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THE SOFTWARE ISSUE

Welcome to 2023!

WhatTheyThink has a fresh new look and a fresh new outlook on the coming year. Each of our six issues
will focus on a specific topic, while still bringing expert insight into the business, technology and people
who make the printing industry better than all the rest. We may be a little biased, but you guys are pretty
cool.

So to kick things off, let's start with The Software Issue.

You'll find stories about companies that have embraced software as a way to streamline their work-
flows, both with off-the-shelf solutions, as well as with customized programs to handle every aspect of
production.

We'll introduce many new software programs hitting the market, designed to handle a variety of print-
shop needs, and we'll walk you through the process of determining and setting up an effective solution
for your shop.

Nick Benkovich, from eProductivity Software, will give us the inside scoop on all the ways ePS can help
automate your process. And Jon Buddington will tell the story of More Vang's evolution from printing to
software development.

In textiles and apparel, the top two issues facing the industry are automation and sustainability. So
we'll talk with three thought leaders, born as digital businesses, to get their perspective on where the in-
dustry stands and where it is headed.

On the signage and display graphics software front, “automation” is the talk of the town, although, if
you ask 10 different people what automation is, you'll get 10 different responses. Is it untouched file-han-
dling from job submission to RIP2 Is it specific “workflow automation” software? Is it robots2 It turns out it
can be all of these things and more.

In addition to all this software talk, we'll check in with the latest printing and business data, take a look
at how to navigate digital embellishment roadblocks, and see exactly what came out of COP27 and the

effect - or lack of effect - it will have on sustainability and climate change.

Presented By
@ eProductivity
&/ Software
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October 2022  printing
shipments came in at $7.48
billion, up from September’s
$7.32 billion. October ship-
ments are traditionally the high-
est of the year, and it's nice to
be able to start using the word
“traditionally” again as we are
hopefully back to something

akin to normal.

As the song goes, everything
can change in a New York min-
ute, but so far shipments data
for 2022 has been encouraging
and we're likely to finish better
than 2021. Can we carry that
through into 20232
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By Richard Romano
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OVERALL PRINTING EMPLOYMENT REMAINS STEADY

combined were 23,000 lower than previously reported.

Publishing in general had a generally strong summer, but
ebbed as the summer came to a close. Overall publishing em-
ployment was up +0.7% from October to November 2022, but
up +5.7% from November 2021.

Digging into the specific publishing segments, employment is
also fairly flat: from September to October 2022, periodical pub-
lishing employment was down -1.2%, while newspaper publish-
ing employment was up +0.4%.

The creative markets were doing a bit better. Graphic design
employment was up +1.0% from September to October 2022,
ad agencies (less PR) were up +0.8%, and public relations was
the bright spot this month, being up +3.2% in October. Direct mail
advertising employment was also up +0.3% in October.

As for November employment in general, the BLS reported
on December 7 that total nonfarm payroll employment increased
by 263,000 in November, and the unemployment rate was un-
changed at 3.7%. Meanwhile, September employment was re-
vised down by 46,000 and October employment was revised up
by 23,000. Ergo, employment gains in September and October

The unemployment rate hit a low of 3.5% in September, so
a rise to 3.7% is still pretty good. The U-6 rate (the so-called
“real” unemployment rate which includes not just those currently
unemployed but also those who are underemployed, marginally
attached to the workforce, and have given up looking for work)
dropped to a record low of 6.7%. Ultimately, the November em-
ployment report in general was higher than economists’ expec-
tations.

Still, the labor force participation rate ticked down from 62.2%
in October to 62.1% in November, and the employment-to-popu-
lation ratio decreased from 60.0% to 59.9%. The labor force par-
ticipation rate for 24-54-year-olds also ticked down from 82.5%
to 82.4%.

As this issue was going fo press, the BLS released its December
employment figures, and while we have not dug into the indus-
try-specific employment figures, the headline unemployment rate
ticked back down to 3.5% with total nonfarm payroll employment

increasing by 223,000 in December.

Printing, all 372.5 3771 1.2% 376.3 377.4 0.3%
Printing, production 258.2 259.1 0.3% 262.6 260.8 -0.7%
Printing, less production 114.3 118.0 3.2% 1137 116.6 2.6%
Publishing 793.2 839.4 5.8% 799.4 845.2 5.7%
Periodicals 69.1 713 3.2% 69.2
Newspapers 104.0 98.9 -4.9% 103.8
Publishing, ex-newspaper 689.2 740.5 7.4% 695.6
Graphic design 58.5 58.4 -0.2% 58.9
Public relations 62.9 66.9 6.4% 62.5
Ad agencies, includes PR 455.4 493.1 8.3% 458.0 490.6 7.1%
Ad agencies, less PR 392.5 426.2 8.6% 395.5
Agency (incl PR) + design 513.9 551.5 7.3% 516.9
Direct Mail Advertising 35.9 38.2 6.4% 36.8
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2022 BUSINESS CONDITIONS RECAP

As 2022 drew to a close, we started preparing our “Printing
Outlook 2023 report,” featuring data from our “Fall 2022 Busi-
ness Outlook Survey.”

Our look at business conditions shows that overall revenues
dropped a bit in 2022 vis-a-vis 2021, although not for everyone.
Shops with 10-19 employees performed above average, and
shops with 20-40 employees also saw a revenue rise compared
to 2021. The largest print businesses (100+ employees) were also
up a bit. The two size categories that saw revenue declines from
2021 were the smallest (one to nine employees) and those with
50-99 employees.

We indexed business conditions to 2015, the first year we be-
gan these regular surveys. Until 2020, 2015 was the gold stan-
dard for a pretty lousy year for the industry, so it had been easy
to see improvement in the subsequent years.

The “tale of two cities” gap between large and small shops
had been looking pretty apparent, although one- to nine-em-
ployee firms appear to be a city unto themselves, leading the
pack by far at least in terms of revenues—and then plummeting

even more dramatically in 2020, rebounding just as dramatically

in 2021, and falling almost as dramatically in 2022. 2020 and
its immediate aftermath were outlier years (hopefully the last of
them) so we should look at 2022 as something of a return to nor-
malcy, and not view a slight drop in BCl as anything to get overly
alarmed about.

In a normal year, smaller print businesses are able to transi-
tion to new products and technologies much more nimbly —or with
more agility—than larger businesses. And, given that they are, for
the most part, all-digital shops, that helps them adapt to a chang-
ing product mix, as well as keep overhead low.

And while all of these things were what helped many print
businesses transition to new kinds of products and services during
the pandemic, smaller shops didn't always have the resources to
do so, and even a modest disruption in their shop volume and
cashflow caused great hardship for these businesses.

Although there were few pandemic-related effects in 2022
(aside from people continuing to get sick), there was the unholy
trinity of post-pandemic challenges that businesses had to deal
with: the difficulty with getting supplies (mostly paper) and the cost

of those supplies, employment-related challenges, and inflation.

3000 - WHATTHEYTHINK BUSINESS CONDITIONS INDEX
100=2015
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OVERALL MACROECONOMIC CONDITIONS

By the time you read this, the Bureau of Economic Analysis
(BEA) will have released its official estimate of Q4 GDP, but as of

December 2022, early estimates were fairly bullish.

Bank of America and Goldman both forecast +1.4% q/q
saar, while the Atlanta Fed’s GDPNow is even more optimistic in
estimating +3.4% Q4 GDP growth. Recall that Q3 GDP came in
at +2.6%.

Perhaps the biggest economic issue in 2022 was inflation—
but, as it happens, inflation is in retreat.

Wrote economist Adam Blinder in the Wall Street Journal last
month:

“Over the past five months (June to November 2022), inflation
has slowed to a crawl. Whether measured by the consumer-price
index, or CPI, which most people watch, or the price index for

personal consumption expenditures, or PCE, which the Federal

Reserve prefers, the annualized inflation rate has been around
2.5% over these five months. “

Yes, you read that right. Yet hardly anyone has noticed this
stunning development because of the near-universal concentra-
tion on price changes measured over 12-month periods, which
are still 7.1% for CPl inflation and 5.5% for PCE inflation.

There are a few caveats, chief among them being that five
months isn't quite enough to declare victory, but also:

“Concentrate instead on ‘core’ inflation, which excludes food
and energy prices, annual inflation over the past five months has
run higher: a 4.7% annual rate for the CPl and 3.7% for the PCE.

So the Fed’s fight against inflation isnt over.

Still, as we head into 2023, the industry is doing pretty well,
and the economy as a whole is humming along. Can we keep it

going? M

REAL GDP GROWTH (QUARTERLY) 2010-2022
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TALES rrou i
DATABASE

Welcome to our new series called “Tales from the Database,” drawing
on six years’ worth of “Print Business Outlook” surveys.

These surveys form the basis of our annual “Printing Outlook” reports, the
most recent of which (2023) should be available by the time you read this.

In every survey, we ask a broad cross-section of print businesses about busi-
ness conditions, business challenges, new business opportunities and planned
investments.

In our “Business Outlook” reports, we tend to focus (obviously) on the most

recent survey data, occasionally looking back a survey or

two to see how these items have changed in the short-
term. Plumbing the depths of our survey database can
give us a better sense of how these trends have changed
since the mid-2010s.

As this is the software issue, we rounded up a few

software-related challenges, opportunities and invest-

ments.

Let's see what the historical data can tell us.
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BUSINESS CHALLENGES

A perennial top 10 (or even top five) challenge throughout the history of our survey has been
“managing workflow automation.”

It peaked as a challenge in 2017 at 25% of our survey respondents, but has never been lower
than 21%.

A big part of “managing” automation is understanding what comprises it. In 2018, “adding/
updating web-to-print/online storefront” peaked as a challenge at 20%, and then dropped dramat-
ically and has stayed fairly low since.

Is that because everyone installed /updated their online storefront in 2019, or did it just fall out of
the public consciousness? Elsewhere, one gets the sense that it was a little bit of both.

We also added “print MIS implementation” to our list of challenges in 2019, and while it debuted
down at 5%, it peaked in our most recent survey at 8%.

Again, does this mean that print businesses are not challenged because it's not a challenging

process? Or is it because a MIS implementation is not on their radars? Or have they already done it2

30% BUSINESS CHALLENGES...
2% /\/\/
20%

15%
: ==print MIS implementation

==adding/updating web-to-
print/online storefront

==managing workflow
automation
5%

0%

10%

2016 2017 2018 2019 2020 2021 2022
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NEW BUSINESS OPPORTUNITIES

Then there is the question of whether print businesses feel that print software can provide a business oppor-
tunity. This is a key point. After all, printers usually buy things—equipment mostly—based on the extent to which
they feel it will bring more business in the door. It's not always easy to see software in the same way one sees
a new press, for example.

So, do print businesses see business opportunities in software? As you can see, not at especially high levels.

“Automating production” was an opportunity for 15% of print businesses in 2016, topped out at 22% a
year later, then plummeted in 2018 before rebounding slightly toward the turn of the decade.

“Adding web-to-print/online storefront” peaked in 2018 and then declined in the following years. It's likely
that the mid-2010s saw the majority of print businesses building out their online storefronts; the surge in 2020~
2021 was likely due to a pandemic-generated spike in using web-to-print during the pandemic lockdowns, as
well as to sell COVID-related products.

“Print MIS implementation” was seen as a business opportunity by 6% of print businesses when we added

it to our survey in 2019; it subsequently dropped, but is back up to 5% in 2022.

30% NEW BUSINESS OPPORTUNITIES...
==print MIS implementation
25%
==adding web-to-print/online
storefront
20% —=—qutomating production
15%
10%
5% \/
0%
2016 2017 2018 2019 2020 2021 2022
WhatTheyThlnk
[ ]
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PLANNED INVESTMENTS

Finally, what have print businesses been buying?

In 2018, planned investment in a Management Information System (MIS) peaked at 20%, but has
been on the wane ever since—and notice how the decline in planned investment in MIS tracks the
decline in the perception of implementing an MIS as a business opportunity. Perception as a challenge
rather than an opportunity reflects the sense that an MIS is a “necessary evil” and not necessarily some-
thing that can make or save money—again, the tendency to think of software in a different way than
equipment.

Investment in a CRM is also fairly low, although has been on the rise post-pandemic.

“Workflow automation software” has also been on a general downward trend as an investment—or
probably as an investment category unto itself. As more people understand what is meant by “automa-
tion,” it's more likely that they are liable to look for automation features in other kinds of software (like a
RIP/DFE, etc.) rather than some dedicated “automation” solution.

Top investments are almost predominantly equipment-based; capital equipment does require a more
formal budgeting process than software, although an MIS implementation should not be the kind of
thing one does willy-nilly.

But it does also reflect the sense we get that software is not necessarily perceived as something that
is a money-maker per se, or at least not in the way that, say a digital press is.

This is understandable, but the key will be to change that perception—software can play a very large

role in both saving and making a company money. [l

30% PLANNED INVESTMENT IN...
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Off-the-Shelf
Software

is no Solution

HOW TO CUSTOMIZE A SOFTWARE SOLUTION THAT SOLVES YOUR WORKFLOW NEEDS.

By David Zwang

An efficient workflow solution needs to be developed
through a deep understanding of a PSP’s existing and future prod-
ucts, markets and processes. With that understanding it becomes
much easier to develop the solutions, supporting structures, and
go-to market strategies for the short and long term.

