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Future is Now for Mail Tracking & Reporting

Mail tracking and reporting is a vitally
important component to the industry
which will soon experience a tsunami
of sorts related to demand for these
services. Here's how to stay in front of
the pack.

14

Opportunity Exists for Growth in the

Industry

Given the number of unpredictable factors that can
affect the future of our industry or any individual

B bOusiness, from new technologies to national and
local economies and even international events, it

is difficult, and perhaps even dangerous, to try and
predict what will happen in the next few years. Here
is what companies who participated in our State of
the Industry research said about the future of print.
Their diverse, thoughtful responses provide many
insights into what’s ahead.

16
It's Time to Upgrade to‘Mail 2.0' ™™

Mail is going through an evolution. Or at
least it should be. It is time for an upgrade ®
and a great many mailers are still on the
“old version.”
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TIPIN

~ Goss International Americas Inc., Durham, NH, has entered

_into a strategic agreement with graphic software provider
q Alwan Color Expertise, Sainte-Foy-lés-Lyon, France, with the

_ intention of establishing a new benchmark for color quality
in the packaging market. The agreement will ensure repeat-
able color accuracy for Goss Sunday Vpak press users across
all applications, including labels, carton and board, and flexible pack-
aging printing. Customers for the Goss Sunday Vpak series will benefit
from a turnkey package printing solution including hardware, software,
installation, training, and ISO certification. Software will include on-
press color matching, press calibration, and print proofing and verifi-
cation, all available for CMYK and extended gamut printing, spot color,
and HiFi color production.

GMC Launches Multichannel Communication Portal
GMC Software Technology (GMC), Boston, MA, has launched Inspire
Interactive for Remote Authoring, a Web-based, self-service portal that
lets print service providers and service bureaus easily create, edit, proof,
and instantly deploy changes to their clients’ multichannel communica-
tions. Companies can now provide value-added content management
services that help clients bring new offerings to market up to 70%
faster. The package of Web portal, tracking systems, email provider, and
online dashboard uses templates and workflows that connect seamless-
ly by a single click. As a result, email and SMS marketing campaigns can
send and track without the need for additional IT skills, software invest-
ment, or third-party services.

Barclay Joins BCC Software
BCC Software, Rochester, NY, a
supplier of postal products and data
marketing services, has announced that
Rich Barclay has joined the company

as Vice President of Sales and will
leverage his decades of data industry
experience to drive the company’s
strategic outreach and meet growing
customer and partner needs. “We are excited to
have Rich Barclay join BCC Software,” said company
President Chris Lien.“His proven sales leadership
and impressive knowledge of database marketing
will enable BCC Software customers to expand their
business, leveraging our expanding suite of postal
solutions and Data Marketing Services.” Barclay will
serve as a member of the BCC Software executive
leadership team.

AMSP/NAPL/NAQP | Bottom Line | December 2014

EFI Acquires Polymeric
Thermoforming
Technology

EFI, Fremont, CA, has acquired
key intellectual assets for digital
inkjet printing of thermoformed
products from Polymeric Imag-
ing of North Kansas City, MO, a
specialist provider of UV and LED
inks for industrial and graphic arts
applications. “The technology

we are acquiring will allow EFI to
continue expanding our efficient,
high-quality inkjet platforms into
new markets,” said Stephen Emery,
Vice President of EFI's ink busi-
ness. EFl has hired key Polymeric
Imaging employees responsible
for technical and market devel-
opment of digital ink and coat-
ing products. They are currently
assisting EFl's ink operations in the
development and testing of new
formulations for use in EFl inkjet
products.

Pantone Announces Fashion Color
Report Spring 2015

To coincide with New York Fashion Week earlier

this fall, Pantone LLC, Carlstadt, NJ, unveiled the
PANTONE® Fashion Color Report Spring 2015, a
comprehensive overview of designers’ use of color
in their upcoming collections. The report features
the top 10 fashion colors for Spring 2015, along with
designer sketches, quotes, and headshots. Spring
colors follow a “minimalistic” theme, says Pantone
Color Institute Executive Director Leatrice Eiseman,
as “soft, cool hues blend

with subtle warm tones to
create a soothing escape
from the everyday hustle and
bustle” The complete report
is available at www.pantone.
com/spring2015.
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Chairman’s Note
WHAT'S IN YOUR FUTURE?

We’ve all heard the old saying before, and
maybe even used it with our own kids...

“The past is history, the future is a mystery,
today is a gift —that’s why they call it the
present. Time waits for no man.”

And like most old sayings, there is a bit

of truth in the sentiment. We’ve just
completed our national mid-term elections
and regardless of your political leanings, we all know that
change will occur in the not-too-distant future. How the
upcoming changes will impact us and our businesses is the
biggest question on my mind.

One of the main reasons for the existence of your trade
association is to help members understand the changes we
are all experiencing, using the lessons of the past to try and
predict or at least get a handle on future trends This issue
of Bottom Line is focusing on that future, trying to see how
the trends of today will help to predict the future direction
of our industry. What are the trends in hiring today? How
will passing of the leadership baton from Baby Boomers to
Gen Xers translate into new workplace cultures? How can
their differences help us to drive our businesses forward?
What are the next steps in the evolution of print and mail as
communication channels? What are the experts telling us
about the state of our industry today and what the future
might bring? Learn this and more by just turning the pages
of Bottom Line.

Looking back on what has been a historic year for our
newly merged association is almost breathtaking. Our
membership is expanding, along with new and exciting
service offerings for all of us. Our Board of Trustees and
numerous committees have solidified, signaling greater
member engagement and participation. Our conferences
and chapter meetings have been well attended and the
educational content has been both first class and extremely
valuable to both our membership and our sponsor vendors.

And the coming year promises even greater strides towards
unification, growth, and new member services. Look for
upcoming announcements about an important member
survey, new marketing plans and...even a new name!

Time truly waits for no one...it just keeps marching on. But
with your continuing commitment to our Association, we
can all reap the “gifts” of membership...our networking, our
fellowship, and our friendship.

As always, I welcome your comments and input. It has
truly been an honor to serve as your Chairman in 2014.

Happy Holidays to each of you...
and Happy New Year to all of us! C:::a’—
h
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In the System

ELECTION RESULTS YIELD TWO LOSERS:
DEMOCRATS AND POLLSTERS

The voters have spoken—at least those who
showed up and voted in the normally lower turn-
out midterm elections. There were two big losers
in the elections: Democrats and pollsters. While
polls generally showed the Republican gains in
most races, they missed almost every race in terms
of the numbers. Also, there were a couple of real
glaring “misses” in the Virginia Senate race and
the Maryland governor race. In the case of the Vir-
ginia Senate race, incumbent Senator Mark Warner
was ahead in polls by seven to nine points and as
of this wrting is in a recount against heavy un-
derdog Ed Gillespie. In the Maryland governor’s
race, no one predicted Republican Larry Hogan
would win and he did so decisively.

The net gain for Republicans in the Senate was
generally what had been forecast, although the
gains were more than many had thought. It is
probable that after the recounts and runoffs, Re-
publicans will hold 54 seats in the Senate, giving
them a clear majority with additional gains in Lou-
isiana and Alaska. House gains were also greater
than projected, with Republicans gaining 12 seats
with six more (at this writing) either too close to
call at this point or subject to recount. In addition,
Republicans picked up three new governors and
now hold governorships in 33 states.

Very similar to 2012 when President Obama

won reelection, the losing party will spend a few
months soul searching and wringing hands to
determine what went wrong. The most likely an-
swer is that in a midterm election, candidates are
tied fairly directly to the President and President
Obama’s favorability numbers are very bad.

AMSP/NAPL is continuing to push for
at least a partial solution to the USPS
financial problems in the Lame Duck
Congress but such an effort faces very
long odds. It has been difficult to get

consensus from all of the parties and
there are Senators, particularly from the
new Republican majority who believe
all legislation should be held until 2015
to have a stronger Republican stamp.
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Over the next few weeks, Republicans in the
House and Senate will pick their leaders, includ-
ing committee chairs. We have reported on this
before but these selections will be critical to the
future of the USPS. If history holds true, new
chairmen do not exactly hit the ground running
on issues like postal legislation. Neither Reps.
Jason Chaffetz (R-UT) nor Mike Turner (R-OH),
the leading candidates for the House Oversight
Committee, has indicated a plan for 2015 although
Rep. Chaffetz has been a leader in the effort over
the last two Congresses. Also, both have fairly
good relationships with AMSP/NAPL/NAQP and
should listen to our concerns.

In the Senate, the jury may still be out on the
potential chairmanship of Senator Ron Johnson
(R-WI). While Johnson was generally hostile

to industry concerns in this Congress, two key
factors may guide his thinking in 2015. Those
factors are that as a committee chairman, he may
have to take a broader view and he is also up for
reelection. Of course, his selection is not assured
at this writing. We continue to hear rumors that
Senator Susan Collins (R-ME) may want to return
to be chair of the Homeland Security Committee
an action which would require a waiver from the
leadership.

