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Cultivating An
Emotional Connection

We like to think that all business decisions are rational and based on the
numbers, which is why marketing messages have historically centered
around business value, reputation and longevity. For customers
considering several companies that offer comparable levels of business
value, however, new research is showing that the potential for emotional
gratification is often the deciding factor. After all, any company can
claim impressive outcomes just as you can. What, then, really makes the
difference in getting buyers to prefer you over others, to purchase, and
maybe even be willing to pay a premium?

Lavon Winkler

President
FLEXcon North America

A Desire to Serve

Servant Leadership as the
Means to Corporate Excellence

The terms “servant-leader” and “servant leadership” were coined
by Robert Greenleaf in 1970 in his essay entitled “The Servant
as Leader.” In it, Greenleaf suggests that leaders who engage in
servant leadership are servants first. They have a desire to help,
and they initiate activities that will enable their co-workers and
subordinates to achieve their full potential – in a way that puts the
co-workers first and the leader second. Such persons often become
leaders because of their service to others. They lead by example,
and thus, foster high levels of trust and loyalty, and co-workers
naturally look to them for direction and inspiration.

What researchers are finding is that many business decisions are
emotional in nature, based on feelings of confidence and peace of
mind. When someone feels an emotional connection with your
company, feeling confident that you’re looking out for their best
interests, they are more likely to purchase and remain loyal. So, while
offering a great business value is a stake that gets you into the game,
personal value is often what keeps you in it.
One might think that emotional connections are more important in
B2C than B2B relationships; however, studies prove otherwise. Gartner
(f/k/a the Corporate Executive Board Marketing Leadership Council) in
CONTINUED ON PAGE 3
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While this may sound at first blush like a lot of warm and fuzzy
poppycock, especially to those who adhere to the transformational
or leadership-member exchange (LMX) models of leadership,
multiple studies have been conducted by industrial psychologists
that support a stronger relationship between servant leadership
and desired employee behaviors than either transformational
leadership or LMX. Furthermore, companies whose leaders engage
in the servant-leadership model perform better, when measured
by return on assets, than those engaging in either of the other
leadership models.

Brian, a marketing executive, took a cab from the inner city of Chicago to
Midway Airport. At the end of the ride, the credit card reader in the cab froze
after he’d swiped his American Express (AMEX) card. The driver told him that
the charge did not go through and asked if he could pay cash, which he did.
The driver apologized and provided a receipt. When Brian got to his gate in
the airport, he called AMEX just to be sure the charge had not actually
gonethrough. A real person picked up right away, and Brian learned that
the charge had, in fact, been posted to his account. The very friendly and
professional AMEX customer service representative told him not to worry that she would call the cab company and straighten out the problem. Either
way, she said, “Don’t worry another second about this. We’ll take care of it.”
A few days later, AMEX called Brian to say that the cab company had not yet
acknowledged their error, but that AMEX would continue to follow through,
and that Brian’s account would be credited the amount of the fare, no matter
what the cab company decided to do. In other words, AMEX was willing to eat
the double charge. The way they handled the situation, the pleasant phone
experience, and the prompt response, all added to Brian’s total satisfaction
and deepened his loyalty to AMEX. He won’t be canceling his card anytime
soon, if ever.

CONTINUED ON PAGE 2
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Companies
whose leaders
engage in the
servant-leadership
model perform
better.

Servant
Leadership
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The Research
Until recently, the concept of
servant leadership was largely
ignored, but starting in 2004,
Dr. Bob Liden, professor of
management at the University
of Illinois at Chicago, set out to
prove a correlation between
servant leadership and
organizational citizenship
behaviors (OCBs) in subordinate
employees (“i.e., discretionary
behaviors not required of
employees”). What he found was
a positive relationship between
servant leadership and
“organizational justice (fairness
in decisions made regarding
employees).” This in turn
fostered higher levels of OCBs
in the organization’s employees.
The evidence showed that the
employees of servant leaders
have greater confidence in their
ability to perform tasks, actively
engage in service toward
co-workers, are more creative,
and have an overall higher level
of job satisfaction.
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In his work, Greenleaf identified
the following key practices of
servant leaders:
1 Self-awareness. When we
are self-aware, we are attuned
to how we impact others by
our behaviors, personalities,
biases, etc., and we think
about whether there are
other, more thoughtful and
effective ways to behave.
2 Listening. Servant leaders
start by listening and
observing behavior first. They
ask questions to help them
understand needs, and then
they think about how they
can meet those needs.
3 Developing colleagues. A
rising tide lifts all boats.
Enabling colleagues to
achieve their full potential
elevates the entire
organization to where it can
serve its clientele better.
Servant leaders invest
significant assets in
employee development.

