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important dates and entry information. 
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INFOGRAPHIC: 
WEDDINGS & PRINTING

Q&A: DANIEL DEJAN,  
JUDGE, PREMIER PRINT AWARDS

VISUAL COLOR  
ASSESSMENT

PIA UNVEILS NEW  
PROFIT BOOSTER PROGRAM

FUTURE FORWARD NETWORKING:  
DEVELOPING RELATIONSHIPS  
TO SUPPORT YOUR CAREER

www.printing.org/iLearning

*eLearningIndustry.com

Coming Soon!

PIA’s Center for Print Economics & Management’s new Performance Ratios— 

Key Analytics for Printing Industry Management 

For accurate, up-to-date economic and market research information, visit 
www.printing.org/economics

iLearning Center training courses are:
Easily accessible ◉ Relevant ◉ Free to PIA printer members

Register today! 
Customize your learning experience and choose from  
a growing line of expert-developed courses.

EXPLORE THE iLEARNING CENTER

 24/7 online access
  
 Streamlined platform of key operational analytics for print management
  
 Interactive visual dashboard to benchmark your organization with  
 printers of similar size, processes, regions, and print market segments
  
 Easy-to-understand formats and charts to quickly determine your  
 performance compared to profit-leading peers

MARKETING AND DATA
Planning Your Company’s LinkedIn Presence
Building a Data Plan for Variable Data 
Data Demo: Making it Relevant
SEO Basics*

LEAN AND CI
Introduction to Lean Manufacturing
Seven Basic Tools for Process Improvement
Visual Management and Kanbans

SALES
Customer Service Professional Certification*
Power Selling
The Basics of Prospecting*

COLOR MANAGEMENT
Color Management Fundamentals*
UCR and GCR for Color Separation*

ORIENTATION
Orientation to the Graphic Arts

PRODUCTION
Creating PDFs for Print Production*
Sheetfed Offset Lithographic Press*
Color Accurate Soft Proofing*
Photoshop for Prepress
Illustrator for Prepress* 
Adobe Lightroom
Preparing Files for Digital Enhancement*
And many more!

*Recently Added Courses in 2018

Key Analytics for Printing Industry ManagementThe #1 factor Millennials consider when 
staring a new job is sufficient training.
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Figure 1

Example of an image with proper tone reproduction 
(top left) and poor tone reproduction (top right 
through bottom right).

Reproducing color accurately in 
print isn’t an option—it’s an ex-
pectation. It begins with capturing 
the image, typically followed by 
color adjustments and correction. 
Whether you’re a designer, prepress 

Visual Color Assessment

Joseph Marin • Vice President, Education and Training • Printing Industries of America

professional, or a press operator, vi-
sually assessing color to determine 
what adjustments need to be made 
to an image can be di cult for those 
who have never had formal color 
training. Successful visual color as-
sessment, following the three col-
or reproduction requirements as a 
guide, is the foundation for properly 
making accurate color adjustments.

Assumptions

Before we talk about visually assess-
ing color, a few assumptions have to 
be made. �e �rst assumption is 
that you’re not color de�cient, which 
can be easily veri�ed with one of the 
many color de�ciency tests avail-
able. �e second assumption is that 
you’re actually viewing color under 
controlled viewing conditions—like 

in a viewing booth or on a calibrated 
display. If you can check these two 
items o� of your list, you’re ready to 
properly assess color.

�ree Color  
Reproduction Requirements

�ere are three color reproduction 
requirements—three aspects of col-
or image reproduction—that must 
be considered for successful and 
accurate color reproduction: tone 
reproduction, gray balance, and se-
lective color correction. It’s also im-
portant to realize that if something 
is going to be wrong with an image 
from a color standpoint, it’s either 
going to be one of these things, two 
of them, or all three of them.

Step #1— 
Is the tone reproduction accurate? 

Tone reproduction is described as 
the relationship between the density 
of the original and the hal�one dot 
area of the reproduction. Another 
term that can be used to describe 
tone reproduction is contrast, or 
the lightness and darkness of an im-
age. Another way to look at this is to 
think of a black and white image. A 
black and white image only has one 
color, so tone reproduction would 
be the only consideration needed. If 
tone reproduction is inaccurate, the 
images will have a loss of detail in 
highlights or shadows or they may 
have poor contrast.

