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It's Not Cr eativity , It's Results
A recent issue of Advertising Age quoted marketers as saying
that many ad agencies’ creativity had become an end,not a
means to an end.Their point was that no matter how clever the
piece was,it was a waste if it didn't drive the consumer to the
products.As more printers work with their clients as 
mini-ad agencies,this is a key point to keep top of mind.

The Power of Multi-Channel
Abaca Research reports that response rates are 32% to 130%
greater from campaigns that use print and email than those that
who use email alone - for what more powerful evidence of the
power of print could you ask?

How Do I Get Sales Today?
Linda Bishop,Thought Transformation

It may sound simple, but all companies need sales.If you are
looking for ways to get them today, you're facing a challenge.
Knowing how to meet it helps you identify opportunities and fix
performance gaps,and makes you a stronger company.

They W ant a Bug
As we get closer to election time, we will enjoy increased
demand for print. However, some candidates and causes will
want a union label ("bug") and these jobs can only be handled by
firms with union contracts and a signed license agreement.
Unauthorized use of the bug will subject the printer to 
substantial civil penalties.If your client wants to be use a bug and

you cannot provide it,farm the job out to a firm that can.

Winning Sales
Leslie Groene, sales guru,says that the moment you close on the
deal that you've really been working on is exactly the time when
you should be moving to a close on another deal or two.The
best time to sell is after you've had a big win since you will 
radiate confidence in yourself and your firm. In the same way,
never convey anything negative about your firm as it 
communicates just as clearly to your clients and prospects and
makes your efforts a total waste of time.

Is Your Windo w Closed?
Clients and prospects pick up the phone when they want to talk
with your firm.You are on the path to success or failure depend-
ing on how those critical calls are answered.If they receive a
friendly,intelligent greeting from a real person,they understand
that your firm is built on service. If they are greeted by a record-
ed message from an automated attendant system and sent to a
phone tree or a look-up program,that opportunity is lost.Worse
still, if the caller hits "zero" to get the receptionist and gets voice
mail,their impression is wholly negative.There is no question
that the pressure to reduce cost is higher than ever and the
temptation of an automated attendant system is great,but its
negative image impact is enormous.Even the cost savings is
imaginary if most callers wind up hitting "zero" and talking to a
person anyway.
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7 Steps to a Gr eat Sales Presentation
The quality of a sales presentation can determine
whether a prospect buys from you or a competitor.
However, most presentations lack pizzazz and are
seldom compelling enough to motivate the other
person to make a buying decision.Here are seven
strategies that will help you create a presentation
that will differentiate you from your competition.

1. Make the presentation revelant.Any 
discussion of your product or service must be
adapted to each client,and should include specific
points that are unique to that particular customer. If
you use PowerPoint, place the company's logo on
your slides and describe how the key slides relate to
their situation.

2. Bring Samples.Don't just talk about what
your firm can do, hand the prospect an item so they
can see exactly what the finished product will look
like and be inspired by how it could be used in their
environment.

3. Get to the point.Today's business people
are far too busy to listen to long-winded 
discussions.Know what your key points are and
learn how to make them quickly.

4. Be animated.If you really want to stand out
from the crowd,demonstrate enthusiasm and 
energy.Use your voice more effectively by varying
your modulation.

5. Incorporate silence.Audiences need time
and space to digest your information.Silence in
speaking is like the white space on a written page;
without it, the information is overrwhelming.Pause
at the end of your sentences and after delivering a
dramatic point.It will increase the impact of your
message.

6. Encourage participation.Include your 

audience through questions,exercises,and inviting
their ideas.Not only will it keep people more 
interested,it will take the preassure off you to carry
the whole load.

7. Believe in your product/service.Without
doubt,this is the most critical component of any
presentation.After all,if you can't get excited about
your product,how can you expect your customer
to become motivated enough to buy?

Article excerpted from "Creating a Powerful Sales Presentation" by
Kelley Robertson.

W alt Disne y's Eight Tips to Success
Walt Disney was an innovator and a visionary.But
he was also one of the most successful business
leaders of his time. Here are eight principles that
made Walt Disney one of the greatest icons of the
20th century:

1. Provide a promise, not a product;
2. Always exceed customers' expectations;
3. Pursue your passion,and the money will 

follow;
4. Stay true to your company's mission and 

values;
5. Differentiate your offer;
6. Lead by example and delegate;
7. Defy convention;
8. Leave behind something to grow;

Read more at www.businessbrief.com/walt-disneys-
8-secrets-to-success.
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Upcoming Ev ents

It's Chea p, But…
The client is planning the launch of a new product or service
and evaluating how to do it.The internet tap lures them into the
joyous thought that thousands,even hundreds of thousands can
be reached at minimum cost via the internet.Great story on the
cost,but bad news on the reality that 97% wind up in spam 
filters and the 3% usually are annoying clutter to their recipients.
A far better approach is direct mail,which will be read (if 
properly designed) by 75% of the addresses and so a smaller,
more directed sample will produce more orders than internet
to everyone.

