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Introducing the new Mohawk Options + Navajo Swatchbook.
Featuring Mohawk’s exclusive Inxwell surface technology,
giving you the tactile feel of uncoated paper with the ink
density and detail of coated. Get yours today at:

www.mohawkconnects.com/swatchbooks

This insert is printed on:
Mohawk Options Smooth Digital with i-Tone 100%
PC White 80 cover on an HP Indigo 5600 press.
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BOILERPLATE

In the intense race to stay
ahead of the competitor
down the street, staying
focused and staying on
task are pretty good tools
to have in your toolbox.

Michael J. Pallerino, Editor
9 @mpallerino

Editor’'s Note | Best of Notfes

ONE FOOT IN FRONT OF THE OTHER

“If we did all the thmgs we are capable of, we would
— Thomas A. Edison

astound ourselves.”

Stop for a minute and answer
this question. How many times in
the past year have you looked at
something on your master to-do
list and found a blank space in the
entry box? No notes. No meet-
ings planned (or planned and can-
celed, for that matter). Nothing.

Okay, now how many times
has this caused you to close your
door and scream into a desk
drawer in disgust?

It happens too many times.
In the in and out, up and down
grind of that daily plight to knock
everything off of our to-do lists,
things go untouched. And if that's
not hard enough, sometimes the
items we miss are really important
things. Projects that must be start-
ed. Meetings that have to happen.
People who need some guidance.

You already know what to do,
but let's face it, sometimes it
gets hard. You win by keeping
the list short and manageable.
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Insights

H.E.L.P.

Survey shows how your
customers report problems

Why email still matters

literally

Set weekly goals that can be
slotted into daily, realistic agen-
das. Separate work, personal,
and other tasks into categories.

If you're on top of your game,
your list is going to grow. And that's
a good thing. In the intense race to
stay ahead of the competitor down
the street, staying focused and
staying on task are pretty good
tools to have in your toolbox.

In our cover story, “Firing on All
Cylinders,” noted educator and
sales expert Dr. Alan Zimmerman
shows us why the key to achiev-
ing success is to keep moving
forward. Zimmerman shares his
four-step guide to put that “killer”
instinct into your playbook.

As we head into fall, | hope you
will continue to make CANVAS
the No. 1 choice in your toolbox
as you move headlong into your
planning strategies for the rest of
the year — and beyond.

BEHIND THE CURTAIN

1

News from around
the industry
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HOLIDAY
HEAD START.

EAT, DRINK AND
BE MERRY
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That Ho-Ho-Ho time will be here
before you know-know-know it.

Get ready now with splendid products from Western States Envelope & Label.

Request a copy of our Holiday Product Guide at
www.wsel.com/holiday-products/c or scan the QR code below:

Wisconsin Ohio Kentuck Minnesota
Western States . y ! :
262-781-5540  419-666-7480  859-283-1300  651-773-8723 ; Order Online 24/7

==. Envelope & Label : 305580514 800-835-3734 800-354-9806 800-366-1721 : www.wsel.com
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YOUR SHOES

Bedat o/ Noted

In my latest travels through the airport, | came upon a book, “Every
Day | Fight,” by the late ESPN anchor Stuart Scott, who recently suc-
cumbed to cancer after a long battle. While I've always been a big
fan of Scott's “booyah” or “cooler than the other side of the pillow”
references, | just wasn't in the mood for a trip down emotional lane.

| know that Scott’s message of hope is similar to that of the late,
great Jim Valvano, who implored us all to “never give up.”

Stories can uplift, entertain and enlighten us in different ways.
But stories like Scott’s or Valvano's
endure because they tap into our
biggest fears. Their ability to face the
fear of death and use it as motivation
to inspire others is remarkable. We
marvel at their courage and chastise
ourselves for worrying about so many
trivial things. Life is about creating

All too often, it takes a painful Something grea‘ter than
tale to remind us of what's impor-
tant and where our energy should
be spent. While some people
battle life-threatening issues, many of us worry about our next
paycheck or what the boss might think of us. We get immersed in
corporate politics and toil in the mundane, while others dream of
impacting the world through hard work and sacrifice.