To correct for tone reproduction, you can use either the 
Levels or Curves tool in Photoshop. Adjust all three chan-
nels (RGB) to ensure proper contrast in the highlight, 
midtone, and shadow areas of the image.

 
 
Gray balance refers to using cyan, magenta, and yellow 
printing inks to produce neutral gray. If the neutrals with-
in an image are faithfully reproduced, then all of the other 
colors within the image will be reproduced accurately. To 
reproduce a neutral gray, dot sizes are manipulated using 
Photoshop in the cyan, magenta, and yellow separations. 
Poor color reproduction is typically a�ributed to gray bal-
ance, since the eye is much more sensitive to shi�s in col-
or versus shi�s in contrast. If gray balance is inaccurate, 
the images will have a color cast and could be too red, too 
magenta, too blue, and so on.

One way to quickly determine if an image has incorrect 
gray balance is to pinpoint neutral grays that may be con-
tained within the image. You’d be surprised at how many 
images have them. Force yourself away from looking at 
saturated color areas in the image—neutral grays will cast 
one way or another if the gray balance is inaccurate, and 
it’s very apparent.

To correct for gray balance, you can use either the Levels 
or Curves tool in Photoshop. Based on the color cast of 
the image, adjust individual channels (R and/or G and/or 
B) to ensure proper color balance in the image.

Figure 2

Example of an image with proper gray balance (top left)  
and poor gray balance (top right through bottom right).

We’re at the 
forefront of 
CTP.  Are you?
Our latest platesetters are built for fast, accurate 
imaging. They’re compact, with new automation 
options that let you take on extra work without 
using any more space. And they can boost your 
sustainability: our newest KODAK TRENDSETTER and 
ACHIEVE Platesetters use up to 95% less power than 
similar imaging devices.

So if you’re running old CTP, you may be left behind. 
You may even be inviting costly downtime and 
security breaches.

Don’t worry: we’ll let you trade in that old 
machine – no matter who made it.  

You can see our latest innovations at 
kodak.com/go/CTP. 

Let’s take print further. Together.

©
 20

18, Kodak. Kodak and the Kodak logo are tradem
arks of Kodak.

*Restrictions apply.

Step #2—Is the gray balance accurate?



Step #3—Is selective color correction needed? 

Tone reproduction and gray balance need to be as-
sessed and adjusted before color correction. But even 
the most precise tone reproduction and gray balance 
cannot achieve accurate hue and realistic color satura-
tion if you don’t compensate for the inevitable imper-
fections in the cyan, magenta, and yellow inks used in 
print reproduction. �ese imperfections, plus the sub-
strate’s properties, will a�ect the reproduction of red, 
green, and blue hues.

Figure 3

Example of an image without color 
correction (top left and right) and 
with color correction (bottom). 

FEEL  
COLOR

This is print reimagined.

Experience perfect, infinite color, every print, 

with the AccurioPress C6100 with IQ-501 

Experience perfect, infinite color, every print, 

with the AccurioPress C6100 with IQ-501

Visit AccurioAnswers.com to learn more about our production
print solutions and how they can grow your business

©
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To compensate for these impurities, the Selective Col-
or tool in Photoshop can be used. �e advantage of 
this tool is that it will only a�ect the saturated colors 
within the image and won’t a�ect the neutrals. �e 
pull-down menu in the Selective Color pale�e will al-
low you to designate the color to be adjusted, while the 
cyan, magenta, yellow, and black sliders allow you to 
correct the selected color.

Summary

A methodical, consistent, step-by-step approach when 
assessing color images is key. Always look at tone re-
production �rst, gray balance second, and selective 
color correction third. Remember, the problem with 
the image could lie with any (or all) of these elements. 
Breaking the image down to the three color reproduc-
tion requirements for visual color assessment is the 
ideal method to get the very best results.

To learn more about assessing and correcting  
images, check out the Photoshop for Pre-
press course in Printing Industries of America’s  
iLearning Center at www.printing.org/ilearning.

More than 80% of technologies that receive an 

 
experience commercial success in the marketplace.

If your company’s technology is 
predicted to have a major impact 
on graphic communications and 
related industries, then we want 
YOU to enter the 2019 InterTech™ 
Technology Awards.

Visit printing.org/intertech to 
 enter and review all guidelines.
FINAL ENTRY DEADLINE: 

MAY 31, 2019
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BELOW: 
Jay Mandarino with pro skateboarder Tony 
Hawk (left), both speaking at a conference.

