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THINKYOU

KNOW INKJET?
THINK AGAIN.

The new KODAK PROSPER ULTRA 520 Press, powered by Kodak’s breakthrough
ULTRASTREAM continuous inkjet technology, completely redefines inkjet production
printing. This cutting-edge web press closes the gap with offset.

See for yourself. Request samples or a virtual demo:
kodak.com/go/ultra520info

For more information, visit PrintingNews.com/10005105

©Kodak, 2020. Kodak, Prosper Ultra, ULTRASTREAM and the Kodak Logo are trademarks of Kodak



EDITORIAL — Reinventing Themselves

David Zwang
Contributing Writer

david@zwang.com

Read More...
Find article at
PrintingNews.
com/21143774

KODAK WHO?

hen you think of

Kodak, your first

thought might be of

capturing that “Kodak

Moment” with a
camera and owning that visual record for a
lifetime. That slogan frst appeared in 1961,
and became part of the “global” language,
which has since found a place in the Oxford
Dictionary.

Kodak’s founding by George Eastman in
1888 was a brilliant move, designed around
the selling of inexpensive cameras and cre-
ating an annuity making large margins on
film, paper and chemicals for years after
the camera sale. They ultimately developed
(no pun intended) as of 1976 as the global
company synonymous with photography
accounting for 90% of fim and camera sales
in the US. alone.

Their products went beyond consumer
cameras like the Brownie, Instamatic and
others, to the commercial photography,
graphics arts market and movie indus-
tries. To support that volume of consumable
sales, they created Kodak Park (now called
Eastman Business Park) in Rochester, NY.,
near their headquarters.

Enter the digital revolution, where images
could be stored on media other than photo-
graphic paper, processed with chemicals. Lile
many new technologies in their infancy
it took years for it to gain acceptance
and stabilize. While Kodak tried to
make a go of it, lile many other compa-
nies, they found the competing inter-
ests of their legacy business in their
way. They were, however, able to continue to
maintain and even expand their role in graphic
arts through the manufacturing of offset
and flexo plates and workflow software. The
volumes and margins would never reach those
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of their heyday, but it gave them some room to
try to decide where they should pivot to next.

Additionally, while many people dont
think of Kodak as one of the production
inkjet pioneers, Kodak’s inkjet roots date
back to the 1970s. In 1983 Kdak acquired
Mead Digital Systems, founded in 1972,
which introduced its frst commercially avail-
able inkjet product in 1976. Kodak initially
acquired the company as a wholly owned
subsidiary then fully merged it as Diconix,
introducing the first portable inkjet printer
in 1984. In 1993, Diconix was acquired ly
Scitex, who further developed the technol-
ogy and launched two \érsamark production
inkjet products in 2001. Kodak reacquired
Scitex Digital Printing in 2004 and never
looked back.

Kodak’s involvement in production inkjet
didn'’t stop there. While the \érsamark tech-
nology and product line continues to eolve, in
2009 Kodak introduced Stream and in 2017
Ultrastream, inkjet technology along with new
lines of Prosper production inkjet products
and many OEM relationships. This, in effect
brought them back to their original business
model, since they can now sell the hardware in
the form of printheads, and supply the ink and
consumables for years to come.

Lately, Kodak has been in the news for their
interest in manufacturing core pharmaceutical
component chemicals. 1o many this seemed
like an ‘outside play,’ something Kodak knew
nothing about, when in reality it goes to the
core of their heritage dating back to the begin-
ning in 1888. Does that mean that Kdak is
abandoning their graphic arts, movie, produc-
tion inkjet and workflow software businesses?
Of course not, it is just a continuation of how a
manufacturing company reinvents themselves
to leverage their expertise and resources to
continue to evolve and grow. ®
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DIGITAI. & INKJ ET — Inkjet Changes The Game

LANE
CHANGERS

nce upon a time, digital printing
for transaction printers and direct
mailers meant over-printing mono
toner on pre-printed shells. Then
full color toner came along and
enabled personalization, improved response rates
and faster turn-times for direct mail, but it was a bit
too slow and a lot too pricey for bills and statements.
When full-color inkjet became viable for cus-
tomer communications, adoption was rapid and
wide spread across most transaction print organi-
zations producing more than 30 million images per
month. Full-color toner continued to gain traction
with direct mailers and, as color quality improved,
direct mailers have also taken on inkjet to such an
extent that digitally produced direct mail images
exceeded offset in 2018, according to I. Strategies.
Naturally, these changes had economic benefts
for the transaction printing and direct mail compa-
nies using inkjet, but these segments wererit the
only ones affected. Before the digital tansition,
all of that volume also required a commercial print
product in the form of rolls of corponte letterhead
or direct mail shells that inkjet quickly made redun-
dant. Commercial printers were the net losers for
much of the digital revolution and particularly with
inkjet. It's no wonder that commercial printers long
had an attitude of “never inkjet.” Inkjet was the
enemy that cannibalized pages.
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D GAME
CHANGERS

Competitive diversification with inkjet

Despite the fact that transaction printers and
direct mailers were not specifically targeting com-
mercial printers with their transition efforts, the
impact was significant. At a time when inkjet annual
page volumes were consistently growing in double
digits, a big chunk of that growth was coming at the
expense of commercial volumes.

Drawn from “The Continuous Feed Ink Jet
Production Market-2017” from IT. Strategies,
Figure 1 shows that a full third of inkjet page
growth in each year between 2015 and 2018 was
driven by reductions in offset wolumes.

Source: I.T. Strategies

The pull from offset continues steadily even as
toner replacement declines and the wolume of new
inkjet pages begins to increase. At the time this study
was published, sheet-fed inkjet olumes were still in
their infancy. B2 sheet fed presses started hitting the
market about eight years ago, targeting commercial



and other graphic arts applications. But they did not
offer the same compelling cost model to commer-
cial printers that continuous inkjet offered transac-
tion printers and direct mailers. In 2015, the Canon
i300 became commercially available, followed by the
Xerox Brenva in 2016. Like their continuous cousins,
the devices were more of a daw for transaction
printers and direct mailers, but they still added to the
pull of volumes out of commercial print shops.

Fast forward to 2020 and Canon and »rox have
both upped their sheet-fed game with the Canon iX
Series and the Xerox Baltoro to directly pursue the
commercial printing market. Landa now has a pro-
duction B1 press targeting commercial printing and
their partner, Komori will have a fast-follow in 2021
with the NS-40 B1 press.

In the past two years, leading continuous feed
OEMs such as Canon, HP Kodak, Screen and Ricoh
have all delivered new devices supporting high-cov-
erage, high-resolution devices that drive superior
print quality on offset stocks.

In fact, prior to the pandemic, most production
inkjet OEM development and marketing expendi-
tures were being driven toward buyers in the com-
mercial printing market. Prior to the pandemic, that
was working very well for the OEMs and their cus-
tomers and once COVID is out of our health and
economic systems that success is epected to con-
tinue. However, just as adoption of inkjet in tansac-
tion printing and direct mail had a knock-on effect
on commercial printers, the adoption of inkjet in
the graphic arts space may have some side-effects
for other markets as well.

Inkjet changes the game for everyone.
What we have learned from early adopters of
inkjet and the impact on those marlets is that com-
panies who buy inkjet often see signiftant changes
to their business model as a result. A compary may

buy inkjet to meet a particular need, but quickly
find that there are more things that they can do. In
fact, often the productivity of the deices forced
companies to go and look for new things to do
because they had so much remaining capacity on
the device after their existing work was run.

The economies of scale are tremendous on

continuous feed inkjet, so not running yur device at
high capacity is like throwing away money. With trans-
action printing, it was \ery natural to look for other
volume to fil in production peaks, and often that
volume came from direct mail, workbooks and direc-
tories. When companies can do more with their press,
they can also look in more places for wlume. They
don't have to stay in their lane to compete arymore.

In a 2019 surwy, Inkjet Insight found that most
transaction printers and direct mailers have become
“lane changers” deriving less than half of their
revenue from their stated segment focus.

As Figure 2 shows, 70% of direct mailers, 58% of
transaction printers and 53% of in-plant opeations
surveyed were “lane changers’

Data from 120 direct mail companies indi-

Figure 2: Percentage of Lane Changers and Dedicated Operations
by Segment (Direct Mail, Transaction Print, In Plant Operation)

Source: Inkjet Insight 2019 Data Analysis

cated that only 17% earned more than 80% of their
revenue from direct mail services. Out of 60 tans-
action printing organizations surveyed, only 28%
earned more than 80% of their revenue from trans-
action printing services. This is less surprising since
transaction printers typically offer non-print, e-deliv-
ery and archiving services, and progamming can
also be a large revenue source. However, the in-plant
operations survey data was intriguing because it
showed a strong correlation with inkjet adoption.

Of the 38 large in-plant opemtions reviewed,
47% remain dedicated to their core business.
Drilling down on the 47% dedicated in-plants, only
one company has inkjet. Conversely, when looking
at the 53% of in-plants who hae branched out,
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40% of those companies hare inkjet.

In-Plant operations are incredibly diverse, so a
sample size of 38 companies is too small to know
if these differences are driven by the industry sup-
ported or the type of print focus of the organiza-
tion (commercial, transactional, direct mail, books,
signage, etc.) but it does warant further analysis.

Getting Ready for Change

Changing lanes isn't always simple. While your
inkjet device may be able to handle a variety of
work, that doesn't mean that your company knows
how to sell or service that work. Direct mailers who
have added aspects of tiansaction printing to their
business may need more robust progamming and
data protection services as well as more fnishing
and mailing equipment.

Transaction printers moving beyond low cover-
age envelope mail needed to learn a lot more about
color and media than they did before. They will also
be selling to a \ery different client segment in mar-
keting as compared to opemtions. It can be a lift,
but it's happening. Direct mailers and transaction
printers are competing and, with increasing fre-
quency, merging.

Now, commercial printers are getting into the
inkjet game. Many have added inkjet to their offset
(and toner) press portfolios. Like companies in other
segments, they want their inkjet press busy - and
they would rather take a turn at grabbing volume
from someone else rather than cannibalizing their
own presses. They may be competing for those 6ff
peak” volumes like directories, workbooks or notices
with transaction printers and direct mailers.

As all of these companies begin selling their ink-
jet-driven services into the same companies, the
ability to do more than one thing can be a competi-
tive advantage. Lane changers become game chang-
ers when they deliver a “one stop shop' experi-
ence to meet their customers’ printing needs. This
is particularly true when selling to large brands
who prefer to work with as few suppliers as
possible.

There is another side effect from the
push of inkjet into high-quality commer-
cial production: higher expectations. Brand
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marketers, designers and print Read More...

buyers are getting introduced Find article at

to a whole new level of inkjet PrintingNews.
com/21143775

quality. It's not business quality

or good enough quality; it’s

offset quality or better, and it's being produced on
an inkjet press near you.

Color fidelity and print quality is becoming a
competitive factor in segments that were previ-
ously not as color sensitive. Transaction printers
who use profiling and ink limiting to control costs
may find that companies are becoming more sensi-
tive about their brand colors.

Because delivering top quality color is more
expensive than “business color” companies need to
be able to price appropriately for the service level
delivered and educate customers on the ationale
for cost differences. Ink is liquid gold and jobs need
to be priced to account for relatiwe ink usage. This
many mean adding more papers and more profies
to deliver a competitive offer.

Inkjet Changes Markets

Inkjet is not only entering new markets, it's chang-
ing the way we think about and opeate in those
markets. This article has focused primarily on three
market segments, but inkjet is also maring into book
production, magazines, directories, catalogs, signage,
security printing and of course packaging and labels.

Inkjet pages in these markets are coming from
companies buying inkjet to serve their segment, but
also from lane changers dipping their toes into new
areas. Fewer and fewer companies with inkjet are
operating in a single application area. More often
they are using inkjet to evolve into multiple markets
and drive page growth.

This means that your competition may be coming
from a different direction than you expect. Look all
around and decide if it's time for yu to change lanes
before the competition overtakes you. ®

Elizabeth Gooding helps companies to
streamline their business process, improve
customer retention, and maximize new
opportunities for document design, print and
Internet technology.Contact her at
Elizabeth@inkjetinsight.com.
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LABEI.S & PACKAGING — Package Security

CRACKING

hile product counterfeit-
ing has been an issue for
many years, brands are now
determined to address the
issue head on. Security is
becoming a crucial part of the packaging process.

The global anti-counterfeit packaging market
is expected to generate $38.3 billion by 2020, at
a CAGR of 9.5% over the period of 2014 - 2020.
Further research by the ‘Global Anti-Counterfeit
Packaging by Technology” study from TechSci
Research projects that the global anti-counterfeit
packaging market will grow at a CAGR of around
13.85%, in value terms, during 2018-2023.

Food safety and supply chain visibility compliance
is another area that demands packaging and label
secure identification. These new compliance reg -
lations are designed to \erify the authenticity and
origin of your raw materials and ingredients, and to
effectively, quickly and accurately track and trace
your products as they move across a global network
of growers and shippers, distributors and manufac
turers, and retail outlets both virtual and in-person.

In addition, the new Drug Supply Chain Security
Act (DSCSA) was enacted by the US. Congress
on Nov. 27, 2013, which requires that there is an
ability to track and trace all products in the phar-
maceutical distribution supply chain. This act also
prepares the market for a greater focus on person-
alized medicines, since the legacy one-size-fits-all
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CODE

methods are starting to show their limits.
Ultimately that means even more need for secu-
rity in packaging. This is even more relevant as a
result of the COVID-19 pandemic and the popula-
tion’s desire to protect themselves and the explo-
sion of questionable products to answer that desire.

Converters and PSPs Prepare

There has been a proliferation of software that
can be used by consumer product and pharmaceu-
tical companies to manage these new compliance
regulations, but as a corverter or print service pro-
vider what tools do you have to prepare you to take
on these new customer requirements?

Currently holograms are being used for basic
security, and technologies like RFID and NFC have

© Bobst



shown promise and can add additional value. Each
of these solutions has already started to find the
way into the product supply chain. Howeer, these
technologies currently require the application of

either by digital imprinting the
printed fl xo packaging either in

Read More...
Find article at
PrintingNews.
com/21143777

line with supplementary inkjet
printheads, or directly with a

either a pre-manufactured tag or the use of a post-
print embellishment technology.

While these technologies have proven to work,
there is an additional cost in excess of $.01 per
tag in the case of hologaphic tags not including
the application associated with their inclusion on
a label or package, and much higher for RFID and
NFC.

Interestingly, the common thread in most of the
available tools is the
ability to image at a
high resolution and/
or specialty screen-
ing technique.

Additionally, the
use of variable data
is a requirement in
any track and trace
application.

Since fl xo is the
predominant printing technology used for labels
and packaging, the developments in fl xo plate
screening and print control provide the necessary
requisites for counterfeit identification and pr -
tection. As an example, the Bobst THQ process,
provides “ultra-high” resolution fl xo print that
supports security printing. As a part of the THQ
process they have even created a series of smart-
phone apps for product validation and control. One
of those is the THQ-NanoT for visual control, which
provides for validation of almost invisible codes
embedded in packaging graphics.

The system also supports a THQ-R code for con-
sumer control in the form of a specially designed
barcode, and THQ-SealS for secure anti-copy tech-
nology to help identify counterfeiting. Other fl xo
plates can also support high resolution and
screening techniques including the Kodak
Miraclon FLEXCEL.

For track and trace you would proba-
bly need to introduce variable data into the
printing process. This can be accomplished

digital press, depending on the run
lengths and cost considemations.

Global Graphics introduced “Dynamic
Overlays,” which is a simplified wy to handle vari-
able data. It can combine data from a source fil
such as a CSV or automatic counters with a PDF
background. You can overlay text, JPGs, EPS and
barcodes based on that data. This was introduced
as a feature in the Harlequin 12 RIP'Renderer,

which is used in
many production
inkjet DFEs. It sup-
ports several dozen
different barcode
symbologies, includ-
ing QR codes. The
barcode sizes can
even be automat-
ically snapped to
output resolution
to maximize readability in addition to advanced
inkjet screening.

Many digital press manufacturers, including both
EP and Inkjet presses support security printing
natively as well. Xeikon has offered native 1200dpi
resolution with variable dot density for years and
has been used for the printing of the Belgian go-
ernment’s tax stamps for years. HP Indigo digital
presses have also partnered with many track and
trace systems to provide complete solutions to con-
verters and PSPs.

Security printing is an increasingly important
requirement of all label and packaging production.
The ability to meet those requirements through the
variety of available technologies can open the doors
to new opportunities for corverters and PSPs. ®

David Zwang specializes in process analysis,
and strategic development of rms involved
in publishing and packaging across the globe.
Contact him at david@zwang.com.
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Depending on the
application, printing
digitally on synthetic
substrates may be
worth premium pricing.
By Mark Vruno

tis no mystery that digi-

tally printing on synthetic

paper and plastics is a more

expensive proposition than

running traditional, wood-
fiber papers on press.

“End customers need a good
reason to use them? said John
Risdon, a senior account execu-
tive at Hop Industries.

Printed products such as
parking-pass hang tags are
one variable-data example
that is worth the extra cost of
plastic media with a high tem-
perature rating.

“You can print and die cut
it, and it wont droop, curl or
melt in a hot, 120-degree car
parked in Phoenix, Arizona,
Risdon said.