The lesson is that each and every day we should push ourselves
to be better than the day before. We should jump into the ring and
influence the people we touch, because life is too short to mess
around. Life is not about what's on TV tonight or your upcoming tee
time this weekend. Life is about creating something greater than
you could ever have imagined.

What do you think people who are suffering would give to be in
your shoes? If they had a chance to have your life, what would they
do with it? Would they spend their time worrying about trivial things
or engaging in activities that offer fleeting gratification?

My guess is that they would endeavor to do more than they ever
thought they could.

It's time for you to do the walking.

We should jump into
the ring and influence
the people we touch,

because life is too short
to mess around.

you could ever
have imagined.
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RICOH

Imagine. change.

The new RICOH Pro C7110X helps you take advantage of lucrative new revenue streams you never
thought possible. Our new system offers users a fifth color station for clear or white applications at
an unmatched price point. Paired with our new textured media technology and printing at 90ppm,
the RICOH Pro C7110X breaks down the barriers to the applications — and business opportunities —
that are crucial in the increasingly competitive print landscape.

©2015 Ricoh. All Rights Reserved. www.ricoh-usa.com
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WHY EMAIL STILL MATTERS

WHERE THE
CLICKS ARE

Just how much steam is

this whole “we live through

our smartphones” thing gaining?
According to a report by Movable Ink,
some 50 percent of all tracked email
opens occurred on a smartphone.

33 percent of the clicks occurred on
desktop computers, and 17 percent oc-

Not ||5e|g curred on tablets, the study found.
to prodauce

o,
Unsure 3%

Great marketers

will find a brand story

Produces that is worth following,

el\:‘/g?&lugﬁy oy and will create
20% 30% chapters to this story
that evolve over time.

Indirectly They will embrace

produces brands that evolve.”
2 1 % — Spencer Baim, chief strategic officer,

Vice Media, on the power of a good story
in marketing

THE MILLENNIAL FACTOR

It's not like you weren’t warned. According to research
from Google and Millward Brown Digital, millennials
now are the most influential age group for B2B buy-

ing groups, making up 46 percent of potential buyers.
Why? The survey shows that along with the fact that the
Baby Boomer generation is moving toward retirement
age, overall economic growth is bringing more Millen-
nials into the B2B business fold. In addition, mobile
devices and digital video are becoming a bigger part of

the B2B buying cycle, the report found.

CANVAS SEPTEMBER 2015



REAL TIME N
REPORTING T \
MARKETING

RESOURCE
CENTER

DEDICATED
CUSTOMER
SITES

N L/

ON LINE ?
SITES SOLUTION

EEEAI;‘I—EEON 7 [ \ PRINT ON DEMAND
PROVIDING Serving the
EASE OF small to
ENTRY AND  Midsized
AFFORDABLE > = -1
t d
WEB TO PRINT  Hesign

STOREFRONT community
SOFTWARE

For more information contact:
Tim Rodman - President
27 Wedge Way e Littleton, CO 80123
.

303-332-6517
http://W2Psoftware.com ® email: trodman@w2psoftware.com SOﬂwaI’e.Com



Insights | Infographic

n.ELP

So, a customer has a customer service issue that must be addressed. How would you like

STAT PACK

them to proceed? According to Northridge Group’s “Customer Service Experience 2015”
report, using the phone is still the preferred course of action. When customers contact
brands via phone, their issues are resolved 54 percent of the time, with the matter
resolved only 13 percent of the time via social media, the survey found.

Here's a look at how customers reach out:

SOCIAL MEDIA LETTER

/A L
L TE)STQ“U/EUSSAGE 1 opie ape

WEB SELF-SERVICE.. . ,///’ 1%
4% N

ONLINE CHAT
14%

EMAIL PHONE
21% 0%
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We are well positioned to have a healthy and
strong business for the next several decades.