With the shifting market directions of procurement and print
production there is a lot to be learned about the new require-
ments, processes and pain points of the customer base.

Much of the current “off-the-shelf” workflow software and
professional service offerings are developed around legacy tech-
nologies and markets, and need to be developed and aligned to
support newer and disparate technology and markets.

Building a one-size-fits-all solution will usually fall short of
those goals. Ultimately, the solution needs to fit the specific needs
of a PSP and their customer and partner relationships.

In an ideal world, you would start with a clean sheet of pa-
per, analyze market requirements, client system states, your plant
needs and build an appropriate infrastructure.

In my experiences and in discussions with many PSPs, the best
way is to start by understanding and reviewing the three overrid-

ing processes.
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The Front Office - Job onboarding, webshop, FTP, EDI

The Back Office - MIS, ERP, accounting

Process Management and Production or The Plant -
Processing the incoming content into a final deliverable

While all of these will ultimately need to be tied together, try-
ing to develop a holistic workflow infrastructure without looking at
each of these independently will usually result in a dysfunctional
and inefficient solution.

In each of the three overriding processes there is a lot of soft-
ware already available in the market. Some of it is print specific,
and many more are generic business and manufacturing solutions.

Once you have reviewed and detailed the requirements, you
can begin to select the best solutions in each category according
to those who have been successful in their implementations.

Integration is the new skilled technology requirement.

When digital file exchange and production replaced the old
analog processes, stand-alone prepress companies disappeared,
with their skills and processes being split between the creator and
the PSP. As we continue the digital journey toward Industry 4.0
and more automated and integrated procurement and produc-

tion, new skills are demanded across the value and supply chains.



Onboarding the production and order data, normalizing them and capturing and re-
turning the resultant performance is the new prepress. Connecting and tailoring all of the
necessary individual component solutions is a new and critical requirement for many if
not most companies of any size.

APIs (Application Programming Interfaces) are the key to connecting a large variety
of MIS/ERP and other workflow production solutions that are in use, as many users will
tend to stick with the solutions they have, or at least transition them over time.

Normalization of job files (PDF) and order files (XML, JSON, JDF), is required to limit silos
and offer more automation opportunities.

Production file normalization has been satisfied in core RIP technologies and workflows.
Job/production order normalization has not, except for limited 1:1 case, and can offer
many differentiating benefits.

Creating a framework for order data normalization could also provide a better solution

to address the disparate and diverse customer and production requirements.

A FEW SUCCESSFUL EXAMPLES

One of the more interesting solutions, docuPOD, was developed by Documation,
in Eau Claire, Wis.

Since each of their customers have their own business systems, they use
Adeptia, an enterprise-class integration platform, to convert and normalize the
customer’s order input, which could be XML, CSV, ED], efc., into JSON and then
info their MIS system (EPMS) to capture the order. The production tools include Enfo-
cus Switch and Pitstop for normalization and workflow management, and Ultimate
Impostrip Scalable for imposition.

This makes the onboarding and processing of new customers and orders a
fairly streamlined process. While the components of the solution were all off-
the-shelf software, the key was the integration by Documation themselves.

Sandy Alexander, headquartered in Clifton, N.J., is a marketing communications
company, which identifies as “one source for print, direct marketing, visual media
and retail visuals.”

This 340-person multi-site commercial printer has a wide assortment of an-
alog and digital printing and finishing equipment. They have a few different
workflows to accommodate their wide range of product offerings.

With eProductivity Software (formerly EFI) Pace as their MIS system, they
develop their own custom workflows to deliver data to the machine’s DFE.
Ultimately they are looking to consolidate many of them through Esko’s “au-
tomation engine.”

They use Esko Web Center as a bridge to some of their customers, but
they find it can be complicated for adoption, so they have an internal team
of developers who primarily do scripting and integration. They also write
the logic for all of the things they need to do with the data, once it is on-

boarded. Eventually it is transformed into a normalized PDF file which gets
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processed centrally and then sent to wherever it's going to get
printed.

Cober Solutions is a fourth-generation print manufacturer in
Kitchener, Ontario, with over 100 years’ experience.

With about 200 employees, they deliver effective content
through print, digital, interactive and integrated services that fo-
cus on strategy and metrics. They have a complement of offset
and digital presses and a variety of finishing equipment to support
their on-demand marketing and photo book production.

Cober recently replaced their old MIS with Tharsten MIS after
an in-depth review process. Additionally, there is an assortment of
modular solutions that all work together, including Kodak Priner-
gy, Prinect from Heidelberg, and they use
HP's Site flow for some of their work.

Prinergy is currently their primary work-
flow system, however, they are exploring
the potential migration to Prinect from Hei-
delberg to implement more automation on
the shop floor and reduce the amount of
software they need to integrate.

They use Enfocus Switch and Pitstop
server, as well as One Vision for data han-
dling, while Impostrip from Ultimate Tech-
nographics is used for impositions.

Affectionately called “Octopus,” their homegrown system is
the backbone for receiving orders and moving them around.

The core system they developed for onboarding is primarily
developed on PHP as consumer-facing customer portals that can
also integrate with APl orders they receive.

From there, they translate the data from an order, whether it's
JSON, XML or other code, into primarily JSON or XML for inter-
nal use. They have been using the JDF form of XML to move the
orders around. One Vision has become the primary solution for
that, because Enfocus Switch couldn’t handle the volumes.

The need for integrated solutions is not just for large compa-
nies. Neuron Publishing, in Fremont, Calif., is a 32-year-old mid-
sized all digital commercial printer (formerly rooted as Progres-
sive Solutions), that specializes in on-demand printing of books,
cards and wrapping paper. They are positioned to offer a produc-
tion solution for e-commerce and corporate clients; an area that

is increasingly growing.
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Fach of these example
companies see their
integrated workflow
architectures as
constantly evolving.

They have a centralized MIS/ERP system that was custom built
using the Filemaker Pro Server version that runs the shop. They
built a “helicopter” for workflows, which is extremely flexible and
allows for landing on buildings if that is what the client requires.

They initially tried Oneflow and Gelato, but ultimately couldn’t
justify the licensing costs, especially since it didn't support their
need for multiple systems onboarding, and the support for inte-
gration was limited. So they designed, integrated and use two
custom workflows, one with Enfocus Switch and one using CSV.

For onboarding, they have multiple solutions to support their
varied client requirements. These include custom customer portals,
an internally developed API, and support for JSON, XML and
CSV.

The Switch workflow enables the
processing of composed PDFs, and
the CSV workflow, which is an older
legacy workflow, is still in use for cre-
ating step-and-repeat impositions and
sending only one imposed predefined
element to the DFE.

Their next task is to bring more au-
tomation to their finishing. Currently it is
offline, since most of their existing fin-

ishing equipment doesn't support a digital ticket like their presses.

NOT A ONE AND DONE

Each of these example companies see their integrated work-
flow architectures as constantly evolving to support the changes
in procurement, product offering and production technologies. As

such it requires dedicated and skilled staff. 1l

MORE TO COME...

| would like to address your interests and concerns in future arti-
cles as it relates to the manufacturing of print, packaging and labels,
and how, if at all, it drives future workflows including “Industry 4.0.”
If you have any interesting examples of hybrid and bespoke manu-
facturing, | am anxious to hear about them as well. Please feel free
fo contact me at david@zwang.com with any questions, suggestions
or examples of interesting applications.
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PRINT PROVIDERS ARE DEVELOPING SOFTWARE TO EVOLVE WITH YOUR COMPANY
AND MAKE THESE LISTS A THING OF THE PAST. By Cary Sherbure




There is no question that customer requirements for print software solutions are evolv-
ing at an accelerated pace.

Five years ago, David Zwang and | conducted a research project for PRIMIR. Even back then,
the study concluded:

“One size does not fit all in MIS/ERP, which is a conclusion that should not surprise anyone.
There is a definite need for multi-tiered offerings. Increasingly, however, MIS/ERP solutions will
be compiled from a set of modular offerings from one or more vendors. These modules can be
integrated into a customized solution for each company.

These are today's new home-grown solutions: Modules that can be pulled out of the box
and assembled to meet specific needs and requirements. Perhaps a bit of scripting or custom
programming can be the icing on the cake.”

Back then, there was still a high level of distrust with cloud-based applications, for many
reasons, including fear that if the cloud service went down, or worse, out of business, the printing
business might face difficulties.

At that time, about 60% of respondents to the study indicated they had an MIS in place. The
remainder indicated they had no plan to purchase one.

The report cautioned: “Owning a print MIS does not necessarily mean full utilization of the
solution that is installed.”

Five years is a long time these days, and a great deal has transpired in the world and in the
printing industry.

There is a growing frust in more stable cloud-based applications. Weaker printing companies
have been thinned out over the years, either through acquisition (usually via a tuck-in) or simply
closing the doors. In fact, the number of printing establishments decreased by 26% between
2010 and 2020.

And then came the pandemic.

In times of stress, printing companies that keep up with investments in the latest technologies
tend to do better and are stronger than those that do not. This includes increasing workflow
automation, adjusting print capacity to realistic levels, and yes, increased investments in digital
printing and other digital technologies, including web2print and MIS.

When properly implemented, these investments pay off in terms of cost reduction; increased
productivity; reduced errors, waste and rework; and faster time to market. We've seen this
demonstrated many times over the past decades as technologies — and customer requirements
— have evolved. And stronger companies are better able to weather economic downturns and
unexpected events like the pandemic.

We spoke to three providers of print software about how their product offerings are changing
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in light of evolving customer requirements, and what they are see-
ing and hearing from customers today.

Aleyant, whose origins were cloud-based and offers a range
of workflow solutions ranging from web2print to an entry-level
MIS.

eProductivity Software, which spun out of EFI fairly recently
and has a large portfolio of historically on-premise solutions that
now have some cloud-based components.

Heidelberg, primarily an.equipment manufacturer for which

software solutions are playing an increasingly important role.

Greg Salzman, Aleya EO, founded the company in
2005, entering the market with its Pressero Web2Print solution.

Over the years, they grew organically and through acquisi-
tion, adding tFLOW, its prepress workflow automation tool; eD-
ocBuilder, a document designer; and PrintJlobManager, an MIS
system. The company is now owned by Lumine Group, which
Salzman notes, has given Aleyant the ability to continue to oper-
ate autonomously.

Salzman thinks Lumine does a good job of spreading knowl-
edge, including best practices, and invests in their leaders.

“If I have a challenge with something, | can gain introductions
to three other companies that have experienced a similar chal-
lenge,” Salzman said. “I can learn from them about what they did
right and what they wished they had done differently.”

Aleyantis also part of the Zapier cloud-based APl hub and has
already established integrations with more than 1,500 third-party
apps via direct API or Zapier.

“We increasingly see that data is king, and whenever you
have that data locked within one system, it's really a tremendous
disadvantage to the printing company,” Salzman said. “It's im-

portant to play well with others and make sure that data can flow
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seamlessly in and out. That's when customers receive true value.”

Although Aleyant is integrated with a number of MIS solutions,
the company found the need to develop its own entry-level MIS
to meet customer needs.

“| was repeatedly getting calls from customers saying they
were trying to use our Web2Print solution as an MIS, largely be-
cause of the ease of use of our pricing calculators, and it wasn't
working,” Salzman said. “We wanted to integrate an MIS that
could make it easier for printing company employees to estimate
jobs without the weeks of training required for traditional estimat-
ing modules. You could end up getting different estimates from
each estimator, and it could take a day or two to turn the estimates
around. With PrintlobManager, employees can get fast, accurate
pricing from anywhere.”

There are other advantages to an easy-to-use-and-implement
MIS.

“Rather than buying expensive bar code readers, employees
can use their phones for shop floor data collection, managing in-
ventory, tracking job status and things like that,” Salzman said.
“And PrintJobManager can be implemented within a month or
two. We are very involved in the implementation process; that's
what most of our customers need to be successful.”

Aleyant also offers an extensive library of materials for self-
paced learning, which comes in handy for onboarding new em-
ployees, keeping up to date with new developments, and gener-
ally refreshing knowledge.

“I think one of the biggest trends we will see is software vendors
providing more and more services to their customers,” Salzman
said, “becoming more of a partner, not just in implementation, but
in providing ongoing services.

“We've seen a lot of customers that have strategically decid-
ed not to hire the staff internally to manage the software, but to
use our professional services. If they need something done, they
just contact us and we do it for them. Depending on their needs,
this services-on-demand model can be more cost effective than a
full-time employee. They are also guaranteed a result in a timely

fashion and with more predictability.”



eProductivity Software was created when EFl decided to spin
out the software business, which was acquired by San Francis-
co-based Symphony Technology Group.

“What that means is we are now essentially an autonomous,
standalone software business,” said Nick Benkovich, vice pres-
ident of portfolio product management. “We can do things we
couldn’t do before, and we have a lot more flexibility. We set our
own course, and we can partner with people that may have been
challenging to partner with in the past.”

Benkovich said that in the past, many customers chose “big
bang” on-premise solutions that were designed to meet a wide
range of customer requirements.

“But especially as a result of COVID, companies have taken
the time to step back and reflect on their businesses, looking at
their real pain points, and understanding “big bang,” Benkovich
said. “Sometimes it's focusing on where the real challenges are,
whether it's scheduling, capacity planning, getting new business
or automating processes. And that often can best
be addressed by a modular ap-
proach to their printing soft-
ware.”

