Presslines

Volume 11 Issue 2




Stayin’ Alive/

7
BCPIA

Research and Marketing - Reaching the Media Buyers

Meet Our Speakers

Daniel Dejan is an award-winning
graphic designer, art/creative director,
production manager and print buyer.
He is widely respected in the print
communications industry as a graphic
arts educator, author and consultant.
Over the past 25 years, Daniel has
shared his expertise, giving keynote
addresses, seminars and workshops for
AIGA chapters, the Printing Industries of America, IDEAlliance,
the Spectrum Conference (which he co-chaired in 2007), Print
Production Clubs, the Art Directors Club, and Print Oasis as well
as in presentations hosted by paper merchants, printers and
corporations.

Daniel has written for such publications as Communication
Arts, Step, and Signature, and he has served as technical
consultant and a contributing writer for “The Designer’s Guide
to Print Production”. Daniel is a member of a number of boards
and committees including the Print Council, Print in the Mix,
and the Gilbert Paper’s Design Advisory Council. He is also G7
certified and an active member of the IPA and IDEAlliance.

As North American ETC Print & Creative Manager for Sappi
Fine Paper, Daniel provides value-added marketing, sales and
technical consultation in-house and end-user training and
education for the print, paper and creative communities.

Changing the Public Perception of Print

Alyn Edwards is a public
relations consultant and freelance
writer and a partner in Peak
Communicators, Vancouver. He
came into public relations from
a strong and lengthy career in
journalism.

After starting his career as a
reporter and feature writer for
a Toronto newspaper, Alyn was
recruited to become a television
news reporter. His 20-year career
with BCTV was followed by five years at CBC Television.

Over his 25-year career in television, he wrote
hundreds of magazine articles for a wide variety
of publications and produced more than a dozen
documentary videos profiling classic vehicles and the
international car collecting hobby.

the Where, Why and How of rebuilding the market share of print

We know:

« that print provides good return on investment

« that print has a relatively small environmental footprint

« that print has lost market to new technology

« that print demand is lower - making competition extreme

« that print in the mix of media buys is sound business

« that the perception of print needs to change

« that the cost of a major campaign to brand print is out of
reach

So what can we do? To quote the US President ...

We Can:

« develop our own effective strategy

« develop industry employees to be ambassadors for
print

We can get started on September 14th!

« Bring your senior staff, your sales team and those
natural leaders in your organization... you know ...
the ones who can always organize an activity.

Together we can increase the print market!

Date: Tuesday, September 14th 2010
Agenda: 1:30 pm Mini-Trade Show
2:00 pm Seminar
5:30 pm Cash Bar
6:00 pm Buffet Dinner

Executive Plaza Hotel and Conference
Centre, 405 North Road, Coquitlam
(just off Lougheed Hwy at North Road)

Where:

Space is limited so book early to avoid disappointment.

Cost: (Includes Seminar, Mini-Trade Show, Buffet
Dinner, Parking and Coffee Breaks)

Early Bird: BCPIA Members: $ 80 pp plus GST
Non-Members: $160 pp plus GST
Groups: 4 or more - minus $10 per person

April 6th on: BCPIA Members: $100 pp plus GST
Non-Members:  $190 pp plus GST
Groups: 4 or more - minus $10 per person

Register: By E-mail: mknoch@bcpia.org
Online: www.bcpia.org/education
Hotel: Special Rate: Executive Plaza Hotel -

$109cdn — To make your reservation, phone
604-936-9399 and ask for the BCPIA - British Columbia
Printing & Imaging Association rate

Cancellation Policy: Cancellations must be confirmed by E-mail up to 48 hours before the event. After that participants will be expected
to cover amount invoiced. Need more information? Call BCPIA at 604 542-0902.



Knoch Notes

Should we give it a grassroots try?

Marilynn Knoch is the Executive
Director of the British Columbia Printing
& Imaging Association (BCPIA). She is
also the Editor of Presslines Magazine
and writes articles for the web on busi-
ness and persuasive communications.
If you have any questions or comments,
please contact her at mknoch@bcpia.org
or by phone at 604 542-0902.

Stayin’ Alive

Special offer for
printing program

students

$55 plus tax

See opposite page for details

by Marilynn Knoch

A long time friend of mine with a small business has got it! Through his own
experience, he has joined other astute business people who realize that print is an
important part of their marketing and promotion efforts. Always trying to save a
dollar, he had tried an e-mail campaign and didn't get one response.

When we tell people stories like this — do they think we are just trying to
increase business? Do we really have the research and data to back up our claims
which some might think are subjective rather than objective? In other words do
we know enough to be totally convincing when we talk about the value of print?

Last July when | attended the Printing Industries of America Affiliate Managers’
meeting in Seattle, the image and public relations of the printing industry was
one of the prime topics of discussion. The problem is that as an industry we — the
Associations and the industry itself have not paid enough attention or given the
responses that we should have decades ago when the use of paper became a
point of concern in our focus on the environment. We were too busying revelling
in the magic and beauty of print — and we thought it would always be so.

Back then it was a fact that you needed to take your word processor copy
to a printer to make it look professional. Remember the days of “annual report
season”? If businesses wanted a nice looking document to communicate with
the customers, employees, shareholders or whomever, they needed to take it to a
commercial printer. | was in corporate communications/public relations back then
and purchased my share of print.

From the printing side, we thought there would always be printing. At that
time it was a reliable indicator in the economy. Who could have foreseen that 20
years later the advances in technology would both enhance productivity and
virtually eliminate parts of the industry....parts that generated substantial added
profits.

The changes didn't happen overnight but given the very nature of the printing
industry, with its thousands of small-to mid-sized businesses, there has never
been a collective voice until the Print Council was established a few years ago.

As the industry competes in a market that has more capacity than demand and
businesses continue to erode their profits in order to keep their shops busy, it
is imperative that we take a step back to see if there are ways of increase print’s
market share of the media dollars available. What can we do together to claim
more of the media buy dollars?

The Print Council and many of its members and sponsors has developed
impressive and sound information and research. We are going to hear more about
that research from Daniel Dejan, North American ETC Print/Creative Manager for
Sappi Fine Paper and a member of the Print Council on Tuesday, September 14th
(see opposite page for details).

What we will do with that information and research is what is really important.
As an industry and the family of Associations (regional, national and international)
we don't have the type of funding to do an extensive and concentrated campaign.
There are pockets of activity in affiliates south of the border and through our
Sector Council but what can we do right here in BC - in Western Canada?

Given our need and resources we can work on a grass roots strategy — one
that includes communication with the decision makers in government and
business — one that gets our message out to the general public.. We have just
been part of an amazing awakening of the quiet Canadian persona - maybe we
can capture some of that awakening for the printing industry. | am willing to try —
are you? | hope to see you on September 14th! &~
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Hello Again!

Yes, it is Hello Again! ... and that reminds me of the 1987 movie of the
same name in which Shelly Long plays a deceased woman who is brought
back to life by her loopy sister dabbling in the world beyond. This is not as
dramatic or mysterious!

Think Green Publishing decided to conclude its contract with BCPIA
to publish Presslines Magazine mainly because there was not sufficient
advertising sales to sustain it as a separate entity. It is a tough market in
which to sell advertising because companies are keeping a very tight rein
on their advertising dollars.

BCPIA is able to publish Presslines because of the generous donations
of time, products and services that are part of each issue. It does take a
good deal of extra work and one of the main reasons for taking it to an
outside publisher was to make sure it was out as scheduled. A goal that
neither BCPIA or Think Green was able to accomplish.

