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The Renaissance of Print
by Linda Bishop, Founder and President,Thought Transformation

Today,many printers are lot like eggs.They're commoditized,
meaning a good printer is easy to find,low in status and offering
standardized benefits.Many marketers take print for granted.
They don't see print as "sexy" like internet ads,permission-based
marketing and social media.Prices are set by the collective
actions of buyers,and today many buyers won't pay what the
printer wants to charge for print.

To increase profits,leave the commodity community behind.
To get a higher price, you must transform the products and serv-
ices you sell into something higher in status.

Recently,I met two printers having success in a downturn.
Both operated in a niche and were differentiated by product.
They were innovative with corporate cultures that encouraged
creative thinking and experts in their chosen area of specializa-
tion.

There are three broad categories of differentiation - product,
superior customer service, and operational efficiency.

Differentiation in any of these areas is not easy. Like every
renaissance thinker, you must first rebel against accepted stan-
dards and old habits.You must challenge old thinking and ask,
"what if…" questions.

What if your competitors are as good as you? What if your
customers think your service is good,but not great? What if

your quality and the competitor's quality are basically the same?
What if your salespeople are good,but not great? What if your
customers want to spend less than you want to charge? What if
your customer wants it faster than you normally can deliver?
What if your customers would like to buy everything in the
value chain from you,instead of just print? What if you ran
combo runs for multiple customers instead of individual jobs?

Every day renaissance thinkers reinvent themselves as digital
solution providers,marketing experts,and sourcing specialists.
They take steps to insure they stay viable today and in the future
by looking for new opportunities and make hard choices so that
people, product and process are aligned for profitability.They
benchmark and measure progress to be sure they get where
they want to go.

They think differently.
The renaissance in print won't come from people who accept

the status quo. It will come from rebellious thinkers who use
intellectual assets and tap into their own personal well of cre-
ativity.These are the people who are looking for better solutions
and often they start their search by asking customers,"What do
you want to buy and how do you want to buy it?"
What do you need to know to stay profitable and relevant
today? What should you do differently? Ask the questions and
use the answers to lead your own renaissance in the world of
print.

Promo Power :The Ma gic Form ula
Writing copy for your marketing communications
may seem like a huge challenge. My Magic Formula
for persuasion should simplify the process for you.

It's a step-by-step sequence for your promotional
message.Whether you're advertising in print,
writing for your website, designing a direct mail
piece, or creating an email,this formula will help
you get more response.

Attention
The first step is to get your prospect's attention.
And,it's possibly the most important step in 
the whole process.Why? If you don't grab 
their attention and make them stop to 
read more,it doesn't really matter what 
else you put in there,because they're gone.

We're talking about a headline here.Your headline
can either be text or a photo. Either way,
it should stir some emotion in your 
reader. Get them excited with 
powerful language about what 
your product or service will do 
for them.In the case of a photo, use 
a picture of a model just like your 
prospect (same age, gender, level of 
sophistication,etc.) enjoying the 
benefit the prospect will get if 
they buy.

Most small businesses make the classic mistake of
making their company name the headline.
Headlines should be about the prospect,not about
you.If you do this right,they'll be searching for
your name and contact information by the time
we're done.

Promise
The promise is a continuation of the attention
step.Tell them how their life will be better after
they buy from you.They'll look better, feel better,
make more money.draw their family together.
What is the primary benefit your clients enjoy?

Proof
People are skeptical.Marketing 

communications that make big promises,but offer
nothing to back them up, are quickly dismissed.Tell
them about your qualifications.Quote a couple of
(real) customer testimonials.Give them a money-
back guarantee. Find a way to 

take away all risk.

The proof step is equivalent 
to "answering objections" in a 

sales conversation.What might cause 
them to hesitate? Answer it now.

Proposition
You got them excited.You 
promised their life would be better.You

proved you can deliver on your promise. Surely
the prospect has ordered by now, right? People 

still need a shove.They need to be 
motivated to take action.This is where 
you offer free shipping,special terms,buy 

one/get one free...some extra enticement to 
respond right now.

Action
What do they do specifically to take 
advantage of your offer? "Pick up the 
phone right now and dial 515-555-
5555." Don't assume they'll look for 
your phone number or address."Get

in the car right now and drive down 
to 123 Main Street."

