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BIGGER BETTER MOHAWK SWATCHBOOKS NOW AVAILABLE

The new Mohawk Carnival + Via swatchbook was designed to make paper specifying 
easy. The 6 x 9 inch format has a beefy 2 inch spine to accommodate the impressive 
variety of shades and finishes in this combined product offering. The new Quick 
Spec section provides an easy way to select paper by color, weight or finish. Make 
a choice here, then dive deep into the new Browse section where each finish has 
a representative waterfall of sample sheets to touch and feel alongside detailed 
product charts. Felt or Linen, Safety Yellow or Navy Blue, Offset or Digital the 
new Via + Carnival swatchbook has the perfect paper combination for your next 
project. And now, it’s all FSC® certified so you won’t need to choose between beauty 
and environmental responsibility. Contact your local  merchant for details or visit 
www.mohawkconnects.com/marketing-page/swatchbooks to order your own.

Download the Mohawk Live app to bring this ad to life.
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BOILERPLATE

EVERY WHICH WAY BUT DOWN

Take care of 
the little things, and 

the big things will 
never be a problem.

It was one of those defining mo-
ments. There I was, about to head 
into one of the company owners’ of-
fices, sure that I was to have one of 
my emails printed and handed back 
to me with “the box.”

The email was a strategy I had 
devised to help make working with 
our off-site printing production team 
a little smoother. “The box” was the 
term we used to describe the conse-
quences of meetings when employ-
ees like me met with the higher ups. 

For me, it was that proverbial 
last straw. After countless conversa-
tions with my boss, I just couldn’t see 
any way around going over his head. 
Of course, I cleared my email with 
him. I remember him referring to my 
impending meeting as “your famous 
last words.”

But there were just too many 
steps in the production process. 
Too much disorganization and not 
enough communication.

As I tapped on the door (and I 
mean tapped), I couldn’t help but 
think how long it would take to find 
another job.

But I was wrong. The big boss 
was eager to hear how each of the 
magazines in our division could 
work better and smarter with our 
production teams. More lead time. 
More interaction and engagement 
between respective team leaders. 
Standing post-production meetings 
to review the process. With some 
tweaking of my email language, he 
sent my suggestions to the VPs of 
editorial and production, and the 
process changed.

“Take care of the little things, 
and the big things will never be a 
problem.” That was the advice he 
gave me. If you methodically pour 
over all the little details and items 
on your to-do list, the big things will 
never be too overwhelming. 

It is a strategy I believe could 
serve all of us well in 2015. From 
past experience, the “every-man-
for-himself-any-which-way-he-can” 
approach only stands to bog things 
down. And this year should be an 
up year. 

Here’s to starting your year off 
on the right foot.
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Print it
Right.

Print it 

BRIGHT!

 

Deliver bold, brilliant hues with NEW 
Digi-Max™ envelopes from Western States. 
Give customers the vivid color they crave 
with these specially designed envelopes that 
redefine “pop” when using inkjet devices.

See The Difference:

Learn more and 
request samples @ 
wsel.com/digi-max/c

Maximize your profitability with Digi-Max™!

Enhance Your Inkjet Equipment with:

Standard White Wove

1-800-558-0514    www.wsel.com  cservice@wsel.com 
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My son played in a hockey tournament this past weekend in which 
he really started off slow. He just didn’t seem to be playing with any 
enthusiasm and lacked some real jump. After they lost a couple of 
games, his shoulders sunk. The coach seemed pretty unhappy with 
his effort, and then he let him know it.

After their last loss, the coach pointed right at my boy and told him 
to improve his attitude. This was pretty heavy stuff for an 11 year old. 
Everyone in the locker room – including the director of the program 
– was looking right at my son.

Needless to say, he was mortified.

After we arrived back at the hotel, we discussed how attitude 
determines altitude. I told him that he needed to get control over 
the voice in his head that was telling him things were not going 
to work out. When you get down a goal, the trick is to turn off 
that voice and start thinking about the possible positive outcomes. 
The little bugger responded in the next game with a hat trick and 
powered his team to a Silver medal.