HOP Industries is a newer
name in the digital-print space.
HOP (the acronym stands for
“Have Our Plastics”) is plastic-
film distributor and converter
that services the flexographic,
offset and UV inkjet/industrial
latex wide-format production
arenas.

“The lure of digital [print] is
that there are no make-read-
jies,” Risdon said. “With 5 to 6



million impressions, these toner-based machines
really are ‘presses.”

The people investing in them are in it for the long
haul. That's why HOP considers digital print such a
viable, growth market for its products.

Six months ago, Konica Minolta approved
Hop-Syn XT 8- and 10-mil waterproof and duable
synthetic substrates for use on its AccurioPress
C14000 and C12000 high-speed, digital color
presses.

“Hop-Syn's XT substrate is the frst syn-
thetic paper to be approved for the AccurioPress
C14000 -- the result of rigorous testing in our
Japanese facilities,” said Dino Pagliarello, senior
VP of product management and planning for
Konica Minolta.

Hop-Syn XT is a proprietary synthetic “paper”
made from a mixture of calcium carbonate and
polypropylene resin. The grade is manufactured
with ultraviolet (UV) inhibitors and additional whit-
ening agents, which improve the sheet’s brightness
and opacity up to 94%. With a high dyne leel and
smooth matte finish, XT features the printing per-
formance expected from a fne offset paper but has
extra tear strength and weather-resistant proper-
ties that allow print promotions to meet the most
demanding environmental conditions.

“Our XT substrate also is water- and grease-
proof, with a tempenature rating from minus 60
degrees to 220 degrees [Fahrenheit], Risdon said.

During digital print production, temperatures
need to be controlled to prevent the substrate from
melting on fusing heads.

Used in offset, fexo and wide-format produc-
tion, the tree-free media is available in a variety of
roll widths, sheet sizes and gauges, with a thick-
ness range of 4 mil up to 10 mil, roll widths of 55”
and 61” and sheet sizes 25"x 38” and 26"x 40"; all
treated grades also can be custom-sheeted. The
synthetic material can be sewn and grommeted
for hanging signage and banners. The UVinhibitor
additives ensure no \ellowing or fading (one-year
guarantee for direct exposure to sunlight). Popular
applications include POP displays, signs and
banners, hang tags, shelf tallers, book covers and
outdoor product guides.

Menus on a RYOBI Press

HOP works with a dozen or so customers with
presses manufactured by RYOBI MHI Graphic
Technology (RMGT), Risdon said, who are getting
fantastic results.”

VISOgraphic, a commercial printer in Addison,
Ill., near Chicago, has been a repeat customer And
this past June, a print provider in Kentucky pro-
duced synthetic menus (see sidebar), for a Meican
restaurant in Indiana, on a RGMT/RYOBI purchased
through Graphco.

“We used 12-pt. Hop-Syn G2 synthetic media
for a 12-page, spiral bound menu order,’ said
Bruce Shulman, president of Paducah Printing. “It
was our first project using that product, and our
experience was great. Our press uses LED-UV
inks, and curing was excellent. We inline-coated
using an LED-UV high gloss. W also noticed the

ORDER BY 6 PM FOR
SAME DAY SHIPPING

For more information, visit Printingnews.com/10718883

15



DIGITAI. & IN KJ ET — Synthetic Substrates

static electricity that sometimes causes feeding
problems with other synthetics... were not a
problem with the G2’

Additionally, Hop-Syn offers the GO line of lig-
uid-toner-compatible substrates that is approved
and certified (by Rochester Institute of Technology)
for use on HP Indigo presses. Dunble and water-
proof, with robust ink€oating adhesion, this mate-
rial also runs well on Konica KM-1 and Komori
IS-29 UV presses, according to Risdon. Contact the
manufacturer for sheet size availability.)

Hop-Syn has conducted testing on KM-1/1S-29
UV inkjet digital presses.

“Our products work fine with a primer
coating. We are working with
our 10-mil GO
Indigo material with these two
presses. Initial results on non-

Find article at
PrintingNews.
com/21143768 primed Hop-Syn showed poor
adhesion on the black ink’
Risdon said, “but production on our primed material
is yielding acceptable black-ink adhesion’

As both presses are formatted for sheets sizes,
Hop-Syn will readily provide sheets to the full 23 x
29 size intended for the press, along with 20 x 28;
20x 26 0r19 x250r 17 x 22.

“It is our understanding that other synthetic

paper producers are only supporting this market
with B2-size sheets designed for HP Indigo
10,000/12,000 models! Risdon said. “If owners of
these or other presses wish to obtain sheets for
testing or evaluation, we're happy to assist them”

Solving the Water-Based Ink Challenge

Ed Pierce, FUJIFILM product marketing manager
in the US., agreed that synthetic substiates have a
growing presence on digital presses, especially on
his OEM’s production inkjet sheetfed models. In
addition to parking tags, Pierce said retail point-of-
purchase (POP) signage, identification cards and
garden plant spikes are added the possible appli-
cation mix. The growth of polypropylene and poly-
vinyl chloride (PVC) polymer use in commercial
and wide-format print settings is a primary reason
why FUJIFILM North America's Graphic Systems
Division has partnered with Permalite, the largest
U.S. inkjet coating manufacturer.

Announced in late May, the Permalite partner-
ship granted Fujifilm’s J Press 720S and 750S cus-
tomers access to a new collection of specialty
inkjet media, including synthetics such as PMC and
polypropylene -- two of the most commonly used
synthetic media, as well as fne-art canvases and

Continued on page 61

POST-COVID COATINGS & TREATMENTS

Hop-Syn XT is an ideal substate for businesses requiring waterproof materials that can be deaned
with disinfecting sprays or wipes, such as menus in restauants. In our COVID-19 world of the past eight
months, some printed products, such as menus, hae become more sanitary (or disposable) than ever
before. Most menus can be cleaned effectiely with mild detergent.

“Our product will take a heck of an intensie cleaning, said John Risdon, a senior account &ecu-
tive at Hop Industries. “Hop-Syn is designed for offset-UV produdbn. We ran [XT] samples on an EFI
VUTEk HS125 Pro UV fhtbed printer. | personally used 90% rubbing alcohol on them -- and there wa

no effect to the print’

Furthermore, Dawn Nye, solutions and services marketing manager at Konica Minolta Business
Solutions U.S.A., said that Clorox (bleach) brand disinfecting wipes did not affect the prints that she gener
ated. Nye believes the Hop-Syn substiate can stand up to intense cleaning for menus or interior sigage.

Many media vendors are rising to the microbe challenge, but it's a problematic marlet space for con-
verters such as Hop Industries. That said, Risdon is ivestigating an ultraviolet-cured, antimicrobial
coating from Associated Printing Productions, Inc. (APPi), a @mmercial printing, packaging and fulfil-
ment company in Miami Lakes, Fla. Developed in collaboration with Biomaster and Ctg2 Technologies,
the UV-cured surface coating can be applied directly to paper durirg the printing process.
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FINISHING & MAILING —usps

THE STATE
OF THE

USPS

It's been a rocky year for the U.S. Postal Service.

acts, fiction, d ama, political overtones,
Unites States Postal Service on the nightly
news, mail delays, PMG testifying to con
gress, sorting equipment being removed,
collection boxes “covertly” disappearing....

Whew, what a whirlwind of a ar.... and, we still
have several months to go before 2020 closes!

Never in my wildest dreams did | think that all of
this could happen in a few short months, but it has
in the middle of a global pandemic.

It is tough keeping up with all the different
“media” sources that are: speaking, reporting,
inquiring, speculating, inferring, espousing about
what is going on with the USPS.

There are several people in my network whom |
rely on for solid, truthful and acculate information
regarding industry legislation, political influence
support/movement and operational changes.
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First, let us start with the COVID-19 pandemic
and its impact on the USPS. | hae heard the stories
of the backed-up mail and packages, rotten perish
ables, etc...,, and | too am dismged.

What many may not realize is that with a worlke
force of 600,000 +/£ the USPS has been impacted
with absenteeism and the same workforce related
challenges as every other “business entity” because
of the pandemic. It is reported that on ary given
day, over the past six months, USPS opentions are
trying to process and deliver mail with 30 - 35% less
employees due to leave associated with COVID-

19. Whether the employee was/is sick themsel\es,
caring for a family member, being quarantined due to
exposure or has childcare issues because of dycares
being closed, they are unable to report to work.

What operation can fulfill its obligation six d ys
per week with one-third of their emploees away



from work?

Interesting statistics shared through an USPS
industry update: Volume of First-Class Mail letters
has not been impacted with the delys being seen by
First-Class Flats and all package services. Informed
Visibility statistics consistently show a one-two-day
delay in First-Class flat and package mail

We know the package wlume has increased dras-
tically for the USPS and other package carriers due
to the increase in online shopping resulting from

‘ ‘ The USPS also opentes

in an environment with many
imposed labor restrictions for

their labor pools. , ’

COVID-19. It makes sense that these mail types
would be most adwersely impacted, as they require
greater amounts of manual sortation and delivery
processes. In an environment where the workforce
is diminished, and the requirements have increased,
the resulting delays are inevitable.

The USPS also openmtes in an ernviron-
ment with many imposed labor restrictions
for their labor pools. Each group is repre
sented by separate union entities, with the
goal of protecting their members. This limits

the USPS operations managers in a time where their
workforce is depleted. They cannot assign a clerk to
go and deliver mail as would happen in other bust
nesses, as that is a letter carrier job, and this spials
exponentially as the numbers of worlers not report-
ing increases. It is mther amazing that the delays we
are seeing have not been greater given the complex-
ity of the issues these opentions face each day.

Overtime has been used to supplement the
delivery efforts when absenteeism is an issue so
that the USPS is able to meet its service obligations.
We have all heard the news stories regarding the
mandate from PMG DelJoy to eliminate all over-
time. This is an admirable goal for any operation
and something all businesses do regularly. Under
“normal” circumstances this would be an appropri-
ate mandate, but these are far from “normal” times,
and the universal service obligations of USPS are
far different.

Some recent misnomers circulating and perco-
lating within the industry and national news outlets
that merit clarification to dri e factually based
understanding include:

The President directs the USPS and
appoints the PMG.

This is false. The USPS Board of Geernors
(BOG) directs the USPS, not the President. It has
been widely speculated that there is some sort of
“political play” going on since the appointment of
PMG DelJoy, given his personal political affiliations.
There is a ‘due process” which is clearly defined and
was followed, in the selection of a PMG to serg
the USPS BOG. As a matter of ¢hecks and bal-
ances,’ the BOG presents their candidate to the US.
Senate for confirmation. In the case of PMG Dely,
this was all done appropriately and without issue.

The members of the USPS BOG are political
appointees. There is a maximum of nine gwer-
nors at any one time appointed by the President

Christine Erna is President of Strategic
Postal Advisors. She consults to improve
address quality while reducing return
mail expenses. She can be reached at:
cje@strategicpostaladvisors.com.
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FINISHING & MAILING —usps

and with the advice and consent of the Senate. It is

mandated that no more than
fi e governors can be affil -
ated with the same politi
cal party. Governors shall
represent the public inter-
est generally, and shall be
chosen solely on the basis
of their experience in the
field of public service, | w
or accounting or on their demonstmated ability in
managing organizations or corporations (in either
the public or private sector) of substantial size
(50,000+ employees).

The PMG is the Chief Executive Officer of th
USPS and serves at the direction and pleasure of the
Board of Governors. The BOG and the PMG select
the Deputy Postmaster General (DPMG) who serves
at the direction and pleasure of the PMG.

Removal of Blue USPS Collection Boxes

The USPS has been remorving, refurbishing, relo-
cating and installing newer, more secure collection
boxes for a long time flecades).

This story is weeks old, but someone phote
graphed a stockpile of old collection baes and
speculated what was going on without knowing
the facts. When posted to social media where it
is picked up by the various news outlets without
knowledge of the facts and the truths behind the
information, the conspiracy fires really begin to
burn out of control.

The facts: The USPS (and no one or other entity)
is not intentionally removing these boxes to delay
the mail to impact \bte by Mail regardless of what
uninformed people are saying or showing in an 6ut
of context” photograph.

The truth: Since its peak mail volume in 2006
(206 billion mail pieces), there has been a dastic
and steady decline in mail volume. Communication
more frequently occurs via online media today. In
many geographical areas this results in collection
boxes requiring services when there is not a single
piece of mail to retrieve. By monitoring volume
coming out of the boes, the USPS can intelligently
decide where they need to be relocatedfetired
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for optimal use by the USPS and its
patrons. Sadly, it is also true that
these boxes have been targeted for
mail theft and have become increas-
ingly less secure. That too is wly the
USPS has been reducing their presence across our
neighborhoods and municipalities.

Vote by Mail and Absentee Ballots

The mailing industry and USPS have been collab-
orating on election mail for years. This is evident by
the the information on the USPS website. The USPS
website offers a plethora of information on elec
tion mail.

Each state has mail-in woting, but some allow
voters to take part only in certain circumstances.
Here are a few of those circumstances:

® Some states require an excuse for voting by

mail. Due to the coronavirus, most states con-

sider this a valid excuse to wote by mail. Check
with your state and area officials to know how
this affects your voting options.

@ Because of the coronavirus, your state may

automatically send you an absentee ballot or
a form to fill out to request one. Check with
your state and area officials to know how this
is being handled in your area.

States are making it easier for citizens to ote
absentee by mail this year due to the coronavirus.
Every state’s election rules are different, and each
state has its own rules for mail-in absentee wting.
Many are still in the process of deciding how thg
will handle voting during the pandemic.

Sometimes circumstances make it hard or
impossible for you to vote on Election Day. But
your state may let you vote during a designated
early voting period. If this is an option yu want
to explore, research the option with your state or
local election officials

Please note: Your state’s rules and voting dates
may change in 2020 due to the coronairus pandemic.



@ You do not need an &cuse to wote early.

® In some states, you may cast an absentee
ballot in person before Election Day. To do
this, you must request an absentee ballot
from your state. Your state may require you to
submit a valid excuse as well.

From facilitating the nation’s largest one-day
food drive, working with customers to prevent
dog bites, educating customers on consumer pre
tection to delivering holiday cheer to those in
need, the Postal Service supports communities
nationwide.

Veterans: The Postal Service employs more than
97,000 military veterans and is one of the largest
employers of veterans in the country:.

All Heart: The Postal Service is at the core of the
$1.6 trillion U.S. mailing industry that employs more
than 7.3 million people.

Heroes: Postal employees regularly go beyond
the call of duty to protect the liws of customers
they serve, including older and disabled custom-
ers through the Carrier Alert Program. In fiscal ear
2019, the Postal Service recognized 232 heroic
employees.

Greener Than You Think: Free Priority Mail
packaging (boxes) meets a significant sustainable
forestry initiative and has allowed the USPS to
meet all Forest Stewardship Council certification
standards. This means the paper for those bxes
comes from well-managed forests. In addition, the
boxes include at least 30% recycled content.

Retail Giant: The Postal Service has the nations
largest domestic retail network — bigger than
McDonald'’s, Starbucks and Walmart combined.

Global Business: The Postal Service processes
and delivers 48% of the world’s mail and is con-
stantly innovating to make customer experiences
better.

Vehicles: The Postal Service has more than
228,000 vehicles, one of the largest civilian fleets in
the world. New next-generation vehicles will have
improved ergonomics, safety features, fuel ef -
ciency and design fl xibility.

Competition and Collaboration: The Postal
Service both competes and collaboates with
the private sector. UPS and FedEx pay the Postal

Service to deliver hundreds of millions of their
ground packages, and USPS pays UPS and FedEx for
air transportation.

Affordability: For 55 cents, anyone can send a
one-ounce letter, regardless of geographic location,
to anywhere in the United States.

Dependable: The Postal Service is the only orga-
nization in the country that has the resources,
network infrastructure and logistical capability to
regularly deliver to every residential and business
address in the nation.

Security: U.S. Mail is protected by more than
200 federal laws enforced by the Postal Inspection
Service, one of the natioris oldest law enforcement
agencies.

And most importantly...Zero tax dollars used.
The Postal Service receives NO tax dollars for oper-
ating expenses and relies on the sale of postage,
products and services to fund its
operations.

The USPS is a 200-year-old
quasi government SERVICE insti-

Read More...

Find article at
PrintingNews.
tution that has bound this country com/21143919
together through communica-
tion using mail across the country and the world.
The service has certainly changed from the first
steamship mail contract in 1815, to a century later
in 1918, when the first Airmail service began. Oer
a century later in 2020, the changes continue.
Not unlike everything else in our society, technol-
ogy and data are the driving force behind new and
innovative mail services. It is critical for all of us to
support a sustainable postal system. The USPS is at
the core of a $1.6 trillion US. mailing industry that
employs more than 7.3 million people. This industry
is critical to our economy and national prominence.

