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Salem One has been recognized multiple times in recent 
years by Inc. Magazine as one of the fastest-growing private 
companies in America. PICA sat down with Salem One 
CEO Phil Kelley, Jr., to get his insight on identifying 
opportunities, determining growth strategies, and the 
value of frequent course corrections.

“I believe now is STILL the best time to be a Printer – ever, ” Kelley said.  
“There are massive opportunities readily available within and surrounding the 
Printing industry.”

Kelley speaks of Print – always with a capital P – as a living, breathing entity, one 
that must be tended through careful stewardship and grown in a way that serves 
the greater good. He believes that “H2H” – human-to-human – interactions 
cannot be replaced by online technologies, and that those opportunities to 
connect are critical to creating win-win business opportunities. 

“Growth is, without question, a purposeful, long-term planning responsibility 
of leadership.  It does not happen accidentally nor automatically, and requires 
constant course corrections,” Kelley said. “Approximately 10 years ago, Salem 
One leadership adopted the book Good to Great as our overall leadership guide 
to implementing corporate vision.  Within those leadership guidelines, we have 
become purposeful in our vision, the utilization of our investment dollars, and 
our goals for organic and acquisition-based growth. We have averaged 17% 
growth since 1997, which fits our goal of doubling in size every 5-7 years. This is 
obviously more difficult as one gets bigger, and we have been careful to not grow 
the top line just for the sake of growth. Growing profitably and with a focus on 
understanding your core is critical.”

Kelley believes Salem One’s approach to growth is a bit different than the 
mainstream in that, along with the typical financial and organizational synergy 
discussions, they focus heavily on “Culture” and “Core.” 

March/April 2020

Continued on Page 3

Our March/April issue is focused on reinvention, both within the Carolina printing 
industry, and within the lives of those who make our Carolina print community  
such a great place to live and work. 
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How do you explain when a person or organization defies all odds and achieves something remarkable? 
Dr. Martin Luther King Jr., the Wright brothers and Apple Computer all achieved greatness, but how? 
I discovered the answer while reading the book Start With Why by renowned TED Talk speaker Simon 
Sinek. Here are a few of his ideas:

Why did Martin Luther King draw over 250,000 people to the National Mall in Washington, D.C., 
and lead the Civil Rights Movement when there were so many other sufferers and speakers during that 
day? Why is Apple so innovative? The Wright brothers were the first to take a motor-operated airplane 
flight, but they were surrounded by competitors who had better qualifications and significantly more 
financial backing. How did they do it?

We are familiar with these leaders and the marks they left on history, but what set them apart from 
others is that they were able to inspire people when others could not. They led with the cause, purpose, 
and belief that motivated them. In short, they led with their passion. They all led with Why.

Apple does everything it does to challenge the status quo and do it with better design. Dr. King didn’t 
tell people what needed to change in America, he told people what he believed. And the Wright 
brothers didn’t have the most resources in America, but they had passion, coupled with blood, sweat, 
and tears in the race to take flight.

So often, we are consumed with the result of what we do, rather than the purpose. How will I sell more? 
How will I make more money? In reality, we should be concerned with why we do what we do. 

I hope these examples will inspire each of us to do a little 
introspection and examining of our purpose and why we do 
what we do. After all, there are leaders and there are those who 
lead. Those who lead inspire us. We follow those who lead 
not because we have to, but because we want to. What kind of 
leader are you? Craig Ragsdale

PICA Chairman
Martin Printing
craig@martinprinting.com
(864) 859-4032, x-126

Chairman’s LetterHOW GREAT LEADERS INSPIRE ACTION

OurPurpose 
Promoting the 
Industry – Focused
on Member Success!

OurVision 
Advocate • Educate
Inform • Lead

OurMission 
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.
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Kelley Shares Growth Strategies (Continued from Page 1)       

“Each organization has a distinct culture and 
core focus of business.  While the core business 
can be a positive addition if it is different, the core 
focus in regard to the client, employees and corporate 
profitability is critical,” Kelley said.  “Everyone 
says they are client-focused, but many companies 
are actually cost plus-focused, margin-focused, or 
production-focused, etc.  These aren’t negative 
things – just differences that need honest 
consideration. Culture is, by far, my most 
important consideration. A company can describe 
themselves one way, but the leadership and people 
of each organization ultimately determine the 
culture realities.” 

