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BOILERPLATE

THE DAY THE MAIL GRABBED ME

Like all marketing efforts, 
today's direct mail 

pieces will continue to 
evolve into actions that 

evoke a response. 

I admit it. We grab the mail at the end 
of the day, where it sits in a pile on the 
kitchen table until somebody sorts 
through it, eventually making piles of 
"this is yours," "this is mine" and "I 
don't really know what this is."

In the midst of the bills, the maga-
zine subscriptions, those over-the-top 
junk mail attempts and that occasion-
al letter that has the same number, 
but different street than ours, there 
are always several direct mail pieces 
that grab my attention. 

And that's just good for business, 
especially when you look at some of 
the positive reviews direct mail is get-
ting in what could be an even bigger 
renaissance year in 2016. As we move 
forward, direct mail marketing will con-
tinue to become a more critical part 
of reaching the right consumers at the 
right time with the right message. 

It all plays into how marketers contin-
ue to hone in on the customer's journey. 
Today's direct mail incentives, promo-
tions and content are being personal-
ized based on customer preferences, 
past behaviors and the interaction they 
have with marketing materials. The goal 
is to get better response rates and high-
er consumer satisfaction.

Like all marketing efforts, today's 
direct mail pieces will continue to 
evolve into actions that evoke a re-
sponse. The even better news is that 

there are scores of efforts being test-
ed to elicit those responses. 

For example, marketers in Northern 
Virginia and metro New York are test-
ing something called Informed Mail 
Delivery, which allows mail pieces 
being delivered to also be sent elec-
tronically to the recipient. Consumers 
can see what’s in their mailbox at any 
time, and marketers can make pieces 
more interactive by embedding links 
into the digital image that provide 
even more relevant content.

And thanks to Augmented Reality 
(AR), an interactive Postal Service AR 
app, recipients can point their smart-
phone at an image in a catalog or mailer 
to get an entirely new experience. The 
app will enable marketers to provide 
new and exciting content, hidden pro-
motions, interactive 360 product views 
and one-click purchases. The plan is to 
further close the gap between direct 
mail marketing and the digital world.

With a new year comes new trends 
that will continue to make what we do 
even more exciting and prolific. It's all 
about the process to grow our busi-
nesses. In our cover story, "Reach for 
the Sky," we asked Dan Prosser, author 
of "THIRTEENERS," to share his advice 
on helping to build that million dollar, 
sustainable business.

Here's hoping that your year is off 
to a great start.

Michael J. Pallerino, Editor
@mpallerino
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Editor’s Note| Best of Notes 

It seems to me that team sports is no longer truly about the 
team today. If you've spent any time in youth sports programs 
over the past few years, I know you'd agree with me. In fact, you 
may even consider the idea that team sports teaches us the op-
posite of the lessons we covet.

I've seen 12 year old kids bully their teammates and treat par-
ents with great disrespect. I've seen parents berate other kids 
and fight their kids' battles. I've seen negligent coaches who care 
more about their wallets than the growth of the team. And I've 
seen adults engage in physical altercations because of what hap-
pens to adolescents on the playing field.

Times have changed, and the les-
sons of sport are not the lessons of 
my childhood. And while it may not 
resonate with all of you, it provides 
an analogy of where we stand over-
all. My opinion is that the remarkable 
parochialism that exists on our kids’ 
teams represents something bigger 
and, possibly, much more dangerous.

The sports analogy has long been utilized in business, but I’m 
not sure that the lessons we're teaching our kids are what we 
aspire to practice in our business lives. Truth be told, I think the 
teachings we need are more rooted in things like pick-up games, 
music and even the debate team. These are the places where real 
collaboration and support take place, and the single-mindedness 
of kids and parents don’t impact the overall picture.

I am so grateful to have been involved in the bizarrely parent-
centric world of youth sports. Unfortunately, it has demonstrated 
the kinds of things that I don’t want in my life – like belittling oth-
ers and self-interest at any cost. 