We will continue to look at ways to facilitate a tighter control of the
publishing calendar with issues three times per year. We have maintained
our expansion into Alberta and Saskatchewan and are pleased to offer
more coverage of the industry in those two provinces in this issue.

Should you be interested in advertising in future issues of PressLines
Magazine, we invite your to visit www.presslinesmagazie.com to view our
advertising rates and schedule of publications. We feel Presslines provides
an excellent opportunity for anyone trying to reach the industry in West-
ern Canada as it is mailed to both members and non-members of BCPIA
and its sister associations.

We hope you enjoy this issue and please send me an e-mail at
mknoch@bcpia.org or call me at 604 542-0902 if you have comments,
would like more information on advertising or ideas you would like us to
explore in articles for future issues.

Marilynn Knoch
Editor

Our Front Cover

While most everyone was absorbed in the
excitement of the 2010 Winter Olympics
some of our members took a more active
role. You can view photos of some BCPIA

members who participated in events 4

here, on the back cover and in the centre

spread. J’ \
We thank Rob Varnel (R & M Trade !

Laminating) for supplying our cover shot. KaminiJain (at right with Rob) is a

two time Olympian in Kayaking. She competed in 2000 in Sydney and in 2004 in
Athens. She is now the head coach at False Creek Racing Canoe Club. On Friday,
Feb 12th the torch made its way to the ferry dock on Granville Island where it was
handed off to Hugh Fisher a gold medalist in kayaking at the 1984 Olympics.
Hugh was on a Dragon Boat that met another half way up False Creek where he
passed the torch to Kamini who carried it into Yaletown. Being one of the crew on
the Dragon Boat, Rob was able to capture the unique angle.

Our Back Cover

George Kallas (Metropolitan Fine Printers) hands off the flame as he completes
his Olympic Torch Relay. Back cover photo and three of four centre fold photos are
from Metropolitan Fine Printers.
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Adam Mash and Robert Thompson from Mills
Basics attended January 14th seminar on

developing and selling fulfilment services. Wayne

Budge (Federated Insurance) in background.

Round Table Dinner
with

Dr. Joe Webb

Director
WhatTheyThink’s Economics
and Research Centre

Tuesday, April 13th

Vancouver Lawn Tennis Club
1630 West 15th Avenue

Cash bar from 6:30 pm - dinner to follow

$39.95

E-mail: mknoch@bcpia.org to register

(You will receive e-mail confirmation - space is limited)
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60 people enjoyed BCPIA’s Festive
Dinner at the Vancouver Lawn Tennis
Club — Mark Friday, November 19th
on your 2010 Calendar when BCPIA
returns to the VLTC for its next Festive
Dinner.

Pictured above: Top (left to right) Greg & Melissa
Running, Loris and Mandy Pavan, David & Chris-
tine Hart, Ros Taylor, Paul Ewan, Kathy Forrest, Bill
McDonald and Zeb Andre.

Left/middle: Raymond & Cathy Duley, Troy & Dora
Naber and Chris Fahlke.

Right/middle: Terri Guimond, Emma Frew, Mike Sul-
livan, Ron Loiacono, Paul & Rhonda Harris.

Left/bottom: Bob Dean, Diana Sturhahn, Gerry & Jo-
Ann Heinz, Gunther Sturhahn and Rob Varnel..

LRight/bottom: Graham Thompson, Sherylyn Ewen
and Klaus Hoefner.
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Strategies

Kris Bovay is the GM of Pacific
Bindery Services. She is Past Chair of the
BCPIA, BIA Board Chair and a director
on the SGP Board. Kris also writes
marketing and business articles for the
web. If you have questions or comments
about this article, please contact her at
604 873-4291 or by e-mail at

k. bovay@pacificbindery.com

Find out what new
members of the
industry think about
print...and where

it fits in the evolving

market place of the

215t century.

Print?

by Kris Bovay

This issue of Pressliners is focused on spreading the message that print has a
place in our lives. The effectiveness of print over other media is under-recognized
and under-appreciated.

As an industry, we need to do a more strategic job of communicating the
unique value proposition of Print (compared to its competition - online media).

When was the last time you shared return on investment measurement data
with your potential print buyer? In the rush to cut marketing costs, marketers
have focused their spends on lower-cost online advertising; yet those lower
costs have not resulted in similar, or improved, results when compared to print
advertising.

For example, the impact of magazine advertising and return on investment is
better than television and (digital) online advertising and this is proven through
media effectiveness studies.

Excerpt from http://printinthemix.rit.edu/summaries/show/72
(February 26, 2010) from a report titled: “Measuring Media Effectiveness:
Assessing Media ROl throughout the Purchase Funnel’;, October 2008:

Brand Familiarity (the degree to which advertising increases the percentage
of consumers who say they know a brand): Magazines proved almost
twice as effective as both TV and online advertising in number of
consumers reached per $1,000 spent. Magazines indexed at 181 people
reached per $1,000, versus 101 consumers for online and 100 for TV.

Purchase Intent (the most important stage of the purchase funnel
where the consumer indicates how likely he or she is to purchase a product
or service): Magazines dominated individual impact per $1,000 spent for
the purchase intent stage: magazine ads were shown to influence 145
people per $1,000, versus 100 for TV and 68 for online.

The study findings also demonstrated that each of the three media studied
—magazines, TV and online—incrementally contribute to advertising impact,
showing the importance and power of employing cross-media, multi-channel
marketing strategies.

Consumers take print for granted. It's always been there; like a great long-
term relationship. We forget the value of that relationship — what print brings
to messaging, to retention and to response rates. For those of us in the print
industry, it's our job to freshen up the brand and image of print and to help our
customers understand the value of print, how print is different (dare | say better?)
than other media and how print can help customers get the results they want.

In the Fall of 2009, | taught a program called GTEC 3200 Business Practices in
the Workplace to a group of second year BCIT students. The program has a strong
focus on ethics and sustainability, and also business policies and practices within
our industry. This program was originally developed and taught by Jeff Taylor
of Hemlock Printers. (Thanks Jeff for your help in transitioning the course to me this
year.)

As the class explored sustainability from a product perspective, we segued into
a discussion and exploration of “Why Print? Or, Life With (or Without) Print”.

With a relatively young demographic in the class, it was surprising to see
and hear that the students in the program are so passionate about print. These
students are also heavy users of laptops, the internet, phones, social media and
other digital devices.

On page 8 of this issue of Presslines we share some of the thoughts and
feelings presented by these students about print. Continued on Page 8
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Print week in Alberta

How Many Shade

“If you would not be forgotten, their talents to possible industry volunteer students over a four week
as soon as you are dead and rotten, employers. period and helped them in their
either write things worth reading, or She said aGain board members research and public speaking skills in
do things worth writing,” — Benjamin and industry members mentored preparation for the event.

Franklin.

If Benjamin Franklin were around
today, he would be astonished to see
the advances of the print industry
and its shift to other less traditional
mediums of communication.

He would also see many young
Digital Graphics and Communications
(DGQ) students trying to follow his
advice and keep the industry alive
and well by continuing his legacy of
innovation, creativity, and foresight.

In commemoration of Franklin’s
birthday— and in conjunction with
post-secondary schools across North
America, students and industry
professionals met on January 20th
as part of the Alberta Graphic
Arts Industries Network (aGain) .
celebration of International Printing The team of Kathie Ellert (right), Ashley Patton (left) and Jennifer Parker investigated

e Py

Week and National Green Week in alternative renewable sources of paper, such as eucalyptus, which has a harvest cycle
the U.S. of three years. They also researched the history of paper production in Pacific Rim

countries. Their industry mentors were Mo Keshavjee, (SAIT) and Bain Spielman (left),

Students from the printing e o - .
Association Manager of the Printing and Graphics Industries of Alberta (PGIA)

programs at the Southern Alberta
Institute of Technology (SAIT) and
NorQuest College in Edmonton,
presented various green, or eco-
friendly, initiatives to surprised
Alberta industry members.

