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lower cost of operation2

more durable output3

fuser oil4

Make a bigger
impression with:

1. The Océ JetStream™ 3000 can produce 2865 letter impressions per minute. 2. The Océ CS665 Pro as compared to the Xerox® iGen4™ running 140K impressions per month. 
3. The Océ CS665 Pro as compared to Xerox iGen3™ in the October 2008 “Digital Printing and Survivability in the U.S. Postal System” research study by the PIA/GATF Digital 
Printing Council. 4. The Océ Color Systems family of products does not require the use of fuser oil.

Color is the new black. And for good reason. It captures attention, creates results 
and drives response. With Océ digital color innovations, you get the power of color—
with dazzling results and the consistency, reliability and ROI you’ve come to expect 
from black & white. As customer demand for digital color takes off, the question 
is not whether you can afford to have color. It’s whether you can afford not to.

Océ. Revolutionizing the printing industry for more than a century. 
To learn more, call 1-800-523-5444 or visit www.ocenomics.com
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When Digital Becomes
What Printers Do

NOTEbook BY BILL  ESLER

High-end auction 
house Sotheby’s is 
nearly as famous 

for its luxurious catalogs as 
for the auctions the pub-
lications preview. But the 
company is trying smaller 
formats and digital versions 
in an effort to trim print 

costs and better serve its upscale clientele. For auc-
tions this month, 10,000 catalogs were mailed to 
Sotheby’s hot list of prospects for impressionist art, 
accompanied by a USB stick loaded with a rich me-
dia version. Bidders can read it on their computer 
in offl ine mode and organize items they want to 
consider. It also permits 400X blow-
ups for detailed looks. 

Why the change? The auction 
house estimates it could save $10 mil-
lion in printing and postage if it sim-
ply downsized all its catalogs to the 
shape of a fat CD booklet (6.5´´square, 
reduced from 8.5×11´´), an approach it 
is testing after analyzing how its bidders use them. 
The printed version, in that scenario, becomes a 
trigger to get bidders online, where they can re-
search past auctions to compare prices. The catalog 
will likely continue to evolve to a high-end offering 
associated with spectacular sales. A 22-lb. boxed 
catalog set describing one auction sold for $290.  

New types of ‘print’ media
For printers, the development of such rich media, 
along with less abundant printing volumes, is likely 
to form a new business opportunity: building the 
content and hosting the assets. Time Inc.’s new 
Mine magazine, an on-demand publication engi-
neered by the ad agency for Lexus automobiles and 
American Express Publishing, is another example. 
The venture re-purposes content from existing 
magazines (Real Simple, Travel & Leisure, Time, 
etc.) based on boxes readers check off to generate 
a personalized edition, including ads for Lexus that 
mention the recipient. Content is selected based on 
profi ling questions that readers answer. (Examples: 

Dinner with DaVinci or Socrates? Prefer pizza or 
sushi?) Are these threats to the graphic communi-
cations industries? For The Ace Group, New York 
City, the arrangement means new business printing 
Mine on its three 7-color HP Indigos. The fi rst of 
fi ve issues (sign up at www.timeinc.com/mine.) was 
mailed in April. Mine makes a great test case for 
reader preferences in the general market. And as it 
turns out, readers voted their selection quite delib-
erately. Almost the entire (presumably budgeted-
for) available offering of 31,000 paper copies were 
snapped up. And a like number of 30,000 of the 
digital-only versions were chosen—in short, there 
was parity in demand for digital or print.  

What readers want
Approaching digital parity is some-
thing we are witnessing even at Graph-
ic Arts Monthly, notwithstanding our 
print-focused editorial mission. Our 
unique role in chronicling printing 
technology creates a meta-web con-
sciousness on the matter. We use the 

online tools because they are effective in delivering 
breaking news and rich media (videos, webcasts). 
And we use them because they are popular with 
the industry, as traffi c and reading patterns show. 
In fact, the traffi c headcount of unique visitors to 
Graphic Arts Monthly’s Website equals, or at times 
exceeds, the 70,000 issue copies we produce. 

Online also provides access to tens of thousands 
who might not otherwise see a copy of GAM. It 
provides a searchable archives, routable copies, and 
opportunities for instant feedback. We frequently 
use dynamic comments from online readers to 
update stories during the day. And in the case of 
GAM’s rich media digital edition, we pay a printer 
to prepare that version, for printers like you. ■

We’re watching web-

casts and rich media

explanations of how

to run presses. Is

there anything wrong

with that?

Editor-in-Chief
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Print brilliant colors. Naturally.

For more information, call 1-800-524-0003 x3599 or visit presstek.com

Create dazzling business growth.
Learn more at www.presstek.com

Environmentally-friendly Presstek DI®

presses cost-effectively produce high

quality offset output for print runs 

between 500 and 20,000. The DI’s

on-press imaging and waterless design 

reduce water consumption, eliminate the 

need for plate chemistry, and significantly 

cut VOCs. Plus, fast makeready conserves 

paper. Just another way we help make

your business more capable, productive 

and profitable.

   LET’S TALK profitability and a cleaner 
environment with Presstek DI®

digital offset presses.

Combine the ease-of-use of 
digital with the versatility 
and high-quality output of 
environmentally-friendly 

offset printing.

Presstek DI Presses

cost savings on average 

for each letter-sized page 

compared to toner 

based devices.*

50%
Presstek DI delivers a

*InfoTrends U.S. Print On Demand Market Forecast: 2005-2010.
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Mail Ban Will Stamp Out Business

TALKBack@graphicartsonline.com
BY LISA  CROSS

How smart are smart presses? Why are press releases posted? Other online feedback.

“San Francisco is not considering a junk 
mail ‘ban.’ They’re calling for the state to 
create a registry that will give citizens the 

choice not to receive junk mail. Those who want to 
receive junk mail would be more than welcome to 
do so.”–William Craven , media offi cer, San Francisco

“Don’t these clowns know by banning mail you are 
killing the economy even more!! The U.S. needs 
the mail service to survive; it is the second largest 
employer behind Wal-Mart. If you want to see a to-
tal collapse of the economy, then keep banning junk 
mail. Great job!”–Vinny Romano, mail carrier 

“Every time they raise postage rates, the volume 
drops. They are struggling with decreased volume so 
they are raising rates. Problem is, when they raise rates 
my clients cut their lists, which also cuts my profi ts. 
Too bad USPS doesn’t have to run like we do.”–Dennis
W. Ewing Sr., mechanical engineer, San Antonio, TX

Article or Press Release?

“In doing online research I came across your arti-
cle/press release titled CardPak, Winterborne Team 
for Sustainable Packaging. The arti-
cle/press release had 

many self-promoting statements about the two 
companies without any reference to statistics or 
facts. Was the article written by one of your edi-
tors, or is it just an ‘advertisement’ that the com-
panies paid to publish? Does your company make 
any effort to verify statements or claims published 
on your online site? We would encourage you to 
retract this loose, shady form of journalism previ-
ously presented as a news article, as it is nothing 
more than disguised advertising.”–Bruce Carter,
senior VP, U.S. Merchants

The article mentioned is a posted press release, a com-
mon practice on online news sites. We welcome yours.

Smart Presses

“If these presses are so smart {Intelligent Presses, 
April p. 20}, why is it that even modern offset presses 
do not have positive control of ink feed? It is great 
that advances in technology are being developed, but 
one should understand if a technology is being de-
veloped to advance the process or to cover up weak-
nesses. If the experts aren’t interested in discussing 
these kinds of issues, how is the average printer go-
ing to fi nd out what is wrong with the process?”–Erik
Nikkanen, mechanical engineer, Toronto

Success Begets Success  

“Reading your blog {Print Sales 
Call} has made me feel like my 
day is going to be great! I think 
we all can see those ‘up’ and 
‘down’ days in our business. I 
see many clients who believe 
times are tough and therefore 
have an ‘excuse’ for business to 
be down. I also see printers that 
are putting in extra effort to keep 

clients happy, and sales reps who are mak-
ing extra calls to win work–the market is no easier 
for them. As you rightly point out, it is in our atti-
tude and determination. It is also in ratios; you have 
to make calls in the fi rst place.” –Chris Gander, JDA 
Print Recruitment ■

TALKBACK:  online, or to lisa.cross@reedbusiness.com
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Garner is the new executive

director of the Mailing &

Fulfi llment Services Assn.

He was formerly the CEO

of magazine printer United

Litho, an operating division

within The Sheridan Group.

www.mfsanet.org
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60seconds BY KEN  GARNER

The days of high-volume, print-centric, mass 
saturation direct mail strategies are numbered. 
I say this even though I spent 33 years work-

ing in, and eventually running, a commercial print-
ing fi rm with an active mailing operation. I know 
the headaches associated with mailing and deliver-
ing print; I even started my career in printing as a 
delivery driver. 

But now, new, more effective strategies are re-
quired, based on coordinated multi-channel dis-
tributions that provide a higher level 
of analytics and response tracking. 
Technologies such as variable-digital 
printing, transpromotional mailing 
production, personal URLs leading 
to individualized Websites also linked 
to mailing promotions, and Intelligent 
barcodes, are the types of technologies 
we need to learn and implement. 

Why? Because direct marketers are looking for 
confi rmation that their investment in promotions 
delivers results. And if they can’t substantiate their 
investment, they will try another medium. The evi-
dence? For the fi rst time in over 60 years, spending 
on direct mail decreased during 2008, a trend not 
expected to reverse until 2010. Overall mail statistics 
show USPS volume declined by 9.5 billion pieces 
in 2008 for a $2.8 billion loss. Further erosion of 
up to 23 billion pieces is projected for 2009 that 
could drive an additional loss of up to $6 billion for 
the USPS. Obviously, our members, many of them 
printing companies, are feeling the full impact. 

It is no secret that the mailing industry needs 
to reinvent itself from a system focused on beating 

postal rules to one where the rules lead to profi table 
growth. The current rate and pace of change initi-
ated by the USPS provides printers with unique op-
portunities—such as summer rate discounts for satu-
ration mailing. The key is to uncover them. I would 
suggest that companies begin the process by turning 
to their trade associations. With the relentless grip 
of the recession, it’s tempting to drop association  
involvement. But that represents risky, short-term 
thinking. Studies have shown that companies that 

invest in market expansion during a 
downturn—even if that investment is a 
modest one revolving around training 
and research—will outpace competi-
tors as recovery arrives. The road map 
to survival and prosperity is our associ-
ation’s deliverable. Conferences are one 
means to that end.

Within six months of being selected as the new 
CEO of the Mailing & Fulfi llment Services Associa-
tion, I was confronted with the stark reality that a 
signifi cant number of our members need to reinvent 
their business proposition. As they reach a major 
crossroad, ignoring the ramifi cations will most cer-
tainly doom many of our members’ businesses. This 
situation has helped me better understand the mis-
sion and purpose of associations in unprecedented 
times. As MFSA gears up for its annual conference 
on June 3-6 in Chicago, we will present strategies to 
move beyond print-only direct mail. We will offer 
new business models based on expanded, more bal-
anced services. Can you afford not to take advantage 
of the guidance that spells the difference between 
success and failure? See you in Chicago.  ■

 

Move your business

into multi-channel

distributions. The

days of mass print-

centric mailings are

numbered.

My Job:
Reinventing

Your Mission
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Many have copied its design. None
have matched its performance.
Only the ROLAND 700 can deliver the high quality and performance

that others have attempted to copy. The reason is simple: no other

company can duplicate manroland's engineering. It’s the kind of 

inventive thinking that creates perfect ink distribution, optimum flat

sheet travel, smooth and precise delivery and fully-automatic plate

changes. Combine all that with a host of Inline performance 

solutions, and the ROLAND 700 can raise profit margins, even with

today's shorter run lengths. Together with you: WE ARE PRINT®

www.manroland.us.com 
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TOPNEWS@graphicartsonline.com
BY LISA  CROSS

Printing fi rms around the nation may have revved up PR efforts to mark last
month’s Earth Day, but the general recession is likely making the biggest
impact on the printing industry’s carbon footprint. With the U.S. economy

projected to contract by nearly $1 trillion or more, the environmental impact of
the printing industry could well decline in line with general volume declines.

 Still, printers’ moves to green have not only been making headlines, but win-
ning awards and reducing costs. Maple Press Company, York, PA,  was honored by
its state’s governor for its recent development of the THINKTech printing system,
a process that resulted in the elimination of the ovens and chillers normally need-
ed for web printing, reducing energy costs by 80% and reducing VOC emissions
by 90%. The process uses Amerikal’s Thin Ink Film Technology and was devel-
oped after Maple-Vail switched its press chemistry to Amerikal’s Genesis line.

Green printing is a staple at Mosaic, Cheverly, MD; the company is a member
of EPA’s Climate Leaders Program. It is the fi rst print shop in the U.S. to  install a
5-color, 29” waterless KBA Rapida 75 press (shown) with aqueous coater.

Joel Zelepsky, Mosaic’s senior sales and marketing VP, says purchasing the
Rapida 75 with its waterless printing technology and aqueous coater provided a
perfect fi t to Mosaic’s existing sheetfed presses. “Although it is a smaller size, its
environmental impact in using less water, paper, and VOCs fi ts right in with our
corporate environmental direction,” he says.

Mosaic, FSC-certifi ed since 2005, reports it moved to “carbon neutral” sta-
tus in 2007, based on its investment in 100% wind power and reforestation
programs to offset carbon emissions from its operation. In 2007, the fi rm was
presented with the Art Directors Club of Metropolitan Washington’s Partnership
Award in recognition of its involvement and contributions among the design com-
munity including its environmental initiatives.  maple-vail.com, mosaicprint.com

The Flexographic Technical Assn. released FIRST 4.0
(Flexographic Image Reproduction Specifi cations &
Tolerances), a 328-page reference for achieving high-
quality, consistent print results.
The fourth edition of the guide
includes new process control
targets and expanded coverage
of process color calibration,
including conventional dot gain
compensation, near-neutral
calibration (G7), and Interna-
tional Color Consortium (ICC)-
based color management. To
order: ftastore.com

Upside of Down: Green
Recession reducing print eco-effect.

Media package printing fi rm Ivy Hill has closed 
on its sale of select assets to Multi Packaging 
Solutions (MPS), a label and package printing 
conglomerate whose holdings include John 
Henry and Great Western Industries. Terms 
of the transaction were not disclosed. MPS is 
owned by investors Irving Place Capital. Ivy 
Hill was a unit of Toronto’s Cinram; that fi rm’s 
CEO stepped down March 31.

MPS says the acquisition of the operations 
of Ivy Hill, which is headquartered in New 

York City, results in a 
manufacturing network 
of 14 plants through-
out the U.S. Last 
month MPS acquired 
Innovative Creative 
Packaging Solutions, 
a 200-employee South 
Plainfi eld, NJ, folding 
carton, point-of-pur-

chase and label printing fi rm with fl exo, offset 
and 7-color HP Indigo ws4000 presses. 

Founded by Marc Shore with the fi nancial 
backing of Irving Place Capital, MPS U.S. op-
erations also include Great Western Industries, 
Dallas; John Henry and John Henry Packag-
ing, with seven locations; MPS Digital, a John 
Henry digital start-up funded by Bear Sterns; 
and The Printery, a Holland, MI small-format 
offset shop. multipkg.com

Packaging Pact

Specifi cations for Flexo
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Canon changed 
what’s possible 
in digital color. 

Wait until you see 
what we can do for K.
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K takes on in-line booklets, high- quality
halftone repro and B&W prints on-demand,

without breaking for lunch.

Introducing the new B&W imagePRESS  1100 Series

CANON is a registered trademark and IMAGEPRESS is a trademark of Canon Inc. in the United States and may also be a registered trademark or trademark in other countries. IMAGEANYWARE is a trademark of Canon. © 2009 Canon U.S.A., Inc. All rights reserved.

