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A Great Customer
Experience Is Vital to
Long-Term Profitability
There’s a lot of buzz out there lately about the “customer experience.”
In addition to wanting good products at a competitive price,
customers are demanding high-quality experiences all along the path
to purchase, from the very first web visit, to requesting a quote, to
making their purchase decisions and beyond. In fact, it’s predicted by
Gartner, Inc., the world’s leading information technology research and
advisory company, that by 2020, customer experience will overtake
price and product as a key brand differentiator. Dr. Tony Alessandra,
President of Assessments 24x7, a global leader in online assessments,
puts it this way, “Being on par in terms of price and quality only gets
you in the game. Service wins the game.”
CONTINUED ON PAGE 3

Finding New
Opportunities
Relationships Really Do Matter
Research has shown that one of the primary sources of

information regarding new opportunities comes from a person’s
personal network – who you know and who they know. That’s
because opportunities seldom arise within a bubble. We

don’t build products and services and then hope we can find

opportunities for them. Rather, opportunities have a tendency
to present themselves in the form of conversations among

colleagues and acquaintances, which then reveal complementary
capabilities or technologies that can solve a problem. What starts
out as a conversation about how the Red Sox are killing it takes

a turn, and we find ourselves discussing a current idea, obstacle
or pain point. This can spawn new ideas or awareness about a
capability not previously known.
CONTINUED ON PAGE 2

More Habits for
Building Long-Term
Client Relationships
In our Spring 2016 issue, we talked about six of the key habits of
individuals who are successful at building strong business
relationships. To strengthen your relationships even further, here are
some additional practices you can start, if you haven’t already. And
remember, they apply to your employees as well as your customers.

Habit #7

Act in a selfless way
Reciprocal favors are very common in business. They’re like
mini-deals that can help make things happen, and they certainly
have their place. Doing something for someone without expecting
anything in return, however, can really send the relationship to a
higher plain because it means you’re approaching it with the other
person’s best interests in mind rather than your own. For FLEXcon, it
might be a Technical Service Representative making the trip to be on
press at your facility for a very important job that you’re running for
the first time, to ensure that it goes as expected. We don’t have to
do it, and we don’t charge a fee for it. It’s simply an effort to be more
helpful and to ensure your success.
CONTINUED ON PAGE 2

Finding New
Opportunities
CONTINUED FROM COVER

Quite often, the individuals involved are instrumental in uncovering an
opportunity which may not have been revealed among a different group.
Each person may have a piece to the puzzle, which creates a complete
picture only when combined. Such was the case with Polestar Technologies.
A contact at a company we’ve worked with in the past suggested Polestar
contact us to collaborate on a particular project. After getting to know us
better, Polestar realized that our two companies were also an excellent match
for yet another project, which involved coating of their sensory product onto
a pressure-sensitive film for CO2 sensors. We collaborated on that project
as well, and Polestar now has a commercialized product set to go to market.
Who knows where the project would be if not for our mutual connection?
You can read the full story on Page 6.

More Habits for
Building Long-Term
Client Relationships
CONTINUED FROM COVER

Staying in contact with the people in your network – suppliers, co-suppliers,
customers, social media contacts, even college roommates – increases the
chance that such discussions will take place. These same conversations can
present opportunities for you to get noticed by second level contacts,
allowing you to tap into their networks as well as your own. This
is where you can tell them about your business and demonstrate your
expertise. You may simultaneously expand your own knowledge, get advice,
and learn from their successes. You may also identify recurring themes –
ideas or pain points that get someone excited – which will help you
identify how you can contribute to solving a problem or enhancing a project.
One great way to expand your network is to volunteer for a cause. It’s
common for conversations at volunteer board meetings to turn to
professional topics where you can demonstrate your assets to individuals
who may need your services or know someone who does. By working
alongside them, you earn the trust of an entirely new set of contacts. An
added benefit is that the leads from these impromptu conversations tend
to be of higher quality, mainly because these folks know you, so at least a
portion of their due diligence is already complete. Furthermore, it’s less
likely that they’re just kicking tires, especially if you’ve had an in-depth
conversation about the project at hand. Board work coupled with
participation in social media groups that align with your business goals
can establish you as a go-to resource in your industry. By commenting
intelligently on trending topics and broadcasting your professional
updates within those networks, you can remind everyone of your value-add.
Of course, not every conversation is going to present an opportunity, but
nurturing relationships over time can lead to someone contacting you
over someone else based on the value that you were able to demonstrate
before the need for your services was even identified.
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Knowing that the goal is only
to help will give your customers
peace of mind and can open
the door to gaining a better
understanding of their business
and challenges. Visit in person,
ask questions, and really listen
to the responses. Shadow their
employees, if appropriate. The
time you take to understand their
needs in more depth will pay off
in the long run. The fact is,
selfless actions ultimately yield
the highest selfish returns
because they generate a feeling
of team and being in it together.
This in turn empowers your
customers to be successful - and
when their businesses are
successful, your business will be
successful. You may even find
that you forge lasting friendships
as well as strong business
relationships.