1he Canon relationship has helped us to

evolve into the company that we are.

b

RICK SANDS
President of The Fenway Group

BT0T8T0V0VE

Deyring Unibersity

g
Qlexis Rabbertson

R " & ’.

UNL EA SH Today's world of print is constantly changing, creating new
demands every time a customer walks through the door.
Fortunately, you have more to offer your clients than ink on
THE FUL L PO WER paper. You provide vision and creativity. And now, you can
OF PRINT have the tools to help realize that power for your clients.
]

Fueled by your ingenuity, we develop solutions that allow you

to take on more work, more customers and bring more of your

creativity to a project. So as you plan for the future, get more

than a return on your investment—expect to see a return on

/\6(\3 h “E)—L WO your ideas.

ran 3 Go beyond printing at:

usa.canon.com/enablingcreativity

\\\// ENABLING

©2015 Canon USA, Inc. All Rights Reserved. Canon is a registered trademark of Canon Inc. in the United States and may also be registered trademarks or trademarks in other countries.
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Feature Story

hen his 10-year project to build
a storage battery was destroyed
in‘afire, you would have thought

that Thomas Edison would have panicked.

What he did would not only go on to become

the stuff of folklore, it also became a valuable

teaching lesson.

The key is

to keep doing
what you did to
achieve success.
There are few
shoricuts on

the road to

sales success.

As the fire raged on, Edison yelled to his son, “Go
get your mother. Tell her to hurry up and bring her
friends. They'll never see a fire like this again:”

The next morning, Edison summoned all of
his employees together and made an incredible
statement. “We're rebuilding,“she said. He di-
rected one man to lease all the machine shops
in the area. He told another to get a wrecking
crane. Then, as an afterthought, he asked, “Oh,
by the way, anybody here know where we can
get some money?*

Life isn't fair. We know that. And when it comes to
sales, most salespeople will tell.you this straight on.
Some salespeople have more than their share of
difficulties, while others get more breaks than they
deserve. What fascinates me is how: salespeople
respond to these difficulties. Some use them as an
excuse for their lack of achievement, while others
use tough times as a source of motivation.

You know what they say: your attitude deter-
mines your altitude. Good sales attitudes tend to
deliver good sales results, while bad sales attitudes
tend to bring bad results. In fact, your attitude will
defeat you faster than any problem you'll ever have

or any competition you'll ever encounter.




PERSPECTIVE

&

So, how do you develop a killer sales attitude?
How do you side step the objections, price com-
parisons, unethical tactics and myriad other things
that may stand in your way?

You can start by following these four simple steps:

Stop catastrophizing

The more you fret about your lack of sales, not
meeting your sales quota or whatever you fret
about, the less energy you'll have to work your
way out of the slump. You don’t want to lose your
ability to think clearly and strategically.

So stop. Tell yourself to cancel out those nega-
tive thoughts. By doing so, you take control of
your mind, rather than have it control you. You've
taken the first step in building a killer sales attitude
for the long haul.

Stay calm

Think about the story of Thomas Edison. Most
people use words such as inventor, genius
and entrepreneur to describe him. You prob-
ably never thought of him as a salesman. But
he was. If he couldn’t sell his ideas, he would
have never been able to finance his projects,
especially after the fire that destroyed his
storage battery.

One of his secrets was his calmness. You have to
stay calm. If you don't, your mind cannot function
at its peak. It cannot think of new and better ways
of selling if it's tied up in knots. When it's all said
and done, remember this: attitudes and feelings
always follow behavior. So, if you act calm, even if
you don't feel calm, you'll eventually be calm, with
a stronger and more positive attitude.

Keep on practicing

your sales skills

Competence and confidence go hand in hand. If
you're really good at what you do, you're bound
to feel more confident. Simply put, if you keep
on practicing your sales skills, you're going to be
more competent, and you're going to get a killer
sales attitude.

P12
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Firing on all cylinders

Unfortunately, there are two times when
a salesperson stops practicing the basics in
sales — when things are going poorly and when
things are going well. When things are going
poorly, a salesperson feels like giving up. He
starts taking shortcuts. On the other side, if
things are going well, a salesperson may think
he can stop doing all the things that landed
him success.