When you put the right B&W equipment on the job, anything is possible. Whether it’s printing on various 
substrates, booklet-making or meeting the most demanding customer requirements – you can get it done 
with the high-speed and high-quality you’ve been looking for. You’ll also have the expanded capabilities 
and scalability to adapt to the needs of your production environment. See how imagePRESS could 
help you increase profi tability and create possibilities at usa.canon.com or call 1-800-OK-CANON.
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Ajoint venture between French RFID technology fi rm ASK and
U.S. label printer WS Packaging Group, Green Bay, WI, will
result in a new plant opening in Essex, VT. Ninety jobs will be

created over the next three years, as the company opens a facility
to produce contactless RFID inlays for a range of secure ID cards,
including those for mass transit, bankcards, food, healthcare, gam-
ing, and event ticketing. The move is one of many in the growing
fi eld of printed electronics where adaptations of existing commercial
printing technology are proving attractive for their ability to produce
advanced products at lower cost than traditional electronics produc-
tion methods.

ASK-intTag, the offi cial name of the joint venture, will lease
15,000 sq.ft. of secure space in an IBM facility to become the fi rst
U.S. company to print silver-based antennas on inlays, the company
says. Printing silver-based antennas offers an edge over Chinese
competitors, which use acid to etch the antennas out of cooper,
ASK reports. “Our process is completely different. It’s printing so
there is no acid, no pollution,” explains Thierry Burgess, ASK GM.

Contactless cards and tickets developed by ASK are already used
in the transportation networks in several large U.S. cities. The com-
pany will invest $6 million in the project and production will begin
this summer. The state of Vermont will provide $675,000 in incen-
tives and pay $120,000 for training for the company’s workers.

Smart Print Plant Opens

The UPS Store and sister franchise Mail Boxes Etc. will make 
a major push in expanding its printing offerings. The franchise 
mailing and printing centers, which compete directly with 
FedEx Office (the former 
Kinko’s Copy Centers), un-
veiled the fi rst phase of a new 
online printing offering at the 
On Demand Expo last month. 
With more than 4,400 U.S. lo-
cations, and 6,000 worldwide,  
UPS Store and Mail Boxes 
Etc. franchises announced the 
launch of a NowDocs-based 
platform for online order-
ing of printing services. UPS 
Store management says, “The network anticipates its sheer size 
and accessibility will position it as a leader in the online print-
ing arena.” 

The new online ordering system will offer digital printing, 
black-and-white and color duplication, and fi nishing. The ser-
vices will be available in mid- to late Spring. Pick-up is arranged 
at one of the fi rm’s local franchise locations. UPS Store and 
Mail Boxes Etc. locations already offer shipping.

UPS Store Takes on FedEx in Printing

Auction Aftermath: Equipment Fire Sale

 30%
Number of small business owners skipping

paychecks and tapping home equity, credit cards
and personal loans to stay afl oat,

says American Express survey.

Equipment auctions are springing up as fi rms under fi nancial duress
close down and sell assets. An auction at bankrupt commercial printer
Oddi Atlantic, Princess Anne, MD, drew hundreds of bidders from around
the world, but generated just $1 million in proceeds, according to local
media reports. Creditors, including local government offi ces that had
fi nanced the expansion of the subsidiary of an Icelandic printing fi rm,
were likely to recoup only small amounts of their claims. At least some
of the purchases will be shipped outside the U.S. U.K.-based White-
horse Machinery acquired a manroland 6-color press for $110,000,
which will be resold  to a South American package printer. GI Graphics,
Charlotte, NC, paid $290,000 for a Heidelberg 6-color which is headed
to China. The company was formed three years ago, when packaging
printer Oddi USA, merged with Atlantic & Hastings Printers, Salisbury,
MD. The deal was funded in  part by local government agencies.
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TOPNEWS@graphicartsonline.com

gam0905_topnews.indd  12gam0905_topnews.indd  12 5/6/2009  9:23:49 AM5/6/2009  9:23:49 AM



The digital B&W imagePRESS. 

The only thing it won’t do, is compromise.

CANON is a registered trademark and IMAGEPRESS is a trademark of Canon Inc. in the United States and may also be a registered trademark or trademark in other countries. IMAGEANYWARE is a trademark of Canon. © 2009 Canon U.S.A., Inc.  All rights reserved.

All throughout our industry, customers are demanding better quality, more fl exibility and are simply expecting more from B&W 

production. They’re looking for on-demand, short-run, variable content, multiple versions, a broad 

range of substrates, and they want it yesterday – at a reduced cost. Raising the question, “What 

equipment do I use to handle these new challenges without compromising quality?” At Canon, we’ve come up with the perfect 

solution. The B&W imagePRESS 1100 Series. Our new, mid-level B&W digital press is designed to meet the changing capacity needs 

of your business. It’s redefi ning the possibilities of digital

B&W printing, and subsequently, creating new revenue

opportunities. So shops have the ability to handle a wide variety of jobs like in-line booklet making, while lowering operating costs

and maintaining higher levels of uptime and throughput. Much like what the imagePRESS C7000VP did for digital color, the 

imagePRESS 1100 Series offers productivity, speed and simplicity while enhancing the level of graphic quality. When it comes to B&W

production, this is your answer. To fi nd out even more about the B&W imagePRESS, go to usa.canon.com or call 1-800-OK-CANON.

imagePRESS 1135

imagePRESS 1125

imagePRESS 1110

gam090501_fullads  13gam090501_fullads  13 5/4/2009  8:45:25 AM5/4/2009  8:45:25 AM



14  MAY 2009 ■ graphicartsonline.com

EVENTS
JUNE
1-3 PSDA Techology Conf., for print 
distribution executives, Ritz-Carlton, 
New Orleans. psda.org

3-6 MFSA Mailing & Fulfi llment, expo 
and conference, Swissotel, Chicago. 
mfsanet.org

8 G7 Summit, hosted by IDEAlliance, 
Intercontinental O’Hare, Rosemont, IL. 
G7summit.org

8-10 IPA Technical Conf., 44th annual 
event, Intercontinental  O’Hare, Rose-
mont, IL. ipa.org

16-18 Gravure Environmental Work-
shop, held by Gravure Assn. of America, 
Toronto. gaa.org

21-24 PIA Sales and Marketing
Execs., annual conference, Lake Las 
Vegas, NV. printing.org

AUGUST
2-5 EFI Connect, annual users confer-
ence, Wynn Las Vegas. efi .com/connect09

6-8 AlphaGraphics, annual convention, 
Palmer House Hilton, Chicago.
alphagraphics.com

13-14 TransPromo Summit, sponsored 
by InfoTrends, Boston.
transpromosummit.com

26-29 Allegra Network, convention, 
Chicago. convention.allegranetwork.com

SEPTEMBER
11-16 Print 09, international trade 
show and exhibition, McCormick Place, 
Chicago. print09.org

OCTOBER
7-9 SGIA Expo, specialty printing and 
imaging event, New Orleans. 
sgia.org

13-14 SmartSourcing Summit, co-
sponsored by Purchasing magazine and 
Graphic Arts Monthly, includes a focus on 
Managed Print Services. Rosemont, IL.
purchasing.com/smartsourcingsummit

13-15 Print Solutions, conference and 
expo, Navy Pier Convention Center, 
Chicago. printsolutionsshow.com

29-31 NAQP Owner’s Conf., quick 
printer gathering, Austin, TX. naqp.com

NOVEMBER
11-14 Graphics Canada, International 
Centre, Toronto. graphicscanada.com

CUSTOMER SERVICE
SUBSCRIPTIONS: Call 800.446.6551
for subscription inquiries.
Back issues? Call 800.446.6551.
Reprints including digital printing
rights and online permissions,
call 800.290.5460 (ext. 149).

Catch the Wave...
with the Kirk-Rudy WaveJet!

Need high-quality print
on difficult substrates?

Print great looking variable text, barcodes and graphics on a wide variety of coated stocks, plastics and foils
 - including Aqueous and most UV coatings. The Kirk-Rudy WaveJet Inkjet System allows you to offer
customers more of what they are looking for with eye-catching graphics and addressing on glossy stocks.

WaveJet’s custom designed inks and high-resolution Piezo Inkjet
technology means you no longer have to sacrifice print quality for
versatility. Setting up jobs is made simple with the WaveJet’s intuitive
user interface and custom software designed by Kirk-Rudy.

If you’re ready to expand your capability,
you’re ready for the Kirk-Rudy WaveJet.

For more information please contact your local Kirk-Rudy distributor,
or call us at: (770) 427-4203, or visit us at: www.KirkRudy.com
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Bobst 8,000 sph Expertfoil
(above) was presented at
Competence 09 as a platform
to demonstrate two new
technologies: Plasmatreat,
and Speed Chase.

Bobst hot foilers have increased in speed and trim back waste with more automation.

16  MAY 2009 ■ graphicartsonline.com

Foiling With Heat on a Sheet

VALUEadded BY BILL  ESLER

ONLINE: go to graphicartsonline.com/fi nishing

Engineering 
innovations don’t always fall in synch with 

the schedules of global trade shows. So increasingly, 
suppliers are staging events of their own to show 
their latest waves of development. This is the case 
for Bobst, which presented the three-day Compe-
tence 09 for 400 key visitors from 46 countries, in 
Lausanne, Switzerland in mid-March. The Switzer-
land manufacturer showed eight new products. The 
event also included 17 partner supplier exhibitors.

Bobst showed the latest versions of hot foiling 
equipment, which would be of interest to commer-
cial printers entering packaging or moving toward 
higher value-added printing offerings. The 8,000 
sph Expertfoil 104 FR stamping press (it handles 
40´´ sheets) with Foil Register technology showcased 
two concepts. As Bobst put it (bullets): 

• Hot foil stamping is notoriously diffi cult on 
substrates that have low surface tension, such as UV 
varnished boards without varnish cut-outs, or on 
coated boards. The Plasmatreat system pre-treats 
the surface during the run, allowing the successful 
application of foil to low surface tension substrates.

• Changeover times for repetitive hot foil stamp-
ing presses can be radically reduced with a patented 
Speed Chase system, developed in partnership with 
U.S.-based UEI Group, Overland Park, KS. Lighter 

and faster to change over, 
it is designed for hot foil 
stamping, and for stamp-
ing with embossing. 
The job storage plates 

used with the Speed Chase 
are prefabricated and come 
with the stamping dies 
ready located by the tool 

maker. The transfer of 
heat is better, changeover 
times are reduced, and the 

positioning of the plate is 
simplifi ed, says Bobst, with the ap-

plication of its Centerline system. The 
whole system can be run by one operator. 
Closer to home, Bobst presents innovations at its 

U.S. headquarters in Roseland, NJ, each fall, most 
recently at Direction 08, staged last October. It fea-
tured Bobst next-generation diecutters, foil stamp-
ers, and folder-gluers with 13 running machines. In 
the foiling area, that included the high-speed Foiljet 
hot foil stamping press. Using a unique rotary foil 
application technology, Foiljet can process work at 
up to 12,000 sheets an hour as a sheetfed model or 
handle 150 meters per minute as a web-fed version. 

Modular combinations in the Foiljet allow it to 
be individualized to match job requirements. Bobst 
systems can foil stamp in three fashions: fl at-on-fl at 
(stamping straight down); round-on-fl at (rolling the 
foil onto a fl at surface); or round-on-round, which 
is the approach used in the Foiljet. Bobst says this 
allows it to achieve a high level of productivity, up 
to 12,000 sheets per hour. You can see schematics 
demonstrating these different approaches at bobst-
group.com/Global/Worldwide/en/FoldingCar-
ton/HotFoilStamping/Process.html.

While foil is viewed with suspicion by some en-
vironmentalists, Bobst notes that the less foil used, 
the more cost effective and environmentally friendly 
stamping can be. So it developed Eco-Foil, an in-
telligent management program for minimizing foil 
advance and maximizing stamp gap utilization. It is 
said to save up to 50% on foil consumption. ■
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Plates whiz by as Nela’s

automated plate handling

system identifi es, tracks,

and rapidly transports them

after punching and bending,

sending them press side to

point of use just in time for

the production run.

Real-time production management means never having
to say you’re sorry you made plates too far in advance.

PREMEDIA by HAL HINDERLITER, WorkFlow Editor

Making Plates
JUST IN TIME

L
everaging the power of automated digital 
workflows and the speed of computer-to-
plate imaging, “just-in-time platemaking” 
is a newly emerging strategy. It provides an 

enhanced level of press room fl exibility, by delaying 
the creation of plates until just hours—or even min-
utes—before the press run. Proponents of just-in-
time platemaking say production schedulers are bet-
ter positioned to accommodate changes in customer 
specifi cations, sheet sizes or sudden, last-minute 
shifts in press availability. In many cases, this elev-

enth-hour effort is aided by in-line plate punching, 
bending and distribution. This is accomplished by  
systems that fully automate all plate-handling proce-
dures between the RIP and the pressroom.

The “just-in-time” approach, which we’ll re-
turn to a little later in this article, is so new that 
only a handful of printing operations have actu-
ally been able to try it. For the moment, producing 
plates just in time usually means speeding them 
from the plate setter through highly automated 
plate processing and delivery, and in high-volume 
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shops, directly into handling systems that manage plate prep, 
and delivery to the press, just in time to plate up. Workers at 
Cox Target Media’s Valpak Manufacturing Facility in St. Peters-
burg, FL, for example, are using such high-tech plate handling 
engineering from Burgess Industries. 

Cox is famous for mass mailing millions of coupon-packed en-
velopes. Valpak is one of the leading direct marketing companies 
in North America. Headquartered in Largo, FL, Valpak delivers 
coupons to nearly 46 million households each month throughout 
the U.S. and Canada. In 2008, Valpak distributed some 20 billion 
coupons inserted in more than 521 million envelopes. Anticipat-
ing future growth, Valpak constructed a cavernous plant capable of 
doubling its previous production capacity. Though the end prod-
uct is small enough to fi t in letter-sized envelope, the coupons are 

produced on two 78´´ wide high-speed 8-unit Goss Sunday 4000 
presses outfi tted with Automatic Transfer, a technology that al-
lows the web to run non-stop through the press even during plate 
changes. Banks of units go off impression for re-plating, while 
freshly plated units go on impression. All the while the paper web 
keeps running at 2,500 fpm. 

As might be expected, this system demands a continuous 
fl ow of press-ready plates, which—owing to the extremely short 
runs—must be delivered very quickly: every 12 minutes. So faster 
response to pressroom plate demands was determined to be of 
critical importance. Burgess devised two suspended plate deliv-
ery “highways,” 16 plate indexing systems, 32 “smart pods” and 
more than 170 automation modules, among other components, 
for the rapid-response just-in-time platemaking process within this 
500,000-sq.ft. facility.

During the planning stages, 
Cox calculated the Sunday 4000 AT webs would maintain standard 
run lengths of only 10,200 impressions. “This means those web 
presses are running continuously,” explains D. J. Burgess, CEO 
of Burgess Industries. “There’s no time for nesting plates onto a 
cart. Instead, we designed a ceiling-mounted plate delivery high-
way that keeps the moving plates out of the press operators’ way.” 
This system links four sets of Kodak Magnus VLF platesetters and 
processors with two in-line plate benders and a plate shearing de-
vice. Automation systems can redirect the plate path as needed for 
platesetter or processor maintenance.

The volume is so great that the VLF platesetters are fed in 
bulk by a Kodak automatic pallet loader, which accepts up to 3,600 
plates without manual handling. Kodak plates are shipped on pal-
lets directly to Valpak from the factory. The automatic pallet loader 
can handle up to six pallets, each with as many as 600 plates, for 
fully automatic, online loading to the Magnus VLF. The system 
allows fully automatic unloading to the processing line. 

Integration within the Valpak Manufacturing Facility includes 
platemaking queues and press schedules that are driven by Cox 
Target Media’s SAP system, generating plates that are automati-
cally transported to press-side “smart pods” holding up to four 
plates per cylinder. Operator control panels provide complete 
information on the jobs in each slot, including plates that are en 
route to the press. At the beginning of each new makeready, the 
pod pushes out the correct plate so the operator cannot make an 
incorrect selection.

