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PICA asked Andy Paparozzi, Chief Economist for SGIA, to 
give us his thoughts on the outlook for 2019. Here’s what he 
has to say about the coming year:

Expect 2019 to look a lot like 2018 for the commercial printing 
industry. Growth will continue – SGIA expects total industry 
sales (all sources) to increase 1.5% - 2.5% this year, to $87.0 
billion, after growing roughly 1.7% last year. And so will the 
intense pressure on margins created, as in 2018, by tight paper 
markets, tight labor markets, excess capacity, and rising tariffs.

At the company level, expectations vary dramatically. For example, the top fifth of the 
nearly 250-member SGIA Commercial Printing Panel expect their sales to increase an 
average of 14.5% this year while the bottom fifth expect declines averaging 4.5%. And 
when asked where they see growth potential, some said “there is none” or “I’m not sure.” 
But others listed more than 20 products and services, headed by direct mail (51.3%), 
signs, wraps, and banners (38.5%), and packaging (35.9%) on the product side and 
fulfillment (43.6%), mailing (41.0%) and design/creative (38.5%) on the services side.
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Paparozzi Predicts Continued Industry Growth
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Andy Paparozzi

Product/Service Percent Citing

Direct Mail 51.3%

Fulfillment 43.6%

Mailing 41.0%

Signs, Wraps, Banners 38.5%

Art/Design/Creative 38.5%

Packaging 35.9%

Web Storefronts/Web-to-Print 33.3%

Display Advertising/POP 30.8%

Customized Marketing Programs and Services 30.8%

Promotion 25.6%

Plenty of Opportunity
Top 10 responses when SGIA Commercial Printing Panel members were asked the 
following: Which products and services, whether you currently offer them or not,  
do you believe have the most growth potential over the next two years?
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Chairman’s Letter What Will YOU Do Differently in 2019?

As I write this brief article closing out my review of what 2018 delivered to me and my company, 
I am reminded that life flies by at an enormous pace.  Seems the older we get, the faster time goes.  

Starting a new year is like starting a new football season (college or NFL – I happen to be a junkie 
of both). Practice for the upcoming season births eternal optimism on everyone’s part that “THIS 
will be OUR Year!”  To a large degree, the start of a new business year delivers the same optimism.  

I am reminded of that as I look back at what occurred and didn’t occur this past year. I am 
reminded by the old adage that if you are hoping for improved results, then obviously you can’t do 
the same thing over again and expect a different outcome!

So, to that point, I ask:  What do you plan to do differently in 2019 to make sure that this year is 
better than last? 

Here are a few suggestions I read on LinkedIn in a recent article by John Rampton:
• Embrace change
• Remove temptations
• Have a daily plan
• Plan for the challenges and obstacles
• Don’t expect immediate results

Obviously, a lot could be said about each of the points above, but I will leave you to your  
own interpretation.  Once again, if you are not embracing the value of your PICA membership, 
that is one change you need to make!  It’s hard enough nowadays to make things work, and we  
all can use every advantage available to us.  So, once 
again, I encourage you. Take a look at what’s going on  
in your association.  Make it work for you!  

Here’s wishing you and your team a very 
Happy and Prosperous New Year! Walter Payne

PICA Chairman
ImageMark
Walter.payne@imagemarkonline.com
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Paparozzi Defines Growth-Sustaining Practices (Continued from Page 1)       
Why the radically different outlooks? To find out, we 
asked the bullish why they are bullish. We learned 
that it isn’t anything they expect from a market or the 
industry at large. Rather, it’s confidence that there is 
opportunity in commercial printing and that their 
team can identify and capture the opportunity. Put 
another way, it’s not about growing with the market; 
it never is in a low-barrier-to-entry industry such as 
commercial printing. It’s about practices that create 
and sustain growth. Among them:

• Minimize friction. We hear it all the time: Clients 
want faster turns on shorter, more targeted runs. 
But they also want a broader range of services. So it’s 
more than getting faster on a vanilla job. It’s quickly 
pulling together services from database management 
to advanced creative and finishing – the “wow” 
factor clients also want – to customized marketing 
programs. All those moving parts create friction. 
Minimize friction through capital investment 
that speeds up, automates, and smooths workflow 
and by regularly evaluating major processes 
companywide, streamlining what adds value and 
eliminating what doesn’t. And never assume you  
are productive enough.