I crave the kind of things that old school sports used to teach, 
like the "team comes first" and "supporting others." If I recall cor-
rectly, there was one great coach who once said, “Do unto others 
as you would have them do unto you.”

I wish you all the best as you endeavor  
to work together and for one another.

CONTRIBUTORS

THE DEATH 
OF TEAMS
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The sports analogy has 
long been utilized in 
business, but I’m not 
sure that the lessons 
we're teaching our kids 
are what we aspire to in 
our business lives.

Mark Potter, Publisher
@MarkRicePotter

Warmest regards,

Evan Hackel
CEO, Tortal Training

@ehackel

Dan Prosser
CEO, The Prosser Group 
BreakthroughSchool.com

@TheDanProsser
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STAT PACK

Everybody is building audiences today around their 
ideas, products or services. But are you doing your best 
work? Are you fulfilled at the end of the day? Or, are you 
just glad the day is over? 

In Louder Than Words, Todd Henry says the key to 
standing apart from the crowd is to find your unique voice. 
You don't have the luxury to just go with the flow. If you 
want to succeed – and thrive – you must do work that sets 
you apart. 

 It's all about finding your "sweet spot" – that place 
where you will be most effective. Henry says the key is to 
harness the power of your authentic voice. Whether you're 
an entrepreneur, designer or a brand manager, you have 
to understand what makes you unique and make bold 
decisions that put you in your sweet spot of effectiveness. 
Not only will you have more impact, but also greater 
personal satisfaction in your work.

In today's "stand above the crowd" world, Louder Than 
Words offers specific strategies and tactics for uncovering, 
developing and bravely using your authentic voice to cre-
ate a body of work you are proud of, that resonates deeply 
with others, and that ultimately impacts the world. 

LOUDER THAN WORDS
Harness the Power of Your Authentic Voice

870
The amount, in billions, of global printing 

output in 2015, according to Smithers Pira's 

"The Future of Global Printing to 2020" 

report. In constant value terms, the global 

market is up from the 2010 value of $806 

billion to $824 billion, the study says. Overall, 

Smithers Pira forecasts annual growth of 2 

percent per year to 2020.

WHY CHEAPER 
ISN'T BETTER
Survey shows what drives 
customers away
Among the myriad factors that make customers go (and 
sometimes never return), having the lowest price leads 
the pack. According to Verint's "The New Rule Book for 
Customer Engagement" survey, 31 percent of consumers 
surveyed say cheaper prices are a deal breaker. Other 
factors causing their wheels to screech out the door 
include rude staff (18 percent) and too many mistakes 
(16 percent). The report was based on data from a sur-
vey conducted of 18,038-plus consumers in the United 
States and around the world.

By Todd Henry
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THE 
PERSONALIZATION 

CHRONICLES
Just how important is the need for personalization in today's marketing circles? 

According to the "Leading with Customer -Focused Content" study by Forbes Insights 
and PwC, 94 percent of marketing executives surveyed called it a critical step to 

reaching today's customers. The report surveyed 369 executives across the country. 
Here's a look at how they're building their personalization capabilities:

48%
58%

Building stronger data 
collection and analytics

Faster content creation 
and distribution

40%

Moving to a real-time 
view of the customer

Better real-time 
targeting of content

43%
37%

Developing snackable 
content for key events

Measuring emotional 
impact of content

30% 19%
Measuring content's ability 
to drive specific behaviors
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Truth be told, at least 87 percent of companies 
fail to execute their strategy each year. And guess 
what? The problem at the heart of all those chal-
lenges may surprise you: disconnectedness.

Here's the truth – Of all the factors that impact 
the success of your business, connectedness is 
the biggest one. Focus on building the connect-
edness your employees crave, and your business 
will succeed. 

Following are seven strategies you can employ to 
build that "million dollar" business:

Business actually is a network 
of interrelated conversations

If you want an organization that produces break-
through results, you must confidently lead the con-
versations that deliver connectedness and give real 
meaning to the work your employees are doing. 
Everything you do in your business is the result of a 
conversation. Each business idea you come up with 
starts with a conversation. So does each action you 
take. Conversations have within them the ultimate 
power to make things be the way you say they're 
going to be.