If you’re human, you’re going to have ups and downs. You’re going 
to have moments that you don’t feel so optimistic. People who are 
upbeat 100 percent of the time are either living in a fantasy world or 
taking something to make them feel that way. Life has challenges. 
You’re allowed to feel a little sorry for yourself every once in a while. 
Finding the strength to look at the bright side of things is paramount 
to a life worth living.

If it were easy to see the positive in every situation, I suppose we’d 
all sign up in a heartbeat. But we’re full of emotion, and life happens. 
So, do your best to remember that we all have highs and lows. And 
remember that dwelling on the negative drains your energy and re-
pels others.

People migrate to people who are positive because life is tough 
enough to clutter it with negative vibes. I saw this firsthand this week-
end after some of my son’s teammates hung their shoulders after 
seeing my kid do it. In contrast, when he smiled after that last game, 
they smiled right along with him.

So, remember that your vibe matters. Put out the right one and 
people will be drawn to you, which can go a long way in sales.

Warmest Regards,

@THECANVASMAG
@CANVASMAGAZINE
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WWW.THECANVASMAG.COM
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Wide format 
applications. 
Wider business 
opportunities.

The new Ricoh Pro L4130 broadens your business by allowing you to get into wide format applications for indoor 

and outdoor advertising and point-of-purchase displays. Isn’t it time you saw where more colors, more impact,  

and more opportunities can take you?

www.ricoh-usa.com

©2014 Ricoh. All Rights Reserved.
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Insights| Infographic

STAT PACK

By the end of 2017, there will be 2 billion smart-
phone or tablet users engaging in some form of mo-

bile commerce transaction, according to a 
report by Juniper Research. According 
to the report – “Mobile Commerce Mar-
kets: Key Sector Strategies, Opportuni-
ties & Forecasts 2014-2019” – mobile 
consumption of services such as bank-
ing, money transfer, and purchases of 
goods and services are surging, as 
consumers are either migrating from 
desktop usage or becoming first-
time eCommerce users through 
their smartphones or tablets. The 

research firm expects the total 
number of users worldwide 

to hit 1.6 billion when the 
2014 numbers are tallied.

I think it’s important 
[agencies] don’t lose 

focus, or you can lose your 
identity and don’t focus on 
what you’re good at. If you 
try and do too many new 
things, you confuse your-
self, your clients and the 
people in your company.”

ALL CONTENT
ALL THE TIME
We all know that content is king. 
But ask today's marketers, and 
they will say that it must be the 
right type of content. According to 
research by the Economist Group 
and Peppercomm, 67 percent say 
timely content with unique infor-
mation is the most successful. At 
the top of their "must read" lists 
are articles (71 percent), research 
reports (51 percent) and white 
papers (27 percent). 

DON’T I KNOW YOU?
How well do you know your customers? 
According to the "State of B2B Cus-
tomer Experience" report by Regalix, 
some 80 percent say they can gauge 
which customers are their most valu-
able, while 64 percent claim to un-
derstand their purchase behaviors. 
The survey also shows how marketers 
connect with their customers, with 
100 percent saying they interact via 
their websites. Other channel connections include 
email (88 percent), social media (80 percent), social 
communities (48 percent), and mobile web and 
apps (32 percent).

IT’S SOCIAL TIME 
SOMEWHERE
These days, it’s not 
if you social, it’s 

how much. Accord-
ing to eMarketer, 54.3 

percent of the population – or 
68.5 percent of internet users – 
logged on to a social site at least 
once per month last year. Among 
these social content sharers, two 
main groups emerged: those who 
said they posted once in a while 
(33 percent) and those who did so 
usually (29 percent).

CALLING IT IN
- Nick Rappolt, founder of digital 

agency Beyond, on the importance 
of keeping your focus in a market-
place defined by constant change



The Connect Effect: 
with the right paper, 
at the right time, at the 
right price, there's no 
limit to what you can do.

resolutefp.com/connect

Introducing Connect, a commodity uncoated offset paper from Resolute Forest 
Products. Available in rolls, Connect is an uncoated freesheet paper made with 100% 
kra� pulp. With quick delivery from our Calhoun, TN mill, you get the support your 
business needs – at a price your bottom line will like. That’s the Connect Effect.

