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Foreword

Personal computers have had the biggest impact on the printing industry
in the last 20 years. Printers can create and produce work faster than ever
before. Customers believe they can get faster service and better prices by
becoming part of a commercial printer’s workflow. An industry that was
once a craft that took a customer’s idea and completely controlled its cre-
ation into a printed piece has turn into a partnership where the customer
not only supplies the concept but also becomes an important cog in the
manufacturing process.

[ have watched this changes over the years and have followed the
struggles printers have had in adopting and implementing the personal
computer technology. From the transition from typesetters to the Apple
Macintosh to web-to-print technology, printers have attempted to intro-
duce technology and techniques that would improve their productivity
and profits.

The printing world has changed from an analog to a digital world.
Computers and printers link into a digital network that changes the way
printing is purchased and produced. Some printers have used technology
successfully. Others still struggle with accepting customer-created files and
making a profit. New digital technology continues to be introduced that
is supposed to make print buying easier. The printer just needs to find the
time and the money to make it work.

My first books focused on the basics of handling customer-created
digital files. The Digital Original taught printers how to train the customer
to create a Postscript file; the basic element needed to create a PDF file.
[t also offered a general outline for establishing procedures for accepting
customer-created files. Digital Dialog was a primer on digital terms and
concepts for new sales and customer service staff. It helped employees
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understand the digital terms needed to discuss files with customers.

Digital Directions offered standards, procedures and systems for estab-
lishing and maintaining a workflow to accept customer-created digital
files in the small commercial and quick printing shops. It built on what
the industry has learned from the Digital Original and Digital Dialog. Its
purpose was to offer solutions and “how-tos” that can be put into every
day practice.

12 Secrets for Digital Success builds on my earlier books and revisits
today’s print shop to look at the practices successful printers are using to
make it easier for customers to buy more printing. It highlights 12 secrets
printers must know about if they want to implement new digital technol-
ogy profitably. The secrets range from proper planning and organization
to deployment of special web-to-print services to the importance of the
PDF format and job submission standards. A quick and small commercial
printer can use these secrets to enjoy a competitive advantage that can
make his company different from the printer down the street.

12 Secrets for Digital Success also includes basic procedures to easily
handle customer-created files. The printer must manage how a customer
prepares and submits a digital file because it will dictate what services the
printer can offer. There have been changes since Digital Directions was
last published and newer and better ways to handle customer files have
emerged. Web-to-print technology has advanced. Digital technology is
less expensive and easier to use than ever before. Following the secrets
in 12 Secrets for Digital Success, quick and small commercial printers will
be able to apply digital technology profitably and avoid the pitfalls that
cost time and money.

In this book you will find more than 12 secrets for digital success. Many
of the best practices required for a quick or small commercial printer to be
successful with digital technology can be applied to the entire organiza-
tion. Good business practices are good business practices, no matter what
the business.

Printing is at a crossroads. The printers who turn their backs on the new



digital techniques and procedures are destined to fade away. The successful
printers will learn new ways to use the new technology to interface with
customers. 12 Secrets for Digital Success will help printers understand what
digital technology is available and how the technology can make them
money. Digital and web-to-print technology in the printing industry is
ever-changing and evolving. The printers who can show their customers
about how digital and Internet technology can go beyond “putting ink
on paper” will enjoy a profitable and successful future.

John Giles
May 2008

> > b udqdad



> > o qqd



The World is
Going Digital

If you are a printer, no one has to tell you the printing industry is
changing and it is changing quickly. Customers now want to create the
majority of the documents they want printers to reproduce. Customers
want to interface with printers over the Internet. Market boundaries have
expanded as the Internet allows printers to go after customers worldwide.
Automation is allowing some workflow functions to be completed faster
and more efficiently than ever before. Printers don’t just put ink on paper.
They have to understand how print fits into a customer’s total communi-
cation plan.

The printing industry is evolving and no one has been hit harder by
the changes than the quick and small commercial printer. Making up
the largest segment of the printing industry, quick and small commercial
printers can be either the biggest benefactor of the changing industry or
its biggest victims.