The key is to keep doing what you did to
achieve success. There are few shortcuts on the

road to sales success. We all have to practice
first, and then keep on practicing. Is it any won-
der that the most talented sports figures, sing-
ers, dancers, movie stars, speakers and sales-
people have coaches to refine their craft?
What are you doing on a regular basis to
keep on practicing and refining your sales
skills? If the answer is “not much,” don't expect
too much in the way of sales results.



Firing on all cylinders
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Hang in there
It's natural to feel disappointed and discouraged
when things aren’t going well. It's natural to get a
bit negative. But if you lose your positive attitude,
you will lose everything, including the chance to
turn things around.

You have to keep on keeping on. You can't quit
just because it's too hard.

Be careful of putting too much stock in your
feelings. Feelings are a useful piece of data in any
decision you make, but they should not have the
final say in doing what you know you should be
doing. Your feelings get a voice, but they don’t
get a veto.

That's how Muhammad Ali became great. He
once said, “I hated every minute of the training,
but | said, ‘Don’t quit. Suffer now and live the rest
of your life as a champion.””

The most successful salespeople keep on working
when they feel like walking. They keep on building
when they feel like bailing. They refuse to let their
feelings take over. They just keep on doing what
must be done when the tough times come.

If and when you ever feel like walking away from
your sales career, just remember you don't have to.
You can turn it around with these four keys to pow-

ering your sales career for the long haul.

Dr. Alan Zimmerman speaks to organizations that want to transform the people side of their
business. His keynotes and seminars focus on the communication, motivation, leadership, and
teamwork that pay off in bigger profits and better relationships ... on and off the job. To learn
more about his work, visit http://www.DrZimmerman.com. Also, check out his latest book, "The
Payoff Principle: Discover the 3 Secrets for Getting What You Want out of Life and Work.”



Ready to Deliver Brand on Demand

When we asked offset printers in 2007 to describe the perfect short run press
solution, they didn’t mince words. The print quality needs to be as good as offset
litho. Use standard coated and uncoated stocks, and load-up and off-load of sheets
shouldn’t require an owners manual to figure out. The prints should be smooth,
without any pile-height issues, and look and feel like an offset sheet. Prints need to
be durable too, especially when using finishing equipment. And please. ..no more
click charges.

Fujifilm’s J Press 7208 technology delivers these benefits and J Press installations
have produced millions of brand on demand impressions where it counts most - in
the field. So why wait on the promises of new technology, when proven Fuijifilm
innovation can help you dominate the high-quality, short-run market today.

Seeing is believing. Visit fujifilminkjet.com today.

The J Press 7208 provides offset quality inkjet printing for short run work that will pass the eye test of even the most discerning brand manager. '

Fujifilm proprietary technologies, combined with the presses’ superb registration accuracy, provide extraordinary fine text and line detail, stunning B

vibrant colors, and superb skin tones, resulting in a smooth high quality finish with the durability and finishing characteristics of an offset print. .
Value from Innovation

Visit fujifilminkjet.com to: Get a Print Sample Set up a Demo View Videos



BEHIND THE
SCENES

&

People Moves

PRINTING INDUSTRY ASSOCIATION OF THE SOUTH

The Printing Industry Association of the
South (PIAS) has elected its board of directors
for 2015-2016, including Alan Davis, president
of BPI Media Group (Boaz, Ala.) as its chair
man of the board. Officers include: John Am-
brose, Ambrose Printing Co. (Nashville, Tenn.),
first vice chairman; Matt Merrick, The Merrick
Printing Co. (Louisville), second vice chair,
Tommy McEwen, McGraphics Inc. (Nash-
ville), secretary/treasurer; and Hale Hawkins,
Lewisburg Printing Co. (Lewisburg, Tenn.), im-
mediate past chairman. In addition, its directors
include: Darrell Downs, Mac Papers (Nashville);
Tom Kelly, Publishers Printing Co. (Shepherds-
ville, Ken.), Art Daws, TruColor Litho (Nashville).
Re-elected directors include Forrest Adair, Mc-
Comb Printing (McComb, Miss.), Doug Heder-
man, Hederman Brothers, Ridgeland, Miss.,
Hunt Nichols, Bindtech Inc. (Nashville). All offi-
cers will serve a one-year term, while the directors
will serve three-year terms.

