Winter 2016 / 2017

FLEXible

Converter
A newsletter dedicated to customer relationships

INTERESTING PERSPECTIVES FROM NEIL

Neil MCDonough
President & CEO

60 Years of
Innovation and
Evolution
It takes an innovative spirit to try something no one else is willing to try,
and that’s exactly the spirit Myles MCDonough had back in 1956 when he
produced his first pressure-sensitive film product in a Spencer garage.
At a time when other film suppliers only wanted to produce commodity
products that could be run fast and at high volumes, Myles had a vision –
one where he would fill the needs of other innovators who wanted to use
pressure-sensitive in new and different ways, who needed a development
partner to turn their ideas into reality. He took the small volume jobs no
one else wanted. Through sheer ingenuity and technical knowledge, he
filled that need – one application at a time.
CONTINUED ON PAGE 2

Keeping Our
Culture Current
Celebrating FLEXcon’s 60th birthday made me step back and

think about what has made our success possible. I took a stroll
through our History Room and contemplated the numerous
innovations in the industry of which we were a part and found
that the answer is actually quite simple. Our goal – to provide

customers with the unique products that will enable their success
– has never changed.

What do I mean, then, by “keeping our culture current?” Well,

times and attitudes change with each new generation. Our society
has gotten more fast-paced, and electronics have transformed
the way we communicate. Consequently, we must frequently

reevaluate how we interact, and make necessary adjustments.
For example, in the 80s and 90s, the common industry speak

centered around the technical aspects of business – what we do
and how we do it.

CONTINUED ON PAGE 2

A Customer Culture
Generates Business
And Rewarding Desired
Employee Behavior Generates
a Customer Culture
Recently, one of our customers was experiencing some trouble navigating
our new website. They expressed their concerns to their outside sales
representative and were pleasantly surprised at the response. The sales
rep immediately got in touch with our web content coordinator, and
together they planned a webinar for several of the customer’s employees.
The webinar was tailored specifically to that customer’s needs and interests, such as viewing their specific order history and searching for the
types of products they use. The customer’s feedback indicated that the
webinar was extremely helpful in getting them comfortable with the new
site. They could now easily find the information they needed about their
special stock, pricing, order status, and order history.

CONTINUED ON PAGE 3

Keeping Our
Culture Current
CONTINUED FROM COVER

60 Years of
Innovation and
Evolution

In recent years, however, there’s been a transition to talking about
why we do things, rather than “what” and “how.” Talking about “why”
changes the conversation. The technical element is still there, but the
focus moves to addressing a more emotional need – identifying your
pain points and finding ways to alleviate them for you. When we do
this, our connection is strengthened.
By the same token, we must also be sure we are staying true to who
we are. The original impetus of FLEXcon was to fill needs in the market
that others wouldn’t. As such, our product development efforts have
always been driven by your application challenges and ideas, and in
response to your specific product performance and market requirements. That’s why we ask
so many questions. While
it may sometimes seem
burdensome to answer
them, know that our goal
is always the same – to
give you what you need
and to ensure the best
possible business result.
We also genuinely
enjoy working with you to
build new products, applications and markets.
It’s intellectually stimulating to take your challenges and create something completely new
that allows you to maximize an opportunity. Furthermore, the collective
knowledge that is gained by collaborating with our customers, suppliers
and co-suppliers on so many projects enables us all to address
market opportunities, stay abreast of the latest technology and trends,
and generate products that will move us all forward.
Our rebranding, then, is a reminder to ourselves to stay focused on
that which drives us – on that which leads us to new heights. We don’t
ever want to forget the real reason we’re here – to help you find the
best way to achieve your goals. It’s what we did in 1956, it’s what we
do now, and we’ll keep doing it for as long as you’ll let us.