Printers must begin to use and understand the new technology avail-
able to the industry if they expect to continue in business. Old business
models are disappearing and new ways to sell printing are evolving. Ease of
ordering is paramount. A printer must be prepared to spend time, energy
and money to integrate the new systems into his existing company. It may
mean throwing out old methods and adopting new ones. It could mean
buying new equipment and software. It might mean changing employees
and even customers.

This book outlines 12 secrets a printer must take to successfully deal
with the transition from being an analog printer to a digital printer. Just
buying a special software application, having a website or simply accept-
ing a customer’s digital file doesn’t really make you a digitally competent
printer. You must be able to successfully combine all the services into one

> > qdad



> > b 444

marketing advantage to make yourself different from the competition. The
secrets are steps that can be applied to most existing printing companies.
They already have the equipment and software to provide a broad spectrum
of digital services. Many already have the tools. The problem is they are
not being used in an organized fashion to benefit the company, its sales or
its profits. This book will show you how to profit from what you have.

What are the 12 secrets to digital success?

Over the years, I have found there are 12 secrets that a printer must
apply to his company if he wants to make digital technology a profitable
part of his organization. The secrets can unlock digital potential and move
the printer to the next level.

1. Define and segment the selling and production opportunities. It is
no secret that digital services can impact a printing company, but
there are so many digital services a printer can sell that sometimes
the choices become overwhelming. Printers tend to put all digital
technology into one basket. There are a number of different niches
a printer can exploit. The secret to digital success is to find the
digital niche that can make you money.

2. Get the company organized. Most printers are not organized to
take advantage of the power of digital technology. The secret to
success is in the organizing of the company’s operations. Standards
and procedures are needed to make digital production part of the
company’s culture. It requires a strong leader to serve as the choke
point and ensure the digital technology is being used, and used
properly.

3. Find the right employees. Sometimes the current employees are not
the right ones to implement the new technology. The digital secret
is that success is built upon the capabilities of the print company
staff taking advantage of the benefits and features of the technol-
ogy, and not just the technology itself. It takes people to make the
technology work. It takes people to explain the new technology to



customers. Unless the right employees are in place, the power of
digital technology will never be tapped.

4. Develop a standard workflow. The secret of digital success is in the
details. The ultimate power of digital technology is that many of
the tasks in production can be automated. The automation can
reduce human error and shorten traditional production times. But
before automation can occur, it requires that basic standards and
procedures be in place and in use. Automation will fail if a company
continues to treat each order as a custom job. Printers need to learn
how a simple workflow can evolve into an automated workflow that
can increase profit margins.

5. Develop the right pricing practices. No matter how well your internal
workflows operate and how efficiently you use your digital technol-
ogy, you can still lose money if you do not price properly. The big-
gest digital secret is that the majority of customers will pay a higher
price for the benefits digital technology offers. While some of the
new digital technology allows you to become the low-cost producer
and sell commodity type of work at low prices with better margins,
most quick and small commercial printers can use digital technology
to add value to the print order that erases price objections. Having
the right pricing strategies will help a printer promote the value of
digital technology and its profitability.

6. Adopt the PDF digital file standard. The Portable Document Format
(PDF) is the de facto standard for file transfer and the basis of almost
all the digital and web-to-print services available. The secret is that
PDF is the platform on which almost every new digital service is
based. The PDF files impact on the different digital and web-to-print
business models is far reaching and printers need to know how to
take advantage of the PDF format.

7. Develop and maintain native application standards. Not all cus-
tomers are the same. While much of the work that quick and small
commercial printers produce comes from customer-created files, the
PDF solution will not work for everyone. There are instances where
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printers must accept native applications. Even PDF files can be rife
with errors that cause delays if customers don’t follow proven digital
standards. The secret is that digital standards have developed for
the printing industry and customers are learning they must meet
those standards or face delivery delays and higher prices. Quick
and small commercial printers must embrace the digital standards
for native application files and promote the rules customers must
follow if they expect to be part of a printer’s digital workflow.

Buy the right equipment and software. Printers must have the right
tools if they expect to take advantage of the new technology. There
are certain software applications and hardware solutions available
that printers must have to successfully handle digital situations. The
wrong choice can add production times and cripple an automated
workflow system.