If a plate is damaged during the mounting process, the opera-
tor can reorder a plate right from the press deck’s control panel, 
which is then delivered to a priority slot on the pod. “Nowhere 
else in the entire world is there a facility where the press opera-
tor has such complete control over imaging plates,” notes Burgess. 
“This allows production to be managed entirely from the press-
room. The Burgess Plate Management System knows when each 
job needs to run and assures that all the pieces are in place, creating 

PREMEDIA

At Cox Target Media’s Valpak

Manufacturing facility, Kodak Magnus

VLF setters (above) image so much volume that they are

fed plates by forklift, directly from factory-loaded pallets.

Nowhere else in the world is there a facility
where the press operator has such com-
plete control over imaging plates.
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a fully ‘lights out’ integrated manufacturing 
system.” This approach to plate manage-
ment has contributed to the facility’s reduc-
tion in project cycle time from four days at 
the predecessor plant down to only eight 
hours, reducing labor requirements 75% 
per unit delivered.

More than one thousand miles away in 
Ville d’Anjou (Quebec), register control 
system vendor Nela is putting fi nishing 
touches on a massive just-in-time plate de-
livery system for Transcontinental’s Trans-
mag division. Linking three Agfa CTP 
devices to Transmag’s new manroland web 
press, the Nela system punches, bends, 
transports and sorts more than 700 plates 
per hour during periods of peak demand. 
Traveling up to 200 feet from the plate pro-
cessor to the press-side stacking area, a new 
plate can be delivered every 20 seconds.

“In our old factory, we had some de-
lays due to moving plates around,” recalls 
Philippe Bergeron, Transcontinental’s 
manufacturing project coordinator, Cana-
dian development and operations. “Our 

new press has additional full-color units, so 
it will require 30% more plates. We want 
those plates to always be ready on demand, 
because there’s no time to wait. When one 
job has begun working, the next job should 
already be arriving to the plate stackers.” 

Directing the fl ow of plates is Nela’s 
Sortation Software, which allows operators 
to link the barcode information imaged on 
each plate to any desired storage location 
in real time. Sorting criteria is determined 
by the operator’s selections, and can in-
clude plate color, press unit, job number or 
other values. The lower level of the press 
is served by 36 plate storage slots, with an 
additional 32 plate positions located on the 
second press deck level. Repeat plates can 
be called up from the press console, or on 
press from two Nela control panels located 
near the plate stackers.

Automation drives every facet of opera-
tions in this new factory, beginning with a 
web portal that communicates customer 
orders directly to Transmag’s Agfa prepress 
system and its manroland printnet planning 
and production workfl ow.

“We’ve spent a lot of energy trying to 
maximize our results, to fi nd ways to save 
time and gain fl exibility,” reveals Bergeron. 
“With the market now so diffi cult, we must 
be able to maximize our press capacity.”

One cart equals one shift
Effi cient plate production is just as im-
portant to sheetfed press users, especially 
in producing short-run high school year-
books. During peak production, Wals-
worth Publishing consumes 2,800 plates 
per day for its two sheetfeds and three web 
presses. Once it spiked up to 3,200 plates 

We want those plates to be ready on demand because
there’s no time available to wait. With the market now so
diffi cult, we must be able to maximize our press capacity.
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A perfect solution for balanced business decisions.
Manage your production and financial workflow from 
content creation through distribution.

EFI Monarch
Intelligent Print Management

EFI™ Monarch tells you where you are profitable (and where not), and identifies 
new opportunities for you. Combining high definition production and process 
management with the industry’s most intelligent, JDF-certified planning, 
scheduling, machine interface and management tools; EFI Monarch is the 
premium business management system available in a single solution.

Improve efficiency. Streamline workflows. Reduce costs. Grow profits. 

For more information please call 800-875-7117, or visit www.efi.com/dm/monarch.
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in a single day and the fi rm was able to make ready and run fi ve 
jobs per hour on each of two Speedmaster perfectors. Its system, 
which includes no automated transports, keeps a steady fl ow of 
plates to Walsworth’s 8-unit Hantscho and Baker Perkins and a 
6-unit Solna webs.

“We don’t have a conveyance; we load our plates onto carts,” 
says Mark Hatfi eld, VP manufacturing operations. “One cart is 
equivalent to a shift of work. When that cart has the complete 
batch of plates needed for the shift, it’s delivered to the pressroom.” 
Each plate processor feeds a Nela in-line punch/bender, reducing 
the need for operator involvement. 

Walsworth’s planning and scheduling efforts are credited with 
maximizing the effectiveness of its Kodak Prinergy workfl ow and 
Trendsetter platesetters. “It’s all in the prepress,” notes Hatfi eld. 
“The scheduling of the entire printing and binding operation starts 
as soon as you know the makeup of the job. The old way of jug-
gling priorities in the platemaking queue–‘move this job up, put 
that job off’–you just can’t think that way anymore.”   

 
Rippling through scheduling
Last summer EFI and Kodak announced an initiative permitting 
the EFI Prepress Integration Suite to interface directly with Prin-
ergy workfl ows and Kodak’s Unifi ed Workfl ow System. 

Leveraging the Planner module from EFI’s Monarch Suite of 
products, print manufacturers can now effect “reconciled distribu-
tion planning” to coordinate platemaking, press runs, and post-
press processes. Last-minute changes to customer specifi cations or 
press destination immediately ripple through all planned processes, 
updating schedules and purchasing requests.

Suitable for sheetfed, web, and digital press workfl ows, the EFI 
Monarch/Prinergy Integration package sits between Monarch’s 

MIS foundation (Monarch is the re-
cently integrated Logic and Hagen 
production management system), 
its dynamic scheduling module (EFI 
PrintFlow),  and its data collection ser-
vices (EFI Auto-Count). 

The Planner module can instantly 
create and reconfi gure plate layouts to 
provide the exact imposition needed 
by Prinergy during the platemaking 
process. LithoTechnics’ Metrix is also 
included for optimization of multi-up 
“step and repeat” jobs.

The earliest concept of the phrase 
“just-in-time platemaking” dates back 
to the Scitex Brisque, the fi rst work-
fl ow system to rasterize pages individu-
ally en route to a last-minute merger 
with predefi ned imposition templates. 
Today, such systems need the power to 
combine individual pages as unraster-
ized object lists, as well as the fl exibility 

to accommodate late-breaking changes in press assignment and the 
possible resulting change in sheet size. 

Eliminating fi xed impositions
“It’s nice to say you can perform ‘just-in-time platemaking,’ but 
there are some fundamental problems with the whole notion,” 
opines Jeff Palser, EFI APPS product manager. “We’ve solved 
those problems by breaking the task of imposition into two parts: 
We create marks that relate to the page imposition grid, and we 
create a separate set of marks that relate to the press. This elimi-
nates the requirement to build fi xed imposition templates, because 
Planner’s impositions automatically scale to fi t changes in press lay-
out or sheet size. If you don’t bridge that gap, it’s impossible to give 
control of platemaking to the scheduling system.”

Beyond the ability to accommodate late-breaking changes, 
Monarch’s Planner module can also automate versioning processes. 
Working backwards from a known set of customer requirements, 
Monarch Planner can manage everything from press schedules 
and plate changes to mailing and shipping. Expanding the “just-
in-time” paradigm from platemaking to the entire workfl ow, this 
innovative concept seems likely to spread beyond the three user 
sites that are currently in beta. Fortunately, communication within 
the EFI Prepress Integration Suite is built on JDF and JMF mes-
saging, creating the expectation for future integrations with ad-
ditional RIP vendors.  ■

PREMEDIA

REGISTER FOR FUTURE WEBCASTS, SEE ARCHIVED ONES

Graphic Arts Monthly’s offset-related webcasts began last month

with “Intelligent Sheetfed Presses,” and continues June 2 with a

look at G7 Certification. www.graphicartsonline.com/webcasts

WEBCASTS

The Burgess Plate Manager platform integrates other vendor systems and plant communication func-

tions, with “real-time” visual display of plate pod positions, storage, job identifi cation, and priority.
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Modern Marvel: Remote Monitoring

OPTimizer BY KEVIN  COOPER

Iremember as a kid having to walk to the TV to 
change channels or the volume. It was an amaz-
ing day when my dad installed our fi rst wired 

remote with a 20-ft. cord that allowed you to move 
channels up or down one by one. Obviously today, 
we are all used to wireless remotes that have a degree 
of functional sophistication that frequently surpasses 
our ability to understand how to use them.

Printing technology is really no different in its 
evolution. The degree of sophistication in press 
controls continues to evolve as microprocessors can 
handle increasing amounts of data more quickly and 
Internet connectivity allows information to move 
anywhere in the world at near instant speeds. Print-
ing equipment vendors are taking advantage of tech-
nology to optimize products.

Equipment vendors have made signifi cant strides 
in developing real-time remote diagnostic tools to 
optimize press performance and minimize unsched-
uled downtime. Additionally, the support networks 
in place help printing fi rms train press crews on 
equipment maintenance and eliminate root causes 

of breakdowns. Manufacturers use the information 
these systems gather to improve future products.

Complex analysis from anywhere
Much like the sophistication of my television re-
mote, diagnostic capabilities continue to develop 
quickly. The days of performing only simple tasks, 
and doing them slowly, have rapidly shifted to quali-
fi ed experts performing complex and sophisticated 
analysis from anywhere in the world. Fujifi lm Taske-
ro Universe allows a Fujifi lm team to continuously 
monitor the color of an output device over the In-
ternet, delivering an alert if something seems abnor-
mal. It can also track paper use, ink performance, 
and pressroom condition. Komori has linked its 
Lithrone AI press to the service. Heidelberg offers 
a 24/7 service called eCall on presses manufactured 
since the products inception in 2008. manroland 
continues to build on a robust remote diagnostic 
offering; it operates three service centers staffed 
with electrical and mechanical engineers provid-
ing around-the-clock service. The main focus of 
remote diagnostics is to increase press uptime and 
solve problems in real time. The systems are also 
capable of trend analysis.

For those of you not using the available tools, 
think twice. You’ve paid for them! Development 
costs of these technologies are built into the cost 
of equipment and related support. Technological 
advancement will not slow, whether or not you 
take advantage of the tools. From a competitive 
view, you’re not evolving your understanding of 
the trends in your performance with data available 
from vendors’ tools. 

Prices during diffi cult market conditions can’t 
rise, leaving profi ts to those who make continuous 
cost reductions. Recognizing your business as a se-
ries of processes and learning how to better man-
age each process step is essential. Process variation 
adds cost and detracts from quality. Tools add value 
only when used. Why pay for them, even indirectly, 
and then let your competition master them? Tech-
nology offers enormous potential; now if I can just 
fi nd where the kids left the remote. ■

Heidelberg’s eCall ser-
vice monitors error codes
within  presses made since its
inception in 2008, and uses
software to alert customers to
potential issues so preventa-
tive measures can be taken
before a problem occurs.

ONLINE: go to graphicartsonline.com/management

Signifi cant strides in real-time diagnostic tools optimize press performance.
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Striking Color In
DIGITAL PRINT

D
igital production color presses have secured 
a strong foothold in the printing industry, 
complementing and often rivaling offset 
printing. Until fairly recently, digital print-

ing was changing so rapidly that it was diffi cult to 
determine any baseline metrics. Now, improvements 
have slowed down just a bit. The Xerox iGen3, for 
example, was a revolutionary device; the iGen4 
could be considered an evolutionary improvement. 
This gives us time to take a snapshot and perform a 
“state of the art” review. 

So it is appropriate to begin to develop a series 
of test protocols and quality metrics for bench-
marking digital production color printing. In any 
evaluation, it is important to measure parameters 
that matter in everyday use. For digital presses, this 
means items like uptime free from jams and color 
matching. As this article goes to press, results from 
a test of 10 digital color presses are being gathered 
for a comparative analysis being coordinating by 
premedia organization IPA. This is the biggest, in-
dependent testing of digital production devices ever 

‘Is it good enough?’ is no longer in question as ten
digital color presses take IPA’s performance challenge.

DIGITAL PRINT by ABHAY SHARMA, Ryerson University
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For controlled comparison, NewPage converted sheets

from a single mill roll of its Futura Laser paper, supply-

ing them to nine digital press manufacturers whose 10

presses were tested as part of the IPA Digital Print Forum

program. At right, the NewPage Wisconsin mill.

undertaken, comparing multiple machines—including two hybrid 
direct imaging offset platforms—against the new measures. Results 
will be released June 8, at the IPA Digital Print Forum, at the asso-
ciation’s annual Technical Conference, June 8-10, at the Rosemont, 
IL Intercontinental Hotel. (Register at www.ipa.org.) 

The 10 digital production systems being evaluated are :
• Canon imagePRESS C7000VP  • Screen Truepress 344
• HP Indigo 7000   • Toshiba e-Studio6530c
• Kodak NexPress S3000   • Xeikon 8000
• Océ CS665 Pro   • Xeikon 3300
• Presstek 52DI   • Xerox iGen4. 

The system engines use: direct-imaging offset (Presstek, 
Screen); toner based sheetfed; and toner-based web (Xeikon). 

IPA Digital Print Forum 2009
The June IPA study will evaluate every aspect of the 10 digital pro-
duction presses, including sheet to sheet variation, PantoneGoe 
and matching GRACoL. The tests the machines are currently 
undergoing include color repeatability within a press run, color 
repeatability across multiple press runs, Pantone color matching, 
cross sheet evenness, resolution, vignettes, registration, speed, rub 
resistance, fading, cracking, and substrate properties, including de-
inking and recyclability after print. 

Many of the systems being evaluated are new introductions, 
launched at Drupa 2008. The Toshiba e-Studio6530c is a device 
that is a good fi t for light production and graphics environments 
aimed at short run work of 500 or less saddlestitch booklets. The 
iGen4 was launched last year, and we are excited to determine the 
improvements between the iGen3 and iGen4. The Xeikon 8000 is 
another new system, and enables high-speed, duplex printing from 
web-to-web or web-to-sheeter delivery. 

As to methodology for this year’s tests, it is relevant to consider 
print-to-print consistency, and to measure consistency over the 
entirety of a long press run. It is useful to measure the speed of a 
press and to note conditions under which the press speed drops, 
e.g., for thicker stocks. The report includes surveys of end-users 
to understand print productivity—for a two-hour job, how much 
time was spent fi xing a paper jam? 

The current IPA project includes a number of tests related to 
physical properties of the digital output during fi nishing. There 
are concerns that since toner sits on top of the paper, not penetrat-
ing as with offset inks, it is prone to cracking. Accelerated fading 
tests are also being used to evaluate the light-fast stability of digital 
press output, extremely relevant if you are in the photo book market. 

The surface rub resistance of the print is being measured using a 
Taber rub resistance device to determine if the print can survive 
shipping and handling if it is destined for the mail. De-inking is an 
important environmental consideration. The INGEDE Method 
11 process is being used to test toner removal from the paper. In 
short, all practical aspects of digital printing are being tested.

The IPA Digital Press Forum was embraced by printing indus-
try suppliers, adding to the scope and breadth of the testing. For 
example, each digital press manufacturer has been provided with 
NewPage Futura Laser gloss coated paper. As part of the testing 
process, each manufacturer printed test pages on this stock and 
returned it to the IPA for analysis. For control purposes, all stock 
was cut from the same parent roll. 

“NewPage believes strongly in supporting our constituents who 
embrace digital imaging technology,” notes Michelle Garret, strat-
egy manager, digital, at the paper company. “They are the future of 
our business.” She notes, “Digital papers are especially necessary to 
digital printing because they are optimized for the engine’s tech-
nologies, manufactured to enhance the hardware’s capabilities and 
are designed with the end use applications in mind.”

