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PICA Fall Conference:  
Amplify the Power of Print
We’ve all been feeling a little muted by the events of 
the past year and a half. For most of us, it feels like 
everything has been on hold for a LONG time.

We’re excited to announce that the 2021 PICA 
Fall Management Conference will be held in 
person, November 12-14 at the Springhill Suites 
in downtown Greenville, South Carolina. 

The time has come to Amplify the Power of 
Print! and the Conference Committee has 
gathered great speakers to enhance the conference  
experience and help you Tune It up, Turn It Up and Turn It Loose!

Don’t miss this opportunity to learn from:

• Peter Muir, President, Bizucate

• Kelly Mallozzi, President, SuccessInPrint

• Dr. Kent Wessinger, author and co-founder of Generational Forces

• Dr. Ralph Williams, Associate Professor, Jones College of Business, Middle 
Tennessee State

• Dr. Carl Blue, Associate Professor, Department of Graphic Communications 
in the College of Business, Clemson University

• Dr. George Glisan, Distinguished Professor of Graphic Communications 
Management (GCM) at Appalachian State University Continued on Page 3
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We are rolling now! Last issue, I challenged you all, Let’s 
show the world how we can use the available media, 
technology and our dedication to light up the world we 
live in with color and tangible marketing strategies. I 
do hope that you have accepted this challenge, and have 
thought about ways you have been the partner your 
customers need to assist their customers. We are looking for 
a few good stories, so be looking in your mail boxes for our request. 

Our goal is to put together a drip campaign and provide 
materials that ALL our members can use to come on 
board and be an integral part of promoting Print. I’d 
like to see business leaders using their local Chambers 
of Commerce, and I encourage each of you to extend 
yourselves to provide print programming to share with 
Chamber members. I am sure you all will agree that when 
we show what we do and how we can help, it prompts 
others to think, “I could use that same solution!”

Our Executive Board, along with Phil Kelley from the 
PICA Foundation, have met and reached out to our 
wonderful Print media vendors with a trackable email and 
video, encouraging their companies to come on board 
with content that will help us share about Print and all its 
strengths. To date, we have a 20% open rate and 98% sign 
up. I’d say that is interest, wouldn’t you?!

With our Committee’s support, PICA has:

• Invested in Sharp Spring, a cloud-based marketing tool 
to track our digital and print communications. 

• Rejoined Two Sides North America to support their 
mission and access their data for campaign content.

• Joined Carolinas Association of Chamber of 
Commerce Executives (CACCE) to build a bigger 
platform to reach the Chamber Executives in North 
and South Carolina. (When we get this campaign down 

and have the data to back it up, I have a contact that 
says she’ll help us go NATIONAL.)

• PICA President Jeff Stoudt met with other affiliate 
presidents and shared our plan to promote Print. He is 
also following other national campaigns for ideas that 
will serve our purposes.

• Received general estimates for the use of billboards in 
tandem with our campaign. 

My plan is to have our campaign name and tools in place 
so we can share it with you at the PICA Fall Conference. 
So, be sure to be there for the unveiling!

And speaking of the Fall Conference, you’d better get 
ready to AMPLIFY THE POWER OF PRINT! We’ve 
got experts standing by to help you Tune It Up, Turn It 
Up and Turn It Loose!  

I believe in you and our organization. Let’s make sure 
the world has GOT PRINT – and not just MILK. Can we 
count on you?

Blessings till next time,

Chairwoman’s Letter
LOOK OUT WORLD, HERE WE COME!

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.

Lydia J. Morgan
PICA Chairwoman
Morgan Printers
lmorgan@morganprinters.com
(252) 355-5588
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We hope you’ll join us, as this is the only conference we will have this year. We’re ready to 
help you Amplify the Power of Print!

Tune It Up Identify the spots in your business where you’re  
   a little off key and get them back on track.

Turn It Up  Crank up your efforts to connect with and  
   serve your client base, and bring in new clients.