The average printer is pro-
ducing 40% more jobs than they did
10 years ago.

“Forty percent more jobs
means a lot more of the tra-
ditional paperwork, with job
tickets flying through a facility,”
Benkovich said. “This becomes a
scheduling problem, and as a re-
sult, we've seen an uptick of interest
in our PrintFlow scheduling solution,

which can be plugged into the MIS

without the need to replace the whole thing. It is really a modular
world.

“Historically, we were an MIS company that incidentally sold
other enabling technologies. What's been a quantum shift for us
and for our customers is that many of them are not going to buy
everything from one vendor. We have customers that are using
Oracle or Microsoft Dynamics as a base, and they just want a
scheduling solution or a data collection solution or an e-com-
merce web2print solution or an imposition solution. We built a
framework that essentially allows them to plug that technology
in. And we are making more and more of that available in the
cloud.”

Benkovich said that the company is very focused on movement
of solutions to the cloud with software-as-a-service as a licensing
model.

“Not having to capitalize that initial investment helps peo-
ple step in and also scale over time as it makes sense,” he said.
“Delivering modular solutions is a real focus of our team, and we

will continue to do that, while also

placing focus on




some of our growth markets like folding carton, tag and label, and
flexible packaging.”

Benkovich still sees a market opportunity for its PrintSmith Vi-
sion, Pace and Monarch MIS solutions, but customers also want
to add additional modules over time.

“| always say to people, focus on the biggest problem in your
business. Where is the biggest impact, the biggest bang for the
buck? Sometimes it is a wholesale replacement, but often it is sim-
ply addition of or replacing modules.”

He gave an example of a company that has a homegrown
system that has been serving them well. However, the person who
wrote the system is retiring and they have no way to support the
system going forward, making it a liability.

“Fundamentally, our customers in print don't get paid for IT
services,” he said. “They get paid to put ink on substrate. So if we
can take the IT services aspect off their plate, if we can take care
of that infrastructure and all they do is run their businesses, that's
perfect for them.”

An important part of that infrastructure is the availability of on-
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modular, cloud-based
the future of the print soft-

line learning and communities where customers can ask questions
of their peers.

There is a library of support articles generated from support
cases — the philosophy is that if one customer has the problem, it
is likely someone else will face the same challenge. The articles

are available throu search to make it easy for users to

locate the informat

Prinect Production Manager workflow i roven, mature soft-
ware product, which is currently being ported to a cloud-based
solution (H+) to provide customers with the latest technology and
most up-to-date data security, according to John O'Donnell, Hei-
delberg’s vice president of product management for Prinect and

Equipment as a Service (EaaS$).



According to a 2021 press release, the Heidelberg Plus eco-
system will ultimately incorporate everything from Heidelberg's
eShop and the entire Heidelberg service portfolio, including Al-
based applications to advise customers interactively how they can
optimize their operations, instructional videos and white papers.

The company is showcasing the portal in Print Media Centers
located in Germany, the United States, Japan and Brazil. It is de-
signed to be a single point of entry for customers to access all
Heidelberg products and services.

The first transition to the cloud will be with Heidelberg’s Print
Shop analytics in the first quarter of 2023, and over time, addi-
tional apps will be rolled out.

“As part of Heidelberg's Push to Stop end-to-end manufactur-
ing approach, we need to incorporate the value stream of pro-
duction, including third party integration, which includes different
storefront and accounting platforms,” O’Donnell said. “Not ev-
eryone will take on a greenfield startup, but a modular approach
can fit most of our customers. | believe this would benefit every-
body in the industry.”

He points out that some environments, such as packaging, can
easily handle one path and might be more likely to partner with
one vendor.

“But a commercial printer that has a mix of labels, some pack-
aging and has a brand-new inkjet press, is more likely to require
a hybrid workflow. Here we already support many of those re-
quirements and continue to look for more opportunities to expand
this approach; in the end Prinect streamlines manufacturing and
eliminates touchpoints.”

Heidelberg, long known for the reliability of its printing equip-
ment, also understands that today’s print shops have a multitude
of different manufacturing lines, including wide format and digital
devices, and the goal is for the company to connect and integrate
solutions from a software perspective.

“Hardware is becoming increasingly dependent on software,”
O’Donnell said. “The software is the brains behind the hardware
and is used tfo increase efficiency and productivity. We want to
make the process as seamless as possible with Al reducing the
need for human decisions that might slow things down.

“Prinect software helps us get there. Every demonstration we

do here in our Print Media Performance Training Center has a
software component fo it. While this has been the standard in dig-
ital printing, it's a different way of thinking about offset. Everything
being driven by Prinect and the H+ ecosystem is where Heidel-
berg is heading.”

Heidelberg already has connections into several third-party
applications, including PrintVIS, Avanti Slingshot and eProductivi-
ty Software (formerly EFI).

The
gottom
Line

Future success requires paying more attention to customers,
from pre-sale through implementation and beyond, and making
their offerings not only available in the cloud, but also easy to
integrate with third parties.

This wave of modular, cloud-based solutions is the future of
the print software industry, and as O'Donnell said, adoption of a
modular, open approach is not only good for the software ven-

dors and their customers, but for the industry as a whole. [ |

To get all the
latest in software
product news,




NICK BENKOVICH

THE VICE PRESIDENT OF PRODUCT MANAGEMENT AT EPRODUCTIVITY
SOFTWARE TALKS TO WHATTHEYTHINK ABOUT HOW PRINT BUSINESSES
USE SOFTWARE. By Richard Romano and Adam Dewitz

What are print businesses looking for in print software these days? Is it just about

managing production, or is there more to it than that?

Production is a key part of it but it’s far more than that. It's about what comes before and after
the production that optimizes a print business. It starts with enabling and tracking your salesforce,
interacting with customers, providing quick response to quote requests and changes and managing
and ultimately packing, shipping, delivering, invoicing and receiving payment for all that production

work.

“Automation” can mean many things to many people. What does eProductivity

Software think of as automation?

Automation is really about removing manual steps, redundant entry, and costs out of the overall
workflow. Moving work through production based on events, triggers and status changes, auto-
mating the integration of data between components within the wider production ecosystem such as
prepress, press and postpress equipment and ultimately all the way to invoice.

Printers are challenged as material and labor costs rise and skills shortages hit our industry. Many
ePS customers have moved or are moving to a highly automated manufacturing process, as we have
seen in other industries, with minimal human touch points from order acquisition to shipped product.

There are a lot of options out there, and the ePS portfolio has tools, such as eFlow Automator, to
help printers create their own specific custom automation to meet the needs of their specific business

based on type of production, products produced and customers served.

How can print software alleviate some of the challenges printing companies are

facing with labor shortages?

We look at four dimensions of the print operation: analysis, communication, automation and
integration.

Analysis through better data to make more informed decisions about where to best deploy skills,
communication to ensure everyone has real-time information at their fingertips, automation to im-
prove the speed of production as well as reducing human intervention, and integration to reduce
the human factor of data entry errors and touch points and all while leveraging existing and future

investments.
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eProductivity Software has had a strategy of devel-

oping end-to-end software products. As customer re-
quirements change, how can they uncouple components
of the Suites to build custom end-to-end solutions?

NB

While the Suite approach is one pillar of our business, so is the
ability to deploy specific components of the portfolio integrated to
other ERP systems. We are seeing the need to offer enterprise en-
abled solutions of e-commerce, estimating, production planning,
intelligent scheduling and real-time direct machine data collection
to name a few.

Our specidlty is print and packaging, so our differentiation
and value to our customers is not just the technology, but the de-
cades of experience in deploying these solutions with every pos-

sible print or packaging configuration.

Traditionally, software-based automation has been
slow to come to wide-format printing. To what extent

do you see that changing?

Wide format continues to be challenged with rising substate
costs and automation, therefore has become even more critical.
Some of the key areas where we see customers taking advantage
of the higher levels of automation are: online orders, ganging of
like jobs, tracking of pieces and parts, and onsite and in-store
setup and hanging. These are all things that were not available

just a few short years ago.

As print businesses expand into other kinds of print-
ing, how do their software needs change and how can
ePS help them manage different application types?

NB

Printing or textiles or packaging, be it labels, cartons, flexi-
ble, or corrugated, all intfroduce unique production needs. This
is where we are able to leverage the decades of experience in
industries, our market leading Radius ERP solution and the sched-
uling, data collection and shipping tools to improve efficiency.

Understanding that you print in rolls, estimate in square inches,
and consume in linear feet all introduce complexity, not to men-
tion ganging or parallel production.

Textiles is certainly an exciting area, especially if you look at
things like tradeshows, events or corporate functions.

Packing, shipping, distribution, and even rentals of furniture or
stands to complement the printed textiles are some of the exciting
tools we bring to customers to help them grow and extend their

businesses profitably.
How will Al change print software?

We see Al as Actionable Insights. All that data and so much it
can tell you if you run the right report or write the correct query.
But what if the system could present you with actionable insights?
Like an advisor leaning over your shoulder every hour of every
day whispering in your ear, “Did you know?2”

Actionable Insights could suggest different markup strategies
or what roll of material you should choose and what jobs you
could run. Those are the game changers in terms of profitable
growth and why we are excited about what we are doing with our

Productivity Workbench, guiding customers to find the money. [l
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By Heidi Tolliver-Walker

Increasing numbers of

small and mid-sized businesses =

are investing in DIY marketing automation.

Platforms such as MailChimp, Pardot and HubSpot

lower the barrier to entry, both in terms of cost and skills re-
quired, and make onboarding easy. If your customers have an
Internet connection, they have marketing automation.

With these platforms, even your smallest customers can design
their own mailings, manage their own mailing lists, and send per-
sonalized email campaigns.

These tasks used to be the exclusive domain of larger compa-
nies with fully staffed marketing departments. Not anymore. The
typical HubSpot customer has only one - 10 employees and $1
million - $10 million in revenue. These platforms have become so
easy fo use that even the front of house can send out triggered
emails.

Why, then, would your customers need you? The answer lies in
something that doesn’t come “in the box.”

Marketing automation platforms may offer robust functional-
ity, but without the marketing and database expertise to put them
to use, those tools are little more than window dressing. Under-
standing where and how to plug in can be of significant value to

(and revenues opportunities with) those customers.

MARKETING AUTOMATION ON THE RISE

Where is the business community when it comes to adopting
marketing automation? Just because companies own the software
doesn't give us the answer. They must actually use it.

According to Startup Bonsai, 25% of companies report hav-
ing “extensive” use of marketing automation. Just over one-third

(34%) have “limited use,” and 28% say they plan to start using it
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MARKETING

DIY SOFTWARE OFFERS OPPORTUNITY.

T

in the future. Only 13% say

they have no plans to use

marketing automation at all.

Is marketing automation

just a large company phenome-

non? No. Most (81%) of compa-

nies with marketing budgets over

$500,000 are using marketing au-

tomation of some kind. However, 44%

of those with marketing budgets under
$100,000 are doing so, as well.

What are customers’ primary goals in

using marketing automation? According

to Ascend?, it is streamlining marketing and

sales efforts (35%) and improving customer en-

gagement and experiences (34%). But there are practical goals,

too. Thirty percent say the best reason for using marketing auto-

mation is to minimize manual tasks.

COMPETITOR OR OPPORTUNITY?

In most cases, your customers aren’t marketers. That's why they
need you. In fact, the more widespread marketing automation be-
comes, the more opportunities arise.

For example, businesses may be able to upload a database
of contacts, but then what? How will they build their audience
dashboard? What audiences will the dashboard include2 How
will they segment those audiences? Will they tag them? If so, what
will those tags be? Will they build out customer journeys or cus-
tomer personas as part of their targeting? If so, will they need
help? How will those journeys and personas be used? What is the
right cadence? Will any of the channels be integrated with others?
If so, which ones and how?

Customers will need help using the tools they‘ve invested in.

This is where printers can offer tremendous value.

TOP MARKETING CHANNELS?

Direct mail is always critical to an effective marketing strategy.
But most marketing automation platforms focus on digital. If print-
ers are going fo be marketing partners to their customers, there

are certain digital channels they should be familiar with.



According to HubSpot's “State of Marketing Report 2022,”
social media tops the list, followed by website/blog, email mar-
keting and content marketing.

Of course, these are the channels for today. What about to-
morrow? In terms of their future investment, marketers are prepar-
ing for: Influencer marketing (34%), mobile-friendly website de-
sign (33%), short-form video content (31%), virtual events (31%),
and experiential marketing (29%).

Every one of these channels offers an opportunity for printers

to offer support and consultation.

TRENDS IN EMAIL MARKETING

While social media, video and web channels are increasingly
important for small businesses, email marketing remains the core
of many marketing programs.

UpCity’s “2022 Email Marketing Study” found that, since the
pandemic, the percentage of businesses bringing their email mar-
keting in-house has risen from 49% to 51%.

For these businesses, bringing email marketing in-house means
losing the expertise of their third-party partners. This creates room
for printers to step into a consulting role.

The percentage of businesses using freelance email marketing
specialists or consultants (as opposed to email marketing agen-
cies) has risen slightly from 20% to 21%, while the use of email
marketing agencies has dropped from 31% to 28%. The opportu-
nity lies on the consultation side, not the execution side.