ABOVE: 
Teaching and certifying instructors from 
Brazil, Chile, Educador, and all over Peru.

MEMBER SPOTLIGHT 
CJ GRAPHICS INC

In order to �nance his education at York University, 
Mandarino launched the business in 1980 as a print 
brokerage �rm in the basement of his parent’s house. 
He met a friend at university, Jim (whose father was a 
printer and then a print broker), and he showed Man-
darino the ropes. While he was brokering, a client asked 
him not only to design layouts and business cards, but 
also wanted to pay him to have them printed. Manda-
rino interviewed di�erent printers and got the idea that 
he could de�nitely do this on his own.

“Printing has always been fascinating—coming up with 
a product that could be printed is a really cool concept,” 
says Mandarino. “Every job is di�erent and that works 
well with my ADHD—it keeps me busy.”

He grew the company large enough to move out of his 
parent’s basement and into a townhouse, where he used 
the basement for production, the �rst £oor for reception 
and meetings, and he lived on the third £oor, suble�ing 
the second bedroom to a friend to help pay the mortgage. 
�e business continued to grow into a 2,500-square-

foot building, a 5,600-square-foot building, then two 
buildings, three buildings, and now CJ Graphics Inc. 
is housed in a quarter-million-square-foot facility on 
eight acres with over 250 employees, making it one of 
the largest shops in North America. 

�e business o�ers lithography, screen printing, dig-
ital printing, large-format printing, traditional le�er-
press printing with hot foil and embossing, prepress, 
photo studio, signage and retail display, an art depart-
ment, proofreading, complete bindery, 3D printing, 
direct-mail services, prototype department, LED de-
partment, holographic displays and virtual greeters, 
digital laser die cu�ing, digital UV and foil, a magazine 
division, media  division, interactive solutions, CJ Drive 
custom online solution portals, ful�llment and logistics 
solutions, car and truck wrapping with drive in bays, 
printing museum, and the world’s largest indoor not-
for-pro�t climate-controlled skatepark, serving all kids 
in the community including at-risk youth and  those 
with special needs.

“People don’t want to deal with multiple 
vendors. They want one-stop solutions,”  
 —says Mandarino. 

Since day one of the company, Mandarino has stressed 
the importance of generating quality work, and it is no 
surprise as to why the company wins countless awards. 
To him, it’s about producing high-quality work; winning 
awards is just the icing on the cake. 

“I have always marketed the company as quality be-
cause I believe people will pay more for quality,” says 
Mandarino. “Or they will say, ‘�is is our budget, what 
can you do?’ and then, at least, you still have the oppor-
tunity on the work.”

Benjamin Franklin was one of the �rst printers in North 
America, and PIA’s Benny statue is a pre�y recognizable 
award for that reason alone. Mandarino says that the  

with Jay Mandarino, CEO & President   

Sarah Sudar 
Copywriter  

Printing Industries of America

To say that Jay Mandarino wears many 
hats would be an understatement. He’s the  
President and CEO of his own communi-
cations solutions business, speaker, author,  
volunteer, and skateboarder, just to name a few. 
He’s won a ton of accolades for his charitable work, 
and his company, CJ Graphics Inc., has received 
over 6,500 awards, making it the most award- 
winning printer in North and South America and 
one of the top in the world.
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CJ’s Skatepark

When Jay Mandarino was a child, he had a very di cult 
time reading and spelling. As a result of constant bully-
ing, he a�empted suicide at nine years old. A�er years of 
searching and never giving up, his parents found a doc-
tor who �nally diagnosed him with dyslexia and ADHD. 
His parents sold their house for him to a�end a special-
ized private school in the United States that had �ve stu-
dents per class. �ere he met his �rst best friend, Kevin, 
who introduced him to the sport of skateboarding. �ey 
are still best friends to this day. 

Mandarino fell in love with the individualized sport of 
skateboarding, practicing eight to nine hours a day. Once 
graduating school and moving back to Toronto to �nish 
grade 13, his passion for riding on four wheels became 
even more prevalent. He became famous for being the 
�rst person in the world to jump over a red Ferrari in 
1976 and later placed third in the Slalom competition 
and ��h for Freestyle in the 1979 Pepsi Canadian Skate-
boarding National Championships held at the CNE.