We have known for years that legislated change
is needed to sustain the USPS and to support the
mailing industry. The current spotlight is a waleup
call to our entire industry to reach out to legisla-
tors and educate them on wtly they need to support
legislative change. Fact-based information is \ery
important. The facts are just the facts and cannot
be argued (intelligently). If everyone commits to
deal only in fact, we all get closer to meaningful
change that benefits us all.®

21



EXECUTIVE Q&A — Canon Solutions America

EXECUTIVE Q&A:

Talking about this year's virtual thINK and Canon's plan for the future.
By Richard Romano & Adam Dewitz

22

e caught up with
Francis A. McMahon,
Executive Vice
President at Canon
Solutions America,

in the wake of the virtual thINK

that printers need tounderstand the custaner
experience that Amazon is creating and how
it's going toaffect us.
Think of book printing. | dort know
about you, but I'm reading a lot more now
And there are a lot

Ahead 2020 Conference to talk
about how Canon's customers are
faring in the crisis, how Canon itself
has responded, and how the crisis
has demonstrated the wisdom of the
Grateful Dead lyric, “Once in a while
you get shown the light/In the stang-
est of places If you look at it right”
WhatTheyThink: At the start of the
year, everybody was looking towad a
positive 2020, printing shipments wee

more books being
produced for home-
schooling. Book
printers are thriv-
ing today, and that’s
a trend that'’s going
to continue. It’s
on-demand, it's
shorter-run, and

it's done digitally.
The transactional

up—and then March happened. How hae
Canon’s customers been eacting to the crisis?
| talk to a minimum
of two customers a day, and probably a max
of five a day, and people are really looking at
printing differently. They want shorter runs—
and they don't just want print-on-demand,
they want super-fast print-on-demand. And
they’re not as quality-sensitive anymore.
It's changing the value of what print is to the
people that are buying it. For the marketer
and the adwertising agency, they're saying,
“Wow. If | can get a higher return, and | can
turn it around very fast, and | can do shorter
runs, that's a good thing!

WTT: That’s really the Amazon effedt
coming tothe printing industry. We want a
really fast, sreamlined order systemso we
can even make purchases from our phones.
This is the year where it's becoming clearer
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side is suffering

a bit. Projections

from Keypoint
Intelligence and IT. Strategies, based on
what we are seeing, are a little pessimis-
tic. We're not seeing declines of 20% and
30% page wlume, but just under 10%, and
a majority of that is transactional. People
aren'’t going to doctors as much. There areft
as many automobile accidents because
people aren't driving as much. So there
aren’t as many insurance claims and claim
printing is much lower. On the transactional
side, we also have to be thinking about paper
prices going up, what'’s happening with the
U.S. Postal Service and postal rates and the
impact that will have on our industry. If the
total cost continues to go up, more corpo-
rations are going to start demanding more
e-communications. We have to help people



understand the value of print communica-
tions in the mix.

| think we're in for some challenging times
in the next two years—not bad, just challeng-
ing. The market’s not going to be as big as it
was in 2017,'18 or 19, and | think it's going
to take until 2023 to get back to those leels.
We all needed to be wolen up; not just in our
industry, but humankind just needed to wale
up, and that’s not a political statement. W
live in a very prosperous country and pros-
perous world, for the most part, and wéve
just taken everything for granted. | think
people get complacent and they don't think as
strategically or as innovatively as they could
because they're comfortable. The only way to
force great change and create great oppor-
tunities is to be taken out of your element.
Unfortunately, it's happening in the form of
a worldwide disaster. But for the printing
industry, it's showing us that the old wags of
doing things need to evolve.

WTT: Canon has been \ery aggressive in
continuing to launch products this year. How
was that strategy developed and how is it
playing out?

The important thing is, therés the
virus and it’s a really bad situation and we
need to be sensitive. At the same time, we
have a responsibility to the industry to leep
it going. We made promises to a lot of cus-
tomers who made decisions months ago to
wait until these products came out, and some
of those businesses were counting on us to
get our new products to them so thg could
start pursuing new markets or replacing older
equipment. We felt a real need to sty on
track. We moved forward with the Prostream
1800 because we had made commitments to
customers that they would get one in a certain
period of time. Then there are upgades; there
are a lot of 1000s out there, and if custom-
ers want them to run faster—and the return
on investment is much faster when yu can
produce more—they needed upgrades. So
the driver behind the ProStream 1800 launch

was that our customers needed it, and we will
always do what is right for our customers.

WTT: You also launched the \arioPRINT iX.

We had a lot of customers that were
waiting to get the next generation so they
could have sheetfed inkjet with the same type
of running costs, but more féxibility on paper
and higher image quality. We felt a real need
to get that out. Going back to the changes in
the printing industry, this is going to be one of
the presses that helps our industry get to the
future successfully.

WTT: You have both continuous-feed and
sheetfed units. Where are people making the
bigger investment?

Continuous-feed is going to remain
an important product for years to come, but
many of us believe that sheetfed is the domi-
nant product: multiple substrates, being able
to print more jobs because you're not doing
roll changes, super-fast turnarounds. We
sold more of our sheetfed devices than we
ever had in January to June compared to ary
other year

WTT: Canon has been doing R&Din labels
and packaging and deeloping concepts under
the LabelStream brand. Is there any update on
Canon’s entry intothe packaging market?

Not at this point, but it's a growing
opportunity, no question. Our infastruc-
ture is set up to support the commercial,
transactional, book and direct mail spaces.
We're the market share leader in produc-
tion inkjet and wéve got a really proftable
business. | view labels and packaging as a dif-
ferent business, not necessarily outside of
production printing, but it's a whole other
piece that requires the right infrastructure
to support it and go to marlet. We've got
our eye on it and you'll hear soon about what
we're going to do.

WTT: | want tokind of shift gars to the
thINK Conference, which went virtual this
year. Talk about the reaction to the ewent,
what you're building with thINK beyond just a

Continued on page 60

Find article at
PrintingNews.
com/21143880
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SOFTWARE & WORKFLOW — Process Creation

PROCESS CREATORS V5.

Manage
your process
to better
manage your
business.

hen print busi-
nesses buy soft-
ware, you are
sold on the
return-on-
investment (ROI) of the software tool.
The sales process includes references
to other printers who have completely
revolutionized their business with the
purchase of this tool. The sales process
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informs you that you will be more ef -
cient, win more business and increase
your profits from purchasing this tool.
All of that is possible. It does happen.
It's never guaranteed, and the software
is not the most important component in
making all those good things happen. In
a world that is addicted to the idea that
technology can fix verything, it seems
like a controversial statement.



The most important component of
your business is having people who
are good at process creation. What do
I mean by process creation? We can
really simplify work down to just two
kinds: process creation and process
adherence/execution. Your business, as
it runs today, is a collection of processes
that are executed over and over every-
day by your employees. Many of these
are “informal processes” that exist only
in your employees’ heads and they are
executed based on memory So when
there is turnover or expansion, undocu-
mented processes get passed down er-
bally, if at all.

A business’s ability to execute is
really about the processes it uses to get
work done. What are your processes?
Do they work for you? Do they work
when your best CSR goes out on mater-
nity leave? Do they work when your top
press operator breaks their leg skate-
boarding? Processes that rely on your
best humans are people-centered pro-
cesses; every business has some of
them. Sales is a \ery people-centered
process but even there you can create
a methodology for guiding a prospect
through the sales process of becoming
a customer.

| want to talk about your employees
who can create, reinvent and reimag-
ine processes. These are the employ-
ees that are absolutely critical to
getting the ROI out of those software
purchases.

| like to joke about businesses who
have terrible customer service (which
is usually a process problem). My jole
usually goes something
like this: “Did they wake
up this morning and
decide they were going to
start renting cars, making
it up from scratch?” |

swear sometimes when | walk up to
rental car counters, it feels like they are
doing this thing that is their core busi-
ness for the first time. In other bus-
nesses, you walk in and you feel like
someone thought about every single
move every person is doing to get yur

Find article at
PrintingNews.
com/21143771

product or service into your hands as
quickly as possible. | think about the
In-N-Out Burger drive-thru (a fast food
restaurant on the West Coast)—you see
lines 20+ cars deep and you still get in
line because you know they are doing
everything possible to move that line as
fast as possible.

When do you pay attention to pro-
cesses? You might not be avare of this,
but you probably are talking about pro-
cesses daily. When things go wrong in
your business, you might call a meeting
(back when we could meet in person).
Now you call a virtual meeting. These
meetings typically jump right to solu-
tions. How do we sol this chal-
lenge? Or, what do we do to preent
this human mistake from happening
again? If ther€'s a process creator in the
room (they are both born and mads,
they are focused on understanding the
process as it is supposed to work now
They stay in the challenge. Nobody in
the room knows enough to sole the
problem yet because a process break-
down usually involves multiple layers
of issues. It is almost never the obvious
first guess. If there are no process cr -
ators in the room, patches get added
to an already broken process. This con-
tinues for years; patches upon patches
upon patches of “solutions” that wererit

Jennifer Matt writes, speaks, and consults
with printers worldwide who realize their
ability to leverage software is critical to
their success in the Information Age.

25



SOFTWARE & WORKFLOW — Process Creation

You
don't staff your
business for
your employees
to have a lot
of free time.
Process
definition is 't
required
everyday and
it should not
be done by
everyone. In
fact, asking
non-process
creators to
create processes
is a recipe for
disaster.

properly thought through or that cause
additional issues up or downstream.

Process is boring to a lot of people.
In fact, many people are repulsed by
it. | tried to get a leadership group at a
printer to walk through the path a job
takes in their shop from estimate to ship
ment. Key leaders could not stay for the
whole meeting. It was too uncomfort
able. This is the primary process in their
business; as the number of Pst-It Notes
increased on the table and the number of
discrepancies between team members
mounted, the room had a noticeable
tension. The core process of the business
was unclear, inefficient and error-prone
It's a process-mapping exercise, not a
place to blame anyone. How do yu fi
something you haven't yet defined

Most businesses dont give people
the time and space to define their pr -
cesses. You don't staff your business
for your employees to have a lot of free
time. Process definition is 't required
everyday and it should not be done ly
everyone. In fact, asking non-process
creators to create processes is a recipe
for disaster. You have to understand
who is a process creator and who is a
process executor. Don't mix the two.
Some people can think about the flow of
the business, others are far more com-
fortable “in the flow of the business’

Here's a very brief description of
how | think about processes. First of
all, you have to believe and under-
stand that your whole business is a set
of processes. For example, we recently
decided to offer professional services
on a software subscription product. Our
steps in defining the process loo ed
something like this:

1. Write a rough draft of the
end-to-end process, led by a
process creator who is getting
input from all the process
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executors - the people who will
be doing the tasks.

2. lterate on this draft for at least
a few days. Ideas get better
when they are allowed to bale.

3. Because this process is going
to be run over and over, we put
the process into a tool called
Process.st, which allows you to
create a process template and
run checklists each time the
process is run.

4. We ran the first checklist
against the first project

5. We had a bunch of things

we forgot or didrt optimize,

which we noted during the first

process.

We iterated the process.

We ran it again.

We iterated again.

We then handed it off the &ec-

utors - not the process creators.

10. They ran it once and had addi-
tional questions.

11. We iterated.

12. Now weéve run it like 30+ times
and have only made one or two
additional changes.

13. This process is boring. It just
happens and everyone knows

¥ ® N

how to do it and who should be
doing what.

That seem:s like a lot of work, but
now this process runs daily and I'm not
involved. It's boring. It just happens
without mistakes or human errors.
Once in a while an eception will be
thrown and wéll reconvene and look
at what we need to do to change the
process. In the middle of all this we
added another resource. There was
no training. We simply asked them to
follow the documented process; she
had a co-pilot for their first project and
then was on her own after thate



For more information, visit PrintingNews.com/10004777



DIGITAI. & INKJ ET — Digital Trade Printer

THE DIGITAL

A new approach to an old idea

By Frank Romano

ack in the day, trade

printers would

gang printed jobs

in full color from

a number of small
commercial printers onto one

large sheet. This cut cost and
allowed small printers to offer
color-printed jobs to their cus-
tomers. In many cases, these
trade printers were also called
gang printers. They advertised
extensively in industry trade
publications.

This was
in the day
when most
small print-
ers had black
and white
offset duplica-
tors and 4-up
or large color

| presses were
GregWallace, ~ beyond their
Harvard Pinnacle reach. Full-
Group Owner .
color print-

ing required color separations,
exacting pre-press and highly
skilled staff. Small and quick
printers had high school kids.
Color printing on an offset
duplicator often consisted of a
Townsend T-Head which could
print a spot color. It was not
until the advent of the digital
color printer in 1993 that color
printing was generally avail-
able. It then took a while for the
equipment to become afford-
able to the small and medium
printing company. Today, almost
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every printer offers full-color
production printing routinely.
And offset duplicators are now
in museums.

Enter HPG. Harvard Pinnacle
Group in Waltham, Mass. is a
digital trade printer. They began
in Harvard, Mass. on Pinnacle
Road and hence the name.
Owner Greg Wallace started
the company as a Macintosh
training center, and his need
for training materials moved
him into printing. The compary
was born digital and has stayed
digital.

The HPG equipment com-
plement consists of six digital
printers and 14 finishing
systems. Those digital print-
ers include Oki, Konica Minolta
and Xerox Iridesse. There are
no direct or end user customers.
HPG only prints for the tade
and sells to the trade. Its cus-
tomers are other printers.

Why is there still a need for
the trade printer? Certainly, every
small or quick printer already has
a digital printing device or two
or more. Perhaps one is black
and white and the other is full
color. But there is a bewilder-
ing variety of systems out there,
with extended gamut capability,
special spot colors, a variety of



finishing options and much more.
Let us not forget that there are
still trade printers with 6-color or
more offset presses.

Way back when, | did a con-
sulting gig for a New England
business forms company. We
ganged a gazillion business cards
on the fim output from an CRT
phototypesetter so as to burn
one plate. Some of the early
online printing services began
as gang printers by organizing
multiple jobs on one large sheet.
Today, short runs are the norm,
and digital printing is the right
technology at the right time.

The trade printer is an exten-
sion of another printer’s busi-
ness. Trade printers stay on
top of the technology and thus
allow the small printer (or any
size printer) to offer new ser-
vices without committing to
new equipment.

| once read “Pierre DuPont
and the Making of the Modern
Corporation” and learned that
a company can apply a buy
rather than make approach. This
negates large investments in
capability until the amount of
outside purchases reaches criti-
cal mass. Then the compary can
make the investment in equip-
ment or infrastructure. Trade
printers let you build a business
and then invest in new capacity
when the revenue justifies it.

The HPG finishing equip-
ment is even more interesting.
HPG acts as a dealer for Duplo
and Challenge which makes the
Waltham facility both a produc-
tion hub and a demonstation
center. HPG's business today is

about half and half digital trade
printing and finishing equip-
ment sales.

“Many dealers do not have
the equipment they sell in their
demo rooms, so they are selling
by using the data and spec
sheets,” Wallace said. “HPG uses
the equipment it sells in our
Digital Print Production Center
for actual production jobs that
we get from printers, brokers
and trade companies.’

Dealers usually use their
equipment vendors to demo
equipment or have ‘canned”
demonstrations. HPG welcomes
having potential clients use
actual production jobs to test
finishing equipment. And the
HPG Digital Print Production
Center also acts as a production
backup for their customers. They
know what works, what doesrit
work and how to male it work.

Equipment never breaks
until you use it. Sometimes HPG
customers are in the middle of
a production job that they can't
finish until their equipment is
fixed. HPG has a ‘We've Got
Your Back” service program
where they invite clients to
come into the Digital Print
Production Center to use the
HPG facility or send their job
and HPG will finish it for them.

The variety of HPG work is
staggering. Displays through-
out the building show printing

on almost every substrate, with
special effects that draw atten-
tion. From small brochures to
giant signs, HPG stays on top of
the technology to meet its cus-
tomers'—and by extension their
customers'—needs.

“It's the value-add that
matters,”

Wallace said.

HPG can Find article at
add foiling, PrintingNews.
gold/silver com/21143769

imprinting and
other special effects. And these
features get attention.

More importantly, workflow
matters. HPG operates with a
small contingent of staff and
this is possible because of work-
flow approaches that facilitate a
high level of automation.

As both a service and a sup-
plier, it seems better able to
weather the vagaries of the
pandemic. Selecting fnishing
equipment as a dealer focus also
made sense. We do not really
sell printing. We sell paper in
the form of flyers, brochures,
booklets, books, etc. and these
products are used by marketers
to inform and persuade some
audience.

As communication and mar-
keting evolve, the printing
service will evolve. There will be
a need for new thinking as we
move into the future. HPG Print
is one example of that future.®

Frank Romano’s career has spanned over 50 years in the
printing and publishing industries. He is the author of 40
books, the Editor of the International Paper Pocket Pal, a
contributor to major encyclopedias and dictionaries, and
the author of numerous articles.
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— Ongoing Improvement

DEVELOP N

Continuous evaluation is the key to success.

one are the days of standing up a
grand organizational design that
functions for years. Enter the forever
“beta phase” of ongoing
enhancement and

improvement. The current pan-

demic has amplified the con-

trast in reaction time, or

agility versus the status

quo, more than any time

in recent history. Now

is the time to take

action by embedding

agility into your orga-

nizational design.

Agility is not an

elusive concept, neither

is it a disruptive, one-

time effort. Rather, itis a

quantifiable system of con-

tinuous evaluation of your

fundamental business practices.

The stepping-off point is an assess-

ment of the core pactices from which your

business culture emanates. That is, the standards and

structure under which your people operate utilizing

formal and informal processes powered by rapidly

changing technology tools (traditionally referred to

as people, process, technology and structurg. This
assessment process will reveal key competencies
to replicate and inefficiencies to improve. Properly
nurtured by leadership, this process
becomes a transformative circu-
lar progression that, leaving
no sacred cow untipped,
improves the organi-
zation’s agility and
effectiveness with
each new cycle.