Habit #8

Offer help before
being asked
Having someone anticipate
your needs is always refreshing,
whether it’s your spouse, a waiter
in a restaurant, or a vendor for
your business. For example,
perhaps you have a customer
who needs their jobs quoted a
certain way that is different from
your normal procedure. Knowing
this and providing their quotes in
the desired form without them
having to ask every time shows
that you’re paying attention and

that you have their back. They can
count on you. When you give
your customers this level of
consideration, it demonstrates
that their business is important to
you. Depending on the situation,
it may even enable you to foresee
an unrealized issue and offer a
solution that pre-empts the
problem altogether.

Habit #9

Take responsibility
Own your actions, good or bad.
Being able to admit a mistake
does two things. First, it
positions you to be part of the
solution, maybe even before
your customer knows there’s a
problem. This can enable you to
manage the potential crisis
better and avoid additional
fallout. Secondly, it gains you the
respect of your customer as well
as their trust. Knowing that you
‘fessed up means that they can
take you at your word, which will
work to your benefit in the
future. We’re all human and
mistakes happen. While trying to
sweep them under the rug may
be tempting in the short-term,
it’s likely the truth will be
discovered at some point, and
then you’d really have egg on
your face. Better to do the
honorable thing now, simply
because it’s the right thing to do.
Besides, your customers’ trust is
much more valuable than the
cost of fixing a one-time mistake.

A Great Customer Experience Is
Vital to Long-Term Profitability
CONTINUED FROM COVER

Many companies are certainly
finding this to be true. Their
customers are more knowledgeable
and self-directed, empowered by
access to information. More
importantly, they’re no longer
married to one vendor, and are
more open than ever to engaging
with new players in the market.
And make no mistake; while most
of the research centers around
B2C interactions, the principles
hold true for B2B as well. Customers
are looking for fast and easy
interactions in real time through
their entire experience lifecycle.
Former Dell CIO Jerry Gregoire,
refers to customer experience as the
“next competitive battleground.” It’s
the place where companies
will differentiate themselves from
their competitors.

Opportunities Abound
If you keep your eyes open, you’ll
see opportunities to differentiate
yourself in the areas of service.
Not long ago, one of FLEXcon’s
sales representatives had such an
opportunity. Her customer was
experiencing some challenges
navigating our new website, so
she contacted our web
developer and put together a
quick webinar tailored specifically
to her customer’s needs and
interests. It was a relatively small
effort on our part, but for our
customer the experience stood
out as an example of FLEXcon’s
willingness to go the extra mile
for them.
Companies that can find a way
to provide optimum customer
experiences will enjoy
strengthened relationships
and customer loyalty, which will
ultimately impact their bottom
lines for the better. According to
McKinsey & Company, a global
management consulting firm,
customer-experience leaders
in B2B settings have on average
higher margins than their
competitors. In addition,
companies that engage in
transforming their customer
experience processes can expect
to enjoy higher client-satisfaction
scores, reductions in cost to serve,
revenue growth, and increased

employee satisfaction. In a
nutshell, an excellent customer
experience = loyalty/engagement
= higher sales.

Adaptation Is a Must
As customers’ expectations
change, it’s necessary to
adapt to meet those
expectations. The
current trend, of
course, is toward
mobile interaction.
More and more
customers are
doing business via
mobile, even
when there’s a PC
right in front of
them, and as the
millennial
population of our
workforce grows, so
will such mobile
interaction. That’s not
to say that traditional
channels should be
ignored. Rather, the
goal is to engage
with customers in
whatever way
will give each
individual their best
experience. This has
a lot of executives
looking for ways to
adapt to the varying
expectations of their
customers.

