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Names ar e Impor tant
In business it's essential to remember a contact's name. Often
we can recognize a face, but the name slips through the cracks.
Here are five easy tricks to help you have total recall and keep 
connected with the people you need to know:

1. When introduced,give your full attention to the person.
2. Use their name at least twice in the first 60 seconds of 

conversation.
3. For difficult names,ask the person to spell it.
4. Use a "visual" to capture the name - relate their name to a 

visual image.
5. Introduce the person to someone else to reinforce your 

memory.

Less Clutter Works f or Dir ect Mail
A knowledgeable marketing consultant has said that his clients
were making more use of direct mail as a part of their cam-
paigns and getting good results.He pointed out that the 
significant drop in direct mail volume was a major driver in
direct mail's new power - there's less clutter in the mailbox.

Now You See It, Now You Don't
It's axiomatic that among retail stores featuring a large number
of low-ticket somewhat disassociated items,shoppers are
unlikely to see - or remember seeing - a high percentage of the
products on display.Many of these retailers,such as gift shops,
card shops,and travel agencies,change their displays with some
regularity rather than change the products as a device to 

reinvigorate sales activity.This philosophy may provide a sales
and profit opportunity to printers and marketers serving them.
Menus at restaurants with more than twenty locations are
receiving a makeover as a result of the passage of laws requiring
that menus and menu boards carry nutritional and other 
information.It should be assumed that diners are conversant
with dishes that have been on the menus,even if they've been
on the menus for years.It's an opportunity for a marketing
makeover, an opportunity for generating additional sales and
profits.

What’ s Your Stor y?
Clair Lawrence, a sales consultant,says that if you are telling
yourself that business is bad and your clients are impossible -
that’s what you’ll get.Instead,begin to believe that business is
improving and you still bring value to clients that they need and
want - you’ll discover that reality begins to match your belief.
When you’re calling on clients do you worry that your price is
too high or focus on the value of your work to them? When
you meet with a prospect do you assume that they have no 
reason to change or do they really hunger for a better value?
Do you think that the prospect has no problems or do you
concentrate on uncovering their needs?

ossibilities

UPS® Savings Program 

PIVA has partnered with UPS to develop a savings program specifically designed
to advance PIVA member companies’ overall efficiencies and lower shipping
costs! This specialized program offers discounts on customized solutions for all
of your shipping needs from small packages to palletized freight with UPS and
UPS Freight.

Whether you are shipping small packages or LTL shipments (150 lbs or more) via UPS Freight,UPS
advanced technology makes it convenient and easy to process shipments,track and reconcile billing.The
PIVA/UPS Savings Program offers free enrollment for all PIVA members,with no fees or minimum ship-
ping requirement.

Save up to 30% off UPS Expr ess® air and international shipping
Visit http://www.savewithups.com/enroll/ for UPS Package Discounts,more details 
or to sign up now!
Use promo code EAS452 to enroll or call 1-800-325-7000

Save a minim um 70% on LTL fr eight shipping
Visit http://ltl.upsfreight.com/services/Association/Enrollment.aspx?a=PIVA for UPS Freight Discounts,more
details or to sign up now!

For more information on your PIVA Savings Program discounts or to receive a free savings analysis,please
contact your dedicated UPS Association Team.

Phone:866.443.9303,ext.4080
Email:Associations@upsfreight.com

Alr eady have a UPS or UPS F reight account? Call your dedicated UPS Association Team today
to see how it compares to the PIVA Savings Program.

Exceptional Customer Ser vice Is a Cultur e, Not A Set Of Rules
Managing incentives for great customer service doesn't necessarily require cash or a gift.For instance, Richard
Proffer, a counselor at the University of Missouri Small Business and Technology Development Center, person-
ally washed the cars of employees who provided great customer service rather than recognizing them with
cash or a gift as a device for publicly recognizing their outstanding performance.

10193 Maple Leaf Cour t | Ashland, VA 23005 | ph. 804.550.7500 | fax: 804.550.4610

Possibilities - Ne wsletter f or Sales &
Mark eting Team
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A Message from the Chairman

A man walks into a
church.

He kneels before a marble
statue of the Virgin Mary
and prays,"Blessed
Mother, please let me win
the lottery this week.I
lost my job, and need
money to provide for my

family."