Refine your
vision
and your team.
People are your
most valuable and,
conversely, your
most unpredictable
resource. It is a result
of humanness that you
must install processes,
technology and structure to
ensure the correct actions are taken
and completed accurately and on time.
Most people want to do a good job for the
company and customers and are often held back ly
the burden of status quo, a structure that is lethargic

Preston Herrin is a strategy, growth, and performance consultant. He has served in c-level and senior
leadership roles at fast-growth companies like 4over LLC, Café Press, and Drummond. In his 30-year
career Preston’s roles span strategy, business development and executive management providing
e-commerce, software, logistics and service solutions for all vertical markets such as Manufacturing,

Finance, Healthcare, Nonprofits and more.
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and systems that are antiquated and time consuming.

Begin the transformation process by refining
your company’s vision, mission and values to ensure
they are compelling and aligned. The purpose is to
set a standard and establish a culture that will gen-
erate a professional, productive and even emotional
connection with your people. Then design an inter-
nal culture campaign that recognizes, encourages
and rewards the embodiment of that culture. This
will begin to wire your organization to respond to
circumstances, and the inevitability of change, with
an agile mindset.

Of equal importance to newly defned standards
are the people in your company you engage to
deliver on the spirit of the culture.

Leadership must cast a vision that will inspire the
curiosity and performance of the team. Then do the
hard work of objectively evaluating your team and
their roles. It is common to rush this process and
hire based on one-dimensional criteria. Hard skills
alone are no longer the only measure. Soft skills lile
adaptability, communication, emotional intelligence
and integrity are of paramount importance.

Build a thoughtful top-grading process within
your organization and use it continuously New
people instill new ideas, which coupled with a
new organizational design, will proliferate change
throughout your business practices creating contin-
uous improvement. Once initiated, the frst circular
progression of creating agility begins to take hold.

Rethink processes and technologies.
Seth Godin, author, entrepreneur and genius
marketer, said, ‘Organizations that destroy the
status quo win. Whatever the status quo is, chang-
ing it gives you the opportunity to be remarkable’
This thought gets to the heart of agile organiza-
tional design: your processes and enabling technol-
ogies must empower a nimble response to changing
conditions in the marketplace. To accomplish this,
create a recurring plan to engage your team and
your strategic customers and partners to review
your processes, workflows, automations and touch-
points. Empower your internal and external con-
stituents to freely test your plan. You will get an
objective, and possibly sobering, view of pur actual

business operating reality.

Equipped with a steady infux of Find article at
feedback, take on the challenge to PrintingNews.
com/21143596

rethink, redesign, replace and auto-
mate operational processes on a
continuous basis. Chances are you can list a dozen
process and technology obstructions burdening your
business delivery system. Your team and your cus-
tomers can likely name twice that amount. Dedicate
finances and human resources to the prioritization
and delivery of progressive improvements. A key
tactic is to leverage the surplus of simple, affordable
SaaS solutions that can automate daily routines and
create real-time visibility to information that used to
take hours (or days) to compile.

As part of your culture campaign, close the loop
by consistently communicating status updates to

Continued on page 63

For more information, visit Printingnews.com/12333994
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Crawford
Technologies
Announces Launch
of CCM Gateway
for Nuxeo

Crawford Technologies, pro-
vider of innovative document
solutions that streamline, improve
and manage customer communi-
cations, and Nuxeo, the developer
of a leading content services plat-
form (CSP), have joined forces to
develop a new integrtion that
will allow organizations to move
their high-volume documents and
customer service data, regardless
of format, into the Nuyeo ecosys-
tem. CCM Gateway for Nuxeo is
the only solution on the marlet
today that integrates Crawford
Technologies’ transformation,
indexing and document classifr
cation techniques with Nuxeo's
robust cloud-native platform.
The solution makes it possible for
enterprises to move from prob-
lematic legacy storage systems to
a modern, cloud-based, natively
web-enabled solution to accel-
erate digital transformation
initiatives.
www.printingnews.com/21143792

BOBST Brings Gravure Printing for Flexible
Packaging into the Digital World with oneECG
Extended Color Gamut Gravure Technology

Gravure is a printing process that has been
spoken of relatively little of late, compared
with other printing methods that have under-
gone a \ery fast transformation. However, the demands of the fast-ma-
ing consumers good industry have been pressing on gavure printing just as
much: increasingly short run production and time-to-market, packaging cus-
tomization, ready to recycle packaging substrates and the need for global
brand color consistency.

Global color consistency is a conformity that band owners aim to achieve
on a global scale because when it comes to their faorite brands, consum-
ers tend to perceive the lack of color consistency as a product quality issue.
Therefore, printers and packaging converters must be equipped to deliver on
this request and the adoption of the Extended Color Gamut (ECG) technol-
ogy is one of the essential conditions.
www.printingnews.com/21143800

Core Publishing Solutions Expands into Four-
Color Digital Inkjet Production

Core Publishing Solutions announced the
installation of new web press printing tech-
nology to provide its customers with high
quality inkjet color printing at an affordable
cost in multiple trim sizes.

Now Core Publishing Solutions’ customers can beneft from one of the
printing industry’s most productive inkjet color duplex presses, the HP T490
Pagewide Web Press, which attaches in-line to a Muller Martini SigmalLine
Il and has imposition and job optimization by Connex workflow software.
This new press will join two already installed HP T360 inkjet presses at Core
Publishing Solutions’ facility in Eagan, Minnesota. Core Publishing Solutions
is one of the top 10 book manufacturers in North America .
www.printingnews.com/21143799

HP Launches The World’s Easiest Plotters for Architect, Engineer,
Construction and Home Offices

The new HP DesignJet series comprises intelligent, fexible, compact and stylish printers,
that are unique to other types of plotters on the marlkt today. With HP Click software, one-
click printing - even for documents of different sizes - is made easyCombined with the auto-
matic A3/B tray, it enables to print multi-size projects automatically - A3/B and A1/D or AO/E -
without manually switching the media source. The new HP DesignJet series also enables seam-
less printing and management from ary connected device, wherever you are, thanks to the HP Smart App.
HP Inc. has announced the release of a new HP DesignJet portfolio aned to simplify the printing needs of con-
struction ecosystem professionals (architects, engineers, constructors and subcontractors), while delivering high-

quality and fast print-outs at a low cost.

www.printingnews.com/21143805
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Quantum Design and Hunkeler AG
Agreement Offers Game Changing Solution
to Non-Stop Production in Digital Printing

Quantum Design has
announced an agree-
ment with Hunkeler AG.

This agreement will make
Quantum Design the exclusive supplier of automatic splicing and
rewinding equipment for Hunkeler AG.

The partnership is a result of mary months of hard work collaboat-
ing on a custom automatic splicing machine, the Hunkler RS8 model,
and an automatic turret rewinder, the Hunkeler TR8 model.

The technology that is central to this collaboration is a game changer
for digital printing as Hunkeler will be offering the first inline finishin
system with nonstop end to end processing in the industry

The RS8 is a shaftless automatic butt splicer with two shaftless roll
positions that feed a continuous supply of material into the press while the
integrated storage festoon eliminates the need to stop for changing rolls.

The TR8 automatic turret rewinder is designed with two shafted
roll positions to continuously rewind rolls directly from the press elimi-
nating the need to stop the press to remee rolls and offering greater
throughput.

Both machines feature touch screen PIC Controls and the quality
construction for which KTl equipment is often recognized and that
aligns equally with Hunkeler’s own equipment durability.
www.printingnews.com/21143845

Infigo Software Further Strengthens their
Offering Through printlQ Partnership

Infigo Software is proud to announce its further enhancements t the
partnership with leading MWS provider printlQ - offering greater fl xibil-
ity, efficiency and cost savings to its Web-

To-Print customers.

With pressure on print facilities to
create diversified r venue streams and
improve productivity, Infigo is co -
mitted to building partnerships that enables clients to fully digitalize and
futureproof their operations.

Through the dedicated integration with printlQ, Infig ’s users will
benefit from a seamless, end-to-end estimating, ordering, and poduction
workflow system

The cloud-based management workflow system gi es print manag-
ers complete overview of the workflo , so they can maintain continuity
between stock suppliers, internal shop floo, right through to outsorcing.

Users can log in to the cloud-based system agwhere in the world, track
jobs online and manage entire projects remotely - from estimating all the
way through to invoicing. This enables printers to massively improve oper-
ation efficiency - from increasing quote response ate to reducing produc-
tion errors.
www.printingnews.com/21143930

Barthel Gruppe
Strengthens
Environmental Offering
with Worlds First
Ecoleaf Metallization
Unit on a Digital Hybrid
Press

ACTEGA Metal Print GmbH
announced that the specialist high-
quality labels printer, Barthel Gruppe
- one of the largest labels printers
in Germany and the Netherlands
- has joined its beta progam with
the world’s first installation of an
ACTEGA Ecoleaf Metallization unit
on a digital and fl xo
hybrid press.

Recently
installed on a Mark
Andy Digital Series
HD press, at its
eprint facility in
Binde, Germany,
the Ecoleaf unit enables the
company to offer an alternative to
traditional cold foil, while providing
its cosmetics-based customers with
high quality, cost effective but sus-
tainable short to medium-run met-
allized silver labels. Additionally, by
using the Mark Andy press to orer-
print the Ecoleaf trigger image,
the Barthel Gruppe can now offer
new forms of profitable decoative
effects including a minbow of metal-
lic colors.

Barthel Gruppe - with head-
quarter in Essen, NRW - specializes
in providing labels for some of the
world’s leading brands in markets
including chemicals and auto, food,
pharmaceuticals, wine and spirits.
In January 2020, Barthel Gruppe
acquired the cosmetics special-
ist eprint to expand and complete
its portfolio. The company now has
printing and storage facilities across
Central Europe, enabling it to suc-
cessfully serve its worldwide cus-
tomer portfolio.
www.printingnews.com/21143850
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WATCH I.IST — Videos Trending On Printingnews.com

More Innovation from Tom O’Brien: Flexible
Packaging On Demand

Pete Santora Shares Insight into the Future of
Apparel Automation

Tom O'Brien, founder of AccuLink, now has a new busi- Pete Santora examines how automation can help
ness added to the mix called AccuFle Packaging. reshore manufacturing and strengthen supply chains.
Find video here: www.printingnews.com/21143161 Find video here: www.printingnews.com/21143282

Target Report Interview—Buyers are On The Move
and On Track

Michael McDonald Shares Insights on Sewn Products
Michael McDonald, President of Sewn Products

Rod Bristol talks with Mark Hahn of Gaphic Arts Equipment and Suppliers of the Americas (SPESA),
Advisors about how M&A activity is different. provides information on the organization.

Find video here: www.printingnews.com/21143318 Find video here: www.printingnews.com/21143370

Frank’s Flashback: 1995
2020 marks the 25th anniwersary of what was a

thINK Conference Goes Virtual

Canon Solutions America EVP Francis McMahon and
watershed year for the printing industry. 1995 was the and thINK Executive Director Eric Hawkinson, preview
year that the industry was at its peak. . the sixth annual thINK Ahead conference.

Find video here: www.printingnews.com/21143410 Find video here: www.printingnews.com/21143501

thINK Board Members on This Year’s Event

David Zwang talks to thINK Board members dd Roth
and Pete Studer about how the Board made the deci- shown finishing a 9 x 12" poclet folder. The folder was
sion to hold thINK as a virtual event. die cut on an Insignia die cutting system.

Find video here: www.printingnews.com/21143545 Find video here: www.printingnews.com/21143597

Advantage CS-25 running pocket folders 7,000/hour
ALL NEW Rollem Advantage line of cowverting system,
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Industry Veteran Aviv Ratzman Founds Compack, a
New Web-to-Pack Portal

Aviv Ratzman, who spent time at HP Indigo and co-
founded Highcon, starts a new enture today.

Find video here: www.printingnews.com/21143710

Sewing Automation:

Where Are We Now and Where Are We Going?
Frank Henderson of the Henderson Sewing Compaly is
the third generation running this family business.

Find video here: www.printingnews.com/21143812

Attracting New Talent: A 2020 Imperative

Jeff White, Director of Development for the Print &
Graphics Scholarship Foundation (PGSF), provides an
update on the status and activities of the organization.
Find video here: www.printingnews.com/21143990

Beyond Print: Technologies for Augmenting
Print Reality

Industry professionals and business owners and managers

registered for WhatTheyThink LunchNLearn Webinar.
Find video here: www.printingnews.com/21143587
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Warren Werbitt Goes Printer to Printer with Jubels’
Jeroen van Druenen
Warren Werbitt talks to Jeroen van Druenen, CEO of

80-year-old Jubels in Amsterdam.
Find video here: www.printingnews.com/21143752

Al/DC: | made a bot write an AC/DC song

Using lyrics.rip to scrape the Genius lyrics Database,

I made a Markov Chain write AC/DC lyrics. This is the
end result- “Great Balls”.

Find video here: www.printingnews.com/21143858

Mohawk Paper’s Chris Harrold Explains the Renewal
Line of Papers

Mohawk Paper has introduced its Renewal line of papers.
It is using hemp and staw fibers in two paper lines.
Find video here: www.printingnews.com/21143916

Canon Responds to the Pandemic E El
Canon Solutions America EVP Francis McMahon and ;

and thINK Executive Director Eric Hawkinson talk :

about how the compary responded to the pandemic. E L
Find video here: www.printingnews.com/21143589
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OoF DEGREES

By Richard Romano

new signage category com), a 20-year-old consultancy and
that has emerged since professional IT services and software
the onset of the COVID- provider. Altoros has launched Mass
19 pandemic is “temper- Fever Screener, a combination of arti-
ature-taking signage.” ficial intelligence (Al) cameras and
Back in our August issue, | wrote Altoros-developed software designed
about TempDefend, a “Protection as a to facilitate prevention of the COVID-
Service (PaaS)” system from 22Miles. 19. The thermal camera scans people
Another player that has appeared in entering a building or other loca-
this space is Altoros (Wwww.altoros. tion (up to 30 people can be screened
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simultaneously), determines their
temperature (with an accuracy of
+0.3°C/+0.6°F), and, if they are above
an acceptable level, the system will
alert security or whoever has been des-
ignated the responsible party, who then
implements whatever policies specify
what is to be done with an emplgee,
customer or visitor who has been found
to have an elevated temperature.

According to Andrei Yurkevich, CTO
for Altoros, one of the gaps in the markt
for temperature-screening systems that
Altoros saw was that there was no system
that could orchestrate several cameras or
be installed in multiple entrances.

Another gap in the market is data
collection, which Mass Fever Screener
integrates.

“Where we've seen a need is in
developing a system where it will
be possible to collect historical data
about people who enter the building,
Yurkevich said. “Most likely there will
be some compliance requirements for
organizations to track their employees
or their visitors."

And it may be necessary to track sta-
tistics over time.

“There was no tool to collect the sta-
tistics in an automated way,” Yurkevich

said, “and to see how the numbers
changed over time. How mary people
with elevated temperatures did you have
last month, last week, now? The core of
the system is reporting the details about
how safe the ervironment is.”

Altoros started with the thermal
cameras and the software, but as the
saw additional needs arise, they started
adding additional modules, including
one that provides UV-based disinfect-
ing. Another module helps enforce mask
compliance. That is, the Al-based camen
can determine if people who enter the
location are wearing a mask or not, and,
if not, trigger whatever action has been
programmed (alert security, etc.). The
system can also determine if the mask is
being worn correctly (i.e., above the nos-
trils). What about a mask that is itself a
face? For example, WhatTheyThink con-
tributor Mary Schilling printed masks
with the faces of WTT's Adam Dewitz
and Eric Vessels on them. Could the
system tell the difference between a real
face and a printed face?

“That’s interesting,” Yurkevich said.
“That’s actually a question of trin-
ing the model with deep learning. If we
could train the model that there was a
mask and it's not a face it’s a mask, then

Most likely over
time, the system will
be able to tell the
difference between a
real face mask and a
printed face mask.
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Read More...
Find article at
PrintingNews.
com/21143893
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most likely over time, the system will be
able to discern that it's a mask’

That's one example, but you get the
idea of how Al and machine learning
can be used to tmin the system to track
what it is you're trying to track without
flagging a lot of false negati es.

Most of the systems that Altoros sells
are customized solutions for individual
customers, but to the extent that there
is a “box,” what customers get but of
the box” is the camera, a network video
receiver (NVR), and router that connects
to cloud storage via a VPN, as all videos
are stored in the cloud, although in some
special cases video can be stored locally
For privacy and security reasons, cus
tomers need to obtain their own cloud
storage accounts. The system can be
monitored via a browser on ary desktop
or laptop computer.

The Altoros system can also be
installed on entrance kiosks, so that
those entering the building can see in
real time their thermal status.

“You will have either a green light or
ared light where you will need to have a
secondary inspection,’ Yurkevich said.

The system can be integiated with
other entrance systems, dynamic digital
signage or even other personnel man-
agement systems. It can also use face
recognition to match employees enter-
ing the building to images stored in an
HR system, but that may require those
employees to sign their consent that
the facial recognition is being used at
the entrance.

The customer base for Mass Fever
Screener has come from the hospital-
ity industry, especially
cruise lines, as well as
schools and manu-
facturing facilities.