Luda Paul, president of the
aGain association, said the purpose
of the meeting was to show
industry members how involved
and passionate students are about
greener initiatives in the print
industry.

“It was quite an eye opener for us
because we didn't know,” said Paul.

“Coming from junior high and
high school they're all learning how
to recycle more and take care of the

environment,’ she said.
. L # = b e
“Now they're in the print industry = = ﬁ- - i
R =]

and we have to carry it on” e
. . e
Paul said the evening was a L
combination of skills development The team (from left) of Tashina Makokis, Vanessa Acordon , Amber Odell from
for the students and a showcase of NorQuest College examined the advantages of going LEAN and is LEAN really

GREEN? Their instructor/mentor was Wayne Boxall.
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The results, she said, were
overwhelming because of the clear
message students brought to the
industry about greener solutions to a
business that is commonly referred to
as a“dirty trade.”

Mentors and students

Student mentor and SAIT
marketing coordinator Mo Keshavjee
said his experience in working with
the students was unique because his
group not only explained the history
of print, beginning in the orient, but
also gave it an authentic ethnic feel
by incorporating many traditional
Asian elements like script lettering, a
mini Buddha, chopsticks and a giant
fortune cookie as a centre piece for a
table full of these types of cookies.

“It was almost like a cultural
experience,” he said.

Keshavjee explained how students
used history to illustrate that print
began as an eco-friendly industry
with many paper parchments and inks
being organic and biodegradable.

He said his role as mentor included
facilitating resources for the group’s
research, suggesting possible
presentation pieces, as well as editing
their presentations.

Keshavjee said he too was very
surprised with the ownership
students displayed of the subject
and their ability to deliver a concise
and professional presentation in an
enlightening manner.

A successful evening

Willem Sijpheer, SAIT academic
chair for the journalism and DGC
programs, said this year’s celebrations
were so successful because of the
involvement of industry professionals
at the event.

“I believe because industry
mentored our students in putting
together presentations it helped
spark interest and awareness to the
print week celebration,” he said.

“The aGain board did a great
job promoting the event to their
membership and other print
professionals... [and] | hope aGain
will consider another event next year
that will include our students.”

Wayne Boxall, DGC instructor at
NorQuest College, said, he believes
the students involved gained
confidence in themselves because
they had to speak to a large crowd.

e

The team of Alana Noble, Justine Bratberg and Sariah Olson documented new technologies
in the ink industry and which direction the print industry may take for a green future. Their
industry mentors: Gerry Federow (Transcontinental Printing) and Justin Mahendra (Metro

Waste Paper Recovery).

Significance of
January 17t for

Print Week
Although there is some
debate, the 17th, is
generally recognized as
the birth date of

“B. Franklin, Printer.”

* X %

“If you would not be
forgotten, as soon as
you are dead and rotten,
either write things worth
reading, or do things
worth writing,”

— Benjamin Franklin 1728.

He said they later expressed their
gratitude for having the opportunity
to attend such an event.

“It was a great night...and | hope
we can all do it again sometime -
perhaps next year,” he said.

Paul said after the success of the
night she is certain future students
will want to be involved and industry
members are looking forward to next
year’s celebrations. B

By Marvin Calderon

“Green — how many shades are
there?” was presented by five teams
of Digital Graphics Communications
(DGC) students. Each team had
industry mentors to help them out.
Three of the teams are pictured

here and the final two teams are
highlighted below.

The team of Brydan Lennox,
Angelica Romero and Dietlinde Wall
studied the progress being made by
Germany as the world leader in green
manufacturing. They commented

on the impact green manufacturing
makes on the entire carbon footprint.
Their industry mentors were Shelly
Tupper and Russ MacFarlene (First on
Colour).

The team of Morgan Addison and
Tanya Langun reviewed what leading
gurus of the print industry, Frank
Romano and Dr. John Lenniger, are
forecasting about the impact of the
industry’s carbon footprint. Their
mentor was Mark Menzies (Menzies
Printing).

Special Guest Speaker was Justin
Mahendra (Metro Waste Paper
Recovery) who spoke on “Green—a
Recycler’s Perspective” He told his
audience what happens with the
material once it is in the hands of the
recycler — where it goes and how it
is used.

PressLines Magazine 7
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Continued from Page 5

Our Students of Today
are the Printers of the
Future!

This article highlights the work of eight Graphic
Communications Technology students from the B.C.
Institute of Technology. It represents their thoughts
and responses to a series of questions that were
discussed in class (GTEC 3200 Business Practices in the
Workplace) and presented in written papers. These
questions evolved from the statement, “Why Print?”

To research their responses, the students used a
webinar entitled “Life with Print” which was produced
by paper manufacturer, SAPPI, and which featured
their North American ETC Print & Creative Manager,
Daniel Dejan. Daniel is the speaker at BCPIA's seminar
on Tuesday, September 14th - Stayin’ Alive - see inside
front cover for details.

We are not reproducing their entire essays — rather
we've selected excerpts from their work that answer, in
a unique and thoughtful way, the questions that were
asked.

These students primarily represent Generation Y (18 to
24 year olds) and are recognizably highly connected
users of the internet, of ipods, iphones, facebook,
twitter, LinkedIn, and other digital technology

devices and social media applications. Yet they are all
passionate about printing! They believe in this tactile
and tangible medium for communication; they believe
so strongly that they have invested their own time and
money for an education in the industry. All believe that
print has a strong role to play in the 215 century!

Throughout this issue of Presslines we've included a
short biography of each of the contributing students,
along with a photo. These students represent the
rest of their class, a group of 18 talented students
graduating from the Graphic Communications
program in May 2010. The 2010 graduating students
are a bright, well spoken and knowledgeable group
and we are lucky to have them joining the printing
industry. They are the future of our industry!

Edited by Kris Bovay, General Manager, Pacific Bindery
Services and the BCIT GTEC 3200 Instructor for the

Fall 2009 semester. Watch for similar screened boxes
throughout this issue to hear from our BCIT printers of
the future. B
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NAPA News and Events

Creating a Web-to-Print Portal

Do you want a more effective
presence on the web?

Here is your chance to learn how to create a
web-to-print portal for your shop - and it is
Free to members of

BCPIA, PGIA, SGAIA and NAPA.
Register with an e-mail to:

info@albertaprinters.com

You will be sent the log-on information the day before
the event. You can have each person log in separately
(no extra charge for this- pun intended) or you can
gather the group together with an internet connected
computer and a speaker phone.

After the session, plan for a discussion period of about
15 minutes to get the best value from this webinar.

Date: May 13,2010 at 12 noon (MDT)
Cost: Free
Location: Your Choice

Remember the biggest difference between profit
leaders and the rest of the print pack is their
commitment to education. Join the leaders and take
advantage of this free-to-members program.

NAPA AGM Roundtable

NAPA is hosting a series of round table discussions as
a part of its AGM celebrations on June 17. Each expert
will be giving a brief statement of their discussion
parameters before the group breaks into their pods.
You can visit each table for the specific presentation
by the specialist, or you can wander from group to
group to cover the points you find most interesting.
For a listing of specialists attending and their subject
areas, contact Loretta Puckrin at 1-866-749-1620
(toll-free). As the speakers are in the process of being
finalized, input on subject matter or suggestions
for speakers will be accepted until the end of
April. This evening event will include dinner and
will be held in Edmonton.