Contact your Resolute sales representative to find out if you qualify for our special 
introductory pricing. For more information, email us at quotedesk@resolutefp.com 
or call us at 877-298-8917.

COMMODITY OFFSET FROM RESOLUTE
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STAT PACK

POSTING UP
Who’s posting what and why

Ever wonder what drives consumers to post what they do online and why? According to the 
“Social Science Aspects” study by Fractl, one in five consumers say reflecting their identity – who they 

are – is the most important reason. You might also be interested to know that women expect more 
engagement from their friends and followers – but men share more frequently.

Following is why people share what they do:

63% 41%

10%

Collective identity 
(reflecting part of a 

larger group –  
generation, gender, etc.) 

Relational identity (refl
ecting a 

commitment to a partner, family, 

close friends, etc.)

Social identity 
(reflecting popularity, 

physical appearance, etc.)

Collective identity (reflecting part of a larger group – generation, gender, etc.) 



READY FOR THE FUTURE, HERE TODAY.
You asked. We listened. A revolution in inkjet printing is about to change  
your world. The Niagara technology cutsheet inkjet device not only offers 
an attractive price, it runs at half the operating cost of conventional digital 
presses. The game-changing Océ ImageStream® 3500 web press offers not 
only the speed and quality you expect, but will print on virtually any paper, 
including offset, coated, and uncoated papers. The revolution is coming.        
SEE A SNEAK PEEK OF WHAT’S COMING! VIEW THE INKJET INNOVATIONS VIDEO, AT:  
PPS.CSA.CANON.COM/THEFUTUREOFINKJET.

877-623-4969   |   PPS.CSA.CANON.COM

Canon is a registered trademark of Canon Inc. in the United States and elsewhere. “Océ” is a trademark or registered trademark of Océ-Technologies B.V.  
in the United States and elsewhere. Océ ImageStream is a registered trademark 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. The absence of product or service mark  
names and logos anywhere in the text does not constitute a waiver of any trademark or other intellectual property rights pertaining to that name, mark or logo.

© 2015 Canon Solutions America, Inc. All rights reserved.

REVOLUTIONARY PRINTING.

INKJET INNOVATIONS 
ARE COMING.
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SALES

By Anne Graham
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Feature Story

Is your customer service department always busy? Do you find 
yourself saying, “We should have thought of that,” when your 
competitors launch something new? Have you ever lost a piece of busi-
ness that you counted on? Do you struggle to grow revenues each year? 
What could you achieve with a clean slate on these issues? This is your 
year to make it happen.

Conventional, outdated practices 
aren’t the answer

• Conventional customer satisfaction sur-

veys lack in-depth insights. Worse still, 

great customer satisfaction scores don’t 

predict loyalty, repurchase or success. 

• Conventional market research has short-

comings – how often are you willing to take 

your valuable time to sit in a focus group or 

take a researcher’s phone call? 

• It’s unrealistic to expect to get the deep 

insights from your sales team. They’re re-

sponsible for selling the products or ser-

vices you have today.

Drive high-touch impact in a
high-tech world

The inescapable fact is that leaders are re-
sponsible for figuring out what to sell tomor-
row – not by guessing, but by having the in-
sights required to innovate and add value.

The key to extreme competitive advantage 
is to sit down face-to-face with your key cus-
tomers, but not via a typical meaningless meet-
and-greet or an awkward ride-along. None 
of us were ever taught the art of what I call a 
“Value Creation Conversation (VCC).” A VCC is 
an executive-level connection that builds trust, 
credibility and understanding of where your 
customers’ heads are, and what their hopes 
and dreams are for their business. A VCC sur-
faces seven uncommon insights that deliver an 
extreme competitive advantage.
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The Magnificent Seven

Your first reaction is probably resistance. You’re 
already busy running your business. In 2000, 
Fortune magazine printed a highly skeptical cover 
article asking if IBM could be great again, featur-
ing brand-new CEO Sam Palmisano.