AMSP/NAPL/NAQP is continuing to push for
at least a partial solution to the USPS financial
problems in the Lame Duck Congress but such an
effort faces very long odds. It has been difficult to
get consensus from all of the parties and there are




Senators, particularly from the new Republican
majority, who believe all legislation should be held
until 2015 to have a stronger Republican stamp.
Current Homeland Security Chairman Tom Carp-
er (D-DE) and his Republican counterpart Tom
Coburn (R-OK) continue to oppose the agreement
reached by the mailing industry and the postal
unions but some of that opposition may dissolve
in the face of the reality of the election results.

Other Issues Will Emerge

While we have tended to focus on postal issues

in this Congress, the elections will open a range

of new issues which had been tied up in partisan
fighting. Among those issues are tax reform,
federal regulatory relief, changes to the Affordable
Care Act, and immigration. Each of these issues
will affect AMSP/NAPL/NAQP members either
directly or indirectly.

Republicans generally believe the issues refer-
enced above have been a drag on the economy and
“fixing” them the right way will boost the econ-
omy. Aside from the notion of lifting all boats,
AMSP/NAPL/NAQP members of different sizes
will need to pay close attention. For example,
some tax reform proposals have the potential to

actually increase taxes on S Corporations. Many
companies in the industry file as S Corps. While
a number of companies are directly affected by
regulatory issues, particularly EPA regulations,
many of their suppliers are in the crosshairs of
these proposals and their implementation will re-
sult in higher costs of operations. The implemen-
tation of the Affordable Care Act with respect to
the business mandate has been delayed, but these
mandates are scheduled to begin January 1, 2015,
for some and January 1, 2016, for others. And,
finally, the degree to which Congress is successful
in developing meaningful immigration legislation
may also be a boost to the economy.

Over the coming weeks, we will analyze these
issues and how you will or could be affected.

Ben Cooper is the association’s lobbyist, and is
the founder and c-chair of the Coalition for a 21st
Century Postal Service. Contact him at bycooper@
wms-jen.com.
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Executive Insights

THREE STEPS FOR SUCCESS IN 2015

Recently, I was asked to look ahead to 2015 and
what I would recommend to business owners in the
printing, mailing, fulfillment, and marketing services
industry. Three things come to mind.

The first suggestion is for owners and senior exec-
utives to get closer to their customers. And I don’t
mean through their sales team or customer service
representatives. I mean the owner/senior executive
having direct, frequent, and meaningful conver-
sations with key customers about their needs and
objectives.

I often ask industry business leaders about their key
accounts. They can identify them, no doubt, but the
criteria they use cause me concern. A key account is
usually defined by the volume of sales it accounts
for, sometimes followed by factors such as longev-
ity, profitability, and contribution to value added.
While these factors are not inherently wrong, they do
paint an incomplete picture of what makes for a key
account. I suggest turning the definition on its head.
Instead of talking about what makes the account
important to us, I'd suggest we attempt to determine
how important we are to it!

When you are so imbedded in your customers’ busi-
ness processes, or you have well-developed expertise
that solves problems or exploits opportunities for
customers, you create a barrier for the competition.
While no one is ever completely indispensable, you
move further in that direction, ultimately creating
what, in my definition, would be a key account: a
relationship where each party would suffer greatly
were it to end.

High-Level Competency

Second, I would have owners focus on developing
lead generation and prospecting for new accounts/
business as a high-level organizational competency.
Again, this is far different from most of what I have
seen in the industry, where new business develop-
ment is assigned to sales representatives who, once
they have their “book of business,” have little interest
(and sometimes even less skill) in doing the needed,
challenging work of new account development.
Lead generation and business development should

Building a world-class sales
organization requires planning

and investment—Ilots of
investment.
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be an essential core competency of the organiza-
tion. I can’t tell you how many times I hear business
leaders lament the fact that their sales team mem-
bers are doing very little in the way of prospecting.
My colleague, Mike Philie, refers to most industry
salespeople as “CSRs with cars.” We try every way
imaginable to change the behavior of the sales team,
with little or no progress. Maybe we should go at it
another way.

The companies that systematically develop prospect
lists of the kinds of accounts with whom they want
to do business; set up a prospecting campaign that is
consistent, focused, and purposeful; secure an intro-
ductory meeting and bring a team of experts to that
meeting (a team that includes the CEO/owner) will
take a giant step forward in growing the business
and winning new accounts. Senior leadership owns
prospecting and new account development. Make up
your mind to do this and do it now!

Go World-Class

Third, set a vision of becoming a world-class sales
organization. I am generalizing here to make a point,
but I have long felt that if we spent as much time on
developing our sales process as we do on the produc-
tion/manufacturing side, there would be many more
success stories in our industry.

Make a decision and plan to develop a world-class
sales organization as an essential part of your busi-
ness. Some years ago, it seems that all we had to do
to increase sales (well, almost, anyway) was add
new equipment and new capabilities. Unfortunately,
many companies operate as though this approach
still works. It doesn’t. Building a world-class sales
organization requires planning and investment—Ilots
of investment. Careful, highly selective recruiting,
extensive and consistent training, ongoing coaching,
and a team approach to account development are just
some of the characteristics you will find.

None of this is easy, but if it were, everyone would
be doing it. And that’s just the point. For industry
companies desperately trying to escape the commod-
ity trap, what better way to separate yourself from
the competition than by embarking on a new, dif-
ferent, and far
better path?
Joseph P. Truncale, Ph.D., is association
President and Chief Executive Officer. He is
a skilled meeting facilitator, working with
entrepreneurial business leaders and their
management teams in developing strategic

plans with a focus on differentiation and unique
organizational ability.




MAIL TRACKING MADE SIMPLE

RR Donnelley makes it fast and easy to get to the information
you need for the insight you want

Accurately monitor and predict mail delivery with:
Up-to-date mail status
Flexible tracking options
Useful dashboards
Valuable reports
Helpful delivery maps, charts and more

Intuitive and effortless to use,
this comprehensive tracking and
reporting tool can connect you
directly to your mail, your customers
and your goals without delay.

Visit rrd.com/logistics to learn more!

RR DONNELLEY

www.rrdonnelley.com

Copyright © 2014 R. R. Donnelley & Sons Company.
All rights reserved.

AMSP/NAPL/NAQP | Bottom Line | December 2014




By Mark Rheaume

At this time of year, | enjoy reflecting on our industry and trying to envision
what the future holds. Working with the industry’s printers, mailers, and
managed service providers is a great experience. | focus a great deal of
my time on postal affairs in my role at AccuZIP, so | think it is interesting to
follow trends related to the United States Postal Service (USPS). | think its
future is bright and that we all have the opportunity NOW to take advan-
tage of the mail tracking and reporting information available today and the
capabilities it continues to build and enhance.

Simply stated, mail tracking and reporting is a vitally important component to everyone in our in-
dustry. At this time, the “early adopters” have been utilizing this information from the USPS for some
time. The “early majority” is just starting to see their wisdom, get on board, and recognize the impor-
tance, relevance and deep power of this information. Because the USPS has developed and imple-
mented technologies enabling it to share it so freely, and it relates so directly with their processes
(and mail in general), mailers owe it to their businesses and customers to integrate it.

Tracking A Tsunami

The industry will soon experience a tsunami of sorts related to demand for these services. | believe
they will be a critical differentiator among providers. If you are in this industry and do not offer mail
tracking and reporting services, you will be swept under the wave of demand and effectively out of
the industry.

Customers are smart and perceptive; they will demand this information and migrate business to
vendors who can deliver it to them. Our challenge as an industry is to explain to our customers that
while the USPS provides the raw data to mailers as a part of Full Service mailing, it is our ability to
interpret and then deliver the information in reports that holds great value and differentiates our
ability to support their direct mail efforts. It is a service we perform, just like campaign ideation, de-
sign., printing, inserting, etc. The thought that it cannot be “billed” is simply untrue.

10 AMSP/NAPL/NAQP | Bottom Line | December 2014



Once our customers get used to having track-
ing and reporting, incorporate it into their inter-
nal processes, and use it to measure everything
from ROI to future value of a contact, it will
become increasingly important to them. They
struggle today to understand the mailing pro-
cess once the mail pieces are turned over to
the USPS because, for years, our industry has
been unable to provide actual visibility data. We
now have access to this information, but have
been slow to share the value.

Time to Invest

Many of us do not deal with the actual “cre-
ative/marketing” staffs from our customers’
businesses. That has to change, and this data is
the key. As our customers understand the data
and the insights it can provide, they will demand
it and be very glad to pay for it. Now is the time
to invest in bringing these services into your
solutions mix.

Before the Intelligent Mail Barcode (IMb) was
implemented, there was a great deal of work,
knowledge-based forecasting, mystery, and
generalization involved in mail tracking and
reporting. This earned the USPS its “black hole”
reputation. This is no longer something we all
should accept for our business, staff, or cus-
tomers. Today's technology enhances the value
of multi-channel communication and market-
ing. | do not believe that it is customer service
to assign more people to answering questions
and managing customer accounts. How much
time do people in your business spend answer-
ing questions such as:

+ When did you enter my mail with the USPS?
- Whereis it?
- When will it arrive in-home?