The BCPIA Board 2010 took office at the Annual General Meeting on January 14th, 2010 with the organizing meeting following on
January 25th. From left: Loris Pavan, Westkey Graphic Communications; Karly Black, Data-Core Mail Management; Daren McKewan,
Hemlock Printers (Vice Chair and Scholarship Chair) Blair Fraser, West Coast Reproduction Centres (Government Affairs Chair and CPIA
Board Representative); Steve Davis, Western Printers & Lithographers; Kris Bovay, Pacific Bindery Services (Past-Chair); Rob Varnel, R & M
Trade Laminating (Chair); Doug Bourne, Thunderbird Press (Operations Chair); Vic Benetton, Buchanan Printing; Cathy Duley, Heidelberg
Canada (Program Chair); Tom Chambers, Unisource Canada (Membership Chair); and Marilynn Knoch, Executive Director, BCPIA. Missing
from the photo are: Lorne Patterson, Thunderbird Press and Neil Perry, Wayside Printers (Interior Chair).

BCPIA Membership — A Valuable Proposition!

For printers and print industry companies, BCPIA provides
resources, a voice to government, education programs, and
networking opportunities that are specific and unique to
the industry.

BCPIA delivers valuable print industry-specific solutions
that are only accessible through membership and through
its affiliations with Canadian Printing Industries Association
(CPIA), Printing Industries of America (PIA), Canadian
Manufacturers and Exporters (CME), and other industry
associations.

Examples:

Government lobbying through CPIA resulted in the
formation of the Canadian Printing Industry Sector
Council. Outcome: Funding for, and development of,
national skill standards in pre-press, press and post-
press.

Education programs, such as Developing and Selling
Fulfilment Services (January 14th, 2010) and Stayin’
Alive (September 14th 2010) and more.

Networking Opportunities that encourage and support
strengthened relationships and sharing of knowledge,
such as the BCPIA 2010 Golf Tournament at Morgan
Creek (July 8th, 2010) and the BCPIA Festive Dinner,
(November 19th, 2010) and more.

Access to resources, such as the PIA Technical Member
Hotline, member only resources on the PIA website,
CPIA resources and statistics.

Call Marilynn Knoch, Executive Director
to find out more at 604 542-0902 or

e-mail: mknoch@bcpia.org
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Kris: What is one of the most important developments in this decade that has
impacted buying patterns and media consumption of print?

Travis:

In the past ten years, there have been two major developments that have
affected both the buying patterns of print media, and the consumption

of this media. One of the developments is the ability to customize a

print document with varying degrees of variable data; from texts to full
documents. The other development is that people have become media
agnostic, meaning that people no longer care how they get information. The
latter development represents a challenge in that it can reduce the demand
for print.

Criselda:
The Internet and mobile phones are two of the most important
developments of this past decade; more users, sharing more information.

Racheal:

Social media has made us accustomed to receiving information in real-time.
The video, Life with Print describes this trend as‘media agnostic; which
means that people do not value how they get information, as long as they
get it. With Internet access and usage growing, people want their information
‘on demand’ or, in other words, “l want it when | want it”, and in real time.

Phillip:

One significant development is the internet and how it is used. Web 2.0 is the
change from passive internet usage to more interactive usage; such as blogs,
reviews, and social media. Engaging users of the internet has resulted in
stronger communication channels between sellers and buyers.
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Travis Marchbank is a graduating
student of BCIT’s Graphic
Communications Technology
program. Even before enrolling in
this program, Travis found print to
be intriguing because he said, “we
can find print everywhere.” Though
recently experiencing some driving
forces of change, Travis believes that
printis an essential industry that will
“never go away”.



Alberta “Print Wars” — Competition North and South

The long standing rivalry between Calgary and
Edmonton provided the staging for“Print Wars” on February
20t at NorQuest College’s Centre for Excellence in Print
Media. Student teams from NorQuest and SAIT's Digital
Graphic Communication diploma programs competed.

NorQuest College’s program squeaked out a win against
their southern competitors to capture the honors in this
inaugural competition. Each institution supplied a two-
student team to battle it out in producing the best four
colour poster on NorQuest Heidelberg SM52.

Both teams demonstrated their press skills to showcase
the type of technology they use as part of their studies.
When the judges’ marks were tallied, Marwa Bondok and
Jolene Sichkaryk (first year students) edged out their SAIT
counterparts, Courtney Johnston and Justine Bratberg.

“Before we started | thought | might be nervous, but
because of the time spent learning on the press, the
nervousness disappeared and | just focused on the job," said
Jolene of the winning team.

The contest also served as a preview for the next Alberta
competition to determine who will represent the province
at the Canada Skills offset printing competition. This takes
place May 20th to the 23rd in Kitchener, Ontario. Both
institutions benefited from this friendly rivalry to help
evaluate their programs.

“The competition was fun and everyone was very
encouraging” said Marwa. “The feedback from the judges
was wonderful. Teams were judged by three industry
representatives: Don Yez (Technician, Heidelberg Canada),
Reg Stanton (Vice President Operations, McCallum
Printing Group) and Murray Fisher (Press Operator, lon
Print Solutions). In addition to grading the two teams’
performances, they gave valuable feedback to the students.

“l am thoroughly impressed with the way the students
interacted in their teams and with the technology they
were working with;" said Don.“My only criticism is that more
industry people were not here to watch. The industry really
needs to see what these students are capable of and what
they are learning/”

Reg Stanton concurred with Don’s remarks. "All four of
these students have a bright future ahead of them.”

The idea behind “Print Wars” was to test the students’
ability to work under pressure while emulating the
production process of a typical job in the industry. The
teams were judged on their ability to produce “sellable”
sheets off the SM52 press and maintain quality for the
production run.

SAIT is eager for a rematch and the second Alberta Print
Wars competition is expected to run in Calgary during
SAIT’s next open house in 2011. B by Marilynn Knoch

Kate Scholz

I'M HERE TO SAVE T
THE WORLD. "

SUSTAINABILITY COORDINATOR
3 years in the Hemlock family

She's passionate, smart, and is changing the way we do things.

Her ground-breakingideas have helped us become aninternationally recognized
environmental leader and Canada's first Carbon Neutral printing company.

It's this level of passion and ingenuity that illustrates how Kate and every
other employee at Hemlock, is serious about printing.

At Hemlock, we print like we mean it - so should you.

LIKE YOU MEAN IT

AHemlock

carbon
reutral

by Hemlock Printers wyw.hemlock.com/zero
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What a Celebration!

Growing up in Greece, it is hard
not to be enchanted with the Olympic
games. George Kallas (Metropolitan
Fine Printers) spent the first 10 years
of his life in the small Greek village
of Pakia, Laconia where the feats of
the athletes and the amazing culture
of ancient Olympia were things that
young children dreamed about. The
Games were a huge source of pride
for the Greek people. When his famil
moved to Canada in 1962, George
brought the Olympic spirit with him.
To this day, it continues to inspire hi

George became involved with the
2010 Games at the earliest bid phase,
when his company produced the first
business cards for the organizing
committee - and later, the award-
winning bid books.

It was a huge secret as we counted the days leading up to the Closing Ceremonies at the 2010
Olympic Games. Christian Beveridge (left), Eric Kouwenhoven (Hemlock Printers) and Rob Varnel
(right) (R & M Trade Laminating all had a special role to play in the event.... and they were not tell-
ing. Now the secret’s out! Rob was a beaver wrangler guiding the giant critters around BC Place.
Eric, as a voyageur said the canoe was getting a little heavy as the ceremony progressed. Christian
was working with the Sochi team as a “zorb” and flag wrangler.