4 Coaching, not controlling.
Controlling people does not
foster desired behavior.
Mentoring and inspiring, on
the other hand, develop
employees so they can reach
their full potential.

going to happen when in the
future.” It’s what allows
leaders to anticipate what will
happen rather than only react
to it, minimizing the chance
they will run out of viable,
ethical options.

5 Unleashing the energy and
intelligence of others.
Through coaching,
employees learn to make
good decisions on their own,
are able to achieve their
potential and, thus, make
their maximum contribution
to the organization.

While the concept of servant
leadership appears on the
surface to be counterintuitive
in societies where individual
performance is highly valued,
and the goal for individuals is to
“be number one” at the expense
of colleagues, the research
indicates that servant leadership
may actually be the most
effective means of achieving
the highest performance of an
organization as a whole.

6 Foresight. According to
Greenleaf, “prescience, or
foresight, is a better-thanaverage guess about what is
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cooperation with Google,
conducted a study to “learn what
leading marketing teams were
doing differently to connect with
their customers emotionally and
show personal value.” They found
that business value perceptions
differ very little between companies.
Buyers considering the top three
suppliers in their industry perceive
equivalent business value from all
three and very little differentiation.
B2B buying decisions are driven by a mix of
gut, emotion, post-rationalization and reason.

human decisions are driven by a
complex mix of gut, emotion,
post-rationalization, and reason…
the more personal risks a purchase
entails, the more emotional buyers
feel—and the more they attach to
companies that can provide value
and eliminate risk.”
What does this mean in terms
of your business?
The Gartner study shows that
focusing on reputation no longer
works. Furthermore, while focusing
on business value allows customers
to identify you as an acceptable
option, it has become simply a
prerequisite for being considered
rather than a deciding factor.
Instead, finding a way to tap
into the emotional
motivators that drive
decision making will
increase your chances that
customers will choose
your company and stick
with you over
the competition.

Impact of Perceived Brand Benefits
on Commercial Outcome
PERCENT INCREASE

50.0%

42.6%

25.0%

21.4%
0.0%

Business Value
• Functional benefits
• Business outcomes

In contrast, Gartner found that
personal value is twice as important
as business value for customers
considering multiple suppliers
(42.6% vs. 21.4%). Their belief is
that this is because the stakes in
making a B2B purchase decision
are usually higher. Choosing what
shampoo or toothpaste to buy
carries little risk, but making a
purchase decision in business can
have major impact, good or bad,
depending on the outcome.
A purchase failure could cause
delays or inefficiencies that impact
the company’s bottom line as well as
credibility with colleagues. It could
even impact the decision-maker’s
career. According to Gartner,
“Although B2B buying is often
treated as a rational activity, all

Personal Value

• Professional benefits (e.g. career advancement)
• Social benefits (e.g. popularity)
• Emotional benefits (e.g. confidence)
• Self-image benefits (e.g. pride)

Demonstrating that you
understand your customers’ risk
factors and that you are able to
alleviate their fears can move you in
that direction. It requires anticipating
their emotions and designing
experiences that will connect with
them on a personal level – showing
that you empathize with their
challenges and demonstrating how
your products and services will
mitigate risk while also achieving
their goals. When this results in
peace of mind for customers, they
will feel an emotional connection
with you and peace of mind that
they’ve made the right choice.
Moving forward, they will look for
ways to do business with you rather
than the competition because you
will be fulfilling their emotional
needs as well as practical ones.