Skateboarding is not only one of his creative outlets, but 
a way he gives back to the community. In 2006, Man-
darino built two small half pipes in one of CJ Graphic’s 
warehouses as a prototype for teaching special needs kids 
on the weekends with friends and volunteers. Two years 
later, he opened CJ’s Skatepark, which is now the largest 
not-for-pro�t indoor climate-controlled skatepark in the 
world, serving all kids and youth, including those at-risk 
and with special needs. It’s over 50,000 square feet and 
is in the same facility as CJ Graphics. �e facility also in-
cludes a mezzanine viewing area overlooking the entire 
park, a business lounge, party rooms, a Sony PlayStation 
room, and a snack bar. 

“�e kids think skateboarding is about skating, but it’s a 
way to empower them, just like it did in my youth,” says 
Mandarino.

�e Skatepark is open to all and has specialized  
programs geared towards kids with autism and Down 
syndrome. Mandarino teaches every Saturday and tries 
to skate at least one night during the week.

Visit cjsskatepark.com for more information.

Premier Print Awards is one of the only competitions in the 
world that is truly international in scope, with entries from 
all over the world and a huge panel of  judges run by printers.  
 
“If you want to evolve yourself as a world class printer, 
you have to enter,” says Mandarino. “�e gala hosted 
by PIA and emceed by Michael Makin is similar to the 
Academy Awards of printing—it really doesn’t ma�er how 
many you win, but meeting with other great printers from 
around the world and sharing best practices is worth it all.” 
 
Mandarino and his team at CJ Graphics currently have 
47 Benny statues, and he says he’s eagerly trying to catch 
up to Bob Armstrong from Body of Work Studios in Aus-
tralia who has 100 Bennies. He hasn’t had a speci�c piece 
that’s won that’s been his favorite, but he is amazed by the 

cool and interesting work that his company is producing, 
even recently launching something into outer space.

“It’s very important to keep pushing the boundaries,” says 
Mandarino. 

In addition to winning more than a handful of Ben-
nies, Mandarino has been named Canada’s Printing 
Leader of the Year at the Canadian Printing Awards, 
Canada’s Printer of the Year by Graphic Month-
ly, and in 2005, Pro�t Magazine named CJ Graphics 
one of the 100 Most Pro�table Companies in Canada. 
 
Outside of the o ce, Mandarino serves on various 
boards, and his philanthropic work has received count-
less recognitions. He’s been awarded the Diamond Ju-
bilee Medal from Her Majesty Queen Elizabeth II, �e 
Ontario Medal for Good Citizenship from the Lieutenant 
Governor of Ontario, and the Order of International Am-
bassadors Medal.

You can �nd him around the world teaching kids how 
to skate, certifying skateboard instructors, auctioneer-
ing at galas to raise money for charities, and at his desk,  
motivating his team to keep pushing the boundaries with 
printing and design.

Visit www.cjgraphics.com for more information.

CELEBRATE 20 YEARS OF
KODAK PRINERGY

Immerse yourself in new ideas, renew 
your vision, and challenge your thinking 
over three days in historic New Orleans.

SECURE YOUR SPOT TODAY AT  
GUACONFERENCE.COM

at the 2019 GUA Conference

MAY 13 - 16, 2019

NEW ORLEANS, LA
MAY 13 - 16, 2019MAY 13 - 16, 2019

Océ ColorStream® series

Canon is a registered trademark of Canon Inc. in the United States and elsewhere. Océ and Océ ColorStream are registered trademarks 
of Océ-Technologies B.V. in the United States and elsewhere. All other referenced product names and marks are trademarks of their 
respective owners and are hereby acknowledged.
©2019 Canon Solutions America, Inc. All rights reserved.    

SMART CHANGE STARTS HERE

READ MORE CUSTOMER SUCCESS STORIES TO SEE HOW    
  EXCEPTIONAL THE OCÉ COLORSTREAM SERIES TRULY IS:
    PPS.CSA.CANON.COM/EXCEPTIONAL

THE OCÉ COLORSTREAM SERIES HAS BROUGHT 
EXCEPTIONAL VALUE TO OUR COMPANY. 
Canon Solutions America offered the best solutions for our current printing needs, 
but also anticipated our needs for the future—they understood our vision and 
provided a solution that promoted growth for our company. With the addition of 
inkjet technology to our facility, we have been able to take on new projects and print 
higher quality pieces.” 

