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For decades, Printing Industries
of America’s Ratios program has
been a staple of the industry. With
data from hundreds of printing
and related graphic arts firms, the
program has always proven to be
a trustworthy asset to firms across
the country as they attempt to raise their bottom line and find inefficiencies in
their operations. As the industry continues to evolve, so must the Ratios. PIA,
in partnership with Profectus, Inc., has recently launched the ratios studies as
a new fully redesigned online tool called the Performance Ratios, which can be
accessed by visiting www.PerformanceRatios.com.
What’s Different About the New Performance Ratios?
The whole structure of the program has been overhauled in order to provide a
truly dynamic experience. PerformanceRatios.com guides the user through the
process of entering their financial and other information with interactive,
intuitive forms.
Once the data is entered, the system instantaneously generates a detailed
individual company Performance Analysis Report (PAR), which benchmarks the
company’s data against hundreds of other companies and industry profit leaders
using crucial performance metrics.
The PAR report provides a score and bar chart for each metric indicating how
well the firm is doing compared to their peers and profit leaders, a description
of what the metric means to their business, and how they can improve metrics
that may be substandard. The reports and graphs are formatted to be viewed on
screen or printed and get updated dynamically as new data becomes available.
Three Different Options
The Performance Ratios has three different levels, so customers have the
flexibility to choose the option that best fits their needs and budget. PIA
members can sign up for the basic edition free of charge for one year, which
includes 48 key financial performance ratios.
Continued on Page 3

OurPurpose OurVision OurMission
Promoting the
Industry – Focused
on Member Success!

Advocate • Educate
Inform • Lead

To promote the common interest of the printing industry; and
to help our members prosper, both individually and collectively,
through fellowship, education and cooperative action.

Chairman’s Letter

WHEN YOU’RE FINISHED CHANGING, YOU’RE FINISHED.
One of printing’s founding fathers, Ben Franklin, famously said, “When you’re finished changing, you’re
finished.” The same words are as true today as they were when Franklin printed The New-England Courant, the
first independent newspaper in the colonies.
Print communication has changed dramatically throughout its long history. The earliest known form of
printing on paper was woodblock printing in China before 220 AD. Other printing milestones came in the
15th century when Johannes Gutenberg invented metal movable type and again in 1875 when offset printing
made its debut. Since then, our industry has evolved tremendously and continues to change to include not
just ink on paper, but 3D printing, printing on textiles, electronics, and a host of other substrates too lengthy
to list.
It’s hard to believe, but twenty-five years ago, you probably didn’t have an email address, and now it’s hard to
imagine life (or business) without email. Fifteen years ago, Facebook didn’t exist, and now 2.3 billion people
and millions of businesses use it to communicate. With all the changes both in our industry and in the way
people communicate, it’s important that our association continue to evolve to best serve the needs of our
members.
For over two years, PIA has been in merger negotiations with the Specialty Graphic Imaging Association
(SGIA) to establish a new entity to better encompass the broader and more diverse face of the graphic
communications industry and its many facets. On November 17th, the Board of Directors of PIA voted
unanimously to support a merger with SGIA. While the merger won’t be official until May of 2020, many are
asking what this means for PICA and its members. Here are a few of the highlights:
• We will have a newly combined industry-wide entity that will better represent the breadth of today’s graphic
communications industry including commercial printing, industrial printing, graphics, garment, textile,
electronics and packaging.
• We will have leveraged resources to better invest in the future of
the industry.
• We will expand our ability to provide members with the most
relevant information and tools to help their businesses succeed.
I don’t know about you, but I’m excited about the possibilities
of appealing to a new, larger base of members and expanding our
network of peers from which we can all learn and grow. I think
Ben Franklin would be proud of how far we’ve come, how far we’ll
go, and the fact that we’re continuing to change for the better.
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Craig Ragsdale
PICA Chairman
Martin Printing
craig@martinprinting.com
(864) 859-4032, x-126

New Performance Ratios Online

(Continued from Page 1)