INTERESTING PERSPECTIVES FROM NEIL

Looking for Business
Inspiration: Keep
Your Eyes Open
Business inspiration can come from
anywhere, and it can come in many
forms. Opportunity is all around us.
It just requires keeping our eyes
open. It could be learning from
others, within or outside our industry,
or it could be in seeing something
others don’t see. Case and point:
while the Grateful Dead were a rock
band inspired by civil unrest and
nonconformity in the sixties - hardly
mainstream corporate ideals – upon
closer examination, we find that
some of the concepts commonplace
in business today were implemented
by the band before such concepts
were formally identified. They built
an empire in the music industry in
large part because they were ahead
of their time in taking an empathetic
view of their customers, identifying
their pain points, and developing
customer experiences by which
those pain points were alleviated.
This resulted in fan loyalty that is
unmatched to this day.
For example, unlike other musical
groups of the day, the Dead offered
a unique musical experience at each
performance, so their fans were
not content to simply see a single
show near their home town. Instead,
concert attendees followed the
band from city to city, planning their
vacations around the band’s concert
schedule. They were challenged,
however, in (a) knowing the concert
schedule far enough in advance to
plan, and (b) obtaining tickets for
shows that were many miles, even
multiple states, away. Remember, this
was back in the day when purchasing
tickets entailed going to the venue
box office. In response, the Dead
established a hotline which was
essentially a recording that listed
their entire concert schedule. They
were also the first to offer mail order
ticket sales, and made them
available to their diehard fans
months in advance of going on sale
at local venues, thus enabling these
fans ample opportunity to obtain
tickets and plan their journeys. The
effect was a fierce loyalty to the
Grateful Dead among their fans,
as well as a camaraderie among
fans that developed from the same
folks attending the same shows time
and again. This resulted in a deep
emotional connection to the band,
demonstrating how empathy and
responsiveness can translate into
customer loyalty and repeat
business.

Another
example is
the KIND
snack bar
company.
They’ve
taken the
Neil MCDonough
simple
CEO
snack bar to
a new level by
attaching it to a
sentiment – that the
world needs to be a kinder
place. The company has centered its
product on an idea shared by many
in the world today. And they aren’t
just talking the talk. They’re walking
the walk by identifying a specific
purpose – to “make the world a little
kinder” with what they call the “KIND
Movement.” Not only have they
produced a product that they claim
is kind to the body, the taste buds
and the world; they are urging
customers to practice acts of
kindness every day. They’ve formed
the KIND Foundation, which makes
monthly grants to socially-impactful
causes. They foster a kindness
mindset in their employees and
provide opportunities to spread
kindness in their communities.
According to Forbes, KIND snacks
are the fastest-growing energy and
nutrition bars in the country, jumping
from zero units since the company’s
2004 inception to over 450 million
units sold in 2014.
This example demonstrates how
having a purpose beyond selling
products can strike a chord with
customers that influences their
purchase decisions. It’s just a snack
bar, but KIND’s purpose enables its
customers to be part of something
bigger, which taps into personal
values and carries with it feelings
of purpose and belonging.
B2B companies are now beginning
to latch on to the concept of
targeting their customers’ underlying
personal values as well as their
product needs. Those that have
successfully implemented such a
strategy are enjoying positive results.
Is there a common mindset among
your customers that you can identify
with? They are obviously seeking
printed and converted film products
that meet their business needs, but
what else do they really want from
you? The answer could be the
fodder for your strategy going
forward.
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Tech Tip

Common Narrow Format UV Inkjet Printing Issues
What We’ve Learned While Qualifying Our Products

however, you may get blurred

lines or hard-to-read small text.
It’s important to distinguish

whether you think the ink is

crawling back or not flowing out

enough in order to determine the
correct fix. And remember - it’s
all about striking a balance to
achieve the best possible
outcome.