Neil MCDonough
President & CEO
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Three generations of commitment – Myles, Neil
and Shaun MCDonough
CONTINUED FROM COVER

As we finish celebrating our 60th
year, and with Neil MCDonough
at the helm since 1990, we’ve
seen extensive growth throughout
North America and abroad. We’ve
learned that to stay relevant, we
must be flexible and continually
evolve as the industry and our
customers evolve.
The industry has certainly seen
much change over the last 60
years. In the early days, it was
growing like gangbusters, focused
predominantly on sheet-form
constructions and, later, on rollform technologies, which are the
staple for label printing today.
When digital came on the scene in
the 80s with the onset of variable
printing, no one could have foreseen
some of the applications we see
today, such as the creation of photo
quality 3D graphics that can be
found in out-of-home advertising.

What was specialty in the industry
30 years ago, such as the no-labellook on glass pioneered here at
FLEXcon, is now commodity.
Now that the industry is very
mature, customized solutions are
even more critical for differentiating
ourselves in the market. With so
many commodity products
available, anytime you can call
attention to offering something
no one else does, you can shift the
conversation to the value you bring
to your customers. And with maturity
comes knowledge and wisdom
– experience and expertise that the
years have given our staff who
work relentlessly to bring you the
solutions that will drive your success.
We’ve never stopped innovating.
We’ve never stopped reaching for
that better solution. And we will
continue for the next 60 years and
beyond. It’s what we do.

A Customer Culture
Generates Business
CONTINUED FROM COVER

This story illustrates the sales rep’s
focus on fulfilling her customer’s
needs – going the extra mile solely
for their benefit. The webinar wasn’t
a step toward closing a deal. The
only objective was to be helpful in
order to improve the customer’s
web experience. Nothing more. It
exemplifies the customer culture
that FLEXcon tries to instill in
all of our employees, from the
most outward facing positions
to those that have virtually no
customer contact.

Do you have a
customer culture?

FINDING OPPORTUNITIES
TOGETHER IN 2017!
FLEXcon has the capabilities to create a myriad of unique
product constructions, and we’d like to put those capabilities
to good use, helping you differentiate your business and
take advantage of opportunities in 2017.
Our 2017 calendar is a custom construction that highlights
several of those capabilities, each bringing unique functionality to the table. Let’s take a look at FLEXmark® PM 700 White
Opaque V-133 77 PRT PFW with digital receptive topcoat.
THE FILM

This 7 mil white polyester has been metalized on the back
for optimum opacity.
THE TOPCOAT

Our newest topcoat for digital printing provides excellent ink
receptivity, sharp vibrant image quality, and durability when
paired with the polyester film.
THE PRESSURE-SENSITIVE ADHESIVE

You can count on our resealable acrylic adhesive to open
and close cleanly, quietly and consistently. It complies with
FDA 21 CFR 175.105 for indirect food contact, so it can be
used for snacks, meats and cheeses as well as wet/dry wipes.
THE RELEASE LINER

77 PRT PFW is a backside-printable, fanfoldable, 77 lb. layflat
roll-to-sheet liner designed for friction-fed presses.

What’s the culture like in your
company? Are your employees
committed to meeting your
customers’ needs before anything
else, and always providing a positive
customer experience? If the answer
is yes, then you also have a customer
culture, and your company surely
supports that behavior. After all,
your culture is a reflection of what’s
important to your company. If
your company values time, then
excellent customer service will
include timely service for your
customers, whether it be quoting,
production or simply returning calls.
On the other hand, if your company
values its own throughput over
timeliness, the interactions between
your employees and customers will
demonstrate it.
Google, which has been ranked 6th
by Huffington Post for customer
service and 1st by fortune.com for
great places to work, offers some
interesting insight. Their mantra
is “Focus on the user and all else
will follow.” Translation: focus
on your customers’ needs and
your company will be successful.
Employees say that Google offers
the resources and equipment they
need to do their jobs well and that
people are willing to give extra
to get the job done. Both lead to an
excellent customer experience. In
addition, Google makes a point
of recognizing employee accomplishments in a way that feeds
employees’ sense of purpose.

These company characteristics
make for dedicated employees
and, in turn, impact the experience
they provide. This ultimately fosters
loyalty among end users.