The premium edition includes a more detailed
PAR that uses over 150 ratios including sales,
value-added, profitability, cash flow, assets,
liquidity, activities, payroll, employee profiles,
inventory, and many more key metrics.
The professional edition also includes over 150
performance ratios. It gives users the capability
to view reports that are more specific to their
operations based on geographic location, sales
volume, printing processes (digital, sheetfed, web
offset, etc.), product specialty, and other criteria.
Professional edition customers will be able to
compare their prior yearly ratios and create trends
as they accumulate more years of financial and
operational data.
Industry Game Changer
The Performance Ratios is an invaluable tool that
will help companies understand if they are on the
right track for success and where to focus attention
so that they can be more efficient, productive, cost
effective, and profitable.
About the Author
Craig L. Press is the President
of Profectus Inc., a consultancy
that helps printing and packaging
organizations reduce costs
and improve profitability by
implementing industry best practices
and leveraging technology. He has over 40 years
of experience in estimating, customer service,
operations, production , costing, inventory,
IT, and accounting. Craig is also the creator of
CostRatesAdvisor.com, the industry’s foremost
software for calculating budgeted hourly cost rates.
This article was reprinted from
the December 2019 issue of PIA’s
The Magazine with the permission of
David Wilaj, Economist, Printing
Industries of America. If you have
questions for David, he can be contacted at
(412) 259-1756, or dwilaj@printing.org.
January/February 2020
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College Internships Provide Critical Learning and
The Carolina printing community works together
to create continuity in our skilled workforce through
a three-pronged effort. PICA helps provide student
education through scholarships funded by the PICA
Foundation, along with continuing education for
educators and industry executives. Colleges and
universities maintain rigorous graphic communications
curricula, including internships that allow experiential
learning for students before they graduate. Printers
partner with these institutions to prepare the future of
the industry through work experiences that often lead to
employment. These partnerships help ensure the future
of the printing industry in North and South Carolina.
Carol D. Jones, Senior Lecturer and Intern
Coordinator for Clemson’s Department of Graphic
Communications, believes internships are essential to
every student’s career preparation.
“Our GC majors are required to do at least two
internships in order to receive their degree, and many
complete three,” Jones said. “Students work in different
geographic locations, process areas, and segments of
the industry in order to gain a broad experience in
the workplace and strong knowledge of all aspects of
business. From their experiences, graduates become
comfortable in a professional work environment before
attaining a full-time job after graduation. It is seen as a
major maturing element in the program and places them
well ahead of their peers in work experience.”
Chowan University’s Tom Brennan, Chair, Department
of Communication Arts, Associate Professor of Graphic
Communications and Knight Professorship of Printing
Technology, agrees wholeheartedly.
“The ultimate experiential class is our internship.
Between their junior and senior year, students are
required to find a job at a printing company. Officially
entitled GC451 Internship, it’s a three-hour class and is
required for graduation,” Brennan said. “A supervised
internship provides an opportunity for a student to apply
his/her classroom laboratory principles, theories, and
applications in actual work situations. Upon return
to the University setting, the intern can reflect back
on the internship and focus on that specialized area of
interest to him/her.”
George Glisan, Ph.D., Distinguished Professor
& Coordinator, Reese Graphic Communications
Management Program at Appalachian State University,
believes internships have multiple benefits for both the
student and the printer.
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“To students, an internship is a beneficial component
to their education by providing validation that graphic
communications is the right career path to pursue. The
internship also provides the opportunity to learn the
demands of performing in a real-world work setting.
Finally, the internship provides a means for students to
demonstrate their skills and work ethic in a professional
setting,” Glisan said. “Likewise, employers benefit by
having an opportunity to contribute to a student’s
education through the workplace job site. In addition, it
allows the employer to examine the work quality of the
GCM program’s students, their analytical and creative
abilities, and their ability to respond to the demands of
the workplace (working within a team environment,
serving clients, etc.). Historically, in excess of 90% of
participating employers of App State’s senior GCM
interns hire them upon completion of the internship.”
The internship program at App State has been a
requirement for more than three decades. GCM students
are required to complete two internships.
“The junior and senior internships are similar, but
different,” Glisan explained. “They are similar in that
the internships are served in professional workplaces, and
students must meet similar course requirements. Those
requirements include completing daily work logs, weekly
reports, documenting accomplishments and completion
of a final report that documents the extent to which
written stated objectives were achieved. The difference
is primarily in the hours served. Juniors are required
to serve 160 hours and Seniors, on the other hand, are
required to serve 320 hours.”
The quality of an internship is greatly dependent upon
the employing companies and the opportunities they
provide students, according to Jones.
“Most employers view this as an investment in their own
future as they preview upcoming talent and contribute
to the development of prospective employees. Many
companies have employed interns on a continuous basis
over a long period as an inherent part of their human
resources program,” she said. “Some fill regular positions
by using three interns a year, one each school term.
Others use interns to carry out special projects that need
a concentration of attention for short periods of time.
Most importantly, interns must do ‘real work’ for the
benefit of themselves and the employer.”
Brennan, Glisan and Jones all agree on the importance
of appropriate supervision and a thorough evaluation
process.