The opportunities in consultation are all the more important
since most small businesses admit that their email marketing needs
some work. Only 37% feel that their email marketing is working
well. Nearly half (45%) say it could use improvement. Nineteen
percent say it is not effective at all and needs a lot of work.

Marketers’ goals for their email marketing vary, but in total,
their number-one goal is “inspiring readers to action” and “pro-
viding more relevant content.” This is followed by “boosting web-
site traffic,” “introducing products and services” and “increasing

brand awareness.”

WHAT ABOUT CONTENT MARKETING?

Content marketing is a top priority for marketers these days,

and this requires software, as well. Video remains the top media

format for the third year in a row, and specifically short-form vid-
eo platforms like TikTok and Instagram Reels. Other top media
formats used by marketers, according to HubSpot: Videos (59%),
blogs (48%), images (46%), infographics (45%) and case studies
(42%).

How will these channels be developed? If your customers de-
velop video content, who writes the script? How will they pro-
duce those videos2 Will it be on an iPhone? Something more pro-
fessional?2 Will they need lighting or additional microphones to
capture crisp, clear audio? Will they do these tasks in-house or
outsource them? Once the files are captured, then what?

Most marketers will want to put out product and educational
content, but depending on the channel, that might not be the best
option. In terms of effectiveness for social media, for example,

educational content comes in last.

ALL ABOUT THE METRICS

Ultimately, marketing automation is about driving results. How
will those results be tracked? Responses? Conversions2 Sales?
In social media, will it be likes, comments, website traffic? How
about impressions, clicks or views2 Clients will need help setting
up and monitoring these metrics.

Clients can monitor the metrics themselves. However, like
everything else, this gets complicated very quickly. Anyone can
use Google Analytics and view top-line traffic numbers, but what
about deeper metrics such as exit pages, bounces and audience
flow?2 Navigating the deeper metrics and understanding what

they tell you is something else.

MARKETING SAVVY DOESN'T COME IN A BOX

In the end, customer adoption of self-serve marketing plat-
forms offers printers tremendous opportunity. These platforms can
create cross-channel campaigns, but they can’t develop cam-
paigns that send the right message to the right people at the right
time. They can send personalized emails, but they can’t create
customer journeys or select the right follow-ups to a direct mail
campaign, or when.

In a world of DIY marketing automation, where is there a role

for a competent, marketing-savvy printer? |
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GOING FOR THE GOLD

PROTIPS TO GET THE MOST QUT OF YOUR DIGITAL EMBELLISHMENT PRODUCTION

By Kevin Abergel

The embellishment of print is a creative art that traces its origins back 500 years to Erhard
Ratdolt, who first used gold for printing a gloriously spectacular full page of dedication‘in a number of .
copies of his editio princeps of Euclid.

Fast forward to today’s digital processes, the use of computer graphics for design and.new digital
technologies using various toners, inks and varnishes for production, has only added to the explosive
creative potential.

It would be a mistake, though, to assume that the creativity-begins and ends with a designer with
a graphics app. The choices of substrates, surface effects, textures and foil types are just as important:

Ideally, experience at the production end will feed back into the creative process, so that design-
ers, materials specifiers and operators can work together to get the best out of what is still a new set of
processes.

We asked three very experienced digital embellishment producers about how they work to get
the best from different papers, laminates and foils and how they feed that knowledge back to their
customers.

Matt Redbear is a designer and digital embellishment press operator at Blue Ocean Press in Fort
Lauderdale, Fla., which handles general, commercial and large format printing:

Ken Huizenga has 35 years’ experience as a production manager and was one of the first to invest
in digital embellishment technologies.

Chris Meiia currently offers consultancy services to Scodix users in North America and has worked
as a designer, demonstrator, and field engineer for various digital embellishment-users and manufac-

turers throughout his career.

WORKING WITH SUBSTRATES

While digital embellishment systems have recommended settings for the different surfaces of com-
mon substrates, usually papers, there will always be variations that require tweaking and experimen-
tation. Likewise, designers have a knack for finding something different that's never been done before,
while the operators must have a matching genius for getting these to work.

“| divide stocks up into three different categories,” Redbear said. “There are the ones that abso-
lutely do work. There are the ones that absolutely do not work. And then there are the ones that can be

made fo work and they have special situations, special production requirements, to be able to use them.

“Obviously what's going to work best is going to be a smooth coated stock. It's going to give you
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smooth even results if you want to mirror-finish. When laying down
inkjet varnish, the smoother the stock, the’smoother your results.”

If you believe the instruction manuals, uncoated papers won't
work with UV varnish, as they.absorb it too quickly. However,
Redbear and Mejia both have pro tips for working with uncoated
without pre-coating or laminating to cover the surface.

“You.have to create a barrier, which may be done through
laying down' your toner first. You have ‘a particular advantage
when' using a toner press that has fusing oil, as the ail itself can
create’an additional barrier on top of the.toner. You can use a
clear toner as an underlay, or you can use pretty much any color
of toner, preferably one that hits more than 60% of the maximum.
The denser it s, the better the reduction in absorption you'll have.”

Meijia has found it is-actually possible to print UV-varnish di-
rectly onto uncoated, even without a print layer.

“I've tried it using the main mask, but set to 25% of thickness.
It's still going into the surface, but it will cure fast enough to make a
foundation, then you can apply the full varnish as a second pass.
I've been 80% successful with this even on type down to 14-15
point depending on the design. Sometimes it takes three passes so
you really need to watch your curling.”

Redbear says he's worked on a surprising variety of stocks
that aren’t obviously suitable for UV varnish or foiling.

“I've used offset stocks and I've used things like Blazer digital
satin. I've used Royal Sundance Felt, which you would think would
never work with the polymer overlay. Cougar Digital will work
for small areas: if you're using larger areas, you're going to run
into problems. I've used offset parchment, which isn’t supposed to
work, and offset laid can also be made to work.

“There are others that just simply cannot work. Anything that

has a heavily embossed or hatched surface, like linens. They do

make a digital linen, but it will pick up the texture if you're laying
foil.”

Other problem materials, he says, include “glittery types of
papers that almost have a.gritty or sandpaper-like surface. There's
nothing you can do to make that work. And then there are the
super-porous felt types of paper or cork surfaces that simply will
not work.”

Huizenga agrees that smooth surfaces work best.

“If you're going to have a stock that maybe isn’t the smoothest
sheet, then maybe you are not going to want to do some of the
fine details, but if you want to flood coat with your embellishment
press, go ahead and do that. I've tended to work with a custom-
er’s matte-coated sheet because the glossy varnish had more of a

contrast from one to the other.”

SURFACGE TENSION

UV varnish is applied as a liquid that is then cured by UV
light, often by initially pinning (ie part-solidifying) by cool and
economical UV-LEDs, then blasted with more powerful UV lamps
to complete the polymerisation process and solidify the varnish.

A factor in how the varnish behaves when it hits the substrate is
its surface tension, measured as its dyne level. The dyne helps with
bite — how much adhesion you're going to get into the paper —
but also wettability, influencing how well the varnish smooths out.

To get a really nice, glossy look these are the two things that
you really want. You want it to adhere and you want it o flow on
the sheet as nicely as possible.

The longer the varnish has to flow before curing, the more it
will naturally smooth out to become glossy. So it needs time, says
Redbear.

“You can turn up the varnish heat to let it flow better. The slow-
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er you can run the press, the more time you can give the varnish to
spread out before it hits the lamps, the better.”

This can lead to the image spreading too far, he says.

“You may need to choke the image down a litile, to give it
‘negative expand,’ in the file setup. I've always choked back to
allow the varnish to smooth out more without going beyond its
boundaries.”

On the other hand, spreading the varnish may blur fine detail,
Redbear points out, “so it's not a solution for all issues.”

Other imperfections can come from air bubbles or dust par-
ticles on the sheet, which disrupt a smooth foil effect, though it's
less obvious on a patterned effect such as diffraction holofoil
or “cracked ice.” These can be minimized by cleaning the ink-
iet heads on a regular basis and ensuring a dust free production
environment.

Redbear says that imperfections tend to show more on large
foil areas, or large letters, especially in the areas where two print
heads stitch their images together.

“l can adijust their overlaps a bit more, otherwise | may get

streaking. Slowing the press down helps here too.”

Matt or gloss clear laminate film can prepare a paper surface
to accept UV varnish and foil, and can also give a visual contrast
— gloss varnish on matt laminate or soft touch can give spectacu-
lar results. Laminates can also provide overall effects to the sheet
that print alone might not manage, such as soft touch and other
haptic effects, mirror finishes, holographics, cracked ice effects,
sparkles and more.

For production purposes, the issue is not simply about appear-
ance or making the production process easier, but how a laminate
will perform in downstream processes, says Huizenga.

“You have to take into account both the design elements and
what the end use is for the product, because there’s a lot of con-
cerns there: whether or not it'll crack, whether or not it can stand
up to the bindery as well as just making sure that it’ll stand up
transporting, depending on where it's going, where the customer’s
going fo send it.”

Soft touch laminates can look fantastic with spot gloss var-
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nish or foil over them, as Huizenga points out. However, he says
that care must be taken with the lamination temperature, as curled
edges can damage the print heads in the inkjet embellishment
unit. The edges may also go ragged if there has been a double
feed in a cutting and creasing machine.

Other issues to be aware of are if the laminate area is nar-
rower than the underlying paper. If there are printed registration
marks down the edges, the heated laminate rollers can pick up the
ink or toner and redeposit it further down the sheet. This confuses
the registration systems on the embellishment presses, and may
cause register problems during production.

You may also need to match a laminate adhesive type to the
underlying print process, says Huizenga.

“Different laminates work differently with different inks and
toners,” he said. “An iGen, a KM-1/1529, an HP Indigo, for in-
stance, each needs specific types of laminate to bond with the
inks.”

The age of the laminate roll can also affect the way the varnish
behaves on its surface too.

“If you have films that have been in storage on your shelves
for two or three years, that might affect the way the varnish ad-

heres and flows, so you need to track the age of your stocks.”

Chris Mejia stresses that experienced operators can have a
valuable role to play if they can interact with designers, either in-
house or at the customers.

“l don't see a lot of companies that cross that bridge,” he said.
“Often, you've got the designers and the sales team, and then
there’s a void between them and actual production and finishing.
If you can cross that bridge, an operator may say to the designer,
‘it might look great on the screen, but as an operator | can say it's
not going fo work.” The salespeople may say ‘well that's what the
customer is paying for,’ so you've got that bridge again.”

Some of the best embellishments we've seen have been when
the operators were involved in the sales cycle.

Mejia agrees.

“My operator at DMS Color, Dave Fallon, had a passion for

design from day one. With something new, the sales and design
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side need to ask the operator, ‘Can you do this2’ and the answer
may be, ‘Yes, but it's going to take a bit of R&D.’ You need con-
versations back and forth to see what the customer wants. The
operator may be able to suggest a more effective way to use the
material to highlight what the customer wants to highlight — a logo
or lettering for instance may look better plain, with the embellish-
ment around it. So it's a sort of reverse embellishment to stand out

"
more.

Proper handling and conditioning of paper is vital, before and
after production, Huizenga warns.

“| found when ordering parent-size sheets and cutting them
down, that could introduce a moisture change. It could often curl
a stock.”

This is bad news when the paper is going under inkjet heads
with a clearance of half a millimeter.

“You want to be sure you keep it as flat as possible,” he said.
“So sometimes ordering pre-cut stock that's already been condi-

tioned, or that's been sitting on your shelf a while, will lend itself to

AR

v

a much better embellished product.

Varnishes take a while to cure completely, even with powerful
UV lamps, so they can become sticky under pressure even if they
feel touch-dry. This is a problem when stacking the sheets.

With raised digital embossing, the sheets stand proud of each
other, and the varnish can stick to the underside of the sheet above
if enough weight builds up in the stack. This affects double-sided
coatings in particular.

“We have built a rack, a bunch of dowels that stand up,” said
Redbear. “They're tall and they're spaced so far apart that we
literally stand sheets up in it when they come off the stacker, to get
the pressure off of them, and then they stand up and cure for an-
other 24 to 48 hours. And that has proven effective in overcoming
that problem.”

This leads to a related problem, in that you can't easily put a
stack of digitally embossed sheets into a guillotine cutter, as the
clamp pressure can crush and crack any nearby varnish.

“There can be damage even with very light pressure,” said
Redbear.

He says that the foam pressure reducers used for cutting NCR

Felt'surface is too
porous for inkjet varnish
_retenﬁon and requires

/ > a barrier between the

overlay with mulfiple
RSVP & EVENT DETAILS — Passes—=

zola.com/wedding/ourmountainadventure

Please RSVP by June 15", 2022

ACCOMMODATIONS

A room block has been reserved at
The Pinnacle Inn
Please call 828.387.2231

per and the polymer

Reference Sydney & Michael for the discounted rate

Additional information for travel, accommodations and
weekend itinerary can by found on the wedding website

36 WhatTheyThink ~ Issue One 2023




stacks can work. However, individual sheet cutters have the least
risk of damage.

“We have a Ziind G3 cutting table with vacuum belt feeder,
which is very accurate with zero damage, but it can be slow and
time consuming to use for a larger production.”

Huizenga points out that a die cutter that uses ready-made
dies can be a good solution for commonly used shapes, such as
round-cornered cards.