Foster desired
behaviors.
It’s important to take care in
describing your company culture
to employees to be sure that it
accurately depicts an environment
that supports desired behaviors.
Employee training should include a
description of the company culture
and the expectations around
customer interactions. If reliability
is a key trait, then discuss the
importance of following up their
words with actions. If they say an
order will ship on a certain day,
then they must make sure it does
or contact the customer ahead
of time if it’s going to be late.
Courtesies such as this go a long
way with customers because they
demonstrate your appreciation
for the effect of your service on
their throughput and that you’re
concerned about it.
Keep in mind that employees will
act based on actions that are
reinforced, so if you want them
to be customer focused, then
reward employees who display
those behaviors. If you want your
employees, for example, to take
the time to go the extra mile for a
customer in need, then afford them
the opportunity to do that and then
recognize their efforts, whether
through a formal recognition
program or a simple thank you. This
will strengthen the relationships
you have with your employees
and at the same time strengthen
the customer’s relationship with
your team and, by extension, your
company. Customers like suppliers
who make things easy for them.
They also want to feel that they are
important to your business. They
will feel that way (or not) based
on how well you meet their needs
and create a positive, hassle-free
experience that demonstrates their
importance to you. That’s what will
keep them coming back.

When new opportunities arise that may require a one-of-akind solution, you can put FLEXcon’s extensive capabilities
to work for you. Let us help you close the deal.

Reward desired behaviors. A little recognition goes a long way.
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Why Are My Squeeze
Tube Labels Failing?!!
Label substrates cannot withstand the
temperatures of the hot crimping method.

Label edge is placed too close to the crimp edge
of the tube, and overlap should be reversed.

Crimp Method

In many ways, full-squeeze tube
labels must perform the same as
labels on semi-squeeze and rigid
containers. They must withstand
exposure to product contents
and environmental factors, such
as moisture, and they must utilize
an adhesive appropriate for the
container material. Anything you
would take into consideration
when choosing a label substrate
for any other type of container,
you would also factor in for a fullsqueeze tube. There are some
additional concerns, however,
that are unique to full-squeeze
tube labels.

Film Selection
The first thing to remember is
that full-squeeze labels must be
flexible, so conformability is a
must. Polyethylenes tend to be
the films of choice, although some
polypropylenes are also up to
the task. Vinyls can work as well,
but due to cost are only chosen
if a unique visual characteristic
is desired that can’t be achieved
any other way.
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Label Design and Placement
Secondly, proper label design is
critical. The label artwork should
be positioned so that the label
will come at least a quarter of an
inch around the crimp edge of
the tube. Furthermore, the label
width should allow for at least
a quarter of an inch of overlap.
Designing to these guidelines will
alleviate stress on the crimp edge
of the film to help prevent snapback and lifting.
Of course, the design can only
take you so far. When applied,
the back side of the label should
overlap the crimp edge of the
label, rather than the other way
around, in order to help hold
down the crimp edge. Also,
be aware of any labels that are
applied off-center or tubes that
are not placed properly into the
crimper. In either case, the label
could end up positioned so that
the edge is too close to the crimp
edge of the tube. If this occurs,
the extra stress on the edge of
the label could cause a failure.

The final consideration is your
crimping method. Crimping is
the procedure by which a filled
and labeled tube is sealed shut.
The first method is known as “hot
crimping.” This method utilizes
tube-sealing jaws that are very
hot (350-450°F). The hot jaws
squeeze the top of the tube and
essentially melt the two sides
together. Film substrates cannot
withstand the temperature of hot
crimping and will lift in the area
of the crimp. Consequently, if
the hot crimping method will be
used, labels must be designed
to stop just short of the crimp in
order to avoid such failures.
The second and most popular
tube sealing method is hot-air
tube sealing (a/k/a “cold crimping”). With this system, hot air is
blown into the open end of the
tube. It penetrates the plastic

The film going
across the back
side should be
on top of the film
coming around
the corner. This
holds the film
from popping up
due to the stress
of going around
the corner.

tube wall, heating the material
enough to make it pliable. Cold
tube-sealing jaws then crimp
the softened plastic to weld the
open end closed. If your design
requires that the labels go through
the crimp, you must use this tube
sealing method in order to avoid
label failure.