Turn It Loose  Launch your sales and marketing efforts  
   and watch the money flow.

Now is the ideal time for printers, trade shops, suppliers, and consultants to come 
together for a weekend to network, learn, share and succeed! There’s still plenty of time to 
book your room at the SpringHill Suites, downtown Greenville, which is surrounded by 
great shopping and gorgeous scenery. Look for details in your mailbox in early September.

See you in Greenville!

Fall Conference (Continued from Page 1)     
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PICA is excited to 
announce a new 
Member Benefit! 

We have partnered with Mailers Hub, the United 
States’ leading resource for mail and postal related  
news, analysis, consulting, and education, serving 
commercial mail, print, fulfillment service providers, 
and in-plant mailing operations. This allows us to offer  
you the following benefits:

• Webinars – Topical webinars keep mail and postal 
departments well-informed.
• Webinar held the 3rd Tuesday of every month
• Free to PICA members – contact  

cjepps@picanet.org to register

• The HotLine – Immediate telephone or email access 
to get mail and postal related guidance.
• PICA Members can contact Mailers Hub directly
• Simple questions addressed free of charge,  

or consulting opportunities provided for  
complex issues

• Monthly Newsletter Summary – A summary of the 
full Mailers Hub Newsletter is provided monthly.

• Content includes rate charts, USPS performance 
updates, and regulatory news

• FREE to PICA members

• Community Forum – A “listserv” to post questions 
to mail and postal experts

• PICA Staff can query the listserv for PICA 
members and relay relevant content

• Representation at the Mailers’ Technical Advisory 
Committee (MTAC) – The industry’s primary  
voice in the regulation and governance of mailing 
and the USPS.

• Our MTAC membership provides direct  
updates and analysis that will be shared with  
PICA Members

PICA MEMBERS are also invited to subscribe directly 
to Mailers Hub, which comes with the following 
additional benefits:

• Discounted fee – Affiliate members may subscribe at 
a 20% discount to receive all Mailers Hub benefits

• Complete Monthly Newsletter – 8 to 10-page 
newsletter offers in-depth analysis on mail and postal 
regulations, policies, technologies, and news.

• Scorecard Monitoring – Analysis and feedback 
regarding company’s USPS Scorecard, evaluating the 
data and providing alerts to potential problems. 

• Legal Advisors – Up to one hour of free legal  
counsel with Brann & Isaacson, postal and  
mailing specialists. 

• Community Forum – A “listserv” to post questions 
to industry experts and get immediate feedback. 

• Expert Consulting Services – Discounted consulting 
by experienced veterans on improvements from 
design to production to postal compliance. 

Through our affiliation with Mailers Hub, who is the 
leading provider of self-paced and in-person Postal and 
Mail Certification Programs, we are now able to offer 
the following to PICA members at significant discounts:

• Online video self-paced, Postal & Mail  
Certification Program

• Remote, LIVE Postal & Mail Certification Program

• In-person, LIVE Postal & Mail Certification Program

To find out how Mailers Hub can work for your 
business, contact PICA President Jeff Stoudt at 
jstoudt@picanet.org, or (704) 357-1150. To  
subscribe directly to Mailers Hub, contact  
Mailers Hub Managing Director Leo Raymond at 
lraymond@mailershub.com or (703) 624-3761.

Mailer’s Hub



5September/October 2021

Classic Veteran Shares Internship Insights

As we move into another school year, printing companies will be 
looking for additional talent to work into their existing staff, and 
Graphic Communications students will be working to lock in 
internships for the coming year.

PICA President Jeff Stoudt believes internships are incredibly 
valuable for both the employer and the intern. Internships allow 
the student to see where they fit in the bigger industry picture 
and can either validate or negate the decision to go a specific 
direction. Interns usually gain confidence from putting their 
skills to use in real-world situations, and exposure to new skills 
makes them more employable. Internships also allow them to 
begin building a network of industry contacts that they can rely 
on throughout their career.