• Cultivate critical skills. Technology that boosts 
productivity and market reach is necessary for 
sustained success in commercial printing but not 
sufficient. Winning also requires advanced leadership 
and management skills and employees at all levels 
who think about how to further boost efficiency 
and client value. How do you make it happen in an 
industry where an old-economy image has created 
structural labor shortages? Use resources created by 
the Print and Graphics Scholarship Foundation, 
www.pgsf.org, to show young talent there isn’t 
anything old economy about our industry. Become 
an employer of choice by drawing on resources 
such as 5 Tactics to Become an Employer of Choice 
by Christina Merhar, and The Eight Values Of 
An Employer Of Choice by Dr. Tim Baker. And 
maximize employee engagement: 5 Powerful Steps 
To Improve Employee Engagement by Brent Gleeson, 
and Coach to Your Team’s Strengths to Improve 
Employee Engagement by Mark Tarallo, will help.

• Build sticky relationships with clients. Sticky 
relationships make it painful for clients to leave by 
delivering value they can’t readily get elsewhere. It 

keeps them in and the competition out. (Think of 
sticky relationships as barriers to entry you create.) 
For guidance, see Creating Competitive Advantage 
by Jaynie Smith, Why Satisfied Customers Defect by 
Thomas O. Jones and W. Earl Sasser Jr., and Outside 
In, The Power of Putting Customers at the Center of 
Your Business, by  Harley Manning and Kerry Bodine.

• Follow the golden rule of diversification. There’s a 
big difference between diversifying and diversifying 
profitably. Before jumping into that hot new service, 
answer these questions:
• How important is the service to our clients 

and prospects? Is it a must-have or nice but not 
essential? Can we prove it is a must-have?

• What’s really necessary to offer the service profitably?
• How will we market, sell, and price the service?
• Do we have the personnel to offer it profitably? If 

not, where do we get them?
• Do we try it on our own? Or do we partner with 

an expert until we get to critical mass and high 
enough on the learning curve?

 The payoff will be reduced risk of missing an 
opportunity or of chasing something that, given our 
resources, capabilities, and goals, will never be one.

• Ask the right questions. Legendary business 
consultant and educator Dr. Peter Drucker said, 
“In business, one does not begin with answers. 
One begins by asking ‘What are our questions?’” 
Regularly ask: What are we doing better today than 
we were six months ago? And what will we be doing 
better in six months than we are today? After all, in 
the increasingly competitive, complex commercial 
printing industry, you are now either getting better 
or falling behind. There is no longer a third option.

A member of the SGIA Commercial Printing Panel 
sums it up best: “Even though we are growing, we 
are not the least bit comfortable. The amount of 
change and challenges we see in front of us are quite 
daunting.” The practices above can help make the 
change and challenges an opportunity rather than a 
threat. Find time for them in 2019 – and beyond. 

Andrew D. Paparozzi is Chief Economist,  
SGIA, www.sgia.org. Follow him on Twitter  
at Andy@ADPaparozzi84. For more on the  
outlook for commercial printing, see the SGIA 
Critical Trends Report: Commercial Printing. 



335 Leading Corporations Remove Misleading ‘Go Green’ Claims
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At the annual meeting of Two Sides’ Country Managers in London on November 5, 2018, representatives from 
Australia, Europe, New Zealand, North America, South America and South Africa determined to continue e�orts to stop 
organizations from making misleading, anti-print and paper claims in their customer communications.

Since its inception, Two Sides’ anti-greenwash campaign has investigated 921 organizations worldwide. Of these, over 
two-thirds were found to be using unsubstantiated claims regarding paper’s impact on the environment, usually in breach 
of local advertising regulations. After being challenged by Two Sides, a total of 335 organizations have now removed or 
changed their messaging.