Reaching for the sky

t happens again and again. You 
develop a viable strategy you 
believe will take your company to the 
next level. There are lots of meetings. 
Your team always leaves fired up. But 
as the weeks grow into months, you 

realize that what needs to get done just 
isn't getting done. 

1

To create an 
organization of 
innovation and 
creativity, you 
need to allow and 
even introduce 
the tension that 
comes with or 
causes chaos.
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Avoid 'Execution Viruses'
The greatest challenges in business today are un-
seen obstacles – the limiting and negative viral 
conversations that infect your vision, your mission 
and the strategy you're trying to execute right now. 
They undermine and sabotage individual and team 
performance. I call them "Execution Viruses." For 
example, when your employees regularly say, "It's 
not our strategy," what they are really communicat-
ing is that they feel they have no say in the direction 
of the company. As a result, they aren't engaged. 
Help empower your team, not limit them.

Don't settle for hope, 
make a declaration

There is no integrity in hope. Hoping is the antith-
esis of using the power of language to make bold 
declarations that enable bold action. Hope limits 
what employees are able to achieve. Instead, be 
willing to step up and say how you're going to win. 
This actually invents a conversation that says, "This 
is how it is right now." Then you'll work your butt off 
to close the gap between what you said and where 
you are the moment you say it.

Be bold, not safe
Connectedness can't happen when leaders "play it 
safe." Not everyone has the courage to walk into a 
meeting and engage others in an authentic inquiry to 
uncover real solutions. Instead, they choose to play 
it safe. Real leaders are willing to "lead out loud." 
This means displaying vulnerability, and asking for 
and accepting input from your employees so that 

Reaching for the sky

2

3

4

The greatest 
challenges in  
business today are 
unseen obstacles – 
the limiting and 
negative viral 
conversations that 
infect your vision, 
your mission and 
the strategy you're 
trying to execute 
right now. 
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Dan Prosser is author of "THIRTEENERS: Why Only 13 Percent of Companies Successfully Execute 
Their Strategy – and How Yours Can Be One of Them," and CEO of The Prosser Group and 
BreakthroughSchool.com.

everyone can contribute to and "own" the com-
pany's strategy for the future. For many leaders, 
it's scary to let employees see that you don't have 
all the answers, but if you want them to commit to 
making your organization unstoppable, it's critical.

Don't pretend to lead
If you think you have all the answers, you're only 
pretending to lead. The predominant myth in 
business (and elsewhere) is that to be a leader 
people will follow, you must already "know" the 
answers or have ready-made solutions to the most 
vexing problems your organization faces. If you 
believe this, you're not leading, but pretending. 
When you pretend to lead, you're covering up 
something that could ultimately cause you to fail. 
Leadership is about stepping out of your comfort 
zone. Until you recognize this, you are doomed to 
repeat your own bad decisions and those of oth-
ers who came before you. To accomplish that, you 
have to be willing to listen.

Stop trying to avoid failure
That's right. Trying so hard to avoid failure might 
actually lead to failure. Too many business owners 
opt to play it safe by setting reasonable goals in 
an effort to avoid failure. When you set reasonable 
goals to avoid failure, people will make only a little 
extra effort. But if goals are unreasonable, people 
will make real changes in the way they work. Sure, 
it's a risk, but in business, risk is the only way to true 
success. You must teach others to let go of their 
fears. It's about what might happen if you take risks.

Embrace chaos
I t i s 

better to embrace chaos than to cling to equi-
librium. The fundamental reason why so few 
companies don't make it to the finish line and ex-
ecute their strategy is that leaders can't tolerate 
the discomfort that comes with the chaos when 
things aren't happening as planned. They can't 
stay the course and wait for the source of the 
breakdown to reveal itself. They feel the need 
to act, to do something to overcome the sense 
of being out of control. Instead of just accepting 
that disequilibrium is natural, most leaders want 
to look for a way to create the pretense of bal-
ance. To create an organization of innovation and 
creativity, you need to allow and even introduce 
the tension that comes with or causes chaos. 