Torchbearer Nikos Kallas (Metropolitan Fine Printers)
and his family (left to right) aunt, Calliope Bonnis, mother
Anna Kallas, father George and cousin Costas Bonnis.

More recently, George had
the honour of accompanying the
Governor General of Canada, her
Excellency The Right Honourable
Michaélle Jean to Greece where
he saw the Olympic Flame ignited
in the ancient Olympic stadium to _
begin its journey to Canada and -
its 35,000-kilometre trek across
the country touching countless -
communities along is way. Being \
a torchbearer in Vancouver has s

>
-
e

~
i

ht his O . ; 10:00 am, Februa 12, Bob Faulkner
b’°”5.7 t his y 5np Ic experience (Metropolitan Fine Printers) assists former
full circle and it’s been a dream Vancouver Mayor, Sam Sullivan in his torch

[C! - %
come true! (See back cover). T run at First Avenue and Commercial Drive,
At 10:58 a.m., February 11, 2010. 1 e N . Vancouver, B.C

George Kallas carried the Olympic
torch on Sperling Avenue in Burnaby.




Kris: What are the most common media tactics, and how do these tactics
impact Print?

Gary:

The three most common media tactics are television, radio, and catalogues.
Advertising has a strong presence on television but it is high cost, with a
wide, untargeted reach. Advertising has a relatively strong presence on radio
but it is not considered as effective as television, although it is lower cost.
Catalogues that provide information in terms of how to use the products
showcased have a high response rate, are targeted to specific potential
buyers, and a relatively good return on investment (particularly if the
catalogue can be created in a personalized format).

Jaime:

Print has been a primary communication medium for 500 years, until radio,
television and Internet tactics impacted print consumption. Printers have
been slow to react, or pro-act, in terms of adapting and leveraging the
strength of print.

Racheal:

More and more consumers are taking control of their media by deciding how
they receive their information. For example, we can bypass advertisements
on television through the use of TiVo and/or PVRs. We can bypass radio
advertisements by turning off the radio and plugging in our ipods. Print can’t
be turned off or bypassed but it still needs to be delivered to the reader.

Kris

In the past, the most common media tactics have been television, radio and
newspapers/magazines. That is changing. In today’s environment, there
has been a swing in advertising dollars to online media; the marketplace is
developing‘ad blindness’ online and it is becoming ever harder to get the
attention of customers. A mixed media approach needs to be developed for
best results.

Travis:

The increasing access to, and usage of, the Internet and social media has
indeed affected print. Although print advertising budgets have been
reduced over the last decade, the effect print has on buying decisions is still
the strongest, and when paired with the Internet, the result is increased sales
and traffic for businesses. For example, companies that offer catalogues both
offline and online have received interesting feedback. Although the majority
of orders are online, 60% of buyers said they had the printed catalogue in
front of them while placing their online order.

Gary Yang is in BCIT's Graphic Communications
Technology program and is completing his
program this Spring. What he finds exciting
about print is that forms of media are
continuously changing and evolving with time
due to the impact of new technology and
society. He believes that print will never be
obsolete.
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Kris Agojo expects to graduate from
BCIT's Graphic Communications
Technology program in May 2010.
Kris feels, that through his education
at BCIT, he has gained a solid base
of knowledge about print and he’s
expecting to use that knowledge
within the industry. Kris is particularly
drawn to the creative side of the
industry and feels that within print he
has finally found the perfect output.

Racheal Estok is a graduating student
of BCIT’s Graphic Communications
Technology program. Her enthusiasm
for graphic arts, combined with her
knowledge of printing, makes her
excited about the changing future
of print. Her passion for graphic
communications stems from her
conscientious attention to detail on
the printed piece, from start to finish.



Just the Bullets

Using Print to get your message across

Lorne Patterson is President of

Patterson + Associates and provides
consulting services to the printing
industry. More details can be found at
www.pattersonplus.ca or by emailing

lorne@lornepatterson.com

by Lorne Patterson

This issue of Presslines asks the question “Why Print?” Being a writer who
somewhat depends on print to get my message across, | was looking for
something in my own experience that would support and
illustrate why we would use print. Just how is it effective in
getting the word out?

Interestingly enough | got an e-mail from Klaus Hoefner
(Pitney Bowes) letting me know that he was just catching
up on his reading and had recently read my article in
December’s Graphic Monthly - Look Who's Using Social
Media. He'd seen Blair Fraser’s (West Coast Reproduction
Centres) YouTube clip about a month before, and found it
interesting that the clip had only been viewed 31 times (52
now) and suspected the additional 21 have come from people
reading my article (he also wrote “not to say only 21 people
have read your article, that's how many have gone through the effort of finding
the clip”).

Klaus told me that he recently had a conversation with
Blair, and they thought it would be interesting to embark
on a project and see how much traffic could be driven to
Blair’s site by doing a small targeted mail campaign.

Klaus wondered if | thought this would be a
worthwhile project, and asked if I'd be interested in the
results? | thought about it for a minute and decided that
it would be an interesting project for me to tackle in
PressLines — so here’s the plan. It's very simple. &

I'm going to publish the link to Blair's employer’s Blair Fraser
YouTube video and then we'll document just how many
hits or visits we get. It won't be totally scientific but it'll give us some data on
how many hits are generated by a small article in PressLines. We'll need your
help so please go to http://www.youtube.com/watch?v=2_B8BbUzzds to visit
West Coast Reproduction’s YouTube video featuring Blair Fraser. Once we get the
data in on this part of the project we're planning to do a measured direct mail
campaign to direct traffic to the site. We'll tabulate all the data and report back in
a future article.

| chatted with Blair about the project and he explained that posting the
video to You Tube was a suggestion from a client who had gone to our website
and thought it was a good video. The client further suggested (mostly in a
moment of humour) that it could go viral and they all had a good chuckle. Blair
remains unsure how to effectively use social media without spending a fortune
— however, he's convinced this is a worthwhile project on which to spend some
time. | might add that the team at West Coast Reproductions is committed to
print. Just read their e-mail tag line- “Paper is not evil; it is made from completely
renewable sources and is almost 100% recyclable., unlike power hungry
computers and servers which are not easily recyclable”

So there you have it. A simple little project that might give us some info on
how effective print can be. Please go to the web address below so we can count
your visit. B~

Klaus Hoefner

http://www.youtube.com/watch?v=2_B8BbUzzds
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“Alone you are
just a company...
but together, we

are the
Printing
Industry!”

Tony Yu will be graduating from
BCIT's Graphic Communications
Technology program in 2010. Printing
has been Tony’s passion since day
one; his father works in the print
industry in Asia and printing was
what Tony grew up with. His goal
is to become a successful print
sales representative in the local
marketplace.

Photo not available

Criselda Videna is a student of
BCIT's Graphic Communications
Technology program and will be
graduating in the Spring of 2010. Her
interest in print includes everything
from the creative design to the
business side of the job. Criselda
enjoys the craft of organizing and
placing elements together on a page
to create a unique and appealing
design; she also enjoys the sales part
of the printing process.
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Considered your impact on the environment?

There are some things that can really affect the environment;
like giant piles of garbage with a half-life similar to plutonium,
and geriatric parades through your favourite park. That's why
we've introduced LEI-Low Environmental Impact Lamination.
LEl is just like regular lamination, but it's biodegradable and
recyclable. So, when it comes to the environment, take control
of what you can.

Really, it’s basic.

TRADE LAMINATING LTD.

www.rmlaminating.com Ukektaliecl

Kris: Which age group was the early adopter of the Internet? And how has
that age group influenced the growth of digital modes of communication?

Criselda:

Individuals in their late teens and twenties were the early Internet
adopters. This young age group has influenced the growth of digital by
engaging in the technology: first on facebook, twitter, and other social
media; first to embrace text messaging; and so on.