John Hyde, Esq., has joined Graphic Arts
Advisors (GAA) as a director and member of
GAA's senior team. Hyde has more than 25 years
of experience in the print and graphic com-
munications industry, during which time he has
worked with numerous clients in connection
with mergers and acquisitions, family succession
planning, restructuring, and orderly liquidation.
Hyde has authored numerous articles for indus-
try publications, co-authored “Strategic Growth:
The NAPL Guide to Mergers & Acquisitions”
published in 2012, and is a sought-after source
in the trade press for his knowledge of consoli-
dation trends in the printing industry.

Around the industry | Q&A

Mergers & Acquisitions

Electronics For Imaging Inc has acquired pri-
vately-held Matan Digital Printers, an award-
winning provider of innovative technologies for
superwide-format display graphics and other
industrial printing applications. Based in Rosh
Ha'Ayin, Israel, Matan has developed digital
printers and presses for a wide range of chal-
lenging industrial applications for more than a
decade. Under the acquisition, Matan's work
force of approximately 70 employees has joined
EFI, giving EFI a significant presence in Israel, a
center for innovation in the printing industry. In
addition, Yosefi has joined EFI as VP and GM,
EFI Inkjet Israel.

Taylor Corp. has made two significant acquisi-
tions, including buying the assets of NEPS and
Standard Register. The synergies between
several of Taylor Corp.’s existing businesses and
NEPS leverage an alignment of cultures, techno-
logical strengths and industries served. NEPS will
operate as a stand-alone business within the Tay-
lor portfolio of companies and the management
of NEPS will remain in place. The acquisition of
Dayton, Ohio-based Standard Register (OTC BB:
SRCT) comes as a result of Taylor's successful bid
for the company through a bankruptcy auction.
Final approval of the sale is subject to resolution
of outstanding objections before the U.S. Bank-
ruptcy Court in the District of Delaware. With
this acquisition, Taylor expects to add more than
3,000 employees from Standard Register loca-
tions around the United States and Mexico.



' Giving Shape to ldeas
IKONICA MINOLTA

Inspired Technology. Inspired Solutions. Inspired Innovations.

What will your business look like in three years?

Staying relevant in the graphic communications industry requires leveraging technologies that create new business
opportunities, drive sales, maximize manufacturing efficiencies and decrease operating costs.

At Konica Minolta, we inspire business growth with an ecosystem that integrates:

* Award-winning Hardware and Software Solutions * Color Management
* Workflow Assessment and Automation Services * Web-to-Print
* Integrated Marketing Services * IT Services

We invite you to join us at Graph Expo, get inspired and experience how Konica Minolta can transform
the way your business does business.

Graph Expo 2015 | WelreProduclinPrintoom

Chicago | 9/13-16 | Booth #1913 | £ ]w]®]in]

© 2015 KONICA MINOLTA BUSINESS SOLUTIONS U.S.A., INC. Al rights reserved. Reproduction in whole or in part without written permission is prohibited.
KONICA MINOLTA, KONICA MINOLTA logo and Giving Shape to Ideas are registered trademarks or trademarks of KONICA MINOLTA, INC.
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Around the industry

Mohawk recently held a grand opening of its new
envelope converting facility in the town of South
Hadley, Mass. The 112,342 square foot site fea-
tures envelope converting capacity to service the
company’s East Coast, Mid-Atlantic and European
customers. Mohawk invested approximately $2
million to retrofit the South Hadley facility, which
included upgrading electrical systems, installing
air and vacuum lines, and purchasing and installing
envelope converting and manufacturing equip-
ment. Operational since May, it is expected to
produce 500 million envelopes annually. To date,
Mohawk has hired 16 new employees, and plans
to hire up to 40 employees over the next year.