All the digital presses fully support the new PantoneGoe sys-
tem, and Pantone supplied a new swatch book to each supplier for 
this test. Q-Lab Corp., which is the leading test lab for fade resis-
tance and archival quality of images, faded the print samples at its  
laboratory in Florida. The RIT Printing Applications Laboratory 
evaluated the cracking and rub resistance of the proofs, and as to 
recyclability, the Fogra lab in Germany measured how much toner 
is released from the prints during de-inking and recycling. Inciden-
tally, live print samples from each system are being assembled and 
measured, to be available as a 48-page perfect bound book with 
press sheets from each system. You can order it online at www.ipa.
org/digitalprint to ensure getting a copy when it is fi rst released on 
June 8. Use special code 09TCGAM for a 30% discount.

 While most digital presses are used for production, there are 
a number of situations in which the same device can be used for 
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Improvements have slowed down just
enough to take a snapshot, and perform a
state-of-the-art review of digital presses.
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ordinarily compare a color target printed on the digital press with 
a color target printed on an offset press. This process is well estab-
lished in inkjet proofi ng; the procedure is highly sophisticated and 
extremely accurate where inkjet RIP based systems routinely match 
press sheet data to less than 2.0 Delta E. 

The digital press industry is now beginning to develop systems to 
match color characterization data, and it will be interesting to learn 
if suppliers have a process to achieve a colorimetric match to a given 
characterization data set. It is not always necessary that a digital press 
match an offset press; however, there are many situations where, for 
example, digital may be placed alongside offset printing in a publica-
tion. On 100-lb. text stock, the digital press gamut is generally big 
enough to match most offset conditions. We are now awaiting the 
software front end to provide this functionality. Doing color proofs 
on a digital press provides a very economical and versatile proofi ng 
platform and a new opportunity for digital presses.

The June 8-10 IPA Technical Conference will host a number 
of  other activities for those interested in digging further into digi-
tal printing. Special sessions and live, hands-on demonstrations will 
look at color management for digital, the use of digital in packaging 
applications, development of marketing and sales strategies, and of 
course the technical results of the IPA Digital Print Forum. 

Digital printing is often criticized as tending to drift, unable to 
color manage, and unable to match Pantone colors, and many fear 
digital output cracks during folding in areas of high coverage. The 
initial results from this series of tests demonstrates that these accusa-
tions are largely unjustifi ed and that digital printing matches, and 
in many cases surpasses, offset in terms of color, print quality, and 
durability.  As the February 2009 “Butterfl y” cover of Graphic Arts 
Monthly clearly showed, digital and offset printing quality are very 
comparable. The ultimate test of digital printing is in the images. 
To see them for yourself, order the IPA booklet and view real print 
samples from most every major digital print system on the market. ■

Dr Abhay Sharma is Chair, School of Graphic Communications Management,   
Ryerson University, Toronto .

DIGITAL PRINT

Transpromo Printing: An Any-Size Opportunity
Hosted by GAM Editor in Chief Bill Esler
Presented by WorkFlow Editor Hal Hinderliter and
Contributing Editor Noel Ward
When: Online May 21, graphicartsonline.com/webcasts
Everyone opens their bills. So a key market opportu-
nity for digital printing presses is “transpromotional”
printing. As the name suggests, it incorporates promo-
tional messages printed right onto transaction docu-
ments, like invoices and statements. Unlike buckslips
and bill stuffers, the ad is integrated and unavoidable.
This creates must-read advertising for your clients.

In a free May 21 webcast, you’ll learn you don’t
have to be a digital printing giant or mega-size com-
pany to enter the transpromotional printing market.
But what are the hurdles to transpromotional printing?

This webinar covers the nuts and bolts behind
transpromo printing, explaining the tools and tech-
niques in use today. Just like CTP, digital proofi ng,
and other game-changing technologies, transpromo
is being adopted by market leaders and will spread
throughout the broader printing industry. What tech-
nologies will enable this transformation? Tune in to
this one-hour webcast. Topics will include:

• Transpromo prospects among current clients
• How transpromo is done now, how it’s changing
• What is AFP, and why it is (and isn’t) important
• Color managed transpromo: yes, it is possible
• Team approaches to bridge the IT-marketing gap
• Case sudies of actual transactional print workfl ow

Register or replay it @ graphicartsonline.com/webcasts

FREE WEBCAST May 21

G7 SUMMIT & IPA TECHNICAL CONFERENCES, JUNE 8-10

In June, Graphic Arts Monthly is publishing partner for two impor-

tant back-to-back conferences at the Rosemont, IL Intercontinental:

the IDEAlliance G7 Summit www.g7summit.org and IPA Digital Print

Forum & Technical Conference. www.ipa.org

REGISTER

digital proofi ng. IDEAlliance recently awarded GRACoL cer-
tifi cation to the HP Indigo press range. In layman’s terms, this 
means that IDEAlliance has measured and confi rmed that the 
HP Indigo is able to produce a press sheet that matches com-
mercial offset printing. 

Digital Printer or Digital Proofer?
To achieve the match, the user must use a particular stock, a 
specifi c print engine, and follow a detailed procedure, for ex-
ample, HP Indigo 7000 with Oris Press Matcher software and 
Oris Pearl paper. If you use this media and this procedure, then 
the proof you pull will match offset. We infer from this that the 
system can, at the same time, be both digital color printer and  
digital color proofer. 

To confi rm that a digital press can match offset, one would 

Of 10 digital presses being measured in IPA’s Digital Print Forum, two use

direct imaging offset engines: the Screen Truepress, and this Presstek 52DI.
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Masters Certify
PRINT QUALITY

A
s part of our ongoing parade towards print 
perfection, All Out has earned our G7 Mas-
ter status,” says J.B. Capuano, president of the 
Woodridge, IL fi rm. His operation is in a fast 

growing company of  G7 Master printers from around 
the country, that have adopted a specialized calibra-
tion process that assures a “remarkable visual match 
between the proof and the fi nal print product,” as 
Capuano puts it to his customers. “All you really need 
to know is that when you look at one of our proofs, 
you can rest easy knowing that what you see is what 
you’ll really get. You’ll also see reduced turnaround 
times, less remakes, and considerable savings.”

The G7 process also helps commercial printers 
like The Printery produce consistent color with less 
preparation and less waste. Printers who maintain a 
G7 certifi cation are known to reliably produce high- 
quality commercial printing that matches from proof 
to press, and from one G7 press to other G7 presses. 
“The Printery has invested in G7 technology, allow-
ing us to have one standard that provides predictable 
and consistent color without setting up presses ac-
cording to different methods on a job-by-job basis,” 
says the fi rm. Developed by the IDEAlliance and the 
GRACoL Committee, “G” refers to calibrating Gray 
values, while the “7” refers to the seven primary color 
values: Cyan, Magenta, Yellow, Black (K), Red (M&Y), 
Green (C&Y) and Blue (C&M). 

This list is of G7 Master fi rms involved in print-
ing and premedia production. (A few suppliers such 
as KBA and Pantone have earned it as well.) A web-
cast explaining the technology is scheduled for June 
2, followed by the G7 Summit at the Rosemont In-
tercontinental hotel June 8.  www.g7summit.org  ■

Meet the printers, and other fi rms, who are third-party
G7-verifi ed that their reproduction process is controlled.

G7 MASTERS by LISA CROSS, Senior Editor
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4over Inc., Glendale, CA

Accurate Printing, Woodbridge. VA

Acme Printing, Wilmington, MA

Acorn Press, Lancaster, PA

Action Graphics, Lincoln Park, NJ

The Ad Art Company, Los Angeles

Advanced Printing, Garwood, NJ

Airport Printing Service, El Paso, TX

All Out Print Communications
Woodridge, IL

Allstate Print Center, Wheeling, IL

Ambassador Press, Minneapolis

Amp Printing, Dublin, CA

Art Litho Printing, Baltimore,

Artcraft Inc., Des Moines, IA

ASAP Printing Corp., Salt Lake City

B & B Printing, Tigard, OR

Baesman Printing  Corp., Hillard, OH

Berlin Industries, Carol Stream, IL

Bethany Press, Bloomington, MN

Black Diamond Equipment,
Salt Lake City

Bolger, Minneapolis

Boss Logo Print & Graphics,
Markham, ON

Bridgetown Printing, Portland, OR

Brown Printing, East Greenville, PA

Brown Printing, Waseca, MN

Bureau of Engraving, Minneapolis

Calendar Press, Peabody, MA

Carlith Printing, Carpentersville, IL

Cary Printing, Morrisville, NC

Caxon Printers Ltd. , Caldwell, ID

CDS Publications , Medford, OR

Cedar Graphics , Ronkonkoma, NY

Central Florida Press, Orlando

Cenveo Anderson Litho, Los Angeles

Cenveo Graphic Arts Center,
Portland, OR

Cenveo, San Francisco

Cenveo, St. Louis

Cenveo, Toledo, OH

Chicago Press Corporation, Chicago

Classic Color, Broadview, IL

Colorfx, Urbandale, IA

ColorGraphics, Los Angeles

ColorGraphics, Costa Mesa, CA

ColorGraphics, San Francisco

ColorGraphics, Seattle

Colornet Press, Los Angeles

ColorSource, Inc., Pennsauken, NJ

Contemporary Graphics,
Pennsauken, NJ

Corporate Graphics Commercial,
North Mankato, MN

Corporate Image, Des Moines, IA

Coyle Reproductions, La Mirada, CA

Creative Printing, Merriam, KS

Crossmark Graphics, New Berlin, WI

CRW Graphics , Pennsauken, NJ

Cummings Printing, Hooksett, NH

D’Andrea Graphics Corp., Los Angeles

Digilink Incorporated, Alexandria, VA

Digital Color Concepts,
Mountainside, NJ

Dingley Press, Inc., Lisbon, ME

Documation, LLC, Eau Claire, WI

Dome Printing, Sacramento

Donahue Printing, Los Angeles

Donald Blyler Offset, Lebanon, PA

Duracolor, Racine, WI

Dynagraf Inc., Canton, MA

E. John Schmitz & Sons, Sparks, MD

Earth Color Barton Press,
West Orange, NJ

Edison Litho & Graphics,
North Bergen, NJ

Edison Press, Des Plaines, IL

eDoc Communications,
Mt. Prospect, IL

Effective Graphics, Torrance, CA

Elk Grove Graphics, Elk Grove, IL

Elmwood Press/Reliable Envelope,
Elmwood Park, NJ

Emerald City Graphics, Kent, WA

encompus, San Diego

Envelope Express, Bensenville, IL

EXPERTPrintersOnline,
Champaign, IL

Finn Industries, Inc., Ontario, CA

Flower City Printing, Rochester, NY

Friendship Creative, Millersville, MD

GHP Media, West Haven, CT

GJ Haerer Co., Inc., Clifton, NJ

Global Printing, Alexandria, VA

GLS Companies, St. Paul, MN

Grandville Printing Co., Grandville, MI

Graphic Center, Sacramento

Graphic Systems Group,
New York City

Graphics Group, Dallas

Green Bay Packaging, Green Bay, WI

GSL Fine Lithographers, Sacramento

Hatcher Press, San Carlos, CA

HBP, Inc., Hagerstown, MD

Hennegan Company, Florence, KY

Heritage Printing & Mailing,
Leonardtown, MD

Hill Holliday, Boston

Homewood Press, Toledo, OH

Hoppmann Group, Wauwatosa, WI

Hull Printing, Barre/Berlin, VT

Huston Patterson, Decatur, IL

Hutchison Allgood Printing,
Winston-Salem, NC

Imagine Print Solutions,
Minneapolis

immedia, Minneapolis

Impact Digital, New York City

Imperial Visual Communications,
New Berlin, WI

Impressions Inc., St. Paul, MN

Impressions Unlimited, Addison, IL

Independent Printing Company,
Ashland, OR

Independent Printing Inc.,
De Pere, WI

Inland Litho, Anaheim, CA

Innovation Printing, Inc.,
Philadelphia

Insync Marketing, Commerce, CA

The Integer Group, Lakewood, CO

Integrity Graphics Inc., Windsor, CT

International Paperbox,
Salt Lake City

Irwin Hodson Company,
Portland, OR

J. S. McCarthy Company,
Augusta, ME

Jarvis Press, Dallas

J-C Press, Owatonna, MN

John Roberts Co., Minneapolis

JohnsByrne Printing, Niles, IL

Johnson Printing, Rochester, MN

JP Graphics, Inc., Appleton, WI

K/P Corporation, San Leandro, CA

K/P Corporation, Renton, WA

Kay Printing, Clifton, NJ

KBA Customer Care Center, Williston, VT

Keating North America, Toronto

Kendall Printing Co., Greeley, CO

Kirkwood Printing, Wilmington, MA

Knight Printing Company, Fargo, ND

Kramer Printing, , Westport, WI

LAgraphico, Burbank, CA

Lahlouh, Burlingame, CA

Lake County Press, Waukegan, IL

LaPlume & Sons Printing,
Lawrence, MA

Latta Graphics, Little Ferry, NJ

Leatherback Printing, Kirkland, WA

Lester Litho, Anaheim, CA

Litho Flexo Graphics, Salt Lake City

Litho Press, Indianapolis

Lithocraft, Anaheim, CA

Lithographix, Hawthorne, CA

LyonHeart, New York City

Mainline Printing, Tokepa, KS

The Marek Group, Waukesha, WI

Maximum Graphics, Chaska, MN

McArdle Communication Redefi ned,
Upper Marlboro, MD

McCallum Print Group, Seattle

McCann Erickson, New York City

McKay Com. Essentials,Midland, MI

McQuiddy Printing, Nashville, TN

Menasha Packaging Co., Neenah
Printing Plant, Neenah, WI

Meyers Printing Co., Minneapolis

Mid Valley Press, Verona, VA

Modern Int. Graphics,  Eastlake, OH

Moquin Press, Belmont, CA
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G7 MASTERS
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Mt. Royal Printing, Baltimore

Mundocom Worldwide, Chicago

Nahan Printing, St. Could, MN

Nies/Artcraft Companies , St. Louis

Nureg, Portland, OR

Old Trail Printing Co., Columbus, OH

One Source Printing & Graphics,
New York City

Paccess Packaging, Portland, OR

Pace Lithographers,
City of Industry, CA

Pacifi c Digital Image,
San Francisco

Page International Communications,
Houston

Pantone,  Carlstadt, NJ

Paragon Press, Salt Lake City

PBM Graphics Inc., Durham, NC

PEEQ Media, New York City

Penmor Lithographers,
Lewiston, ME

Philipp Lithographing, Grafton, WI

Pinnacle Solutions, Modesto, CA

Precision Line, Moberly, MO

Precision Litho, Vista, CA

Premier Graphics, Bellingham, WA

Premier Press, Portland, OR

Pressworks, Plymouth, MN

Prestone Printing Company,
Long Island City, NY

Primary Color, Culver City, CA

Primary Color, Costa Mesa, CA

Print Com. Group, Inc., Fairfi eld, NJ

Print International, Freeport, NY

Print NW, Tacoma, WA

Printing & Converting Research
Center, Pendleton, SC

The Printery, New Berlin, WI

The Printing Center, Sparta, NJ

Printing Control, Tukwila, WA

Printing Resource, Lindon, UT

The Printing Source, St. Louis

Printing Specialities, Newark, NJ

Pro Print, Duluth, MN

Process Display, Minneapolis

PSA - Naperville, Naperville, IL

Quad/Graphics, Inc., Sussex, WI

Quality Printing, Pittsfi eld, MA

Quartier Printing, East Syracuse, NY

Quebecor World,  Dyersburg, AR

Quebecor World, Jonesboro, TN

Quebecor World, Merced, CA

Quik Print OKC, Oklahoma City, OK

Ramsey Press, Mahwah, NJ

Refl ections Printing, Minneapolis

Rex Three, Inc., Sunrise, FL

Rider-Dickerson, Inc., Bellwood, IL

Riegel Printing, Ewing, NJ

Ripon Printers, Ripon, WI

RR Donnelley Metro,
Eden Pairie, MN

Sandy Alexander Inc., Clifton, NJ

Schawk, Los Angeles

Schumann Printers, Fall River, WI

Segerdahl Corporation, Wheeling, IL

The Seibel Group, Princeton, NJ

Shawmut, Danvers, MA

Shorewood Packaging, Toronto

Sigler Companies, Ames, IA

Signature Press, Rochester Hills, MI

Sonoco Packaging, Terrebonne, NY

Southern California Graphics,
Culver City, CA

Special Editions, Inc., Sussex, WI

Spectrum Printing, Rockville, MD

Spectrum Printing, Portland, ME

Standard Printing & Design,
Spencer, IA

Stolze Printing, Bridgeton, MO

Straub Collaborative, Portland, OR

Stylecraft Marketing Corp.,
Rancho Santa Margarita, CA

Sun Dance Graphics, Orlando

Supreme Graphics, Arcadia, WI

G7 Basics: Reliable Color Can Help Grow Business
Hosted by GAM Editor in Chief Bill Esler
Presented by Joe Fazzi VP, IDEAlliance
Don Hutcheson, Hutchcolor
When: Online June 2 graphicartsonline.com/webcasts

Nearly 250 printers and other graphic communications
fi rms listed on the accompanying pages, have been
verifi ed as G7 Masters. Achieving the ability to reliably
reproduce color to match proofs, and to match the per-
formance of other G7 Masters, the certifi cation provides
market and production advantages.