Thus far in the
pandemic, we have

(quite rightly) focused on health and
safety, but as more businesses reopen,
legal issues, especially surrounding
compliance and liability, will likely play
a greater role, and systems like Mass
Fever Screener can help with compli-
ance and liability concerns—and even
give businesses a competitive edge.

Depending on the state, or e/en
country, mask mandates vary in
strictness (or even basic existence),
but the Altoros system can help
demonstrate mask compliance. And
then there is liability.

“The system helps decrease the legal
liabilities, to ensure that the business
is applying the best effort to protect
people who enter and stay on the prem-
ises,” Yurkevich said.

It has yet to be seen how insur-
ance companies are going to change
their policies in the wake of the pan-
demic (but one can tale a guess), but
Yurkevich feels that installing such a
system may help decrease a business’
insurance premiums—or at least miti-
gate any significant increase.

And then there is just instilling
comfort and security in potential cus-
tomers, especially in the hospitality
industry, if they can demonstrate, said
Yurkevich, “the likelihood of having an
outbreak at this hotel is decreased’
That can also give these kinds of loca-
tions an edge over the competition.

These concerns are now what busi-
nesses are going to have to contend
with in “the new normal’ And systems
like Altoros’ Mass Fever Screener can
help address these concerns.®

Richard Romano has been writing about the
graphic communications industry for 20 years.
He is an industry analyst and author or co-
author of more than half a dozen books.
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WIDE'FORMAT & SIGNAGE — Vehicle Wraps

MOVING
MESSAGES

Vehicle graphics are an effective
advertising platform.

By Richard Romano

s we emerge post-COVID, this is

a good time for print businesses

to take stock of their product and

service offerings and look for new

market opportunities. In a previous
issue, Pete Basiliere enumerated the opportuni-
ties in direct-to-shape printing (“Beyond the Hype)
WhatTheyThink, August 2020, page 46). This
month, let’s take a look at \ehicle graphics.

A lot of shops have been doing \ehicle graphics
for many years, and it's certainly a more mainstream
application than direct-to-shape or some other new
areas like printed electronics. And as with virtually
everything else in existence, the COVID pandemic
has the potential to alter the marlet.

We've written often about new developments
in vehicle graphics, but if they're not something
you've paid a lot of attention to, thg've come a long
way from those stick-on letters or magnetic signs
you slapped on the side of a pick-up truck—or gen
those 1970s custom-painted van muals.

Consumer vs. Commercial
First, let’s back the car up a second. There are

(Above) Simple vehicle graphics
output from an inexpensive Cricut
printer. (Left) Vehicle graphics can
be an important part of a company’s
branding—and even serve as an
advertising vehicle (so to speak).

two basic markets for vehicle graphics—consumer
and commercial. As the word suggests, ¢onsumer”
graphics are purchased by individual car owners for
their private vehicles, while ‘commercial” vehicle
graphics are applied to compary vehicles.

On the consumer side, yu occasionally see some
striking vehicle graphics cruising the streets, but the
biggest application for consumer \ehicle graphics is
simple color changes. Once upon a time, if gu wanted
to change the color of wur car, or if the auto dealer
ship didn't have the color you wanted, it would have to
be repainted. Today, car color changes are done with
wraps, which has the added benefit of making furthe
color changes relatively easy and inexpensive, should
a car owner tire of their car’s hue. Car owners also
oftenrequest other decorative effects such as smoked
taillights, tinted headlights and blacking out chrome.
There are also transparent plastic films such as Clea
Bra that are applied to protect a car’s paint job from
road debris and other damage.

True consumer vehicle graphics tend to be more
the purview of wealthier car owners, who want to
spiff up their Lamborghinis or Ferraris (it's also a
very California thing), but for most \ehicle wrap
pros, the real action is in commercial waps, espe-
cially fleets. Commercial ehicle graphics also can
mean a lot of repeat business, as banding changes
regularly requiring an entire fleet to be redone.
Vehicle graphics shops that have big corporate fleet
clients find this a big profit cent .

Fleet Feat

Commercial vehicle graphics can take a bewil
dering variety of forms, and, yes, those old adhesiwe
letters and magnetic panels still exist. Homemade
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vehicle graphics can be produced on a simple and inex-
pensive Cricut printer and applied to a window For a
small local business, that may be perfectly sufficient

If you have a higher-end printer/cutter from the
likes of Roland, Mimaki, Mutoh andér others, you
can take this basic idea to the net level, and even
combine window lettering with full body waps.

For businesses, it turns out that \ehicle graphics
have been found to be a highly effectie advertising
medium. Bellevue, Wash's Riveting Wraps (www.
rivetingwraps.com) cites data from the Out of
Home Advertising Association (OAAA) and 3M that
finds that Vehicle wraps have the lowest cost per
thousand impressions and highest impressions per

dollar compared to other advertising channels.”’

And a study conducted by the American
Trucking Associations (ATA) found that ‘a vehicle
wrap on a typical trailer makes 10 million impres-
sions every year. That number increases to 14
million for trailers with reflecti e graphicsandto 16
million for local delivery vans.”

Trailers are an obvious place to put vehicle or fleet graphics.

Trailers and professional services trucks are
ideal locations for vehicle graphics. Think of it this
way: you just moved into a new neighborhood, yu
need yard work, lawn care or tree servicing, and
you see a relevant vehicle parked outside a neigh-
bor’s house. You snap a picture of the contact info
on the graphic and look them up online or contact
them later. Repeat for any other relevant business
whose vehicles you come across.

Design for Driving

As a provider of vehicle graphics printing and
installation, being heavily involved in design can
also be a valuable service for a customer especially

Read More...
Find article at
PrintingNews.
com/21143952

if you can help avoid some
common vehicle graphics pit-
falls and adopt best practices.

@® Avoid busy or cluttered
designs. Unless the wrapped vehicle is parked,
it is going to be seen in motion, either tooling
down the highway at 70+ mph or in city taffic
where the average driver has other things
they should be paying attention to. Wrap
design should be clean and clear and answer
three basic questions about the adwertised
business: Who are they? What do they do?
How do you contact them? It should answer
these questions in less than 10 seconds.

@ Add lines like “We deliver!” if indeed the cus-
tomer’s business does.

@® Add URLs or, even better, QR codes, and
ideally both for people who dort know what
QR codes are. True, drivers shouldn’t be scan-
ning QR codes while driving, but if pu're
stopped at a light or in a car park, it's a great
way to get a customer to check out the vehicle
owner’s website.

@ Keep branding—color, logo, overall look
and feel—consistent with other market-
ing and advertising materials. Big brands will
demand this, smaller businesses may be less
attuned to it, but it can pa to be proactive
in helping companies with their own band
management.

@ If appropriate, go for “kid appeal’ One
wrapper | interviewed some years ago told
me that if a \ehicle graphic can catch the ge
of a child, they are likely to point it out to their
parents or whatever adult is driving.

Not the End of the Road

It's true that with fewer people commuting, there
is less traffic during the t aditional drive times, so
vehicle graphics have less visibility during what once
were peak hours. But people still do enture out and
may be looking for different kinds of services, espe
cially those that deliver. This is a good time to either
investigate adding vehicle graphics to your arsenal of
capabilities—or convincing customers of the effec
tiveness of a high-quality well-designed wrap. ®
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Register for this
Webinar on Wed.,
October 21
Divisional Graphics:
Opportunities
Post-COVID

The COVID-19 pandemic
quickly spawned new forms of
signage and display: what EFI
calls—and has trademarked—
“Divisional Graphics.” These are
structural graphics intended to
enable or enforce social distanc-
ing in public spaces lile restau-
rants, bars, stores, and other loca-
tions to help in preventing the
spread of contagions—and not
just COVID. The coronavirus will
remain a persistent threat for
the foreseeable future, but even
when the immediate threat of
the virus has passed, demand for
Divisional Graphics—and what-
ever they evolve into—will likely
remain. What will today’s COVID-
related materials likely evolve
into? What opportunities will
remain for these materials, and
what new ones will arise? This
session, to be held Wednesday,
October 21 at 1 pm ET sponsored
by EFI, will look at the present and
future of divisional graphics and
COVID signage.
www.printingnews.
com/21143995

.@ WIDE-FORMAT & SIGNAGE INDUSTRY NEWS

Introducing the New Arizona
2300 Series: Improved Flatbed
Production and Productivity

The new Arizona 2300 Series offers an instant-
on capability through its UV-LED curing system,
enabling quicker turnaround for last-minute jobs.

Building on its heritage in fhtbed printing, Canon US.A., Inc., announced the new
Arizona 2300 Series UV curable flatbed printers for the wide format print marlet.
This series is designed to help customers speed up production, imprge operational
efficiencies and fuel growth opportunities through its new applicatons.
www.printingnews.com/21143542

Clear Channel Outdoor Integrates All-Screen
Video Solution to Amplify Consumers’ Exposure
to Outdoor Ads

Clear Channel Outdoor (CCO) has partnered with
Tremor Video to help brands amplify out-of-home OOH)
reach and deepen consumer engagement with video ads
across all screens including desktop, mobile, tablet and
connected TV (CTV). By integrating Tremor Video's capa-
bilities with RADARConnect, CCO now provides adver-
tisers a coordinated OOH and all-screen video solution that seamlessly e&tends
TV, digital or social video campaigns to reach consumers when, and where, thgre
ready to engage with biands.
www.printingnews.com/21143355

GPA Expands Product Intelligence with
UV Inkjet Synthetic Portfolio

GPA is now offering the frst-to-market line of digital syn-
thetics and self-adhesives specific to the Konica Minolta AccurioJet KM-1 and
Komori Impremia 1S29 platforms. UV Inkjet printers have told GPA they want
greater utilization of presses for broader, more profitable applications; the sim-
plicity and availability of GPA's press-specific stocks enable just that.

The portfolio is broad with a ange of rigid vinyl, synthetic paper, self-adhe-
sive vinyl and paper, and even Digifly Printable Canvas, all available in UV Inkjet
sheet sizes ready to ship from GR\'s warehouses.
www.printingnews.com/21143357

Mimaki Europe and BOFA International Announce the
Market-Release of the BOFA Air Purifier Unit

Mimaki Europe and BOFA International have released the BOFA Air Purifier Unit.
Launched in March 2020, the product was deeloped for one of Mimaki’'s most cost-
effective yet high-performance printers, the 3.2m-wide SW-320EA solvent printer, and
extracts VOCs (Volatile Organic Compounds) emitted during production to ensure a
cleaner and more pleasant working environment.

www.printingnews.com/21143299
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Canon U.S.A., Inc. Announces New End-to-
End Large Format Solutions

Canon US.A. Inc., announced the launch
of its updated ColorWave and PlotWave large format printer series.
Comprising two ColorWave models (3600, 3800) and fve monochrome
PlotWave models (3000, 3500, 5000, 5500 and 7500), the series has been
designed to support and encoumge creativity for businesses through-
out every stage of the design process—from the visualization of ideas
through the developmental process to fnal designs. Built on trusted
Canon technology, both upgraded series offer enhanced security benefts
and improved ease of use. [or creators looking to meet tight deadlines and
protect their data in office or production ervironments, ColorWave and
PlotWave printers can offer the ideal solution.

Integrating optional finishing and scanning solutions, ColorWave and
PlotWave printers offer a solution that males the automated production
of large format prints easier than ever. With a range of fully compatible
stackers and folders, any printer in the series can be confgured to meet
specific requirements and easily produce fnished documents—all in one
printer.

Also compatible with both series are compact single footprint scanning
solutions—the optional Scanner Express IV, which can be integated on top
of the PlotWave and ColorWave printers for simple walk-up prints, copies

FASTSIGNS Named A
“Top Growth Franchise”
By Entrepreneur
Magazine

FASTSIGNS International, Inc.,
has been named to Entrepreneur
magazine’s first Top Growth
Franchises list — the only sign, gaph-
ics, and visual communications fran-
chise recognized — which ranked
the top 150 franchises with the most
consistent growth in the US. and
Canada over the last three years.
FASTSIGNS has grown aggressively
throughout the U.S. and Canada,
signing dozens of flanchise agree-
ments in major markets including
New York City, Chicago, Phoenix,

or scans.
www.printingnews.com/21143806

Seattle, and the Toronto area.
www.printingnews.com/21143639

3A Composites USA Expands
Graphic Display Board Line with
Encore Products, EImer’s Foam
Boards Acquisition

3A Composites USA has
announced the expansion of its foam
board range with the acquisition of
the EnCore Products and Elmer’s
foam boards division from Atlanta-based Newell
Brands Inc.

This expansion will broaden 3A Composites’ offer-
ing to the display, graphic arts and framing markets.

The current 3A Composites USA giaphic display
board line includes the well-known FOME-COR,
SINTRA, GATOR, DISPA, DIBOND, LUMEX G and
ALUCOBOND brands.

“This expansion will allow 3A Composites to inte-
grate the knowledge and epertise of both busi-
nesses,’ said Brad Walsh, vice president of sales, 3A
Composites USA. “The resulting combination posi-
tions 3A Composites as an industry-leading supplier
with a wide range of foam board products, world-class
manufacturing capabilities and unparalleled customer
service.
www.printingnews.com/21143846

Gerber MCT Cutter Empowers
Colorwave Graphics to Transform
During COVID-19 Pandemic

As COVID-19 cancelled
in-person events, sign &
graphics companies were
forced to develop new
revenue streams in order
to stay afloat. Colorwave
Graphics was able to expand their business through a
quick and seamless transition to producing personal pro-
tective equipment (PPE) by leveraging the Gerber MCT
Cutter. Colorwave was able to develop signage for social
distancing, sneeze guards and even a temporary hospi-
tal bed made from 100% recyclable material. Additionally,
the versatile solution empowers the lllinois-based signage
producer to greatly improve their speed and through-
put, enabling them to cut 2-up gang banners in just 20
seconds, which normally would hare taken 40 hours man-
ually. Colorwave saw an immediate improvement in their
production process when they integrated the Gerber
MCT Cutter into their supply chain last year. They were
able to handle multiple projects at once and tale on new
projects that they previously weren't able to.
www.printingnews.com/21143888
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WIDE FORMAT & SIGNAGE — Hiring During the Pandemic

TALENT ACQUISITION

STRATEGY

_OR u

NEWVW NORMAL

Five steps for hiring and keeping
great employees during and
after the pandemic.

By Arnold Kahn & Dino Scalia

s companies around the country get
back to work, it's no secret that the
pandemic has changed both the wy
they seek to attract new talent and
the interview/on-boarding process.

For example, we hear mary stories of hiring
and on-boarding taking place completely virtually.
This change in dynamics calls for a re-&amination
of the sourcing, hiring and on-boarding process to
ensure that businesses can get the talent they need
in order to return to some sense of normalcy as we
continue to navigate COVID-19.

The best way to prepare for a modern and effec-
tive hiring process is to tale a good look at yur
existing talent acquisition strategy and determine
how best to change and update it to meet todg's
needs. You can do this using compary resources, or

you can engage eternal talent acquisition experts
to help you. Here, we have outlined fi e keys to an
effective talent acquisition strategy to help you get
started down the path in this “new normal.

Describe your company -
and the position you
seek to fill - in a positive,
flexible manner.

The goal here is to position yur
company as a great place to work.
Perhaps you can include testimoni-
als from existing employees discuss-
ing how they feel about working for
you, in terms of workplace culture,
the opportunity for advancement,
fl xibility in work schedules when

needed, benefits and other chaac-

teristics that you feel set your company apart. You
want to project an image of yur company as one
people want to work for

It’s also important to create a concise and rel-
evant job description. Help potential applicants
clearly understand what will be expected of them
and avoid the use of genealities and the business
buzzword of the week. In this wy, you will be able
to attract applicants that are more likely to align
with the need you are trying to fill

And finall , don't put too mary limitations in the
description. For example, specifying that an appli-
cant must have “X” years of experience in the print-
ing industry is a limiting factor. What’s more impor-
tant are the soft skills a new emploee might bring
- adaptability, fl xibility, tolerance for ambigu-
ity, the confidence to be a self-starter and good
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character are some of the more important ones and
are the skills most in demand today. You can teach
someone about the printing industry, but it's harder
- if not impossible - to change their chaacter to
ensure they fit in with the rest of yur team.

Expand your recruiting reach.

Take the necessary steps to get ypur company
out there on social media. Poll existing employees
to find out who is active on their personal social
media and is interested in helping you develop or
advance the company’s social media presence.
Especially among younger employees, you will likely
find some great candidates for this role. Not only
will it help get your company out there and increase
the pride existing employees have in working for
you, but it will also male the employees that are
helping you with this important strategy feel great

about their ability to contribute and even better
about the company.

And don't leave the social media thing entirely
up to employees. Ensure compary leaders are also
actively networking on social media, especially on
sites like LinkedIn, posting frequently with items of
interest and educational value. Stay

away from controversial topics as Read More...

Find article at
PrintingNews.
com/21143592

much as possible, especially those
that are polarizing the nation these
days. You want your company to be
as welcoming and inclusive as pos-
sible and to be able to attact a broad range of tal-
ented people. This helps in the aerall position-

ing of the compary, as well as in building a network
of like-minded individuals and peers that can be a
great source of candidates.