“It’s a win-win situation for the student and the employer. The 
student gets to experience working in a company, doing a job, 
for a fixed period of time,” Stoudt said. “The employer gets to 
observe a potential job candidate and how they perform, again 
for a fixed period of time. So, there’s really very little risk on 
behalf of the student and the employer.” 

Stoudt asked Teresa Jaynes who, over the course of nearly two 
decades at Classic, hired 48 interns (and many other people 
who were introduced at intern/employer days) into long-term 
employment, to share her thoughts on finding quality interns 
and creating positive outcomes. Jaynes, recently retired, still 
has conversations with Industry peers about the importance 
of interns and the contributions that they make.  Often 
the discussion becomes about how to attract interns, set-up 
internships, and hire interns as long-term employees.

“Developing an internship program takes commitment and 
consistency,” Jaynes said. “It takes creating a vision for the 
company, existing employees, educators, and students.  Everyone 
must understand the objectives, assignments and accountability.  
Great internship experiences for employers and students 
require a good plan, well communicated objectives and hands-
on guidance. Those plans need to be evaluated on an ongoing 
basis during the internship.  A company must have existing 
employees who are willing to take ownership of mentoring 
interns.  Intern work experience/exposure can vary greatly. It 
is our job to provide opportunities for them to see and achieve 
their potential. It is a discovery process on both sides.”

“There is nothing more powerful than word of mouth, especially 
among students. Professors are also great influencers. The more 
that a company can market their program through live examples 
of intern success, the more their company will become a top 
choice among students.  Use your resources to highlight terrific 
experiences. Involve interns in doing this.  Show engaging 
environments, relevant technology, intriguing equipment, and 
the top brands that you serve.  These will grab attention and 
generate interest.  Show that young people are important to 
your company culture.  Intern and young employee testimonials 
are powerful.  They need to be real words and real people - not 
scripted. PICA members often have powerful video messages as 
part of their websites or social media programs.” 

Jaynes said networking with professors and teaching staff is 
also critical to understanding the focus of their majors, and 
finding the right interns for your company. Offering facility 
tours, lectures and training are great ways to engage professors. 
Participating in PICA events and spending one-on-one time with 
these professionals is a great way to understand which schools 
(university, technical schools, community colleges) are a match 
for your company culture and the internships that you offer.  

Jaynes recommended that employers plan for and attend 
employer/intern days, participate in co-op programs, engage in 
job fairs, offer tours and speak to classes.  Find ways to serve the 
schools. These are great ways to establish wide connections and 
show students possibilities they may not have been aware of. 
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College Internships Provide Win-Win Career

“For our recruiting team, student conversations were not so 
much about print knowledge– these were conversations about 
what students had done, what they liked doing and why, and 
what they wanted to do.  It was also about opening their eyes 
to the wide variety of positions in our industry and discussing 
the critical importance of those positions to the overall success 
of the company.  Most students simply don’t have exposure to 
the possibilities. Often when asked what they want to do, they 
give simple answers for lack of exposure,” Jaynes said.  “Student 
conversations should be filled with real conversations and then 
followed by giveaways that will keep your brand top of mind.”

She said it’s important to put thought into how you end the 
conversation, because this makes an impression.

“At Classic, we often had current interns create school branded 
giveaways for student events.  Years later, we would hear stories 
of how someone still had their journal book, frisbee, blanket, 
scarf, etc.  Your brand stays top of mind with students long 
after an intern/employer day is over.  Attending these events 
is no different than selling. Treat the student (client) well – 
make them feel important – and they remember it.  We had 
great success from this that resulted in long-term relationships, 
both employees and clients. Interns made our company more 
successful.”

According to Jaynes, the best internships happen when there 
are opportunities to plug students into roles that really matter. 
One way to do this is to get a wish list from your staff on projects 
they’d like to do, but just don’t have the time to complete. Think 
of programs or processes that you are beta testing, upcoming 
events that you are hosting, or  client support roles. 