For the next dozen years, Palmisano met with 
a customer every single day (you don’t have to 
be that extreme) – and he wasn’t selling comput-
ers. He was listening to the real challenges being 
faced by some of his largest customers. He saw 
the coming commoditization of PCs. He saw the 
need for applied data that could solve some of the 
world’s biggest issues. What he learned convinced 
him to, in the words of Wayne Gretzky, “skate to 
where the puck is going.”

He sold IBM’s profitable $20 billion/year PC 
business to Lenovo, bought the consulting arm of 

PriceWaterHouseCoopers, and led IBM out of 
being commoditized and into big data, with the 
now-familiar “Let’s Build a Smarter Planet” brand-
ing. IBM thrives, while its competitors have seen 
a downward slide. That’s the power of Value 
Creation Conversations.

Sell more at higher prices 
and lower costs
Simply have a Value Creation Conversation over 

breakfast or lunch with a key client once per week 

to obtain all the knowledge you need to secure 

the future of your business. That’s a fraction of 

the 90 minutes or more you’re probably spending 

to send an email every day. I’ve never seen a VCC 

fail to produce immediate new business, identify 

unnecessary costs and surface growth oppor-

tunities for the future. Here are the uncommon 

insights you’ll discover in a well-structured Value 

Creation Conversation:

1. Determine loyalty
Loyalty, not satisfaction, is the proven driver of suc-

cess. Leading companies have 16 loyal customers 

for every customer who is not; most companies are 

little better than 1:1. When was the last time you 

took the pulse of customer loyalty? A manufacturer 

that uncovered high loyalty scores during its Value 

Creation Conversations retained its clients even 

when operations issues caused lead times to triple.

2. Eliminate dissatisfiers
What makes your customers roll their eyes when 

they do business with you? You’re vulnerable to 

competitive inroads if the grass looks greener on 

the other side. A sporting goods manufacturer 

with declining revenues thought it had a sales 

problem and was spending a lot of money to 

fix it. In just half a dozen VCCs, a clear theme 

emerged: “We love your product, but you’re too 

difficult to do business with.” Operations, not 

sales, was the issue. When it fixed the operations 

Being first to 
market with the 
gold-standard 

experience creates 
a barrier to 

competition 
that’s almost 

impossible 
to breach.

SALES
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Bestselling author, speaker and accelerator Anne C. Graham loves to mentor business leaders in 

the art of using Value Creation Conversations to create competitive advantage. Her latest book, 

“Profit in Plain Sight,” includes 15 free downloadable resources that show leaders exactly how 

they can use those insights to drive profitable growth and never again have to say, “We don’t 

have the budget for that.”

The Magnificent Seven

SALES

issues, it stripped out more than $1 million of 

unnecessary costs, revenues went up by 50 per-

cent, and it returned to profitability for the first 

time in five years.

3. Leverage drivers
Drivers are the small, sub-

tle reasons customers 

do business with you. If 

you don’t understand 

them, you’re likely to 

make some well-inten-

tioned, yet disastrous 

decisions. A manufacturing 

COO learned that the hard way when he out-

sourced delivery to save costs. The resulting 

mayhem of damage, finger pointing, returns, 

re-work and claims-handling skyrocketed 

costs to the business and its customers.

4. Understand experiential factors
Your customers need to have an experience. Your 

only choice is whether it’s good, bad or bland. 

Ask your customers who the gold standard is in 

your industry for the overall experience. If it’s not 

you, you have a choice of doing the work to im-

prove the experience you offer or see your mar-

ket share erode. Being first to market with the 

gold-standard experience creates a barrier to 

competition that’s almost impossible to breach.

5. Establish willingness to pay
Do you bend over backwards for your custom-

ers? Understanding how to price for value is criti-

cal, because just a 1 percent increase in price can 

drive anywhere between 16 percent to 38 percent  

improvement on your bottom line. In one extreme 

example, a recycling firm that was losing its shirt 

after giving a big blue-chip client sweetheart pric-

ing for a service to empty the blue-boxes in its high 

security facility was able to re-negotiate a price 12 

times higher.