Kelley said he and his team spend a great deal 
of time assessing a company’s culture and core 
realities prior to an acquisition.

“If there is a mutual positive vision and the 
synergy numbers are positive, we are ready to go,” 
he said. “ If not, we have found it best to stick to 
our culture and core values.”

Kelley believes that thoughtful growth 
includes the vision to facilitate both organic 
and acquisition-based additions due to the 
opportunities throughout the industry.

“The industry has thousands of companies 
currently without an ownership transition plan, 
so acquisition can definitely be a positive strategic 
option for all involved, and one that can also be 
good for the industry when done well.”

Kelley said his parents always told him, “Be careful 
what you wish for,” and it is still his leading 
thought when planning Salem One’s next steps.  
Every acquisition brings its own challenges; be 
prepared and give yourself the bandwidth to deal 
with the frustrations of change.

Salem One has established an annual Corporate 
Vision and Budgeting process that guides them to 
focus on four main elements for growth:
• An honest assessment of current client 

relationships and new client opportunities
• The networking, learning and innovation 

focus of all client-facing individuals and 
executive leadership

• The strategic use of capital expenditure 
capacity

• The leadership growth of the Salem One 
organizational chart

 “Growth is obviously viewed as a positive. 
However, I often ask the following question of 
leaders who ask me about planning for growth. 
What company reality is most likely to lead to a 
company going out of business – whether due to 
bankruptcy or stagnant growth – the quickest?” 
Kelley said. “Is it the company growing 20%, 4%, 
or declining 1% per year?  With a bit of study, one 
will find that the 20% growth company is by far 
the most likely company to go away in the shortest 
period of time. It is extremely difficult to keep 
up with the demands of fast growth. Investment 
choices are critical, and mistakes have ramifications 
for years to come. Personnel development is the 
most difficult of tasks and, sadly, individuals who 
have been important to your company’s success 
can all of a sudden become overwhelmed by the 
next level of requirements.  What do you do with 
that person?  We work hard to encourage constant 
learning for all our key drivers.”

Kelley said course corrections are just part of the 
landscape when it comes to growing a business.
“It is folly to believe your plans will go exactly as you 
planned them. I believe God enjoys a good laugh 
on my behalf often,” he said. “Write down your 
plan, be honest with the current state of the plan, 
and adjust without emotion when necessary to get 
back on track. It is a great time to be a Printer!”



AccuLink Prepares to Launch 
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AccuLink owner and CEO Tom O’Brien has been 
called the “poster child for business diversification,” 
and he’s proving that moniker true once more. Last 
Fall, his Greenville, North Carolina based company 
announced their venture into flexible packaging with 
the creation of AccuFlex Packaging, which will 
provide on-demand production of flexible packaging. 
This new division of AccuLink is expected to create 32 
jobs in the Greenville area.

In a press release issued last November, O’Brien  
gave the industry a sneak peek at what is unfolding  
at AccuLink.

“We are very excited to be bringing the first all-
digital flexible packaging manufacturing plant in the 
Carolinas to Greenville,” O’Brien said. “Currently 
there are only a few all-digital flexible packaging 
manufacturers in the US and even fewer who will be 
manufacturing sustainable, recyclable and compostable 
packaging. As part of what is expected to be an almost 
$5mm investment, we will be one of only about a 
handful of companies who are investing in electron 
beam curing equipment required to produce flexible 
packaging that can be recycled.”

Tim Mages, President and General Manager of the 
AccuFlex Packaging Division, said AccuLink’s  decision 
to invest in flexible packaging grew out of O’Brien’s 
ongoing desire to diversify.

“AccuLink has a long history and experience in sheet 
fed digital printing,” Mages said. “Tom looked at the 
historical, better-than-average GDP growth of flexible 
packaging, and saw how the newest digital print 
technologies could be an untapped opportunity for 
him to serve this market.”

Industry numbers definitely support this decision. 
PMMI (the Trade Association for Packaging and 
Processing Technologies), recently released their 2019 
Flexible Packaging Marketing Assessment, which stated 
that “the U.S. flexible packaging market witnessed 

accelerated growth of 61 percent from 2000 through 
2017. The market is expected to continue growing in 
almost all categories and will continue to increase at a 3.1 
percent CAGR through 2023, reaching $391.6 billion 
USD. This rise is driven by both consumer preferences 
for convenient packaging and industry demands for 
sustainable and consumer-friendly packages.” 