Be the Hero
Brands are investing lots of
money into the creation of primary
labels that will catch the shopper’s
eye and generate sales. You can
become a trusted partner to your
clients by offering guidance in the
design of artwork and selection
of substrates. By following the
guidelines above, you can ensure
that your beautifully designed
full-squeeze labels will result in
the pay-off expected, making you
the hero and leading to repeat
business.

This edge of the
film is under the
overlap.

Earning Trust

In my previous life as a one-person
marketing department for a
35-member law firm, I (your fearless
writer) wore many hats. I had
responsibility for creating advertising
campaigns, soup-to-nuts planning
of all seminars, receptions and
tradeshows, and producing the
firm’s quarterly newsletter. When
it came to graphic design, I only
knew enough to be dangerous, so I
worked with an outside vendor who
(a) taught me a lot about graphic
production, and (b) served as my
right arm when it came to developing effective materials that the
partners loved. We collaborated
on content and layout ideas. He
educated me about things I knew
little about at the time – like white
space – and he helped keep me
on track with my deadlines.
Over the five years we worked
together, I came to rely on him not
only for producing great results, but
also as a resource of knowledge
that could make me better at my
job. His level of personal service, which often included hand
delivering print-ready content to
my door, kept me coming back. He
was my trusted partner because
he was willing to share his knowledge, and I knew I could always
count on him to come through in
the clutch. He was committed to
my success.

Becoming a trusted partner.
So what’s the magic formula for
reaching “trusted partner status”
with a customer? At FLEXcon, we
believe the answer is two-fold. The
first is actually a combination of
several things: consistency in quality
and service, the utmost respect for
confidentiality, going the extra mile
to meet customer needs, and always
delivering on what we promise,
whether it’s an entire solution or
a simple return phone call. These

Attendees and Business Team members interact during Seminar Workshops.
are the things that make doing
business with us easy and give our
customers the confidence that we’ll
always meet their requirements
accurately and on time. That’s the
basic service piece.

Serve as a go-to resource.
More importantly, however,
achieving trusted partner status
is about being the resource that
educates and guides in a way that
enables success and ultimately
helps your customers to lock
in business. That means having
a technical staff that can help
navigate application challenges or
serve as a guide through agency
compliance issues. It’s offering
educational opportunities through
content on your website, webinars,
seminars and the like from which
your customers can learn about
market trends, emerging technology
and troubleshooting. It may even
involve accompanying a customer
to a co-supplier or vendor to offer
advice or oversee production and
ensure success. In short, it’s taking
your level of service up a notch
to where you become that
go-to resource that leads to your
customers’ increased profitability.

line. For example, producing
FLEXcon’s annual Films, Functions
and Opportunities seminar requires
a great deal of time on the part
of our marketing department,
business team members and key
employees in various technical,
product management & marketing
roles throughout the company.
Agendas must be established,
caterers engaged, speakers and
tour leaders identified and workshops organized. There is the time
associated with engaging OEMs for
equipment demonstrations and
developing the various presentations
for the seminar. It’s then two and
a half days of behind-the-scenes
management of the event itself,
as well as the time required of
presenters and hosts, both during
and after business hours.

The event demonstrates our
expertise, to those who attend
and, also, our commitment to their
success. So while we can’t draw a
straight line from the associated
costs to company profits, the value
that customers indicate the event
holds for them makes us confident
that it does ultimately lead to a
positive impact on our bottom line
in the form of increased customer
loyalty.

The pay-off.
When you engage in activities that
help your customers gain expertise,
which ultimately leads to increased
business and improved profitability,
while also providing a pleasurable
experience, you all win.

Commitment required.
Providing this level of service, however, requires a significant commitment on your part to the man
hours needed to produce content
and spend time in the advisor role,
as well as the costs associated with
travel or hosting events, with no
visible direct link to your bottom

2016 Customer Seminar Attendees agree – “extremely informative”
and “excellent sharing of information.”
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Stepping Outside the
Box in Out-of-Home
Advertising
Equinox

Social and Mobile Amplify OOH

Furthermore, the possible ways
to interact are limited only by
the imagination. Consider IBM’s
Smarter Ideas for Smarter Cities
campaign. By adding simple
elements, IBM effectively turned
a billboard with a social media
component that inspired people
to share ideas into something
functional. Watch the video at
https://www.FLEXcon.com/smarter

What’s Next?