Smearing of Ink
This occurs when there is no

clearance between the print head
and the substrate. It could be

caused by one of two things: (1)
the material is curling,

Print technology is constantly

corona treatment may

coming to the industry regularly.

also have an adverse effect on

evolving, with new advancements
In response, substrate suppliers
must qualify their products with
these new technologies and/or
develop new ones that are

compatible. Because the ink

delivery mechanism for UV inkjet
does not touch the substrate,

different issues arise that affect ink
flow-out and print quality than

with conventional print methods.
Therefore, print qualification has

been critically important because

(a) there are many new printers on
the market, and (b) each one

responds differently to the print

media. To ensure printing success,
FLEXcon is working closely with
printer OEMs to qualify our

products on the new narrow

format UV inkjet equipment being
launched. This article will review
the most common issues we’ve

experienced and provide some

suggestions for resolving them.

To Treat or Not To Treat
We suggest starting with the

corona treater off to get a baseline
for the substrate on which

you’ll be printing. What we’ve
discovered is that while
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increase ink adhesion, it can

ink flow-out and, of course, it

doesn’t matter how well the ink

While corona
treatment may
increase ink adhesion,
it can also have an
adverse effect
on ink flow-out.

sticks if the image is lousy. You

start with the lowest possible

setting and work your way up.

Pinning levels can also affect ink
flow-out. If it’s possible to adjust
them on your machine, using a
higher setting may resolve the

Ink Flow Out Issues

issue. Since pinning is a light

This is a new challenge for the

it may help to freeze the ink

industry. Surface energy plays a

more prominent role because the
ink is not applied directly to the

the case, try increasing

the tension on the material; or (2) the print

heads are set too close
to the substrate. This

issue can be

resolved by simply

resetting the print heads

to a greater distance above

Cross Web Chatter Marks

both the image quality and ink

to try adding a corona treatment,

the print heads. If this is

the substrate.

must strike a balance to achieve
adhesion required. If you decide

causing the edges to touch

This can be caused by a loss of
tension and the material

slipping in the press. Adjust
tension and try again.

surface cure, like a partial cure,

Fine Lines in Machine
Direction

where it is before getting to the

A nozzle is either clogged or

final cure, thus preventing it

from crawling back. Increasing

misdirected and must be cleaned.

the surface energy with corona

In a nutshell, pinning levels, final

help depending on the surface

levels, tension settings and run

could also make things worse.

turn to try and remedy an issue or

and some possible remedies.

• Inadequate flow-out of ink: If

these are only suggestions based

• Crawl-back of ink: If you’re

mottled appearance, the ink

print media surface as it is with

conventional printing. Rather, it is
“jetted” onto the surface, making

print quality much more reliant on
surface energy. Here are some of

the challenges we’ve encountered

seeing small “holes” in the ink, it
may be crawling back before it

has a chance to cure. This could
be due to surface energy

variations of the film. It may help
to speed the printer up so that

the ink cures before it can crawl.

treatment is hit or miss. It may

cure levels, corona treatment

chemistry of the substrate, but it

speeds are all “knobs” you can

you’re experiencing a grainy or
may be curing before it has the
chance to flow out properly. In

this case, you may need to slow

down the printer. You could also
try lowering the pinning levels
to allow the ink to flow out

better. If you set it too low,

maximize print quality. Of course,
on FLEXcon’s experiences in
qualifying our products.

Furthermore, every printer is

different, even multiple machines
of the same model, so reach out

to your printer OEM for assistance
with any printing issues you are
unable to resolve on your own.
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CELIA DANIELS

Receptionist, (a/k/a Director of
First Impressions), MA
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The Art of Building
Customer Trust
and Loyalty

assistance they need.

“I could have retired years ago, but I
love my job. I enjoy chatting with folks
who call or visit our campus, making
sure they are comfortable, and finding
the right person to provide the

Sometimes someone will apologize for calling multiple times, but
there’s no need. Their calls are never a nuisance. I want their calls.
I want to help.
Everyone is very appreciative, which makes me feel valued. And
to think I get paid to do this! When I’m not at FLEXcon greeting
callers and visitors, I enjoy participating in local theatre and
being active in my church.”