Continued on page 62

trOtec /SETTING NEW STANDARDS

SP Series

Large Format Cutting Systems

) Trotec Laser USA
@ Trotec Laser USA

troteclaser.com
engraving-supplies.com

Safe, reliable and low-
maintenance laser cutting

For more information, visit PrintingNews.com/12307487
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MANAGEMENT — Close Big Deals

STRATEGIES TO

LAN

) OX

-ALS

How to increase sales in challenging times.

alespeople who are trying to
identify, develop and close
big deals right now are facing
unprecedented challenges.
Prospects are distracted,
hard to reach and hesitant to set meet
ings. Buying teams are avoiding any type
of risk or perceived risk, which includes
changing products or services. As a seller
your biggest competitor for new custom
ers is the “status quo’ Live virtual pros-
pect meetings mean that relationship
building is more difficult than ver.

The three strategies that will posi-
tively impact your win rates for 5X deals
(contracts worth about fi e times your
average deal size), include:

@ Solidifying at least fi e key

relationships

® Engaging in at least fi e account

strategy development sessions (|

call these “War Room” sessions.)
® Giving yourself a sales runway

of at least fi e months to

learn, qualify and develop the

opportunity

Let’s break these down one at a time...

WhatTheyThink - Wide-Format&Signage | October 2020

Five Relationships Developed

This group includes decision malers,

decision validators, decision infl -
encers, stakeholders, subject matter
experts (e.g. technical experts, security,
legal, procurement) and end users.

Relationship development goes well

beyond an initial meeting. Relationships
are developed over time and built on
mutual trust and in-depth rapport.

For large opportunities, relation-

ships should be mapped by the inter-
nal account team. For example, who
best aligns with your prospect from
your company? The account team can
analyze each relationship to best under-
stand the appropriate engagement plan.
The account team must think stategi-
cally about relationships and ask them-
selves about the relationships they have
and the ones they know they will need.

You are NOT where you need to be if:

@ You are counting on a single
relationship to advance your
opportunity.

@ Your relationships are new, and
trust hasn’t been established.

@ You do not have access to the
decision maker(s) i.e. executive
sponsor for your services.

@ You do not have true insights into
your prospect’s priorities (a level
above needs and pain points).

Account Strategy Meetings

(War Room Sessions)
Account strategy meetings are an

opportunity to discuss how to be a



trusted advisor for your prospect. They
also allow the team to do the stat-

egy work necessary for future success.
Topics covered over a series of war room
sessions would include: establishing the
account team and resources, gather

ing account insights, scoring the oppor
tunity, qualifying questions and discus
sion points, mapping relationships, exec-
utive engagement planning, construct
ing a pre-strategy SWOT matrix, chart-
ing your account strategy, designing the
“Win Themes, developing competitive
blocking and analysis and pre-call plan-
ning (for every single prospect meeting).

This work cannot be accomplished

in only one or two war room sessions.
It must be done over time. Each session
builds on the prior one as new informa-
tion is learned. To truly put the account
team in a position for success, all the
above components must be completed
prior to the issue of an RFP or proposal
for a large opportunity.

You are NOT where you need to be if:

® The account team is not fully
engaged.

® The account team has not devel-
oped a compelling strategy to win.

® The account team skipped some
of the war room work which lead
to some “bad surprises” later in
the sales process.

@® The account team isnit clear on
prospect “Win Themes, including
why each priority is important to
the prospect when going into the
proposal development stage.

At Least Five
Months of
Solid Sales
Engagement

It takes time to
develop relationships
and work through

all the war room elements. It also tales
time to learn, qualify and develop the
opportunity. If these early sales stages
are missed or rushed, results will suffer

The other critical part of the time
equation is understanding the buyer’s
journey for big contracts. What is your
prospect doing, thinking and feeling at
each stage of their journey? Can the
account team put themselves in their
prospect’s shoes?

The prospect’s journey takes time,
too. It is the job of the account team to
add the right value at the right time.

You are NOT where you need to be if:

® The account team has not alle

cated enough time for proper

Read More...
Find article at
PrintingNews.
com/21143770

relationship building (depth and
breadth).

® The account team did not spend
the time required on all the war
room elements.

® The prospect facing team rushed
through or skipped the learn,
qualify and develop stages of the
sales process.

® The account team does not under
stand the prospect’s buying
journey and isn't in lock step with
their struggles and the value they
are seeking.

Ring the Bell!

The account team will ring the bell
more often if they commit to the three
strategies that will positively impact
win rates for 5X enterprise deals. The
result will be well worth your efforts.
Lastly, don't forget to celebrate! High
fi €'s are a good start.@

Lisa Magnuson founded Top Line Sales in
20065. It has a proven track record of helping
companies overcome the barriers to winning
TOP Line Accounts. Learn more at
www.toplinesales.com.
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WIDE'FORMAT & SIGNAGE — Sign Connection

A SIGN or
THE [ IMES

Three ways COVID-19 made the
signs & graphics industry more
essential than ever.

he pandemic has impacted nearly
every aspect of our daily lives, and is
reshaping entire industries. It's shown
which products and services are
crucial to maintaining business, and in
turn those industries have become essential to the
recovery of small business communities worldwide.

Very early on, signs and graphics was one such
vital industry, and its value has only grown as the
pandemic has gone on.

Here are just three ways meaningful graphic dis-
plays have shown to be a crucial tool for businesses
in both the fight against, and rec very from, the
coronavirus.

Signs make

public health

accessible

and coherent.
Above all, graph-

ics have been essen

tial in keeping people safe. When we were all quickly
trying to learn the reach and scope of the situa

tion, there was a need for information that could be
digested quickly and visually.

Local officials, businesses and entire comm -
nities have been leaning on signs since the begin-
ning as tools to communicate with residents and
in turn keep people safe. As our understand-
ing of the pandemic has evolved, most of
us now expect to see signs outside busi-
nesses, medical centers, restaurants and
community buildings as the first line of
defense, arming us with the most up-to-date

information on public health and the coronavirus.

Signs help normalize changes to
business and retail culture.

The first time ou saw a person wearing a face
mask and entering a storefront was likely a sur-
prise. It might have even seemed unsettling or con-
fusing. Now, it's rapidly becoming a new normal,
along with implementing new health and safety
guidelines for customers and employees alike.

The signs and graphics industry has become
key to establishing these new norms. When people
enter buildings now, they automatically check
doors and front entrances for signs indicating rules
for entry. Clear, concise signage is a cental tool
for engaging with the public and communicating
new ways of doing things. Gaphics and displays on
mask-wearing and social distancing also go a long
way toward normalizing the public’s evolving rela-

tionship with health and safety
Virtually every public-facing business has
become reliant on professional signs and gaphic
displays to protect public health, leep business
open and in turn lkeep the local economny running.

Signs help communities rebuild.
When restaurants closed dining rooms, owners
were desperate to tell customers they were still

Mike Cline is Vice President of Franchise
Development at Alliance Franchise Brands.
He can be contacted by phone at
800-445-5172 or by email at
mikec@alliancefranchisebrands.com.
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open for delivery or pickup.
When non-essential businesses
closed, those entrepreneurs
needed to tell customers how to
take part in curb-side pickup. In
the early days of panic and con-
fusion, the signs industry was
there to help businesses com-
municate with the public, and in
many cases survive the imme-
diate economic impact of the
pandemic.

Now, the signs and giaph-
ics industry remains just as
crucial as local business commu-
nities work to reopen, rebuild
and recover. To reopen, many
of them turned to graphics to
explain new policies and proce-
dures. As restrictions have lifted
and been reinstated, businesses
stayed in touch with the com-
munity in large part through
the signage on their facility.

As employees return to work-
places, clear graphics help keep
staff members safe, whether
they are working in an offte
building or a storefront.

The last six months have
given us countless examples of
individuals and businesses step-
ping in to help others, give back
and show community. Signs and
graphics have proven to be valu-
able tools and have met the call
for visual communication during
a pandemic. But most of all, it
has been the incredible people
who are part of this industry
that have made signs stand out
as an essential business.

When it mattered most, signs,
graphics and display companies
everywhere have made it their
mission to help elevate public

health, establish new norms and
get entire communities back to
business. We should all be proud
of what wéve accomplished,
and confident in our ability to

support our
communities in

Read More...
Find article at
PrintingNews.
com/21143595

continue to

the weeks and
months to come.@®

MODERNIZE
YOUR SPACE

WITH 80% RECYCLED CONTENT
OPTICALLY CLEAR WINDOW GRAPHICS

DIGITALWINDOWGRAPHICS
digitalwindowgraphics.com

+ UV and eco-solvent printable

* Optically clear PET

* Clean room manufactured

¢ Scratch resistant Films
» Textured PET Films

935 National Parkway
Suite 93553
Schaumburg, IL 60173

Tel: 800-806-8977
info@lintecofamerica.com

For more information, visit PrintingNews.com/10006436
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MARKETING & TECHNOLOGY — Survey Results

Read More...
Find article at
PrintingNews.
com/21143766

_|_ |_| E STAT E O I: Even once this data is sourced,

integrated and managed, the
next challenge arises: turning

MARKETING

Peek inside Salesforce.com’s “State of
Marketing Survey” (Sixth Edition) and
the challenges it paints for marketers.

ven as marketers continue to com-
plain that they have a hard time manag-
ing their growing repositories of data,
both keeping up with and
mining them for insights,

they are increasing the amount of

data they take in.

Regardless of how happy (or
not) marketers are with how their
data is handled, they are drawing
from similar sources. While the
order changes by country and
industry vertical, top data sources being isrd.hy
marketers include: transactional data, declared
interests/preferences, known digital identities,
offline identities, anonymized digital identities, sec-
ond-party data, inferred interests/preferences,
non-transactional data and third-party data

To be effective in their communications, market-
ers have to analyze and apply their data in an accu-
rate, timely and “permissible to us€ manner. The
challenges, marketers say, are data unification and
activation, and this has to do with the data ewiron-
ment as much as it does wlume. It's difficult to get
a handle on the top issues when pur data manage-
ment is becoming increasingly fagmented. In 2018,
marketers used an average of three data manage-
ment tools to handle all of their data. ®day, that
has risen to six, including CRM, email management
and marketing automation platforms.

As we found in 2018, no clear winner among
many competing solutions has emerged.
Today, marketers are turning to even more
complex combinations of data management
technologies to build a cohesive understand-
ing of their customers, according to the
report.

it into insight. With the wlume
of data available, gaining true, actionable insights
is nearly impossible without the use of something
that few small and mid-sized marleters have—arti-
ficial intelligence (Al). Use of Al among Salesforce.
com respondents, for exkample, has rocketed from
29% in 2018 to 84% tody. Top uses include build-
ing personalized experiences in individual chan-
nels, developing improved customer segmenta-
tion/lookalike modeling, gaining
surfaced insights from
data, driving next best
actions (e.g., offers), and
creating automated cus-
tomer interactions. But
not every marketer has
access to the same level
of opportunity.
Add to this complex-
ity privacy, compliance and transparency. Even
as marketers try to manage all of that data, they
are increasingly mindful of balancing personal-
ized experiences with customer comfort levels (i.e.,
transparency in data use), as well as compliance
issues. In 2018, 51% of surey respondents said
they were “more mindful” of creating this balance
than they were two years ago. Today, that has risen
to 81%. The percentage going begond regulations/
industry standards has risen from 44% to 57%.
The takeaway of all this? Rersonalized, relevant
communications and the ability to build positive
customer experiences on a larger scale isrit going
to happen with simple demogiaphic data (or even
psychographic targeting) anymore. The omnichan-
nel environment and increased customer expecta-
tions keep raising the bar. How are you prepared
to help?®

Heidi Tolliver-Walker has been a

commercial and digital printing industry
analyst, feature writer, and author for more
than 20 years. Her industry commentary can be
found in national printing publications, blogs,
and marketing publications.
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e Developing new channels
e Working with designers

e Educate print buyers

*Members Recieve 15% off in-lab qualificatio services

JOIN NOW

Inkjetlnsight.com/Join
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BRINGING FASHION

The St. Louis Fashion Fund is thriving.
By Cary Sherburne

he global pandemic is accelemting
needed change in the tectiles and
apparel supply chain, but it’s also
putting the brakes on many of the ini-
tiatives that were helping to drive

change forward. But there is good news coming out

of the fashion front from St. buis, where the Saint

Louis Fashion Fund closed down briefly early in the

pandemic but is now back at work helping to re-

establish St. Louis as a fashion hub, a position it held

only second to New York from the turn of the 20th

century until post-World War Il. We spoke

with one of its founders, Susan Sherman,

and Jon Lewis, CEO of Ewlution St. Louis,

a high-tech knitting facility the Fund has

attracted to St. louis, to learn more.

WhatTheyThink: Susan, can you
start by giving us some backgound on
the Saint Louis Fashion Fund?
Susan Sherman: The Saint Louis

Fashion Fund was founded about

seven years ago to support emerg-

ing designers and promote fashion

education and outreach in St. louis.

A lot of the younger generation was not familiar
with the history of St. louis as a fashion hub, and
among other things, we wanted to change that.
We were formerly located on Washington Avenue
in downtown St. louis (the Fund will be moving to
a new location in the city soon), which used to be
known as Shoe Street US.A.
WTT: Talk a little bit about how you have worked to
support emerging designers.
SS: We have had two cohorts of designers go
through a program, where we provided them with a
showroom, a cut-
and-sew facility
and office space.
We also gave
them stipends and
connected them
with mentors,
and helped them

(Above) First St. make connections

Louis Fashion Fund
Designer Cohort
(Left) Susan Sherman,
St. Louis Fashion Fund
Co-Founder

with fashion centers in New

York, Los Angeles, etc.
WTT: Where did the

attendees come flom?
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SS: The first group cam
from all over the U.S. We
worked with a compary in
New York called Launch

as an essential business during
the pandemic, and we manu-
factured a lot of masks as the
pandemic heated up. Our knit-

CO”ective that did a” Of the Second Fashion Fund Designer Cohort ting maChineS can knit maSkS

business-related learning with

them. And then we had a host of mentors in St.
Louis that worked with them on an as-needed
basis. In our 7,500-square-foot facility we had a
2,500-square-foot showroom where they were
really able to get to know a customerand the
support from the community was terrific. our of
them received a $50,000 grant from Arch Grants
in St. Louis, for example. It's a hard business to
grow if you don't have a ton of capital or wealth
in your family, or you are not seeing white space
opportunities. They all were able to grow in differ
ent ways. It was really quite something to watch.

WTT: And the second cohort?

SS: The second group was all local. VW had eight
designers creating handbags, men's and womenis
ready-to-wear, juniors and millinery. They have
now graduated to other studios/paces around the
city in which to work and continue to build their
businesses.

WTT: And has your focus changed tlecently?

SS: Yes, our focus has now shifted to economic
development and jobs, with Ewlution St. Louis
being a great example of that new mission.

WTT: Jon, tdk to us about Evolution St. Louis.

Through Susan and the St. buis
Fashion Fund, we learned
what was happening in St.
Louis and have established
a high-tech flatbed knitting
facility here with 32,000
square feet of

space and 30 (Above) John Lewis,
. CEO of Evolution
Stoll flatbed knit- St Louis

ting machines we  (Right) Example 3D
knitted mask from

operate with 14 Evolution St. Louis

employees. What

Susan and her team have done here is

create a community of creativity that allows

us to be a manufacturing hub right in the garment
district of St. Louis. We have been able to stay open

as one piece, and because of the
innovative yarns we use, they have a lot of antimi-
crobial properties. We didn't anticipate buying all
these high-tech machines to male masks; it’s kind
of like driving a Ferrari to the grocery store to get
a quart of milk. But we are using that machine time
now to help.

WTT: Explain a little mote about the knitting machines.

The best analogy | can equate to is a 3D
printer. You program something into the printer
and you print out a piece of jewelry or a car part
or whatever. It's the same thing with knitting. W
receive designs and concepts from our custom-
ers and put that into digital form, algorithms that
feed our knitting machines. When the data goes out
to the knitting machines,
the yarn goes into the top
and a full sweater comes
out of the bottom. It’s lile
Willy Wonka; it just sort of
happens.

WTT: One of the ley things
you are doing, Susan, is build-
ing an ecosystemin St. louis.
Tell us about that.

SS: We do have a fashion
ecosystem here. We have the larger brands like
Caleres and Soft Surroundings. And we also hae
more than 100 small businesses, emerging design-

ers and boutiques. We serve them all, and we look
at ourselves as a hub where we continually

Stoll Flatbed Knitting Machines
Installed at Evolution St. Louis

provide information and resources. Even
during COVID, we raised funds and pro-
vided grants to businesses to help them
get to the other side, although | thought
we would already be on the other side ly
now. But the community is really support-
ive. People understand this business because
of the history here, so you don't have to start from
scratch. And investors are understanding now—
because of the groundwork we hae laid—that
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3D knitted dress and shoes

fashion is “big business, and they are willing to
invest in other businesses who we hope to attact
to St. Louis as well.

WTT: | understand you also helped with PPE

SS: Yes, we had a big donor who gae us a sig-
nificant gift, and we nised the rest. We produced
$100,000 worth of PPE, 14,000 masks, in 45 dgs
when people were really searching and despeante
for masks back in March and April.

WTT: Jon, what are the changes in the imlustry that
drew you to found Evolution St. louis?

We saw that a lot of the new ideas and inno-
vation were coming from emerging bands. And
we also saw e-commerce changing consumer
buying habits, where now emerging bands could
go direct-to-consumer, and that changed the wy
people were designing. What we hae done is
blend technology into fashion with the advances
in flatbed knitting and apply them not only to
fashion and apparel, but also shoes, automoti\e,
medical equipment, military appli-
cations—all of these things we can
manufacture bringing technology
into what has been a somewhat
archaic non-innovative world, with
the exception of design. Design has
always been innovative. But how
you make these things hasnt. So
there is a powerful opportunity for
the U.S. market.