“Make sure that Internships are really interesting. Involve 
students in things where they make a contribution and interact 
with Staff, Clients, Suppliers and others. They should get a 
full view from graphics processes to business meetings,” Jaynes 
said. “Internships are not filing, answering the phone, being 
a machine helper, filling a position that no one wants.  While 
there are days that all of us do this, it should not be the only 
thing one does. Make the projects meaningful.”  

Treating interns like actual employees is one of the keys to 
creating valuable, real-world internship experiences that will help 
determine their future paths.

“Recruit the best, assign them a real job and treat them like real 
employees. Be honest.  Support them.  Thoroughly talk through 
experiences good or bad.  During 23 years and 142 interns, we 
had four interns who expressed that the field was not at all what 
they expected or wanted to do.  We found a way to make their 
time valuable. We terminated the intern relationship with two 
of them, and this was after much conversation with the interns 
and with the full support of their professors,” Jaynes said. 
“Always look for students who have worked fast food, wait staff, 
car wash, retail sales – part-time jobs that have forced students to 
interact with people. They know how to think on their feet, take 
ownership and make decisions.  Chances are, they have dealt 
with difficult situations and conflict. Those students will always 
do best. We interviewed a young woman who had worked 
her way through school. Her job during her senior year was 
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 Opportunities for Students and Employers

managing a nationally based retail store. She fully understood a 
work environment.” 

Jaynes said it’s essential that the person doing the recruiting has 
either successfully completed or managed internships and has 
perspective on both sides of the process.

“Before PICA, I had managed interns in a different setting.  I 
changed careers.  At PICA, I started as an intern. I owe it all to 
that internship and the support of the PICA Staff.  It launched 
an unbelievable career. The person that I reported to had done 
multiple internships, which made him a great mentor. Thank 
you, Tom Brennan.”

“The recruiter needs to be someone with energetic, genuine, 
interest in students – not someone expounding about the 
greatness of the company.  Representatives should be mindful 
of not creating barriers,” she said. “Step out from behind the 

table, shake hands, make eye contact and demonstrate genuine 
interest. Most students are nervous. Approachability is key. 
Laugh, smile and be real. Make the students comfortable. There 
are people who are naturally great at this.”

Jaynes also suggests that, in addition to paying interns, 
companies share perks like event tickets, free meal gift cards, free 
car washes, cool city tours, etc.

“For many students this is a luxury and demonstrates the 
support of the company,” Jaynes said. “It makes the internship 
experience memorable. It is a distinguishing factor.”

Most importantly, have a great story.

“The graphics companies in NC and SC are outstanding. The 
‘products’ that you produce and how you tell that story makes a 
difference. If your strengths are being a privately held company 
with size and scale, sell it. If you are a small company where 
students will do everything, sell it.  If you are a large corporate 
setting with vast career and location possibilities, sell it. Classic 
competed with locations all over the nation,” Jaynes said. “NC 
and SC offer so much – sell your location.  Think of what your 
area offers in terms of entertainment and activity.  Use these 
things as a visual backdrop and in conversations at student 
events. It’s so important to create a well-crafted message that 
college students can relate to. Students get excited about their 
roles. They are excited about the impact that they can make, the 
technology that they can experience, and their interactions with 
talented co-workers. They want to tell/show parents and friends 
what they are doing. Real work builds self-esteem and provides 
motivation. It says they are worthy.”

Teresa Jaynes joined Classic in 1997, after spending time with 
both NAPCO and PICA. A devotee to our industry’s well-
being, Teresa has spent time as a board member of Appalachian 
State’s GAIT Advisory Board, Chowan University’s Graphic 
Communication Advisory Board, and as one of the most active 
company leaders in Clemson’s Graphic Communications 
Internship Program. Through these connections and Teresa’s 
keen eye for talent, interns became part of the Classic culture 
and became full-time employees more often than not.

Want to learn more about creating great internships? Dr. George Glisan and Dr. Carl Blue will be sharing their expertise on 
attracting the right interns at the PICA Fall Management Conference, Nov. 12-14, in Greenville, SC. 