—Joe Dambrogio, General Manager, BIP Printing Solutions

#INKJETMINDSET



The Magazine          April  201913The Magazine          April  201913
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MarketWatch. (2018) Wedding invitations are totally out of control. https://www.marketwatch.com/story/
wedding-invitations-are-totally-out-of-control-heres-how-to-save-money-2018-08-31 

PSPrint. Weddings are big business. Are you cashing in? (2019) https://www.psprint.com/resources/wed-
ding-business-cash-in/ 

Minuteman Press. (2011). What type of paper f inish is best for wedding invitations? https://www.minute-
manpress.co.za/news/what-type-of-paper-f inish-is-best-for-wedding-invitations/ 

Minuteman Press. (2019) Wedding invitations. What role does print play? https://www.minutemanpress.
com/articles/wedding-invitations-what-role-does-print-play.html 

International Academy of Wedding Event Planning. (2019) The International Wedding Trend Re-
port 2019. http://www.weddingacademyglobal.com/the-wedding-trend-report-2019/
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The wedding industry in  
the U.S. generates roughly $72 
billion dollars each year. Whether  
a wedding is low-key or ultra luxe, 
they all have one thing in common 

— Print! 

remains the most popular  
technique for invitations.

LETTERPRESS  
PRINTING

Thank You cards, Save-
the-Date cards, and RSVP 

cards are also needed.

MEMORABLE  
CARDS

Designed to be a keepsake 
as well as an invite. These 
bring the wow factor.

3D DESIGN  

Or in it. Specialty boxes  
to send invitations are  
among the to trends for 2019. 

GO-TO TRENDS

As printing techniques 
have improved so has 
the fashionability of 
these avant garde looks 
in black, navy, deep 
green and burgundy.

DARK PAPERS

Couples feel involved in 
the design process when 
utilizing templates to 
customize their invites.

DESIGN-TO-PRINT  

2.2 MILLION
Couples are anticipated 
to tie the knot this year.

$32,392
The average cost of a  
wedding in the U.S.

Couples show off their 
individuality through 
speciality shapes. 

SPECIALTY  
LASER/DIE-CUTS Adding a bit of glitz and 

glamour to the page. 
Foils and metallics bring 
a high-shine factor.

FOIL/METALLICS

$408
The average amount 
couples spent on wedding 
invites in 2017 in the U.S.
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Daniel Dejan exudes bravura. Not 
only in his style, but also his eye 
for detail. He is one of the most 
sought-out judges for print and de-
sign awards, and the Premier Print 
Awards are no exception. �e Pre-
mier Print Awards competition rec-
ognizes the highest-quality printed 
pieces in various categories from 
around the world. Each year, only 
the worthiest pieces receive Awards 
of Recognition, Certi�cates of Mer-
it, and the highest honor—the Ben-
ny statue. We sat down with Daniel 
to discuss his long history as a judge, 
what details he looks for, and how 
designers and printers can continue 
to push the boundaries. 

How did you �rst get involved in 
judging?

Many years ago, I was writing for 
numerous trade publications and 
was relatively visible in the market, 
researching and writing about new 
print techniques. I was also teach-
ing a three-day workshop on print 
production around the country.  
Because of this, people thought I 
had some background and a depth 
of experience worthy of being able 
to judge. 

I started judging local print and de-

Q&A: Daniel Dejan,  
Judge, Premier Print Awards

Sarah Sudar • Copywriter • Printing Industries of America

sign competitions around the coun-
try for the American Advertising 
Federation, AIGA, and a few of the 
other graphic arts associations and 
organizations, which was enormous 
fun. It was an extraordinary privi-
lege viewing so many design and 
print entries in one day. �ere have 
been competitions where we viewed 
1,800–2,400 pieces in a day or two. 
It’s like walking through a museum, 
although you not only get to see the 
pieces—you also get to hold, smell, 
and feel them. 

When judging design and print 
competitions, what are you look-
ing for? 

�e �rst thing I’m looking for is 
whether the piece is technically 
sound in terms of mechanics. I’m 
looking at tonal range, color sat-
uration, detail, and contrast. I’ve 
been doing this a long time and I 
am dumbstruck by the technolog-
ical advancements we’ve made in 
printing, paper, and especially inks. 
I always have to remind myself of 
where we are in the evolution of 
the graphic arts in order to truly 
appreciate the quality of print that 
I am currently viewing and judg-
ing. When you realize the advance-
ments in technologies and what we 

are able to accomplish now, it’s ex-
traordinary. 

You’ve been judging for a long 
time. What are some design ele-
ments that have le� an impression 
on you?