WTT: So what are some of the
changes you see coming and wly
St. Louis?

In the middle of COVID and
trying to figure out how to get out of
it, a lot of the companies we manu-
facture for have come to realize a few things. Thg
thought they would have 70% to 80% of their busi-
ness selling in department stores and 20% to 30%
e-commerce (direct-to-consumer) with the model
flipping over the next few years. Well, it’s flip-
ping now, and the need to fip it is now The
pandemic has made these efforts even
more relevant. We are building the manu-
facturing operation of the future. We see
sustainability, modern design and apparel

innovation not just as what
you design and how yu
make it, but also where you
make it, what materials you
use and how you innovate with materials. All those
things are coming together at Ewolution St. Louis.
We've seen it all come together and wéve had
instantaneous success. We are in full production
right now. We have more customers than we ever

Find article at
PrintingNews.
com/21143767

thought we would have, to the point that we just
leased another 130,000-square-foot facility that
will be available in the spring of 2022 to &pand

3D knitted hoodie

operations. We see this as a billion-dollar opportu-
nity, creating an industry sector that will be the cor-
nerstone of a good chunk of the apparel business.
In the trillion-dollar global industry, 35% is some
sort of knit. If you are going to knit a base product,
you want to come to St. buis to get it done. And it
all started with Susan saying, “Hey come to St. louis
It's a blend of .com, .g®, .org and .edu.
All of those entities have really come together here

"

to talk to us

to create a community. @

EDITOR’S NOTE: Watch for the full video interview
with Susan and Jon, scheduled fao publication Sept. 23.

Cary Sherburne is a well-known author,
journalist and marketing consultant

whose practice is focused on marketing
communications strategies for the printing and
publishing industries.
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SMART CHANGE STARTS HERE.

Ready, Set, FLOW!

The NEW Canon Arizona 2300 UV Flatbed Printer Series is here!

Featuring new FLOW Technology, the Arizona 2300 Series greatly eliminates the
need for masking for most jobs. Subsequently setup time is reduced, productivity is
increased, and is even further enhanced to new levels exceeding 1,000 ft2/hour with
our fastest High Key print mode. An additional right-side registration pin system
enables a work & turn workflow for easy and accurate double-sided printing.

Canon \Learn more about the Arizona 2300 Printer Series

at csa.canon.com/Arizona2300PrinterSeries
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Klieverik Opens New
Branch in North

America

With over 400 machines
in operation in US, Canada
and Mexico, Klieverik has
been market leader in North
America for many years. And
now Klieverik finally has its
boots on the ground in the US
with a recently opened loca-
tion in Buford, GA, near Atlanta
International Airport.

From the local Buford offre
Klieverik technicians are able to
support you quicker and more
effectively than before. Klieverik
will continue to send out Dutch
technicians to North America
as well.

With a physical location in
the North America, Klieverik is
able to offer a trade-in program.
Klieverik will support the exist-
ing customers in their growth
of business. When a customer
needs extra capacity, or a faster
machine, Klieverik can buy back
an older unit and replace this
with a bigger sized or additional
unit.

With new service contracts,
Klieverik offer:

Annual visit from techni-
cian for maintenance and a
training to refresh the oper-
ators; o0 10% discount on
spare parts;

Extended warranty.

Ask for a custom made
proposal

Klieverik has joined forces
with financing companies. With
them, we enable customers to
spread their payment for the
machines over a longer period
of time.
www.printingnews.com/21143699

N @ TEXTILE INDUSTRY NEWS

Lucky 13 for New Release
of the Harlequin RIP

Innovative new features, includ-
ing automatic tiling for processing large
scale output at high speed, and etended
Advanced Inkjet Screens, for enhanced
image quality, are introduced in a major
new release of the Harlequin RIP today
by developers Global Graphics Software. Harlequin Host Renderer 13
raises the bar in terms of productivity features for print service praoid-
ers and provides new options to press manufacturers for scaling multiple
RIPs for high performance digital front ends. \érsion 13 of the Harlequin
Host Renderer, the printing industry’s fastest RIP adds automatic tiling to
maximize the throughput of huge PDE TIFF and JPEG fies such as those
generated in the corrugated packaging, wide and gand format, décor
and textile markets. Harlequin 13 automatically tiles these large pages -
some can be up to 200 meters/650 feet long - to split them acrosnulti-
ple RIPs for increased speed and improved load balancing. Output is con-
tinuously streamed to the printer so that print service providers don't have
to wait for the entire page to be RIPped before printing can begin. Tlsi
new feature minimizes RAM requirements and costs for a digital front end
(DFE) processing very large output.
www.printingnews.com/21143738

Susie Williamson Joins CMYUK's
Décor and Fashion Textile Division

CMYUK has appointed Susie Williamson as a ley
account manager for its Interiors, Fashion and Design
range of specialist textiles for digital printing.

Susie who has a degree in fashion marleting is an
experienced surface designer who has enjo/ed a career
immersed in textile design and printing. Prior to joining CMYUK, she
worked for Macclesfield based RA Smart and Think Positive Print, a pio-
neering direct-to-fabric digital printing and textile design house, also based
in Macclesfield.

Susie will work with print service providers (PSPs) that currently spe-
cialise in retail and corporate interiors to expand and deepen their portfolio
offerings into décor and design through tectile production. By introducing
them to specialist fabrics, PSPs will be able to produce unique uphaitered
digital coverings for furniture, bespoke designs for blinds, rugs, cushions
and more, to create highly engaging and aesthetically ambitious muti-fac-
eted interiors.

Susie will be working closely with CMYUK’s tetile solutions team to
support creative entrepreneurs, surface designers and small businesses
in embrace Reshoring. This is the piactice of turning textile and mate-
rial design collections into printed products in-house for short-runs, one-
offs, or web-to-print just-in-time output. This establishes additiond new
revenue incomes for their portfolios.
www.printingnews.com/21143843
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Mimaki Customer,
TOMDOM, Declares
Digital Technology the
Fabric of a Successful
Textile Print Business

TOMDOM online store is one of the
largest Russian online trading platforms,
offering a broad range of home tex-
tiles.During its 12 years in the market,
Moscow-based TOMDOM has become a leading \endor of ready-made
curtains with a diverse clientele throughout the country and abroad.
The concept of OMDOM began 12 years ago, when the future founder
of the company, VWacheslav Markov, went curtain shopping for his
grandmother. There he faced a serious issue - theange of curtains was
incredibly limited, and those that were in the medium price ange were
particularly hard to find in store. A long search ventually resulted in a
purchase and a realization that this consumer niche is virtually empty -
with very few Russian or foreign \endors. So, with a little effort and edu-
cation, one could create a business with guaanteed success and high
demand for its products. “Reople enjoy refreshing their homes or offices
with new and exciting pieces every so often which urgently required
home textiles,” explained Markov. “This is how the idea of opening a spe-
cialized online store came about. Initially, TOMDOM only sold ready-
made products, but eventually we expanded production and became a
major supplier of our own home tetile products.”
www.printingnews.com/21143856

Stratasys Takes Another Leap Forward for
Fashion and Direct-to-Textile 3D Printing

Since its unveiling at New York Fashion
Week last fall, the ability to 3D print directly
onto fabric has drawn significant interest from
the world of high-end fashion. Exemplified y
the works of fashion designers threeASFOUR
and Travis Fitch on NYFWs catwalk, this tech-
nological milestone gave the world a preview
of what fashion design could look lile when combining the geometric
and aesthetic freedom of 3D printing with the comfort of fabric.

Since then, Stratasys has been working closely with a number of
household fashion brands to optimize its novel PolyJet Technology to
meet the needs of modern-day apparel fabrication and make custom-
ized fashion design commercially viable.

As the company works towards this goal, Statasys is proud to reveal
two collaborative works with esteemed fashion designers Julia Koerner
and Ganit Goldstein. The works form part of Re-FREAM, a collaboa-
tive research project funded by the European Union bringing together
artists, designers, engineers and scientists to co-explore the use of tech-
nology and 3D printing for the future of fashion.
www.printingnews.com/21143852

Kornit Announces
Launch of Public
Offering of Ordinary
Shares

Kornit Digital Ltd. announced
the launch of an underwritten public
offering of 3,600,000 ordinary
shares, 2,000,000 of which are being
offered by Kornit and 1,600,000 of
which are being offered by an affiliate
of Amazon.com, Inc. Kornit
will not receive any of the proceeds
from the sale of shares being offered
by Amazon. The shares being sold ly
an affiliate of Amazon are being
issued pursuant to the exercise of a
warrant granted to Amazon by
Kornit. Kornit intends to grant the
underwriters a 30-day option to pur-
chase up to an additional 540,000
ordinary shares.

Kornit intends to use the proceeds
from the offering for future potential
acquisitions, including complementary
businesses, technologies or assets,
and for general corporate purposes,
including working capital and capital
expenditures. Kornit has no agree-
ments or understandings with
respect to any acquisition or
investment at this time.

Kornit has filed a preliminary
prospectus supplement to its shelf
registration statement on Form F-3
with the US. Securities and
Exchange Commission (the “SEC”)
for the proposed offering of its
ordinary shares. The offering will
be made only by means of a
prospectus supplement and the
accompanying prospectus.
www.printingnews.com/21143954
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PRINTING U

NITED
GOES

VIRTUAL

There's a little bit for everyone from the comfort of their own home office.

By Richard Romano

‘ ‘Virtual events” aren’t
really anything new;

vendors have long

held online events and

product launches. But
since the pandemic and the
lockdown, events usually held
IRL are now going virtual.
Last month, Canon's thINK
Conference went online with
great success and this month,
the first of the major industry
events, PRINTING United, goes
virtual.

On Oct. 26, industry pro-
fessionals will have the oppor-
tunity to see what the future
of events will look like, at least

in part. This year's PRINTING
United was slated to be held
in Atlanta, and back in June,
the PRINTING United Alliance
(PrUA) decided, what with coro-
navirus cases rising on top of
mass protests in Atlanta, to go
online rather than postpone the
event until 2021.

“Our [PrUA’s] mission is
really to support the indus-
try,” said Mark Subers, presi-
dent of PRINTING United. “That
involves making sure that the
exhibitors have engagement,
especially this year when drupa
had been planned, compa-
nies had R&D cycles scheduled

Content Topic Segment Date
Week 1
Event Opening Overview 10/26/2020
Graphics/Wide-Format (Hardware and Graphics/Wide-format 10/26/2020
Consumables)
Apparel - Analog/Screen Apparel 10/27/2020
Commercial - Digital Inkjet Commercial 10/28/2020
Packaging - Label and Fleible Packaging 10/29/2020
Graphics/Wide-Format (Finishing and Graphics/Wide-format 10/30/2020
Workflow)
In-Plant Forum In-Plant (Stand-Alone Event} | 11/2/2020
Commercial - Offset/Analog Commercial 11/3/2020
Packaging - Folding Carton and Corrugated | Packaging 11/4/2020
Mailing and Fulfillment Mailing/Fulfillment 11/5/2020
Workflow and Software {All segments) Workflow/Software 11/6/2020

(Cross segment)

Apparel - Direct-to-garment/ Apparel 11/9/2020
Direct-to-substrate
Commercial - Dry and Liquid Toner Commercial 11/10/2020
Industrial Industrial 11/11/2020
Digital Textile Digital Textile 11/12/2020
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aroundit, and there are a lot of
product releases. So how do we
inform people?”

Once the decision was made
to do a virtual event, the next
question was, what does it look
like? Rather than present six to
eight hours of online program-
ming each day or take a multi-
track approach, the idea was
to focus each day on a specifc
segment or sub-segment of the
industry—what show organiz-
ers are calling “Insight Days"—
and provide three-and-a-half to
four hours of programming on
any given day. So one day would
focus on commercial print, the
next on wide format, the net
packaging, followed by textiles
and apparel, mailing and fulfil-
ment, industrial and so on. (The
show is scheduled to run for 14
days; the schedule is still being
developed as of press time.)

Each day then would provide
a mix of programming specific
to that day’s industry segment.
There would be a leynote, in-
depth, editorial-based educa-
tional sessions from subject
matter experts, and six 10 -12-
minute product announcements
and demos from exhibitors.

“If you want to describe
what this looks like, I'm shoot-
ing for a news magazine lile ‘60
Minutes,” Subers said. ‘We're



hiring a professional host to
facilitate the day and walk us
through the different educa-
tional sessions and product
demos”

As befits the “United” part
of PRINTING United—and the
basic raison d'étre of the show
Subers is anticipating some
degree of crossover from day
to day.

“l think commercial people
are going to come to the wide-
format graphics day,” Subers
said.

Sessions will be archived and
attendees will be able to re-
watch sessions or catch up on
sessions they may have missed.
The archive will remain available
through the end of the ar.

They are also planning to
include special events that will
be added onto selected days,
such as the Intertech Awards,
the Golden Image Awards and
others.

Educational sessions and
product demos are important
elements of trade events, but
what about the most important
part of a show: the show fbor?

If you were at last year's
PRINTING United (or many
other shows) you may be famil-
iar with the “Map Your Show”
platform that lets you—via an
app or the show website—see
the show floor, find individual
exhibitors and get more infor-
mation. The virtual version uses
an advanced hybrid version
of “Map Your Show,” and will
let attendees go to exhibi-
tors’ virtual booths (which
PrUA is calling “showcases”) to

download additional

white papers and

case studies, watch additional
videos, chat online with sales
people or schedule an 6ffsite”
meeting, and exchange virtual
business cards.

The number of exhibitors is
certainly not going to be as big
as the IRL show—Subers says he
expects about a 50% corversion
rate—but even at that it's not
going to be a virtual reproduc-
tion of a show fbor. Rather, it
will be more editorially curated.

“The concept is, let’s giwe the
audience the educational ses-
sions, show them some demos
of new product launches, and
tell them, via the host, You just
saw the demonstration of the
new Prosper. We invite you
to click below to go wer to
Kodak’s showcase’”

The virtual show is also
retaining, albeit in digital form,
a familiar vestige of trade shows
past: the show daily.

“We're creating custom daily
guides for each day were going
to be sending out in a digital
format,” Subers said. “These are
roughly 16 to 20 pages, with
some advertising. It'll have a
cover page, the programming
for that day, descriptions and
articles about what they're
going to see, and write ups of
some of the new products.

And what about another
important aspect of IRL shows:
actual print samples? After the
event, PRINTING United will
send out print samples from
the exhibitors participating in
each day. The sample boces will

be sent out post-event—start-
ing Oct. 26 and running through
November—which gives the
logistics folks time to collate all
the samples so that an attendee
that requests a sample bax from
multiple days isn't overwhelmed
with multiple shipments (and
the show compary doesn't
spend a fortune on shipping).

“These will be branded boxes
that we send out’ Subers said.

No one really expects this
to ever completely replace IRL
shows and events. PrUA's own
polling indicates that once it’s
deemed safe to do so, people
will be leaving the house and
office in droves. But some ele-
ments will remain.

“I think there will certainly
be a sense of a lybrid model
moving forward,” Subers said,
“and we're certainly planning on
keeping what wére building.”

The hybrid show is also
perfect for
engaging with
people in an
organization
who never get
to go to shows.

“Sales folks, CSRs, inter-
nal production folks, the pre-
flight staff—they all now have
an opportunity to attend educa-
tional sessions and see product
demos about stuff that might hit
their floor in the coming years.”

Be sure to visit wwwprint-
ingnews.com, www.whatthey-
think.com and/or www.print-

ingunited.com for the latest
show info.®@
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one- or two-day event, and the general efforts
toward community building.

We believe that community out-
reach, especially now, is so important. We
had over a thousand people show up, and
the chats were pretty amazing.

WTT: Two things that | took away fom
thINK: Canon customers partnering for disas-
ter recovery efforts, and customers that wee
exchanging supplies so they could kep their
operations going. The networking thathappens
at events like thINK really allows us to show

how, if wére all in this together we can succeed.

COVID does present a huge oppor-
tunity: we can change the print industry
for the better. None of us can do it lg our-
selves, but together, we can create some-
thing really big and beautiful and impor-
tant, and that delivers something better
than it probably ever could have been
because we now look at things differently
than we did just a few months ago. If gu're
selfless and and take your ego out of it, yu
can really do some amazing things.

WTT: A lot of it has been driven by fear,
that a competita’s going tosteal a custaner
or that you're going toshare a trade secret. At
the end of the diy, your business is moie than
just ink on paper.

Print does have a much deeper
meaning than just putting ink on paper The
value of a book, the learning yu get from
a book, the person that’s being inspired ly
reading that book and how that persors
life changes based on what they learned
from the book. And direct mail. You could be
helping some small compary that could be
hurting. All of a sudden, they get business
they never would have had before because
somebody read their print communication
that showed up in their mailbok. When you
really start digging deep and thinking about
what print does to peoplés lives, that's what
makes our industry so exciting.

WTT: Obviously everyone is eager to eturn
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to in-person eents, but to what &tent is the
virtual component of an eent going to continue?

We had triple the attendance for
[virtual] thINK this year, so that really opened
our eyes to say, hey, next year let’s get the
same number of people that we normally get,
but now let’s have film crews in every session
and broadcast live so that all these people
that can’t come are able to participate.