This is basically a sales conversation,but the
prospect isn't sitting across the desk from you.So,
you have to work to snap them out of their 
preoccupation with what's going on in their world.
Promise they'll enjoy a significant benefit if they
keep reading and take action.Prove you can deliv-
er. Make an offer that motivates then to act now
instead of turning the page or clicking to another
site.Then,tell them simply,clearly what to do to
seal the deal.

Larry Mersereau works with business owners,marketers,and
sales professionals who want to bring in more business,so
they can take home more money.More at
www.PromoPower.com.
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From Salesperson to Ser veperson
By Joe Bonura Joe Bonura is known as a "real world" speaker who gives his audi-
ences ideas they can apply immediately to increase sales and improve service.
Imagine what it would be like at your organization if every serv-
ice representative knew more about selling and every salesper-
son knew a little more about service. Your efforts would be
doubled and possibly so would incoming business.Every
employee would be working together to meet sales objectives.
Instead of departmentalization,you would be able to answer
service questions and service people could make a few sales.

The following ideas and suggestions will help you balance sales
with service - and that leads to increased job esteem and,of
course, more money to be made by all.

The Ser vice Appr oach to Sales
When conducting a sales training seminar for a commercial
printer, I suggested they change their business card titles from
"salesperson" to "serveperson."  They took my advice and
reported back with a success story.

One of their sales associates handed the card to a prospect
who he had been unable to tap for years.While handing her
the card,he said enthusiastically,"I'm a serveperson for my
printing company. I'm here to find out how we can help you."
The client exclaimed,"It's about time someone was more inter-
ested in serving me than selling me!"

Your customers may be crying for help too, they want to be
served,not sold. The more you serve your clients,the more
they will buy.

Telling Is Not Selling
Servepeople ask questions before making any recommendations.
You must find out what the injury is before you make any 
medical recommendations.How would you feel if you went to
your doctor for a headache and he recommended surgery -
without even examining you first!  It's just as crazy to begin

your sales presentation telling your prospects all 
the ways you can help them,when you're not 
even sure what  their problems are.

Develop a list of at least 10 questions 
before you meet any prospect.
Design the questions around finding 
out if and how your product or 
service can help your prospect.
Either commit them to memory or keep a written
list. Do not attempt recommending solutions until 
you have asked your questions,listening carefully.

Become a Pr oblem Solv er
Being a problem solver fits right in with the new 
philosophy floating around about changing from a 
product-driven organization to a market-driven 
one. The key to being a problem solver is to 
eliminate the order-taker syndrome. Start asking 
customers questions,solving their problems and 
giving them what they need to solve their problems.

For example, if a client calls and asks for a certain item or 
service you offer, you may want to ask them why he made that
choice. Find out how he intends to use your product or 
service. You may discover the item he asked for will not fill his
need - and he'll be unhappy in the end,possibly bad-mouthing
your company. In this case, recommend another model or 
service from your line. If you don't have a product or service
that will fit his needs,refer him to a company that does.

Yes,I said send him to another company!  This idea made Macy's
department store rich. In the end,that customer will say great
things about you and come back when he can use what you
offer. A one-time sale should never outweigh the importance of
a lifelong,trust relationship with your clients.Your customers
will be loyal for life and spend even more money with your 
company.

Upcoming Ev ents

Mid Atlantic Print 
Management Conf erence 
August 13-16,2009 
Great Wolf Lodge
Williamsburg

PRINT 09
September 11-16,2009
McCormick Place, Chicago

Jim Fannon Memorial   
Golf Classic
September 23,2009
Cannon Ridge Golf Club
Fredericksburg

Converge Conference
November 8-11,2009
Orlando

Fall Women In Print
November 11, 2009 - 
Colorcraft of Virginia
Sterling

Color Mana gement 
Conference
December 6-8,2009     
Pointe Hilton Tapatio Cliffs
Phoenix