- How much of the mail will be “early,” on-
time, late, and how can | know where the
mail in each of these categories is destined?

- Can you provide me a daily report on these
and other statuses for the project?

Automating mail tracking and reporting with
technology can allow you to move these ques-
tions right back onto the customer. Imagine
being able to provide them easy access to all
this information. Your organization enables them
to access the tracking information when and as
often as they like. You train them how to read
the reports and help when problems occur.

An appropriate analogy about coal vs. gas
furnaces comes to mind. Coal furnaces re-
quire frequent attention to assure delivery of
the heat they produce. Gas furnaces are very
low-maintenance and do their job very depend-

ably without frequent interactions. Mail tracking
and reporting services will turn your customers
into “gas furnaces.” This should be the goal for
any business: Dependable service and delivery
without need for constant interaction. That in
my mind is customer service!

As the pressure grows on everyone to lower
costs, we all must look for ways to better utilize
our staffs. Technology exists that brings visibil-
ity to the mailing process from receipt through
the processes at the associated USPS facilities.
Pushing non-revenue generating functions
back to the customer (*gas furnace”) by provid-
ing them this information will enable your staff
to focus on revenue producing activities such
as driving and supporting sales and onboarding
new business.

Even if the only effect of adding these services
is better staff utilization, you have won. Lower-
ing your internal costs is much more profitable
than raising prices. Your customers will value
and respect you for controlling their costs and
you will be providing better service and growing
your business in the best possible way.

Natural Extension

Mail tracking and reporting services are a
natural extension of the processes implement-
ed while becoming a Full Service mailer. They
facilitate optimization of the data available and
are possibly the largest benefit of becoming a
Full Service mailer. Using the data provided by
the USPS is effective in many ways. It takes the
“‘emotion” out of difficult situations when issues
arise and enables everyone to focus on moving
the mail (the ultimate goal we all share).

Addressing issues with data right from the
USPS eliminates time spent arguing about its
relevance. Having and providing this informa-
tion to your customers can create the “stick-
iness” we all desire that makes your services
difficult for them to replace.

| recently served as the industry lead for an
MTAC (Mailers Technical Advisory Commit-
tee) Work Group focused on data provisioning
latencies for bundles, containers, and trays.
Currently there are
data latency issues
around the provision-
ing of bundle, tray, and
container scans. There
are interim solutions
being implemented
today to address these
issues. The Informed
Visibility project was
Jjust approved by USPS
management in late
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October and is viewed as a sort of “Promised
Land” by the industry. It will provide visibility into
bundle, container, and tray scan information in
time frames similar to those for the piece level
scans for the IMb today. Once that is achieved,
there will be more mail “in measurement” for
the USPS, and the industry will gain even great-
er amounts of data to share.

As | mentioned earlier, time will not wait for our
businesses when we finally recognize that the
demand exists. If we do not act now, we will be
left behind by our competitors and customers.
Technology is available today and the seeds
are already planted to make it valuable going
forward. Those who choose to be in the “early
adopter” and “early majority” portions of the
adoption curve will be rewarded richly. Those
who adopt a “wait and see” strategy will be left
behind as their customers move to providers
who offer the services and have experience
doing so.

Now is the time to start building and imple-
menting solutions that can address this. This
technology is amazingly functional and robust,
but does not have to be expensive. The op-
portunity to scale a solution today that enables
you to learn and grow as your business grows
is available. In my opinion, the seeds for the
‘money tree” are available and all you have to

dois integrate them into your prOdUCt mix and Continue the conversation: share your

tell people you have them! The rest will take thoughts about mail tracking and re-

care of itself. porting on the association's Commnet
Mark Rheaume is the National Postal Affairs Communlty at Illnk'me/commumty'

Director at AccuZIP, Inc., Atascadero, CA. Reach
him at mark@accuzip.com.

Ten Reasons to Implement Tracking & Reporting

Beyond compliance and postage discounts, mail tracking and reporting delivers ROl in many
different ways. Regardless of your role in the mailing process, campaign integration with other
media or with the vertical market your mail is targeting, it is vital that you leverage the power of
this data to optimize your communications. Investing in mail tracking and reporting allows you to
do all of this. Here are 10 reasons for implementing a mail tracking and reporting solution NOW:

Improve distribution planning

Enhance “Trigger Marketing” efforts

Accurately calculate ROI and effectiveness of mail campaigns

Call center management efficiencies

Maintain and improve customer relationships

Inbound mail tracking

Avoid date- or delivery-related disasters

Identify and proactively resolve processing delays

Monitor USPS performance

10. Itis your responsibility (to your business, your staff and your customers)!

1.
2.
3.
4.
5.
6.
7.
8.
0.
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Are Your Clients Disappointed with their
Direct Mail Response?
Not to Worry. We've Got the Solutions.

Contact Zone®

Universal connectivity sets Contact Zone apart from its
bulk mail software competitors. Easily pull contact data
from any source (Excel®, SQL Server, Oracle™ & more),
cleanse it, and then output to nearly any destination.

» Experience the flexibility of real-time or scripted
batch jobs

* Presort & CASS™ certify mailing lists

» Update addresses of customers who have moved

* Append missing name/company name, phone number,
and/or email address for multi-touch marketing

Data Enhancement Services

Submitting files for enhancement is quick & easy. Upload
via secure automated FTP or in batch and we will:

* Quickly check records against NCOAL®
& proprietary Change-Of-Address

» Qualify for postal discounts by sorting mail in
walk-sequence order

* Remove duplicate records
» Improve targeting by adding demographic
& lifestyle info

* Reduce wasteful & unwanted mailings with mail
suppression services

www.MelissaData.com MELISSA DATA®

1-800-800-MAIL option #3 Your Partner in Data Quality
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Given the number of unpredictable factors
that can affect the future of our industry
or any individual business, from new tech-
nologies to national and local economies
and even international events, it is difficult,
and perhaps even dangerous, to try and
predict what will happen in the next few
years. But we recently asked more than
325 companies who participated in our
State of the Industry research about the
future of print, and their diverse, thought-
ful responses provide many insights into
what's ahead. Two strike me as particularly
important:

First, the number of companies that view
print as “a form of distributing communi-
cation...as one source among many op-
tions” will continue to grow. These compa-
nies think print-and, not print-or, and see
themselves in the communication busi-
ness, not the ink-on-paper business. They
stay abreast of communication trends
because they know anything that affects
how their clients communicate (digital,
mobile, etc.) affects them. And they reject
bleak views of the future: "I have never
seen more opportunity in our industry.
There are now so many ways to distribute
communication—and clients need profes-
sional help to do it well.”

They know that whether a change in a
communications medium complements or
displaces print depends on what's being
communicated and the preferences of the
target audience. As one survey respon-
dent noted: “It’s vital that we learn to tell
our story to build and sustain relation-
ships with customers. Part of that story

is explaining/sharing with customers the
continuing value of print”

This doesn't mean that industry compa-
nies have to become communications
futurists, but they do have to stay on top
of major developments by regularly asking
questions such as, How are my clients’
communications preferences changing?
and How will those changes affect my
business?

Second, print's future will increasingly be
tied to customized, relevant communica-
tion. This is what our survey group talked
about most, emphasizing that “customized
content delivers unique value,” and “deliv-
ering value still trumps everything else!”

They aren't just talking about changing
names and addresses in form letters, ei-
ther. They're talking QR codes on packag-

ing that “link to background information
about ingredients, responsible sourcing,
etc” that is product and brand specific.
And they're talking pURLS on direct mail
that provide “immediate feedback on the
success or failure of the piece.”

"Integrated strategy programs including

direct mail, email, data supply, and data

analytics will be a significant growth area
for us,” said one survey respondent, “re-

sulting in more static offset printing and
much more digital variable-data printing
and related mailing services.”

Remember John Wanamaker's “half the
money I spend on advertising is wasted;
the trouble is I don't know which half”
problem? We can now show clients which
half is which.

Even more exciting, personalization is only
in its infancy. Advances in information and
database technologies will support cus-
tomization far beyond anything we can do
today. To benefit we'll have to know how
to manage, access, and create complex
databases. But the opportunity will be
there for those who do.

The Winners Are...

We also asked State of the Industry par-
ticipants who's going to win print's future.
After all, that's just as important as what
the future is going to look like. Here are
some of the must-dos we discussed:

« Collect, evaluate, and act on client
feedback because that's where value
creation starts. We have more ways than
ever to hear the voice of the customer. But
hearing isn't enough: We have to carefully
evaluate what we hear, because we can't
do everything clients suggest, and then
act on the most promising options.

Our survey group draws feedback from
many sources, starting with sales, custom-
er service reps, line employees, owners,
and managers who are in regular contact
with clients. Over three-quarters (75.4%)
conduct periodic business reviews with
clients; more than half hold educational
events (56.3%), assemble client commu-
nities (56.3%), and conduct client surveys
(55.6%); and more than one-third (35.9%)
offer a client feedback portal. And nearly
nine out of 10 (89%) use at least three
feedback channels, two-thirds (68.8%) at
least four, and more than half (51.4%) at
least five.