Adaptation
Is a Must

Get Employees On Board
While investment in
mobile-friendly technology is
must, however, there is another
equally important consideration:
your work force. If your
employees don’t fully understand
and recognize the significance of
the impact customer experience
can have on your business, the
chance that you will be able to
offer one that differentiates you
from the competition is unlikely.
Therefore, inclusion of appropriate
employee training is crucial to
transforming your customers’
experiences.
According to a survey conducted
by Oracle, successful executives
improved customer experience
through initiatives in three key
areas:

1. Employee training and
incentive programs for
providing a great experience
Instructing your employees on
the customer experience concept
and how to execute it, as well as
rewarding those who achieve high
levels of customer satisfaction, are
very important.
2. Updated core values
The core values of your company
must promote and facilitate an

excellent customer experience.
3. Implementation of specific
technology to improve
customer experience

This goes back to being not only
mobile-friendly, but making
information easily accessible,
from order history and billing to

real-time project status, as well as
individualized communications
and marketing.
While devoting profits to
something as nebulous as
“customer experience” may
seem counterintuitive, according
to Amazon CEO Jeff Bezos,
investing today in tomorrow’s
opportunities, product
development, customer loyalty,
and dedicated employees will
pay off over the long term. Just
be sure those investments are
motivated by customer focus
rather than by reaction to
competition. Bezos says, “Take a
long-term view, and the interests
of customers and shareholders
align.” If you can earn a gold star
with every interaction, over time
such exchanges will yield greater
customer loyalty, stronger
relationships and higher profits.
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Tech Tip

8 Things to Ask Yourself When Choosing a New UV Inkjet Press
7

User interface? What’s that?
Digital = run by a computer.

There are numerous settings
that the operator controls
through the equipment’s

software, such as line speed,
cure intensity, pinning

intensity, corona treatment,

and even profiling. This makes
proper training for the

operator and experience with
the interface vitally important
because s/he will need to be

able to manipulate settings to
achieve desired results.
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What level of service is right
for me? Remember that
incorporating this new
technology into your

business will be a big change
to your process, so level
of service is extremely

important. Make sure to build
a good relationship with your
supplier to help ensure you
Purchasing a big-ticket item like
a narrow-format UV inkjet press
is a lot like buying a car. You
know that you need reliable
transportation, but do you plan
to go four-wheeling or drive 100
miles every day round trip for
work? The answer will certainly
impact your choice of model.
Similarly, you may know that
you want a UV inkjet press for
short-run and variably-printed
jobs, but what kind of jobs,
specifically, do you intend to run
on it? Identifying this will help to
determine your basic needs.
Then you can think about

start with a standard flexo

station followed by the digital

regular basis, having a flexo
station may be more
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possible deterioration of the

and far between, it may not

face stock, so this will

be necessary.

depend on the kinds of

Will I need additional

materials you’ll be running.

colors beyond the standard

Your need for a chill roll may

CMYK? If not now, can they

having such flexibility may

beer distilleries cropping up

markets you haven’t before.

also depend on your curing
method. As mentioned

orange and violet can enable

above, UV is hotter than

you to get better flesh tones
and a broader range of

the color gamut. If you’re
printing mostly durables,

in my area that I’d like to

option. On the other hand,

For example, there are new craft

enable you to break into
4

What cure method makes the
most sense for me? There are

advantages and disadvantages
to both conventional UV and

Will I need a UV flexo

UV LED cure. Conventional

make hybrid printers that

requires time to warm up. It is

UV is very fast, but it also

function of a chill roll is to

to help prevent shrinking or

hand, if those jobs will be few
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Will I need a chill roll? The
lower the web temperature

digital UV inkjet. On the other

capitalize on that I can’t now?

4

greater media flexibility.

economical than going 100%

then you may not need this

station? Some manufacturers

conventional UV, allowing for

static background on a

What opportunities are there

2

to cure. It’s not as hot as

flood coat white or print a

1

job requirements might be.

warm-up time, but is slower

you’ll need the ability to

be added later? White,

take into consideration what the

used. UV LED requires no

together as one machine. If

Below are some of
the things you should
ask yourself or your
equipment sales
representative:

that’s happening near you, then

media with which it can be

unit, all integrated to work

options – like heated seats.

every time you turn around. If

very hot, limiting the types of

UV LED.
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What about finishing

equipment? It’s important
to know what finishing

equipment is compatible
with the unit you’re

contemplating. And again,
the type of finishing

equipment (laser, step and
repeat, rotary, etc.) will be

dependent on the types of

jobs. When moving to digital
printing equipment, it may

be a good time to consider
digital finishing equipment
like laser diecutting.

can get the help you need

as you’re working this new

technology into your process
as well as later on down
the road.