A week passes,and the same man walks into
the same church,kneels before the same statue
and prays,"Blessed Mother, please let me win
the lottery this week.My wife and I have both
lost our jobs,and we need money to provide
for our family."

The next week,the same man walks into the
same church,kneels before the same statue
once again and prays,"Blessed Mother, please let
me win the lottery this week.Our house is in
foreclosure,and I need the money to provide
for my family."

Suddenly there is a crash of thunder and a flash
of lightning,and the marble statue leans over
and whispers into the man's ear, "Buy a ticket."

Forgive me for telling a joke that is so close to
the terrible reality that many Americans have
faced in the past 24 months.You will,I hope,
take it in the spirit in which it was offered:to
help make a point about your membership in
PIVA.

Members and prospects often struggle with
finding value in belonging to PIVA. "I just don't
get anything out of it.I pay my dues,but what
do I get in return? How can I justify the 
investment?" you ask.

Your PIVA membership works just like the 
lottery.You have to play to win.

If you don't call when you have a question,don't
read the newsletter, don't attend events,don't
enroll in a member discount program and don't
participate in a seminar, your membership will
be worthless.It's only when you are an active
member that you can 
appreciate the value of belonging.

So, take advantage of your member discount the
next time you buy software or ship a job by
UPS.Send your production manager to a 
seminar to learn about increasing productivity.
Visit the PIA website and research a new 
compensation plan to motivate your sales force.
Enter the Best In Print competition,reward
your employees for a job well done and present
your customers with credible evidence that they
are working with one of Virginia's finest.Attend
a webinar and be prepared the next time OSHA
comes to call.Save money on your healthcare
benefits through our alliance with VADA. You
will get out of your PIVA membership exactly
what you put into it.

Susan Higgins
Chairman

PIVA Chairman
Susan Higgins

Wor th Higgins &
Associates, Inc.

Members Making Ne ws

Good Printers, Bridg ewater
Join us in congratulating Good Printers for winning the 2010 Best Workplace award!

B&B Printing, Richmond
expands to offer new integrated printing and mailing services.

Zooom Printing, LLC , Richmond
has been named to the prestigious Inc. 5000 list,a compendium of the most entrepreneurial and fastest
growing private companies in America.

Body Langua ge: Feet That Don't Lie
Want a hint about how that face-to-face sales pitch,job 
interview, or other negotiation is going? Try looking down.When
people try to control their body language, they focus mainly on
their facial expressions and leave their legs and feet 
uncontrolled.Thus,that is where the truth can most often be
found.Bouncing,tapping,wiggling feet are what professional
poker players call "happy feet," and a signal that a player's hand is
strong.You can pick up similar signals in business negotiations.If
you see a lot of high-energy foot jiggling,or notice a slight
bounce in the shoulders that results from such movement,you
can almost always assume that the person is feeling pretty good
about his bargaining position.Also, he probably thinks he has the
upper hand.Feet say a lot about self confidence.When you stand
with your feet close together, you appear timid or hesitant.
When you widen your stance, you look more solid and sure of
yourself.Foot positions are revealing even if someone's legs are
crossed.If the toe of the leg on top points toward you, the per-
son is most likely interested in you.It the toe points away,the
person is probably withdrawing. (Excerpted from "A Body
Language Secret:Look Below the Belt" by Carol Kinsey Goman,
first published on Forbes.com)

The Power of Print (pass it on)
21% of affluent households purchased from a catalog 12 or
more times in one year. - Experian Simmons National Consumer Study,
Winter 2010

Wealthy consumers over age 45 place HIGH IMPORTANCE on
not being overwhelmed by messaging.- Wealth Survey, February 2008,
Luxury Institute

$19.17 Billion is the amount direct mail is predicted to account
for in media supplier advertising revenue this year. - MagnaGlobal

65%of marketers increased their catalog circulation in 2010.-
Multichannel Merchant,MCM Outlook 2010

Many top U.S.brands are using QRcodes.These include
Starbucks,GMC, Google,Wheather Channel,Best Buy, Ford,
Pepsi,Facebook,and more.

32% of mobile devices users surveyed said they’ve used a QR
ode (Source:MGH Marketing).

62% of those who have scanned QR code have done so multiple
times (Source:Mobio).

37% of respondents surveyed in late 2010 said they use mobile
devices to browse or research products and services.This figure
has grown from 27% reported in spring 2010 (Source:ATG).