In a joint statement, Two Sides’ Country Managers stated, “We are thrilled to be able to report the latest global anti-
greenwash results. �e Anti-Greenwash campaign is such an important initiative because without Two Sides’ intervention 
there would be no other body holding these organizations to account. But despite the success of the campaign, as well 
as clear rules on unsubstantiated environmental claims, greenwash tactics are still commonplace. Every day, new claims 
are brought to the attention of Two Sides, from some of the world’s largest companies telling tens of millions of their 
customers that paper is bad for the environment.”

Common consumer misconceptions about print and paper are being reinforced by service providers as they increasingly 
encourage their customers to switch to electronic bills, statements and correspondence. �e incentive to switch is often 
based on unfounded environmental claims such as ‘Go Green – Go Paperless’ and ‘Choose e-billing and help save a tree.’

Not only are these claims misleading, but the drive to digital is not without environmental impacts and also not welcomed 
by many consumers.

In a survey commissioned by Two Sides, over 10,000 consumers around the globe were asked about their 
preferences for print. Key �ndings include:
• 89% believe they have the right to choose how they receive communications (printed or electronically) from �nancial 

organizations and service providers
• 77% believe they should not be charged more for choosing a paper bill or statement
• 73% keep hard copies of important documents �led at home, as they believe this is the safest and most secure way of 

storing information
• 69% agree going ‘paperless’ is not really ‘paperless’ because they regularly have to print out documents at home
• 62% agree incentives to switch to digital because it is ‘better for the environment’ are actually because the sender wants 

to save money

Two Sides’ Country Managers remark, “Two Sides, of course, recognizes the bene�ts of digital communication in today’s 
ever-online world, but we must not force change as a blanket policy on all consumers, particularly under the guise of 
misleading and unsubstantiated environmental claims.  Two Sides asks all services providers to take a fair and honest 
approach to their communications and ensure that consumers remain free to choose paper, without charge or di�culty.”

If you see instances of Greenwash messages, please send the details to greenwash@twosides.info.

�is article is a reprint of a Two Sides press release. For more information about Two Sides, please visit  
www.twosidesna.org. Two Sides is a not-for-pro�t, global initiative promoting the unique sustainable and  
attractive attributes of print, paper and paper packaging. Two Sides’ members span the entire print, paper  
and packaging value chain including: forestry, pulp, paper, packaging, inks and chemicals, �nishing, publishing, 
printing, envelopes and postal operators. Membership in Two Sides demonstrates your organization’s commitment  
to the environment and continuing desire to improve practices.



Get to Know PICA Platinum Sponsor PRISCO
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We asked Jason Hentges, Prisco’s Director of Marketing, 
to take a few minutes out of his busy holiday season to �ll 
us in on what makes this PICA Platinum Sponsor such a 
great partner for our Members.

Who is Prisco as an organization?
With more than a century of experience in pressroom chemistry, Prisco is a worldwide supplier of total pressroom 
solutions. We are an international company with headquarters and research labs located in the United States. Our 
sta� of over 350 personnel provides alcohol-free fountain solutions along with high-technology adhesives and 
premium grade coatings to the graphics arts industry. �e additional o�ering of sophisticated water management 
systems, along with other pressroom supplies, has positioned Prisco as an innovative front-runner in the printing, 
packaging, �exographic, and digital marketplaces.

What sets Prisco apart from other companies who o�er a similar service?  
Our globally located manufacturing operations employ numerous quality assurance measures. Prisco maintains 
high-level relationships with press manufacturers and takes part in industry testing programs to validate product 
suitability for individual press use.

How important is sustainability to your company?
One of our core values at Prisco is the protection of the environment. �rough our development of alcohol-
eliminating fountain solutions, specialty products, and low-VOC blanket and roller washes, we have established 
a new standard of environmental safety while subsequently enhancing printing quality and pro�tability. Prisco 
is committed to helping reduce the carbon footprint of the printing industry and minimizing the impact on our 
precious natural resources.

How can PICA members bene�t from partnering with Prisco?
Prisco’s total support for our clients and distributors is inherent in every aspect of our business. With the help 
of industry-trained sales reps and technicians, our customers look to Prisco’s expertise to get their pressrooms 
running e�ciently. Unmatched service and cutting-edge innovations are integral parts of Prisco’s commitment to 
our clients and the basis for our mutual success.