Develop a robust website. The secret a successful printer has found is
a website that is more than a Yellow Pages ad with your address and
telephone number. Successful printers use their website as another
communication tool that can keep them linked with their custom-
ers 24 hours a day, seven days a week. Printers have to know what
is needed in a website, where to get it and how to use it. There is
more to a website than just looks.

Use the Internet to make ordering easier. Successful digital printers
have learned the secret of turning the Internet into an electronic
CSR that allows printers to provide services 24 hours a day, seven
days a week for customers around the world. Adding an online
document library and customer-specific portals can dramatically
increase the amount of printing a customer orders.

. Add marketing/brand services. Printers have to break out of the

commodity business where printing products are sold based on
price rather than value. The new digital web-to-print services allow
printers to go after work that has a higher value in the customer’s
mind. Customers will pay more for a printed piece that is helping



them sell something to someone. With special services such as per-
sonal URLs, short-run variable data printing, web-to-print brand
protection and custom collateral support, a printer can deliver an
extra perceived value that helps remove price as part of the buying
decision. Going after marketing related work is a secret most suc-
cessful digital printers have embraced.

12. Find and train the right customers. Just like having the wrong em-
ployees who are incapable of understanding the power of digital and
web-to-print technology, you can also have the wrong customers.
There is no need to invest time and money into the new digital
technology if you are currently selling to customers who have no
need for the services. The secret is to find the customer that appre-
ciates the benefits digital and web-to-print technology offers. Once
you have identified the customer, it will be your responsibility to
make sure that customer has the training to use the technology.

If a printer will integrate the ideas in this book, they will unlock the

secret that successful printers aren’t talking about: “You can make money
with digital technology.” The printing companies that are growing and
expanding their business use these 12 secrets every day. Using digital and
web-to-print technology isn’t so technical that you need someone with
a degree in computer science to make it work. The secret is taking the
digital and web-to-print technology the printing industry now offers and
adapting it to your customer base in a planned and organized approach.
Applying the 12 secrets will make your company stand out from the
competition and drive your organization to higher profits
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The State
of the Industry

Most printers are in a battle with their competition to get work. Printers
are constantly looking for new technology and services that will give them
the edge, yet many printers fail to see additional profits or sales when they
do add new services. They want something that will make them different
from the competition, sell itself, and cause customers to beat down their
doors with new work.

With all of the new technology and services available, print buyers
still report it is very hard to tell the difference among the printers in their
market. When Printbuyersonline.com asked its print buying members
to rate how effective they believe print suppliers are at communicating
meaningful differentiation from their competition, it found that 65 percent
thought their print supplier was either fair or poor in communicating why
they were different from the competition. Only one percent rated print
suppliers as excellent and only nine percent rated them very good.

PrintBuyersOnline.com is a website that provides free, quality educa-
tion, solutions and resources to print buyers, production professionals,
marketers and their suppliers. The organization encourages best practices
and promotes the exchange of information between buyers and suppliers
in a non-sales environment. Printers who want to know what customers
are thinking about printing and the buying process should visit the site.

[t seems printers may be adopting the new technology and services,
but they are failing to tell their customers about the benefits. The new
technology would give printers a reason to tell a customer why they should
buy from them and how their technology makes the printer different from
the competition. It doesn’t seem to be happening.
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The old business model

To understand where we are going, we have to understand where we
have been. Many quick and small commercial printers got into the busi-
ness by providing black-and-white copies in a retail location. If businesses
wanted business cards, letterhead and envelopes, they could go to the lo-
cal printer on the corner and order small qualities with quick turnaround
times. Small businesses flocked to the retail printer because they could
quickly order small quantities at a low price. Most of the work was printed
in black ink on small duplicator presses or toner-based copiers.

To keep a customer’s cost down, printers recommended that customers
create their own documents. Printers could quickly prepare direct image
plates or makes copies of the customer’s original. Small businesses didn’t
have to maintain a large inventory of printed material since they could
get delivery of just about any of their printed needs in a matter of days.