Ar e you good enough?
Have you ever lost a sale where your product was clearly was
the superior choice? Did you deliver more value and provide
more of what the buyer claimed was important? So, why did you
miss out on the deal? Often it comes down to one simple fact.
Customers don't always care about making a great choice, but
they do always care about not making a bad choice.When that's
the case, they buy what's good enough to solve the problem at
hand.That's why it pays to structure calls from two angles;
benefits and risks.Show customers how they benefit from
choosing you and show them the risks of not choosing you and
you sell more.Linda Bishop,Thought Transformation

Test the Pr omo
The major print market is promotional (much of it being direct
mail).One of the best sources of value-add in this arena is a

testing capability. Most clients buy collateral or do mailings 
without any clear idea of what works and what doesn’t.The
printer who shows them the power of testing - doing several
short run versions to find the one that garners the most 
effective response - is helping clients in ways printers 
traditionally do not.And,that will help sell more printing.

All Comm unication is Not Cr eated Equal
Some print-buying organizations are recommending the 
elimination of traditional ink-on-paper, believing that electronic
communication,including e-mail and Twitter, are just as good and
are less expensive.However, the Email Experience Council
reports that:

* more than ten percent of recipients of e-mail on a 
hand-held device will file it away with the intention of 
taking action but will never do so.

* about thirty percent of those who sign up for e-mail 
will never receive the communication.It will be blocked 
by an ISP. (In all fairness,other studies put the number at 
nineteen percent.)

* eighty-five percent of those on a permission-based 
e-mail list will stop reading communication after the 
third message but won't unsubscribe.About 39% will 
unsubscribe or stop reading an organization's e-mails 
within a year.

The Personality F actor
Customer A says,"Joe is so efficient.I ask him for information
and he gets it in an instant,and he never wastes my time with
small talk."

Customer B says,"Joe is so unfriendly.I ask him for information
and he gets it,but he always seems like he's in a hurry to get me
off the phone."

Everyone has a personality. Customers who are comfortable
with Joe's personality and style are happy to give Joe business.
Other customers like your company but they don't care much
for Joe. It's possible (and likely) these customers give your 
company less business as a result.

The shortest route to more business today means taking these
steps:

* Determine which accounts have untapped potential
* Ask buyers directly if they're happy with sales and 
customer service personnel
* If the answer is no, make changes

If you want more sales today,they're out there.To find them,
look first in the pipeline and find ways to close more deals.Call
on current customers to ask how to get a more business.If 
personality is the obstacle, deal with the situation.

If the search for new business today proves you need a larger of
a different customer base, put together an account acquisition

plan and work it.That isn't an instant fix for today's problems,
but it prevents you from scrambling daily for revenue in the
future.

Hunting Ne w Oppor tunities
Prospecting is important,but dialing strangers is not the 
shortest route to new business.To find immediate opportunities,
search for them within current customers.Print the list of active
accounts and have the sales team schedule appointments.
Face-time leads to new opportunities.

Pull a list of jobs that billed last year during the same month.If
the customer hasn't re-quoted the work, pick up the phone and
find out if they're planning to produce the job again this year.

Here are three other ways to find new business inside current
customer.

* Are there projects where you weren't allowed to bid 
in the past due to the incumbent's relationship with 
the buyer? Situation change. Make a call and find out 
where you stand.

* Look for buyers in other departments.

* Sometimes there are multiple buyers in one 
department,but not all of them click with the sales
person.If you need more sales,deal with the situation.

Celebrating the 50th Best In Print

Fifty years of the best printing in Virginia were celebrated this March after some snow delays.The 
celebration featured a
live band,a 
caricaturist,and some
special recognitions.

xpedx was 
recognized as being the
longest PIVA Associate
member since 1968.

BW Wilson P aper Compan y was recognized as being the Longest BIPSponsor.

Music and entertain-
ment was provided by
The Old Man Garage
Band (Victor Clarke,
Clarke Creative plays
the bass).

We thank all our 
sponsors for their 
support and for making

these past fifty years a success for PIVA.

Major Award Sponsors: Reception Sponsors: Priz e Sponsors:
BW WIlson Paper Co. Bindagraphics, Advanced Hearing Specialists
Coyne Textile Services Braden Sutphin Inks Christian &Barton, LLP
Ditech Coyne Textile Services Coleman One
Flint Group Kline Paper Mill Supplies HH&BInsurance
Heidelberg PRISCO Pen Millers Insurance
Hewlett Packard, Indigo Div. Sentry Insurance SGIInsurance
Eastman Kodak Co. Scott Insurance Standard Finishing
Lindenmeyr Munroe Paper Merchants Standard Graphics
PRISCO Wikoff Color Co.
Xerox
xpedx

Program Sponsorship: Team VADA

Calendar of Ev ents

Webinar - Three 
Ways to Improve Your 
ColorMatch - July 28,
2010 - 12:00pm

Seminar - Sell More 
and Earn More - 
August 11,2010 - 9:30 
am

Webinar - How to 
Build Profits Through   
Effective Branding - 
September 14,2010 - 
12:00 pm

Webinar - Making 
the Most of Your 
Mark eting Time and 
Dollar s - October 12,
2010 - 12:00pm

Fall Management 
Conference- October 
14-16,2010 - National 
Harbor, MD

Webinar - Winning 
Website Secrets for 
Print Service Providers 
- November 9,2010 - 
12:00pm
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