Most (90%) count feedback from sales
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reps and other customer-facing employees as valuable
or most valuable, but more than half say that feedback
quality would improve if they trained these employees to
ask questions that helped them understand what clients
really value and taught them how to listen to clients more
effectively, collected feedback more consistently, or heard
from a broader, more diverse range of client.

« Create a culture of innovation. That doesn’t mean find-
ing the next big thing. It means purging the “we've always
done it this way” mentality because despite record consoli-
dation—over 5,000 establishments lost since 2007, a 16.4%
decline, and over 9,300 establishments lost since 2000, a
26.7% decline—our industry is getting more competitive.

A culture of innovation is much more than a suggestion
box and an open-door policy. It is a formal process that
not only encourages suggestions, but also monitors the
number received, the number enacted, and the employee
participation rate. And it's a culture that achieves credibility
by ensuring that, in the words of one member of our sur-
vey group, “every employee knows his or her suggestions
will be appreciated, taken seriously, and given appropriate
consideration. They will not be dismissed or ignored.”

« Identify and address internal barriers to profitable
growth. It's so much easier to blame disappointing results
on what's happening outside—the economy, the industry,
the declining demand for lithography, the USPS, price cut-
ters, uneducated print buyers, or something else beyond
our control—than on what's happening inside our own
business. And when business was much stronger we could
get away with that. Now we either correct internal barriers
to profitable growth or they take us down.

Our survey group identified more than 20 internal barriers
to profitable growth, ranging from difficulty communicat-
ing company direction to staff to procrastination, poor in-
terdepartmental communication and inflexible labor costs.
Sales reps who lack the skills and motivation our industry
now requires was the most frequently cited internal barrier
to profitable growth, and the only one cited by a majority.
Ineffective marketing came next, and trouble identifying
new opportunities ranked third.

That does not mean there are no opportunities. For many,
the challenge is not finding opportunity, but rather deter-
mining what really is an opportunity, given a company's
specific resources, circumstances, and goals. We can't
invest in everything, and in our shrinking-margin-for-error
world, making the wrong investments will jeopardize our
business.

Overall Demand

When we asked our survey group about their expectations
about the overall demand for print in the next three years,
eight out of 10 (82.1%) expected the overall demand to
hold around the current level (46.6%) or to decline (40.5%),
while only 8% felt that it would rise. The remaining 4.9%
were not sure where demand was headed.

Demand is expected to decline for the same reasons it has
been declining: shrinking run lengths as clients target their

markets more precisely, and electronic alternatives to print.
The more than half of those surveyed (54.6%) who do not
expect demand to decrease cite two factors to offset the
pressures of shorter runs and electronic alternatives:

A healthier economy. As the economy picks up, so will
marketing budgets, production of goods (that need to be
packaged, tagged, labeled, promoted, etc.), and business
formations. Few expect the economy to give print the kind
of lift it once did—just to be less of a drag over the next
three years than it's been over the last three years.

» The willingness of more companies to give printing,
particularly promotional printing, a second look. “Peo-
ple are beginning to understand that electronic messages
really do not sell,” noted one survey respondent, while an-
other offered this comment: “There is so much electronic/
digital clutter that any printed piece that delivers relevant
content will be valued.”

Whatever direction the demand for print takes, it appears
likely to account for a smaller share of the revenue of
industry companies as this decade begins to wind down.
Nearly two-thirds (62%) of our survey group expect print
to be a smaller share of their revenue in three years than
it is today, while a third (32.3%) expect it to be the same
share. Just 5.8% believe it will be a bigger part of their
revenue stream.

Among all companies surveyed, print is expected to aver-
age 73.9% of revenue by 2017, down from 79.4% today.
This includes all processes, not just lithography, which con-
tinues to decline as a revenue source, already having fallen
from 69.1% in 2006 to an expected 53.4% this year.

How will companies overcome this shortfall? Think diver-
sification. Most of the companies we survey are diversi-
fying and expect revenue from non-print services such

as fulfillment, mailing, database management, response
tracking, and webpage design to grow faster than revenue
from print.

The bottom line? There's a lot of uncertainty and conflict-
ing opinion about our industry's future. Some say we have
to do this; others say we have to do that. Some say we
have to be this and can't be that; others say the opposite.
We have to cut through it all by focusing on what's best
given our company’s unigue resources, circumstances, and
goals. And let's keep the take of one State of the Industry
participant in mind: “Profitable growth is out there for
organizations that know why they are valuable to clients—
and have a systematic way to pursue opportunities with
the best fit.” There is no better guide for navigating the
future.

Andrew Paparozzi, AMSP/NAPL/NAQP Chief Economist and
Senior Vice President, has been monitoring industry trends
and economics for three decades. Reach him at (201) 523-
6353 or apparozzi@napl.org or follow his“Economic Edge”
blog at http://napl.org/author/apaparozzi/.




It’s Time to Upg

Mail is going through an evolution. Or at least it should be. It is time for an
upgrade and a great many mailers are still on the “old version.”

Yes, we’ve gone through some changes, such as migrating from ZIP Codes
to ZIP+4, or Postnet barcodes to IMb. In the span of my career, documents
that used to be created on impact printers went to laser and then on to inkjet.
And of course the Internet has had a profound effect on how companies
communicate with their customers. It isn’t as if the mailing industry has
been sitting around in a vegetative state.

Despite all the technological changes, though, there are some ways in which
mailed documents haven’t really changed much in the last 30 years. Looking
at printed and mailed documents as an interactive component of a compre-
hensive communication strategy is what needs to occur. I'm calling that Mail
2.0.

The Next Level

The document print and mail business has, for the most part, mastered the
challenges of productivity and cost control. These two items have been key
areas of focus for decades. On the whole, document operations does a pretty
good job at meeting the requirements for turnaround times and resource
utilization while keeping costs at a minimum.

Fortunately, the tools necessary to reach the next level of customer com-
munications excellence already exist. Document producers needn’t wait for
vendors to invent faster, more automated machines. The problem in getting
to Mail 2.0 isn’t a mechanical limitation. It's more of an implementation issue
or a mindset problem.

The next objectives for customer communication call for a great deal more
integration with processes outside the typical document production work-
flow. Making progress in these areas will likely require the cooperation of
several internal or external organizations. Up to now, document processing
departments operated more or less as standalone entities. Little consider-
ation has been given as to how the pages coming off the printer related to the
overall customer relationship.

To maintain continuity in this new interlocking environment, corporate-level
communications strategy groups will evaluate customer communications as
a whole and regulate all aspects of outbound and inbound customer com-
munications. This approach will facilitate the communication and cooper-
ation of multiple departments and functions within an organization. Docu-
ment operations or outsource print providers should be supplying input to
these groups.

Individual Conversations

In a Mail 2.0 environment, documents are based on the characteristics of in-
dividual customers. This is a departure from the batch-centric approach that
has been the standard procedure for decades. Which information appears on
the pages, when the documents are created, what inserts or marketing mes-
sages are used, and whether documents are printed or go straight to digital
delivery will be different for each customer. How messages are created and
distributed will depend upon each customer’s historical relationship with
the organization and the past communications sent to and received from the
customer.

Customer communication practices are gradually moving from a broadcast
model to something that more closely resembles individual conversations.
The technology available to document creators allows them to support this
transition, but it is a departure from long-standing traditions. Areas where
modifications are necessary to achieve Mail 2.0 include relevancy, channel
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rade to ‘Mail 2.0’

management, accountability, integration, and
security. Let’s take a look at each area in greater
details:

Relevancy. We're all aware of the value of
relevancy, and have heard the warnings about
sending customers irrelevant messages. Some
organizations have certainly embraced the con-
cept and are on their way to developing more
effective one-to-one communications with their
customers. Judging from a majority of the mail
generated today, though, there is still some work
to be done.

Consumers still get duplicate catalogs, custom-
er acquisition offers for products they already
own, and solicitations for services they couldn’t
possibly use. And it isn’t just direct marketing
that seems to be stuck in decades-old method-
ologies. Customers may also receive repetitive
statements on closed or inactive accounts along
with bill inserts or statement messages that are
clearly not targeted to any particular group and
never change from month to month.

It seems that some of the simplest tasks such
as deduping or suppression against existing
customer files are not being executed in a lot of
cases.

Channel Management. This requirement is
fairly new. Keeping track of each customer’s
communication channel preferences, recording
the delivery channel actually employed for each
message, and monitoring message status can be
mind-boggling tasks. All companies should be
making plans for supporting channel preference
in the future. Someday soon the inability to com-
municate through customer-selected channels
may restrict an organization’s ability to compete.

Accountability. Keeping track of each document
and mail piece as it moves through the operation
used to be a concern only when producing valu-
able or sensitive items such as checks or health-
care information. This is no longer the case.
Lower print volumes increase the ROI pressure
on the remaining mail. Each piece produced
now represents a substantially greater invest-
ment than in the “spray and pray” days. Cus-
tomers expect all their mail to go out; and they
expect their service providers to prove it did.