For more fun facts visit printinthemix.com

Calendar of
Events

Webinar -
Improving Pressroom
Plant Conditions 
August 4 - 2pm

Graph Expo
Chicago, IL
September 11-14

Jim Fannon
Memorial Golf
Classic
Hunting Hawk Golf
Course
September

Cocktails &
Connections
Nor thern VA
September

Webinar -
Augmented Reality:
Extending VOP -
sponsored by Ricoh
October 27 - 2pm

Women In Print
Luncheon -
Featuring Barb
Pellow
Nor thern VA
November 16 -
12pm

Color
Management
Conference
Phoenix,AZ 
December 4-6
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A Guide to Cultivating
New Sales Prospects

Cultivate, VB., 'to foster the growth of'

I met with a print company owner recently who complained
that none of his sales people ever did any prospecting."They're
great farmers,maintaining their accounts and servicing them
well,but lousy hunters.They don't know how to find a new
account on their own.They'll think of anything else to fill the day
rather than spend some time prospecting." I presented to him
my Guide to Cultivating New Sales Prospects and told him,
"While I can't guarantee success,I can assure you that if fol-
lowed faithfully,the odd of developing a new prospect are very
good."

This guide uses that 'farmer' ability to nurture a
relationship but applies it to developing a new
prospect rather than to an existing account.And it
does require some 'hunter' traits such as learning
about your target and pursuing them doggedly,but
those should be part of any good sales person's
capabilities.Read my guide and let me know what
you think.

1. Research, Research, Research
First step is to research your prospect companies.Select an
industry or field in your region that is growing and list 10 
companies of organizations that are its key players.Discover
what they do or make,who their customers are,who their
competition is,what their communications challenges are,and
determine how you can provide value to them.Use LinkedIn
and internet searches to uncover this information.Continue to
use LinkeIn to discover the names of your contacts in these
companies and ultimately their print buyers.Use your contacts
to get referrals,introductions and more information.The more
you know now about your prospect organizations and their
buyers,the more intelligent you can be going forward.

2. Write an introductory letter
With email messages overwhelming us,using the mail has
become a good way to initially reach a prospect.Give your
prospect a brief reason for your letter, a brief summary about
your company and your background,and spend most of the 
letter explaining what specific value you can provide to this
company.Show your prospect that you've done your 
homework, that you understand its business,and state how you
and your company can help improve its performance.The letter
must be only one page, on your company letterhead,clean with
no spelling or grammatical errors,and look professional.And it
must close by saying you will follow up with a phone call at a
specific time.

There is debate over whether to send samples at this time. I
believe you should only send samples now if you are confident
they represent the type of work that your prospect buys and

can relate to. Otherwise save them for your first meeting when
you learn more.Instead of a sample you may want to include in
your letter a story about a job where you saved a customer
money,time or provided exceptional value. But again,your must
be confident that your prospect can relate to your message.

3. Call your prospect
At the time your specified in your letter, call your prospect.Yes,
you are most likely going to get voicemail,so expect it and plan
for it.Write your message and speak slowly.Your message
should refer to your letter and explain one sound way that you
can solve a problem you believe your prospect is facing.Say
something that shows you understand their business.Use an
example of a past experience to explain how you can save them
time, save them money or make them money.Close by saying
that you would appreciate the opportunity to meet and give
them a way to contact you.

4. Email your prospect
A week or so later send your prospect an email.
Again introduce yourself briefly but focus your 
message on sending them something they will value:
an article, a video, notice of a webinar, a newsletter
or blog,etc. Begin to present yourself as an expert
and a partner, not a sales person looking for an order.
Send them news about what is going on in their
industry that may affect their job.Tell them about

your company or capabilities only in regard to how this could
be a solution for your prospect.these should be your messages
for all your follow-up emails.relate to your message.

5. Continue the cycle
Every 10-14 days send your prospect a letter or note, leave a
voicemail or send an email.Be careful not to become a haunt or
a stalker. Remain friendly,confident and professional.Think of all
your communications from your prospect's point of view and
always provide information that they should value. Remember it
takes from 6-8 touches before a prospect may make contact
with you,so be patient and follow the program.Use a good 
contact management program to track and record your 
communications,at it may take 2-3 month before you can reach
your goal of getting an appointment or decide to move on.