The AccuFlex logo features 
a green leaf, and Mages said 
sustainability is central to 
their overall effort.
“While being able to offer 

the full range of flexible films, our strategic focus is on 
recyclable films, bio-based films, and compostable films 
that meet the requirements of the various products our 
customers will be packaging.  This technology continues 
to evolve, and we are in discussions with a number of 
the leading companies to stay on the forefront of these 
developments and the product offering we can bring to 
the market,” he said. “We are striving to be a zero-waste 
facility within the first five years of operation.  We want 
to offer products that reflect our commitment to being 
a socially responsible company in today’s environment, 
and for our future generations.”

Mages said the final work on the interior of the 
AccuFlex facility is expected to be completed in early 
March, with equipment deliveries beginning in late 
March and wrapping up mid-April. Production is 
slated to begin in May, with a ramp-up period that 
extends through much of this year.

“As a startup operation, we have budgeted three 
scenarios:  startup, realistic, and optimistic,” Mages 
said. “Our ramp up includes several months of startup 
and hitting our optimistic target production and sales 
number starting in Quarter 1, 2021.”

The ability to produce micro-orders will make 
AccuFlex especially appealing to other start-ups and 
small businesses, and these businesses will be a big part 
of AccuFlex’s market focus.
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New Flexible Packaging Division

“It’s an underserved market with great potential to 
help these companies differentiate themselves through 
their packaging.  In providing micro-runs, we will 
not only be expanding  our market opportunities, but 
also creating opportunity for the smaller, and startup, 
brands to compete and thrive on the shelves next to 
the large national brands,” he said. “Currently, we 
have targeted small to mid-size manufacturers in the 
Southeast producing human foods, pet foods, coffee, 
nuts and snacks, etc.  We are also in discussions with 
a third- party company to offer personalized flexible 
packaging on-demand through the web.”

Mages said AccuFlex intends to carry forward 
AccuLink’s philosophy of having no competitors, only 
potential partners.

“Historically, AccuLink has worked with other 
members of the trade on joint projects or opportunities 
that could not be handled in-house,” Mages said. 
“We would anticipate continuing this supportive 
relationship.”

AccuFlex will also continue to build on AccuLink’s 
legacy of putting clients first.

“Just like our parent company, clients can expect us to 
maintain a client-focused mindset,” Mages said. “Our 
clients are partners and, just like with any successful 
partnership, the impacts our product and relationship 
have on them will always come first.”



Tackling the Elephant in the Room:  
Where Are You Going to Find Your Future Employees?
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We all know it’s been building for years – the pending 
shortage of people entering our industry. Now, as we move 
farther into the 2020’s, that shortage will grow larger and 
larger and larger. Many of us “Boomers” (I use the term 
affectionately, as I am one) have retired or are getting ready 
to retire in the next five to eight years. As an industry, we 
currently are having trouble filling positions of all types in 
our businesses. As the retirement rate increases, those voids 
in our staffs will only grow. So, what can we do about it?

Last summer, a group of concerned industry professionals 
got together to form the Graphic Communications 
Workforce Coalition (GCWC). Led by industry veteran 
John Berthelsen (retired CEO of Suttle-Strauss in 
Waunakee, WI), and coming from all sides of the industry, 
including printers, educators, associations, vendors, and 
manufacturers, and across all platforms – digital, flexo, 
offset, gravure, wide format, screen – the group gathered 
to formulate a structure for the organization and develop a 
mission and some goals:

“The purpose of the coalition will be to coordinate the efforts 
of all organizations representing the broad scope of the graphic 
communications industry for creating awareness, recruitment of new 
people into the industry, providing a framework for apprenticeship 
and training programs, and the retention of the existing workforce. 
By combining the separate efforts, experiences and initiatives of 
various organizations, coordinating actions and the sharing of ideas 
and resources, it is expected that all will benefit.”