For multi-channel marketing campaigns, docu-
ment operations must have the ability to assure
the marketer that each personalized message
was successfully produced and distributed as
scheduled. The ability to track the disposition

of each mail piece and use tracking information
(which may include tracking through the postal
service) to trigger additional message generation

is becoming a minimum requirement for mail
service providers.

Integration. Many companies are striving for a
360-degree view of customer interactions. That
should include outbound and incoming mail.
Few organizations are prepared to capture and
deliver mailing information to centralized data-
bases such as a CRM system where all the activ-
ity of a customer can be viewed and acted upon.
But they are headed that way. As data sources
are merged, analysis of integrated customer data
can result in the creation, suppression, or modi-
fication of printed and mailed documents.

Security. Privacy breaches are serious events.
Regardless of the legal ramifications, unautho-
rized release or loss of customer information

is always embarrassing and expensive. Many
document operations believe erecting a firewall
to protect their servers from outside attacks is
the only measure necessary to assure data secu-
rity. This is just not true. Most privacy violations
involve a worker or staff member, and many of
those events are non-malicious accidents. This
exposes the document service provider and its
customers to unnecessary risk. Setting up secu-
rity and quality control procedures and making
sure they are followed needs to be part of se-
curity protocols in document operations every-
where.

Collaborative Approach

If mail is to remain a critical part of the ways
companies communicate, it has to integrate with
the overall customer communication strategy
and provide the features and capabilities com-
panies and their customers are coming to expect.
Operating in isolation, as many mail applica-
tions still do today, is not the path to growth—or
even to sustainability.

We don’t need fancier software, faster inserters,
or new printing technology to implement Mail
2.0. The tools already exist. They can be acquired
at reasonable prices. The only things keeping
document producers from migrating to the new
generation of mail are a collaborative approach
and the application of resources already at hand.

Mike Porter is an expert in print and mail operations and
President of Print/Mail Consultants, an independent consulting
firm that helps companies nationwide improve their production
workflows and develop new strategies. For more tips visit www.
printmailconsultants.com and sign up for Practical Stuff — the free
newsletter for document operations. Your comments are welcome.
Send them to mporter@printmailconsultants.com. Follow Mike on
Twitter @PMCmike
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EIGHT MARKETING TRENDS TO PLAN FORIN 2015

A look at the emerging technologies and consumer
trends at the end of 2014 can provide a clear idea of
what to expect in the years to come. Increased focus
on data analysis instead of data collection should
allow marketers to target a specific demographic
more precisely, and marketing across collaborative
platforms allows more ways than ever to engage
consumers. As we prepare to head into 2015, here is
a list of expected trends for the marketing world:

Mobile: Mobile marketing is everywhere, but it is
also in its infancy. The explosion of mobile marketing
in 2013 and 2014 led to an influx of consumer habit
and spending data, and you should expect to see an
increased emphasis on analysis and action instead
of collection. QR codes and other mobile technolo-
gies are expected to become increasingly popular
throughout this next year. Visit QReateAndTrack.com
to learn more about QR codes and how you can use
them, along with their detailed reporting measure-
ments, to enhance your marketing efforts for 2015.

Marketing Automation: Expect to see many busi-
nesses automating some tasks and using technol-
ogy to create a cohesive plan that covers multiple
channels. With a growing number of ways to reach
consumers, from print media to email, social media,
and mobile marketing, expect to see savvy marketers
embrace automation. Automation platforms help a
busy marketing team keep track of entire campaigns
and manage the customer experience from lead
generation to repeat sales.

Social Media in the Work Force: Savvy HR manag-
ers embraced social media several years ago. Em-
ployers have been checking out potential candidates
on Facebook, Twitter, and other networks as part

of the hiring process. Expect the employee/social
media connection to grow in 2015, with most jobs
prioritizing candidates with healthy social media ac-
counts—and some employers requiring social media
involvement.

Multi-Screen Experiences: Boosted audience inter-
action via multiple screens increases both customer
engagement and brand loyalty. When your target
customer attends an event, he can Tweet about

it, capture an image on a phone or tablet or give
commentary and updates in real time by engaging
with multiple devices at the same time. Harness the
power of multiscreen in 2015 by asking questions,
offering quizzes or fun trivia, or simply acknowledg-
ing the conversation and images posted by fans and
followers.

Marketing Solutions: Selling has always been about
promoting the benefits of a product—social media
and the small snippets of information consumers
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receive means that marketing will need to be laser
focused in 2015. You need to be solving your au-
dience’s problems, not trying to hard sell them a
product. Offering solutions to problems or answers
to questions and showing the benefits of a product
or service will be at the forefront of inbound market-
ing in 2015; simple images of an item for sale won't
be enough this year.

More Focus on NFC: Since the iPhone 6 offers NFC,
or near field communication, expect consumers to
want to use it—and stores to embrace it. NFC offers
a variety of benefits, but the big one is the ease of
payment and processing at the point of sale. Apple’s
ApplePay is the best example of NFC tech at work,
but expect to see a deeper focus on this emerging
technology in 2015.

Adapting for Millennials: It's certainly no secret that
Millennials don't shy away from parting with cash.
Millennials embrace shopping online, via mobile
device, and via app, so there are plenty of ways to
reach this customer base. With a population that is
78 million members strong, this demographic is the
one to watch; ignore the spending power of Millen-
nials in 2015 at your peril.

Storytelling Used in Marketing: Telling the story of
your product, brand, or people will be more im-
portant than ever in 2015. As consumers are able to
access more information about your business, they’ll
have more tools to make buying decisions. Telling a
captivating story about your brand history, your po-
sitions, your employees, or even your products and
the people who make them will help you engage
buyers in 2015.

John Foley, Jr. is CEO of interlinkONE
and Grow Socially. John helps companies
get inquiries and leads utilizing inbound
marketing strategies (they come to
you!). His approach includes consulting,
Web development, software, and unique
strategies. Learn more about John at
JohnFoleyJr.com, and his companies,
interlinkONE.com and GrowSocially.com.
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Verification

WHAT DOES THE FUTURE HOLD FOR GEN X?

Turn on the TV, open any newspaper or go
online—however you choose to get your news,
one thing seems clear: Millennials are every-
where these days. There is a lot of curiosity and
excitement around this generation—and for good
reason. Born between 1980 and 1995, Millennials
will make up 50% of the American workforce by
2020. Understanding what inspires and motivates
this generation has become more important than
ever for organizations.

A Google search for Baby Boomers will also give
you a slew of articles, covering a wide array of
topics. With approximately 10,000 Baby Boomers
(born between 1946 and 1964) turning 65 every-
day, there is a lot of interest in this idealistic and
hardworking generation. Are your Boomers men-
toring the younger generations in your office?
How do you work with Boomers on knowledge
transfer before they retire? What is their next
move after retirement? Boomers redefine every
life stage they touch, and retirement is no excep-
tion. This has created a great amount of research
and curiosity about the Boomer cohort.

Then there’s Generation X. Full disclosure: I am
a Gen Xer, and I love it. I love that I was a child
of the 80s and 90s. I love that I can tell you what
it’s like to work on a Commodore 64 or a Mac-
Book Air. I like that I grew up in a time when TV
shows had theme songs and that I can remember
wondering aloud if this “Internet thing” was go-
ing to last. But there is no denying, in the world
of generations, Xers are sometimes the forgotten
middle child.

First of all, Xers are 20 million fewer in popu-
lation than both Boomers and Millennials. Gen
Xers, now in their late 30s and 40s, are ready to
take that next step at work. They’re ready for the

The Xer generation is
well-educated,
entrepreneurial and

independent. They are
unfiltered, honest, and
most of all, an asset to

organizations.
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promotion, the pay raise, the big office. But many
Xers have found their career paths blocked, or at
least stalled, by the vastly populated Baby Boom-
er generation before them. Xers are hitting “the
gray ceiling,” a phenomenon where existing Baby
Boomers stay at their position instead of retiring,
preventing an Xer from advancing or being pro-
moted. And many organizations are at a loss as to
what to do about it.

Where They Came From

But let’s pause for a moment. Before we can talk
about where Xers want to go, let’s talk about
where they come from. When you look at the
formative years of Generation X, a couple of
things stand out. First was the explosion and con-
sumption of media that occurred when Xers were
kids. Cable television, (MTV, CNN) and even the
number of televisions per household were on the
rise. By the age of 20, the average Generation Xer
in the United States had consumed a whopping
23,000 hours of television. With so much access
to media, Xers were exposed to a slew of institu-
tions being called into question for one scandal
or another. Corporations, professional sports,
non-profits, religious institutions and politicians
were all immersed in various scandals during the
formative years of Generation X. Currently 35 to
49 years old, there are Gen Xers who can remem-
ber one President telling the world, “I am not a
crook,” and another President saying, “I did not
have sexual relations with that woman.” Turns
out, neither was true.

The 80s transitioned from a time when you could
ride your bicycle around the neighborhood sun-
up to sundown, to missing children appearing on



milk cartons. Sex, drugs, and rock n’ roll turned
into fear of contracting AIDS. The Challenger
explosion, not the moon landing, was top of mind
when someone mentioned NASA. Given every-
thing that was happening around them, Xers
developed a skeptical attitude early on that has
followed them right into the workplace.