Out of Home (OOH) Advertising is
all about location, location, location
and hitting the right audience with
creative content that provides an
experience. Increasingly, the use
of user generated creative content
is proving to have a big impact.
Advertisers are recognizing the
power of creative generated from
apps like Instagram and coupling it
with wide format digital printing to
create interactive graphics. Social
is driving content which is driving
effectiveness of OOH advertising.

great works while they commuted
to work, strolled in the park or
shopped at the mall. The campaign
served to encourage folks to visit
their local art museums and
helped them to understand the
importance of art programs in our
schools. It’s a great example of
how social and mobile media can
be integrated with traditional print
media to increase the reach and
effectiveness of an ad campaign.
Read more at http://arteverywhereus.org/What-Is-Art-Everywhere

Take Clear Channel’s recent Art
Everywhere campaign. The goal
of the campaign was to expose
Americans and visitors across
the country to American history
through art. Through social media,
Americans voted on 100 different
works that they felt spoke the best
to our heritage. The 58 top choices
were then turned into thousands
of OOH displays, including billboards, bus shelters, subway
posters and more, creating the
largest art exhibit in American
history. Through these displays,
the public was exposed to these

Social Media Usage
and Effect.
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The fact is according to FrogDog,
a Texas-based strategic marketing
firm, ninety percent of people
aged 18-29 are using at least one
social media channel, as are 35%
of people aged 65+, which means
the potential reach for social media
campaigns is practically unlimited.
When incorporated into OOH
advertising, a brand’s message
has the potential to reach far
beyond the local audience. This
has two implications:

1. There is a shift in the potential
audience for any OOH advertisement. While historically a
billboard ad may have been
targeted at local commuters,
for example, with a social media
component, the target audience
could be a particular demographic across the country.
A local commuter seeing a
billboard may engage in the
desired social media activity
and then share it with a friend
on the other side of the country,
who may then become engaged.
This creates an interactive
experience for the user.
2. Because the medium is
interactive, it has the potential
to foster very meaningful
relationships between people
and brands by making consumers feel connected via multiple
touch points.

Tracking activity in real time is the
future of OOH. It will allow advertisers to provide the messaging
that consumers want (digital advertising to mobile phones) in real
time where they want it and tie it
to “brick & mortar” OOH structures
like billboards, buses, subways
and other traditional media. That
may sound like something out of
a sci-fi movie, but the technology
is not as far off as you may think.
The rebranding of the Traffic Audit
Bureau to Geopath marks the shift
of measuring OOH impressions to
measuring and analyzing audience
location and how consumers
engage with OOH advertising as
they move throughout their world.
In the meantime, expect to see social
media incorporated even more into
OOH in new and different ways.
The lesson here? OOH advertising
is not going away. Rather, it is evolving
and being used differently than
ever before with great impact.

Tom Kubacki
Named Vice President,
Manufacturing

Committed to
Your Success
CAROL MCCARTHY –
Chemist, Spencer
“The onset of digital print technologies taught us the importance
of the co-supplier/customer
relationship. The performance
standards of our customers tend
to be more stringent than those
of our suppliers. By working with
printer OEMs to test our materials
to their specifications, we can ensure that our products will meet our
customers’ standards. We can also test beyond those standards to the
full limits of the product, which enables us to make appropriate product recommendations for other applications.
Our goal is to always be better than good enough.
At the end of the day, I enjoy going for a run and spending time
with my family.”