Concurrently, Print Is Everywhere was developed as a 
collaboration project between Printing Industry Midwest 
(PIM) and Scottsdale Community College. Designed by 
students of the Scottsdale Community College School of 
Visual Communications, the Print is Everywhere campaign 
graphically conveys how print impacts everyday life in ways 
not always recognized as being borne by one industry. The 
campaign includes a series of booklets, stickers, and a career 

guide packaged in a custom printed box. It is designed to 
help print advocates effectively tell the positive stories of 
print to students, career counselors and parents.

Eventually, the career information will be part of a master 
plan that can lead to a new national apprenticeship 
program, or encourage further post-secondary education in 
the graphics field. The idea is to get the attention of today’s 
youth, let them know that print is here and is a great career 
opportunity, and provide them choices in determining 
their career path (high school to industry, high school to 
apprenticeship, high school to college). 

Locally, the PICA Foundation is looking closely at the 
progress being made by the GCWC and Print Is Everywhere 
programs. In the meantime, the Foundation continues 
its support of graphic arts education in the Carolinas. 
Foundation efforts include scholarships for community 
college and university students in graphics, along with 
providing low cost opportunities for graphics teachers to 
collaborate during the school year (such as at the PICA 
Fall Conference). The Foundation also encourages student 
and teacher involvement in the PICA Awards program 
– students have their own awards categories and are 
recognized for their excellent work. The PICA Foundation 
also supports teachers and students to attend the PICA 
Awards Banquet at no cost. 

The Foundation believes that it is vital for those interested 
in our field to have an opportunity to experience the 
industry at its best – either attending industry events or 
visiting the myriad of printing facilities in the Carolinas. 
Either way, the Foundation is there to assist in this career 
awareness activity.

It is through efforts like the GCWC, Print Is Everywhere and 
the PICA Foundation that we will grow the base of future 
employees entering our dynamic industry. What can you do 
to help? When called upon, please consider supporting the 
above groups – either through making your facility available 
for field trips, volunteering to speak at middle and high 
school career days, or making a financial donation. 

The bottom line is that we all have to get involved in 
putting our industry’s best foot forward in order to attract 
our future workforce. In the next few months we’ll bring 
specifics on how to address “the elephant in the room.”

Jeff Stoudt is the President of The Printing 
Industry of the Carolinas, a former graphic 
communications instructor and corporate 
training director.  He sees addressing the 
labor shortage as a top priority of the 
industry for the next five years. 
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Do You Know the Print Cost of Every Job That Goes Out the Door?

Knowing the detailed cost of each print job might not  
be a concern if the pricing model is based on value  
differentiation (meaning margins are larger). That said,  
this strategy is risky if the model is market-based and  
modeled to reflect competitor pricing.  

It is unfortunately common to see a percentage of commercial 
printers not possess accurate or detailed cost estimates per 
print job. Without managing costs in detail, it is impossible 
to differentiate when a job makes money from when it drains 
resources. In addition, it can be challenging to decide when to 
produce a job on an offset press vs. on a digital press.

In a 2019 Keypoint Intelligence – InfoTrends (InfoTrends) 
study (North America Software Investment Outlook), almost 
40% of respondents said that they do not own a management 
information system (MIS) for their business. Without this 
solution, companies cannot easily track their costs efficiently.  
Interestingly enough, a similar study focused on European 
printers showed only 13% did not have a MIS print system, a 
27% improvement over their North American counterparts. 

There are different approaches to calculate the total cost of a 
print job, regardless if it is produced on an offset or digital press. 
When companies possess offset and digital printing capabilities, 
they first need to define what percentage of the general business’ 
fixed costs go to offset and which go to digital.  

There are several options when it comes to dividing and applying 
the general business’ fixed costs to offset and digital.  Some 
print service providers (PSPs) might compare sales revenues or 
profitability, and others may do it based on hours of operation or 
number of impressions.
Once general business’ fixed costs have been allocated to offset 
and digital respectively, companies can then calculate the fixed 
production costs by technology (offset and digital) and add it to 
the general business fixed costs.
After having estimated all the fixed costs (general business and 
production by each technology) organizations need to define 
how they will measure the cost of a job.  This can be done by 
hours of production (BHR) or number of impressions.  

BHR models have been commonly used by printers for decades 
(sometimes only applying production costs).  Now for the sake of 
an argument, the click model, which in some cases measures the 
cost of service and supplies per impression, was introduced when 
digital printing devices first entered the market in 1990s.