Reaching for the sky

5

6

7

Trying so hard 
to avoid failure might 
actually 
lead to failure. 
Too many business 
owners opt to play it 
safe by setting 
reasonable goals 
in an effort to 
avoid failure. 
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Awards, Mergers & Personnel moves | Around the industry  
BEHIND THE

SCENES

Awards & Recognition

Along with the 
launch of Highcon's 
new company vision, 
and new logo and 
website, the com-

pany has bolstered its manage-
ment team. Vic Stalam was named 
president; Jens-Henrik Osmundsen 
was named VP sales EMEA; and 
Eshchar Ben-Shitrit was named VP 
of marketing. 

Michael DeAcosta, graphic 
communications instructor 
at the Milton Hershey School 
in Hershey, Pa., was named 
the "2015 Education Award 
of Excellence" winner by the 

Printing Industries of America (PIA). The award 
recognizes a graphic communications educator for 
his distinguished educational service and for sig-
nificant programs, projects or accomplishments 
that are a direct result of their leadership. For 
25-plus years, DeAcosta worked in the print 
education field. 

GPA has announced the winners 
of its "2015 Print & Design Con-
test," which honors excellence 
and creativity in printing. This 
year, Oregon Printing Commu-
nications, Dayton, Ohio, won the 
"Best of Show" award for its cre-

ative spin on a corporate capabilities booklet in 
the Ultra Digital Papers 2 category. 

The Best of Category winners included:
Bay State Envelope (Mansfield, Mass.) 
GPA Wide Format Substrates

Chromatic Inc. (Glendale, Calif.) – 
Ultra Bak Plus & Ultra Bak Classic Pressure 
Sensitive Papers

Ace Commercial (Santa Fe Springs, Calif.) 
Ultra Film Pressure Sensitive Synthetics

Original Impressions (Miami) 
Ultra Film Non-Adhesive Synthetics

OneTouchPoint Mountain States (Denver) 
Ultra Digital Pressure Sensitive Papers

Tap Packaging Solutions (Cleveland) 
Ultra Digital Papers 1

Crossmark Graphics (New Berlin, Wis.) 
Ultra Digital Synthetic Substrates

Personnel Moves

Around the industry

R. R. Donnelley & Sons Co. has been awarded 
a multi-year agreement by Print Media that re-
news and expands the companies' relationship 
through 2020. Print Media prints, packages and 
distributes the YP The Real Yellow Pages directory 
that consumers use to find high quality products 
and services in their area. Under the agreement, 
RR Donnelley will continue to produce Print Me-
dia's YP-branded directories in the United States. 
In addition, the relationship is expanded to include 
distribution services. RR Donnelley has printed di-
rectories for Print Media and its predecessor com-
panies for more than 40 years, while Print Media 
and its predecessor companies have been publish-
ing print directories for over a century.
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Around the industry

Canon Solutions America Inc., a wholly owned 
subsidiary of Canon U.S.A. Inc., participated in 
the 2016 Best Value Conference, a nationally rec-
ognized event that educates guests on a leader-
ship-based business model that is designed to 
decrease risk, stress, cost and management re-
quirements. During the event, Canon Solutions 
America’s Enterprise Managed Services Division 
discussed the company’s adaptation of the Best 
Value approach and its resounding impact on 
both Canon Solutions America and its custom-
ers. Each year, the conference hosts industry 
professionals from various industries and pres-
ents innovative strategies to help companies de-
velop best practices surrounding procurement 
and risk management. 

GPA has launched a new video series focused 
specifically on the toner digital market: Toner 
Talks. Featuring Craig Surette, GPA’s Toner Fu-
sion market director, the series will introduce 
viewers to information and resources that can 
help them create dynamic solutions for their 
customers. In the first Toner Talks video, “Thin 
is In,” Surette shares some simple tactics on 
how to gain consumer mindshare in an increas-
ingly electronic world. With brand awareness 
and customer loyalty at a premium for market-
ers, this video helps them explore one cost-ef-
fective way to accomplish their sales goals. To 
view this new video, visit: http://ow.ly/WO4gT. 
Explore GPA’s entire collection of education-
al videos covering a wide range of topics at 
https://www.youtube.com/user/askgpa.

