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Hybrid distribution 
in practice: 

 The classic cold 
calling has had its 

day disused
How do successful print businesses sell their 

products? Traffic Print Online Solutions GmbH relies on 
a hybrid model. The sales force is exclusively reserved 
for complex projects. The success shows hard figures.

Raphael Hofmann (above), 
Patrick Donner (bottom left) and 
Sebastian Höper (bottom right) 
in conversation in the "hybrid" 
Printkompress interview
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Taking a seat in their Audi, outfit matched to the occa-
sion with the order book, the sample folder and the list 
of companies to be visited in the briefcase, the sales 
representative is off to a new journey through the coun-
try. At the end of the year, his car has easily clocked up 
100,000 kilometers, he has kept his coffee consump-
tion high - and only and has a handful of new orders to 
show for all of it. 

This sales approach is an extremely outdated model. 
Patrick Donner and his company Traffic from Schwül-
per, near Brunswick, showcase a different and more 
successful approach. And they have been doing so 
since 1996, when Donner and his partner at the time, 
Helmut Neumann, founded the Traffic Print Online So-
lutions GmbH initially as a "commercial agency for 
printed matter and printing services". Behind the initi-
ally confusing name hides a highly digital company.
"We were different from the rest of the industry right 

from the start," says Donner. "We recognized digital 
printing as a print technology that could be used in a 
variety of ways. Print run sizes didn't interest us as 
much as being able to customize each job." To exploit 
the full potential that digital printing has to offer, Traffic 
first had to do some pioneering work. Patrick Donner 
remebers the first commissioning of the digital color 
printer in 2007 all too well: „The machine stood around 
for a few months before we really knew what jobs we 
were going to produce on it.“ His employees had not 
been trained for this and there were no experience re-
ports. Through a lot of ambition and trial and error, 
however, the new acquisition quickly paid for itself. 
Donner's insight: Digital printing is not only suitable for 
short runs, but also for large volumes. "Above all, how-
ever, digital printing is more flexible and can be used 
individually," says the print manager. Traffic has its USP 
with products exploiting these capabilities to the ma-
ximum. The company truly fills the term "Multichannel 

"We've been different 
from the rest of the 
industry from the 
beginning."
(Patrick Donner) 

marketing" with life. Traffics Claim since then: Printed. 
Mailed. Clicked. Solved.

Part of being different is the fact that company boss 
Donner relies on a high proportion of IT employees. 
Today of a total of 80 employees, 12 are IT professio-
nals: developers, programmers and web designers. IT 
know-how is one criterion for success, but it is also 
essential for Donner to bring along a fundamental wil-
lingness to deviate from the trodden path. "Unfortuna-
tely, the will to change is not widespread in our indus-
try," says Donner. That's why the printing industry still 
refers to a "new type" of sales model, when talking 
about the approach that has long been practiced at 
Traffic: hybrid sales.

But what exactly is hybrid sales, how does the compa-
ny generate its orders and how is Traffic set up? It's 
time to introduce two of the eight Traffic sales staff: 

Raphael Hofmann, Head of New Business, and Sebas-
tian Höper, Head of Project Management. Hofmann 
takes on the position of the digital canvasser, while 
Höper transforms Hofmann's leads into customers, 
ideally into long-term customers, who are individually 
supported by his project team. 

"We start at a very early stage to approach potential 
customers," Hofmann says. "Instead of going door to 
door, we bring our ideas for cross-media products into 
play via digital channels and invest a lot of time for the 
selection of product, target group and channel." Best 
case, this creates customer relationships, that are 
based on a higher level of trust, so that the initial digital 
approach ultimately proves to be more efficient than 
the old-fashioned approach. 

Traffic's sales team is intensively process oriented. In 
contrast to the classic sales model, where demand is 

Digital print finishing is 
carried out by Traffic using 
the Scodix Ultra Pro Foil.
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In contrast to the 
classic distribution 
model, Traffic's strategy 
is to create a "passive 
background noise" in 
previously defined 
cluster target groups

to be actively generated through face-to-face visits, the 
strategy of Traffic, is to generate a "steady presence" 
in previously defined target clusters. "To do this, we 
play campaigns on all digital channels relevant to each 
of these target groups," says Hofmann. 

Another part of the strategy is micromarketing. "We 
pick a small, fine target group out of the overall market," 
explains Höper. These are often only a few brands or 
companies that are eligible. For these we advertise 
highly personalized promotions. Traffic offers these 
cluster target groups everything from personalized pa-
ckaging to hyper-individualized mailings, which are a 
100 percent match for the respective customer cluster. 
As soon as a response is received the project manager 
responds individually to the wishes of the addressee, 
in order to successfully complete the acquisition pro-
cess.

The differences between Traffic’s hybrid and the clas-
sic sales model are enormous: For Traffic, the handover 
of a project from one employee to another never results 
in a break. When Hofmann hands over the customer's 
project to Höper and his project team, Hofmann re-
mains in the picture. A clear separation between office 
and field staff does not exists. There is a project ma-
nager who supports, supervises and motivates. "These 
leads are like a warm hand that we hold," Hofmann 
says. Instead of having coffee at the customer's place, 
the sales people of Traffic meet with customers on va-
rious online channels and in digital meetings. Highly 
efficiently, yet face-to-face. 

In Traffic’s approach, the importance of responsibility 
for the project is hard to overestimate. "There has to 
be one person who takes care of the project full-time," 
Donner says. That, he explains, is the real investment: 
finding the right people who are able and willing to put 

in the required effort. Donner's solution for this chal-
lenge: Traffic hires staff, trains them and educates 
them – sometimes from the ground up. "You can't get 
fully trained employees for our demanding jobs in the 
market."

But even in this model, a sales force is not completely 
obsolete. “The sales force still has its place in our com-
pany," says Sebastian Höper. "However, it's not about 
the number of kilometers driven and the number of 
doors visited, but about the special support and deve-
lopment of the customer, as a provider of ideas and as 
reliable contact person." 

Donner is already thinking about future projects: "We 
want to offer customers personalized videos, that is 
why we are currently building a film studio." The strat-
egy, of always being ahead of the market, is proving 
him right: In 2020, a year in which the market as a who-
le slumped sharply, his company increased its sales by 
16 percent. In addition, the Traffic Print Online Solu-
tions GmbH won the "Customer Media Awards 2021” 
for "Customer and Sales Team of the Year" (POLAR-
MOHR Award in Gold). 

Assembly of personalized 
promotional gift sets
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