Whether they consider a BHR or “per impression” metric to 
measure the total cost of a printed job, commercial printers will 
have to divide all the fixed costs by the number of estimated 
annual hours of production or number of impressions produced.  
Another option could be to use BHR for fixed costs and number 

of impressions for variable costs. Keep in mind that if we don’t 
hit our estimated number of hours of production or impressions, 
then our cost will go up or down.

When a print job is received, companies know what the fixed 
cost is (general business and production by each technology) 
either in BHR or number of impressions.  They can then add the 
variable costs to that print job.

Once the printing cost has been calculated (fixed and variable), 
the job may still require finishing. This means companies will 
have to add the finishing costs.  Last but not least, companies 
should add cost to deliver the printed products to the customer.

Some printers might decide to just cover costs for a particular 
print job, or even go below cost to keep a customer. It is 
also usual to have a contract with a commitment number of 
impressions per month in the case of digital printing. At times, 
it might happen that the printer has not used all their pre-paid 
clicks and therefore becomes more price aggressive in order to 
win the business. In either situation, the issue with not adding 
profit or selling below the cost is that the company is devaluating 
the value of print and therefore risks losing profitability in an act 
of desperation.  Furthermore, it is setting up an expectation that 
can’t be maintained in the future with negative implications for 
the market itself.

Equally important to managing costs is the ability to provide 
value and differentiation to the customer. In the case of digital, 
PSPs need to learn an effective communication theory which 
includes 1:1 marketing and practice as much as they can in order 
to better help their customers.  

Profitability is at the core of any company, but especially vital in 
the printing industry, as this space is under severe pressure not 
only from their own printing market competitors but also from 
outside communication technologies/channels. Managing costs 
and feeling the stress of tight profitability can motivate PSPs to 
be more focused, not only on reducing costs but on creating 
unique products and services that their customers will be willing 
to invest in.  

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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Cojac’s StuART Helps Others, Makes Life 

If someone had told Stuart Cojac in 1978 what his life 
would look like in 2020, he never would have believed 
them. There was no way he could foresee the unlikely 
events that would unfold.

Cojac’s parents, Sidney and Elaine, founded Imperial 
Printing in New York in 1936. In the late 1970’s, with 
Stuart at the helm as President, they began looking for a 
new location in which to expand the company. They chose 
Charlotte, and relocated Imperial Printing to the Queen 
City in September 1978.

“I had literally never heard of Charlotte. I came here for a 
graphic arts show because there was a machine I wanted to 
buy,” Cojac remembered. “It was in the middle of March, 
and everything was green and blooming. Coming from 
New York, it was like stepping into another world.”

The climate wasn’t the only shock Cojac would face. When 
he landed at the airport in Charlotte and went outside to 
hail a cab, there weren’t any. When he asked where to get a 
cab, he was directed to a payphone, where he had to call a 
local cab company to retrieve him.

“The next morning, when I got into the elevator in the 
hotel, this guy got in with me. He said good morning to  
me and looked me right in the eye,” Cojac said. “As a  
New Yorker, my first three thoughts were, why are you 
talking to me, why are you making eye contact, and what 
do you want?”

After 40-some years in Charlotte, there’s a pretty good 
chance that Stu Cojac has become that guy. He’s personable, 
friendly, and very interested in the wellbeing of others.

Some of that just comes naturally, and the rest might  
be the result of a harrowing series of health challenges  
that could have left Cojac feeling embittered. Instead, he 
chose gratitude.

Cojac had a heart attack and subsequent open-heart bypass 
surgery when he was 39. 

“In January of that  year, I was immortal. By April, I 
wasn’t,” Cojac said.

More than a decade later, Cojac was still attending regular 
follow-up visits to his cardiologist, which probably saved 
his life. During a visit at the end of 2002, Cojac asked his 

doctor to look at a lump on the side of his chest.  
The cardiologist recommended a mammogram, resulting  
in a biopsy, and Cojac was diagnosed with breast cancer. 
That diagnosis led to a full-body scan that identified a  
mass on Cojac’s right kidney, which was also determined  
to be cancer.

“Like a lot of people, I didn’t know men could get 
breast cancer. So, in January 2003, I had a mastectomy, 
followed by surgery in February to remove my right kidney. 
The mass on my kidney turned out to be benign, which 
was good, but my kidney was already gone,” Cojac said, 
chuckling. “What can you do? I’m grateful they were able 
to get the cancer. I’m not going to worry about the kidney.”