Things weren’t looking up at home, either. The
divorce rate in the United States tripled during
the formative years of Generation X, leading
many to become latchkey kids. Ask any Gen

Xer in your office if they were latchkey kids. If
the answer is yes, their routine probably looked
something like this when they got home from
school: make a snack, do your homework, watch
TV... it was all about structuring your own time
without supervision. No micromanagement, no
group exercises, no “good job!” As a result, Xers
brought that self-reliant, independent nature with
them into the workplace. And in terms of how
they want to be managed? Hands off, please! Xers
have been managing their own time since they
were 10 years old.

Today, the Xer generation is well-educated, entre-
preneurial, and independent. They are unfiltered,
honest, and most of all, an asset to organizations.

Feeling Trapped
The problem is that many Gen Xers today feel
trapped in a career that is indefinitely stalled. For
this reason, many Gen Xers are taking things into
their own hands. Some are leaving for other com-
panies, while others are starting their own busi-
nesses or freelancing to meet their professional
and personal needs. The key to their retention is
to offer real opportunities for advancement and
growth. But what can companies do with restless
Xers when there is no way around or through the
gray ceiling?

First, try appealing to the values and traits of this
generation. Show the Gen Xers on your team that
their climb to the top, while perhaps currently in
limbo, will be worth the wait because your com-
pany understands what's
important to them. Help
Gen Xers balance work and
life commitments. Many
Gen Xers are the children
of divorced parents who
placed a high value on
professional growth at the
expense of time spent with
their families. As a result,
Xers now prioritize work/
life balance. They want to
be home in time for dinner.
They want to make it to

the T-ball games. Many are choosing jobs clos-
er to home over higher salaries. Moreover, Gen
Xers are used to doing things on their own with
minimal supervision. They value mobility and
autonomy.

As an employer, you cannot afford to let them
disengage, so appeal to what’s most important to
them. Here are some ideas:

¢ Offer telecommuting and flexible work sched-
ules to help Gen Xers juggle work and family.

¢ Utilize comp days as incentives for produc-
tivity. Awards banquets and other incentives
that take place outside of work hours rarely
appeal to Xers, since it is keeping them from
being with their family.

* Provide personal time-saving services (e.g.
on-site dry cleaning) as perks.

¢ Keep red tape to a minimum. Instead, encour-
age free thinking and entrepreneurialism.

* Make sure meetings have a point and are
beneficial.

¢ Avoid micromanagement. Allow Gen Xers to
work independently, trusting them to get the
job done.

Remember, an Xer’s loyalty is not always stead-
fast and unwavering. This is an entrepreneurial
and self-driven generation. Jumping into a dif-
ferent industry or starting a new venture may
involve some risk for an Xer, but so does staying
in a go-nowhere job. Work with them on their
future before you become their past.

With 12 years of public speaking experience, Scott Zimmer has
developed a uniquely personable style and uses insight, humor, and
data to foster an environment where every generation feels valued
and understood. As one of BridgeWorks' generational experts and
resident Gen Xer, his keynotes clearly illustrate the stress points
between these generations and provide clear solutions to help relieve
tension and encourage better understanding and collaboration across
generational divides.
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PostalPoints

RevieWebinar

AIM1SP

This program is a unique opportunity to
partner with the association and max-
imize your exposure to the marketing ser-
vice provider community. This program
will save you money while giving you a
host of avenues to reach your best cus-
tomers and improve your bottom line.

Members and loyal readers who receive Postal Points are invited to attend our
FREE Postal Points RevieWebinar. Registration will be taken on a first-come,
first-served basis. (Membership and subscription status will be verified before
registration is accepted.)

AccuZIP, Inc.
Adphos North America, Inc.
Bell and Howell

i . Issue # Postal Points Issue Date Webinar Date
Canon Solutions America 1817 December 8, 2014 December 15,2014
GMC Software 14-18 December 29, 2014 January 5, 2015
Hewlett Packard 1501 January 19, 2015 January 26, 2015

interlinkONE
Melissa Data
RR Donnelley Logistics
Satori Software
Virtual Systems
Western States Envelope Company

For information about becoming a Gold
Partner, contact AMSP at 800-333-6272.

’ DON'T GAMBLE WITH YOUR <
COMPANY'’S FUTURE!

Attend the 2015 Executive Leadership Summit
January 19-21, 2014 | The Wynn, Las Vegas

\@

NAPL

Conference Highlights:

22

NAPL proudly welcomes the companies
below as valued Partners. A Partnership
with NAPL is designed to help supplier
companies gain an increased presence
among our industry’s leading companies.
Our Partners have an active involvement
with NAPL membership and an ongoing
commitment to advancing the graphic
communications industry.

- 2% days of valuable educational sessions.

+ Presentations loaded with practical ideas.

+ Vendor Showcase with 20 exclusive leading exhibitors.

« Outstanding social events and networking opportunities.

To learn more about this new conference, visit ilink.me/ELS15

Conference Rates:
Basic Package: $950 | VIP Package: $1,150

Canon Members who register by 12/19/14 will receive the VIP package
KBA upgrade, at no additional charge!
Konica Minolta Visit ilink.me/ELSVIP to learn more.
manroland
Ricoh The Wynn Hotel:
Xerox Go to ilink.me/wynn to reserve

For information about becoming
a partner, contact NAPL at 800-642-6275.
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your room by Dec.19, 2014.




Forbes

5() INFLUENTIAL

CMOS ON SOCIAL MEDIA

VK S50 %

15 John Foley Grow Socially @johnfoleyjr

T N
I-. [ .

%HN FOLEY, JR.

FOR BEING HONORED WITH THE #15 RANKING ON THIS ESTEEMED LIST!

CONGRATULATE JOHN, CEO AND CMO OF

. . . INTERLINKONE AND GROW SOCIALLY, BY
MinterlinkONE % TWEETING HIM @JOHNFOLEYJR
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Against the Grain

SHOW MARKETERS HOW TO BENEFIT FROM THE

FUTURE OF PRINT

As the Marketing Director for a printing and
mailing association, it is vital that | incorporate
direct mail and print into my marketing cam-
paigns. | have been fortunate enough to have
access to the latest printing technology by at-
tending trade shows such as GRAPH EXPO. This
has given me the opportunity to see, touch, and
interact with the future of printing.

Unfortunately, | am in the marketing minority,
as there are a lot of marketers that don't attend
print trade shows that would allow them to
learn and experience the potential of this me-
dium first-hand. Therefore, I'd like to share my
thoughts on some of the future possibilities of
using print collateral and direct mail so that you
can share these ideas with your prospects and
customers to help them think creatively about
their future marketing campaigns.

Design Matters

You know the old saying, “Don't judge a book
by its cover,” and how whenever you are at the
bookstore you do the exact opposite. Well the
same is true of your print and mail pieces. While
we shouldn't judge them based on their ap-
pearance, it is instinctively what we do. My most
successful print and direct mail pieces have
been those that have little copy on the front
and are visually appealing. My goal is to create
something that can be hung on the wall, so
while it might not be applicable immediately, it
will remain in front of the recipient and serve as
a constant reminder.

Sensory Experience

Any time a marketer can create a piece that
adds an element that his or her customers and
prospects are not used to seeing—such as em-
bossing, foil stamping, laser die-cut, or special
coatings that add a touch of sparkle, shine, tex-

ture, or raised effect—the more likely they will
be to read and remember the piece.

Start by talking to your current
customers about creating
exciting new campaigns in 2015

by taking a new approach to
design and printing (be sure to
do this before they finalize their
budgets).
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It is amazing how machines, substrates, and
coatings from companies such as Scodix, MGl,
ACTEGA, and Sappi, can create an amazing 3-D
raised effect through the use of digital spot UV
coating. By touching the senses with textures
that stand out, marketers can leave a lasting
impression, delivering true message differentia-
tion for their clients and their products.

Create Excitement

This doesn't apply to all types of printing and
mailing; let's be honest, there isn't anything fun
or exciting about bills. So excluding bills, the
pieces that you create to promote your own
company and the advice you give to customers
about their projects should revolve around one
simple concept: “If you don't get excited about
the piece, how can you expect the receiver to
get excited?”

A good tip for creating excitement is to do the
unexpected. The campaign doesn't need to
revolve around the specific thing you are pro-
moting. For instance, for our energy program,
we've used images of sharks; for a mailing that
we did to in-plants, we used a “Get Out of Jail
Free Card” concept.

Next Steps

Armed with these marketing insights, if you are
looking to grow your business, start by talking to
your current customers about creating exciting
new campaigns in 2015 by taking a new ap-
proach to design and printing (be sure to do this
before they finalize their budgets).

You can either call and speak to clients one-on-
one or host an open house and invite current
customers and prospects in and show them
samples and discuss ideas. In regard to sam-
ples, | love the books | have from the vendors




mentioned above and I'm sure there are many
others provided by various suppliers. Looking
through one of these books with your custom-
ers—or showing them samples of projects you
have done using special effects or finishes—is
a great way to learn what your clients need and
see if they are interested in taking their market-
ing to the next level.