Tony:

The early adopters, Generation Y (born between 1977 and 1995), have
engaged in online media not only because of the interactive nature, but
also because of the global reach. You can connect on similar interests
with complete strangers, world-wide. The Generation Y cohort plays a
major role in further popularizing the Internet by supporting various social
networking sites such as MySpace and Facebook. For example, look at the
growth of Facebook; it is the second most visited site after Google and its
website currently has more than 300 million active users. Digital media
allows engagement, global reach, in real-time, and at a low cost.



SAIT Gets New Press

SAIT's brand new Speedmaster 52 press could mean a
big increase in the number or press operators graduating
from its Digital Graphics Communications program.

The new press started operating in January and is a big
hit with students. “They couldn’t wait to get their hands
on the new equipment,” says Willem Sijpheer, head of the

DGC program.

The reaction has been so positive that instructors Peter
Masch and Jim Drever are predicting the number of SAIT
graduates who pursue careers as press operators could

double, or even triple, in the future.

“We usually put out two to three press operators a
year,’ says Drever. Students are usually attracted to the
layout and design parts of the program.

But with the computer interface of the SM 52,

“students are going to have an interest in operating the
presses, which is actual printing,” said Drever.“That’s what the industry wants."

Masch said he was happy to get the new press because it keeps the DGC program in step with industry.
The SM 52 is widely used in the printing industry in Calgary and across the country.

Students today are comfortable with the new technologies, he said.“The press centre alone is like a big
iPhone” Sijpheer said. It is changing the way students look at printing and will likely attract more women

too to putting ink on paper.

Jessica Prokop of Calgary says the Speedmaster has put her on an equal footing with male students
when it comes to running a press. With SAIT’s old, two-colour press, the guys had an advantage, Prokop

says.

“It has opened a lot of doors, especially with the pay the press operators get,” said Michael Wright, who
came to the program from Medicine Hat.

Andrew Bone, 2nd
Year DGC Student
admires the output
of SAIT’s new
Speedmaster
52Press.

- photo taken by
Tanyasiri
Kaewjaturat

2nd year Digital
Graphics
Communications
student

“I came to school to be a designer and | think the vast majority of people here want to do that. But now
that we've seen this aspect, definitely, press operator is great,” Wright said.

The Speedmaster was acquired by SAIT last year, following the WorldSkills 2009 event in Calgary,
through a special agreement with Heidelberg that took 18 months to hammer out. SAIT is the first post-
secondary institution in Canada to have this technology in its program, says Sijpheer proudly.

“We are recognized as a state-of-the-art training facility for the graphic arts and printing industry. That

sets us apart,” he says. B

by Christine Coffin

Beware of Scams

Recently a small magazine based
in Vancouver has been trying to
procure print. They gave one Lower
Mainland printer a substantial down
payment which of course was very
appealing in these tight economic
times.

The printer in this case did all the
seemingly right things. He contacted
the bank to determine if the funds
were available to cover the cheque
and was assured that they were.
Unfortunately he did not get the
cheque certified and a month later
the bank withdrew the funds from

his account to cover the face value of
the cheque. The printer is out for the
expenses he had paid so far on the
client’s behalf.

Precaution - Get the bank to
confirm funds in writing or get them
to certify the cheque. Be careful
about clients who want you to pay for
other services for them ie shipping,
designer fees - the invoices may be
false and the money is simply flowing
right back to the client.

If you can't get a cheque certified
it is best to wait until it clears the
financial institution. This is also a safe

option even if the bank on which
the cheque is issued indicates it is
okay.

Should you have questions
about this case or if you know of
other scams that people should
be aware of, please call Marilynn
Knoch at 604 542-0902 or e-mail
mknoch@bcpia.org We can only
combat this type of fraud if we
share experiences to know what
possible dangers are out there.

by Marilynn Knoch
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CPIA Awards

Recognizing Members in the Western Canadian Printing Industry

At Strategy ‘09 in Toronto, former Chair Lou-
ise Kralka and CPIA President Bob Elliott pre-
sented a number of special CPIA Awards to
western Canadians in the printing industry.

At left, Don Robinson of Heidelberg Canada
accepted the CPIA Award of Merit in the Sup-
plier category on behalf of Cathy Duley.

Willem Sijpheer (top right) from SAIT in
Calgary received the CPIA
Distinguished Service Award for 2009.

Lorne Patterson
received a CPIA Award
of Merit in the Active
member category.

Mark Menzies of Men-
zies Printers in Calgary
accepted the Third
Annual CPIA Young
Printer award.
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Hot Off the Press

News and Notes from the Western Canadian Printing Industry

New Members at BCPIA

BCPIA welcomes the following new members

Cheque Depot Ventures
Domtar
Epoch Press
Michael Talley

SpeeDee Printing Solutions, Prince George

SpeeDee Printing Solutions of Prince George, BC

Since 1957, SpeeDee has been recognized as a key part of
Prince George community. Its founder, Maurice George,
and his son David, along with their staff of 10 provide a
full range of printing services. The community has grown
to rely on SpeeDee for stationery, furniture, copy services,
promotional items, specialty gifts and even arts & crafts
supplies. Please visit them at www.speedee.ca/

Terry Tannar (left) is putting his years of experience to work
in his new online cheque business. He is marketing a wide
range of custom printed products sourced from BC manu-
facturers whenever possible. His main focus is business
cheques. Please visit at www.chequedepot.com

Epoch Press is a commercial cold-set web offset printer.
Its main service is newspaper printing. Frank Cui of Epoch
Press is looking forward to networking with other BCPIA
members. Please visit at www.epochpress.ca

Michael Talley (right), who has enjoyed a lengthy ca-
reer in the printing industry in BC, has joined BCPIA as
a consultant member. He can be reached by e-mail at
contactmichaeltalley@gmail.com.

Marketing Green

Gary Jones (Printing Industries of America) shared his
views on marketing green to the end users on January 21+
as part of Alberta’s celebration of Print Week. Bringing Gary
in to speak was a joint project between the Alberta Print
Promotion Committee (combined PGIA and NAPA) and the
aGAIN association.

This PGIA event drew an audience of 22 people. Gary
also spoke in Edmonton on the 19™ in an event presented
jointly by NAPA and held at NorQuest College.

2009-2010 Winners — NAPA-NAIT Scholarships

Above: Ross McEwan (lon Print Solutions, Nisku) presented a
scholarship to Theo Webb, who graduates in April and is looking
forward to working in the industry.

Below: Robyn Richardson received her scholarship from Robin
Chapelsky (Priority Printing, Edmonton). She is looking forward to
putting her new skills to work in April as well.
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Kris: We have developed limited attention span in readers, in fact in
customers. This developed first with television, with an advertisement
inserted into the storyline every 8 to 11 minutes. Then, the Internet with
pop-ups and pop-unders. And with instant messaging, text messaging and
finally with twitter messages that are limited to 140 characters. In order to
be ‘heard, advertisers are being forced to change how they communicate.
Is an online and offline mixed media approach the best way forward for
advertisers?

Phillip:

The printed ad may be thought of as a lost medium for advertising, due to
the multitude of different ways of getting information out to the consumer

in today’s technology-driven world. However, a printed product used for
advertising will always have a stronger effect on its target market because the
printed piece is a tangible asset compared to a website sidebar ad that may
be missed by the consumer’s eye.