6. Uncover share of wallet
Even loyal customers often spread their pur-

chases among several suppliers to minimize risk. 

Are you getting the lion’s share? Or just the left-

overs? The CEO of a safety-gear 

company who found out the 

hard way during her VCCs 

that she was getting just 

the leftovers was able 

to develop strategies to 

turn that situation around.

7. Discover innovation 
and growth opportunities

Henry Ford’s customers would have asked for a 

faster horse that ate less, not a Model T. When 

you understand their greatest challenges and the 

kind of competitive advantage your company can 

develop going forward as Sam Palmisano did, 

you’ll have a roadmap for innovation that sells like 

hotcakes, makes your competition irrelevant and 

delivers profitable growth.

You don’t have to get out from behind your desk 

to listen and learn how to create extreme com-

petitive advantage. You could always spend an-

other 90 minutes doing email. Only one of those 

two activities moves the needle in your business. 

Only one of them is where all the fun is.  
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Around the industry| Q&A  
BEHIND THE

SCENES

Awards & Recognition
Ripon Printers has been named the “Best of the 
Best” in the “Best Workplace in the Americas” 
program for its outstanding human resources 
practices. The Ripon, Wis.-based printer received 
an award in the “Large Companies/Multi-plants 
(251-plus employees)” category. Started as a way 
to specifically recognize printing industry leaders 
throughout the United States and Canada, the 
“Best Workplace in the Americas” program is 
one of the most stringent HR awards programs 
available in any industry because it analyzes key 
HR metrics and program documents that firms 
must submit with their entries.

Specialty Printing, East Windsor, Conn., was 
cited as the newest facility to achieve Sustain-
able Green Printing Partnership (SGP) certifica-
tion. Specialty Printing is the 60th facility SGP 
has certified and the 11th Flexographic Techni-
cal Association (FTA) member. The flexographic 
printing company’s labels, packaging, tags and 
electronic signs can be found in retail stores, 
grocery stores, hospitals and medical facilities, 
restaurants, distribution centers, post offices 
and warehouses nationwide.

Personnel Moves
Mohawk has made a 
number of changes to its 
sales organization, includ-
ing Cassidy Davis, district 
sales manager in West 
region (based in Denver); 
Matthew Donovan, na-
tional accounts manager, 
West region (Los Ange-
les); Loretta Kallay, digital 
specialist, West region 
(Anaheim, Calif.); Steven 

McClinton, district sales manager, Canada (Scar-
borough, Ontario); and Kimberly Starr, district 
sales manager, Texas (Frisco, Texas).

In addition, Mohawk has created a new business 
development team to work with a variety of cus-
tomer segments to generate print specification, 
develop long-term programs and to identify new 
business opportunities. The new team includes 
Beth Reardon, national accounts manager (Mid-
west); Christine Schaaf, national accounts man-
ager (Midwest); Todd Kniceley, national accounts 
manager (Southeast); Molly Rosenthal, national 
accounts manager (Northeast); Matt Donovan, 
national accounts manager (West); Jennifer Hu-
nold, business development coordinator; Joe 
O’Connor, senior VP, international sales; and Me-
lissa Stevens, VP, sales.

J. Kenneth Garner has 
been named CEO of 
A M S P / N A P L / N A Q P, 
succeeding Joseph P. 
Truncale, Ph.D., CAE, 
who left to join the 
Public Relations Soci-
ety of America as CEO. 
AMSP/NAPL/NAQP was 
formed in 2014 follow-
ing the merger of the 
Association of Market-

ing Service Providers, National Association for 
Printing Leadership and National Association 
of Quick Printers. During a 33-year printing 
industry career, Garner most recently served 
as CEO of AMSP, leading the then Mailing 
and Fulfillment Service Association (MFSA) 
through a comprehensive re-branding initia-
tive. He also served as president of United 
Litho and was a member of the executive 
committee of the Coalition for a 21st Century 
Postal Service, among other posts.  