As business grew, printers expanded their business. First they added
personal computers to provide limited typesetting and design work. Then
they upgraded their presses to handle two-color ink work. As a printer
gained more experience and confidence, he would increase his capabilities.
Today’s quick and small commercial printer has the ability to do full-color
work on a variety of paper stock and offers design, mailing and bindery
services. What distinguishes the smaller printer from his larger commercial
printer counterpart is the size of the press used. The quick and small com-
mercial printer works in 12 x18 inch formats or smaller and specializes in
shorter run lengths.

Why most printers are not making money

The business model that was once so successful for printers now keeps
them from growing and being profitable. The old model was to have a
visible retail location with high traffic so the print shop could become
a logical physical extension of the customer’s office. Many of the print
orders would be finished while the customer waited. Work was typically
printed in black ink or toner at sizes smaller than 11 x 17 inches. Paper



stocks were limited. The printer would duplicate documents from origi-
nals that were already created. Most of the jobs printed were forms and
materials used to run the business. Printers were able to charge a higher
price because customers had no other way to get the work done.

Much of the work that was the basis of the early printer’s volume has
disappeared. The work can now be produced on office computers and
printers. Rather than getting 1,000 inventory forms printed, a company
can keep the file on a computer and print the forms as needed. There is
no longer a need for letterhead because a simple template in a word pro-
cessing program can be printed as part of the original letter. Why keep an
inventory of black-and-white printed material when it can be produced
at pleasing quality as needed on an office desktop?

Many customers now consider most of the work once produced by the
local retail printer a commodity. A commodity is anything that is sup-
plied without qualitative differentiation across a given market. Customers
who used to pay a premium for fast turnaround and convenience can now
produce the same printed work in their office. The value of the printing
dropped in the customers’ eyes, forcing many printers to lower prices .

Some printers are now trapped being commodity printers. They don’t
know how to add value to the printed products they sell so they rely simply
on having the lowest price to get customers to buy their printing. Sadly,
industry studies report that only 25 to 30 percent of printing companies
make money while others barely survive.

Printers don’t make money because they don’t understand how to run
their businesses. There are numerous business ratios a printer can use to
measure the progress and success of their operations. Different printing
associations such as NAQP, NAPL and PIA closely monitor the industry
and provide operating ratio studies that focus on specific segments of
printing businesses. Most printers tend to ignore the wealth of material
available that provides a template of best business practices. Printers tend
to be craftsmen rather than business people and fail to get the business
advice they need to prosper.

> > <4dqd



> > o 441«

Printers are not making money because customers cannot see what
value the printer can offer. Printers continue to sell the same products
and services they have always sold the same way they have always sold
them and make no attempt to add value. To survive, a printer thinks he
must become a low cost provider who knows all the ways to be the most
efficient producer in the market. The average printer tries to squeeze out
profits by cost savings rather than adding value. These printers are always
in a price battle with their competitors.

Printers don’t make money because they don’t understand the new
digital tools. The new tools are aimed at simplifying the production and
purchasing process. A PDF file is the de facto standard for submitting and
working with files, yet many printers still require customers to submit
files in the native application. The Internet site can be more than just an
electronic Yellow Pages ad, but few printers have made it an important
communication tool. Prepress equipment and output devices are designed
to allow for automation, but printers don’t use them that way because they
don’t want to “lose control” of the job. The whole web-to-print movement
means learning a new way to communicate with customers.

Printers don’t make money because they are inefficient. Most printers
run job shops where each order is handled as a unique custom job. Print-
ers don’t look for the similarities in the types of orders they receive and
ignore any production standards. They accept any customer-created digital
file without any information and lose money attempting to get it to print
properly. Because they are so inefficient they spend more time producing
ajob and usually exceed price estimates. The inefficiencies lead to doubts
about the quality and service that is provided, so the print order is priced
low in an attempt to offset any complaints. Some printers believe if they
sell it cheap, customers will overlook any quality or service issues. Because
there are no production standards it is impossible to implement any digital
or web-to-print services.

Printers also don’t make money because they don’t understand the value
of the work they can produce. Many printers approach printing from a



manufacturer’s point of view. They mark up their production costs by a
small percentage and hope that it will offer a margin of profits. When
they do add production efficiencies, they lower their costs and pass the
cost savings on to the customer. There is a high cost to adding digital and
web-to-print services, but the services build a higher perceived value in
the customer’s mind for the material ordered.