Career Opportunities for Students and Employers
“The internship experience should be a positive,
rewarding experience with opportunities for
responsibility and decision-making situations,”
Brennan said.

In the spring of every year, Chowan University sponsors
an Intern/Employer Day. This year, it will be held on
March 17, 2020.

“Supervisors complete a university evaluation form to
assess the student’s communication skills, performance
level, and areas that need improvement. Since only one
credit hour is earned for our internship, the primary
value of the evaluation is in the student’s personal
development,” Jones said. “Employers are asked to review
their evaluations with the intern. Faculty advisors also
use the evaluations to counsel the student in matters of
personal and professional development.”

Clemson holds Intern Employer Day, a career fair
held specifically for Clemson Graphic
Communications students.

App State, Chowan and Clemson all have events for
students and prospective employers to meet to create
internship opportunities.
For more than 20 years, App State has provided a
setting for students with internship opportunities,
as well as companies seeking interns, to meet at its
annual Career Connections Day on the campus of
Appalachian State University.
“This event is provided as a service to students and
companies. The event begins with an informal “meet
and greet” the evening before the interview day. In
addition, interviewing companies are provided with
a resume book that includes all students who will be
participating, along with an interview schedule,” Glisan
said. “The next day is dedicated to pre-arranged half
hour interviews beginning at 9 a.m. There is a break
for lunch at mid-day that includes all students and
interviewing company participants. The interviews
then conclude in the afternoon.”

Appalachian State Career
Connections Day			
February 27-28, 2020
George B. Glisan, Ph.D.
Distinguished Professor
& Coordinator
Reese Graphic
Communications
Management Program
glisangb@appstate.edu
(828) 262-8155

“A dozen or more employers will conduct over a hundred
interviews,” Brennan said. “Many of our juniors will
secure their internship during the event.”

“The event is held on campus twice a year, in October
and March. The event activities kick off the evening
before Intern Employer Day at an industry gathering
where graduating seniors meet and greet prospective
employers. Students chat with industry friends from past
internships and learn about upcoming job opportunities
for graduation. Internships help students establish a
network of support within the industry to prepare them
for graduation and the job search,” Jones said. “The
following morning the employers meet to learn more
about Clemson’s GC program and listen to students
and other employers share their internship experiences.
After a chance to tour the GC teaching facilities and set
up their table with company information, the rest of the
day is spent meeting students. This gives the students
an opportunity to ask questions and learn more about
prospective employers before making decisions about
internships or permanent positions. It also provides a
more casual atmosphere for company representatives
to briefly meet and talk to the students and set up
formal interviews.”

Chowan University Intern/
Employer Day
March 17, 2020
Tom Brennan
Assoc. Professor/Chair
Knight Professorship
in Printing Technology
Communication Arts
Department
brennt@chowan.edu
(336) 339-0474