To be successful in this process requires being dedicated,
patient,not losing confidence, and persevering.It is not difficult
but is demanding.You will succeed more times than naught
because you will start to be perceived as someone who can
provide value and solutions.Most of your competition is not
doing this,so here is an opportunity to stand out,to set yourself
and your company apart. Remember cultivation is a process,not
a one-shot operation.Develop your strategy, follow through,and
your prospects will grow accordingly.

-Dick Rossman is a mana gement consultant who has been
managing print comm unications companies f or o ver 25 years.
He can be contacted at dick@r ossmanconsulting.com

Welcome Ne w PIVA Boar d Members

Sell Results, Not Print
We don’t know of anyone who purchases print for its own sake.
Clients spend money on print to sell their product,to explain its
use, to tell their story to shareholders and employees,and to
handle internal workflow. If the first step in a sales call is to find
out whether there are any jobs to quote on,the first step has
been taken to selling on price alone, tr ying to compete with the
firm that doesn’t seem to charge for the paper. Instead,if that
first step is to understand the client’s objective (sales,
communication,etc.),we can focus on message, design,and 
targeting that will achieve that objective and have the pleasure of
seeing price no longer being an issue.The reality is that achieving
the objective is far more important to the client than shaving
another dollar off the price of the printing.

Selling Value
That’s,of course, what everyone wants to do.The question is:
how to do it? Our own recent experience with the purchase of
several print projects turned out to be neatly illustrative.We
dealt with several printers and one print broker and found a
broad range of responses which had nothing to do with price.
With two, we had difficulty communicating what we wanted,little
or no useful feedback,and final results which disappointed us.
With others (including the print broker) we got great assistance,
useful suggestions,and good follow up. Guess which are the long
term winners? Inside this story is a buyer which doesn’t have a
significant amount of graphics knowledge because that’s not their
core business.The seller has this specialized knowledge – that’s
their value add – and may well use low cost producers that they
manage. Firms everywhere have cut back to their core 
businesses.None of these core businesses are the buying of
printing and thus they no longer employ people who can manage
graphic projects,but we can (or should,if we focused on it).
These are still custom projects,purpose built to sell a product
or service – designed to grab and hold the attention of the
recipient.We know the power of print, it’s our job to make it
work for our clients.

Against the Grain – by Mark Potter,Publisher, CANVAS,www.thecanvas-
mag.com

I believe that one of the toughest things to do is step out and be
your own person.It is difficult to go against the grain,swim
upstream,or any other cliché that provides an example of being
different.However, our world has become a bit antiseptic. People

with different ideas are sometimes looked down upon and even
discouraged to embark on concepts outside the norm.

My brother and I were at a football game last fall with an awfully
nice couple. Both attorneys,the husband and wife team were
hospitable and engaging.Certainly they are smart by the 
standards set by our left brained world. However, what struck
me was something the wife said to me.When referring to the
economy,someone speculated that “it will come back”,she
quipped “I’m not sure that is a good thing”.

She had no idea that her comment resonated with me loudly.
The past may have been great,but it is the past.What worked
back then may not be applicable now.And the value of 
consumerism and static creativity creates a pretty uninspiring
picture.In other words,just because we had stuff,didn’t mean
we had meaning.

I may sound like a broken record,but this economic climate is a
sign.It is a sign to engage the creative part of you.It is a time
that demands new ideas and new thinking.

It is a time where we have discovered a different part of 
ourselves and are more willing than ever to learn new things,put
ourselves in uncomfortable positions,and dare to be different.

This will be a time we will look back on fondly and realize what
we discovered about ourselves.This is a time to g o against
the grain.

Five Things We Can Learn fr om Social Media
All business professionals can learn skills from social media that
no school can teach.Among the lessons to be learned:

1. People have more in common than they have differences.
Social media shows the basic desire of humans to 
connect and to express.

2. Conversation is key if you want to persuade or influence
someone. Conversing can be hard,but to succeed you 
have to talk.

3. Don’t get so caught up in the latest “new” thing that you
miss the next big trend.Keep connected both to 
innovators and to “average joes.” 

4. Give to receive.Social media is the epitome of the giving
it away thinking,giving away ideas,thoughts,links.Giving 
clients info on how a supplier/website/organization can 
be useful to them makes them come back to you and 
increases your influence.