Done well, special e�ects printing 
has always made a huge impres-
sion on me. Humans are a sensual 
species—we love to have our senses 
stimulated. �e idea that we could 
print in four-color then make it feel 
like a real sand surface is astonish-
ing. I think the use of touch plates is 
a great enhancement as well. I also 
value cleverness: there are entries 
that don’t use special e�ects or print 
techniques, but rely on clever fold-
ing, a die cut, or a simple technique 
that enhances the piece dramatically 
and allows us to get to the very core 
of why the project was done. 

How can competitors continue to 
push the boundaries?

As a judge, I really appreciate a 
designer and a printer working in 
partnership. �e designer creates a 
�ne design, and, in turn, the printer 
enhances the design through spe-
cial print techniques. When they 
work well together, it’s glorious. It 
becomes a real celebration of print. 

Explore a  
new path to 
profitability.

Ricoh USA, Inc., 70 Valley Stream Parkway, Malvern, PA 19355, 1-800-63-RICOH.  
©2019 Ricoh USA, Inc. All rights reserved. Ricoh® and the Ricoh logo are registered trademarks 
of Ricoh Company, Ltd. All other trademarks are the property of their respective owners. 

The RICOH Pro T7210 
Wide Format UV LED  
Flatbed Printer

Expand your offerings into traditional sign  
and graphics applications, and offer 
customers new products, including short-
run packaging, promotional products and 
innovative retail displays. 

The true flatbed architecture accommodates a 
nearly endless array of media up to 4.3" thick. 
Print on wood, corrugated cardboard, plastics, 
glass, metal and more with inline primer and 
white ink to streamline workflows. 

Find out more about this remarkable system at: 
TakeaLookatRicohProduction.com/ProT7210



We shouldn’t take for granted that great design is 
great design at its core, just as great printing is great 
printing. If we look at it from an objective perspec-
tive, with all the myriad details a printer must ad-
dress, it amazes me that print works at all. How you 
can take life, with its millions of colors, and render 
it in four colors is astounding.

We recognize digital/online media is incredibly im-
portant in sales and marketing. Now, when there 
is more to say or show, augmented reality allows 
the viewer to go from printed page to a microsite 
that provides additional information and imagery. 
�at said, print delivers stimulation through paper 
choice, design, inks, and breathtaking printing that 
stimulates all four senses. As convenient as online 
media can be, only one or two senses can be stim-
ulated. Digital might be more convenient, but the 
message will have a deeper impact if it’s in print. 
And, it will be far more memorable! 

For more information on the Premier Print 
Awards, visit www.printing.org/ppa.
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BREAKTHROUGH 
BRILLIANCE.
Meet the world’s first 
xerographic press able to print 
mixed metallics with 6 colors in a 
single pass – the Xerox® IridesseTM 
Production Press. Command 
attention with mesmerizing 
iridescent metallic hues, precise 
spot embellishments, Ultra HD 
resolution and a robust  
suite of finishing options. 
Automated to deliver remarkable 
results and enable untapped 
revenue opportunities. Embrace 
your inner brilliance. 

xerox.com/bebrilliant

ABOVE: 
Select winners in various categories  
from the 2018 Premier Print Awards.
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PIA’s Center for Print Economics and Manage-
ment, the preeminent source of accurate, up-to-date  
analysis on the print economy and management, has 
announced a new Pro�t Booster for printers. 

�e Pro�t Booster provides printers with an easy-
to-use, quick, and e�ective �nancial and operational  
assessment of their company. �e Pro�t Booster is 
very a�ordable, with prices ranging from $999 to 
$1,999 for PIA member printers (depending on annual 
sales volume).  

�e key features of the Pro�t Booster include:

•  A comparison and analysis of the printer’s key per-
formance metrics with pro�t-leading �rms that are 
similar in size, business models, and printing processes

•  A comprehensive variance analysis examining the 
underlying reasons for performance issues

•  A simpli�ed action plan with recommendations for 
speci�c strategic management practices and opera-
tional improvements, such as lowering speci�c costs, 
saving resources, changing prices, and other actions to 
stop losses and increase sales and pro�ts

•  A short, focused management map providing a clear 
path to improved pro�tability

•  Ongoing assistance and consultation as needed to 
help in implementation of the action plan

Dr. Ron H. Davis
Senior Vice President & Chief Economist
Printing Industries of America

PIA Unveils New  
Profit Booster Program

Company  
KPM Analysis

Company  
Variance 
Analysis

Company  
Action Plan

3 Months of 
Follow up 

Consultation

�e Pro�t Booster program is managed by Dr. Ron 
Davis, Senior Vice President and Chief Economist 
with over 30 years of experience in �nancial and oper-
ational analysis in the printing industry. He is assisted 
by David Wilaj, PIA Economist with an MA in �nan-
cial economics. 