Clemson University Intern
Employer Day Event
March 2-3, 2020
Carol D. Jones
Senior Lecturer and
Internship Coordinator
Department of Graphic
Communications
jensenc@g.clemson.edu
(864) 656-3447
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How Can Printers Bridge the Gap Between Potential and
Are You 100% Digitally Transformed?
In today’s digital world, most businesses and people
feel digitally transformed in many ways, but what does
becoming 100% digitally transformed even mean? Can a
company consider itself digitally transformed simply because
it manufactures digital technologies or uses them to put
ink on paper? As an industry, we’re not quite transformed
yet. Otherwise, how can the digital printing page share only
be in single digits? We have been entrenched in the digital
revolution for a few decades now, and in that respect we
are actually ahead of the game in relation to some other
industries. At the same time, however, there is clearly a
disconnect if the share of digitally printed pages is not
aligned with digital’s full potential.
What Does a Digital Transformation Even Mean?
Regardless of whether you’re a digital print equipment
manufacturer/vendor, a purchaser of the product, or even
a print buyer, a true transformation requires more than
just investing in a technology. A complete transformation
involves a fundamental change to our DNA. In the case
of digital, this involves becoming completely immersed
in the full value of digital from a technical perspective
and – more importantly – from a strategic printed product
perspective. We might have made great strides in the shift
to digital, but this is not the same thing as achieving a
complete digital transformation.
We all know that the printing industry is driven by
communication, and digital technology can help empower
the human correspondence skill of establishing personal
contacts. Digitally printed communications can’t overtake
the printing industry and obtain a greater share of the
overall communication market without becoming a greater
contributor to the personal interaction or 1:1 space.
Furthermore, print still contributes a great deal of relevance
and value to the overall communication market, and it would
be a shame not to use this channel to its true potential.
The Disconnect
So, who is to blame for the disconnect between the full
potential of the digital printing business and its actual
market share? We can all point fingers at others, but the
reality is that we’re all responsible on some level:
• Manufacturers of digital printing equipment have
invested a great deal in R&D, marketing, and sales
to promote and deliver innovative technologies and
products. Even so, there are always opportunities to
increase customer commitment and support. Maybe
more vendors’ sales professionals could start ROI
6
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conversations about digital versus analog while they are
discussing pricing and total cost of ownership (TCO).
In addition, while explaining and demonstrating
the capabilities and applications of digital printing
technologies, sales reps could get more involved in
discussions about the printing piece strategy as well as
ROI. While it is true that many vendors have made
that commitment to customers by hiring business
development professionals, I believe that more resources
are needed. Perhaps existing sales reps could help in this
area, enabling their organizations to get into the core
value of digital without increasing head counts. This will
certainly take time and lots of preparation, but the effort
will likely pay off in the long run.
• Although print service providers (PSPs) have also
invested quite a bit in the digital transformation and
some are even reaping the benefits, others – especially
those on the sales and marketing side – are still doing
things that are very similar to what they’ve done in
the past. For these businesses, maintaining the status
quo in terms of sales responsibilities is not enough to
capitalize on the maximum potential of the evolving
communications industry. At the very least, some of
these PSPs might want to consider further training their
existing sales forces and/or hiring sales consultants that
truly understand (and can therefore resonate with) their
customers’ marketing and business profiles.
• Print buyers have been reducing their marketing head
counts, so they often lack the time and resources to
create and execute relevant, timely, and high-quality
printing or cross-media marketing campaigns. Some
are even putting time to market, cost, and quantity of
contacts ahead of a more strategic approach involving
target focus, relevance, and ROI. It takes time to
evaluate and plan for an effective personal interaction
or contact campaign, as this strategy requires more than
calling someone by their name or randomly changing
content from record to record. Like so many other
things in life, a quality product or campaign demands
a greater investment in time and money at the outset,
but it will likely yield better ROI and greater success at
the end. Marketers should also become more mindful
about who and how they are engaging the market to
avoid upsetting buyers — and by extension authorities —
as more data legislation acts are introduced.
• Market consultants might be able to better navigate the
balance between guiding customers on what to do versus
how to do it. I believe that there is a great opportunity for
these consultants to increase their support, and focusing
on the “how” (implementation) which in return might
enable better results for their customers.