GET
YOUR
NEWS
HERE.

WHAT’S
GOING
ON?
LET US
KNOW!

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. 
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EVAN HACKEL

FINAL 
THOUGHT

Around the industry| Q&A  

On point with...

> Executive coach and 
Millennial expert Evan Hackel

“What are the most effective ways to train 

Millennials?” That's probably the question 

that Evan Hackel hears the most from training 

professionals today. Hackel, CEO of Tortal 

Training, is an executive coach, speaker and 

author of "Ingaging Leadership: A New 

Approach to Leading that Builds Excellence and 

Organizational Success." Hackel's company 

specializes in developing interactive eLearning 

solutions to make effective training easier by 

specializing in engagement. 

What's the biggest question you hear 
in the workforce about Millennials?
It's what are the most effective ways to train them. We 
look at Millennials and see a group of young people 
who seem addicted to texting on their phones, who 
sometimes seem skeptical about the lessons we want 
to teach them, and who are prone to changing jobs 
frequently. That’s what we think we see. But do those 
rough observations really reflect who Millennials are 
and offer useful insights on how they should be trained? 
The answer is not really. 

What is the best way to approach 
training them? 
Deliver lessons and modules in short “digestible” 
chunks that can be absorbed quickly. Millennials are 
generally fast-moving and can tune out things as soon 
as training seems irrelevant. Use animations, videos 
and other moving images to convey important take-
away concepts. And try asking for their ideas and sug-
gestions before and during training. Millennials think 
like entrepreneurs, value autonomy and like to shape 
the content of their jobs. 

Any training secrets you can share?
Remember that training fundamentals still apply. 
Don’t let the fact that you are training Millennials 
worry you. Even though they may differ in some 
ways, the fundamentals matter. That means knowing 
who your trainees are and what they do, understand-
ing the results you want to achieve, identifying met-
rics to measure before and after training, and deliver-
ing it in empowering and interesting ways. No matter 
who you're training, those principles still apply. 

What should everybody know about 
dealing with Millennials? 
By definition, you're already dealing with them. 
The so-called Millennial generation (Generation Y) 
includes people born between 1980 and 1998. Many 
older Millennials, now in their early to mid-30s, are 
already established in their careers. They're most 
likely already working in your organization and 
have taken part in your training, maybe even de-
signed some of it. You know learning preferences 
better than you expect. Take a look around – the 
Millennials who work for you are currently training 
your other Millennials. 

What's the best piece of advice 
you can offer?
Be brave about training your Millennials. Go out and 
get the job done.  

Don’t let the fact that you are 
training Millennials worry you. 

Even though they may differ in some 
ways, the fundamentals matter.
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exceeds the highest customer demands. The Canon imagePRESS® 
C10000VP series delivers smooth vivid color and output quality to 
truly amaze. Along with our high-productivity speeds and a host of 
inline functionalities, you can be confi dent of staying competitive 
and providing enhanced capabilities to all of your customers.

LEARN MORE. VIEW THE 
CANON IMAGEPRESS C10000VP 
SERIES PRESS DEMO:
PPS.CSA.CANON.COM/IMAGEPRESS

For more information, call or visit:
877-623-4969    CSA.CANON.COM



TOUCH IS
THE FINE LINE BETWEEN

read &

There’s a reason the smartest brands choose paper 
for important messages. Because holding something 
in our hands can shape how we feel. What we 
know. And, critically for marketers, what we buy.

See how brilliant brands use haptics—the science  
of how things we touch shape the way we feel— 
to create deeper connections with their customers. 
Visit sappi.com/haptics to learn more and request 
your own copy of “A Communicators Guide to the 
Neuroscience of Touch.”
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