How is Prisco responding to the recent market changes?
With the move towards digital technologies in printing, PriscoDigital was formed and is now a national 
channel partner for HP Scitex, HP Latex, Esko, Scodix, Highcon, and RICOH. We are the leading provider of 
commercial and industrial printing technologies for the commercial printing market.  PriscoDigital focuses on 
the sales and �nance of a digital enterprise, including digital production printers, large-format industrial printers, 
and �nishing solutions. Our unique o�ering includes additional services in G7 calibration, color management, 
applications and software training, elite wide-format sales training and consumables.

Jason Hentges currently serves as the Director of Marketing for Prisco. He started working in the 
graphic arts at the age of 19 and has since gained a wealth of knowledge during his 30 years in the 
industry. �e experience he has acquired as a press operator, foreman, and technical �eld rep gives 
him tremendous insight into the needs of printers. His goal is to use his expertise to help customers 
achieve the highest level of success through their alliance with Prisco.



Revolution Labels and Wellford Academy Work 

“Often the students must work collaboratively 
to develop solutions. �is particular challenge is 
individual, but they are required to share their plan 
with other students and give and get feedback to make 
improvements,” Carson said.

“Most students enjoy expressing their creativity 
through drawings, so this challenge is quite intrinsically 
motivating and engaging for the majority of students. 
�e challenge is to get them to think outside the box 
and encourage them to deliver a visual message that is 
unexpected but still clear and clever.” 

Mike Spillers is the owner of Revolution Labels in 
Spartanburg, SC, and a PICA Foundation Trustee. He 

knew some of the sta� at Wellford Academy, and had 
participated in fundraisers for the school.

“One day while at the school, I saw the results of an art 
contest. �e idea immediately popped into my head to 
take the winning pieces and commit them to print and 
provide some sort of ‘real world’ appreciation for the 
talent and creativity involved,” Spillers said.

Carson had a similar idea to bring her students’ 
creations to life, and when she and Spillers connected 
through a colleague, the Earth Day competition took 
on a life of its own.
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Engaging the next generation of printers and graphic 
artists presents a unique challenge. How do printers 
help today’s students, who are accustomed to the 
instant grati�cation of Google and social media, 
get interested in an industry where craftsmanship is 
critical, and is usually completed behind the scenes? 
�e answer might be found in a Spartanburg County, 
SC partnership that is instilling a love of graphic design 
and print processes in grade schoolers.

Becky Carson is the S.T.E.A.M. 
and Gifted & Talented Facilitator at 
Wellford Academy of Science and 
Technology in Wellford, SC.

“�at sounds super fancy,” Carson said, “but it 
simply means that I get to work with a class all day, 
providing them the opportunity to use 21st Century 
Skills to solve challenges.”

One of the challenges Carson gives her students is to design an Earth Day/Responsible Stewardship campaign, 
and winning this annual competition has turned into a pretty big deal for Wellford Academy’s fourth graders.
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Together to Engage the Next Generation 

“�e school was all in from the start, and it was a big 
hit with the kids and their families from the outset,” 
Spillers said. “Even so, the desire to participate and win 
has grown with each passing year. What is amazing to 
me is to see how the quality of the entries has improved 
over time. It is a naturally occurring continuous 
improvement project!”

Carson said that students usually research, design, 
create, and submit their art for consideration in 
February. Between then and Earth Day in April, she 
happily �elds excited inquiries and statements like, 
Have the winners been decided? Am I a winner? I can’t 
wait to see if I’m one of the winners!

�e students’ entries are judged by the Wellford 
Academy LEAP Committee (Leaders of 
Environmental Awareness and Protection), which is 
made up of several faculty and sta� members. Twelve 
winners are chosen, based on creativity and how well 
their message translates.

Revolution Labels then turns the winners’ artwork into 
a tangible product that comes complete with bragging 
rights, a coveted display spot in the school lobby until 
the next year’s winners are announced, and 100 stickers 
to share the message and pass out to family and friends.