The G7 calibration method delivers consistent
gray scale appearance on virtually any type of color
imaging process. Profi ciency in G7 is gaining rapid
adoption by brands, publishers, ad agencies and print
buyers who want consistent, high-quality color from
diversifi ed suppliers and media. Printers have dis-
covered that G7 helps them produce more consistent
color more easily and effi ciently than by traditional
methods. G7 users trained by an IDEAlliance-certifi ed
“G7 Expert” can be listed as “G7 Masters.”

The webcast sets the stage for the June 8 G7 Sum-
mit in Chicago. At that event, Graphic Arts Monthly
and IDEAlliance will distribute the 2009 G7 Speci-
fi cations and Guidelines Reference. It will also mail
with select copies of Graphic Arts Monthly’s June
issue. Last published in 2007, the supplement serves
as a reference guide and a gateway to G7 printing
standards. www.graphicartsonline.com/webcasts

G7 WEBCAST June 2

FREE WEBCAST: G7 Basics: How Reliable Color
Grows Business. Goes live on June 2, and it’s recorded so you

can listen again later. www.graphicartsonline.com/webcasts

REGISTER

Suttle Straus, Waunakee, WI

Team PSC, Modesto, CA

TechnaPrint, Inc., Eugene, OR

TLF Graphics, Rochester, NY

Tom’s of Maine, Kennebunk, ME

Triune Color Corp., Cinnaminson, NJ

Trojan Litho, Renton, WA

Tukaiz, LLC, Franklin Park, IL

United Litho, Ashburn, VA

Universal Printing Co., Dunmore, PA

Urban Studio, New York City

Victor Envelope, Bensenville, IL

Vision Integrated Graphics,
Tinley Park, IL

Visual Systems Inc., Milwaukee

Watermark Press, San Francisco

Watkins Litho, N. Kansas City, MO

Wentworth Printing,
West Columbia, SC

West Wind Litho, West Valley, UT

Wetzel Brothers, Cudahy, WI

Willey Printing, Modesto, CA

Williamson Printing, Dallas

Williams & Partners Studios,
North Reading, MA

Xweet, New York City

XYZ Graphics, San Francisco

Zoom Graphics,
Schaumburg, IL
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To keep customers from wrecking folding jobs, teach them how to build fi les right.

30  MAY 2009 ■ graphicartsonline.com

Bad Files Make Bad Folds

FINISHline BY TRISH  WITKOWSKI

One of the most persistent and long-standing 
speed bumps in print production is fi le setup 
for folded materials. Lack of a standardized 

fi le submission process has led to 
“creative” and varying methods 
of fi le setup, leading to a cycle 
of redundant fi le-fi xes, misun-
derstandings, and expensive 
mistakes. Printers, I’m sure 
you’ve seen it all. Some typical 
problems (and logical solu-
tions) follow:

Problem: Designer fl oats the document on a 
larger sheet with manual crop marks.

Solution: Proper fi le setup is to trim size.

Problem: Designer does not compensate for the 
folding process or use fold marks, leaving you unsure 
of the folding style and hesitant to move artwork. 

Solution: File should be properly compensated, 
and fold guides and fold marks should be in the 
document.

Problem:  Designer builds the layout in reader 
spreads, which requires that the fi le is completely 
rebuilt in prepress.

Solution: Proper fi le setup is in printer spreads.

Problem:  Designer submits fi le as two single-
page Illustrator fi les—side one and side two.

Solution: Document should be two pages (if piece 
is two-sided) and built in a page layout software.

Problem:  Designer builds file in Microsoft 
Word or Powerpoint, or other software that is not 
intended for page layout.

Solution: File should be built in a professional 
page layout software—preferably InDesign or 
QuarkXPress.

Looking at the list 
above, it may seem as 
though printers aren’t the 
problem. The design-
ers are the ones making 
all of the mistakes, right? 
Well, you could look at 
it that way, but you’d be 
wrong. And here’s why. 
Your clients do not know 
how to build a proper fi le 
for a folded product—that 
much is true. But the fun-
damental error lies in per-
petuating non-standard fi le 
submission formats, by re-

peatedly  fi xing the fi les in the background. In coun-
seling circles it’s called “enabling bad behavior.” By 
taking care of it yourself and avoiding opportunities 
to educate clients, you miss the opportunity to avoid 
the problems in the fi rst place. You have to teach 
your clients how to prepare their fi les, or you’ll be 
stuck in the never-ending cycle of manual fi le adjust-
ments forever.

In addition to the obvious need for education in 
this area, the other important point to understand 
is that when there is a folding error, it’s your fault 
even if it’s not your fault. Do these scenarios sound 
familiar?

• I’m the designer and I told you what I wanted, 
or, even if I didn’t actually tell you, I thought you un-
derstood and you didn’t confi rm with me;

Visualizing the folds is the fi rst
step in planning for them. But
taking advantage of teachable
moments with clients, rather
than just fi xing problems, will
help change things for cus-
tomers, and your operation.

ONLINE: graphicartsonline.com/fi nishing or

 foldfactory.com
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• Or, if you didn’t save me from myself 
by fi xing the fi le, then I will blame you 
when it turns out wrong. 

You were the last one to touch it, unfor-
tunately, so the blame rests on your shoul-
ders. Yes, I signed the proof so now I’m 
stuck with it, but somehow the designer 
feels duped—and designers don’t forget. 
They live for their portfolio pieces, and 
wait anxiously for that fi nal printed piece 
to arrive. Nothing is more disappointing 
than the realization that they can’t put it in 
their portfolio because something is wrong 
with it. They’ll remember who messed it 
up, and they’ll do their best to block you 
from printing their stuff going forward.

Each of us must help change things
Sorry, I know that was harsh, but some-
times you have to tell it like it is. The good 
news is, it’s not all that bad. With a few 
simple changes you can have clients send-
ing much-improved, if not production-per-
fect fi les in no time. Here’s how.

• Be proactive rather than reactive. Talk 
to your clients ahead of time if possible, 
and make sure they know they can call you 
to talk about production issues even before 
the job has been awarded. Become a team 
member, not just a vendor.

• Provide a template or a diagram to 
guide clients to proper fi le setup. You can 
also send them to my Website (www.fold-
factory.com) for a downloadable custom 
InDesign folding template.

• Get involved in educating your cli-
ents. Never underestimate the power of a 
“lunch and learn” on-site training seminar 
at your facility. Teach your clients to build 
the fi les the way you want them to be built, 
and offer a direct line of communication to 
someone to help with technical questions.

• Help your clients understand fold-
ing as a process by inviting them for a tour 
of the bindery. This is a great way to talk 
about the mechanical folding process, and 
to illustrate why the bindery is the most 
costly place to fi nd a mistake.

See? Pretty simple. A little education 
goes a long way. Furthermore, if we as an 
industry want even a hope of lights-out 
automation, it must be understood that 
we cannot automate a process that has not 

been standardized. We have to face this 
problem head-on if we ever want to move 
forward into new territory. ■

Trish Witkowski is the President of Finishing 
Experts Group, Inc. She holds a BFA in graphic de-
sign and an MS in Graphic Arts Publishing from 
Rochester Institute of Technology’s School of Print-
ing Management and Sciences (now the School of 

Print Media). She has taught design and desktop 
publishing at the college level, and is the creator of 
the FOLDRite System, a 2004 GATF InterTech 
Technology Award winner. Her current publications 
include: A Field Guide to Folding, Folding for 
the Graphic Arts: A Teacher’s Handbook, and 
FOLD: The Professional’s Guide to Folding. 
Reach her at trish@foldfactory.com  
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CASING-IN, BUILDING-IN
MADE SIMPLE IN THE USA

XXL Sticker™ and Smasher™

Produce from wallet size up to tabloid hard cover books with ODM’s XXL Series.
Innovative, cost-effective ODM bookbinding machines... built under one roof!
Engineered for entry-level hard cover book production with virtually no make ready!  

DESIGNED FOR ON-DEMAND, ENTRY-LEVEL 

HARD COVER BOOKBINDING

Smasher XXL™

• Self-adjusting, 
building-in 
hydraulic machine 

• Produce 150 
to 240 books  
(up to 18”x18”x4”) per hour

• Dual buttons insure operator safety
• Adjustable dwell timer controls the amount  

of time the book remains under pressure
• 10 tons of pressure produces highly compressed books
• Thermostat control for heated joint irons aid in 

forming a perfect joint

Sticker XXL™

• Self adjusting 
casing-in machine

• Produce 100 to 400 covers
(up to 18”x18”x4”) per hr.

• Easy to use control panel
• Glue stations are

removable for fast
and easy cleanup

Made 
 with pride 
 in USA

ON DEMAND MACHINERY
150 Broadway, Elizabeth, NJ 07206 l Tel: 908-351-6906 l Fax: 908-351-7156 l www.ODMachinery.com

New!
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Looking Into Heavy Metals

INKetc. BY GEORGE  FUCHS

Recent media attention concerning toxic met-
als in pigmented coatings applied to import-
ed products, including printed materials, has 

led to a fl ood of articles and online postings, some 
of them inaccurate. There is a tendency to gener-

alize about metals of 
all types. Metals can 
be present in print-
ing inks as pigments, 
driers or through 
impurities and con-
taminants in the raw 
materials used in ink 
formulation. Federal 
regulations enacted 
beginning in the 
1970s made the use 
of the known highly 
toxic metals (i.e., lead, 
arsenic, selenium, 
mercury, cadmium 
and hexavalent chro-
mium) an unattractive 
option for ink makers, 
resulting in the large-
scale removal of these 
metals from commer-
cial use. It is worth 
noting that “heavy 
metal” has no specifi c 
defi nition within U.S. 
health, safety and en-
vironmental rules or 
among scientists. The 

National Association of Printing Ink Manufacturers 
tries to provide accurate information on use of met-
als in printing inks manufactured in the U.S. Here’s 
a quick recap, with more at www.napim.org.

Metallic printing inks are generally based upon 
systems containing copper, brass (alloy of copper and 
zinc) and aluminum-based pigments. These materi-
als do not lead to soluble metal salts under ambient 
environmental conditions and so are not considered 
environmental risk. Fluorescent inks generally do not 
use metal-based pigments.

Some pigments used in printing inks contain 
copper and barium-based pigments. Copper phtha-
locyanine (commonly called phthalo blue) contains 
covalently bound copper. The copper in phthalo 
blue is not available under ambient environmen-
tal conditions. Barium-based pigments are used in 
some types of “warm red” inks. This barium is used 
to precipitate the soluble chromophore (part of the 
pigment molecule responsible for its color) and does 
not leach out under ambient environmental condi-
tions. These pigments are not considered hazardous 
under OSHA Hazard Communication Standard (29 
CFR 1910.1200).

Inks Using Metal-Based Driers
Printing inks that dry by oxidation usually contain 
driers, catalysts that accelerate the oxidation or po-
lymerization of the oils used in the printing ink. 
Driers can be inorganic salts, metallic soaps and or-
ganic derivatives of metals. Cobalt and manganese 
carboxylate compounds, either singly or more often 
in combination, are the most widely used driers in 
printing inks. Driers based on zinc, calcium, zirco-
nium and other metal compounds are also used. 

The driers themselves may typically contain 5-
10% metal, added to ink at levels of 0.5% - 2.0%,  
so the metal content of the fi nal ink may be in the 
range of 0.025% - 0.2%. Printing ink driers don’t 
use known highly toxic metals (i.e. lead, arsenic, se-
lenium, mercury, cadmium etc.). 

Toxic heavy metals occur naturally in the earth’s 
crust in varying concentrations. The New York 
State Dept. of Environmental Conservation lists the 
following background concentrations of heavy met-
als in the eastern U.S. (in parts per million): arsenic, 
3-12; lead, 4 - 61; cadmium, 0.1 - 1; chromium, 1.5 - 
40; selenium, 0.1-3.9. Petroleum-based raw materi-
als used in printing inks can also contain background 
concentrations of toxic heavy metals at similar or 
greater than natural background concentrations de-
pending on the source of the raw materials, process-
ing operations, and other variables. ■    

Fuchs is Manager of Environmental Affairs & Information 
at the National Association of Printing Ink Manufacturers.

Eye-catching brilliance for
print products is imparted by
metal-based pigments. Eckart
introduced a new series of
effects pigments in March in-
tended to upgrade images on
packages, labels, publications
and advertising.

ONLINE: graphicartsonline.com/inks or napim.org

Getting into the science of ink components can allay concerns about safety.
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VICTORIA PRESORT SELECTS SECAP JET 1 SYSTEM
TO SAVE TIME, LABOR AND COST
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THE INKJET INNOVATORS SER IES

Prompt Mailers Trusts Kirk Rudy Printers
and HP Inks for High-Profi le Mailings

“
Anything a customer wants to print on a
mailpiece, we try to get the job done using
our ink jet machines,” says Richard Masucci,
president, Prompt Mailers, Staten Island, NY.

The company provides a full range of lettershop
services, printing and mailing up to a million pieces
a day at peak periods, with some 250,000 of those
addressed by Kirk Rudy NetJet systems using HP inks
and print heads.

That production capacity was tested and proven in
early January of 2009 when Prompt Mailers took on
the challenge of inserting, collating and sealing over
one million invitations to the inauguration of President
Barack Obama, which were then addressed using
Kirk Rudy NetJet printers and HP ink jet cartridges
and inks. Prompt Mailers is no stranger to big jobs
for high profile clients. The firm has done work
for the City of New York, major retailers, financial
services companies and a host of non-profit and arts
organizations. Quality and performance are critical
elements of the company’s promise to its customers.

Founded in 1978 by Andrew Masucci
(CEO) and Richard Masucci, Prompt
Mailers Inc., is a full service direct mail,
data processing, and fulfillment company
with over thirty years of successful
experience in the business. Prompt Mailers
believes in providing customers with

solutions and developing relationships that last.
The company provides clients with direct lines of
communication and responsibility to help ensure that
every aspect of a project is specifically attended to
and addressed.

Masucci says his company has long chosen Kirk
Rudy equipment because it is well-built, reliable, and
the company provides the kind of support needed in
a busy lettershop. The NetJet system, for example,
is designed to accommodate all types of production
requirements from basic addressing to sophisticated
imaging involving variable graphics and rotated
text. Print resolution can be varied from a 600 x 600
dpi all the way down to 300 x 150 dpi in the ink
conservation mode. In addition, Kirk Rudy’s wide
assortment of feeders and transports allow NetJet
systems to be
configured to suit
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CUSTOMER SATISFACTION COMES FROM ATTENTION TO DETAIL AND INVESTING IN
RELIABLE, WELL-BUILT SYSTEMS
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many needs and budgets. Unique options such as
4” print modules, 1/2” satellites, addition of color
inks, and a station that automatically caps cartridges
between uses add value in shops where flexibility
and capabilities are part of a successful operation.