The curing issue should also be considered when preparing
finished work for dispatch. The surface may still be delicate and
easily marked or scratched.

“| sometimes stand over the person packing the job and tell
them exactly how to fill the box,” said Redbear. “I know how
things might shift in the box, and if the varnish is damaged the foil
may start to peel off. We may wrap each bundle in rubber bands
and put paper around each one to separate it.

“It's crazy, but you have to be sure it's very dry, not just air dry.
If the job can sit around for a day or two before packing, let it.”

Huizenga agrees.

“We only use four-inch-high boxes,” he said, “and we pa-

s o
‘methods to build
of varnish on un
stocks.

z",/
7

per-band in order to keep things from shifting. We like to start
early in the process and ask the customer what their timeline is.
This is a specialty product so you're not usually pushing it out of
the door immediately. If you're creating a masterpiece, it doesn't
make sense fo rush it in the shipping.”

He also advises keeping an eye on temperature conditions.

“If you know it's going to be hot tomorrow and cooler the day
after, then maybe you wait before putting it into the truck, or it'll

get superheated on the way.”

In the world of color print, we're told that predictability and
repeatability is the prime concern. Printing has become a “process
not a skill, a science not an art.”

Embellishment, however, has always been an art that requires
application. Science has taken it digital, but the need for creativity

and experience is as important now as it ever was. [l

Matte3D meets Gloss3D:
A test run proves
durability and stunning
results. Miri Matte Lava
14 pt. Red holographic
cover stock.




HOW TO TURN YOUR DIGITAL PRINTING
WURKING U\IER WORKFLOW INTO A PROFIT MAXIMIZER
By Pat McGrew of McGrew Group, Inc. and
WU R K F LUW Ryan McAlbee of PixelDotConsulting LLC

As an industry, we learned many lessons during the years of the ana-

YOUR

log-to-digital transformation, and it's still ongoing.

Digital printing unlocked new applications for customers through print cus-
tomization and personalization.

Customers also realized that their print buying patterns could shift to extend
their budgets while giving more flexibility to marketing and fulfillment that could
match their business cycles. Fewer quantities spread across more frequent orders
became the norm. -

Digital printing also pushed the diversity of what could be printed cost-effec- - -
tively, which was particularly helpful for small and mid-sized businesses.

However, what is great for the customer became an operational challenge

for the print service provider (PSPs).

As the print quantities decrease and the number of orders increase, the pro-

duction processes and workflows used for analog printing are failing PSPs. The

time-consuming and costly analog printing tasks in the prepress, printing and
finishing departments require some changes to support digital printing.

Time and costs shift to job onboarding, estimating, administration and sched-
uling as platemaking processes are replaced with processes that transfer print-
ready files directly to print queues.

PSPs applying their analog processes and workflows to the increasing volume
of digital print jobs quickly find two problems.

First, too many people touch the job from the point of the customer’s request
for quote (RFQ) to the point of it becoming a live job ticket (JT).

Second, the time and subsequent costs between the RFQ and the JT can be
longer and more costly than the steps required to print and finish the job. The
burden of onboarding and printing digital jobs using existing analog processes
quickly erodes profitability.

The solution is to maximize profitability in digital printing by eliminating man-
val processes and integrating the flow of job requirements and tasks between the
software solutions that form your technology stack.

Follow these steps to build the best stack for your need:s.
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Walk
Your
Workflow

Understanding the people, processes and technologies cur-
rently used in your digital printing operation is essential.

Start by selecting a few of the print applications you produce
the most, whether those are direct mail, brochures, business cards
or wide-format signage.

Now walk the workflow from the point where the customer
makes the request to the point where the product is finished and
ready for delivery.

Pay extra attention to the interaction and tasks required be-
tween the customer’s initial request until it becomes a job ticket.

This onboarding is frequently loaded with physical touchpoints
and process loops. There is often a discrepancy between the ac-
tual processes and tasks performed versus what supervisors and
management think is happening.

It is crucial to observe and document the workflow and avoid
influencing the standard behavior and processes performed. Be
sure to note workflow loops, private spreadsheets and the wide-
spread use of email, chat or sticky notes outside workflow tools.

At each point, ask: what, why, when, how, where, who and
additionally, how much. These questions work well to understand
and evaluate any process.

What did you find after walking the workflow for your most
commonly printed products? Focus on the answers found to the
“How Much” question. Any process incurring outsized time or

costs should be improved, eliminated or automated. Calculating

Optimize Job
Onboarding Through
Printing

The most efficient job onboarding is when the customer can
enter the job specifications, validate them, receive pricing and
approve the order on their own. Online ordering through a W2P
solution is an excellent example of how customers can self-service
standard products, butitis not the only way to streamline ordering.

Larger companies may integrate their entire purchasing soft-
ware suite to send orders directly to your print MIS through an
electronic data interchange (EDI) or application programming
interface (API) integration.

Regardless of how it is done, the goal is to onboard standard,
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QUESTION

What is needsd?
Why is this needed?
When or.in what order is it needed?

If put into practice for how

the customer submits order
specifications to your digital
printing workflow, your answers
could look like this.

How is it captured?

Where is the information put?

Who provides the information?

How much in time and labor costs?

and thinking of time and cost savings on an annual basis provides
a clear path to the actions required to improve the workflow.

If you produced 10 of the jobs in the example per day (2,600
per year), the $150 in labor savings per job to implement on-
line ordering could save $390,000 annually. Those time savings
would also allow your sales team more time to focus on selling
higher-value solutions, your CSR more time to engage customers,
and your estimator more time to focus on estimating higher-value
work.

Based on past assessments, it is common to find several hidden
yet costly touch points throughout the workflow.

Over time, employees can create processes using generic
tools like spreadsheets to help them accomplish their tasks, instead
of fully using the workflow tools available.

Identify hidden processes and spreadsheets and fix them in
steps two and three when building your workflow stack and opti-

mizing job onboarding.

repeatable print products with zero touches from the initial request
through ticketing. Once the ticket is created, let your print MIS do
the heavy lifting.

Purchase orders should be automatically generated if mate-
rials are below set inventory thresholds or if more is required for
the work-in-progress jobs. Let the system figure out the optimal
schedule for production with rules set to minimize changeover in
printing and finishing.

Digital orders are commonly printed and finished quickly

enough that a first-in, first-out approach can also work in many



MORE MANUAL

MORE AUTOMATED

Product type, delivery date, quantities, format size, colors, paper/substrate, finishing requirements, etc.

To price and produce the job

Before pricing/quoting

Direct interaction with salesperson
Email sent to CSR or estimator
Salesperson
30 minutes - 4 hours; $150 in labor costs to-enter job specifications

Build Your
Workflow
Software Stack

Many PSPs already have the building blocks for an optimized
and automated workflow, or may only be missing a couple of
pieces. It requires a focused effort to improve existing solutions
configurations, integrations and use. The key is not what software
solutions you own but their level of utilization and integration to
support maximum automation.

Now that you have identified and optimized the process-
es needed for your most common print applications, it is time to
determine those that can be automated within reason. Not every
process can or should be automated. The goal, especially for the
fast turnaround and high number of digital jobs, is to have zero
manual touchpoints from the customer request to landing in the

queue at the DFE.

cases. However, some companies use batching software as part
of their tech stack to group similar jobs over a defined period. No
matter how you manage jobs after the tickets are created, it should
not require the operator’s time unless it is unique or complex.
Taking a product-driven approach to standard work also im-
proves the preparation of the artwork and data content. Repeat-
able workflow plans can be used based on whether the job calls
for direct mail, brochures or business cards. The automated plans
should convert files to the format needed for the workflow, pre-

flight, adjust color sets, apply color management, optimize files,

Customer enters details in the online W2P solution
W2P solution
Customer
5 to 30 minutes; $0in labor costs ta PSP

SOFTWARE PROCESSES
Web-to-Print "[erer Entry

Pricing
| Approval

Print MIS = | RFQ
Quoting
Confirmation
Ticketing
Purchase Orders & Planning
Scheduling
Shop Floor Data

Warkflow Management { Prepress

Digital Front End

—[DFE (Printing]

Finishing Automation
Solutions

Business Intelligence/
Analytics

[Finishing

[Machine Data

impose and output to the DFE.

Again, the goal is zero touch for operators who can then focus
on the exceptions that need special processing and work that is
not a standard product offering.

At this point, the printer and finishing operators should simply
manage their work queues and the needs of the devices to pro-
duce the work. Another key element is to capture the times, materi-
al counts and key data from the shop floor so it can be monitored,

analyzed and used to continuously improve production.
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Let the Data Flow
From
Productions

Production printing is quickly transforming into an industry
based on data-driven manufacturing. Data for print production
presents several challenges for PSPs.

PSPs must determine what metrics are useful for their opera-
tions. Do you want to track SLA performance, overall equipment
efficiency (OEE), waste metrics, operator productivity or other key
performance indicators (KPIs)2 Without a clear KPI, the correct
data may not be collected and almost certainly will not be used
effectively.

The data must be collected. The data collected needs to be

Maximize Profits
For
Digital Printing

How do you calculate your profit today? Does it wait until the
end of the quarter or the end of the year for a review with the ac-
countants? What do they look at? Their accuracy is based on the
data they see, and they can’t make recommendations if they don't
know what wasn't invoiced.

Part of your technology stack should be devoted to the pro-
cesses behind accurate estimating and quoting, timely change re-
quest management and job reconciliation at the point of invoicing.

That means you need mechanisms to capture all elements that
are part of the costs of goods sold, all change requests and the
resulting additional labor hours and material costs, and late-bind-
ing discounts requested prior to invoicing.

Begin with an honest look at the processes in place today. Ask
these questions:

Does the inventory management system automatically update
the estimation system as inventory arrives and prices fluctuate?

How are change requests captured, costed and invoiced?

How are discounts managed?

If you find that you have unconnected systems that require
manual updating and are missing the ability to automate the esti-

mating and production systems, this is a great time to talk to your
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analyzed often using comparables to a prior period, the last time
the job was produced or industry benchmarks.

The data must be collected to support your objectives. Many
PSPs use electronic shop floor data collection as part of their print
MIS solution. Increasingly, the equipment can augment or replace
some of the production data. The machine can report back pro-
duction times, ink and material usage, quality indicators, status
markers and other data that feeds an analytics dashboard or is

accessible to other software through a set of APIs.

vendors and build a plan toward automation.

For each system, ask the vendor about how to connect their
systems to build a single system of record for every job that in-
cludes actual costs and pricing options. They may have APIs, Soft-
ware Development Kits (SDKs), or professional services to recom-
mend. Listen to their ideas.

A common recommendation we hear is to consider tools that
can link together in a framework, share data, provide access to
Business Intelligence tools for analysis, and feed real-time dash-
boards. Tools that cannot share data should be reviewed for re-
placement.

Anything that can be automated should be, and it should all
be done based on an implementation plan that includes team en-
gagement, executive buy-in, milestones and milestone postmor-
tems to build the best workflow.

The goal is to drive more money to the bottom line, eliminate
bottlenecks and avoid leaving money on the production room
floor due to failures in managing change requests and discount

policies. [l
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KEEP THE NAPKIN

WHAT STARTED AS A SMALL IDEA TURNED INTO A MULTIMILLION-
DOLLAR COMPANY. FOLLOW MORE VANG'S EVOLUTION FROM PRINTER

T0 SOFTWARE DEVELOPER. By Jon Buddington
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Just after the holiday break, | found myself preparing for a meeting. The client
was a decade-long contractual user of our Banjo software product, and the invite
had 40 names on it—names | didn’t recognize. | could see from the agenda that the
project we would be discussing required custom software development—close to a
quarter million dollars worth. It would be hard to schedule into our already crowded
product roadmap, but we didn’t have much choice. This was a seven-figure client;
keeping them happy was non-negotiable. It was also a reminder that software prod-

ucts are never finished. Once you engage, you've taken on an entirely new level of

responsibility.

| can still remember the day | uttered the words “we should make a software

product.” It seemed like the answer to all of our data-to-print problems. Six

years, four lawyers and some 20,000 hours of software development labor
later, we have not one but two successful software products.

There is much | would have done differently, but | can’t imagine More

Vang without Banjo and Mythos—our core product offerings. | believe dig-

ital technology (software development, not equipment) will drive future

growth in our industry. But to explain that opinion, | should first provide

some context.

HOW IT ALL STARTED

More Vang evolved from humble, if not typical, beginnings. The
business was founded in 1979 as Global Printing, and primarily
produced short-run publications for Washington, DC area as-
sociations and government contractors. Ironically, our name
dissembled a very local business model. If's interesting to
look back at that focus now. Close to 100% of the publi-
cations we produced back then have since moved online.
| witnessed firsthand the transition from physical to
digital distribution of our publications work. My career
with Global Printing began in 1991. | now look at that
time —from the early 90s to the 2001 tech crash—as a golden peri-
od of simple printing businesses.
Firms differentiated themselves by the size of their presses. “Are you half size or full
size2” was a common question back then. Some businesses focused on quality and
were proud to spend the day with a customer looking at press sheets with a loop or

entering their printed masterpieces into award programs.

Software Issue
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Back then, print revenues held steady with GDP growth. If you
had the credit and could buy a press, you would find work. And
then with a pop, the tech bubble burst, and so did print's promi-
nence.