In 2007, he had a second open-heart surgery. Cojac had a 
couple of important realizations during the months it took 
him to recover from his surgeries.

“I realized that the important things in life are your family, 
your health, and your friends,” Cojac said. “Everything else 
was minor, including my business. If you don’t have your 
health, nothing else matters.”

He also realized he had a great team at the office, and  
they had done a good job without him being there every 
single day.

“That’s when I started playing golf on Wednesdays. I 
figured if they could handle things without me physically 
in the office every day during my recovery time, they could 
definitely manage things on Wednesday afternoons.”

Since his retirement in 2012, when Imperial Printing  
was sold to ImageMark in Gastonia, NC, Cojac has  
been actively pursuing his two favorite hobbies. His 
Wednesday afternoons out of the office have turned him 
into an avid golfer with a mid-range single-digit handicap, 
and Cojac joins his friends on the course three days a week, 
weather permitting.

“I am unbelievably happy in my retirement,” Cojac said. 
“Some people worry about what they’ll do once they leave 
their job. I’ve never had that concern.”

Cojac’s other hobby is a little more solitary, and a lot more 
unusual. Cojac makes beautiful beaded jewelry, which he 
sells at local craft shows, churches, and by word of mouth, 
under the brand name StuART Designs. He and his wife, 
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After Printing a Very Beautiful Thing 

Lynne, donate 100 percent of the profits to local breast 
cancer charities, such as Carolina Breast Friends.

Cojac said it wasn’t as big a leap from printing to jewelry as 
people might think.

“I’ve always been artsy-craftsy. I 
used to do stained glass and 3-D 
paper collages. As a printer, I had 
a very critical eye for color and 
design, and I was always overly 
picky about what we printed,” he said. “I always knew that 
if it satisfied me, it would satisfy the customer.”

Cojac’s journey to jewelry making began on a 2011 trip to 
Africa with his daughter, Jaime. They started with a safari 
and ended their trip at Kazuri, a ceramic bead factory 
outside Nairobi, Kenya. Stu Cojac bought a couple of 
pieces of jewelry for his wife, Lynne, and Jaime came away 
with some jewelry and a bag of beads she planned to use 
when she got home.

Cojac had always done repairs on Lynne’s jewelry, and when 
she decided to have a necklace restrung, he accompanied 
her to the bead store. They were having a jewelry-making 
class, and he decided to sit in. By the time he left the class, 
he felt confident about his skillset. Lynne suggested Stu and 
Jaime use Jaime’s bag of Kazuri beads to make some things 
together, and he was off and running. 

Once Cojac had made more jewelry than wife Lynne 
and daughters Amy and Jaime could wear, he and Lynne 
brainstormed about what to do with it.

“It just didn’t feel good to try to sell it to our friends for 
a profit,” Cojac said. “Once we decided to donate all the 
profits, it took on a life of its own. We are so grateful to be 
fortunate enough to be able to donate all the money back 
to help others.”

Cojac still buys many of his beads from Kazuri – partly 
because they’re beautiful and really well made, and mostly 
because, as the father of two daughters, it’s an opportunity 
to extend a helping hand to other young women.

“The Kazuri beads are like snowflakes. Since they’re made 
by hand, there are no two exactly alike,” Cojac said. “And 
I just love the idea of helping the women and children. I 
really enjoy telling people about the ladies at Kazuri.”

Kazuri, the Swahili word for “small and beautiful,” has 
more to offer than individually handcrafted beads made 
from African clay. It was begun in 1975 as a way to provide 
employment for the women of the Kikuyu Tribe, many 
of them single mothers, through a traditional and tribally 
accepted method of craftsmanship. Today, Kazuri Ltd. is a 
member of the Fair Trade Federation, pays its workers well 
above the national average, and provides health care, day 
care, and education.

He also supports bead makers closer to home, incorporating 
natural stones from the North Carolina mountains into 
many of his pieces.

Cojac said his wife, Lynne, calls his jewelry making a win/
win/win.

“It keeps me out of trouble, helps the ladies at Kazuri, and 
helps us support breast cancer charities,” Cojac said. “We 
sell the jewelry at a half dozen shows per year, and I use 
that opportunity to talk to people about the fact that 
men can get breast cancer. It’s so important for people 
to know.”