The NetJet inkjet addressing system at Prompt
Mailers combines HP thermal inkjet technology with
an intuitive Windows-based user interface to make
printing variable text and graphics simple and fast.
NetJet systems use HP snap-in cartridges and inks
for printing on uncoated stocks. Prompt Mailers uses
a full range of HP inks in its NetJets, including HP
Versatile Black, Fast Dry Black, C6119a, and Spot
Colors. Prompt Mailers also uses HP printers and
toner in its data processing department.

Reliable Performance
“I use HP inks because I know they are going to
work well,” says Masucci. “I receive a lot of calls
from vendors trying to sell me compatible inks for
less money but we’ve found it’s just not worth the
downtime needed to get them to work properly or
we inevitably wind up with poor quality printing.”

Masucci and his team pay attention to print resolution
and ink adhesion because they know customers like
crisp text that looks much like that of laser printers.
But an inkjet print head that’s not performing correctly
can cause streaks, voids, and even clog and not print
at all. Poorly printed text in an address line is one
thing, but defects in barcodes impact acceptability
by the U.S. Postal Service, which has strict rules
regarding print quality for addresses. When defects
are found, the machine must be stopped, the head
replaced and all defective mail pieces identified and
reprinted. Such delays cost time, money and can hurt
a business like Prompt Mailers.

“Having a poor quality piece go out as a result of
a print head not working properly or the ink wasn’t
adhering to the envelope or label could potentially
cause me to lose a client. And clients are not easy to
get, especially in this economy,” explains Masucci.
“We found that we are better off spending a little
more on the ink and not trying to save every dime.
Cheap can be expensive. In addition, when a job
must be stopped because of a head clogging, it can
affect up to 30% of your production. Saving a little
on ink doesn’t mean much if you have to stop and
reprint portions of a run because the print quality
wasn’t acceptable. It’s actually very costly.”

“We’ve been given free heads and ink from
companies that offer alternatives and have tried them
out on our production floor. In every case we have
found that they are simply not as good as HP inks.
They don’t even come close. Our business depends
on meeting our client’s needs and an important part
of that is print quality.
By using HP inks we can
always be confident that
we can satisfy our clients.”
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Register on-line today at http://graphicartsonline.
resourcecenteronline.com/resource_center/ to
get a $30 coupon off your next purchase of HP Ink
from Kirk Rudy or, stop by the Kirk Rudy booth # 815
at the National Postal Forum and pickup a coupon.
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HP and Buskro Make Up the “Get Us Out
of Trouble” System for Mid-Island Group.

“
The days of just addressing or cutting and
folding are long gone. We have to offer a
wide range of services and be able to print on
many different surfaces to satisfy our customers’

needs,” says Bob Russo, vice president at Mid-Island
Group. “That makes the type of equipment and inks
we use an important part of our business.”

Situated in the middle of Long Island, comfortably
away from, but still easily accessible to the daily
crush of New York City, the Mid-Island Group
handles a wide range of work from all sizes and
types of companies in the metropolitan area. The Mid-
Island Group has over 30 years of award winning
experience using the most up-to-date equipment
available. Its 80,000-sq.ft. headquarters is located
minutes from the U.S. Postal Service Sectional facility
in Melville, NY, and USPS personnel are on site to
provide quick verification and delivery of mail into the
postal system. The 275-person company provides a
full range of diecutting, folding, trimming, stitching and
bindery services, and about six years ago expanded
into mailing to fill out its scope of capabilities. Today,
Mid-Island Group produces some 2,500,000 inkjet
addressed pieces of mail each month. It also uses its
inkjet devices to produce pharmaceutical products,
multi-media, key coding and much more. The range
of substrates used by its customers includes almost
any printable material, so inks that print and adhere
reliably are required. HP inks, such as Fast Dry Black

and Versatile Black, are among the mainstays of
imprinting at Mid-Island Group.

These inks are used in conjunction with two types
of equipment to handle much of the mailing and
imprinting projects coming through the company’s
Farmingdale, NY operation. One is an MBO vacuum
table that can be configured in a variety of ways,
the other is a Buskro BK700 Inkjet System equipped
with Apollo print heads that can accommodate a
full range of HP inks. “We use the Buskro system
with up to three one-inch printheads as a standalone
inkjet imprinting system, but we also mount it on the
vacuum table,” explains Russo. “The system is easy to
set up and can be configured in a variety of ways.”

The Go-to Machine
“The Buskro is a great asset to our operation. It’s
our ‘get us out of trouble’ system,” affirms Russo.
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INNOVATIVE, VERSATILE AND RELIABLE TECHNOLOGY SUPPORT VARIED REQUIREMENTS
FOR PRINTING ON A WIDE RANGE OF MEDIA.
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“Whether we need high or low resolution or have to
print on difficult surfaces, it’s our go-to machine. And
HP inks give us the reliability we need.”

The wide range of substrates Mid-Island has to print
on requires inks that can be counted on to work first
time, every time. “You wouldn’t believe some of the
materials we have to print on,” grins Russo. “We
need a compatible ink that will print correctly and
sit well on the stock. We’ve found HP has inks that
will work on just about every material we encounter.
For example, we often have to print on aqueous
coatings, something that not all inkjet inks can do
very well. But it’s not a problem with HP inks.”

Ensuring Data Integrity
Mid-Island also uses the Buskro BK700 Apollo and HP
inks in conjunction with a Lake Image camera system
for read-and-print or matched-mail applications, postal
barcodes, 2D barcodes, and OCR fonts. “If you
need to use a pre-imaged 2D barcode, OCR number
or even the recipient’s name to identify a particular
mailpiece, the camera can read the identifier and
the Buskro system prints the matching data for it,”
explains Russo. Under the hood, Buskro’s Compose
IQ software features real time 1:1 tracking system to
ensure the integrity of the data match.

Buskro has been producing high quality production
systems for over 30 years. Known for its build quality,
innovation and versatility, Buskro has supplied state-
of-the-art solutions that allow customers to expand
their systems as their needs change. The availability
of several different sizes of print heads, OCR,

verification, tracking and software audit components,
all of which can be enabled through the Compose IQ
software package on all Buskro Controllers. Buskro
produces all of its own hardware from rugged vacuum
bases to the industry leading BK730 Tabber / Labeler
and a host of other ancillary products. The controller
is so adaptable that users can combine the Apollo 4C
full-color print solution with standard Apollo heads to
enhance personalization and response rates.

Russo’s preference for HP inks goes beyond the
quality and reliability of the inks hitting the varied
substrates his company encounters. “You can use the
cartridges from start to finish. You know it’s loaded
properly and that you’ll get the full life of it, the full
value of the ink inside. You might be spending more
money for an HP cartridge but if you buy a cheaper
one you’re not going to get the full life out of it. HP
goes to a higher standard.”
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Visit www.buskro.com to view
our products and the Hyperion
DC video. With a $200 purchase
of HP inks, receive 10% off.
Promo Code: Busk865.
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StartSampling Gives New Meaning to
Promotional Mailing and Fulfi llment Services

P
rinting addresses on coated stock? Dicey.
Printing addresses on coated stock that
contains a sample packet of shampoo? Very
dicey. Yet StartSampling does this type of print-

ing every day, millions of times a year without problem.

Marketing and promotions company StartSampling
provides fulfillment services to national consumer
products companies as part of their website sampling
programs.

Manufacturers want specific consumers to try their
products and give feedback, and StartSampling is
the conduit. This leading on-line sampling company
links brands with consumers through mailed samples
and online feedback. StartSampling urges consumers
to “Try Something New!” and many do.

StartSampling’s on-line sampling services reach
consumers across a wide range of sites from major
brands ‘own sites, through well-known portals, and
on the StartSampling Network, which includes major
retailer partners. StartSampling also manages its
own web site, where members choose from a variety
of samples: snacks, household items, pet supplies,
beauty products, and more. Companies provide
product samples, and StartSampling makes these
available to consumers who must specifically opt-in
and request them. The fulfillment center processes
over 50 million packages a year in a fast turnaround,
demand response environment.

Changeovers Are Frequent
“Since StartSampling responds on demand, we run
multiple projects at each of our print centers every
day,” explains CEO Larry Burns. The selections change
continually, and with lots of small runs, changeovers
are frequent. Being able to switch jobs without
difficulty is a plus for uninterrupted productivity. If one
run is disposable diaper samples, and the next is a
CD packet, there’s no time to mess around with ink
changes. The different package substrates require inks
that don’t smear and have broad substrate support.

“To meet our clients’ expectations, we must print
on many different envelopes and cartons, in both
small and large volumes, with quick changeover.
We depend on the same ink and print quality for
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SUCCESS IN A FAST-PACED INTERNET-DRIVEN PRINT ENVIRONMENT RELIES ON HP INKS
AND VIDEOJET PRINTERS.
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each job that we process. By standardizing on one
ink cartridge, we maximize our production time and
minimize set up,” Burns explains.

“We work in a fast paced Internet environment,
and we need equipment that will stand
up to the demands of high volumes and
quick changeovers,” he continues.
“The combination of HP inks and the
dependability of the Videojet printing systems
let us quickly respond to our clients.”

Unique Business Requires Versatile
Addressing
 “All our projects are customized to meet our customers’
marketing needs. This results in many different styles of
envelopes and cartons being run on our equipment,”
Burns says. Variable data gets applied to everything
from cardboard boxes to self-mailers. StartSampling
prefers genuine HP inks for the consistent quality and
flexibility to handle a wide variety of substrate surfaces.

The company has standardized their variable data
printing on Videojet’s HP 2.5 equipment. Videojet
provides a complete solution, including feeder, a
transport, printhead and software, and shingling
conveyer. In its printing systems, StartSampling
uses genuine HP Versatile ink cartridges exclusively
equipped with Videojet’ printing equipment.

“The company is an intriguing example of the
versatility of HP 2.5 products in printing on many
materials,” says Jason Lund, Videojet Product
Manager. “It’s an unique account because they print
on so many different things in any given day.”

Fast Drying Ink Avoids Smeared Barcodes
All samples are distributed through the United
States Postal System, which is demanding about the

readability of
barcodes. “We have to
maintain consistent quality in addressing
our envelopes and cartons,” explains Burns. “HP inks
offer a quick and complete dry that eliminates any
readability issues with the barcodes.”

Ink Quality Impacts Productivity
 “One benefit of genuine HP ink is you know there is
quality in the product,” says Lund. “If you buy refilled
cartridges, you may find they won’t work and can
delay production. You don’t want to choose anything
that would impact productivity.”

Burns concurs. “To maintain our process speeds, we
need ink that will dry quickly and consistently.”
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Call VJ (800 843-3610) and receive a one-time
5% discount off of a monthly quantity order
of HP 2.5 supplies.  Please reference
Promo # 09-HP2.5, expires 7/31/09
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No Worries for Big Name Customers
When Using HP Inks and Secap Printers

I
t takes talent, technology and nerves of steel to
build a direct mail business. Client expectations
can be moving targets, while obstinate deadlines
refuse to budge. You never know what problems

will crop up, or which systems might go down.

If you are Lazarus Marketing, you have seen pretty
much everything the direct mail business can dish up.
After 25 years, Lazarus has built a client base that
includes big – really big – names in cable television,
upscale retail, banking and finance, consumer
package goods and publishing. For this class of
clientele, output can’t be anything less than perfect,
and with Lazarus Marketing in charge, it isn’t.

Lazarus Marketing goes to great lengths to ensure
the accuracy of jobs and to meet their mailing
dates. Throughout project planning and processing,
the Lazarus team deftly and calmly fields questions
on postal discounts, data processing, printing,
scheduling, sign-offs and mailing dates. However,
one question that Lazarus doesn’t expect to hear
is, “What’s wrong with these
addresses?!”

Inkjet addressing is an
often unsung but always
critical part of the process.
Without a clearly readable
address, that mail piece isn’t

going anywhere. Inkjet addressing turns coated and
film-laminated papers, as well as card stock into
personalized mailers that won’t get tripped up in the
postal system.

Versatility, Quality and Lots of Business
“As a direct mail lettershop, we are called upon
to address a myriad of formats, piece designs,
substrates and stocks,” said Lazarus Marketing
President Warren Lazarus. Applications range from
a self-mailer/postcard to catalogs and envelopes
stuffed with several assorted inserts. “We mainly
personalize names, addresses and barcodes on mail
pieces,” and he relies on HP Versatile Black ink for
the quality his clients demand.

Innovative HP Versatile Black
ink is specially manufactured for
high-speed commercial
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PERFECT ADDRESSING ON EVERY JOB IS EXPECTED, AND LAZARUS MARKETING DELIVERS
WITH EXPERTISE, PLANNING AND THE RIGHT TECHNOLOGY.

Stop by NPF Booth #801 enter our drawing
for HP ink and get a FREE calculator!
For additional information on Secap, visit
www.secap.com.
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production printing on both porous and coated
media. Versatile Black ink gives coated and uncoated
envelopes, flyers, and folded mailers a premium
look without a premium price tag. The fast-drying,
pigment-based ink produces sharp, rich black text
and high quality spot color on coated paper in a
single pass.

“I have been in this industry a long time, and HP
Versatile ink was a godsend,” declared George
Friedman, Director of Sales for Digital Products Inc.
His company helped Lazarus Marketing acquire their
Secap inkjet address equipment. “HP realized that
mail houses and lettershops use all kinds of paper,
and that glossy stock is important. Before, there
really wasn’t a solution that didn’t have smearing
issues. Other fast-drying inks turned out gray, not
the rich black needed for quality mailings. When HP
came out with Versatile, it was a huge benefit for the
addressing industry.”

The Best at Firing Ink
Lazarus has both high-end production and tabletop
Secap addressing systems, all using HP inks. Their
two Secap Jet 1 high production addressing and
imaging systems can process up to 30,000 pieces
per hour, with monthly unit volumes approaching four
million pieces. Featuring a fully synchronized system
with feeder, base and conveyor working together
seamlessly, the Jet 1 reduces manual intervention
and increases overall output.

Two Secap Ink Management Systems (SIMS)
help Lazarus substantially reduce ink

costs, minimize operator intervention
and increase print production. The
economical SIMS extends the ink
capacity of the high production inkjet
printers.

“Each manufacturer uses the same ink cartridges, but
the way Secap makes the print engines and fires ink
is the best in the industry,” said Friedman. “With HP
Versatile ink and Secap machines, there’s no better
combination for quality out there.”

Designed for Production Environments
“In a high pressure, time-sensitive environment, you
can’t afford to have the ink be the determining factor
between meeting or missing a mailing deadline,”
Lazarus says. “The knowledge that the HP ink we use
is going to be consistent and work on a particular
substrate takes all the guesswork out of whether or
not a job will run successfully.”

“No question about it, HP inks work best in this
environment. HP and lettershops are both production-
oriented and used for printing on a wide variety
of media,” said Rich Ahlberg, Secap Dealer
Sales Manager, Northeast. “This is the only ink
manufacturer we work with and promote.”

“We’ve found that the cartridge-based addressing
systems offer the quickest set-up and start-up
compared to the more traditional solvent-based
machines,” said Lazarus. Because Versatile Black
ink supports a variety of substrates, it eliminates
interruptions for frequent cartridge changes between
media. “There’s no downtime with respect to cleaning
ink lines and mixing ink and solvent. We use the HP
bladders and the extended ink reservoir allows us to
simply turn on the machine and go.”
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®

10 Clipper Road
West Conshohocken, PA 19428-2721
1.800.523.0320
www.secap.com
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Corporate Mailings Finds Ink Makes all the Difference
When Readable Barcodes are a Top Priority

S
hane Claffey was ahead
of the curve when she
launched Corporate
Mailings 16 years ago.