It was 2001 —the tech recession followed by the chaos of the
9/ attacks—and we were getting our first glimpse of the chang-
es about to hit our industry. Clients canceled meetings and instead
focused on cost cutting and retrenchment. A new breed of tech en-
trepreneurs was busy picking through a smoldering pile of failed
tech companies. | could see the first wave of tech’s assault on the
printed word forming.

When businesses began spending again, their focus was dif-
ferent. Everyone was talking about data: big data, small data, ac-
quired data, data visualization. Saying “data” made you sound
smart. If you went to a print trade show, all the vendors wanted
to talk about was data. It seemed like a lot of hype, or an attempt
to keep the dotcom party going, but these soothsayers were right.
Data was going to change our world.

We began making investments in higher volume digital print-
ing devices. This was a twofold strategy. We were reacting to
the market, as print volumes of our legacy publications business
were decreasing, and digital printing became more efficient for
handling these shorter runs. But this equipment also gave us the

chance to explore the new opportunities created by this growing

46 WhatTheyThink  Issue One 2023

obsession with data. What could we do with it2

Initially, not much, it turned out. Our existing relationships were
with print buyers; the new data people were primarily in the mar-
keting departments. We lacked the proper vocabulary and value
proposition fo get meetings with data-focused marketing exec-
utives. After some frustration, we realized that the name Global
Printing wasn't helping our cause.

We created a new brand division, Global Thinking, that ad-
dressed marketing, creativity and data, and hired a few creatives
and IT experts to guide our thinking. We abandoned our long
history of content delivery and moved into the marketing message

business. Suddenly, we had appointments on our schedule.

THE BEGINNINGS OF SAAS

Our first meetings were eye opening. | had been living in a
depressed print economy, where meetings focused on saving
money or discussing ways fo print “on demand” as budgets were
slashed. | had mistakenly thought we were all in the same boat
together—riding out a recessionary storm, waiting for the sun to
come out.

Suddenly, | was sitting in conference rooms where money was
no object, and the discussions were about growth. | soon realized
that print wasn't part of these strategy sessions. It was hard to take

at first, but | recognized there was still a need for print, but that

Halloween is a big deal at More

Vang. Software development and

support attracts a creative crowd.



need would look different than our standard offerings.

We were working with a new type of marketer: a younger
cohort of executives less interested in creativity and more focused
on consumer behaviors. Their data sets were enormous, as CMOs
began looking at the macro of their market. It was the dawn of
“big data,” and in most cases, it was unmanageable or in our
words, inactionable. We started smaller, looking for “little data”
opportunities.

Here, we would find an action or a reaction to something that
our clients could support with data and we could respond with
print. Something like sending a paper invoice for abandoned
e-commerce shopping carts with
data-driven payment options. We
would automate this process with
a small script of code. —
These middleware solutions
addressed the everyday needs of
marketing departments. We built
e-commerce middleware, invento-
ry management middleware and
print marketing middleware.

All of this work helped us grow
more comfortable with the inter-
faces between our print systems
and our clients’ software applica-
tions. We soon discovered some
gaps in our clients’ technology stacks. With some research, these
gaps became opportunities for product prototypes, and one of

them became Banjo.

WE HAVE A PRODUCT!

I'm certain we weren't the first printer to develop print automa-
tion software, but in this space, we can count the competition on
our fingers (and maybe some toes).

Banjo began as an “everything store” type of product. We
saw limitless possibilities for client data to become physical print-
ed products. That was one of my early mistakes. Great software
businesses are focused. People don't use Salesforce to make
restaurant reservations. In our case, we started by making Banjo
a tool for both inventory management and marketing automation.
It didn’t take long for us o leave the inventory management space
and focus solely on automation. Focus is how you grow a product

business.

The team holds quarterly hackathons
This is the follow-up show and tell.

Banjo launched as a minimum viable product (MVP), in 2012.
This was a great way to test the waters—turning a prototype into a
sellable tool by focusing on the client interface first.

But the new work wreaked havoc on our staff and internal
systems. The initial tool lacked billing functionality and compati-
bility with our MIS software. We sold automation to the client and
created a bunch of painful manual functions inside our own print-
ing operation. It took time to expand our development resources
(code for hiring talented developers) and create a process for
architecting and building the back-end systems—building the air-
plane we were already flying. It was chaos.

One of the greatest challenges
we encountered was coming to
agreement on how the new system
should work.

Traditional work came in with
an estimate that was converted to a
job ticket. From there, the job went
to prepress for proofing and impo-
sition. Planning would get notified
and confirm stock and scheduling
requirements. The mailing depart-
ment would process data lists and
generate postage estimates. The
finished job would then be sent to
accounting for costing and billing.

Even with a good MIS, the traditional print job touched a lot of
people. In our minds, that was part of the problem with print. We
envisioned a different process for Banjo.

We began by defining the deliverables Banjo would pro-
duce. Instead of asking, “What do you want2” we started asking,
“Which deliverable option are you interested in2” From there, we
were able to set pricing and automate imposition and proofing.

Banjo bypassed prepress and automatically produced job
tickets with the data coming into the system.

We moved on to automate mail list processing (NCOA and
CASS) and finally—after discarding all the off-the-shelf PDF gen-
erating tools—we built our own PDF rendering engine.

In the end, we built the system to print, mail and invoice without
any back office intervention. All of these new features were great,
but the investment into the product had skyrocketed. We needed
more users. We needed to learn how to sell a product rather than

rely on our traditional process of building relationships.

4
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MARKETING?

In 2018, we consolidated Global Thinking and Global Printing
into a single brand called More Vang (the name is a long story).
This change moved us one step further from our old general com-
mercial printer identity.

Our new focus was direct mail, and we positioned More Vang
as the parent company of Banjo. This allowed us to keep Banjo
focused on specific marketing integrations, while allowing More
Vang to cast a wider net. We also separated Mythos—a smaller
Saa$ product we had developed for higher education giving—
from the More Vang brand entirely.

Mythos taught us how to market a product. The tool was an
outlier for us.

It began in 2008 as a service for a couple of local universities
we worked with. Mythos was built to help these universities gath-
er firsthand narratives supporting gift impact. We learned about
the business when our early obsession with data landed us some
technical gift reporting projects from the schools we worked with.

We knew Mythos had potential, but we also recognized it
wasn't directly related to any print contracts. It was an annual re-
curring revenue (ARR), business, and the costs of maintaining the

product were hard to justify.
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took down the cube farm
t6 give the development team an open
céllaboration space:

| asked our head Technical Project Manager for his input. He
agreed to lead the product and determine its viability. We settled
on a timeframe, budget and development resources. In essence,
Mythos became its own business entity.

With focus, the product evolved quickly. We created an ag-
gressive roadmap for new feature development and worked
closely with our clients to vet all new ideas. The product became
economically viable, so we decided to apply what we had
learned to our print automation tool, Banjo.

More Vang had always been a sales-driven business. At one
time, we employed 15 people in the business development role.

The product business works differently; it requires brand identi-
ty and product clarity. It's less about asking, “How can we help2”
Instead, we market the product around known challenges, cre-
ating a feeling of “oh, | need this.” We use a product sales ap-
proach—close the deal quickly, stay focused on the product, dont
let the conversation stray.

To keep new product leads coming in, we invested in better
marketing technology.

Like many businesses, we had combined our clients and leads
into a single, custom Salesforce database. But as we began ramp-

ing up marketing efforts on Mythos and Banjo, we realized our
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Salesforce setup was more aligned to clients

than prospects. It didn't handle leads well. We invested

in Hubspot to manage our marketing and no longer include this
data in our Salesforce CRM.

We also learned the value of content. We wrote a lot. Ev-
eryone wrote. Our marketing team produced a steady stream of
blogs to support our SEO, as Google rewards sites with regular,
relevant content.

In addition to this organic search work, we increased our
SEM budget tenfold. Today, our platform tracks new leads in real
time, employing retargeting advertising and direct marketing to
engaged prospects. This process creates a steady stream of new
leads for our product sales team.

Today, Banjo makes up over a quarter of our annual revenue

and 70% of our growth last year. Mythos has grown 400% in the
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past two years alone and might double again this year.

We're officially in the software business. Our development
staff has grown large enough to handle custom development proj-
ects—like the one | opened this story with.

Throughout the early years, | was plagued with doubt and
found myself surrounded by doubters—my accountant included.
(It's hard to book the value of intangible assets.) Luckily, my back-
ground in the printing industry prepared me for taking risks and in-

vesting in new technologies. In that way, code isnt much different

than iron. M
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M A K I N G By Richard Romano

=CONNECTION

SOFTWARE CONNECTS THE DOTS FOR A DISPAY GRAPHICS PROVIDER.

When we talk about “software” in the context of display
graphics production, much like print production in general, we are
often talking about a Management Information System (MIS) that
runs the “carpeted area” of the business, or related systems like
Customer Relations Management (CRM).

When it comes to print production, and especially “workflow
automation,” what we're usually talking about is what is almost
quaintly called “RIP and print” software.

And when we talk about automation, we're often talking about

getting this type of software to talk to all the other software.

RIPING YARNS

But there’s more than just the RIP.

“Adding features to the RIP is rather difficult because it really
extends beyond the RIP,” said Sebastien Hanssens, VP of market-
ing and operations for Caldera. “| mean, the RIP is there to man-
age colors, taking the file and giving instructions to the printer to
print that file or cut that file as best as possible. And as everything
evolves, there's more and more pre-press or job preparation.”

So while Caldera offers its CalderaRIP for wide-format print-
ing and cutting (version 16 was released last fall), it also offers
Prime Center, which sits upstream from the RIP and is described
by Hanssens as “high-performance nesting and job preparation.”

“Nesting optimization” has been the archetypal automation
feature for display graphics for some time now, and it still remains
an important component of what we mean by workflow automa-
tion in display graphics.

It's not just ganging all the images on a single sheet or board
in such a way that you're using every available bit of the board—
minimizing waste and the total number of boards you'll need—but

also being able to group prints in such a way that they can be
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easily assembled later on.

Take for example, a related production environment like gar-
ment printing. If a shop is printing sportswear like team jerseys, not
only do you want to optimize the nesting of the parts of a jersey,
but also keep the same sizes together, as well as which jersey
front corresponds with which jersey back, so that when the jerseys
are all sewn together, the right parts are matching up. It's a bit like

variable-data printing, in a way.

SET PIECES

In some cases, features have evolved before users were hip
to them, but now—especially post-COVID—people are starting
to catch up.

Onyx Graphics' flagship product is its ONYX wide-format RIP
and print workflow software. Onyx introduced Quick Set automa-
tion some time ago, but took a few versions to catch on.

“The industry has arguably a history of adopting new tech-
nologies a little slower than some others. As such we were in an
embryonic phase of what automation and workflow is—which still
means many different things for many different people,” said Jon-
athan Rogers, international marketing manager for Onyx Graph-
ics. “As we've progressed over the last five years,
however, the capabilities of software vendors,
and the expectations of users, have sped up their
adoption and willingness to accept things that
make their job easier.

“The idea of a Quick Set was revolutionary
five years ago, but is anexpectation now.
Similarly, the idea of an end-to-end auto-
mated workflow in which your design file

goes all the way through and is ready for




finishing, is now more of an expectation than it's ever been.”

And three guesses why this has become such an expectation...

“Coming out of COVID, some businesses that downsized may
not choose to rehire with many owners becoming operators,” said
Matt Crawford, president and CEO of Onyx Graphics. “They
want to do more with less, which has promoted a migration to
automation.”

Crawford also sees a change in where shops want to focus
their investments.

“Their willingness to invest in tools is much greater than it used
to be,” he said. “Where shops would invest in labor, theyre now
much more interested in investing in tools and then interconnecting

those tools.”

BEYOND DISPLAY GRAPHICS

Digital inkjet technologies have allowed print businesses to
expand into many different kinds of applications, printing on dif-
ferent kinds of materials. And that has trickled down to software
providers.

While companies like Caldera made a name for themselves
developing RIPs for wide-format printing, it's become more than
that.

“Now digital inkjet is spreading out into many domains,”
Hanssens said. “We're getting requests for more printing on tex-
tiles, direct-to-garment, direct-to-object, direct-to-fabric or direct-
to-film. Those are the growing trends. So it's the same software

and inkjet technology, but new applications.”

And these new applications have their own wrinkles—some-
times quite literally.

“The advantage of wide format is you're always going to have
more or less white media, unless you're doing special things like
printing on metallic film or cardboard,” Hanssens said.

But printing on T-shirts is growing.

“But 80% of the T-shirts being printed are black, so then you
need to be able to have certain features to tweak the colors to
make sure that they pop out,” Hanssens said. “And then there’s
new things that we're seeing in wide format—double-sided print-
ing that we never used to have. So customers have asked us to
develop a feature that manages that.”

For example, printing on both sides of a glass or clear plastic/

acrylic sheet and ensuring that the two sides align properly.

PLANET OF THE APIS

According to Onyx’s Crawford, the future of print software —
and software automation—is APIl-based, or ensuring that tools
connect with other tools.

“In the traditional print world, using tools that connect other
tools together is outdated, but in the inkjet world, that's rad-
ical.”