Lawton Printers, Orlando, Fla., has changed
its name to Lawton Connect. More than a cen-
tury ago, Lawton established itself as the pre-
mier commercial printer in Central Florida by
delivering a high quality product, at a great
value. Today, it is one of the nation’s longest
consecutively family-owned printing companies.

—

Awards & Recognition

Canon

CANON SOLUTIONS AMERICA

Canon Solutions America Inc., a wholly owned
subsidiary of Canon U.S.A. Inc., today announced
that its Designer's Guide to Inkjet received an
award for outstanding achievement at the “2015
Showcase Awards,” hosted by the Visual Media
Alliance. The guide provides unprecedented in-
sight into the evolution of inkjet technologies,
and valuable information on how to best optimize
work for production inkjet platforms.
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ignite your imagination!

Announcing Applications Island—
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Leave uncertantiy at the door and take full control of
your productivity.

GPA’s team of technical experts is ready to guide you through the everyday
challenges of running different substrates on press, while successfully
optimizing your press capabilities.

Our collection of advanced resources will help you establish best practices
that work. Through step-by-step instructions, including onsite training and
online materials, we remove the guesswork and empower your team to
become more accurate and productive.

We are commited to supporting your business through each step of the
process, from subtrate selection and testing, to establishing press settings
and troubleshooting issues.

With GPA’'s advanced support, you can deliver new, innovative products while
operating with maximum confidence, consistency and efficiency.

Leadership * Commitment ¢ Inspiration * Service

GPA.

Specialty Substrate Solutions

800-395-9000 ® www.AskGPA.com e www.RUniverse.org

GPA is part of Fedrigoni Group.
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 Awards (contnued)
FleXPrint,Inc.

MANAGED TECHNOLOGY SERVICES

FlexPrint Inc. once again has been named to
the prestigious 2015 Inc. 50015000 list as one
of America’s fastest growing organizations. This
year's honor marks the sixth consecutive year for
FexPrint, which debuted on the list at No. 423
in 2010. Each year, Inc. Magazine ranks the five
thousand fastest-growing privately held firms in
the United States. This prestigious list includes
some the nation’s most successful private com-
panies, including brand such as Zappos, Under
Armour, Microsoft, Timberland, and others.

R. R. Donnelley & Sons Co.'s Lynchburg, Va. fa-
cility has been recertified to Voluntary Protection
Program (VPP) Star Status by the Occupational
Safety & Health Administration(OSHA). VPP cer-
tification is attained only after an organization un-
dergoes a rigorous onsite evaluation conducted
by a team of health and safety professionals. Star
Status certification is the highest certification lev-
el granted by OSHA. RR Donnelley maintains five
OSHA VPP Star Status-certified facilities.

Announcements

Printing Industries of
America (PIA) is launching
o its “Power Selling Program,”
an eight-week turnkey train-
ing program featuring on-

PRINTING line training, weekly student

INDUSTRIES  projects and live coaching
OFAMERICA  sessions with sales coach

guru Leslie Groene. The
program enables sales professionals to attend
personalized weekly coaching sessions with
Groene, where they can ask questions and get
answers in real time. The program kicks off
October 12. For more information or to register,
visit www.printing.org/powerselling.

Advancing Graphic Communications

Around the industry | Q&A

WHAT"

YOUR
NEWS

HERE.

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.




Specialty Printing & Imaging Technology

SGIA 240

Atlanta, GA ¢ November 4-6, 2015

Revolutionize Your Garment
Decorating Business

At the 2015 SGIA Expo in Atlanta— you'll see all the
newest equipment, applications and trends for the
dynamic garment decorating market. Experience the
latest and greatest in all-over print platforms, dye
sublimation, embroidery, heat transfer, cut-and-sew
workflows and direct-to-garment inkjet in action.