Really Dumb!
Brokers can be a useful and effective channel for building print and ancillary services sales as a
good print broker provides project management services and marketing advice to their clients as
the broker's value-add. The printer gains sales without sales expense and responsible brokers
need production sources that they can depend on to deliver on time and not to mess up - in
short, this should be a win-win.It's obvious that the broker's client relationship must be 
protected and that the printer who tries to sell around the broker to the client destroys the 
relationship, poisons their relationship with other brokers (people do talk to each other),and
exposes themselves to legal action by the broker for loss of future profits. Recently,a printer did
just this by calling the client and telling them what the printer's price was to the broker. The
result: the broker lost the client but the printer couldn't collect any more money for the work
because they had already disclosed the price;the broker will now channel a significant volume of
other work to other firms;the broker is threatening suit and a settlement is in the works. All of
this disruption and loss is due to a thoughtless act on the part of someone who did not 
understand where their interest lay.

Mark eting Advice
This may seem simple, but you need to give customers what they want,not what you think they
want. And,if you do this,people will keep coming back.John Ilhan,founder of the Crazy John's
mobile phones chain in Australia and richest young Australian in 2005.

Julie Mouganis
Hewlett P ackard, Indigo Division

The Buy er Says, "Your Price is High." 
This means one or all of the following:
--Your price is higher than perceived value.
--The buyer doesn't like you enough to give you their money.
--This is a negotiating strategy to get you to lower your price.
The first step in overcoming price objections is your willingness
to have a conversation.

Be an MSP
You may have thought that because your firm provided (either
in-house or by partnering) services like design,list procurement,
data processing and mailing you were selling "ancillary services."
The really "in" thing is to call yourself a "marketing services
provider" or, better still,an MSP.

Sell Your W ay Out
The recent Supreme Court decision that FDA approved safety
warning do not protect drug manufacturers from lawsuits is not
only a windfall for the trial lawyer trade but will lead to more

and bigger labels and package inserts as disclosures are broad-
ened to provide more protection.Print lives!

Better Than Kindle
There's a growing market in very short
run (frequently only one item) 
printing-turning parts and repair 
manuals into easy to keep current 
print-on-demand products,eliminating 
inventory while providing up-to-date 
information;out of print books that 
are scanned into a database and then

printed out on demand;individual manuscripts (novel,family his-
tor y) in digital form that don't have a commercial value but are
of immense value to their creators.All of these can be decent
revenue sources and need not be priced at the fire sale level.

Print Wor th Pondering
If thou wouldst live long,live well,for folly and wickedness shorten life. - Benjamin Franklin

 

Selling in Tough 
Times?
If I see one more 
motivational sales 
email or article with 
this title I think 
I'll be sick! The way I 
see it,tough times are 
what we should be 
lookingfor as sales 
people. If a business or
prospect does not

have a compelling business issue or crisis to
solve,there will be no buying.This goes for 
capital equipment,software,printing or 
services.The days of purchases motivated by
emotion or ego are over (unless you are buying
or selling shoes with a teen age girl).

The real trick as a sales executive is to discover
and expose the things that keep business 
owners up at night,and build a business case to
solve  the problem through your products or
services.

I like to think of what I do as consulting,not
selling.My customers buy my products because
it is the smart action to take.Either they will be
saving money through efficiency, making money
through new opportunities,or doing an existing
job better in order to keep up with competitive
demands.An HP manager once told me that
our goal is to "delight our customers".

Surpassing customer's expectations is my quest.

The commercial printer of 2009 has to be a dif-
ferent company than in years past.Many have
made strategic changes to their businesses to
include more products and services.We are in
the communications world, and it is far from
exclusively printing.Understanding the power
of multi channel marketing,and building strate-
gic relationships so that you can provide a turn
key solution are new skills that must be
embraced.

Consumers and business leaders are  
bombarded daily with information via email,
signage, websites,mail box, etc. It is our job, in
our industry to help a customer rise above the
noise and get their message heard.Printing is
certainly a part of the solution,but there is
more to it now.

This spells opportunity.Think outside the box,
and don't be afraid… we're all learning.
Business owners have a list of bottlenecks and
communications concerns.

A sales person has to earn the right to discuss
them.Do your homework and get to know
your customers and prospects before you even
pick up the phone.They appreciate it.

Work to share your customer's passion.Make
their worries your own.It helps in the problem
solving process.
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