CONTINUED FROM COVER

We all must occasionally remind
ourselves that people don’t want
products, services, or even
“solutions.” They want positive
business results and an exceptional
customer experience. They want to
feel right about what they do with any
vendor or service provider. After all,
why would anyone fork over five
bucks for a coffee from Starbucks
when they could get a two-dollar
coffee from Dunkin’ Donuts? It’s easy
to get diverted from this truth when
you’re focused on producing
products all day, every day. But
today’s market demands that we
deliver exceptional experiences
and tangible results.

What does that mean, exactly?
It means providing the type of value
that a customer cannot put a price on
by demonstrating your commitment
to your customers’ success.
1 Start out strong. When it comes
to new customers and contacts,
first impressions count, so starting
with the basics goes a long way
toward achieving your goal. Be
respectful, responsive, reliable and
prompt. Starting out on the right
foot can make all the difference in
forming a solid, trusting
relationship. Miss the mark here,
and any opportunity to build trust
and loyalty may fizzle.
2 Ask what they need. Make
sure you fully understand your
customers’ pain points and
challenges. Ask open-ended
questions. Listen actively. Read
between the lines. It will
demonstrate your sincere desire
to help and enable you to offer a
solution that truly hits the mark.
3 Be the one to add value.
Customers are always looking for
information that can give them a

leg up over the competition. It
could be a heads up on trends
that could affect them or
information that can alleviate a
pain point. In both cases, your
willingness to pass on this
information demonstrates your
expertise, and shows that you care
and that you have their backs.
4 Be the one who stops the buck.
Customers want peace of mind
that you will be there for them,
whether it’s timely turnaround of
your product, quick answers to
their questions, or prompt
responses to their challenges.
Taking on your customers’
problems like they’re your own
helps them feel secure in their
reliance on you to ensure a
pleasant, hassle-free customer
experience, as well as products
that will perform as expected.
5 Encourage the customer to think
about challenges in new ways.
After all, challenges are
opportunities to differentiate. If
you can solve a problem where
your competitors have failed,
then you become the hero.
Furthermore, being able to
offer a solution that no one else
does can help push out the
competition and allow you to bid
based on performance rather than
simple economics.
6 Most importantly, show don’t
tell. Share helpful advice. Offer
tutorials. Give examples of
excellent experiences.

SANDER DE JONG

Technical Service Manager,
International & Director of
Operations Netherlands, EU
“We’re living in fascinating times,
where product requirements are
changing more quickly than ever
before, requiring us to constantly
adapt. This can require thinking
outside the box, and I especially enjoy the freedom at FLEXcon
to use my creativity to build something new.
Many customers tell me they enjoy giving the business to FLEXcon,
so it’s very satisfying when I’m able to build something that hasn’t
been built before, and it gives them a degree of protection in the
market in addition to optimizing price and performance.
In my spare time, I like to run, ski and play tennis. Exercise clears
my head so I can come back and create for another day.”

MATT BEAUCHEMIN
Operator PS Laminator, MA
“I believe that consistently producing a
top-quality product is one of the keys
to having loyal customers. After all,
who wants to order a product that
might be great one time, but defective
the next? Because so many employees
have been here a really long time, there’s a lot of expertise,
which really helps us to provide dependable quality.
I especially enjoy working on trials of new products because it’s
challenging. All orders are critical though, so I watch for possible
issues with the same level of scrutiny when running a product I’ve
made 1000 times as a product I’m trialing.
Outside of work, I enjoy golfing and motorcycle riding with
my wife.”

When it comes down to it, it’s often
the little things that make the
difference. Anyone can fill orders
with quality products. It’s the little
extras – the gestures that make a
customer feel cared for – that keep
them coming back.
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Is it time to Rethink your Differentiation

Yes.

The answer is

Printing and Converting. It’s a Battle of Attrition.