Jaime:

Print is a trusted medium. Blending print with online can result in stronger
communications, more engagement, better response rates, and ultimately a
stronger connection between seller and buyer. People are sensitive beings;
that will not change any time soon. We like to experience through touch,
taste and smell. Print can target some of those senses, digital media is more
limited. For example, a magazine with a scented sample card attached to

a perfume ad will always be more effective than the perfume ad on the
radio, television or internet. Paper has a feel to it: soft, smooth, glossy, rough,
textured. It engages the sense. Print is changing, and it will need to continue
to evolve. Creating a mixed media approach is the most effective solution for
advertisers.

Kris:

While online messages can be colourful, attractive and have a far reach, they
are also flat, one-dimensional and seem to have a short life-cycle. On the
other hand, print is tactile, multi-dimensional, niche-focused and memorable.
For advertisers and marketers who want to have their products in front of
customers, and be remembered, print is a better choice; even more so if it is
supported in cross-media promotions.

Gary:

Print media is not going anywhere; it will only change. Digital media is
becoming more accepted. It will grow along side print media and perhaps it
will also help to expand the print media spend. The two forms of media can
co-exist to enhance the consumer experience and to increase response rates.

“Alone you are just a company...
but together, we are the
Printing Industry!”
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Jaime Hikida expects to graduate
from BCIT's Graphic Communications
Technology program in May 2010.
She feels that the program has
helped her to realize that there will
always be a place in the market for
print. Jaime looks forward to working
within the Printindustry and using
the knowledge she has gained at
BCIT.

Phillip Wong is a graduating student
of BCIT’s Graphic Communications
Technology program. He is excited
to be entering the print industry
because he believes that print still

has a bright future. Phillip’s interest in

printis in creating something visually
stunning for a customer.



STANG ON SALES

What? Lower My Price? How do you respond?

Gary Stang is a Minneapolis based
sales trainer and consultant to
the printing industry who works
with many printers and PIA/GATF
affiliates across North America. As
an independent contractor, Gary also
manages the sales force fora $10
million commercial printer. You can
reach Gary at gstang7220@aol.com

It’s a tough market.
I hope this helps
you more effectively

handle one of the
challenges.

Gary Stang

By Gary Stang

Competitive bidding has always been routine. That’s how buyers handle
individual jobs. In today’s market, competition is fierce and quotes are
unbelievably low.

If you are the preferred source, repeat jobs may still be automatic. When
bidding, you may be given opportunities to adjust your price when necessary. If
you are not preferred, a high price loses and there’s not much you can do. — This
is business as usual.

Most printers handle some designated segment of a client’s business. These
segments may have been bid initially, but once in place they stay. They include
publications, newsletters, business cards and stationery, literature series, catalogs,
price lists, direct mail and more. Often referred to as programs, they have pre-
established pricing. Even so, economic pressures have forced customers to ask for
price cuts — on prices they agreed to at the start! — This is not business as usual.

Let's focus on the programs you have. The stakes are higher. Don't be too quick
to cut your price. There are other ways to skin the cat. Here are some tips and
strategies.

Ask the Two Most Critical Questions First

__"Isitstrictly a price issue?” If no, or you sense any hesitation, you have bigger
problems to solve. If yes, express your desire to do everything possible to

help. Assure them you'll pass on any cost-savings you can find. This makes cost
reduction part of the equation. Then ask, “Do you have a preferred outcome; how
would you like to see this turn out?”

Determine the Situation

You can't develop a strategy without understanding the situation. Your
existing relationship should allow you to do some probing. Here are some
common scenarios:

Are you working with an owner? They will likely demand the maximum
savings and may get other quotes for comparison. After all, the savings go
directly into their pocket.

Are you working with purchasing? This will be all about price. It's time for a
pricing decision.

Are you working with a specific department? Are they merely looking for cost-
saving opportunities or is it a mandate from above? Ask them their goal. Their
target doesn’t mean everything has to be cut equally. Maybe a small reduction
would suffice and other areas could be cut more deeply, especially if you are a
small part of their budget. | once told a client we couldn’t grant any concession
on a large piece of business — unless they helped us reduce costs from their side.
They chose to find the savings elsewhere. We retained the business unscathed.

Are you working with a client who already has lower quotes and is willing to
move? You'll have to address the price issue, but you can also ask if they have
thought through all the pros and cons of moving. There’s always a learning curve,
some risk and the loss of you as their salesperson.

Are you working with a person who doesn’t want to lose you? They want
to protect you and avoid being forced into getting quotes? Here’s your golden
opportunity for collaboration. They just need to justify keeping you. It could mean
creating a minimal savings or just relying on other factors. The situation is likely
ripe for solution selling and making some trades.

Continued on Page 22
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Continued from Page 21

Verify Price Comparisons

Help your client make sure they
have accurate, valid quotations. Help
them compare services, too. Both
should already be standard practice.
The client may be hesitant, but it's
in their best interest and you should
convince them of this. If they deny
you the opportunity, your problems
extend beyond price.

Look at Cost-Cutting First

If you cut costs, you can lower
prices without sacrificing profit
margin. Propose specification
changes. This step should be
automatic. You already know how to
doit. Look at processes. What can
be done on your side and theirs?
Ganging, printing shells, color
placement, online proofing, web-to-
print etc. It's about working smarter.

Address Total Cost

Get permission to examine their
total cost. One PIA report estimates
that for every dollar spent on print
there is another five spent on ancillary
services. If you can reduce the overall
cost (postage, distribution, fulfillment,
design, data management, etc.), the
printing price might become a non-
issue.

Do Solution Selling

Focus on their business objective.
Every piece is printed for a purpose.
Find out what they are trying to
accomplish and help them achieve
their goal. An alternative piece, a
more effective design, or a different
format could make the present piece
or price irrelevant. For example,
colleges now do “search pieces”and
send a reduced number of the more
expensive viewbooks upon request.

Seize the opportunity to introduce
them to your cross-media services,
especially e-marketing. Hopefully you

have a much broader array of services.

It's astounding how few customers
have integrated campaigns. The
printing industry has numerous case
studies available. It shifts the focus
from production cost to campaign
budgets and return on investment.

Seek Price Reduction Incentives

If you must cut your price, despite
any cost-savings, get something
in return. Ask if they can offer any
incentive. Long-term commitments,
off-peak or extended production
schedules, additional volume or
services, a link to payment terms
and future price increases are good
examples. | once ask that question of
a customer who desperately wanted

to stay with us. She was able to
“throw in” some other uncommitted
work and it increased the volume by
50%!

Disqualify the Low-Baller

Low-priced competitors are
sometimes in financial trouble. If you
aren't, suggest checking the financial
health of those being considered.
Remind them that the economy
and related industry fallout makes
this prudent. Let them know you
are sound and encourage them to
confirm it. Don't bad mouth anyone
else. Most customers will appreciate
the advice and you'll occasionally get
a competitor disqualified. | have seen
it happen.

Justify Any Price Concession

Once a price concession is made,
without any cost-savings or incentive,
some customers will actually
challenge you. Why you can do it now
when you had been charging them a
higher price? The truth is the market
has changed and you are forced to do
it to retain preferred customers. What
was their house worth three years
ago? What's it worth now? It’s still the
same house. You might also remind
them you were awarded the work at
competitive prices. B
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How to Develop and Sell
Fulfilment Services

Tom Quinn, recently retired
Director of Fulfilment Services,
Mailing & Fulfilment Service
Association (MFSA) and a 30-year
fulfilment veteran in the fulfilment
industry presented a full range of
information about the techniques
and challenges of starting a fulfilment
business and/or expanding a printing
business to offer fulfilment services.
He shared the unique differences
between printing and fulfilment and
provided pointers on how to avoid
some of the pitfalls.

Tom received great evaluations
from the record turnout of attendees
at this seminar.
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BCPIA Golf Tournament 2010

BCPIA ... Another Great Year at Morgan Creek!