To participate in a Pro�t Booster, printers need only 
complete a short con�dential questionnaire on their 
current �nancials; the Pro�t Booster report is delivered 
within six to eight weeks. According to Dr. Davis, “�e 
Pro�t Booster is a quick and a�ordable way for print-
ers to promptly determine their strengths and weak-
nesses and get a template for improved performance.” 
Davis further states that “the average di�erence be-
tween a pro�t-leading printer and non-pro�t-leading 
printers is around 10 percent of sales or $100,000 per 
million dollars in annual sales. �e Pro�t Booster can 
help printers bridge this gap and pay for itself many 
times over.” 

For more information or to schedule a Pro�t Boost-
er, contact David Wilaj at dwilaj@printing.org  or  
412-259-1756 or Dr. Ron Davis at rdavis@printing.
org or 434-591-0527.

The most specialized way to improve your bottom line

PIA’S Center for Print  
Economics and Management’s 

 —is an a�oradble, focused  
management map providing  

you a clear path to profitability 

PROFIT BOOSTER

KEY FEATURES

SCHEDULE YOUR 
PROFIT BOOSTER TODAY!

• Easy-to-use comparison  
   and analysis report

• Targeted action plan

• On-going assistance  
   and consultation

Printing.org/profitbooster  

412-259-1756
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WWW.CONWAYMACHINE.COM

CALL TODAY: 1-888-697-4747

DELIVERY GRIPPER BARS FOR 
USE IN KBA PRINTERS & MORE

�ese days, there is no such thing as job security. You 
must take control of your career and strategically build 
your network. Developing strong relationships with 
other creatives will support your career as you navigate 
an uncertain and fast-paced creative landscape. 

HOW Design Live is the ideal opportunity to mingle 
with graphic designers and creative professionals you 
admire and to practice the all-important art of net-
working. 

Networking is one of the best things about HOW De-
sign Live—by growing your contact list, you’ll create a 
pipeline of opportunities for your future self. During 
the conference, you’ll learn what other designers are 
up to and �nd role models to model your career af-
ter. You’ll be inspired by designers, and you might even 
strike up a conversation with someone who needs you 
now as a resource of their own.

�e key to successful networking? All you need  
is curiosity.

Approach every event as a research expedition, from 
your company holiday party to professional develop-
ment conferences. Learn as much as you can about the 
people, companies, projects, and opportunities you en-
counter. What do you want to know? What would help 
you serve your company or clients be�er? Make a list 
of questions you want answers to and ask them. 

Here are four best practices for networking with  
curiosity:

1. Learn something. You can learn from everyone—
�nd out what they know that you don’t.

2. Give something. Listen for what they need. �en 

Ilise Benun  
Founder of Marketing-Mentor.com, 
Programming Partner for HOW Design Live

Future Forward Networking:  
Developing Relationships  
to Support Your Career

share what comes to mind. Don’t withhold your ideas—
they’re not precious or original! You can even o�er 
your own services, if appropriate.

3. O�er to network on their behalf. Ask the people 
you meet, “Based on our chat, how will I know if I’m 
speaking to someone you might want to meet?”

4. Ask permission to follow up. Ask their preferred 
method of communication—some people never do 
email, others do email only! �en in your follow up, 
thank them for their time and anything they shared 
with you.

With professional platforms like LinkedIn, it’s easy to 
network online, but without an opportunity to meet in 
person, it will usually take longer to develop a relation-
ship and that relationship may not be as solid.

Finally, remember that networking is not about get-
ting—it’s about giving and building relationships over 
time. �ere’s no be�er time to start than now. And 
there’s no be�er place to practice than HOW Design 
Live. We hope to see you in Chicago May 7–10, 2019! 