Market Share to Create a True Digital Transformation?
The Importance of Personal Engagements
Establishing a personal contact for a printing campaign
is not difficult to understand or plan, but it does require
time. People have been doing this for hundreds of years,
and it even occurs outside the business world when people
try to sell something to their friends. Regardless of the
channels that are used, personal engagements are the
most natural and holistic way of communicating – and
promoting and selling by extension.
In the business world, we have always separated customers
in our own minds based on purchasing potential,
history, frequency, and loyalty. As a result, the customer
segmentation and strategy must be based on that. Would
you or any of your customers (if you are helping them with
a campaign) take the same strategy toward a client that is
loyal and purchases a lot of A, B, and C products that you
take with another client who is not loyal and purchases
products X, Y, and Z less frequently? The strategies would
be completely different for these two types of buyers, and
this is why proper customer segmentation is critical to
creating the most relevant strategy.
Once the segmentation is complete, we can work to create
the strategy. The strategy will drive customer contact
requirements to the different individuals in the segmented
database. Because all customers are different and buy
for different reasons, we’d need to profile them to create
relevant messaging and content. In the past, we did this
via face-to-face communication and without thinking. It
is important to profile based on what you need to know
about your customers to achieve sales. This will enable
the creation of more relevant communications that are
based on what customers need. Successful sales reps have a
knack for asking good questions and obtaining marketable
information. Basic profiling based on demographics like
gender, income, and age is often quite simple. For the
B2B environment, we will usually add industry and job
responsibility (which is different than job title). More
complicated profiling is based on psychographics, and this
type of customer information is harder to obtain.
Once we have completed the segmentation based on
purchasing habits and created the strategy of what we
want to get out of each customer, the profiling can help
us develop a relevant talk track centered upon saying the
right things, at the right time, and in the right way.
In the old days, we certainly had fewer customers — so
segmentation, profiling, and delivery were quicker and

easier than they are today. At the same time, however,
modern technologies can help us replicate what we did so
well in the past. There is one thing that technology can’t
replicate, though—the human sensitivity and intuition that
is necessary to create helpful, informative, and relevant
content. This is precisely why digital printing technology
can’t be successful on its own – the right people must
be standing behind it. In fact, it is often the human
component that can be the difference between success
and failure.
The Bottom Line
We can keep talking about the capabilities of digital
printing and variable data, and even share case studies
or positive results, but this is not enough to create a true
transformation. Until we increase our investment and
commitment to the strategy of printed products, things
will never change as quickly as we’d like them to. Relying
on productivity and costs just to transfer more pages
from offset to digital will not help us expand our market
presence, so we ultimately put ourselves at risk of losing
revenues in the long run. On the other hand, taking a
more strategic approach to the digital transformation is
more fulfilling, fun, and profitable.
The author, German Sacristan, is the Director of
Keypoint Intelligence – InfoTrends’ Production Print
& Media group. In this role, he supports customers
with strategic go-to-market advice related to production
printing in graphic arts and similar industry segments.
His responsibilities include conducting market research,
forecasts, custom consulting and development of
analyses, editorial content on technology, as well as supporting clients in
the areas of production digital printing.
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Member Discounts Available from Apple, Dell, Konica and Xerox

Savings: Up to 40% off
everyday prices on Dell
small business products like
laptops, desktops, workstations,
all-in-ones, monitors, servers,
storage, and networking, as
well as Dell-branded electronics
and accessories.

How to access:

www.dell.com/pia or call (800) 757-8442
Mention PIA Member Benefits Program
Member ID: # 530016862939

For bulk quantities of 5 or more, please
contact Sidney Duckworth directly at
sidney.duckworth@dell.com or (512) 513-0231.

How to access:
www.xerox.com or contact
your Xerox sales representative.

Savings: Discounted

on the latest Apple products,
including iPads, Mac
computers, iPhones, software
and accessories for personal
or business use. Apple also
offers 0% financing options to

pricing on Konica
Minolta’s Accurio
line of production
print devices.

For Personal PICA/PIA Member Consumer Purchases
https://www.apple.com/us_smb_5000337/shop

or call 1-800-854-3680. Mention PIA Association
Member Purchasing Program (AMPP)
For Businesses Making Business Purchases
www.apple.com/retail/business/ to contact your

personal account manager. Mention PIA Association
Member Purchasing Program (AMPP)
Members can purchase or sponsor up to 3 computer
systems, plus 3 iPad and 10 iPod devices per calendar
year, as well as software and peripherals.

Scanner

has announced an
all-new national
buying program
partnership with
Xerox Corporation. This agreement offers PICA/PIA
members cash rebates on the following seven select
Xerox products, in addition to Tier One pricing:
1. iGen5 150 - Rebate: $10,000
2. iGen5 120 - Rebate: $ 7,000
3. Iridesse IR120 - Rebate: $ 6,000
4. Color Press XC1000i - Rebate: $ 3,500
5. Versant V3100 - Rebate: $ 2,500
6. Nuvera (> 144 ppm) - Rebate: $ 2,000
7. Versant V180P - Rebate: $ 1,500

Savings: Up to 10% off

qualified buyers.
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Savings: PIA

How to access:
Contact your Konica Minolta Sales Representative.
Mention PIA contract number #40181817
For more information or questions please contact
Brian Steck, Konica Minolta Business Solutions
U.S.A, Inc. at bsteck@kmbs.konicaminolta.us.