After one of her husband’s print-
ing clients had a bad experience
with a mail house, she recognized
a business opportunity to provide
one-stop service.

“I think the mailing and printing
combo as a business model really
got started in the last six or seven
years, but we have actually been
doing it for over 16 years.“

The secret to worry-free mailings,
she has found, is in the barcodes.
As one of the largest mail houses
by volume in Augusta, GA, Corporate Mailings
pumps out a lot of mail. The ink makes all the
difference when it comes to barcodes that pass
the USPS automation requirement.

The Science Project
Claffey can cite numerous examples to support the
importance of the barcode. “We were mailing about
600,000 postcards, the first time we’d done that
many. For some reason, the barcode kept failing.
We knew it wasn’t the paper or the printer causing

the ‘fat’ barcodes.” Realizing that the ink she had
wasn’t right for that particular stock, she dispatched
an employee to a local big box store, and they came
back with genuine HP 45A inkjet cartridges. “The
barcodes ran perfectly,” she said.

This experience in mind, Claffey conducted what
she calls her “science project.” She tested several
paper types and HP inks until she found the perfect
combination. With the optimized solution, she took
the samples to the post office for an audit to ensure
the mail pieces and barcode print quality met USPS
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PASSING USPS AUTOMATION REQUIREMENTS EMPHASIZES
THE IMPORTANCE OF HP INKS AND RENA PRINTERS.
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requirements. Her printed barcodes passed at
nearly 99 percent. “When they audit you, you can’t
fail,” Claffey declares. Her company now uses this
knowledge to steer customers to the right combination
that will provide the best possible results.

Rena Workhorses Never Need Service
Part of the winning combination includes the RENA
addressing technology. Corporate Mailing has a full
service mailing operation with HP inks and the latest
RENA inkjet address printer, the XPS ProMail inkjet
console, which Claffey runs inline with the RENA
XPS-ProTab 4.0 to tab and print in one pass.

Corporate Mailing started with a RENA address
printer and has had their current systems for about five
years. “During that time, we have never had to ask
for a service call,” she notes. RENA is the ‘Energizer
Bunny’ of the small mailing equipment industry.”

Details, Details
Corporate Mailings handles primarily medium to
high volume jobs. During the busy season from
August to June, they expect four to five large jobs a
day. These could be anything from books and pricing
guides, to marketing postcards and inserts.

Like any professional mailer, Shane Claffey knows
the importance of the details, right down to the look
of the address. “Clients go to so much trouble to
create an attractive design, but then use an ugly font
and poor ink. We believe addressing is the finishing
on a mail piece that has been beautifully designed
and printed. It shouldn’t be marred by an unsightly
address because we saved a few pennies on the ink.
The address is the first thing you see when you look
at your mail, it adds value to the piece and it’s the
little things that add up and make a difference.”

Someone to Count On
She counts on her equipment dealer, Paper Handling
Solutions, to answer questions about software and
technology and help her keep the mailings moving.
“They are always ‘Johnny on the spot,’ and go the
extra mile for me,” she says. She tells about the time
her rep drove to meet her halfway and deliver the ten
ink cartridges she needed to finish a big job.  “I can’t
imagine anyone else doing that.”

Claffey has built a successful business by going the
extra mile for her customers, too. “We help customers
learn and plan how to most effectively mail. We work
with their design and ad agencies to ultimately get
pieces that will meet postal automation requirements
and get the best rates. A simple change in the design
can save $200 in postage, and we want to make
every job easier.

Don’t Mess With It
“I’m very frugal, and don’t like to waste money.
Not mine, not my customers’. That’s why I’m funny
about inks. Once you get it right, don’t mess with
it.” For many of her mailings, nothing beats HP inks.
Claffey cites affordability and availability as other
advantages of using HP inks. “I run high volumes of
mail and on occasion, inventory gets low. I can send
an employee out to any store that sells printer ink,
and get what I need. It is very affordable and can
cross platforms,” Claffey says.

“If you’re a good mailer, you’re focused on saving
the customer money, and this means getting the
automation rate.” And that’s all about the barcode.
“When the barcode passes, you save money.”
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Get a coupon for a 5% discount good towards the
purchase of any new RENA Systems product or
genuine HP supplies purchased before July 31, 2009.
Go to http://www.renausa.com/gam
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Plan for Energy Impacts on Print

TECHwatch™

BY HENRY  FREEDMAN

Automobile population is forecast to double 
within two decades. Even with alternative ve-
hicle propulsion technology and investment 

in public transit, the fact is petroleum will be in 
short supply. As a consequence, pricing for inks and 
chemicals based on petroleum will only escalate. 

Likewise, transporting paper to and from print-
ing plants, and to and from end users, is another ex-
pense signifi cantly impacted by petroleum costs. An 
example of costliness is evidenced in what Fed Ex or 
UPS charges to move a single letter. While we can 
do our part for being “green,” it’s a fact that 25% of 
carbon emissions come from cars and light trucks 
produced in the last decade.  

Emerging alternatives to printing are not only 
competing for the attention of end viewers of infor-
mation, they also are the biggest competitor for the 
electrons that are delivered as power. Electronic me-
dia is in vogue. It has sound and motion. It is “tight,” 
as today’s young generation says. But it also is not 
very green. In fact, some researchers have reported 
that it may take up to one ounce of coal to transmit 

10MB of data on the Internet. When you consider 
the servers, room air conditioning, battery backup 
systems, transmission line repeaters, powering end-
user display systems, and electrical consumption for 
the PC, backup and LCD displays, the tab is much 
higher. If your kids are like mine, the gadgets listed 
above feed just one screen. At the same time another 
screen is running an Xbox with a computer game, 
while your kid is wearing a headset and talking with 
his team of other neighbors, who are also pulling 
equivalent volumes of power at the same time. And 
let’s not forget the endless recharging: cell phones, 
iPod, etc. The multitasking, multimedia, hip, non-
newspaper reading generation is an electrical con-
sumption nightmare that will compete mightily with 
your pressroom for power.  

The federal government has allocated billions of 
dollars to implement a “smart” power grid, which 
will permit variable pricing based on time of day—a 
practice already underway in some regions. And just 
as we see federal taxes on phone lines, we may well 
see similar taxes on business and residential use of 
scarce resources—power, water, gas and heating fuel. 
Now is the time to plan for escalating power costs. 
Run your operation as lean as you can, because it is 
inevitable that rising costs for growing capacity and 
meeting regulatory rules, will be passed on to your 
business too. 

One more bit of tough news and then a fi rst step 
toward planning for this issue. My suggestion: Com-
mence measurement of your energy consumption. 
Meter your equipment, one unit at a time, just like 
the utility company meters you. (One source for 
tools is www.onset.com) Metering will allow you to 
measure your energy use, so you can begin to make 
gradual changes to save energy. Share results with 
your operators, offering incentives and effi ciency 
rewards for reduced consumption. 

The printed image has always been readable with 
an ambient light source—the sun. Now we are faced 
with a different light for production printing. ■

Freedman, print scientist and inventor, studied printing and 
photo science at RIT and took his MBA at George Washington U.

Competition for energy with
power-hungry digital media
is likely to raise the cost of
current. Solutions will include
items like this Eco-drive,
which cuts power use 8% in
Mitsubishi’s newest Diamond
V3000 sheetfed offset press.

SUBSCRIBE to Henry Freedman’s Technology Watch

newsletter via e-mail: technologywatch@att.net

Transferring 10 MB of data burns an ounce of coal. You’re competing for that power.

Im
ag

e c
ou

rt
es

y 
M

LP
 U

SA
.

graphicartsonline.com ■  MAY 2009 45

gam905_techwatch.indd  45gam905_techwatch.indd  45 5/6/2009  11:46:12 AM5/6/2009  11:46:12 AM



Carlson Print Group, Minneapolis, is capturing 
new business in a brutally competitive market, 
thanks to its installation of a 40´´, 6-color Ro-

land 706 Hi-Print UV press with In-line Foiler Prin-
dor. The 20-year-old, full-service sheetfed and digital 
printing company supports a staff of 60 and generates 
annual revenues of $15 million.

“We wanted to upgrade our technology to add 
UV capability, and fi nd a way to differentiate our-
selves,” says Darren Carlson, CEO of CPG and its 
parent company American Spirit Graphics. “Almost 
everyone has UV, but very few printers have foil like 
this press does.”  

CPG also offers one-to-one, variable data print-
ing on its Xerox iGen3 powered by XMPie soft-
ware. The company also operates a Xerox 8000 
Digital Press with EFI Fiery EXP8000 color server. 
It is one of four divisions of $65 million American 
Spirit Graphics, which offers heatset web, fi nishing, 
shipping, fulfi llment and mailing. The fi rm’s Ameri-
can Spirit Mailing boosts a 150 million annual let-
ter mail volume and features in-line trimming and 
inserting for up to 18 components per pass, postal 
sorting/addressing and money-saving mail entry, 
for 1,000 pieces or 20 million. All of its division are  
FSC certifi ed.

In less than 60 days, the press was installed and 
operators were trained. Initial preparations required 
removing a Mitsubishi 640 sheetfed. Other presses 
on site: a 28´´ 6-color Mitsubishi, a 40´´ 6-color Mit-
subishi and a 40´´ 2-color Heidelberg perfector.

Carlson Print Group is

the sheetfed and digital

printing unit of American

Spirit Graphics, a $65

million fi rm whose

four divisions offer

heatset web, fi nishing,

fulfi llment and mailing

services.

Brutal competition leads
to investment in sheetfed
with inline foiler.

CASE STUDY by LISA CROSS, Senior Editor

Foiling For
CUSTOMERS
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The manroland Foiler Prindor integrates foiling directly into the 
offset printing process. Located at the lead edge of the press, the 
foiling system occupies two units—one to print the glue pattern, 
the second to affi x the foil. Subsequent units can print offset inks on 
top of the foil. The foiling unit accepts narrow-width foil rolls, so 
multiple patterns and colors of foil can be placed on the same sheet. 
This allows Carlson to offer creative ink-on-foil applications. 

After the fi rst unit prints the adhesive pattern with the desired 
foil design, much like printing ordinary ink, the foiler device itself 
presses the foil against the sticky glue. The second unit takes up 
the spent foil.  

Cold foil does not require heat for transfer nor expensive dies. 
Registration issues, regardless of how delicate, are the same for 
cold foil as for trapped or overprinted ink on ink. The printing 
plates used in the process are the same as those used in conven-
tional offset  No special makeready is required. 

“With the general commercial print market being beyond com-
petitive, we had to fi nd other opportunities to differentiate us from 
our competitors,” CPG’s GM Rod Franson says. “The application 
is giving the sales staff of all the ASGC divisions new opportunities 
that otherwise may have not been there.”

Besides the range of colors available in foil, designers can specify 
foiled jobs overprinted with halftones or solid and process colors. 

The “wow” factor
He says the cold foil ap-
plication is allowing the 
sales staff to get in front 
of well-known designers 
and marketing directors at 
major national accounts. 
In each meeting, Franson 
says, the response for cus-
tomers has been “wow!”

Before purchasing the 
press, Carlson manag-
ers outlined a  detailed 

strategy for capturing clients in the retail, packaging and general 
commercial print market space. “In retail, it is all about catching a 
consumer’s eye. Packaging designers want their package to stand 
out and say ‘look at me.’ We can give them new ways to make that 
happen with our foiling press,” Carlson says.

CPG also supports packaging design with a CAD/CAM offer-
ing supported by EskoArtwork’s  Artios  package design software 
and one of its  Kongsberg cutting tables.

The company branded its foiling capability under the name  
ColourFoil and says it is the only printer west of the Mississippi 
to have the press that can deliver it.  Another key benefi t for cus-
tomers is the process is environmentally safe. Foil can be recycled 
similar to any printed material and are no polymers are transferred 
to printed sheets during the process, says CPG. 

Carlson says the cold foil defi nitely is making an impression 
and that buyers now single out the fi rm for offering it. “Since we 
ran our fi rst in-line foil job, customers have inquired about it. We 
are promoting the foiling capability directly to our customers and 
on our Website, www.carlsonprintgroup.com,” Carlson says, “It 
has generated a lot of interest, and we anticipate our strategy will 
help the press pay its way even faster than we expected.” 

The printing fi rm also supports a fi nishing specialty in di-
ecutting and gluing, claiming over 800 dies in its stock. Also 
on hand: a Bobst SP Evoline 102-E diecutter, Miller Major 
41´´ diecutter, Heidelberg Windmill 10´´ x 15´´, Bobst Amazon 
105 folder gluer, Multi Feeder/Friction Feeder MFT 250, and 
Moll Regal 28´´  
folder gluer. ■
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“We fi gured the extra features would lead
to increased productivity and the foiler
sealed the deal,” Carlson says.

Before purchasing equipment, Carlson Print Group maps a solid strategy of how

its investments will fi t the current and future needs of its regional and national

clients, expand its customer base, and yield a profi table return for the company.

“Our staff now has the best tools to satisfy the needs of our current and future

customers,” CEO Darren Carlson says. The new press combined with a powerful

fi nishing arsenal offers clients work that stands out, he says. The company also

offers one-to-one variable-data printing on its Xerox iGen3. 

Solid Investment Strategy

In-line lithographic cold foiling, fi rst introduced in the early 1990s,
has developed into a “must-have” commercial application only
in the last few years. The fi rst generation of machines, which are
still produced today, were capable of applying foil at speeds of up
to 12,000 sph but lacked the ability to minimize foil usage for
a specifi c job. The new generation (including manroland’s Foiler
Prindor, shown) allows for multiple foil rolls to be run across the
sheet and applied only to the areas being processed at speeds of up
to 16,000 sph. Added benefi t: the foil is recyclable. ONLINE: go to graphicartsonline.com/press
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EXAIR ETC Cabinet Cooler keeps electrical enclo-

sures (for production equipment controls) cool,

circulating 20°F air inside. It holds a constant

temperature slightly under the maximum rating

of the electronics, preventing a high temperature

malfunction; a regulator keeps it from wasting

energy in over cooling; an automatic drain fi lter

separator keeps moisture out. exair.com

On Demand Machinery Lock-Bind gadget “locks-in”

fi rst and last sheets while safely removing the

binder side-panels, an intermediate step that

gives a solid, well-engineered book block ready

for casing-in. After perfect binding, the book

block is inserted into the Lock-Bind gadget, and

able to absorb all tensile forces exerted onto the

binding edge. The pneumatically operated clamp

is automatically activated; the operator tears off

the panels of waste paper, leaving a thin 3/16´´

strip of paper on each side. After casing-in, these

extra tab end-sheets offer resistance away from

the fragile binding edge, strengthening the side

cover. The tensile forces exerted onto the fi rst

and last sheets are diverted inward for a durable

binding. odmachinery.com

EFI Digital StoreFront 4.0, added by 3,000 fi rms,

creates a “shopping experience” for online clients

to specify job submissions, proof and buy using

familiar e-commerce tools. EFI says its latest v.

4.0 DSF has enhanced job preview for online

approval, tools for ordering large-format products,

variable-data template products, fi nished goods

and inventory management, and workfl ow integra-

tion to EFI Fiery- driven devices, Fiery XF and

Print MIS platforms. efi .com/dm/dsfsecrets

NEWproducts

Vector FL52 metal

platesetter from

Presstek thermally

images Freedom Pro

chemistry-free plates in

20´´ or smaller formats for runs

to 25,000. Its compact size and daylight

operation allow it to fi t in virtually any production

environment. Freedom Pro plates are inserted

at the front of the Vector FL52, imaged and

water-rinsed inside, then discharged fi nished and

press-ready. presstek.com

1
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BY BILL ESLER

Mimaki UJV 160 UV LED wide-format printer, for roll

and rigid substrates, eliminates concerns for vulner-

ability to heat when printing on PVC, because it uses

cool LED curing. It can also print on a variety of

other heat-sensitive materials, as well as most

other materials used in UV inkjet printing

applications. The device’s UV LED curing

technology eliminates problems (deformation,

ink cracking) associated with printing on PVC and

vinyl substrates. No post drying time is required.

mimakiusa.com

Epson Stylus Pro 9900 44´´ (left) and 7900 24´´ Proofi ng Edi-

tion inkjet printers come bundled with Epson UltraChrome

HDR ink cartridges, a full roll of Epson Standard Proofi ng

Paper 240, and EFI Colorproof XF v 4.0 RIP

for $9,995 and $7,995 respectively. EFI and

Epson jointly built the software RIP using the

latest PostScript 3 and Adobe Print Engine 2.0.