MAY 7-10, 2019
CHICAGO
MCCORMICK PLACE LAKESIDE CENTER 

THE HOW COMMUNITY IS MADE UP OF GRAPHIC DESIGNERS, MARKETERS, AND 
CREATIVE PROFESSIONALS FROM SOME OF THE WORLD’S LEADING BRANDS. 
SPONSORSHIP OPPORTUNITIES ARE STILL AVAILABLE – INQUIRE ONLINE AT 
HOWDESIGNLIVE.COM FOR MORE INFORMATION. 

INTERESTED IN ATTENDING THE CONFERENCE? 
REGISTER ONLINE USING THE CODE PIA10 TO 
SAVE 10% ON ANY CONFERENCE PASS!

GET YOUR PRODUCT IN FRONT OF 
THOUSANDS OF CREATIVES EXHIBIT 
AT HOW DESIGN LIVE CHICAGO 2019!



Follow Us Online...
www.standardfinishing.com/followus

Bring the power of performance to your production floor with Standard  —
where world-renowned HORIZON and HUNKELER finishing solutions are
winning customers with professional results and document integrity for
both cut-sheet and continuous feed applications.  

Whether it’s a book-of-one... or a large production run, Standard is well
positioned to meet the feeding and finishing requirements for virtually any
application. Our focus is productivity through advanced automation...
combining speed, innovative engineering, and quality manufacturing to
achieve superior results and optimum production efficiency. 

Discover the many advantages of our finishing solutions...visit us today!

www.standardfinishing.com
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�  Dynamic Perforators 
�  Folders 
�  Web Inspection

�  Die Cutters  
�  Folders  
�  Binders  
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�  Slitters/Creasers 
�  Saddlestitchers
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www.printing.org/iLearning

*eLearningIndustry.com

Coming Soon!

PIA’s Center for Print Economics & Management’s new Performance Ratios— 

Key Analytics for Printing Industry Management 

For accurate, up-to-date economic and market research information, visit 
www.printing.org/economics

iLearning Center training courses are:
Easily accessible ◉ Relevant ◉ Free to PIA printer members

Register today! 
Customize your learning experience and choose from  
a growing line of expert-developed courses.

EXPLORE THE iLEARNING CENTER

 24/7 online access
  
 Streamlined platform of key operational analytics for print management
  
 Interactive visual dashboard to benchmark your organization with  
 printers of similar size, processes, regions, and print market segments
  
 Easy-to-understand formats and charts to quickly determine your  
 performance compared to profit-leading peers

MARKETING AND DATA
Planning Your Company’s LinkedIn Presence
Building a Data Plan for Variable Data 
Data Demo: Making it Relevant
SEO Basics*

LEAN AND CI
Introduction to Lean Manufacturing
Seven Basic Tools for Process Improvement
Visual Management and Kanbans

SALES
Customer Service Professional Certification*
Power Selling
The Basics of Prospecting*

COLOR MANAGEMENT
Color Management Fundamentals*
UCR and GCR for Color Separation*

ORIENTATION
Orientation to the Graphic Arts

PRODUCTION
Creating PDFs for Print Production*
Sheetfed Offset Lithographic Press*
Color Accurate Soft Proofing*
Photoshop for Prepress
Illustrator for Prepress* 
Adobe Lightroom
Preparing Files for Digital Enhancement*
And many more!

*Recently Added Courses in 2018

Key Analytics for Printing Industry ManagementThe #1 factor Millennials consider when 
staring a new job is sufficient training.
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PREMIER PRINT AWARDS
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The Premier Print Awards recognizes only the bes t and the brightes t in the printing indus try. Do you think  
your work has what it takes to win the coveted Benny? Enter before April 26, 2019 for an early-bird discount!

Visit �.printing.org/ppa for  
important dates and entry information. 

. . . . . . . . . . . . . . . . . . . . . 0 4 / 2 6 / 1 9
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 0 5 / 3 1 / 1 9

E A R L Y - B I R D  D E A D L I N E
E N T R Y  D E A D L I N E  
E A R L Y - B I R D  D E A D L I N E
E N T R Y  D E A D L I N E  

your work has what it takes to win the coveted Benny? Enter before April 26, 2019 for an early-bird discount!your work has what it takes to win the coveted Benny? Enter before April 26, 2019 for an early-bird discount!

Visit �.printing.org/ppa�.printing.org/ppa for  
important dates and entry information. important dates and entry information. 

E A R L Y - B I R D  D E A D L I N E . . . . . . . . . . . . . . . . . . . . . 0 4 / 2 6 / 1 9
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 0 5 / 3 1 / 1 9

important dates and entry information. 