Reach for the Stars!

If it’s been awhile since you’ve attended the PICA Awards Banquet, or if you’ve never been, the time has
come to remedy that. The PICA Awards Banquet is the premier event celebrating Print in North and
South Carolina, and you’re invited. You don’t have to have an entry in the running to attend. Taking the
time to connect with other printers and vendors and get a look at what is happening on the cutting edge
of your industry is a smart move for your business.
The evening starts with a sponsored reception. During this time, attendees are invited to view the
winning pieces, which are organized by category. Attendees can also cast their vote for their favorite
People’s Choice entry, the only award given that is determined on the spot by the winner’s peers. The
sponsored finalists are revealed after dinner by the sponsoring companies in an Academy Awards-style
format. Send in your registration now to take part in this incredible evening celebrating Print.

Save the Date

54th Annual PICA Awards Banquet Saturday, March 28, 2020
Who will be awarded the 54th Best of Show Award from Mac Papers?
2019

2018
2017
2016
2015
2014
2013
2012
2011
2010
2009
2008
2007
2006
2005
2004
2003
2002
2001
2000
1999
1998
1997
1996
1995
1994
1993

Join us to discover the winner!

Classic Graphics, Charlotte, NC
Daniels Graphics, Asheville, NC
Heritage Printing & Graphics, Inc., Charlotte, NC
TCG Legacy, Garner, NC
Sun Solutions, West Columbia, SC
Blue Ridge Printing, Asheville, NC
Graphic Visual Solutions, Greensboro, NC
Wentworth Printing Corporation, West Columbia, SC
Millennium Print Group, Apex, NC
Classic Graphics, Charlotte, NC
Classic Graphics, Charlotte, NC
Hutchison Allgood Printing Company, Winston-Salem, NC
Professional Printers, West Columbia, SC
Wentworth Printing Corporation, West Columbia, SC
Paragon Press, Charlotte, NC
State Printing - Moore Wallace, Columbia, SC
Salem Printing Company, Winston-Salem, NC
State Printing Company, Columbia, SC
Classic Graphics, Charlotte, NC
Harperprints, Inc. Henderson, NC
Harperprints, Inc. Henderson, NC
Cadmus Corporation, Charlotte, NC
Crowson-Stone Printing, Columbia, SC
Classic Graphics, Charlotte, NC
The Walnut Circle Press, Greensboro, NC
Fisher-Harrison Corp., a PBM Company, Greensboro, NC

1992
1991
1990
1989
1988
1987
1986
1985
1984
1983
1982
1981
1980
1979
1978
1977
1976
1975
1974
1973
1972
1971
1970
1969
1968
1967
1966

Harperprints, Inc. Henderson, NC
Classic Graphics, Charlotte, NC
PBM Graphics, Durham, NC
Laurel Printing Company, Columbia, SC
Washburn Press, Charlotte, NC
Washburn Press, Charlotte, NC
Greensboro Printing Company, Greensboro, NC
Hunter Publishing Company, Winston-Salem, NC
The Hickory Printing Group, Hickory, NC
Hall Printing Company, High Point, NC
Hall Printing Company, High Point, NC
Keys Printing Company, Greenville, SC
The Alderman Company, High Point, NC
Case-Hoyt, Charlotte, NC
The Hickory Printing Group, Hickory, NC
Hunter Publishing Company, Winston-Salem, NC
The Hickory Printing Company Hickory, NC
Washburn Press, Charlotte, NC
Hunter Publishing Company, Winston-Salem, NC
Delmer Printing, Charlotte, NC
Washburn Printing Company, Charlotte, NC
The Hickory Printing Company Hickory, NC
Theo. Davis Sons, Zebulon, NC
Band & White, Spartanburg, SC
Theo. Davis Sons, Zebulon, NC
Band & White, Spartanburg, SC
Keys Printing Company, Greenville, SC
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Member News
Brooks Promoted to
SVP at Salem One