Joe O’Connor Ken Garner



Easily

digestible

inspire
stories that will

your sales team

Pay it 
Forward

Are your sales meetings going stale? Spice them 
up with the candidly insightful "Egrets, Hockey 
Sticks, and Roller Skates" by Mark Potter. This 
book is dedicated to inspiring a new mindset for 
the marketing services industry. You will you be 
inspired, but you will also be giving back to the 
print industry. All proceeds go directly to the 
Electronic Document Scholarship Foundation 
which helps support eager student leaders that 
are looking to make this industry even brighter. 

www.egretsbook.com

All profits go to the Electronic Document 
Scholarship Foundation

$15
Purchase 10 or more for a 

20% discount

Single copies
for
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Ricoh Company has acquired PTI Marketing 
Technologies, a premiere SaaS (software-as-a-
service) marketing asset management and mar-
keting solutions provider. Together, Ricoh and 
PTI will continue to develop new marketing col-
lateral management tools that help enterprises 
and commercial printers improve control of 
their marketing assets and workflow. The acqui-
sition follows Ricoh’s investment in PTI in Au-
gust 2012 and its 2013 strategic investment in 
Avanti Computer Systems Limited, which com-
plements Ricoh’s portfolio by enabling custom-
ers to streamline operations to help improve 
their bottom line with Avanti’s award-winning 
print MIS (management information system). 
Under the leadership of PTI president and CEO 
Coleman Kane, PTI will fully leverage Ricoh to 
bring new technologies, software and services 
to market. PTI will continue to operate under 
its current name, management team and struc-
ture, at its Solana Beach, Calif., headquarters 
and Chicago office.

Heidelberg has acquired Belgian printing 
chemicals supplier BluePrint, a move that in-
creases its know-how for developing and pro-
ducing consumables in a key market segment. 
BluePrint offers a comprehensive range of 
dampening and washup solutions for sheetfed 
offset presses and uses an innovative approach 
to environmentally friendly products. Sales of 
BluePrint products outside of Heidelberg’s cus-
tomer base will be continued and expanded. 
Heidelberg intends to systematically increase 
sales of consumables in the future. 

STAY IN TOUCH...
Our CANVAS community is more robust than ever.

Don’t miss an issue

Update your 
information today!
www.thecanvasmag.com
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THE FIRST AND ONLY RESOURCE GUIDE APP
FOR THE MARKETING SERVICES INDUSTRY

WHO IS IT FOR?

 • Extensive product information

 • Information on the most relevant

   companies and brands in the industry

 • Contact information of regional & local reps

 • Keeps you tapped in to the pulse of 

   the industry through CANVAS

Download the app now

MARKETING SERVICE
PROVIDERS

 • Expose your products to our community

 • Directly introduce your sales staff

 • Invite people to know more about your

   company and brand

 • Magnify the value of collateral material

 • Expand your reach through sharing

   capabilities within the app

Contact us today to
join the community

SUPPLIERS

APP NOW AVAILABLE ON:

People news. New products. Trends shaping the 
way our industry does business. If you have a 
news item, CANVAS wants to hear about it. All 
you have to do is email us the information and 
a photograph, and we’ll do the rest. Send your 
information to michael@thecanvasmag.com. 

YOUR NEWS HERE »»

Mergers & Acquisitions
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   the industry through CANVAS

Download the app now

MARKETING SERVICE
PROVIDERS

 • Expose your products to our community

 • Directly introduce your sales staff

 • Invite people to know more about your

   company and brand

 • Magnify the value of collateral material

 • Expand your reach through sharing

   capabilities within the app

Contact us today to
join the community

SUPPLIERS

APP NOW AVAILABLE ON:
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BOB CIRCOSTA

BEHIND THE
SCENES

Around the industry| Q&A  

On point with...