SAVE THE DATE
10th Annual PICA Foundation Golf Classic

Wednesday, October 20, 2021

Olde Sycamore Golf Plantation
7500 Olde Sycamore Drive

Mint Hill, NC 28227
www.oldesycamoregolf.com

The PICA Foundation is a 501(c)3 non-profit organization. Over the past 35 years, the PICA Foundation has proudly awarded 
more than $690,000 in scholarships to Graphic Communications students at select colleges across the Carolinas.

DON’T MISS OUT!
CALL PICA AT  

(704) 357-1150 OR
(800) 849-7422 TO 
REGISTER TODAY.

ENJOY A FUN AFTERNOON OF GOLF AND  
PRIZES, NETWORK WITH PEERS, AND SUPPORT  
THE FUTURE OF THE PRINTING INDUSTRY.

Tournament Details
• $500 per foursome OR $150 per player
• 12:00 p.m. Shotgun Start
• Captain’s Choice
• Practice greens and driving range available

Proceeds will fund PICA Foundation programs and scholarships in the Carolinas, including:
• Community college scholarships for Graphic Communications students
• Career Day events at Appalachian State and Chowan Universities.
• Graphic Communications Awards Program at Clemson
• Continuing education for Graphic Communications teachers through the Print Force  
   Immersion program
• Internship scholarships

8 Scanner
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“The yearbook business is all about getting in and out of 
makereadies as quickly as possible and producing a huge 
number of jobs every day,” said Vice President of Global 
Operations, Paul Dowden. “We need technology flexible 
enough for easy makereadies but well-built for high volumes.”

Based on the data that Heidelberg collects from its  
connected presses, Jostens produces more makereadies 
each day than any other press in the world. “With our previous 
presses, we could get 130–150 jobs completed in 12 hours. 
With the XL 106, our original goal was 180, but we’re achieving 
220 makereadies in a single shift,” said Wayne Davidson, 
Yearbook Manufacturing Manager.

Two Sides North America is 
pleased to welcome PICA  
as its newest member. 

Headquartered in Charlotte, NC, PICA 
is the regional graphics trade association 
serving the commercial printing, digital, 
wide format, mailing and packaging industries in 
North and South Carolina. The association provides 
educational programs, networking opportunities, buying 
power programs and conferences geared toward the 
printing industry.

Member News

Salem One Announces  
Conley as GM   
Salem One is pleased to announce  
the promotion of Joe Conley to  
the corporate leadership position  
of General Manager.

Joe has been with Salem One for 18 years following a 
decade within the display and packaging segment of 
the printing industry.  He is a graduate of Appalachian 
State University’s Printing Production Management 
program, and is currently serving on both the Chowan 
University and Printing Industry of the Carolinas advisory 
boards.  “Joe has been a transformational leader for 
Salem One throughout the major initiatives that have 
been lifting Salem to new heights over the past decade.  
We have sizable plans ahead for continued growth and 
this promotion will provide the leadership necessary to 
ensure success.  On a personal level, it is also with great 
appreciation and trust to recognize Joe’s consistent 
commitment in pursuing Simply the Best, each and 
every day, within our organization,” said Phil Kelley, Jr, 
President and CEO of Salem One.

PHS Launches Online Storefront 
Paper Handling Solutions will go live to the public late this 
Summer or early Fall. The storefront will allow customers 
the ease of online ordering with the added flexibility of 
being able to place an order anywhere at any time. 

The platform will begin by offering access to over 800 
supply items. PHS intends to eventually expand these 
offerings by including small equipment options as 
well. The storefront is currently in testing stages with 
customers, but it will be open to all PHS customers soon. 

Contact PHS at (770) 955-3770 or at sales@phsg2.com for 
more information about the launch of the storefront. You 
can also visit website at paperhandlingsolutions.com and 
can find on Facebook, LinkedIn, and Instagram. 