30%

Since 2000
of businesses
have disappeared

Another 7,000 - 8,000
businesses are
expected to be
yrs
lost over the next

Shipments
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have declined by

They believe the winners will need to embrace strategies that include differentiation and specialization in a particular
niche, providing new services, and improving human capital. We agree.
According to NPES (The Association for Suppliers of Printing, Publishing and ConvertingTechnologies)

Are you differentiated enough to win? Your customers say no.
PRINTING IMPRESSIONS asked 72 top print buyers
to rate how effective printers are at communicating
meaningful differentiation from their competition.
The results were startling:

BUYERS RATE PRINTERS ON DIFFERENTIATION
POOR

21%

FAIR

54%

GOOD

VERY GOOD

14%

EXCELLENT

10%

1%

New business realities also drive the need for differentiation.
NEW
REALITIES
ABOUT
MARKETING

Today, it’s about your
purpose and promise –
people buy why you
exist more than they
buy what you sell.

A focus on innovation
and new technology
can be disrupted
instantly by competitors
who leapfrog you. The
bar is raised every day.

THE RISING
TECHNOLOGY
DRIVE

NEW
REALITIES
ABOUT
BUYER
DECISIONMAKING

Today, it’s about
appealing to emotions,
not just sharing rational
facts. Research shows
that personal value has
twice the value of
business value.

THE DRIVE
FOR
COST
REDUCTION

Your customers are
challenged to reduce
costs in every area of
their businesses. This
creates new needs and
motivations.

How to get differentiation right. It’s an inside-out process.

1

2

Inside

First, take a long, hard look
at your business
•
•
•

Outside

True customer satisfaction is a multi-dimensional

Second, seek an outside perspective
•
•
•
•
•
•

Access resources and capabilities
Define your core competencies,
values and purpose
Identify your competitive 		
strengths

REMEMBER THIS

Listen to your customers
Solicit opinions from employees
Consult industry insiders
Check out your competition
Get professional help
Benchmark other industries

experience. To make customers really happy, you

need to give them more than the right mix of business

advantages. Intangible bonuses like empathy, peace of
mind, and concern for their welfare count for a lot, too.

Differentiation Possibilities.

SERVICE EXCELLENCE

Optimize the process of doing
business with you. It starts by
making all of the touch points
hassle-free and rewarding.
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MARKET SEGMENTATION
By aligning your offerings with
very specific needs of a
particular group of customers,
you can earn a larger share of
a smaller competitive sphere.

The time
is now.

GO-TO-MARKET
DIFFERENTIATION

How you go to market can make a big
difference in how much business you
attract and retain (consider VistaPrint’s
formidable e-commerce business).

A DISTINCTIVE IMAGE

Image differentiation helps
boost a brand’s staying power
and emotional impact.

PRICE LEADERSHIP

Not the most attractive
approach, but it seems to
work well for some (consider
the Southwest Airlines
no-frills strategy).

RELATIONSHIP FOCUS
(CUSTOMER INTIMACY)

A team that’s willing to go the
extra mile to advance your
customers’ goals satisfies their
emotional needs like nothing else.

Change is the new status quo. Commoditization is everywhere. If you don’t regularly evaluate your
differentiation, you risk falling behind. Or worse. There are many alternative paths. You just need to find
the best one for you. Now is the time to re-evaluate your approach. Your future may depend on it.

Plug ‘n’ Play? No Way!
Important Considerations When Switching
Resin Thermal Transfer Ribbons
In a perfect world, it would be

second. Print temperature was

possible to purchase one thermal

optimized for each ribbon/label

transfer ribbon and have it work on

combination. The chemical test

all facestocks for all applications. It

was conducted by soaking a

would even be nice to have one

cotton swab in the given solution

ribbon work across the board on

and rubbing the printed image

just one type of facestock – say,

20 times with moderate pressure.

two mil polyester. Unfortunately,

Examples of chemicals include

life isn’t that simple.

isopropyl alcohol, hand

We sat down with specialists

sanitizer, gasoline, xylene,

from ITW Thermal Films and
Ron Ducharme, Marketing

acetone, perfume, corn oil,
mineral spirits and Goo Gone.

Development Specialist at
FLEXcon, who recently completed
extensive comparison testing with
a range of label substrates and

It would be nice
to have one ribbon
work across the board.
Unfortunately,
life isn’t that simple.

ribbons. Here’s what they had
to say.