WTT: Like a lot of people, wpu're largely
working from home and not taveling. Has
that helped your sales effort or contributed to
closing the deals faster? How has the cuant
situation affected that side of the business?

An inkjet sales guy needs his tech-
nical specialist. They may get them on the
phone and ask a couple of questions, but
they really need that specialist with a cus-
tomer. We'd have to wait two, three weeks
until that person was available to go visit
the customer. It never even occurred to us
before to do a Microsoft Eams meeting.
Now, that specialist can sit at home and do
seven one-hour or half-hour Bams meet-
ings and reach seven different clients in one
day. We have more orders sitting in-house
today than wéve ever had, or at least since
| joined the compary 10 years ago, because
we can do a better job in front of the cus-
tomer because we have more experts they
can talk to on a Bams meeting.

WTT: Any closing remarks or fnal thoughts?

You start reassessing your values
when things like this happen, and you get
down to what's really important. | think a
lot more about our people working, about
the service people in the feld, and what we
need to do to protect them. | really feel like
this is an awakening for all of us to just do
better, period.

For people reading this, from everybody
at Canon, we just want everybody to be
healthy and safe. We want to help ary way
we can. Our goal is to just help get our cus-
tomers and get our industry through this.
However long it takes. ®



Continued from page 16

adhesive-backed vinyl.

“FUJIFILM customers can select from a variety
of finishes as well as various substmates,” Pierce
said, adding that the product line will pand with
demand. “Our J Presses use aqueous-based [AQ]
inks, and water on top of plastic is a challenge. It
doesn't dry. But Permalite has developed a ‘bullet-
proof’ coating ... that includes a bonding agent with
a receptive coating on top.

It mimics offset uncoated and coated sheets,
depending on the fnish (matte or satin). It's durable
and scratch-resistant, “and the color gamut really
pops,” he said.

The product also features adhesive-backed
vinyl that is “permanent and removable,” according
to Pierce.

Permalite’s use of polypropylene helps to
keep costs down, he sys, allowing for market-
based pricing.

“We were immediately impressed by Fujifilm’s
latest generation of digital presses with the J Press
750S,” Chris Cudzilo, Permalite sales/marketing VP,
said. “The speed, accutacy and simplicity it show-
cases are totally focused on the future for printing.
When we designed the media portfolio to match
both the J Press 720S and 750S needs, we knew it
had to be built to match or eceed these qualities
for a seamless experience and beautiful results’’

FUJIFILM's Piece also points to strong rela-
tionships with other coating partners, including
FLEXcon, Michelman, MGX and Eslin, as well as
working closely with its own chemists at Sericol.

Synthetic sustainability is real.

From a sustainability standpoint, plastics print-
ing poses landfil and water-supply concerns. In
Hop-Syn's case, its synthetic substrates are free of
toxins, heavy metals and stearates that are detri-
mental to the environment, Risdon said. The sub-
strate can be recycled under category five
(polypropylene) and reconstituted into a
range of products such as park benches,
planters, horticultural edge trim, brooms,
bike racks and basketball backboards. For
nearly two years, Hop-Syn's durable line of

synthetic paper has complied with the 2018 revi-
sion to California’s Proposition 65 environmen-
tal, “safe harbor” standards for “No Signifcant
Risk Levels” of toxic chemicals, heavy metals and
phthalates.

California Prop 65 requires the state to main-
tain and update a list of chemicals known to cause
cancer or reproductive toxicity, and products con-
taining those chemicals must carry a warning label.
Compliance renders the synthetic papers for safe
use in a variety of packaging, labeling and print-
ing applications. Products that use Hop-Syn do not
require the warning label.

“Prop 65 is an important ernvironmental stan-
dard that now has implications beyond the state of
California,” said Senior VP Jack Smith. “Throughout
the nation, customers are requiring that their prod-
ucts meet these ervironmental standards as well”

The substrates also are compliant with three
other major, global environmental standards. Hop
Industries encourages its customers to use the
respective logos to demonstiate that their syn-
thetic paper projects are compliant:

@ Coalition of Northeastern Governors
(CONEG) requires reductions in the amount
of four heavy metals (mercury, lead, cadmium
and hexavalent chromium) in packaging and
packaging components sold or distributed in
the participating states.

@ Restriction of Hazardous Substances (RoHS),
the European Union's directive, restricts the
use of heavy metals and hazardous chemi-
cals used in the labeling and packaging of con-
sumer products.

@ Registration, Evaluation, Authorization
and Restriction of Chemicals (REACH), a
European Union regulation that addresses
the production and use of chemical sub-
stances and their potential impact on human
health and the environment. ®

Mark Vruno, a Chicago-based business
publishing professional, has reported on the
global commercial print industry for more
than 20 years.
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WIDE FORMAT & SIGNAGE — Hiring During the Pandemic

Continued from page 45

Make your company competitive in the
hiring marketplace.

Now you need to male sure that your compen-
sation package is competitive. It should reflect our
culture - for example, do employees get paid time
off to do wlunteer work? Are you offering fl x-
ible work hours for parents struggling with kids
still at home as schools figure out how to reopen?
Does your company support any philanthropic
efforts? Are you working to have a more sustain-
able business with a smaller environmental foot-
print and incentivizing employees to contribute
to that effort? For many job seekers, it's not only
about money and benefits. It's also about work/life
balance and support for causes that are important
to them.

Balance remote and on-site work.
Especially during the pandemic, many companies
have put infrastructure in place to accommodate
remote workers on a long-term basis. Obviously,
a press operator can't work remotely, but perhaps
prepress and customer service can, if you have the
right infrastructure in place. Using cloud-based
tools such as Slack and Basecamp to help with com-
munication and project management can help
better integrate remote workers. And, of course,
Zoom meetings have become a daily diet at mary
companies who have remote workers. Not as good
as in-person, but people are getting used to this
way of working and it can be effectie. So dorit shy
away from remote employees in situations where it
makes sense.

Hiring and On-Boarding

Okay, so you've got the word out about
how great it is to work in yur company.
Your executives have increased their social
media footprint. You've figured out how to
best incorporate remote workers. You have a
great job description in place and a competi-
tive compensation package. Now it’s about
choosing the best candidates and getting
them on-board as quickly as possible.

First, make the application process as

simple as possible. According to CareerBuilder,
about 60% of all job seelers quit in the middle of
filling out online applications because of the for ’s
length or complexity.

It’s also important to develop a clear and consis-
tent interview strategy. Plan for the progression of
interviews, the venues you will use, who will partici-
pate, and what the feedback and review loops look
like internally. This is one of the most important
parts of the candidate experience and can make
a difference whether someone you really want to
hire will accept the job offer It also makes for a
more thorough and consistent \etting process for
potential hires.

Of course, you always want to check references.
But you also want to tale a look at a candidatés
social media persona. It’s a small investment in time
that can save you from bad hires. Rople can often
put forward one persona in an interview but an
entirely different (and more accurate) one in their
social media presence.

Finally, after all this effort in finding the right
hires, make sure you have a solid on-boarding
process. Especially if they are going to be working
remotely, it's important to make them feel welcome
and part of the team. And it's important to preide
the ability for other team members to get to know
the new hires and understand their role. This will
allow your new employees to be successful and
comfortable as they start their new jobs, and to
begin to contribute quickly and effectiely.

Following the path laid out here will help wur
company with a solid path to success in the future,
even beyond the pandemic.®

Arnold Kahn, a respected authority on staf ng
issues for the graphic arts industry. He has
owned and managed printing and prepress
companies for over 25 years. In 1994, Arnold
formed PrintLink to successfully help candidates
and hiring managers nd each other.

Dino Scalia is the senior vice president,
managing partner at PrintLink. He has spent
over 30 years in the Printing Industry. He has
lead cross functional teams in sales, business
development, and account management serving
the enterprise account marketplace.
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Continued from page 31

the entire team engaged in the identifcation and
improvement process. This will build excitement,
accountability and buy-in for all involved. Your
team will now begin to see the tangible results of
building agility into your organizational design.

Reimagine the organizational structure.

When | arrived as a new ecutive at an already
successful online printer, a recurring pattern
emerged from early team member meetings: a large
number of incredible ideas never made it out of the
ideation stage. To solve the ideation-to-execution
issue | engaged the team to design new roles and
departments and aligned responsibilities creating
speed to market as well as new opportunities for
team members.

In a matter of weeks more than 100 team
members were excelling in a new structure that
was continuously reimagined and refned. This agile
approach enabled a fast evaluation process and the
timely assignment of resources to execute priori-
tized projects fostered from a spring of great ideas.
The result was one of the fastest growing, most

profitable organizations in the industry.

Great ideas can come from customers, your
team or leadership, but if your organizational
structure isn’t designed for agility and consis-
tently reevaluated, you may miss out on oppor-
tunities. Whether your company is functionally
aligned, departmentally aligned, matrixed or a
hybrid design, there is room for improving the way
people and teams work within compary struc-
ture. Too often that structure is restrictive rather
than agile. Lean on your learnings from the people,
process and technology assessment phases to
guide a thoughtful pace of structual change that
will streamline your operations and sustain your
scale of growth.

No matter the phase in which yur organization
is functioning today, you are not alone. Companies
are strewn across the unfortunate landscape of a
pandemic economy trying to find footing. aken
holistically, the three phases described herein can
become an exit ramp from the chaos. Build purpose
and agility into your organization and continu-
ally nurture it with the discipline of continuous
improvement. Then go out and be remarkable:
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CLASSI FI EDS — Reach Your Prospects First

Color Printing

Copies Wholesale

PRINTING FOR RESALE
$60

866.998.0911

www.PrintingForResale.com

*Next Day

500 8.5x11 4/0 100# text gloss

NOT Y.st GANG RUN! Custom Printing
-=== /. is aun (Specialty
- o (Oypecially

g

-~ — -

Ef More Pages M Custom Sizes Er Broken Qtys M PMS Colors

For more information visit, PrintingNews.com/10170661

Computer Estimating

Book Printing

BOOK PRINTING
IN 2 DAYS

- FAST TURNAROUND
- TRADE DISCOUNT

\
\sBNs, %

digital

KOPY SERVICES

DIGITAL COLOR PRINTING

e Digital Color Offset Printing
e Fast Turnaround
e Great Profit Potential

WHOLESALE COPIES

B&W Copies
as low as as low as

1.3¢ 9¢

FULL SERVICE BINDERY

1-800-567-4463

FAX 941-360-9012
www.dkscopies.com

Color Copies

For more information visit,
PrintingNews.com/10071040

Financing

Start using Printer’s Plan
to it’s fullest potential!

Co il
bO
Un
q

48HourBooks.com
800-231-0521

Leases-Loans-Credit Lines
www.gatewayfundinginc.com

For more information visit,

For more information visit, or
PrintingNews.com/10064803

PrintingNews.com/10893811

Aurigma 31 Navitor.

PrintingNews.com/12333994
aurigma.com; 800.661.8190

Canon Solutions America.........ccoceeueneee i1, 55
PrintingNews.com/11329288
pps.csa.canon.comséervices; 877.623.4969

Canon USA 67

PrintingNews.com/10067843
navitor.com;866.892.0653

PrintingNews.com/10013323
oki.com/US;972.891.3304

SmartSoft

OKI Data Americas INC.......cocuererneucncennnes

PrintingNews.com/10004298
usa.canon.com;631.330.5000

Kodak. 3

PrintingNews.com/10004777
presswise.com;888.227.7221

Signs 365

PrintingNews.com/10005105
graphics.kodak.com; 1.800.22.KODAK

Lintec

PrintingNews.com/10449454
signs365.com;800.265.8830

Trotec Laser Inc

ADVERTISER
DIRECTORY

49

PrintingNews.com/10006500
lintecgraphicfilms.com; +44(0)1628777766

PrintingNews.com/12307487
troteclaser.com;844.333.3757

17

27

68

45

For more information visit,
PrintingNews.com/10005475

Uline 15
PrintingNews.com/10718883
uline.com; 262.612.4200

Xante 2
PrintingNews.com/10008689
xante.com;251.473.6502

Zund
PrintingNews.com/10008759
zund.com;414.433.0700

39




Folders Trade Printing & Binding

Everyone gets
the same 24 hours.

Check out what
we do with ours.

PocketFoldersFast.com - 1-844-427-2642

For more information visit,
PrintingNews.com/21044280

Note Pads

For more information visit, PrintingNews.com/10071343

BUNIO NEINESRISAVE

For more information visit,
PrintingNews.com/11612088

Printing News Classifieds are sold per
word for line ad listings or by the inch

POSTCARDS

12 pt. Card Stock, Full Color

Both Sides, UV Coated

4x6 1,000  $29
4x6 5,000  $79
4x11 1,000  $57
4x11 5,000  $155

FLYERS
100# Text,

Full Color Both Sides
8.5x11 1,000 $65
8.5x11 5,000 $139
11x17 1,000 $179
11x17 5,000 $350

DIGITAL PRINTING

STITCHED BOOKS
80# Text,
Full Color Both Sides
8 Page 500  $331
8 Page 1,000 $375
16 Page 1,000 $599
16 Page 5,000 $713

for display ads. Deadline is the 2nd of the
month, one month preceding cover date
of publication. Send order to Printing
News Magazine Classified to e-mail
paul@whattheythink.com. For further
information, call 973-727-1376. Line
Classifieds are $2.75 per word per ad per

100# Text, Saddle Stitched,

32 Page 100  $373
32 Page 250 $727

8 Page 100  $129
8 Page 250 $205
16 Page 100 $208 48 Page 100 $513

16 Page 250 $386 48 Page 250 $1,015

PHOTOGRAPRY & @RAPHIC DESIEN AVAILAHYS
WIRE=0 o PLASTIC GOIL o PUR PERFECT BINRINEG

100# Cover/80# Text
96+4 Page 100 $1,127
96+4 Page 250 $2,176

month ($30 minimum). Phone numbers SPECIAL FOLDS o 27380 MAPS
are considered to be one word. No PROMATICNAL PROPUCTS
commission on classified rates. Display

Classified rates per inch: 1 time $150, #MEGMOLOR

3 times $140, 6 times $115, 12 times
$105. Publisher’s choice of color: $105
additional.

—— 800-381-4160 - www.megacolorusa.com _,,
113 Planters St., Hartsville, TN 37074 |

For more information visit, PrintingNews.com/10718109
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JOH NSON'S WORI.D — Change The Conversation

CHEESE, SAUSAGE,
MUSHROOMS, SHIPPING

Expand your reach and find your niche.

s editorial page editor for

the Chicago Tribune, Kristen

McQueary is no stranger to con-

troversial topics. Earlier this year

she really went out on a limb ly
asking readers a question, and on Twitter no less:

“Need your advice: I'm shipping deep dish to ny
grandparents in Ft. Myers. Do | go with Giordands,
Gino's East or Lou Malnati’s?”

If you want to start a fght in Chicago, express
an opinion about pizza. If you want to start a fght
in cyberspace, pose an innocent question. If pu
want to start a fight with those who are opinion-
ated, vocal and of limited vocabulary, use Twitter.
McQuery did all three.

Chicago-style pizza is controversial the world
over. Just ask a New Yorker. Even Chicagoans cant
agree what exactly constitutes Chicago-style pizza.
Is it deep dish or stuffed? How much cheese? The
rest of the country may not believe it, but thin-crust
pizza is also tremendously popular in Chicago, thus
adding to the controversy.

Chicagoans (and anyone within a 150 mile adius
of the city) can argue forever about pizza, and
thanks to social media, they do.

Everyone has their favorite pizza place.
Everyone has their favorite pizza recipe. And every-
one, and | do mean &eryone, is certain that every-
one else is wrong.

But wait, there's more. There is always more to
the story in Johnson's World.

McQuery didn't ask the Twitterverse to name
their favorite pizza. What she asked about was
the best pizza for shipping a thousand plus
miles across the country. By adding that
one caveat to her question, she completely
changed the corversation.

Let’s take a look at some of the com-
ments, shall we?

Read More...
Find article at
PrintingNews.
com/21143778

“For shipment, Lou
Malnatis. Perfected shipping’

“Do Lou’s on Taste of
Chicago. All done on-line.
Shipped on dry ice. Will deliver frozen ready to
cook. Used to send to Florida all the time. Een
specify delivery date. More you send, cheaper it is
as shipping stays the same”

“From first-hand experience, Lou’s frozen
shipped stuff bakes the best and most
authentically”

“Lou’s. Used them several times to ship pizzas to
my parents in Florida. No issues.

“Lou To Go is the way to go’

“Lou’s - | just sent some to ny in-laws for Xmas’

“Lou’s has the most experience shipping pizza
nation-wide.’

“Agree. Lou has been doing this about 20 gars.”

As you can see, lou Malnati’s won, hands down.
Not necessarily as the best pizza in town, but as
the best pizza for shipping out of town. By
perfecting long-distance shipping (an entirely
different animal than local delivery) Lou’s
expanded its market from its home region in the
corner of one state to the entire nation.

Looking for new markets? Tired of the
same ol’ conversations about quality and price?
(Notice that price was never even mentioned in the
pizza postings.) Think: is there a simple action or
additional service that will take out
the competition?

What can you do to change the cowersation? ®

Steve Johnson is a successful print owner and
digital pioneer. Each month in Johnson’s World,
he offers up his take on the day-to-day world of
graphic communications.
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