Other options to consider are
varnishing or overlaminating

stations and foil stamping. If you

see these as potential needs, now
or in the future, be sure to inquire
as to whether they come with the
unit or can be added later. One

thing to remember about options
is that they drive up the price, so
it’s important to determine what
you really need vs. what would
be nice.

Finally, do your homework. Read

everything you can get your hands
on about the technology and the
specific models that are of

interest. Attend industry events

where you can see equipment in

action and ask questions. Talk with
colleagues who already own one

to learn the product features they

like and dislike the most and why.
Ask about whatever factors are

most important or relevant to you.
Once you’re up and running, you
may find that completely new

market opportunities you had

never before contemplated will

open up for you and not only keep
you in the game, but get you into
the major leagues.

Surf’s Up!
The Digital Wave Has
Broken Firmly on the
Conventional Beach
While digital printing has been
around for over 20 years –
desktop printers, wide format
equipment, etc. – relatively
speaking, it has only recently
taken off in the narrow format
arena. Now that it’s caught on,
more and more end users are
demanding the use of its
capabilities. The evidence?
Sales of digital label presses
surpassed that of conventional
for the first time in 2014, and
new digital press installations
are projected to grow at 11.9%
per year until 2020, when it’s
estimated by LPC, Inc., that three
out of every four presses sold
will be digital. Furthermore,
sales of UV inkjet presses are
now catching up with those of
electrophotographic (EP)
presses, and are expected to
overtake EP by 2018.

Brands Are Driving
Demand
The demand from consumer
product brands for short run,
customizable labels and
packaging is driving the shift
from conventional to digital
due to the efficiency in job
changeover allowed by digital.
According to a 2015 survey
performed by LPC, Inc., a flexo
printer can run an average of
three to five jobs per shift,
whereas a digital printer can
run an average 13 jobs per shift.
This means that the run size
needed for a job to be profitable
comes down significantly with
digital from the average 2,400
linear feet required for flexo.
Interestingly, only five percent
of labels are currently being
printed digitally, according to
an article published by
packagePRINTING in June of
last year, leaving a lot of room
for converters with digital
presses to get into the game.
Furthermore, according to LPC,
brands are seeking out
converters with digital
capabilities more and more,
even if their packaging is
currently being printed

conventionally, leading to the
belief that brands are thinking
ahead to the jobs that may
require digital technology in
the future.
Undoubtedly, current trends
show that brands are starting
to take full advantage of the
capabilities of digital to create
packaging that speaks to a
variety of audiences. They’re
segmenting their markets by
any number of criteria, such as
region, age or gender. Where
they would previously have
produced just one package to
cover all markets, brands are
now utilizing their printers’
digital print capabilities to
instead produce several, shorter
runs of variably-printed labels to
target specific demographics.
The option to print digitally has
made this tactic affordable
without sacrificing quality.

Capitalizing on
the Digital Trend
This leaves conventional printers
in a quandary – how to service
the needs of their customers
while remaining profitable? It
can be especially disconcerting
if you own a small shop for which
purchasing a half-a-million-dollar
commercial UV inkjet unit may
be at the worst, prohibitive,
or at the very least, a major
undertaking that could cause
many sleepless nights trying to
figure out how best to approach
it and which piece(s) of
equipment to buy. While
equipment manufacturers have
begun to offer more economical
options at lower price points,
the shear multitude of options
can be overwhelming. Different
printers offer different features,
such as the number of colors,
where color pinning happens
and cure method. Most also offer
optional features that can really
drive up the price, so based on
the types of jobs you run or want
to run, you need to figure out
which ones are the true musts.
Finally, there are now a variety of
modular hybrid units consisting

of a
conventional
flexo setup
followed by
UV inkjet.

Digital
label printing
is growing
rapidly, creating
a wide range of
opportunities.