When Stu Cojac isn’t 
on the golf course or in 
his jewelry workshop, 
he loves spending time 
with Lynne, his wife 
of 50 years, and their 
daughters, son-in-law, 
and grandchildren. 
Jaime Cojac is a tour 
director for Tauck, 

a nearly century-old family-owned travel company. Amy 
Cojac Andrews writes informational articles about traveling 
with children for various travel magazines, and she and her 
husband, Marc, are the parents of  Ayla, 15, and Ethan, 13.
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Member News
Salem One Announces  
Keiger Acquisition  
Salem One, Winston Salem, 
announced at the end of January 
that Keiger Graphic Communications 
will become part of Salem One. Keiger, 
founded in 1943, is an established and well-known Printer 
in the Triad business community. 

The two companies have worked together as friendly 
competitors for years, with similar innovative, client 
success focused reputations. This focus on delivering 
strategic value to trusted client partnerships makes the 
combination a natural fit.

“Our companies and ownership have known each other 
for almost four decades,” said Phil Kelley, Jr., President 
and CEO of Salem One. “We are pleased to add the 
Keiger family legacy of dependability and client-focused 
service to the Salem One organization, as we bring 
the strengths of Direct Marketing, Packaging, Print 
and Logistic strategic solutions to long time Keiger 
relationships.” 

This addition, along with positive organic growth, 
continues Salem One’s story as the largest independently-
owned, print-based Corporate Communication company 
headquartered in North and South Carolina, and one of 
the largest in the Southeast.  

“Keiger will operate as a division of Salem One as we 
ensure seamless integration for clients,” said Keiger 
President Louis Crockett, “We know our clients will quickly 
enjoy the tremendous major advantages we will bring to 
their needs through this corporate combination.  We are 
also delighted to know that the over 76 years of hard work 
and service that has been associated with Keiger from our 
founding will live on through this combination.”

Heidelberg’s PMC Atlanta Hosts  
Over 1,000 Visitors in 2019  
Heidelberg’s Print Media Center Atlanta (PMC Atlanta) 
educated, trained, and supported nearly 1,000 printers 
through events, trainings, and demonstrations in 2019. 
PMC Atlanta is home to Heidelberg’s North American 
headquarters and is the largest print demonstration 
center outside of Heidelberg, Germany. PMC Atlanta has 
partnered with and attracted customers worldwide — 
focusing particularly on North America. 

In the past year, Heidelberg North America has held four open 
houses with over 100 customers at each event. Each open 
house has highlighted a particular theme, whether that be 
commercial, packaging or label, while still giving customers 
the resources to see new equipment at each event. 

The main focus of all events has been to showcase how 
Heidelberg’s workflow, equipment, products, and services 
all work together to give customers an efficient solution for 
their business. 

“Here at Print Media Center Atlanta, we strive to show our 
customers how they can make their own print shops more 
productive and efficient,” Errol Moebius, Director of PMC 
Atlanta, said. “We want customers to leave our events 
with a complete understanding of the Heidelberg portfolio 
along with our data collection to promote Smart Business 
Intelligence (BI).”

PMC Atlanta welcomes and encourages the next 
generation of printers and designers by opening its 
doors to university tours as well as facilitating SkillsUSA 
competitions and trainings for print students. 
“From industry professionals to aspiring printers, PMC 
Atlanta is the perfect place to network, learn about new 
technologies, give demonstrations, and train future print 
industry professionals. We are very glad that we are able 
to host and assist printers and graphic art students at all 
stages of their careers under one roof,” said Felix Mueller, 
President of Heidelberg Americas.

Another popular activity at PMC Atlanta is one-on-one 
customer demonstrations. Each week, customers visit 
PMC Atlanta for demonstrations either in person or 
remotely, via streaming services. Equipped with industry-
leading demonstrators, over 10 machines from prepress 
to press to finishing, and various technologies, Heidelberg 
can showcase their offerings — whether it is an intimate 
custom demonstration or a free webinar open to the public. 

PMC Atlanta also offers several training classes to  
help operators understand the technologies of  
Heidelberg equipment. 