Platinum Sponsors

AGFA @ == jyst efi FusFm ()
Gold Sponsors

All-Over-Print Platforms
Apparel Dye Sublimation

DTG Inkjet Embroidery
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BEHIND THE
SCENES

> Talent and leadership
& ; o expert Brian Mohr

BRIAN MOHR

Brian Mohr loves his job. In fact, the co-founder
and managing partner for Y Scouts, a purpose-
based leadership search firm that connects or-
ganizations with exceptional leaders, believes
that should be everybody’s goal. Through Y
Scouts, Mohr helps employers and employees
connect through a shared sense of purpose
and values — a key in creating sustainability to-
day. He honed his craft by working as a talent
strategist and in leadership management for
major corporations like P.F. Chang’s China Bis-
tro and Jobing.com. Here he discusses the key

to finding that ever elusive work-life balance.

Where does the notion
of work-life balance

stand these days?

The corporate world is suscep-
tible to fads. Creating a work-life
balance, that push to properly
prioritize your work in relation to
your lifestyle, features the kind
of fad-ish thinking that can lead
gifted people down the wrong
path. The concept of work-life
balance is a claim on how we
should prioritize our lives, which,
if believed, can be confusing.

So, is it okay to love
your job?

If you love your job, it's not ex-
actly work. It becomes a mat-
ter of exercising your capabili-
ties fully toward a goal that you
believe in. Finding the right
fit — whether an organization is
searching for leadership, or an
individual is seeking the right job
— is more important than people
realize. The problem of work-life
balance starts farther upstream.
When the appropriate person
is aligned with the appropriate
goal, balance is natural.

How do you find

that balance?

Don't buy into the notion of the
"work you” as being separate
from the “real you.” The U.S.
Bureau of Labor Statistics says
we spend 8.8 hours of each day
working. The most we spend
doing anything. Sleeping is sec-
ond at 7.6 hours. Work-life bal-
ance enforces a strange notion
that you are essentially different
on the clock than off, which hurts
both employers and employees.

If you love your
job, it’s not exactly
work. It becomes
a matter of
exercising your
capabilities fully
toward a goal that
you believe in.

What’s the key?

The most important thing is to
align the right people with the
right role. That means align-
ing the purpose and values of
an organization to the purpose
and values of the right people.
Everyone owes it to themselves
to find the right organization. In
today's world, we simply cannot
compartmentalize different ar-
eas of our lives like people used
to. Most of us carry our work
around in our smartphones. If
not text messages, then we get
emails sent to our phones.

So, live with it - work is
life and life is work?
Whether through technology
or the software running in our
brains, we can't simply turn off
work when we leave the office.
We should drop the idea that
"work” and “life” are somehow
separate. They're not. B
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CANON SOLUTIONS AMERICA

OF PRODUCTION INKJET. \

HIGH-QUALITY COMPETITIVELY OPERATIONAL TRUSTED HIGH
COLOR PRICED EFFICIENCY PARTNER PRODUCTIVITY

I H H ~ CANON SOLUTIONS AMERICA VOTED THE NUMBER ONE
M “COMPANY TO WATCH" AT THE 2015 INKJET SUMMIT.
Recognized as the top “Company to Watch” at the 2015 Inkjet Summit, we are

Océ ImageStream inkjet press committed to helping customers take their production print operations to the
next level. That's why we're pleased to present our newest inkjet presses. The
Tr, " Océ ImageStream™ 3500 inkjet press is the first full-color continuous feed Océ

i;];’—l | . : inkjet solution to print on standard offset paper providing offset productivity

with the variable data print benefits of digital printing. The Océ VarioPrint®i300
Océ VarioPrint i300 inkjet press L . . T .
inkjet press features innovative cutsheet inkjet technology at a savings of up to
half the operating costs of traditional toner-based equipment. Discover how these

production inkjet presses will revolutionize your inkjet print production workflow.

SEE A SNEAK PEAK! VIEW THE INKJET INNOVATIONS VIDEO, AT:
PPS.CSA.CANON.COM/THEFUTUREOFINKJET

\877—623-4969 CSA.CANON.COM
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TOUCH IS

THE FINE LINE BETWEEN

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

S a i your own copy of “A Communicators Guide to the
p p Neuroscience of Touch.”