Onyx’s own ONYX Sync is a commer-

cial API for RIP software and will soon be

available.
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We've always had the ability to connect to other tools through
Quick Sets, but as modern as that is for a lot of our customers, it's
aging technology compared to the APl world we live in. Con-
necting directly with different software solutions our customers are
using, be it bought or homegrown, that's where automation in the
print industry is going: APl connectivity, so that your tools are in-
terconnected.”

And those other tools can be those that exist not just in the
production workflow but also in the so-called “carpeted area” of
the business. Workflow automation—even for display graphics—
is about more than just moving a file through production—it needs
to move to other parts of the business as well.

“Shops need more than a workflow for their print production,
they need a workflow for their business,” added Onyx’s Rogers.
“Something that provides a direct connection to production data
that can be used for invoicing or for some other function that was
formally labor-intensive. Automation in wide-format print has
grown beyond just print production.

“It's not enough to move a file,” he added. “I need to know
who moved it, who printed it, when it was printed, how much ink
and media was used, and a number of other things that help me
better understand my costs and capacity.”

Caldera’s Hanssens concurs. Automation now, he said, also
involves “connecting data from the RIP to ERPs or to web-to-

print—that's being asked for a lot.”
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Caldera Prime Center, now at version
2.3, is designed for optimizing nesting
and cutting.

BLOOD WORK

As labor becomes scarce, turn times become even quicker,
applications diversify, and margins stay thin, automation is be-
coming more of a necessity for display graphics than has ever
been the case before. As the commercial printers who went this
route years ago (or who are still going this route) can tell you, the
software infrastructure really becomes the lifeline of the business.

Thinking biologically, if the equipment are the major organs of
the print business’s

“body,” the software and the network that connects everything
is the circulatory system. And many of us know from experience,

good blood circulation is essential. [l

RELATED WEBINAR ALERT

An important element of sofiware-based workflow: au-
tomation is scalability. For.a good hands-on case study of
software in action, be sure to watch a webinar WhatTheyTh-
ink hosted onJan. 17. Sponsored by Aurigma, Pat McGrew
and Ryan McAbee lead a discussion with Caleb Vanden-
heuvel of Scottsdale, Ariz.’s Industry Print Solutions (IPS).

Watch “Craft an E-commerce Solution that Works for

You with Aurigma’s Customer’s Canvas” at https://what-
theythink.com /webinars /267 /




@ WATCH LIST

ePS’s Nick Benkovich on the Company’s Extensive Software Portfolio

Nick Benkovich, VP Global Portfolio Product
Management for eProductivity Software, runs
down the current ePS software portfolio, com-
prising solutions for print businesses of all sizes
and application specialties.

PageDNA's Steve Enstad on Printing Software Trends

PageDNA's Steve Enstad talks about PageD-
NA's print software solutions and implemen-
tation process, and how they address the
challenges that printers and print customers
have when using print software.
GMG's Marc Levine on Remote Workflow Tools

- -

Marc Levine of GMG talks about how the
automation and remote workflow features in
GMG's software solutions can help companies
overcome the workforce challenges the indus-
try is experiencing.

Ricoh’s Arron Robinson on Software Integration

Nge.

Ricoh’s Arron Robinson talks about how Ricoh's
integrated and “holistic” approach to print soft-
ware allows different components to communi-
cate with each other regardless of whether they
are cloud-based or on-premises.

Ultimate’s Eve Petroni on End-to-End Workflow Automation

8>

Ultimate TechnoGraphics’ Eve Petroni talks
about the increased need for print production
workflow automation and how Ultimate’s impo-
sition and bindery software provides end-to-
end automation.

Infigo’s Douglas Gibson on Expanding W2P Job Types

Huh

As part of Infigo’s efforts to help customers E E

speed jobs through their factories, the software
is expanding the types of jobs that can be
accepted via web-to-print: wide format, labels,
packaging and more.

&
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By Jennifer Matt
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STAY ON TRACK WITH WITH
SOFTWARE-AS-A-SERVICE.

e

The business model of software has been migrating from perpetual license to soft-
ware-as-a-service (Saa$S) for the last decade or more.

Initially, SaaS was not well accepted in the print industry. | think the reason behind
the slow adoption of SaaS was because the perpetual software license was more like
the purchasing model of buying a press. You financed the investment. You thought of
it as ownership. You expected to have it for a long time.

Software is not like a press. At the closing quarter of 2022 the idea of “owning
software” seems funny to me. What's so funny about owning software2 You can't buy
software and then disconnect from the vendor who made it.

A software purchase is more like a ticket to ride a train. You are agreeing to take
a journey with the software vendor. The reason | use the train/journey metaphor is
because software must keep changing to keep up with the changing infrastructure it
resides on (the tracks).

If your software is client-server, the software must move in response to new hard-
ware, new networking technology, new operating systems, new hosting strategies
(e.g., virtualization). If your software is cloud- and browser-based, then it must move
in response fo browser versions, security, networking changes, efc.

Owning software feels silly because you can't drive that train that needs to keep
moving—you must rely on the software vendor.

Sure, lots of businesses have perpetual licenses for software that they simply
stopped upgrading. They are heading down a path of not being able to find hard-
ware/OS software that their solution will run on. They are at risk that the system could
implode, and they have no alternative but to make a change under severe distress.
So, in that example you can “own” the software, but it comes with a lot of risks.

If you can’t own software, why do we buy software based almost entirely on the
feature set it has at the time of purchase? | think it's because we think we're buying
a press that could be on our production floor for 20+ years, rather than a version of
software which may go through a couple versions before you put it into your produc-
tion environment.

Saa$ is a model that says you are renting that seat on the software train. The ven-
dor is setting the course. You are betting on both where they are going and how fast

they are traveling (their cadence of releases).
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| use the train analogy to keep everyone off the delusion that customizing software
(wandering away from the tracks) is a good idea. It is not a good idea. You want to
stay on the tracks.

My colleague Chris Reisz-Hanson always talks about “staying on Main Street” with
a software solution. You want to be using the software as it was intended to be used by
most of the customers using it. This is no place to differentiate.

When your vendor stays on the tracks (doesn’t get diverted by lots of customization
requests) and you stay on the track (by changing your processes to optimize your use
of the software), that creates the best win-win relationship.

This is ironic because most software buyers think a responsive vendor to their cus-
tomization is a win-win. Most software buyers are frustrated by the pace in which new
features or bug fixes get deployed.

The way to maximize the ROl on a software product is to stay on the tracks and be

= able to take advantage of all the new stuff. Going off the tracks greatly slows you down

| and distracts the software vendor from their speed at staying the course.

Saa$ is a recurring billing situation, not that different from annual maintenance of a
perpetual license but different in that you have higher expectations of the “service” vs.
“maintenance.”

The word maintenance sounds more like minimum effort, where service is a higher
expectation of value being generated consistently over time.

Saas$ is the model that every software provider is adopting. The markets are dic-
tating that move, and the speed of technology change is dictating that every industry
accepts that software must move at a pace that keeps up with the infrastructure it sits on.

So, get used to buying train tickets to journey with software vendors. It's not going
anywhere anytime soon.

Your business is a collection of workflows that are enabled by a collection of soft-
ware products. Your differentiation is how you put those processes together, how you
pave the way for your customers to have a convenient and seamless experience, and
how much money you spend delivering your product.

It's not in the buying of the SaaS$ solutions, it's in the implementation that creates dif-

ferentiation and valve.




TAKING THE LEAD

TEXTILES THOUGHT LEADERS ARE LIGHTING THE -
WAY T0 A MORE SUSTAINABLE FUTURE.

By Cary Sherburne
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If 1 had to choose the top two issues facing textiles and apparel as we enter 2023,
it would be automation and sustainability.

They are, in fact, related in the sense that increased automation is likely to reduce greenhouse
gas emissions and waste across the supply chain. But there are also serious sustainability issues
unrelated to automation as well.

We spoke to three experts in textiles and apparel to gain their insight on how the industry is
evolving and what we can do to make production more efficient and sustainable, from design
through to production and shipping.

All three companies began with a digital strategy, providing us a look at what the future of a
more digital textiles industry will look like as more brands, manufacturers and designers adopt
these new technologies and new ways of doing business.

We started with Adobe’s Mike Scrutton, who is on a mission to educate the textiles industry
about the advantages of a PDF workflow, something that has been commonplace in many other

printing segments for some time.

ESTABLISHING PDF AS THE DEFAULT FILE FORMAT FOR TEXTILE PRINTING:
AN UPHILL BATTLE BUT WITH MANY BENEFITS

Back in the summer of 2021, Adobe announced a creative alliance with Aquario Design and

NedGraphics, two elements of the textiles portfolio of FOG Software Group, a division of

Constellation Software. With this alliance, Aquario and NedGraphics

have integrated Adobe’s Textile Designer technology into their

solutions and ensured compatibility with Adobe’s PDF

Print Engine (APPE), creating an advanced apparel

and textile design portfolio. Adobe believes this strate-

gy provides a more robust go-to-market strategy than

Adobe was prepared to undertake on its own.

Now Aquario Textile Designer is available
as an Adobe Photoshop plugin on a subscription
basis, and while the company will continue to
collaborate with Adobe to make sure the latest
APPE versions are supported, it has, in effect,

taken over the development of the plug-in for
the future.

In addition, Adobe collaborated with Aquario to en-
sure that Aquario Textile Designer has the capability to
export print-ready PDF files, compatible with APPE and

various RIP partners.

“We have been very focused on the complete end-to-
end workflow,” Scrutton said. “How do we enable designers
to capture their inspirations, get them off the screen and bring

them into the physical world?
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“We also wanted to introduce the benefits of PDF as an out-
put file to a broader spectrum of the textiles industry, where PDF
is not necessarily a common format they use. Rather, it is more
common to see somewhat ad hoc workflows using TIFF files and
even JPEGs.”

According to Scrutton, PDF is the best way to incorporate what
the designer actually intended in a format that the production op-
eration or converter can understand, irrespective of the manufac-
turing process being used.

“Are we engraving rollers or imaging silk screens2” Scrutton
said. “Are we driving a digital device? PDF offers the utmost flex-
ibility to make those decisions at the time of manufacturing, all
from the same file. With traditional file formats, if you want to do
a strike off or a small run on a different device or using a different
method, you don't have the flexibility to do so accurately. PDF
allows reliable printing at different sizes across a wide range of
devices with reliable color.

“Especially in interior design and décor, when you are design-
ing the look of a room, you might have panels of a wall covering
that has a large print on it. But maybe you also want to use a ver-
sion of that design on drapes, bed covers, pillow slips, and may-
be you want to add different combinations of solids, prints and
complementary colorways. All of that can be done from the same
PDF file when it is correctly prepared. And you are not locked
info a specific resolution as you would be with more traditional
file types.”

He also notes that a properly prepared PDF file can ensure
improved color accuracy.

“Maybe some items will be dipped and dyed rather than print-
ed,” he said, “so being able to accurately represent a color as the

designer intended regardless of technology or substrate, is a huge

Raspberry Creek
offers fabric by
the yard.
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advance for the industry. You can even include spectral data in the
PDF file so the color is the same from ingestion of the file to the col-
or inspection stage, where spectral devices are likely being used.”

As large as the textile industry is and as ingrained as tradition-
al methodologies are, it will likely be somewhat of an uphill battle
to shift both designers and manufacturers to a PDF workflow. It's
perhaps less so for designers, especially if they have been design-
ing for other print segments where PDF is the de facto standard.

A good starting point for those interested is to visit Adobe’s tex-
tile page, where there is a lot of information, including a webinar
and e-book.

In other printing industry segments, PDF has been the standard
file format for decades, and textile capabilities for PDF have been
built on a solid foundation.

Adobe’s experimentation with Adobe Textile Designer helped
move this forward, but it will still require a great deal of industry
education for any kind of tectonic shift to occur. Scrutton and his
team are working hard to communicate the value of PDF to the
industry via written, video, in-person communications, and by

talking to journalists such as yours truly.

RASPBERRY CREEK FABRIC FINDS SUCCESS WITH
HOMEGROWN AUTOMATION SOLUTIONS

Founded in 2010 by husband-and-wife team Justin and Diana
Rammel, Raspberry Creek Fabrics has grown quickly both in terms
of turnover and its range of offerings. The initial driver was Diana's
inability to find better cotton apparel with cute prints for her kids’
clothes in fabric shops, so they decided to print their own. And the
rest is history.

Today, the company offers fabric by the yard, with its own de-

signs as well as designs from other designers who have partnered

Réxspberry Creek
Fabrics was founded

Rt



with them to add to the diversity.

Raspberry Creek offers 25 different apparel fabrics and uses
printers from Kornit, Reggiani and Canon. In addition to fabric, the
company has expanded into higher end wallpaper, produced on
its Canon engine, an offering that has quickly grown in popularity.

“There are all kinds of inexpensive wallpaper in the market,
and we didn’t want to compete with that,” Justin said. “We are
using top-of-the-line base materials, and we provide a product
for moms or for businesses that can be scrubbed and washed.”

Since neither Justin (an attorney) nor Diana comes from the
industry, there was a lot of learning early on.

“We worked with a number of vendors trying to establish a
web-to-print workflow, and nothing really met our requirements,”
Justin said. “We eventually developed our own patented system.
And now we have a full web-to-print system. Nobody here touch-
es a file. Files are uploaded through the website and go into an
automated queue. They are batched by fabric type. The printer
operator merely hits one button. The jobs are assembled, they are
labeled, they flow. It's a total miracle, and it has really helped us.
We went from two or three shifts a day to below one shift per day
once the automation kicked in, and that has given us a lot of room
to grow. And since we are printing to order, there is little to no
waste while our digital printing systems use minimal water and no

toxic chemicals, keeping our carbon footprint low.”