Printers don’t make money because they aren’t organized. No one is in
charge of production at most shops, so standards cannot be introduced and
maintained. Work is scheduled based on which customer complains the
loudest or which salesperson can negotiate the best delivery times with
the different workstations throughout the shop. Without an organization
with someone in charge there is no way to integrate the digital and web-
to-print services. Each service becomes a product unto itself with different
standards and procedures that, in many cases, cause the services to work
against each other. Someone in the organization has to be responsible for
ensuring that the work is being produced in the most economical, profit-
able and timely manner possible.

It isn’t any wonder that most print owners feel underpaid and over-
worked. They don’t have any control of their companies or know what’s
really happening with each order. They don’t have time to do anything
about it because they are so busy getting out the next job, whether it is
profitable or not. They have invested in new technology that seems to
drain resources rather than create new work. The whole digital and web-
to-print concept has become more trouble that it is worth. The printer
cannot see the value, so he can’t translate that value to his staff or cus-
tomers.

Now the good news

There is good news for quick and small commercial printers. The print
buying market has changed, but for the better. Digital and web-to-print
technology has leveled the playing field for the smaller shops. New tech-
nology will help quick and small commercial printers find more easily
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move out of the commodity printing market and provide value-added
services. Customers are now buying more short-runs and requiring faster
turnaround; something quick and small commercial printers have been
providing for years. Manufacturers now provide equipment that allows
printers to produce full-color, short-run work that can meet the quality
and service needs of most customers. Printers can provide new and special
services over the Internet that can expand their geographic reach and
make it easier for customers to buy printing. Automation allows for faster
turnaround and lower costs. Printers who have sold only on price can no
longer afford to compete and are being squeezed out of business.

The market is poised for a new generation of digitally competent
Web-based printers to provide high value, high profit printing services to
marketing oriented small businesses. Since most businesses can produce
many of their own commodity printing needs or buy the printing based
on price, quick and small commercial printers have to use new services to
attract new business. Most printers already have everything they need to
attack this new market. They just need to go after the right customers.

The role of digital technology

Digital technology has changed the way printing is produced and how
it is sold and ordered. Today customers use their own computers to cre-
ate more than 50 percent of the originals for the work being produced in
quick and small commercial print shops. The majority of customer-created
documents are submitted over the Internet. Work is archived as digital
files and is retrieved when the customer wants to order a reprint.

Because of digital and web-to-print technology, printers have extended
their storefront to anywhere in the world that has a computer and an
Internet connection. Custom customer portals can be created on the
Internet to provide document libraries so the customer can easily reor-
der work around the clock. Custom web-to-print services can be offered
which allow customers to customize pre-designed templates for items such
as business cards or marketing collateral. Marketing projects can marry



Internet technology with custom printing to help customers target their
customers with specific information.

This is all made possible because the original is digital. The digital
original can be easily moved across the Internet, viewed, printed and then
moved again.

Start with the basics

A successful digital printing business is not built on a single solution. It
is a combination of business management, sales experience and technical
savvy that makes a printer profitable. Success is measured in profits, not
by volume. Unless the company is making money, the printer really can’t
be successful.

This book will concentrate on the aspects of using digital and web-
to-print technology to move toward profitability and success. It does
presuppose that the company is following basic business practices that
can be supported by digital and web-to-print production and marketing
techniques. Profiting from this technology involves a strategy that com-
bines more than just equipment and software.

There are several excellent resources to help a printer learn to run a
profitable printing business. Tom Crouser (www.crouser.com) publishes
Prospering: Putting the Business to Work for You and Your Family and Dead
Printer Working: a Printer’s Financial Survival Guide. These two books can
guide you through the business aspects of running a printing company. If
you want to run your business profitably, Crouser’s books will show you
how.