“�e students certainly do look forward to the design 
challenge each year,” Carson said. “�ey all hope 
beyond hope that their art will have that irresistible 
magical element the judges �nd most compelling.”

Carson said one of her favorite parts of the  
competition is the pride and delight she sees on the 
winners’ faces when they receive their stickers from 
Revolution Labels.

Spillers is quick to downplay the importance of  
his involvement, and Carson is just as quick to  
praise his generosity.

“A colleague of mine knew about Revolution Labels 
and thought Mike Spillers had the heart, willingness, 
and interest to partner with us for the completion of 
our project,” she said. “Mike and I have collaborated 
on this project for several years now! I recall that he 
even worked with us twice one year. Despite business 
deadlines and the stresses of operating a printing 
business, Mike has always graciously given of his time 
and resources to our cause – free of charge! His gift  
has enabled many students throughout the years to feel 
the pride and accomplishment that comes along with 
the honor.”
 
Carson and Spillers agree that this initiative should be 
fairly easy for other printers and educators to replicate.

“�is project only costs about a thousand dollars 
annually,” Spillers said. “Pick a local school where 
your kids go, or �nd out where your employees’ kids 
go. Talk to the principal and then hang on! �ey will 
embrace the idea and run with it.”

Carson suggests that educators contact local printing 
companies to see who would like to partner with 
the school and what they’re willing to do. For 
example, Spillers talks with students on career days 
and occasionally gives plant tours in addition to the 
printing he donates.

“�is initiative allows me to see that we have a lot to 
o�er the general population in terms of employment 
opportunities,” Spillers said. “In turn, they have a lot to 
o�er us in terms of team member replenishment.”



Consumers Love Packaging More Than Ever
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As if you needed one more reason to add packaging 
to your product mix! A new study from WestRock, a 
leading provider of di�erentiated paper and packaging 
solutions, shows that consumers are loving their product 
packaging more than ever. �e study, 2018 Packaging 
Matters, �nds that consumer satisfaction with their 
product packaging increased by 46% over six years, 
largely the result of brands responding to consumer 
preferences. In other words, know your customers,  
sell more stu�.

So what are consumers looking for? �e study identi�es 
three key components of packaging that matter 
most to buyers and impact their shopping decisions: 
functionality, trust, and aesthetics.

1. Functionality 
�e study �nds that there are multiple aspects of 
functionality that matter most to consumers: ensuring 
the integrity of the product (84% giving this answer), 
making it easy to empty the package contents (77%), 
preventing the product from leaking or breaking 
(75%), and secure delivery features (such as those 
that keep the product securely closed) at 75%. Safety 
is particularly important to women (74% giving this 
answer compared to 68% for men). 
 
Other factors relating to functionality? Convenience. 
• Ease of opening the package (76% giving this 
answer, rising among women). 
• Resealability (76%). 
• Easy identi�cation and storage. Millennials, in 
particular, want packaging that is easy to �nd on  
the shelf (20% higher than consumers overall) and 
easy to store at home (80% compared to 69% for 
other generations). 
 

2. Trust 
How a package is designed can also create trust, and 
trust leads to higher sales. According to Packaging 
Matters, factors that increase trust include features 
that protect the package against tampering or 
contamination (79%), packaging that uses safe 
materials in manufacturing (71%), and the marketer’s 
willingness to be clear and honest about the 
ingredients and any potential dangers of the contents. 

3. Purchasing Behavior 
But ultimately, it’s how the package looks that is the 
most in�uential in purchase behavior. Packaging 
satisfaction is most closely tied to a packaging’s 
appearance. “Since the �rst Packaging Matters study, 
the percentage of consumers who purchased a product 
because of the innovative nature of the packaging 
increased by 45%,” notes the report. “Consumers who 
compared di�erent products’ packaging to make a 
purchase decision increased by 43%.” 
 
Aesthetics are the most in�uential under three 
conditions: when a consumer is deciding to try 
something new, buying something again, or  
switching brands. 
• 81% of consumers said they have tried something 
new because of the packaging. 
• 63% of consumers decided to purchase a product 
again based on the aesthetics of the package. 
• 52% have changed brands from a product they have 
purchased in the past because of new packaging.