> TV’s original 
home shopping host
Bob Circosta

After more than 30 years in the sales game, there 
isn’t much that Bob Circosta hasn’t seen or done. 
Soaring to notoriety as TV’s first home shopping 
host, he played a vital role in creating the multi-
billion dollar television home shopping industry. 
To date, Circosta has logged more than 25,000 
hours of live selling on television, made more 
than 75,000 product presentations, and has 
sold some $1 billion in merchandise. Today, as 
the owner of Bob Circosta Communications, his 
breakthrough strategies have been featured on 
NBC’s “Dateline” and “The Today Show,” ABC’s 
“Good Morning America” and “20/20,” and in 
the USA Today and The Wall Street Journal. Here 
he shares what it takes to sell anything.

What does it take to 
get a response to your 
sales pitch?
Simply put, it’s being able to effec-
tively communicate your message. 
If you can’t get others to want what 
you have or create the need for what 
you have – nothing will happen. Red 
Motley once said, “Nothing happens 

until somebody sells something.”

Define what successful 
communication looks like. 
The key is to always think that what 
you have can truly help the other 
person. Your marketing message 
can’t be a trick or a gimmick. Your 
message has to be based on hones-
ty, sincerity and integrity. Ever pitch 
your product or service and get no 
response? Oftentimes, the problem 
is that you told them everything you 
knew, instead of telling them what 
they wanted and needed to know. 
Remember: Facts provide the infor-
mation, but the emotion provides 

the interpretation. 

Give us some insights on 
presentations that works. 
You need a Grabber – a mutual point 
of agreement to help establish a re-
lationship that stems from a “help-
ing” perspective. It helps to have 
a problem/solution factor. Today, 
every product solves a problem, so 
it’s crucial to clearly define and com-
municate the problem. It’s all about 
the P O D – “point of difference.” 
Why is your product different from 
all the rest? Be prepared to com-
municate its benefits, not just the 
features. Stop looking at what you 
have for what it is and think about 
what it can do for others. And know 
your CTA – call to action. You have 
to ask the other person to take ac-
tion on what you’re offering. If you 

don’t, they won’t. 

Check out Bob’s
new book!

Your marketing 
message can’t be a 

trick or a gimmick. 
Your message has 

to be based on 
honesty, sincerity 

and integrity. 



What are you great at?

or your team

V

The Harrison Assessments™ Greatest Strengths Report helps  

you KNOW what you’re really great at.  The report describes  

your greatest strengths after you’ve completed a 20-minute  

online self-assessment. Identify an individual or a team’s  

strengths. Analyze expectations and GROW confidence. SHOW  

how you or your employees stand out from the crowd.  

mygreateststrengths.com



Ideas that Matter
Since its inception in 1999, 500 
nonprofit projects have been funded 
with $12 million worldwide to causes 
that enhance our lives, our 
communities and our planet. This 
strategic initiative powerfully illustrates 
how print can promote social good.

Off Register
It’s no surprise that printers love 
Sully. He gets to say everything you 
guys are thinking. He gets “it”…
because we get it.

Print & 
Sappi’s Print & explains the influential 
role of print in this rapidly evolving 
environment and provides helpful tips 
on how to succeed in a world of the 
ever changing “next big thing.” 

eQ
Providing videos, white papers, eQ 
Blog, eQ Tool, and product benefits 
statements all to help you lead the 
conversation when it comes to paper 
and sustainability.

The Standard 
Sappi is committed to promoting the 
viability and relevancy of print. One  
of the ways we bring this commitment 
to life is with The Standard, our series  
on how to use print to create unique 
and compelling campaigns.

Printers of the Year
Celebrating how your hard work is an 
art form and rewarding this work with 
much needed financial resources to 
strengthen your marketing and 
branding initiatives.

Digital Design Center 
Personalizing your marketing collateral  
to help you sell your unique digital 
printing capabilities.

Why you should expect 
more from your paper and 
your paper company.
In these challenging times, you need more than just the highest quality paper 
competitively priced. You need a paper company that genuinely understands 
what you’re facing everyday and is constantly working to help you succeed 
now and in the future. That’s Sappi. 

For more information on any of these important initiatives,  
please contact your Sappi sales representative, or call 800.882.4332.

Growing the Future 
Sappi continues to make capital 
investments to ensure our paper mills 
are state-of-the-art and globally 
competitive. We’ve invested over $37 
million in our paper machines this  
year alone.