All About Registration

Foursomes and individual golfers are wel-
come - all bookings will be confirmed by an
e-mail from Marilynn Knoch at BCPIA. Non-
members of BCPIA will be confirmed after
May 7th

Deadline: BCPIA Members
Friday, May 7th - 4:30 pm
Deadline: Other Associations and
General Registration
Friday, June 4th - 4:30 pm

By agreement, members of PIA affiliate asso-
ciations and the Canadian Manufacturers and
Exporters Association can register at the BCPIA
member rate.

Great raffle and table prizes

Ticket Packets including 10 prize table
tickets, one raffle ticket and one putting
competition ticket will be available for
$25 at the tournament or packets can
be pre-puchased through the BCPIA
office at $20 per packet...that way your
packets will be waiting for you in your
foursome or individual tournament
envelope. 50/50 tickets will be available
at the registration desk or at the putting
competition table.

To Register -- go the to BCPIA website
at www.bcpia.org and
register online
or send an e-mail to
mknoch@bcpia.org.

For further info, please contact:
Marilynn Knoch 604 542-0902
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Date: Thursday, JuIy 8th, 2010 — Check In: 11:00 am to 12:00 pm
Start Times: Depart for holes at 12 noon-- Shotgun Start at 12:30 pm
Location: Morgan Creek

3500 Morgan Creek Way, Surrey BC

(Take 32nd Avenue exit off Hwy 99, turn left and follow 32 Avenue to 160 St
- turn left and go over little bridge - golf course on right.)

Cost: Golf and dinner - golf includes green fees, power cart with GPS yard-
age locator, valet bag drop off, lockers, halfway drink (juice or pop) &
sandwich, dinner.

Foursomes: Members & guests: $ 860 or $215 per golfer - (plus HST)
Foursomes: Non-members $1,060 or $265 per golfer - (plus HST)
Dinner only:  Members & Guests $60 - (plus HST)

Non-members $80 - (plus HST)
Gift: Each golfer receives a unique memento of the tournament. Please

contact Marilynn Knoch 604 542-0902 if you have something to add
to the gift package which each golfer receives.

Sponsorship Opportunities

Go for the Gold $1,500 P'usHsT

Includes:

- Recognition as a hole sponsor on GPS as well as hole signage ... watch for your GPS
logo multiple times while players are on your hole

- Gold sponsors are invited to offer promotional activities at their designated hole.
Promotions have to be approved by the golf course and the golf organizing
committee 15 days prior to the tournament - ie offer draws, refreshments and
snacks, have a mini competition -

» Recognition on all carts with cart signs including logos and names

«  One foursome including carts - (non-member foursomes will cost extra)

- Logo in Golf Program

» Recognition at the dinner presentation

» Recognition in Presslines and on the BCPIA web site '%r

Corporate $300 plus HST . Tﬁn "'“ B

Includes:

- Recognition in Golf Program

- Recognition in Presslines, on table placemats and on the BCPIA website
Please e-mail mknoch@bcpia.org to arrange for sponsorships.
For further info, please contact: Marilynn Knoch 604 542-0902
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Once upon a time, there was a group of people who
would do everything they could to get your mail
where it needed to go.

The technology is new, but our service ethic is
decidedly old fashioned. Quality work. On time. On
budget. And we deal with the inevitable bumps along

Think Pony Express. the road. Call us for your data and mailing needs.

® Call Karly or Brenda at 604.875.8509
HEEE N
DATACORE Resource Group

D A T A c o R E 9040 Shaughnessy Street
Vancouver, BC V6P 6E5
datacore-resource.ca

Saskatchewan Graphic Arts Industries Association (SGAIA) Event

First Aid and CPR course - Two-Day 16 hour program

Instructors from St John Ambulance
Course meets the Occupational Health & Safety quidelines)

Date: April 23 & 24/2010

Time: 8:00 a.m. to 5:00 pm
Location: Masonic Temple 1021 Sask. Cres. W, Red Room
Cost: $166.00 each. includes lunch

Only 20 spots available — Register early to avoid disappointment

Non-members must pay in advance to confirm registration

To Register: Call Don Breher, Executive Director SGAIA by Phone: (306) 373-3202
or Cell: (306) 222-5258 or by Fax: (306) 373-3246 or by e-mail at sgaia@sasktel.net
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Membership Is Power!

The power of membership starts with your local Association: In B.C,, the
British Columbia Printing and Imaging Association (BCPIA); in southern
Alberta, the Printing and Graphics Industries Association of Alberta (PGIA); in
northern Alberta, the Northern Alberta Printers Association (NAPA); and, in
Saskatchewan, the Saskatchewan Graphic Arts Industries Association (SGAIA).

Your regional membership opens new doors to special industry resources
at Printing Industries of America (PIA) and the Canadian Printing Industries
Association (CPIA). This three-level membership is a great opportunity for your
company and employees to access a wide range of industry resources.
There is no better membership value!

Explore the Benefits of Printing Industries of America

www.printing.org
v/ Members'only content on PIA website. This site houses a wealth
of information useful in day-to-day operations.

Industry Magazine

v/ Printing Industries of America: The Magazine goes monthly to
member companies. Magazines are archived for members on
the Printing Industries website for easy downloading.

Buying Power Programs Available in Canada
v/ Member discounts through Printing Industries of America
buying power programs with Adobe and FedEx.

Education and Training
¢/ Education and training information and other training resources,
including archived webinars and white papers.

Economics and Market Research

¢/ Current economic trends that impact business: articles,
advisories and statistics archived on the Printing Industries
website for members.

v/ Have a question or need economic/market information?
Members can call a toll-free number and speak directly to an

FARA (Formally Affiliated Regional Association) Information

British Columbia Printing and Imaging Association (BCPIA)
P.O. Box 75218, WRPO, White Rock, B.C. V4B 5L4
Executive Director: Marilynn Knoch

Phone: 604.542.0902

E-mail: mknoch@bcpia.org

Website: bcpia.org

Northern Alberta Printers Association (NAPA)

Box 805, 139 North Shore Rd., Lake Cowichan, B.C. VOR 2G0
Executive Director: Loretta Puckrin

Phone: 866.749.1620

E-mail: info@albertaprinters.ca

Website: albertaprinters.ca

Printing & Graphics Industries Association of Alberta (PGIA)
P.O. Box 61229, KPO, Calgary, Alta. T2N 456

Executive Director: Bain Spielman

Phone: 403.281.1421

E-mail: bainspielman@shaw.ca

Website: pgia.ca

Saskatchewan Graphic Arts Industries Association (SGAIA)
P.0. Box 7152, Saskatoon, Sask. S7K 4J1

Executive Director: Don Breher

Phone: 306.222.5258

E-mail: sgaia@sasktel.net

Website: sgaia.org

Economic/Market Research Analyst.
¢/ Best Practices Benchmark templates that contain various
business metrics for printers.

Archived Advisories and Reports

/ Ron Davis's Monthly Flash Reports

/ Global Markets Reports

v/ Updates on sales, profits, postal issues print market and
forecasts

¢/ Download quarterly market surveys

Human Relations

¢/ Browse and download links for information on recruiting,
testing, selection and pre-employment agreements.

¢/ Members can submit HR questions or comments to
hrquestions@piagatf.org.

Research and Consulting
v/ Free telephone consulting service and hotline for technical and/
or production problems by calling the Technical Inquiry Desk.
¢/ Browse and download JDF and Computer Integrated
Manufacturing (CIM) articles, device information and white
papers.

With this
corporate
membership,
all of your
employees are

members at

no extra cost!
That gives them
accesstoa

wide range of
benefits!
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