Salem One is pleased to announce
that Tracy Brooks has been promoted
to Senior Vice President and has joined
the Salem One Board of Directors.
Tracy has been with the company for
more than 16 years.
“Tracy continues to expand his leadership role as a
driver in Salem One’s strategic growth and is an active
builder of the Salem One Brand! Along with his corporate
sales leadership, he has invested tremendous time and
enthusiasm in becoming a national leader in Data Driven
Direct Marketing solutions that are improving business
results for our clients,” Salem One President Phil Kelley,
Jr. said. “We are honored to recognize Tracy’s leadership.”

needs. We look forward to continuing to work with these
customers in finding the best solutions for their print shops.
Thanks to Heidelberg’s many visitors to the booth,
Heidelberg will be donating $2,000 to Breast Cancer
Research Foundation (BCRF), whose mission is to prevent
and cure breast cancer by advancing the world’s most
promising research. BCRF has raised more than half
a billion dollars for a lifesaving research since it was
founded in 1993 by Evelyn H. Lauder. Heidelberg also
partnered with Ricoh at PRINTING United – to give back,
raise awareness, and show that #PRINTCares. For every
badge scanned at Ricoh’s booth, a charitable donation
was made to its long-standing partner, the Wounded
Warrior Project (WWP), which supports wounded military
veterans and service members.

Bryan Hall Inducted into Ben Franklin Honor Society
Heidelberg Makes Successful
Return to Major US Tradeshows

Thousands of attendees of PRINTING United visited
Heidelberg North America’s booth to see the company’s
new offerings. Making its US debut, the Diana Go was a
show favorite amongst attendees, leading to its first two
North American purchases, and influencing the purchase
of several other folder-gluers in the Diana portfolio. The
cost-effective, flexible folder-gluer handles a variety
of carton styles such as straight-line and lock-bottom
cartons, as well as special styles with attachments.
On the other side of the booth, customers were fascinated
with Heidelberg’s digital solution, the Versafire EP, with
its short-run capabilities and ability to fulfill variable
commercial, packaging or label work – resulting in
multiple EP sales across the United States. In the center
of the booth, several US and Canadian customers signed
for Prinect Production Manager with Business Manager
– a unique software subscription designed to help take
printers’ efficiency to the next level.
“We were really pleased with the turnout at PRINTING
United,” said Felix Mueller, President of Heidelberg
Americas. “The customer engagement and reception has
exceeded our expectations. We were able to meet printers
of all sizes and discuss their print shops’ specific printing
10
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The Ben Franklin Honor Society inducted 11 prominent
and accomplished industry nominees into the Society at
its Annual Dinner and Induction Ceremony in Houston.
The BFHS Class of 2019 included: Stuart I. Boyar, Cooley
Group, Inc.; Bryan T. Hall, Graphic Visual Solutions; Brad
Johnson, Church of Latter Day Saints; Tony Mancuso,
TUI & Artcraft; Dennis C. Martino, Martino-White Printing,
Inc.; Tressa Ann McLaughlin, SOLV; William “Kip” Smythe
(Posthumous); Anthony P. Stanton, Carnegie Mellon
University; Janet Steiner, Thoro Packaging; Michael
Stevenson, B&B Print Source; and Robert Whitman,
American Solutions for Business. The BFHS is pleased to
have this distinguished group of individuals join the ranks
of Society members.

Koenig & Bauer Receives Company to Watch Award
Koenig & Bauer was honored to receive the coveted
Company to Watch award at the recent Digital Packaging
Summit 2019. Organized and managed by NAPCO
Media and Packaging Impressions Magazine, the Digital
Packaging Summit 2019 played host to 95 printing/
packaging executives anxious to expand their knowledge
of digital technology.
Forty-three solution providers, including Koenig &
Bauer, interacted with the packaging executives,
sharing case studies and first-hand reactions by users
of the sponsoring companies’ technologies. Label and
packaging executives at this year’s summit voted Koenig
& Bauer the Company to Watch.

Member News
“We are extremely pleased to provide a more comprehensive
website that offers customers better access to the wide array
of custom and stock envelope solutions we offer, as well as
a more accurate representation of our extensive converting
and printing capabilities,” MPEC Director of Operations Scott
Sipkovsky said.