Q What prompted you
A

to embark on this 		
testing project?

We receive many calls from

customers who have tried to switch
from Company A’s Resin X Ribbon
to company B’s and found that it
didn’t work. They want to know
why. With a few questions and
either some printer setting
changes or another ribbon

Q And the results?
A They were surprising! There

recommendation, we are usually

wasn’t one ribbon that performed

able to find something that works.

exactly the same on each label

Consequently, we wanted data

stock and consistently resisted

points to provide to customers so

all of the chemicals tested. There

they could understand why one

were two ribbons that were what

ribbon doesn’t work on every label

we call “shining stars,” and they

or is not resistant to every

were not the two ribbons we

chemical in the world. So, we
decided to try a short but
comprehensive test study. We
set out to determine the variance
among a selection of ribbons on
multiple brands of the same film
type with a variety of chemical
exposures.

Q
A

How extensive was
the testing?
We tested four of the leading

topcoated polyesters with 15 resin
ribbons from the top ribbon
manufacturers and exposed
printed samples to 15 different
household chemicals. The print
speed target was five inches per

Better to take the time to test

come up against is critical. What

beforehand to ensure you can

chemical(s) will it need to resist?

meet your timeline and give your

Will it be in the form of a vapor or

customers the turnaround and

liquid? Will the chemical be wiped

performance they expect.

across the surface of the label? All

The same is true for equipment
changes. You may not be able to
achieve the same result with one

of these things can impact the
durability and legibility of the
printed label.

printer as with another. Just

Also, providing all relevant details

expected!

because a sales person tells you,

to your supplier is necessary for

Q What advice would

“It will work fine” is no guarantee.

them to make a proper

Do your due diligence. You won’t

recommendation. When they ask

regret it.

what film you’re currently using,

Finally, the regulations keep

they need more information than

A

you give buyers?

Just because a ribbon works

on one label substrate doesn’t
mean it will work on another.
Furthermore, there are a lot of new
ribbons on the market that may
appear to be equivalent, but
actually aren’t. Any component
change, even from one polyester
to another, could change

changing. We retest every 2-3
years to ensure that any change
in our process hasn’t affected
performance and to be sure we’re
still in compliance with regulations

number. The same is true for
ribbon information. Only telling
them it’s a “foil” or a “black
ribbon” isn’t enough. Is it wax,

Q

The more information you can

is critical. And waiting to test inline
can be costly. If it doesn’t perform
your entire production cycle.

manufacturer and the product

such as UL/cUL, REACH and RoHS.

performance, so fit-for-use testing

as necessary, it could throw off

“polyester.” They need to know the

A

What things should a
printer take into
consideration when
choosing a different
ribbon?
Knowing what your label will

wax/resin or resin? Who makes it?
provide, the more likely it is that
you’ll be pointed in the right
direction toward an alternative
that will provide comparable
performance.
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Think Differently
Identifying a sharp point of
differentiation – and living up to that
promise every day – is still the name of
the game in today’s printer/converter
marketplace. The trouble is, as more and
more companies position themselves
as “responsive,” “high-quality,” or
“a solutions provider,” customers are
finding it increasingly difficult to see
the differences in one supplier over
another. Is it time to rethink your
approach?
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Interesting Facts, Quotes & Tidbits
Online
Marketing

Eye-tracking studies show that
internet readers pay closer attention
to information-carrying images on
a webpage than copy alone.
– insightsforprofessionals.com

On Appreciation

A ten-year study performed by
HealthStream Research revealed that
79% of employees who quit their jobs
cite a lack of appreciation as a key
reason for leaving.
Performance: Accelerated - O.C. Tanner white paper

“Shocking” Trivia!
The first industrial tape
application appeared in the

Quote of the day:

early 1920s as electrical tape
(made of tar-coated cotton
with a vulcanized rubber
adhesive) to prevent
wires from shorting.

The internal customer
experience determines the
external customer experience.
- Shep Hyken, customer service expert
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