable
force in mail order processing we
too must change.

Film processing by mail order
in the UK is still very much alive
and enjoying a sizeable chunk of
the amateur film business.
However, to meet the changing
market needs it has been
necessary for us to alter our
approach. We have not only
found better ways of exploiting
the potential through more
effective promotional activity in

the sections of the market where
our commitment to quality and
service will pay dividends, but
also developed a first class mail
orderteam. Led by Marketing
Manager, Robin Mitchell, who
has already displayed his
undoubted skills regarding mail
order business opportunities, we
have a new strategy for 1985
which will once again develop
for us a sound mail order
business.

This is good news because
mail order plays a vital role in the
Division by producing a much
needed balance to our retail
business thereby ensuring
maximum efficiency from a pro-
duction point of view in our

Mail Order Envelopes

laboratories. | am confident,
therefore, that in 1985 commit-
ment to our traditional business,
mail order, will once again be
rewarded with success.