“The Digital Packaging Summit is an extremely unique
opportunity to present our company’s digital vision
and provides the opportunity for personal round table
discussions on the future direction of our industry,” said
Eric Frank, senior vice president of marketing and product
management at Koenig & Bauer. “We are very proud to
receive this coveted award.”
Koenig & Bauer was also represented by Maik Laubin,
sales director of digital solutions for the VariJET 106. “This
event was an outstanding venue for Koenig & Bauer to
inform the market on our new VariJET 106 digital 41-inch
press and further understand the exact needs of the
folding carton market,” Laubin said. “The VariJET 106
will be launched at Drupa 2020 in Düsseldorf, Germany,
and we expect tremendous excitement about Koenig &
Bauer’s digital initiative that will help our customers grow
into new markets and enhance their capabilities.”

MPEC Launches Revamped Website

Mac Papers Envelope Converters (MPEC), a leading
envelope manufacturer in the United States, is pleased to
launch an updated website with a fresh look, new images,
significantly expanded information and resources, and
more user-friendly navigation.

The site can still be found at www.macenvelopes.com,
and features a new video that provides a look inside the
company’s state-of-the-art operation. Site visitors can
access an expanded products section that includes an
envelope specifications page and details about MPEC’s
direct mail, transactional, banking/financial and stock
envelopes offering. A new capabilities section provides
information on die-cut and web folding, flexographic and
offset printing, as well as prepress, graphics and design
services. A variety of envelope resources are available on
the site, including a downloadable envelope size chart and
envelope specifier guide.

K&B Names Preston Neetzel
Director of Flexo Sales

Koenig & Bauer has promoted Preston
Neetzel to the position of Director of
Flexo Sales within the Web & Specialty
Division. In this new role, Neetzel will
expand on his current direct sales
responsibilities by providing his in-depth
expertise to the firm’s CI flexo team in the
United States and Canada.
“Since joining Koenig & Bauer in April of 2018, Preston
has proven to be a significant asset to our organization
and valued resource to our customers,” said Jeff Dietz
VP Web & Specialty at Koenig & Bauer. “His years of
experience in plant management and consulting have
translated seamlessly over to a commercial role, providing
our customers with a wealth of industry knowledge. He
has demonstrated hands-on experience working with all
facets of the flexo process and has made himself a valued
resource for both our customers and our organization.”

Condolences

New Members

To the family and friends of Steve Scull, Buchanan
Printing & Graphics, Greensboro. Steve passed away
unexpectedly October 7.

Bouley Printing Company • Charlotte, NC
Ray and Peggy Bouley • (704) 588-3365
https://www.bouleyprinting.com

To Charley, Norman and Eddie Kale, formerly of
Kale Bindex, on the passing of their mother,
Elizabeth Kale, on January 4. Charley Kale currently
serves as Treasurer for the PICA Foundation.

Bouley Printing Company is a family owned and operated
commercial offset and digital printer in Charlotte, NC.

January/February 2020

11

The Printing Industry of the Carolinas, Inc. (PICA)

PRSRT STD
US POSTAGE

PO Box 19488 • Charlotte, NC 28219

PAID

2019-20 Platinum Sponsors:

GREENSBORO, NC
PERMIT NO. 393

PICAStaff

Industry Calendar

Chairman of the Board
Craig Ragsdale
Craig@martinprinting.com

Foundation President
Ralph Belk, Jr.
rbjclt@gmail.com

President

Jeff Stoudt ■ jstoudt@picanet.org

Vice President of Member Services
Carrie Epps ■ cjepps@picanet.org

Administrative Director
Debbie Wesoly

■
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January
22:

Editor

Jennifer Gaston ■ (704) 724-4249
Jennifer@writesandedits.com

Designer

DTC Webinar
It’s All About the Apps
2 pm

24-26: PICA Awards Judging

Katie Mattson Craig ■ (704) 965-5249
Katie@DesignedForMomentum.com

Contact PICA
Phone: (704) 357-1150
(800) 849-7422
Fax: (704) 357-1154
www.picanet.org
Printing and Mailing: Salem One
Paper: Lindenmeyr Munroe
8

February
6:

HR Update Webinar
2 pm

27-28: ASU Career Connections

March
2-3:

Clemson Career Day

18:

Chowan Career Day

28:

PICA Awards Banquet
Renaissance Hotel
Charlotte, NC