Studies like this are important because the more your clients 
understand what motivates today’s shopper to buy, the 
more you can help them craft packaging that, well, matters. 
Check out the study and share it with your clients.

�is article was written by Heidi Tolliver-Walker and originally appeared on What�ey�ink.com. 
What�ey�ink is the global printing industry’s leading source for unbiased market intelligence.  

 
Copyright © 2018 What�ey�ink. All rights reserved. Reprinted with permission. Stay on top of emerging 

trends with the printing industry’s premier daily newsletter. Subscribe at www.whattheythink.com/join/.

As if you needed one more reason to add packaging to your product mix! A new  
study from WestRock, a leading provider of di�erentiated paper and packaging  
solutions, shows that consumers are loving packaging more than ever. �e study,  

“2018 Packaging Matters,” outlines the key factors that in�uence consumer decisions.

Be a marketing hero this week.
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Wikoff Color Presents Wikoff Digital Division   
Wikoff Color Corporation is pleased to present Wikoff 
Digital, a division of the company dedicated to meeting the 
ink and coating needs of the digital printing industry. Wikoff 
Color has offered digital inkjet products since before 2000, 
however, the company recognized the need for a team of 
experts who specialize in digital technologies. Wikoff was 
founded on the idea of bringing customized solutions to 
customers and this new division allows the Wikoff Digital 
team to do just that. Whether you are an OEM printer 
manufacturer, a hardware integrator or an end-user looking 
to add digital printing to your capabilities, Wikoff Digital has 
the expertise to meet your needs with unmatched levels of 
service and support.

Rather than offering a select set of one-size fi ts all products, 
Wikoff Digital partners with equipment manufacturers, 
industrial integrators, printers and consumer brands 
to develop a tailor-made suite of solutions. OEM’s can 
expect to work with a responsive team of highly-trained 
technical professionals committed to formulating inks 
and coatings designed for specifi c equipment needs. 
Hardware integrators can trust Wikoff Digital to customize 
products that will meet precise application and substrate 
requirements. End-users will gain a true partner in the 
Wikoff Digital team throughout the entire digital printing 
implementation process. Whatever your needs, Wikoff 
Digital is ready with your solution.

X-Rite Pantone Donations Support 
Clemson’s Sonoco Institute and 
Graphic Communications Department
X-Rite Pantone recently donated a large collection of in 
kind gifts totaling nearly $500,000 to Clemson University’s 
graphic communications department and the Sonoco 
Institute of Packaging Design and Graphics. The donation 
includes the latest versions of X-Rite hardware and software, 
with installation and training built into the agreement, which 
spans a minimum of three years. X-Rite has played an 
important role in educating Clemson students over the years, 
providing resources that support talent development.

As a result of this gift, Clemson University now has the 
latest eXact and i1 spectrophotometers, iO scanning 
tables and Judge light booths, as well as software 
such as InkFormulation, ColorCert and NetProfi ler. This 
technology will allow students to access sophisticated 
color measurement, ink formulation and print quality 
hardware and software.

“We are very grateful to X-Rite for working with us to provide 
students with the latest capabilities in color management 
and color measurement solutions,” said Bobby Congdon, 
assistant director of the Sonoco Institute. “These gifts will 
enable us to enhance our ink lab capabilities to become a 
fully functional, professional ink lab.”

After 35 years, David Pitts retired 
on December 28, 2018.  
 
David Pitts and Bill Gardner founded Classic 
Graphics in 1983. Under their leadership the 
company grew, prospered and celebrated its 35th 
year on April 15, 2018. In 2013 Classic was acquired 
by Imagine Print Solutions, and Gardner retired in 
2014. In 2016 Imagine was acquired by Oak Hill 
Capital Partners. Pitts steered the company through 
both transitions and through its recent expansion. 
 
“35 years of fun, but you gotta go sometime,” 
said Pitts. “It’s been a privilege to work with the 
people of Classic. We’ve built an amazing culture 
of success, and that culture will continue to thrive 
long after my retirement.” 
  