SPOONFLOWER AND SHUTTERFLY JOINING FORCES FOR
MORE AUTOMATION, SUSTAINABILITY, CHOICE

Kerry King is well known in textile circles for her role at Spoon-
flower, her speaking engagements and her active participation
in AATCC.

As we have noted in previous stories, following the acquisition
of Spoonflower by Shutterfly, King has taken on a new role at the
Shutterfly corporate level as Senior Director of Process Innovation
for Textiles and Wallpaper. In this role, she is part of the broader
Shutterfly /Spoonflower Process Innovation efforts.

“At Spoonflower and Shutterfly, we are really beginning to
make a difference in terms of expanding Spoonflower’s footprint
into the Shutterfly manufacturing sites,” King said. “So that has
been a particularly exciting advancement for our teams and for
our business as a whole as we look to grow our capabilities and
meet the challenges of demand and faster turn time.”

More broadly in the industry, there continues to be a lot of

buzz around automation, specifically sewing automation, espe-
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cially as it relates to sourcing of manufacturing capabilities and
resources in North America.

“We are also seeing continued investment in technology plat-
forms and the development of technology systems that support
e-commerce business models,” King said. “Dry processing meth-
ods like dye sublimation and pigment inks that are more sustain-
able, and faster traversing head textile printers.”

Software advances play a key role in these developments.

“One of the interesting things that's starting to happen, and |
think e-commerce is a driver of this, is that technology providers
are recognizing that their customers need more support in terms of
the software, the digital workflow piece of the puzzle,” King said.
“For a business like ours, digital workflow starts with the ingestion
of the order and it flows all the way through the printing, cutting
and sewing processes info the shipping areq, until the customer
has received their order. But for a lot of companies, it's really the
availability of tools that allow them to start in an e-commerce
environment, something they don't necessarily
have to build themselves. So as they're acquir-
ing the technology to do the printing piece of
the puzzle, they are also looking at the software
solutions that allow them to tackle that order
management process.”

These software solutions are coming from in-
dependent software providers, but as we also
see in the commercial printing environment, the
hardware vendors are also stepping up their software chops as
well, through internal development, acquisitions and partnerships.

King cites Kornit as an example, with a heritage as a manufac-
turer of digital fextile printing systems but also investing in solutions
that allow customers to plug in to marketplace opportunities.

“The digital marketplace environment has been important to
our business, and as companies invest in different kinds of prod-
ucts for different kinds of customers, there's a huge landscape of
opportunity out there,” King said. “So | think we are seeing tech-
nology providers really jump on that.”

The other interesting thing about the Shutterfly/Spoonflow-
er marriage is the opportunity to harness the value of over one
million designs in the Spoonflower Marketplace, all created by
independent artists, over to other parts of the Shutterfly business.
So a customer could, for example, order fabric for curtains but
also consider the same designs on other non-fabric décor items
offered by Shutterfly.

Spoonflower independent artists have control over which de-
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“The folks that | connect
with on a daily basis are
very invested in changing
the technologies we use
in order to turn the ship
around.”

signs they wish to make available for particular product catego-
ries.

“Artists are creating their own designs, which our Maker com-
munity prints onto our fabrics, making their own products, which
they then sell through their own e-commerce environments and
distribution channels, like Etsy or other crafty type marketplaces,”
King said. “But our Makers are also working with brick-and-mor-
tar retail environments as well. And we also have a tremendous
number of hobbyists or first-time purchasers that discover our site.

“At one point, we really were a source for DIY crafters; people
would purchase fabric and turn it into things. But as we look at
creativity more broadly, the ability to offer finished home décor
products in particular allows individual consumers to curate spac-
es for themselves.”

She also notes other advances, including the role of robotics
in material handling and sewing machines that are configured to
work with specific product types. Yet she agrees that most sewing
involves fine manual motor skills.

“As we look at automating sewing, rectan-
gular objects can be easier to manage as com-
pared to more complex apparel shapes,” King
said.

From a sustainability perspective, King is
seeing greater acceptance of pigment inks for
textiles, and also a great deal of investment and
development going into these inks to make them
even more acceptable.

Additionally, print-on-demand products, such as those pro-
duced by Spoonflower and Shutterfly, are more likely to be
treasured and less likely to quickly end up in landfills. Print-on-
demand also generates less waste overall, adding to an environ-
mental footprint reduction for the industry. Yet, it's still a very small
part of the overall industry.

“The folks that | connect with on a daily basis are very invest-
ed in changing the technologies we use in order to turn the ship

around, and that's an exciting thing to be part of,” King said.

A BRIGHTER FUTURE FOR TEXTILES AND THE PLANET?

These three companies, as well as many others, are playing a
leadership role in the transformation that the textiles and apparel
industry must undergo. Focusing on sustainability and leveraging
automation are keys to their future success in these efforts, and in
reducing the negative impact the industry has on the planet. We

hope they inspire others to follow in their footsteps. [l



,

L

As a result of the marriage between Shutterfly

and Spoonflower, customers can access
millions of designs in the Spoonflower

Marketplace.




GOP27 LEFT MORE QUESTIONS THAN ANSWERS.

By Cary Sherburne
3 3
Each year for the past 27 years, a conference has been conducted under the auspices of The f
United Nations Framework Convention on Climate Change. The most recent conference, COP27, was (44

held in November in Sharm EI-Sheikh, Egypt.

Much of the success of these conferences depends on the ability of the hosts to build consensus, be-
fore and during each conference. For example, COP26, which was held in Glasgow, made some great
breakthroughs.

“[COP26] yielded agreements on deforestation, methane emissions and other issues partly because
the UK and ltalian hosts worked hard to build consensus during the extra year provided by the pandemic,”
according to a summary article in TheConversation.com.

Also according to the article, Sameh Shoukry, the Egyptian COP27 president, kind of gave up.

The goal of these conferences is to find ways the countries can cooperate to mitigate the effects of

climate change, and some are more successful than others in achieving these ends. It is also up for debate

whether these agreements are legally binding, and countries will somehow be held accountable over
- time. ;
Considering the fact that the climate crisis continues to escalate, it would seem that, while admirable,
the efforts put into the COP meetings have not paid off as hoped when they were first initiated.
In terms of COP27 specifically, billed as Africa’s COP, the hope was that a key outcome would be
a method for addressing what has been called climate justice. With developed countries being the most
responsible for the climate crisis, developing countries tend to bear the brunt of the damage and are most
affected.
Think continuous expansion of deserts in Africa and extensive flooding that was experienced by Paki-
_ stanin 2022.
5 .._I:Th.é_ﬁkéfau:émh%were: Who would pay, and how would financial assistance be delivered to the

countries most affected?

Despité long hours and sincere efforts on the part of many participants, that question was left hanging.
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Sort of. The parties agreed to establish a fund, but who would pay
and how the funds would be distributed was put off till next year.

In fairness, many of the goals set forth in previous COPs were
put on hold due to the effect of geopolitics, including the war in
Ukraine, which has had impact well beyond its borders, both in
terms of food supply and energy resources. That has slowed down
efforts to reduce the use of coal — and in some cases, caused
increases in its use. TheConversation article noted:

The invasion meant that oil- and gas-producing nations be-
came more influential at COP27, undermining the negotiations.
World leaders preoccupied with spiraling energy prices and the
escalating cost of living were reluctant to act boldly on fossil fuels.
This was reflected in the watered-down text in which the Egyptians
slipped in a provision to boost “low-emission and renewable en-
ergy,” which is a nod to natural gas (cleaner than oil and coal but
still a fossil fuel).

Much of the funding promised in COP26 has yet to material-
ize, and no one wants to take responsibility or assume liability for
“loss and damage” to developing countries despite the leading
role developing nations have played in causing the climate crisis.

Meanwhile, while some companies are sincerely working on
being more sustainable and reducing their carbon footprint, oth-
ers are grasping any small thing that looks sustainable to trumpet
their efforts and claim they are sustainable.

That's an approach that is likely to backfire big time, especially

as consumers begin to understand that this is nothing more than
greenwashing, and governments, especially the EU, begin to levy
fines based on new climate-related regulations.

COP27 was supposed to move the efforts from agreements
and plans to actual implementation. An implementation plan
was adopted in which, among other things, everyone agreed to
commit to limiting global temperature rise to 1.5 degrees Celsius
above pre-industrial levels (again), and parties were urged to
take water availability into consideration, the first time water has
been referenced at a COP — which | personally find quite shock-
ing.

It is certainly unclear to me whether there will be any signif-
icant change by the time they head to Dubai for COP28 at the
end of 2023.

Meanwhile, both the printing and textiles industries have an
opportunity to make significant progress toward carbon footprint
reduction, and consumers have a responsibility to help drive that
change.

Waiting for another COP gathering is not likely to move the
needle fast enough. Sustainability, and the ongoing survival of the
planet, are dependent on everyone - including consumers, com-
panies, governments and other organizations - pulling together
to proactively address this critical situation.

Time is running out. [l




Commercial printers look to

invest in productivity and efficiency
for navigating global industry challenges

NICK BENKOVICH | VP, Portfolio Product Management, eProductivity Software

General and specialty commercial printers the world over
have been facing a perfect storm of market conditions that
represent a clear and present danger to their profitability—
but with no clear or present solution in sight. Global supply
chain disruptions, labor shortages, impacts of inflation, and
shifts in consumer demands have left commercial printers
tying themselves in knots, most likely because their primary
issues are more systemic than isolated, making solutions
difficult to pinpoint.

Weathering the storm and building for the future

Many of the economic challenges that are impacting the industry and your business, such as paper availability and
costs, are largely outside of your control. Outdated and manual processes can make it difficult to respond quickly
to changing business and market situations. Focusing on increasing your overall productivity and efficiency

is time and money well spent, helping you “control the controllables” better to make the most of what you

have. Making investments in productivity and efficiency will help your business weather the storm the industry

is facing today while also positioning you for sustainable, long-term growth as market conditions improve.
Modernizing your outdated software systems and digital infrastructure enables you to:

e Increase customer engagement and responsiveness to win more business

e Automate your operations to minimize manual steps, touchpoints,
and communication

e Increase throughput and reduce waste to improve profitability and
environmental sustainability

/?) Productivity Software Empowering Print Success



You have to be in it to win it

The key to success is to increase your level of customer
engagement and responsiveness. While price matters,
profitable growth starts with building partnerships with
your customers, which includes presenting accurate,
consistent, and competitive quotes in a timely manner.
Said another way—giving your customers what they
want when they want it. The trouble is that print jobs
are becoming increasingly complex and that can slow
down response times. With an intelligent estimating
and job planning solution, your estimators will be

The need for speed and how to find it

Finding profitable capacity—the ability to move jobs
through faster while ensuring your schedule and
resources can support the workload—is a challenge.

The key is to create a “closed loop” system by introducing
dynamic scheduling and real-time shop floor data
collection solutions into your environment that optimize
production sequences based on available resources,
while live data from the production line informs
schedulers of exactly what’s happening on the shop floor.
This approach to estimating, scheduling, and data

Seeing more and using less

empowered to create complex estimates that are more
accurate, more consistent, more competitive—and up
to 40% faster, helping you win more business.

Reduced time to create
complex estimates by

10%£4 0%

collection will enable you to move faster from order
acquisition through production and reduce the time
spent on internal project communications by over 50%.

Reduced time spent on ’.‘
internal communications Q '

by over 50 % y

In these times of unprecedented global uncertainty and constraint, the key to short-term survival and long-term
success is to look for ways to improve your organization’s overall productivity and efficiency so you can make the
most of what you have. Investing in the right solutions can help you get there by providing better visibility anytime,

anywhere, and from any device, which enables you to make

timely, data-driven decisions, understand your true
manufacturing costs, and minimize waste—all

of which can make a positive impact on

your bottom line.

Learn more about solutions
that can boost productivity
and efficiency for your
print business.
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Ingredients

2 ounces bourbon

3/4 ounce lemon juice
3/4 ounce honey syrup

Combine all ingredients
in an ice-filled shaker.
Shake until well chilled,
about 10 seconds. Strain
into an ice-filled double
old fashioned glass.

For more information and rates, visit whattheythink.com/classifieds.
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WhatTheyThlnk

Printing©utlook 2023

The Printing Outlook 2023 report provides detailed analysis of
WhatTheyThink’s Printing Business Conditions Survey,
the latest industry economic data and macroeconomic trends
and what to look out for in 2023 and beyond.

Including the latest data on:

* Printing industry shipments

e Establishments, profits and
employment

* Industry forecast to 2032

e Trends for 2023

WhatTheyThlnk

Printing©utlook

AVAILABLE NOW

Who should purchase:

* Print owners find the report
essential for planning and puts
the marketplace and strategic
actions in realistic perspective.

* Industry suppliers recieve
valuable insight into printer

Scan or visit: decision-making processes.
WhatTheyThink.com/outlook e Marketing professionals and
brand owners will learn about
the larger cultural and
technological trends to help
focus their promotional
budget.
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SIGNS*

Customer support when you need it.

Of course! We're here til Midnight
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