Debra Thompson and Bill Greif (www.tgassociates.com) are the authors
of No More Rotten Eggs —13 Steps to Hiring Grade AA Talent and a variety
of products specifically designed to help printing companies find and
manage the right employees. Industry consultants John Stewart (www.
quickconsultant.com) and Larry Hunt (www.larryhunt.com) produce
reports and studies that help a printer make the right decisions relating
to pricing, equipment purchases and financial questions. Dave Fellman
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(www.davefellman.com) offers practical advice for improving sales efforts
in a quick and small commercial print shop.

There are other sources of help. Trade publications such as Quick Print-
ing magazine are an excellent source of advice and information. Trade
associations also provide practical business information. NAQP, PIA,
NAPL and other associations offer advice and counsel on the basic busi-
ness practices for a quick or small commercial printing company. Local
accounting firms, banks and government agencies can provide additional
business information that can help a printing company succeed.

Unless the business is organized for success and the company follows
basic business practices, any attempt to add digital and web-to-print
services will be difficult and possibly devastating to the business itself.
A good organization, timely and accurate financial information and an
ongoing sales effort are necessary to ensure success when adding digital
and web-to-print services. There are resources available to help a print
owner learn to be a good businessperson. If you understand the business of
printing, the digital technology becomes a tool to further your success.

It’s a brave new world

Opver the past decade, the Internet has become an important part of
the fabric of the business community. It has allowed printers to expand
their geographic reach and develop closer relationships with customers.
The replacement of a paper-based document with a digital original has
changed the way people communicate. Today’s printing company can
output or use a digital file a number of different ways. How the printing
company controls the digital file is as important as how the file is finally
used.

The new Web-based digital printing world can be overwhelming for
the small printer because there are so many opportunities. Quick and
small commercial printers usually have limited resources, so they must
pick and choose which digital services to provide. They need to make the
decision about what services to add based on their customers’ needs, their



employees’ expertise, the profitability of the services and their ability to
budget properly so they can see project through to its final success.

Too often, printers will jump from providing one service to another
based on the “industry buzz.” Before they learn whether the first digital
service they are attempting to add is profitable, they jump to another.
This causes confusion both internally and among customers. No one
understands the direction of the company or the benefits it can offer
customers.

Digital printing services can mean many things. It can be as simple as
taking a customer’s computer file as an email attachment or as complicated
as implementing a cross media marketing solution. Because it is so broad,
it can become confusing when a printer is trying to plan and move his
company to the next level.

Most digital services are tied closely to the Internet. Even a digital
service as simple as accepting a customer-created file usually requires the
customer to submit the file over the Internet. Digital services and web-
to-print services quickly merge into the same service.

PIA/GATF has attempted to help printers define the approaches that
can be used when a printer is considering adding web-to-print services. In
the book, Web-to-Print Primer, Sarah McKibben and Julie Shaffer defined
four categories to describe the web-to-print business models. They are print
procurement, marketing/brand management, document management and
workflow automation.

As the authors point out, crossover among the four models is rampant,
but the definitions allow a printer to begin to organize the thought process
for implementing and managing web-to-print services.

The definitions are important because all of the digital services that
can be provided by a printer must take into consideration web-to-print
services. Without the Internet, it will be almost impossible to communicate
with customers in a way printers can remain profitable and efficient.

Print procurement is defined as simple e-commerce storefronts or broker
sites. A typical printer uses his website as a way to receive a customer file.
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Most websites have a Send File function that makes it easier for a customer
to submit a file than attaching the file to an email. Print procurement
is the business model that uses digital tools such as online ordering and
online proofing to make it easy for customers to buy printing.

The marketing and brand management category is described as a private,
branded site for the ease of corporate/franchise collateral ordering and
sites to manage marketing campaigns. This would include special portals
that provide the customer the ability to add information into templates
of commonly ordered documents, personalized URL services and content
management.

McKibben and Shaffer define document management as fulfillment,
mailing and inventory management. The printer offers a site that elec-
tronically warehouses printed material so customers can order as needed
without having to contact a customer service representative or salesperson.
There is usually no exchanging of files

They define the fourth business model as client-facing portals that lead
directly to the print shop’s internal production environment. Some print-
ers are adding automatic PDF creation programs that turn a customer’s
file into a PDF file when it is submitted over the Internet. The customer
plays a much larger role in the printer’s production workflow and must
follow stringent standards and rules to enjoy faster turnaround and lower
Ccosts.