We are pleased to announce the
promotion of Tom Kubacki to Vice
President, Manufacturing. A 28 year
veteran of FLEXcon, Tom has served
as Director, Coating Technology
and Production Control since 2005
and was a key player in many
process improvement initiatives
for the company. Through his work
in introducing lean manufacturing
principles throughout our Coatings
department, Tom implemented
significant improvements to
throughput and quality. Furthermore, his leadership in modernizing
our scheduling procedures greatly
improved overall productivity. All
of these accomplishments have
resulted in better lead times and
quality for our customers.
In his new role, Tom will be focused
on best practices and facilitating
communications across all of
FLEXcon’s North American
manufacturing facilities with
a goal of uncovering new ways
to optimize efficiencies, achieve
sustained productivity gains and
ultimately offer faster turnaround
of orders.

Tom holds a Bachelor of Science
degree in Chemical Engineering
from Worcester Polytechnic Institute
and an MBA from Western New
England College. Tom is a DPI
facilitator, teaching principles of
Problem Analysis, Decision Analysis
and Potential Problem Analysis. He
is a graduate of Goldratt Institute,
McAlinden and Dale Carnegie
training and has been a member
of the Society of Manufacturing
Engineers since 2003. Tom also
attends the Industry Week’s Annual
Best Plants conference to benchmark FLEXcon with manufacturing’s
finest.
In his spare time, Tom enjoys golfing,
refereeing soccer, spending time
with his wife Kristy, traveling to
Boston to visit with his daughter,
Emily and watching his son,
Nicholas play collegiate soccer
at the Massachusetts Maritime
Academy. Tom also does volunteer
work for his parish and the American
Legion post in his area.

JEFFREY GOULETTE –
Outside Sales Representative,
Midwestern U.S.
“It’s a daunting task to try to fill the
shoes of someone who’s served his
customers so exceptionally well
for over two decades. As the new
kid on the block, I’ve found that the
best things I can do to earn my
customers’ trust are to be available,
be responsive and do what I say I’m going to do.
It’s exciting to work with my customers on new projects using
unique materials. If there are obstacles we need to overcome during
trials, as there often are with new constructions, we put our heads
together and solve the problem, and we form a bond that you can’t
build any other way.
When I’m not traveling to meet with customers all over Minnesota
and the Dakotas, I like to spend my down time playing golf, fishing
and relaxing with my girlfriend.”
AMELIA RICHARDSON –
Application Development
Engineer, Spencer
“Part of my job is to orchestrate the
necessary resources to provide
solutions that satisfy customer
and market needs. I see the commitment that FLEXcon has to our
projects, and I think it’s a reflection
of how much we care for our
customers.
I’m a people person, so I enjoy listening to our customers to gain
an understanding of their applications and requirements. When
they express satisfaction with the outcome, I know that I’ve truly
done my job well and it feels good.
As a graduate student, my free time is limited, so I cherish time with
my family. I also enjoy hosting foreign students, learning about their
cultures, and teaching them about mine.
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New Web Feature

Online Bill Payments
U.S. customers can now pay FLEXcon

invoices online through the customer
portal. The feature is super easy and

convenient to use, and you can pay by
either credit card or e-check. You just
have to be a registered user.

FLEXible

Converter
A newsletter dedicated to customer relationships

1 FLEXcon Industrial Park
Spencer, MA 01562-2642
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Not registered?

Visit www.FLEXcon.com/login to sign up.
We’re constantly working to make

improvements to our customer portal,
so if you have comments or ideas, be
sure to send them our way.
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Interesting Facts, Quotes & Tidbits
The first billboards.

You don’t say…

The large format American poster (measuring more

Many words and phrases common to us now were

Bell began printing circus posters in1835, and the earliest

like “break the ice” from The Taming of the Shrew

than 50 square feet) originated in New York when Jared
recorded leasing of a billboard occurred in 1867.
(www.oaaa.org)

actually coined by William Shakespeare. Things

and “fancy-free” from Midsummer Night’s Dream.
Check out these others. Who knew?

On social media.
According to Adweek’s Social Times,
74% of buyers consult social media

before making a purchase decision.

There’s
method in my
madness

With bated
breath
A world of experience.
The cumulative experience of our technical service

representatives is over 400 total years. Now THAT’s
a mountain’s worth of know-how!
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Dead as a
doornail

Foregone
conclusion

