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Playbook f or Selling Success
A properly trained sales staff is a must for any 
competitive graphic communications organization.
Complete with hands-on exercises,this workbook 
provides the latest insights into the art of selling graphic
communications services.This book is appropriate for
everyone involved with the sale of print-related services
including rookie sales reps,experienced reps wanting to
update and sharpen their selling skills,and sales managers
looking for an effective sales training tool.The following
passage discusses the concept of delivering a "unique 
selling proposal:"  How do you expect people to buy your
printing services if your employees can't clearly and quickly
articulate what differentiates you from everyone else?  Being
able to say what the company does in 60 seconds or less is
the goal.Try the 60-second test yourself.How well did you
do?  Next,ask your sales and customer service people to do
the same. Ask a simple question like,"Why are we in busi-
ness?"  You may be surprised at the inane answers you get,
but at least you'll be starting down the right road to recovery.

Available to members for $30,Playbook for Selling Success
in the Graphic Arts Industry can be ordered online at 
www.printing.org/store or by phone 866-855-4283.

Tr y This
Your delivery van or truck can be a mobile billboard -

wrap it with sharp graphics and get your message on the
street.

Work with a charity. Not only is it the right thing to do,
but it's great networking opportunity, putting you in contact
with other persons and businesses and making you look good.

Talk digital - clients think that it's the way of the new
decade. Even if it makes more sense to print it offset,you use
digital prepress and CTP, so call the whole process digital and
sound cutting edge.

Consider down selling - the client says,"we need 5,000"
and you reply,"why not print 1,000 and see the results and
then make changes." The result,the client will probably like it
because it's less money up front, but you can put more margin
in the shorter runs and get to charge for the changes they will
make.

Fight the low cost opposition by creating another  
persona (an in-house brokerage) that buys from other sources
and prices aggressively thus keeping the margin for yourself.

ossibilitiesPressproof - Ne wsletter f or
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Factors in the Sales Pr ocess: Respect,
Knowledge and Suppor t
By George Hood
In talking with a colleague recently about the 
evolution of the copier/printer industry,it became
evident that folks who start in the business often
never leave. You might even say that we have
"toner in our blood," as we have found success
working for multiple vendors over time, including
both manufacturers and distributors,honing sales
skills,technology capabilities,business aptitude
and making friends.

As painful as it might sound,I consider myself
lucky to have that toner in my blood because it
serves my company and my customers well,both
of whom rely on me to provide them with the
right advice, at the right time, to solve the current
problem.

And while the economy is putting new challenges
in front of us each day,the three guiding factors in
the sales process that I have always followed are:

1. Respect for the customer or 
prospect's time.

2. My ability and willingness to bring 
expert level product and 
application knowledge to the table.

3. The post-sales support that covers 
everything from delivery,service,
billing,supplies up to and including 
minimum quarterly account 
reviews.

Rule number one came into focus during the
nearly 10 years that I spent supporting trade shop
printing in lower Manhattan.There is very little
more valuable to a New Yorker than time. When

awarded the opportunity to have a slice of that
prospect's time, it was imperative to be prepared,
be on time (read early),be succinct in your 
message, and make sure the prospects  
understood that what you were presenting had a
specific benefit for him/her individually or as a
whole for his or her business.It was also 
important,prior to the actual presentation,to
prepare yourself with critical account information,
which is much easier today with internet access
and sites such as Google. The prospect is then
more likely to realize that your presentation is
customized to his/her needs,and that goes a long
way to establish yourself as a valuable trusted
partner.

I find it easy to put the customer's needs first.
The most critical aspect of selling production
print equipment to the commercial 
environment is the concentration on 
applications and recognition of revenues to be
gained by pursuing those markets. This approach
is decidedly different than the usual commercial
account copier/printer sale where the approach is
to save the client money. Taking a holistic
approach to the customer’s needs results in 
long-term partnerships,which are critical for 
success today and tomorrow.

George Hood is a Product Print Specialist for Konica Minolta
Business Solutions U.S.A.Inc. George has worked in sales for 30+
years.

Print Wor th - Pondering
Never leave that till tomorrow which you can do
today .. .Benjamin Franklin
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Upcoming Ev ents

"Sensing" a Trend in Dir ect Mail
Direct mail used to be a visual medium but the latest trend
has mail pieces appealing to other senses too.

Smell - According to the Sense of Smell Institute, people can
recall smells with 65% accuracy after a year, but
recall of photos declines to about 50% after just
three months.Capitalizing on that knowledge, one
company created a mailing piece with a scratch &
sniff area.

Sound - Another company developed a
rubber-band activated piece that mails
flat and pops into an octagon shape
once it's pulled from the envelope. The

pop-up also triggers a sound mechanism that can be 
coordinated according to the product/service being promoted.

Touch - And finally,there's the latest ink
innovation which,once combined with a
coating and embossed,can add texture to
a mail piece. A recent venture included
photos of orange slices that actually felt like the fruit.

As for taste?  Well,even this direct mail trend has its 
limitations .. .at least for now!

(This article was excerpted from "Sense Appeal" by Linda Formichelli,first pub-
lished in the July,2009 issue of Deliver magazine,a publication of the USPS.)

Woo Words or Less - What do Print Buy ers W ant?
"Considering the recession,print buyers want what every 
customer wants"  value for their money. It's not as simple as
lowering prices;though they are having to do more with less,
like the rest of us.Rather, print buyers respond to service
providers who demonstrate that they will help them achieve
their goals efficiently,creatively,and in ways that give them an
edge over their competition. Print service providers must be
creative in their ideas,relevant in their customer 
communications,and fluent in all manner of media available
today. Buyers are looking for help integrating their print 
campaigns with newer media."  -Margie Dana,founder,Print
Buyers International (PBI) and Boston Print Buyers (BPB),author of
weekly e-newsletter "Margie's Print Tips" www.printbuyersinterna-
tional.com.