Jostens Selects Heidelberg as Strategic Partner 
Jostens produces nearly 20,000,000 yearbooks and 
commercial publications each year for the K–12 and 
college education markets. With an average press 
run of only 400 sheets, Jostens needs technology 
robust enough to handle the world record number of 
makereadies required each day to produce such a high 
volume of books. Ultimately selecting Heidelberg as its 
strategic partner for the future, the company recently 
installed a Speedmaster XL 75-5+L with Anicolor 
technology and two Speedmaster XL 106-8Ps with  
Push-to-Stop technology – all controlled by a dynamic 
Prinect workflow solution.

Condolences
To the family and friends of Michael Leland 
Little, Electric City Printing, who passed away 
on  June 18, 2021. Mike was PICA Chairman 
of the Board in 1988, and has served the PICA 
Foundation faithfully since 1989. He was also a 
Member of the Ben Franklin Honor Society, the 
highest honor given to US Printers, and served 
as President of that organization in 2014.

New Member
Ad Resources • Durham, NC • Nate Keegan
(919) 384-7904 • Nate@adresourcesinc.com

Since 2005, Ad Resources has been providing design,  
print, mailing and promotional marketing solutions for  
big name brands, small local businesses and individuals.

To the family of Candy B. Krusa, who passed away  
on April 6, 2021. Candy was the widow of PICA  
Foundation Trustee Peter Krusa.
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In an attempt to reduce costs, many banks, utilities, 
telecoms and other service providers are switching 
consumers from paper to electronic bills and 
statements, often without their consent, and some 
are now charging fees to receive paper statements. 
Others are urging their customers to switch from 
paper to digital communication because “it’s 
better for the environment.” But a recent survey 
commissioned by Two Sides North America and 
conducted by international research firm Toluna 
found that consumers want the freedom to choose 
how they receive important communications from 
the companies they do business with, and they are 
wise to cost-cutting efforts disguised as concern for 
the environment.

The Right to Choose

The Two Sides survey showed that 78% of  
U.S. consumers believe they should have the 
right to choose how they receive important 
communications from their service providers,  
on paper or electronically, and 67% believe they 
should not be charged more for choosing a paper 
bill or statement.

While using the internet can be a quick and 
convenient way to transact business, companies 
that default customers to electronic communication 
put at risk many Americans who do not have 
broadband access or have difficulty using the 
internet. Particularly at risk are people in rural 
areas, older people and those living with handicaps 
or on low incomes. According to a 2021 study by 
BroadbandNow, some 42 million Americans do not 
have broadband internet access.

Companies that force consumers to go paperless 
also face risks of their own. More than four in 
10 consumers (41%) said they would consider 
switching to an alternate provider if their current 
one forced them to go paperless.

 
 

Digital Communication is Not Always Preferred

The survey showed that 64% of consumers 
are increasingly concerned that their personal 
information held electronically is at risk of being 
hacked, stolen, lost or damaged. Those over age 65 
are most concerned (70%), but more than half of 
18- to 24-year-olds (52%) have the same worry.

While internet use is practical and convenient for 
many, electronic communication also comes with 
undeniable challenges, including issues associated 
with overuse. The survey revealed that American 
consumers believe that “switching off” is more 
important than ever, with more than half (52%) 
saying they spend too much time on digital devices. 
The same percentage is concerned that the overuse 
of electronic devices could be damaging to their 
health, causing issues such as eye strain, headaches 
and sleep deprivation.

It’s also important to note that switching  
from paper to electronic delivery of bills and 
statements is not really “paperless,” since 64% 
of consumers say they regularly print out copies 
of such documents. 53% find paper bills and 
statements better than electronic bills and 
statements for recordkeeping.

Which is Better, Print on Paper  
or Digital Communication?