“In order for Heidelberg to continue to be successful, we 
need our customers to be successful as well. Training 
helps our customers fully understand the capabilities of 
our equipment and helps them reach peak productivity 
quicker,” Moebius said.

PMC Atlanta consistently rotates equipment as it 
becomes available. Whether it’s workflow or platemaking, 
offset or digital machines, commercial postpress, 
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Condolences
To the family and friends of H. R. Wurst, PICA Foundation 
trustee and former owner of Henry Wurst in Apex, NC.

postpress packaging, or narrow web label presses, PMC 
Atlanta is always highlighting the latest technology to 
serve all print shops. 

“Our customers continue to revisit PMC Atlanta because 
of our updated equipment,” said Moebius. “We also make 
sure we have equipment in-house for all print shop sizes 
and job requirements — always something for printers to 
see here at Heidelberg!”

General Formulations 
Announces NFD 
Solutions  
General Formulations is 
proud to announce our NFD 
(Narrow Format Digital) 
solutions. We offer a complete line of pressure sensitive 
vinyls, including matte white in 3.4 mil, 6.0 semi rigid, 
clear vinyls, (in both matte and gloss) from 3.0 to 6.0 semi 
rigid with adhesive systems to cover many applications 
including walls, windows, floors, counters, low surface 
energy and more. We also offer 7.0 mil. clear and white 
static cling. These products are designed for HP Indigo 
and production digital toner presses. For more information, 
please contact General Formulations at (800) 253-3664 or 
Pryor French, Regional Sales Manager at (803) 984-0271.

PIA Offers Leadership 
Skills Course  
PIA’s iLearning Center 
recently unveiled a new 
Leadership Skills for New 
Supervisors course. It’s 
designed to help new 
supervisors transition from a production contributor 
to leader by honing skills such as directing, sharing, 
teaching, training and mentoring. Developed by 
leadership trainer and mentor Jamie V. Parker, the course 
goes beyond leadership theory to teach users specific 
skills and tactics that will help them engage with team 
members to work toward organizational goals.

Course objectives include:
• How to approach leadership in a way that builds 

relationships and inspires commitment
• The five points of impact listening to create more trust, 

engagement, and team member effort
• The effective feedback formula for getting more of the 

right behaviors consistently
• The anatomy of good coaching questions that develop 

a team’s decision-making and problem-solving abilities
• How to advance leadership skills and get the very best 

out of team members

The course is just $99 for PIA members and $199  
for non-members. For more information, visit  
www.printing.org/leadership or contact Joe Marin, Vice 
President of Education & Training at jmarin@printing.org.

Raney Appointed VP of 
Product Management for 
Heidelberg  
Chris Raney was recently 
appointed Vice President 
of Product Management 
for Heidelberg’s Postpress 
Commercial and Packaging 
division. Raney comes on board 
after Jörg Dähnhardt, who held 
this role previously, was promoted 
to Worldwide Head of Postpress 
Products and Markets for Heidelberger Druckmaschinen 
AG in Wiesloch, Germany. 
 
With over 25 years of global print industry experience, 
Raney worked for Heidelberg previously – serving as Vice 
President of Postpress Packaging in the US from 2011-
2015. From 2015, Raney acted as President of Baumer hhs 
in the US and Canada.
 
In his new role, Raney is responsible for US sales of 
Heidelberg’s extensive postpress commercial and 
postpress packaging portfolio, which includes Stahlfolders, 
POLAR cutters, and MK die cutters and folder-gluers.
 
Raney reports directly to Felix Mueller, President of 
Heidelberg Americas, who said, “We are excited for Jörg’s 
opportunity to return to Germany and expand his role on 
the global level. At the same time, we are very happy to 
have Chris rejoin Heidelberg. With his extensive industry 
knowledge and previous experience with Heidelberg, there 
is no doubt he will hit the ground running – ready to support 
our customers and team.”

“Jörg was able to successfully grow the postpress and 
packaging business in the US every year he was in this 
role,” Raney said.  “I am eager to pick up where he left off 
and continue the great success of this dynamic product 
range.” 

 “It is bittersweet leaving the US after 20 years, but I am 
excited to help grow Heidelberg’s postpress products 
worldwide,” Dähnhardt said. “Chris is the perfect fit to take 
over my former role, and I am confident that he will do a great 
job supporting our sales team and customers in the US.”
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