Remember, this is your chance to shine and
take on the role of subject matter expert and
show them the possibilities. If you cannot offer
these special effects, consider looking for a
partner who can provide a sensory experience
when it comes to printing. Establish how you
would work with them and get a basic idea of
pricing. (I promise you, clients or prospects who
are interested in sensory marketing will ask
about pricing.)

Lead by Example

| know you don't want to make printing a com-
modity, but the reality is marketers need to
know what their options are, so you might break
it down by saying, “You could send 10,000,
four-color postcards using a great design and
no special effect, for $XX, or you can do a tar-
geted campaign with 500 postcards using that
same great design, but enhancing it with spot

satin varnish, spot sandpaper UV coating, or
raised UV coating for the same amount.

Your job is to explain the pros and cons of each
approach and suggest when it is appropriate to
do the 10,000 vs. the 500.

Provide your clients and prospects with a tip
sheet as a takeaway from a client meeting or
open house and, if possible, incorporate some
of the special effects above to make it memora-
ble and illustrate how your company is leading
by example. Make sure your tip sheet includes
a strong call to action and your contact informa-
tion.

Continue the conversation: Share your
thoughts about your experiences with using
special effects in marketing on the

association's Connect Community at
ilink.me/community.

Samantha Lake is AMSP/NAPL/NAQP Director of Marketing. An
experienced marketing and communications expert, she holds a B.A.
Degree in Media and Public Communication and an M.A. Degree in
Professional Communication, both from Purdue University. Reach her
at (201) 523-6306 of slake@napl.org.
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accuzip

presart

THE design

REASONS TO

Maintain and improve customer relationships

’ Avoid date or delivery related disasters
Identify and resolve issues if mail is delayed

. Accurately calculate the ROl and effectiveness of your mail campaign

How many pieces got delivered vs. actual responses

CALL 800.233.0555 for details!

sales@accuzip.com \ WWw.accuzip.com orvisit: http://accuzip.com/accutrace/top10.htm

print A;,ME
A,
10 TRACK & REPORT YOUR MAIL

Provide your customer with information on all pieces mailed and accurate delivery reports

YOUR MAILING BUSINESS IS ONLY AS
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Qualified Business Reply

PLAN TO MINIMIZE SPREAD OF FLU AND LEGAL RISKS
IN THE WORKPLACE DURING FLU SEASON

Seasonal flu has received limited attention with
Ebola recently dominating the media coverage.
Each flu season, however, according to Flu.gov,
nearly 111 million workdays are lost due to the
flu. That equals approximately $7 billion per year
in sick days and lost productivity. According to
the Centers for Disease Control and Prevention
(CDC), the timing of flu season is unpredictable
and can vary from season to season. Flu activi-

ty usually peaks in the U.S. between December
and February. However, seasonal flu activity can
begin as early as October and continue to occur as
late as May.

The CDC recommends a yearly flu vaccine for
everyone six months of age or older by October.
Now is a good time for employers to review and
develop their policies and plans for minimizing
the spread of influenza in the workplace without
running afoul of a complex array of federal, state
and local laws. This article addresses many of
the recurring legal issues and questions that arise
during the flu season.

Paid and Unpaid Leave

“Presenteeism” (i.e., being at work when one
should be at home due to illness) is as much, if
not more, of a concern during flu season as ab-
senteeism. One sick employee at work can cause
other employees to become ill. Thus, employers
may find it useful to clarify policies that permit
employees to take paid or unpaid leave due to the
flu. Evaluating any attendance situation requires
an employer to determine which statutes and
employer policies apply.

In general, the Family and Medical Leave Act
provides covered employees up to 12 workweeks
of unpaid leave during any 12-month period if
the individual has a “serious health condition
that makes the employee unable to perform the
functions of the position of such employee.” In
some situations, influenza-like illnesses may
qualify as a “serious health condition” under the
FMLA, but the majority of flu-related absenc-

es will fall under state and local leave laws or
employers” absence policies. (For additional infor-
mation regarding the applicability of the FMLA for
influenza-like illnesses, please refer to the Department
of Labor’s Q& A concerning pandemic flu and the
FMLA at www.dol.gov.)
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In addition to the
FMLA and compara-
ble state laws, some
states and municipal-
ities require covered
employers to provide
paid sick leave to
employees.

o

Connecticut, for
example, enacted
paid leave law that
requires employ-

ers with at least 50
employees within the
state (excluding most
manufacturing es-
tablishments and the
nationally chartered
tax-exempt organiza-
tions described in the
law) to provide non-exempt “service workers”
with paid sick leave of up to 40 hours per calen-
dar year.

Other states are considering similar legislative
measures. New York City, Eugene, and Portland,
OR, San Francisco, Seattle, several municipalities
in New Jersey, and Washington, D.C. have enact-
ed some form of paid leave for eligible employ-
ees. California and the City of San Diego also
enacted paid sick leave laws this year; however,
given the date employees can first use accrued
paid sick leave under these laws, the flu season
likely will be finished.

Regardless of the law in your state, to minimize
lost productivity during flu season, employers
should consider implementing absence policies
that encourage sick employees to stay home,
including paid time off (PTO) for short-term
illnesses. Employers should make sure employ-
ees understand what human resources policies,
workplace and leave flexibilities, and pay and
benefits will be available to them. PTO and other
workplace policies should be consistently en-
forced for all employees.

Chris Antone is AMSP’s labor counsel.
Antone is the managing partner of

the Dallas office of Jackson Lewis LLP.
Celebrating 31 years with Jackson Lewis,
for the past four years Chris was named
one of the top 100 labor lawyers in the
country by the Labor Relations Institute.




AMSP/NAPL/
NAQP Chapters

GET INVOLVED
WITH YOUR LOCAL
CHAPTER TODAY!

Chapters provide educational and networking op-
portunities and are a great resource of information
that affects the industry and your business.

The regional chapters are governed by local
volunteers and function under the umbrella of the
national headquarters. They serve their specific
regions, each with its own opportunities and
challenges.

More information can be found online at
AMSP.org/chapters or call Leo Raymond
at (703) 836-9200, ext. 203.

Northwest Chapter
President: Cindy Gulling, Seattle Mailing Bureau

Pacific Chapter
President: Tom Duchene, TDMS

New England Chapter
President: Luis Sepulveda, UniversalWilde

Southwest Chapter
President: Stan Hastings, Commercial Mail Service

Chesapeake Chapter
President: Ken Gossett, AMI

Rocky Mountain Chapter
For more information, please contact
Leo Raymond, AMSP.

Ohio Valley Chapter
President: Tammy Caserta, Think Patented

Great Lakes Chapter
For more information, please contact
Leo Raymond, AMSP.

Southeast Chapter
President: Scott Coggin, dDirect

Philadelphia Chapter
For more information, please contact
Leo Raymond, AMSP.

Great Plains Chapter
Board Member: Craig Schiller, Action
Mailing Services

New York Chapter

President: Tim Kennon, McVicker & Higginbotham
For more information on meetings or member
information, contact Jim Prendergast at

(212) 217-6824.

INCREASE DELIVERABILITY & SAVE MONEY
Melissa Data’s popular Data Hygiene and Data Enhancement services, such
as automated 48-month NCOALink® processing, DSF2° processing, and sup-
pressions like deceased/inmate and the DMA’s Do-not-Mail list will help you
improve campaign deliverability and save money by qualifying mailings for
maximum postal discounts. Call 1-800-800-MAIL or visit
www.MelissaData.com/dataservices

RISING ENERGY COSTS DRAGGING DOWN YOUR PROFITS?

The AMSP/NAPL/NAQP member Energy Program will help you find the
best rates for your electricity and natural gas. It did for Kevin Dempsey of
Spring Quality Printing, Wilmington, DE: “Having NAPL do the research
and comparisons really saved me time and clarified the most suitable
options. They were able to save us over 25% on our energy costs.”
Learn more at http://ilink.me/NAPLenergy or call (201) 523-6314.

NEED HELP? CALL POSTAL 911... THE POSTAL HOTLINE
Speak with the postal professor, George Heinrich, for advice on

postal regulation, mail acceptance, or operational issues. This is an AMSP/

NAPL/NAQP membership benefit—the first 30 minutes are

complimentary. George can be reached at (303) 325-3048, 8 a.m.-6 p.m.
Mountain Time. Need help with a postal regulation? Remember the AMSP/
NAPL/NAQP Communities Open Forum or contact
Leo Raymond at (800) 333-6272, ext. 203.

WELCOME NEW
MEMBERS

1-2-3 Quick Print Center, Perth Amboy, NJ

All Because, LLC, dba The Printers,
Apopka, FL

Allegra Print & Imaging, Highland, Mi
DSJ Printing, Inc., Santa Monica, CA

] NewPage’

Printed on 70lb. Sterling
Litho Premium Text.
Manufactured in North America.