Contin ued Impacts
The Print Council,which is devoted to promoting print,has a

free brochure called Why Print?A must
download for every printer. It deals
with the advantages of print and offers
some good talking points and makes a
terrific handout.Recently,Dr. Joe again
devoted his Whattheythink 
column to an update of what he still
considers the advantages of print.He
notes,however, that electronic media,
especially social media,continue to
impact and moderate some of these

advantages.His list dovetails nicely with the advantages 
mentioned in the Why Print?

Dr. Joe offers what could be an optimistic assessment.
"Print businesses have much to offer, if they choose to believe
they can. Our workflows are robust and flexible, though they
don't always seem that way on the shop floor. Our production
skills have great parallels and potential uses with all digital
media." He says. "Our understanding of using technology
toward a profitable purpose rather than technology for 
technology's sake is a great benefit to clients. Many can benefit
from outsourcing communications management to our 
industry.

"The question is not whether print will survive,it will,
but its nature and volume has yet to be determined.Print is a 
necessary medium in a communications-intensive world.

"The real question is whether we are an industry of 

entrepreneurs who can envision the many opportunities in
their own businesses and those of their clients,well beyond
their print requirements."

Mark et Specialization
It's obvious that a strategy of selling to everyone in the phone
book is hopeless unless you have a unique product that 
everyone wants but no one else can produce, or can produce
your product at a cost significantly less than any other 
producer-you undersell everyone. It's also obvious that neither
of these conditions describes a printing company,so market
specialization is always necessary.The underlying reality is that
it is actually client specialization.You can separate yourself
from the competition by really knowing about the client's 
business and thus how you can add sales and profit to it.
Focusing on a specific client group, "market specialization" 
simply makes the process of knowing the individual client 
easier.

The Shifting Media Mix
It's an everyday experience to find a client who is shifting their
dollars into other media.It's a disservice to them (and your
firm) to accept this decision as a fact of life and fight for what's
left.Help the client think about the effectiveness of the media
channel that they're moving to.Yes,they can (in theory) reach
more people at a much lower unit cost.However, what's the
response? That's where the rubber meets the road.There's a
lot of material in the Print Council website which can help you
and them with this.

Calendar of Ev ents

CSR Series Session 3 
- Winning Mor e 
Profitable Work  
Webinar
June 2,2010     
12 pm

Oppor tunity is Out 
There.Turn it into 
Growth
Webinar
June 7,2010     
10 am

CSR Series Session 4 
- Creating Customer 
Interaction and 
Feedback for 
Continuous 
Improvement  
Webinar
June 9,2010     
12 pm

Improving Employee 
Performance Through 
Coaching Webinar
June 10,2010     
2 pm

Women In Print  
Luncheon
June 16,2010     
12 pm

CSR Series Session 5 
- Improving  
Customer’s Trust,
Loyalty,Work Won,
and Margins 
Webinar
June 16,2010     
12 pm

CSR Series Session 6 
- Working to Impr ove 
Department 
Performance, and 
Succesful Employees - 
The Supervisor’s 
Challenge
Webinar
June 23,2010     
12 pm

Members Making Ne ws
(Waynesboro,VA) Karl Kuelz,sales representative, won the highly coveted Edmond McCutcheon
Award.The honor is presented annually to the McClung Employee of the Year to memorialize the 
loyalty and dedication of its namesake to the company.Established in 1995,the award is based on 

recommendations from fellow workers.

"Karl exceeded his sales budget by over ten percent,even in
a down economy," commented Tom Trevillian,
President/CEO. "He has become a strong proponent of
McClung's web-based technologies and marketing services
offerings.His clients love him--he is energetic, fun and
knowledgeable."

Kuelz has worked four years at McClung.He and his wife
live in Waynesboro with their three dogs.

For 60 plus years the award-winning McClung Companies
continues to serve the graphic communication needs of 
central and northern Virginia with the latest technology and
with highly skilled and motivated employee owners.

Buying Printing In a Recession
An article in a publication aimed at print buyers told them how to buy printing in tough times.Guess
what? Buyers were told to think about price and the ability of the printer to successfully deliver the
job.Why is this different from good times? Why were they not told to consider the mutual importance
of buyer and seller in the relationship-a fact which would guarantee a successful outcome?

In 2010
As the new year begins,take some time to do some serious thinking about what business you're 
actually in and where you intend to be.Are you a marketing specialist,knowledgeable in the business
models of your clients,or are you a manufacturer of images on paper, mailing or distribution? If you
recognize that being both successfully is unlikely,then you need to think about the resources,people
and machines that you will need to ride your chosen path to victory.You need to think about the 
competition that you face in each of them.If you are a marketer, you will be facing off with ad agencies
and marketing consultants.You must leverage your abilities by narrowly focusing on a small number of
businesses that you really understand and where referrals will really work for you.If you are a 
manufacturer, you will be facing web-to-print alternatives.You must be able to be the low-cost solution
at the client's desired quality level recognizing that the only way to do so is full utilization of equip-
ment - 24/6 is nirvana.No matter what path you take, you will live in a market in which ever shorter
runs and increasing personalization rules,making digital presses and data management software a
necessity. Looking a year or two forward,production ink jet presses will be threatening the supremacy
of offset lithography.In both paths,print will remain because of its unique ability to reach out and
touch its audience, the consumer.

Remember This
The next time you see one of those statements about the “tr ees that were saved” by
not using paper, remember what differentiates us from the folks who make computers:
We grow our product.Our clients and prospects need to hear this message over and over
to counteract the phony “saving trees” message.

 

 

 

 