“The simple answer is that both have important 
uses and benefits that consumers value,” says  
Two Sides North America President Kathi Rowzie. 
“The question should not be which one is better, 
but which is best suited for each individual’s  
needs. It’s vitally important that all consumers  
have the right to choose how they receive  
important communications from their service 
providers – free of charge – to assure that those  
who are unwilling or unable to access the internet 
are not disadvantaged.”

 

Paper or Digital Communication: New Two Sides 



The Facts About Greenwashing

It has become commonplace for companies 
to encourage their customers to switch from 
paper to electronic bills and statements with 
claims that going paperless is “green” or “helps 
the environment.” These types of broad, 
unsubstantiated environmental claims, known as 
greenwashing, are not only misleading, but also 
are unacceptable under established environmental 
marketing standards such as the U.S. Federal 
Trade Commission’s (FTC) Green Guides and the 
International Organization for Standardization 
(ISO) 14021 standard.

“Statements like ‘Go Green, Go Paperless’ are not 
backed by sound science and fail to recognize the 
vast and growing negative environmental impacts 
of electronic communication,” Rowzie says. “These 
misleading claims may also damage consumers’ 
perceptions of paper and put at risk the livelihoods 
of more than 7 million people in the U.S. print, 
paper and mail sector.”

However, not all U.S. consumers are fooled by 
corporate greenwashing claims, and the use of such 
claims may distract from a company’s legitimate 
environmental initiatives and damage their 
corporate reputations. The survey showed that 
nearly six in 10 (57%) consumers said that when a 
service provider wants to switch them from paper to 
electronic communication saying it’s “better for the 
environment,” they know the company is really just 
trying to cut costs.

Two Sides continues to actively challenge major 
companies and other large organizations that  
make misleading environmental claims about  
paper products. For more information about the 
Two Sides Anti-Greenwashing Campaign, visit  
www.twosidesna.org/anti-greenwash-campaign/.

About the survey

The survey queried a representative sample of 1,000 
adults aged 18 and older across the United States.

For more information, please contact Kathi 
Rowzie, President, Two Sides North America, 
Inc., at (937) 999-7729 or info@twosidesna.org. 
Two Sides North America is an independent, non-
profit organization that promotes the sustainability 
of print, paper and paper-based packaging, and 
dispels common environmental misconceptions 
about paper products. They are part of the Two 
Sides global network which operates across North 
America, South  America, Europe, Australia and 
South Africa.

Survey Shows Consumers Want the Right to Choose
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TO DO 
 ❑ Sign Up for PICA Fall Conference

 ❑ Promote Print

 ❑ Check Out Mailers Hub

 ❑ Schedule Internship Interviews

 ❑ Round Up PICA Foundation  
Golf Classic Team

 ❑ Send Company News to  
cjepps@picanet.org
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PICAStaff
Chairwoman of the Board
Lydia Morgan
lmorgan@morganprinters.com

Foundation President
Barry Long  
barry@inprimosolutions.com 

President
Jeff Stoudt ■ jstoudt@picanet.org

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

Administrative Director
Debbie Wesoly  ■  dwesoly@picanet.org
 
Editor
Jennifer Gaston ■ (704) 724-4249 
Jennifer@writesandedits.com

Designer
Katie 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:  
Performance Print Services
Paper: Lindenmeyr Munroe
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PO Box 19488 • Charlotte, NC 28219

2021-22 Platinum Sponsors: 

December 2021
24-27:   PICA Offices Closed  

for Christmas 

January 2022
14:   PICA Awards Entry Deadline

19:   Student Awards Judging

28-30: Industry Awards Judging

April 2022
2:   55th Annual PICA Awards 
 Hilton Charlotte Airport

September 2021

6:   PICA Offices Closed  
for Labor Day 

October 2021
20:   PICA Foundation Golf Classic 
 Olde Sycamore

November 2021
3:   Is Inkjet Revolutionary or 

Evolutionary? 
 Webinar 12:30-1:00PM

12-14:   PICA Fall Conference
 SpringHill Suites (Downtown)
 Greenville, SC

25-26:   PICA Offices Closed  
for Thanksgiving