Today Classic is an award-winning, full service 
visual communications company, with almost 
400,000 square feet of manufacturing and fulfi llment space in NC. The company is known for its commitment to the 
client perspective, advanced technological capabilities and cutting-edge graphics expertise. Classic, a member of 
the Imagine Group of Companies, serves top national and international brands.
 
Bill Kwiatkowski, Vice President of Operations and 25-year veteran of Classic, will assume the role of President. 
David Pitts will remain in an advisory role during 2019.

Classic’s David Pitts Announces Year-End Retirement 
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BCE Announces Amiga36 
Finishing and Foil Capabilities 
BCE South has an Amiga36 onsite and is now offering 
Soft-Touch Finishing and Digital Foil/Sleeking to their 
printed products. These exciting new fi nishes are now 
being offered to the trade by BCE South and are currently 
available on business cards, postcards, greeting cards, rack 
cards and more! Digital Foil brings full-color printing and foil 
together into one product, which allows our printing trade 
customers the opportunity to offer their customers so many 
more solutions! Contact BCE South today by emailing your 
questions, comments, and interests to bce@bcesouth.com.

Heidelberg North America Hosts 
“Everything is Connected” Series    
More than 200 customers from the United States, 
Canada, and Mexico visited Heidelberg’s North American 
headquarters in Kennesaw, Georgia for the recently 
completed event series, “Everything is Connected.” The 
day-long event focused on the digital transformation of 
the industry and its impact on printers’ Overall Equipment 
Effectiveness. The event kicked off with an insightful 
presentation on the impact digitalization has on print 
shops, with an overview of Heidelberg’s offerings including 
“Push to Stop” technology, Lifecycle Solutions powered by 
Heidelberg Assistant, Heidelberg Subscription, and Prinect 
Production Manager.

Felix Mueller, President of Heidelberg Americas, said, “Our 
digital solutions give our customers the ability to control 
and optimize themselves intelligently and autonomously – 
allowing them time to run their business instead of getting 
bogged down with the day-to-day issues.”

Customers participated in a complete “Push to Stop” 
demonstration, listened to presentations on Heidelberg’s 
newest digital technologies and business models, and 
had the opportunity to demo all equipment at Print Media 
Center Atlanta.

One of the highlights of the event was a walk-through of 
the entire commercial production fl ow, starting with the 
Prinect workfl ow, followed by the Speedmaster XL 106-6+L 
with UV, LE UV, and LED and the Stahlfolder TH 82-P, all 
driven by “Push to Stop” technology. With “Push to Stop” 
technology, jobs are autonomously changed over without 
operator intervention and will continue to print or fold until 
the operator interrupts it on their Speedmaster or Stahlfolder. 
To conclude the demonstration, customers received a full 
production data report from Prinect Analyze Point.

“The Prinect Analyze Point uses data that is automatically 
generated from the set-up of jobs from Prinect to the 
completion of production on our Heidelberg equipment. 
Production Managers and Owners are both able to use 
this data to evaluate their productivity to ensure that their 
business is optimized to help maximize their effi ciency and 
output,” said Errol Moebius, Director of Print Media Center 
Atlanta at Heidelberg.

New Members
Lexington 2 Innovation Center • Karen Scurry
kscurry@lex2.org • (803) 936-5550 • Cayce, SC
The Lexington 2 Innovation Center is a 110,000 square foot 
facility that offers college and career readiness classes for 
high schoolers, including a Digital Art & Design program.

January/February 2019
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March

30: PICA Awards Banquet 
 Renaissance Hotel

 Charlotte, NC 

April
14-17: Continuous Improvement  
 Conference

 Dallas, TX

October
16: PICA Foundation Golf  
 Tournament Olde Sycamore  
 Golf Plantation

February
6: Webinar: HR Update

March
3-5: President’s Conference
 Phoenix, AZ

The Printing Industry of the Carolinas, Inc. (PICA)
PO Box 19488 • Charlotte, NC 28219

2018-19 Platinum Sponsors:

January
11:   PICA Awards Entry Deadline

12-15: Color Conference 
    San Diego, CA 

19-21: PICA Awards Judging