The system also supports Epson’s optional Spec-

troProofer. epson.com

Easy-Lam green roll laminator from Banner American saves

energy by shifting to standby to bring the thermostat down

from a laminating temperature of 300º F to 150º F when

not in use. It returns to laminating temperature within seven

minutes. It also has a one-hour automatic shutoff. banam.com

EFI Colorproof XF version 4.0. software for

color proofi ng, newly released, features

patent-pending Dynamic Wedge technology,

intelligent calibration, and enhanced spot-

color simulation to yield color accuracy for

all devices, even those in remote locations.

It also features a version for automating

proofi ng with Epson Stylus Pro 9900 proofers

(see below for additional bundled offerings

with Epson), allowing a label to be printed

directly on output indicating if proofs passed

2

3

4

5
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Twittering on About Sales

SALEScall BY BILL  FARQUHARSON

My Dear Customer;
I am writing this note from your lob-

by. The door is locked and the only sign 
of life is the occasional passing of an employee ea-
gerly avoiding eye contact as he/she shuffl es past my 
glassed-in cage. I am not sure who’s who at your com-
pany so I am unable to know if they are engineers, 
worker-bees, or upper management. Heck, it might 
even be you! See, we’ve never actually met. Isn’t that 
unfortunate? I thought so. That’s what brought me 

here. I wanted to put a face to the name so I 
got in my car, plugged your 

address into 
my GPS and 
drove over to 
meet you. My 
name is Bill. 
I’ll be your 
impersona l 
salesman.

It wasn’t 
always like 
t h i s ,  y o u 
know. As you 
will recall, 

you and I 
used to sit in 

the same room 
to have our conver-

sations. In the days before 
voice mail we’d speak to each 

other live instead of trading phone 
messages. Back in the pre-Internet 

age, I used to write you letters and mail 
them to you. When you had an order, you’d call. 
I’d come. We’d sit. We’d talk. I’d leave. I’d print. I’d 
deliver. When that became too much for you due 
to time constraints, I’d get an e-mail with a fi le at-
tached. Now, it goes straight to Production via our 
Web-to-print process, and the fi rst I know of some 
orders is when the commission shows up on my 
paycheck. Gone are the days of logging thousands 
of miles a year being an outside sales rep. Behind 
us are the times when I was walking your halls so 
often I was asked, “Do you work here?” But also in 

the rearview mirror is the relationship we once had; 
a relationship so tight that you were more a friend 
than a customer. Hold on, I’m getting misty.

So, what changed? Lots of things. First, you’ve 
laid off a ton of people. While the administrative 
assistants left, the workload didn’t. You simply got 
busier. That made you less available and you start-
ed saying things like, “Just stick it in the mail” and 
“Submit your quote to my inbox.” As for me, I’ve 
utilized technology to become more sales effi cient. 
Proofs are traded electronically. E-mail instructions 
are sent, notifying you of shipping dates, specifi ca-
tions, and quotes. Cell phones have made it easier to 
reach me and have cut down on my travel time. To-
gether, we are “LinkedIn.” We are “Facebook bud-
dies.” The need to see each other became less and 
less prevalent….which brings me back to my present 
situation: locked in a glass sales cage.

My dear customer, I miss you. I miss our conver-
sations and our connection. An electronic relation-
ship makes me feel like some creepy Match.com ar-
ranged marriage. Can we meet? Can we get back to 
the place we once were? I am in the glass cage await-
ing your response. Please come out and unlock the 
cell. Sure, submit fi les electronically, but bring me in 
to understand your business and help me to help you. 
Not knowing you personally is not only frustrating; 
it’s embarrassing. As I told you, I get in my car and 
set my GPS to your address. The instructions were 
to leave the parking lot, take an immediate right and 
another immediate right, returning to the same park-
ing lot, at which point the voice said, “You have ar-
rived.” I looked out the front windshield to see your 
company’s sign on the side of the building…the same 
building that houses my shop. We’ve probably ridden 
the elevator at the same time. Isn’t that crazy? We’ve 
gone from a tight, face-to-face bond to one where 
my Avatar knows your Avatar; where instead of see-
ing pictures on your desk, I view your photo albums 
online. What a shame it has come to this. From this 
point forward I vow to be more personal and you will 
see me more! The days of an impersonal relationship 
are behind me! I can’t wait to Twitter my other cus-
tomers and tell them.  ■

ONLINE: go to graphicartsonline.com

Since Web-to-print, the fi rst I know of some orders is the commission on my check.
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Visit us online for more classified advertisements

Adhesive

Advertising Specialties Binders

888-274-4594
www.trendex.com

Adhesive Labels

Bags/Boxes

www.graphicartsonline.com

Business Card Slitters

CLASSIFIED ADS
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CLASSIFIED ADS
Visit us online for more classified advertisements

Consulting
Copies/Wholesale

Collating Capacity of 15 Parts
Minimum Quantity Only 500 Sets

Fast Computerized Quotes
Laser Graphics Available

Responsive Sales Service Staff

Chipboard Backed Padded Forms
Fuel Meter Tickets

Unit Sets, Inc.
115 Skimming Drive

Wilmington, Ohio 45177
888-921-7297

www.unitsetsinc.com
Email: sales@unitsetsinc.com

Manufacturers of Snap Out Forms for Resale Only

Normal turnaround for the above is 5 working days, with 7 to 9 working days
 on set composition, change repeats, email files and disk.

835 SOUTH HIGH, HILLSBORO, OHIO 45133
CALL 800-654-2876

FOR INSTANT QUOTATIONS/INFORMATION
SELLING THROUGH THE TRADE ONLY SINCE 1952

www.rotaryformspress.com
Email: sales@rotaryformspress.com

Business Forms Business Forms

Chance Books

Business Management Software

DAVID W. ASHKENAZ
Independent Consultant

(954) 421-9321
e-mail: davidash@mindspring.com

PrintSmith
Business Management Software

Color Printing
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Color Printing

Our Lowest Price Guarantee has the small guys in a bad position!Our Lowest Price Guarantee has the small guys in a bad position!
Putting the squeeze on the competition

We’ll beat our competition’s best price by 10% of the difference
for all gang run printed items.  For more details visit

www.5000cards.com/guarantee

300
LPI

BUSINESS CARDS POSTCARDS BROCHURES DOOR HANGERS GREETING CARDS

TOLLFREE:  1.866.689.2677 www.5000cards.com

Visit us online for more classified advertisements
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Visit us online for more classified advertisements

CLASSIFIED ADS
Color Printing
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Visit us online for more classifi ed advertisements

Equipment For Sale

SELL YOUR
WEB PRESS

to
Newman International

 Web Press Sales

Phone: (913) 648-2000  Fax (913) 648-7750

PRESSES WANTED:
HARRIS M200, M300, M600,
M1000A & B, HARRIS V15A,

V15D, V25, 845; KING process
or Color; GOSS Community,

Urbanite, Metro: SOLNA D30 or
C96; HANTSCHO MARK IV,

VI or XVI.

Special
Any 2 for $ 82500

19” x 26”

19” x 29”

24” x 32”

24” x 40”

24” x 48”

MIX OR MATCH
SI

ZE
S

Special

MELISSA BERKE BARNHART
CONTACT:ADVERTISINGPAYS

2005 KOMORI NL628C
6/c, 20” x 28”, PQC, Komorimatic,

SAPC, PDC-S, plate cocking
1996 MITSUBISHI 1F-6D

6/c, 20” x 28”, console, Mitsubishi
damps, plate cocking, temp cont.

2000 KOMORI L540C
5/c, coater, 28”x 40”, APC, PDC-S,

press washers, anilox coater
2000 KOMORI L440C - UV

4/c, coater, 28”x 40”, SAPC, Komo-
rimatic, AMR, preset, IR & UV
1987 HEID SM102ZP+L - UV

2/c, coater, 28”x 40”, CPC, 1/1, UV
dryer (installed ca 1995)

HARRIS SB450-6 Saddle Stitcher
6 pockets, 3-knife trimmer,

Available immediately
2002 POLAR PW4-ABV 1750
Pile Turner, 31 x 47, aeration,

vibration, course alignment

For the complete list, please contact:
Tel. (905) 821-0000
Fax. (905) 821-0055

Email:  sales@howardgraphic.com
Website:  www.howardgraphic.com

AVAILABLE IMMEDIATELY FROM STOCK - NEARLY NEW PRESSES

2007 KOMORI LS540C
5-color plus coater, 28” x 40”

ca 8 MILLION IMPRESSIONS

PQC-S console, Komorimatic Delta, PDC-
SII, full APC, AMR, Presets, KMS, KHS,
High speed start up, communicator for
CIP, all automatic press washers, suction
tape feeder, 2 inker declutch units, Anilox
chambered coater, IR with HAK,
Available immediately

2006 KOMORI LS440C
4-color plus coater, 28” x 40”

NEVER IN PRODUCTION

PQC-S console, Komorimatic Delta, full
APC, AMR, Presets, KHS, automatic

blanket, roller and impression cylinder
washers, suction tape feeder, Anilox

chambered coater, IR dryer, Extended
delivery, Available immediately
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Visit us online for more classifi ed advertisements

CLASSIFIED ADS
Envelopes

Trade Discount Program for Resellers

Blind drop shipping
Largest in-stock envelope inventory

Save big! Get up to 25% off our website prices!

Plain or printed envelopes, 1-4 colors

Join Our Trade Discount Program at ActionEnvelope.com/trade

 or call a trade specialist at  800 653 1705

Now that’s a happy customer!

25%
up
to off
WEBSITE PRICES
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Visit us online for more classified advertisements

Labels

Index Tab

Labels

Frames

www.graphicartsonline.comVISIT

Envelopes

Make Them In-House

systems starting at $799.00

www.rubber-stamp.com

Jackson Marking Products

800-782-6722

STAMPS

Sell More Stamps!

Rubber Stamps

WHOLESALE
ENVELOPE, INC.

Major Credit Cards Accepted

Digital Plating
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CLASSIFIED ADS
Visit us online for more classified advertisements

Paper

Suction Cups

Tags

RAFFLE TICKETS
Best prices anywhere. Call for info at 217-227-4464. You
can FAX us your raw copy...we will typeset & FAX you a
proof...normally the same day.

24-Hour FAX 217-227-4140
CARTER PRINTING

www.raffle-tickets.com
e-mail: raffletic@aol.com

ASK ABOUT OUR DOOR HANGERS!

Tickets Computer to Plate

COMPUTER-TO-PLATE
HP5000PLATEMAKERS.COM

770-474-1150

GRAPHIC ARTS PLACEMENT SPECIALISTS

We represent many of the top printing
companies in the Country.

GRAPHIC SEARCH ASSOCIATES
Call (800) 342-1777
www.graphsrch.com

e-mail: info@graphsrch.com

Help Wanted

Door Hangers

Place your classified ad
TODAY!
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PRINTING TOOLS is a new 
capability from graphicartsonline.com
that makes it the starting place for anyone 
looking for printing software solutions.

PRINTING TOOLS

FREE
Downloadable 
Software

Visit graphicartsonline.com/printingtools
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No-Squash Litho Cup Printing

HOW’D THEY PRINT THAT? BY ANNE LOCASCIO

In a market dominated by fl exo printing, Viss-
tun Industries in Las Vegas is using lithographic 
printing to create high quality graphics for pro-

motional drink cups. How do they do it without fl at-
tening the cups?

The trick is the order in which the printing is 
done. With fl exo, cups are printed after the plastic 
cup has already thermoformed or injection molded. 
Flexo, which uses rubber or plastic relief plates, re-
quires that artwork be created with compensation 
for distortion. That’s because the rubber image 
stretches as it curves around the cylinder. Flexo his-
torically has limited resolution quality, though new 
advances in high resolution digital fl exo platemaking 
( such as 10-micron spot Kodak Flexcel) are arriving. 
With fl exo, there have been limits to the amount of 
sports team photography that can be shown—faces 
might look funny, or long-view photos won’t repro-
duce with clarity. 

Visstun sidesteps these issues by doing the 
printing on an offset press, at the beginning of 
the process, before the cups are even formed. Us-

ing fan-shaped templates—the format of unformed 
cups—designers create and submit artwork to Vis-
stun intended to be printed fl at. This eliminates the 
need for the calculations to project distortion on a 
rounded surface. Visstun also provides stock art and 
designs for customers. 

Proprietary software is utilized for workfl ow and 
fi les are sent direct-to-plate using Screen 8800 plate-
setters and Fuji plates. Files are imaged at 300 dpi. 

The fan-shaped blanks are printed two- to eight-
up on Barrier Plus polypropylene plastic, converted 
on PMC-1250P machines from Paper Machinery 
Corp., Milwaukee, and run on any of Visstun’s off-
set presses: two, 6-color Heidelberg Speedmaster 
CD74 UV or a 20´´ KBA Genius. They typically 
use UV ink to create the chemistry necessary for ink 
to adhere to the plastic’s fi ne, smooth surface. The 
original sheet size, 23 x 29´´, is cut down based on 
the quantities required by customers. Substrates are 
either frosted or white.  

Conversion to drinkability
Once run through the presses, each blank is diecut us-
ing standard die-shapes for any one of four cup sizes 
ranging from 12 oz. to 32 oz. Using specially engi-
neered cup machinery, the blanks are picked up from 
the conveyor belt by suction and moved along to be 
formed into the cup shape with the side seam heat-
sealed. A bottom is next placed onto each cylinder and 
heat-sealed into place. The fi nal step of the process is 
to heat the rim and roll it to form a lip. The cup con-
verters can make up to 165 per minute. The fi nished 
cups can then be sleeve-packaged into customer-speci-
fi ed quantities. Visstun requires a 250 minimum to or-
der, and orders come in as high as the millions. 

The fi nished product is one that is recyclable and 
reusable—and they are dishwasher-safe. Printing on 
plastic provides greater brightness than printing on 
paper as the ink remains on the surface of the sub-
strate. A UV coating is applied for further durability. 
While the cost of the Barrier Plus substrate is more 
than pre-formed cups, the quality is better and cre-
ates a more durable product, says Visstun. ■

Visstun has developed a litho-
graphic printing alternative
to fl exo for decorating plastic
drinking cups. The approach
allows high-resolution im-
ages and more fl exibility, plus
higher quality in graphics.
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GET FEATURED: Send your most creative and innovative

print projects to anne.locasio@reedbusiness.com
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Digital color 
printing isn’t as 
scary as you think.

The InfoPrint Pro C900 makes digital color 
manageable —and profi table.

Progress can be a scary thing. Sure, digital color printing 

gives you new capabilities, but how do you add a new

printing environment without also adding complications?

The InfoPrint Pro C900 delivers all the advantages of high-quality 

digital color printing without the complexity, so you can add the 

services your customers demand. With the InfoPrint Pro C900, 

moving to digital color printing is nothing to fear.

The RICOH mark is a registered trademark of Ricoh Co., Ltd., and its affi liated companies; InfoPrint Solutions Company is a trade name of InfoPrint Solutions Company, LLC, in
 the United States, other countries or both. INFOPRINT and INFOPRINT SOLUTIONS are trademarks of InfoPrint Solutions Company, LLC; the IBM logo is a registered trademark 
 of International Business Machines Corporation. The RICOH and IBM marks are used under license from their respective trademark owners.

The InfoPrint Pro C900

Watch our webinar at CanDoColor.com/NothingToFear 
or call 877.646.3677 to speak to a representative.
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