Mike Meredith
Printing Xpress
Harrisonburg

Pat Patterson
Graphics
Innovations
Richmond

Pete Whittier
Mailing Services
of VA
Charlottesville

Food for Thought
Do not be angry that you cannot make others as you wish them to

be,since you cannot make yourself as you wish to be.
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Congratulations to the 2010 Best In Print Winners

Virginia Printing F oundation Special Merit
Award
Munroe Technical Center
Instructor: Pam Smith
Whiteout - Winter Snowstorm 2010

Best In Show School Division Award
Munroe Technical Center

Instructor: Pam Smith
Harper’s Ferry Outdoor Festival Calendar

PIA Special Merit Class 1 Award 
Zooom Printing LLC
Sponsored by: B.W.Wilson P aper Co .
Product Knowledge Guide for 2010/2011

PIA Special Merit Class 2 Award
Colorcraft of Virginia,Inc.

Sponsored by: B.W.Wilson P aper Co .
Gulick Sales Book

PIA Special Merit Class 3 Award
Worth Higgins &Associates,Inc.
Sponsored by: B.W.Wilson P aper Co .
Joden Jewelry Modern Jewelry Brochure

Best Ar t Award
Good Printers,Inc.
Missed Opportunity

Best Book Award
RRDonnelley - Roanoke
Sponsored by: Coyne Textile Ser vices
The Royals - Their Lives,Loves,and Secrets

Best Poster Award
WinchesterPrinters,Inc.

Sponsored by: manr oland, Inc.
L.C.Smith Guns Poster Calendar

Best Magazine Award
Worth Higgins &Associates,Inc.
Sponsored by: Flint Gr oup
Palette,Winter 2010

Best Digital Award
Worth Higgins &Associates,Inc.

Sponsored by: HP, Indigo Division
Visual Ecstacy

Best Ann ual Repor t Award
Worth Higgins &Associates,Inc.
Neenah Papers Inc.,2009 Annual Report

Best Use of Ink Award
Worth Higgins &Associates,Inc.

Sponsored by:Braden Sutphin Inks
High Performance Vehicles 2011 Calendar

Best Finishing Award
Finish Line Diecutting
City of Richmond - It’s Time to Discover

Best Packaging Award
Worth Higgins &Associates,Inc.
Sponsored by: PRISCO
SCAD Pocket Folder

Best Diecutting Award
Accurate Printing

Sponsored by: DieTech Gr oup
Michael Vick Invitation

Best Gra phic Design Award
Dogwood Graphics,Inc.
Pam Wilkinson Card

Best Use of Variab le Data Award
Worth Higgins &Associates,Inc.

Sponsored by: Xer ox
Worth Connects PURLCampaign

Best In Show Class 1 Award
Petree Press

Sponsored by: Heidelberg
The Kennedy Center 2010 Holiday Card

Best In Show Class 2 Award
Colorcraft of Virginia,Inc.
Sponsored by: Flint Gr oup
Natures Best Magazine

Best In Show Class 3 Award
Worth Higgins &Associates,Inc.

Sponsored by: xpedx
Private Passion,Public Promise

Dietz Memorial Awards
Sponsored by:Lindenme yr Munr oe Paper Mechants

Class 1
Zooom Printing, LLC

28 Points

Class 2
Winchester Printers,Inc.

88 Points

Class 3
Worth Higgins & Associates, Inc.

200 Points

Other winners
Schools 1st AE

Place
Monroe Technology Center 2 4
Spotsylvania Career &Tech 2
Wise Career Center 1

Class 1
Allegra Print &Imaging 1
Dogwood Graphics, Inc. 7 3
Fannon Fine Printing 3 2
Finish Line Diecutting 2 1
Petree Press 3 1
Unicor 3 3
VA Polytechnic Institute 1 1
Zooom Printing,LLC 8 4

Class 2
Accurate Printing 7 9
Colorcraft of Virginia,Inc. 19 15
Graphics Innovations 2 6
Mid Valley Press 3 10
Progressive Graphics 1 5
Winchester Printers,Inc. 19 31

Class 3
Balmar 1
Good Printers,Inc. 21 64
Goodway Graphics 1
RRDonnelley, Lynchburg 2 1
RRDonnelley,Roanoke 2 1
Worth Higgins &Associates,Inc. 54 38
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