Erdie Industries, Inc., Lorain, OH

Gamse Lithographing Company, Inc.,
Baltimore, MD

Greko Printing & Imaging, Plymouth, Ml
JVJ Solutions, Woburn, MA

K & H Integrated Print Solutions,
Everett, WA

Lockheed Martin, Fort Worth, TX
Lubreco Printing LLC, Orange, CA

Maple Press, York, PA

Minuteman Press, Cincinnati, OH

NOCTI, Big Rapids, Ml

Original Copy & Print, Salt Lake City, UT
Phototype Engraving Co., Cincinnati, OH

THE FUTURE
IS IN YOUR

Press Tech Printing, Des Plaines, IL
Proforma, Cleveland, OH

R.C. Law & Co.,, Inc., dba Christian Printing
Service, Chino, CA

Western Graphics, Inc., Saint Paul, MN
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Owner/Operator

What does 2015 hold in store for the industry’s
small shop owner-operator? While much of

what’s ahead can't be known—the vagaries of the
economy, political and societal change, government
regulation, industry consolidation, competitive
pressures, labor availability—it is certain that small
business operators will be scrambling to maintain
their bottom lines, serve current clients, woo new
ones, stay up on technology, and juggle multiple
roles.

And then not just hope for the best, but work hard
to make it happen. The hands-on experience of the
entrepreneur quickly demonstrates what works
and what doesn’'t—and a personal commitment

to excellence drives him or her to leverage that
knowledge to achieve success.

After experiencing a significant revenue decline due
to a client loss in 2014, Custom XM in North Little
Rock, AR, is focused on increasing its sales growth
to replace those lost revenues. The addition of wide
format and aggressive marketing are helping make
good progress toward this goal.

Managing continual technological change will
continue to be a challenge in the industry, says
Custom XM President Paul Strack, “and 2015 will be
no different. We have to focus on continuing to find
ways to take advantage of the technology available
to us without continuing to chase technology.’

For Cahill Jones, President of 24-year-old BizPrint in
Boise, ID, the greatest challenge that lies ahead in
2015, as with so many other years, will be generating
sales.“We need to be better at targeting the type

of client that is a good fit and communicating our
benefits to them!”

Another ongoing owner-operator challenge,
notes Strack, will be to maintain a staff that is both
production-oriented and able to adapt to the
digital and technological trends in the industry.
“This challenge will also involve finding ways to
attract and engage a younger workforce that finds
our industry challenging, engaging, and full of
opportunities.”

Founded in 1966 by Strack’s parents, Ira and Mary
Lee Strack, Custom XM is a provider of innovative
marketing, print, and signage services for its business
clients. Offerings include a variety of digital print,
direct mail, variable-data and wide-format printing.
It has a staff of 10 and 2014 revenues of about $1.5
million.

Strack, NAQP’s Printer of the Year in 2013, says he
is not sure if his challenges are any different than
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those of other small
business owners.“We
are all continually
challenged by the
changes around us,
whether they are
financial, economic,
healthcare, or any
other numerous
factors that may be
out of our control”

Small business owners have to be flexible and yet
remain focused on taking care of their internal

and external customers, he adds.“l used to think
that technology and the related digital revolution
affected small printing firms only, but | continue to
believe that it has affected most all small businesses
to some degree’”

If there is one issue unique to printers, Strack says, “I
would guess it is the continued significant decline of
the number of our firms in operation. Whether it is
through consolidation or elimination, our numbers
are dwindling. We must continue to find ways to
make our operations not only profitable, but relevant
as well”

The industry, Strack believes, seems to have adapted
well to many of the challenges with new processes,
technologies, and new ideas over the years. And, he
adds, “I think its success will continue to be driven by
enterprising entrepreneurs and innovative leaders
more than just by a collective industry.”’

The small printing business owner, notes Jones, also
has the challenge of having to wear many hats. “We
have to be business manager, sales, sales manager,
IT, HR, etc"The company and its nine-person staff
notched $950,000 in sales last year, specializing in
short-run full color.

One of the best solutions, Jones believes, is to

be involved.“Being a member of a strong trade
organization like NAPL helps. Also, being part of a
performance group. Having others to share ideas,
learn from, and hold you accountable for what you
said you were going to do is valuable.” Indeed, says
Jones, NAPL is providing “opportunities for learning
with meetings. They have consultants to visit your
shop and make recommendations.”

More than ever, Jones believes, commercial printers
“must be in touch with our customers, finding out
what they need and then doing it. We can't look at
the technology, bring it on board, and then try and
sell it. That doesn’t work.”



The Nations Most Experienced Full Service Printing Industry Specialists
Providing Global Auctions - Liquidations - Appraisals-Mergers &
Acquisition Services For Printing Companies - Lenders - Oems

CORPORATE OVERVIEW 1947- 2014

Thomas Industries, one of the larger Industrial auction firms in North
America is the only auction firm in the country that maintains a full service
division exclusively dedicated to the Printing & Graphics Industry.
Thomas, through its exclusive partnership with Advanced Print
Technologies, and our joint venture with the N.A.P.L. (National Association
of Printing Lithographers), has evolved into the largest & most capable
full service print industry specialist in North America.

OVER 500 YEARS OF PRINT INDUSTRY SALES
& OWNERSHIP EXPERIENCE

Our personnel,individually are some of the most experienced in the
industry covering all phases of the printing environment, having worked
directly for almost all of the Original Equipment Manufacturers (Heidelberg,
Komori, Mitsubishi, Ryobi, etc.) in some instances regional and national
sales managers and have maintained those invaluable relationships.
We continue to work closely with OEMS assisting them with the resale
of their trade-ins. Conversely our personnel have had the experience of
owning and selling printing companies ranging from smaller print facilities
to mini-conglomerates with sales in excess of $100,000,000.

DOMESTIC PRESENCE - WORLDWIDE REACH

In 2012:2014 We Conducted Over 150 Auctions/Liquidations
Resulting In Sales To Buyers From 39 Us States - 48 Countries

Australia * Belgium ¢ Bolivia * Brazil  British Columbia * Canada ¢ Chile ¢
China ¢ Columbia » Denmark ¢ Dominican Republic * Dubai * Ecuador
* Egypt * England * Finland * France ¢ Germany ¢ Guatemala * Hong Kong
¢ India * Indonesia ¢ Israel * Italy ¢ Japan ¢ Korea ¢ Lebanon * Malaysia
* Mexico ¢ Netherlands ¢ Nigeria ¢ Peru « Philippines ¢ Portugal * Puerto Rico
*Rwandac S. Africa* S. Korea® Scotland ¢ Singapore » Sweden ¢ Switzerland
* Taiwan ¢ Turkey * UK ¢ United Arab Emirates * Uruguay ¢ Venezuela

APPROVED BANKRUPTCY CONSULTANTS

The level of recognition of our expertise in the industry is further
demonstrated as being the only auction company appointed by US
Bankruptcy Courts as printing industry consultants.

MERGERS AQUISITIONS

In 2012:2014 We Were Actively Engaged In
31 Mergers/Acquisitions Providing Equipment Valuations
Along With The Sale Of Equipment Deemed Surplus.

Where Is The Commercial Print Industry Headed
2015- 2020?

Sales in the $78 billion range, modest growth that historically will parallel
the US GDP. We do not see this slow growth of 2- 3% changing through
2020 during which time we will go through another recession. We have
astruggling vulnerable economy within which a commercial print industry
is undergoing its largest structural change compounded by a continuous
demand for lithography.

OUR BOTTOM LINE RECOMMENDATION TO
SURVIVE & GROW IN THE PRINTING -
PACKAGING - FULLFILLMENT - INDUSTRIES

Regardless of size and the many skill set improvements that can be
implemented; over 70% of the print service companies with less than
15 employees, hover around cash flow break even. The rapidly growing
survival-growth trend for these both these smaller companies and
companies with more than 15 employees is selling their book of business,
intangibles, merging or acquiring another company- postponement
typically results in closure or bankruptcy.

A UNIQUELY QUALIFIED STAFF TO HELP YOU MAKE THE RIGHT DECISIONS....

Auctions Appraisals Private Negotiations Mergers Acquisitions
Tom Gagliardi, Jr Tom Gagliardi, Ill Fred Goldwyn Tony Andrade
Tom DeCosmo Fred Moss Frank Fruciano Kevin Tierney
John Standish George Baird lke Covin Tom Leonard

THOMAS INDUSTRIES, ING

203-458-0709 * GAVELE@THOMASAUCTION.COM * WWW.THOMASAUCTION.COM* (Member Of NAPL)




a d p h O — Benefits of adphosNIR’ Technology

Increase your inkjet production speeds and throughput
Inkjet on a greater variety of substrates

Reduce your energy costs

“Our Adphos dryer enables
BlueGrass Mailing to say ‘YES’
to more jobs!”

“With our adphosNIR®dryer, we
were able to run one job at 4x
the speed compared to that of
our old dryer”

“‘We would like to convert every
one of our (existing) inkjet lines
to use Adphos dryers.”

Bill Nichols
VP of Marketing
BlueGrass Mailing O

Scan to hear why Bill chose Adphos.

For more information
262.790.9100
info@adphosna.com
or visit us at

www.adphosna.com

 f|8lin|