As the authors noted, there is a great deal of crossover among the four
business models, but they do provide a basis to discuss how a quick and
small commercial print shop can use the digital technology. Some of the
services provided by the business models will become standard offerings
by the printing industry. Others will be specialized services that are offered
to make the printer different from the competition. By breaking up the
digital services into the four web-to-print categories, printers can decided
which services they must have to compete and which services would offer
the greatest profit opportunity to their companies.

The Web-to-Print Primer is available from www.gain.org.



The digital web-to-print world is constantly changing as more printers
and customers adopt the business models. Quick and small commercial
printers can profitably adopt the new business models, even on a small
scale, and become the “digital expert” in their local market.
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Final Thoughts

Digital technology is playing a bigger role in the everyday operations of
the quick and small commercial printing company. It starts with customer-
created files and expands to automated production procedures, Web-based
services, web-to-print, and VDP. Printers have hundreds of opportunities
to save money with technology or increase sales with new digital services.
Digital technology cannot be ignored.

Customer-created files have become a large portion of a printer’s busi-
ness. How a printer handles customer-created files will directly affect the
printer’s profits and his future.

More customers will create files for print. If a printer doesn’t implement
standards for dealing with the customer-created files, he will not be able
to compete profitably.

Industry standards for customer-created files have evolved. Certain
software applications are now supported by printers, others are not. Print-
ers are charging for customer-created files that are outside the industry
standards. PDF files are becoming more common, particularly since they
can be edited and can help eliminate prepress problems.

The Internet has become an important communication tool. Not only
does the Internet help move information between the customer and
printer, but it also provides a platform to automate a number of functions
once performed by skilled craftsmen. It also allows the printer to become
a bridge between his customer and his customer’s customers.

The printed page is still alive and well and will be for the foreseeable
future. What many of the digital and Web-based services do is enhance
the printed piece, making its message have an even greater impact on the
receiver. Digital technology, the Internet and printing have converged to
offer a powerful communication medium. The printer who can translate
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this power into an understandable message for his customers will achieve
a high degree of success.

The quick and small commercial printer can play an important role
in this communication evolution. Small business will turn to quick and
small commercial printers for the expertise and assistance to use the new
technology. The printing industry has become more than just putting
marks on paper and the quick and small commercial printers can lead
their small business customers into an exciting future.
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Other digital products
from The Giles Group

The DTP PricelList on Disk
A desktop publishing pricing guide

The latest release from The Giles Group is the DTP PriceList on Disk.
The computer file contains a suggested price list for desktop publishing
with examples to help make it easier to sell DTP at the front counter. An
Adobe InDesign file, the price list can be customized to meet the needs
of your market.

The DTP PriceList on Disk costs $80 plus shipping.

The Digital Audit
An onsite review to discover your digital power

Do you want to make more money snd take advantage of digital services?
Do you want to have an advantage over your competition and make it
easier for customers to buy from you? Do you really know how well your
prepress department is helping you reach digital success? John Giles and
his digital audit can help you break your old habits and begin taking ad-
vantage of the digital technology you already own. The one day onsite
visit will evaluate where your company is now and help develop a plan for
your future success. In addition to evaluating your equipment, software and
personnel, John’s audit helps you discover new sales opportunities, new
procedures and new digital techniques that make digital services profitable.
Contact John today to schedule an onsite visit. He works with everyone
in the shop from management to prepress to the sales staff to make sure
you know how to make money with digital technology.

To order or find out more, visit www.johngiles.com, or call 304-552-
5363. You can also reach John by email at john@johngiles.com.
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Are you getting the most out of your digital equipment?
Do you feel like technology is holding you hostage?
Is your prepress department losing money?

Is it still hard to get good files from customers?

Is your website helping you sell more printing?

John Giles outlines the 12 secrets successful printers
are using to make money with digital technology.
You'll learn:

How to organize the shop for digital success

How to find the right digital customers

Why you must have digital standards

What makes a successful website

How to develop the right employees

How to profitably price customer-created files

and much more...

Call 304-592-3363 for a Digital Audit at your shop
Let John develop a custom action plan for you
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