With the vast
majority of label jobs still
being run conventionally,
conventional label printing will
be around for a very long time.
However, having digital
capabilities on your production
floor can enable you to take
advantage of opportunities for
which you can’t be competitive
with conventional alone - the
shorter run, custom jobs that
require a high-end result similar
to the quality of flexo or screen.
These include labeling
applications for consumables,
such as seasonal health and
beauty products and small craft
beer brands, as well as durable
goods applications with variable
serial numbers and barcodes.
Should you choose to purchase
a UV inkjet unit, the need for an
overlaminate may only be
required for harsh environment
applications, saving you even
more time and allowing you to
be more competitive on price.
Your choice comes down to the
types of jobs your clients are
asking for. The beauty of UV
inkjet, of course, is the
combination of durable inks
with the easy setup of digital.
Hybrid solutions are quickly
increasing in popularity as well.
They allow for the best of both
worlds, so to speak. Static
imagery or a flood coat of white
can be run economically via

Consumer
brands are
using digital to
create packaging
that targets a
variety of
audiences.

flexo, and variable imagery can
go down via UV inkjet, all inline.
Add to that inline over-lamination
and finishing, and you can run
several jobs in succession with
just a few clicks of the mouse.
Furthermore, a digital press can
provide operational relief for
your conventional units from the
small jobs and free them up for
running the jobs they do best.

One Caveat to
Keep in Mind
An increased number of jobs

with quicker turnaround translates
into more order entry, more

scheduling and more billing.

The increased volume in these

areas will require some amount
of process automation to avoid

bottlenecks on the administrative
side of things. For more on this

topic, read Label and Labeling’s
article, Automate to Survive,

published online January 23, 2017.
Like it or not, the labeling
industry is once again

reinventing itself, and digital

label printing is growing rapidly,
creating a wide range of

opportunities for those ready

to ride the wave of innovation.
And FLEXcon will be right

there with you, ready to hang
ten when your perfect wave
comes along.
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Polestar Takes Advantage
of FLEXcon’s Toll
Coating Capabilities

Collaboration Brings New CO2 Sensor
Technology to Market
In early 2014, Polestar
Technologies, Inc., a recognized
leader in optical sensing
technologies, had never heard
of FLEXcon. They had developed a
revolutionary new technology that
can sense carbon dioxide (CO2)
levels in air – think scuba
equipment – and they were ready
to take it from the lab table to
full-scale manufacturing.
Interestingly, Polestar was referred
to FLEXcon for an unrelated
project by one of our technology
partners, and it was only after
collaborating on said project that
Polestar realized FLEXcon’s
capabilities might be the key for
them to commercialize their new
CO2 sensor technology. Time to
get back into the think tank.

The Project
The technology Polestar had
developed is a liquid sensory
composite which must be coated
onto a pressure-sensitive film. The
film is then installed in mixed gas
rebreathers on scuba diving tanks.
The final product is a quarter-sized
disc of polymer film that changes
from blue to yellow in a reversible
and predictable way when exposed to CO2. A white LED light
illuminates the disc from a sealed

pot below that houses the
electronics. Then a digital meter
reads the color, which is converted
to the CO2 level. The sensor
notifies scuba divers when their
oxygen supply is getting low so
that they can safely make their way
back to the surface before running
out of air.

The Process
Over the next 12-18 months,
Polestar and FLEXcon engaged in
a repetitive trial process to create
a feedback and feasibility loop.
There were numerous restrictions
on how the material could
be processed to ensure its
effectiveness and protect against
premature activation of the sensing
material through environmental
exposure. The process enabled
engineers to hone the product to
its final form and successfully
produce it on a manufacturing
scale.

The Result
“FLEXcon made it easy to take an
idea from concept to reality,” says
Jim Biagioni, COO at Polestar. “The
team worked with us every step of
the way to translate our technology
from a lab scale to a repeatable,
manufacturing process. FLEXcon

developed a custom solution for us
to use in our product development
that solves a real need for our
customer base.”
“At FLEXcon, we like to think of our
partners as the brains and FLEXcon
as the brawn,” says Shaun
McDonough, Market Development
Specialist. “They come up with all
the cool concepts, and then
collaborate with us to use our
machines in a continual iterative
process that allows those concepts
to go from experiment to
commercial reality.”
Polestar’s primary target at the
moment is both recreational and
commercial divers; however, their

new sensors have potential
applications anywhere a sensor
for CO2 is needed, such as first
responder and firefighting
equipment. The sensor
project is a great example of
collaboration between FLEXcon
and a technology partner on
a concept and then working
together to ramp up
manufacturing.
Regardless of the size or the
turnaround time for sales, at
FLEXcon we relish the chance to
work with creative engineering
minds and to find solutions to
their challenges. Our work just
doesn’t get more satisfying
than that.

Order Custom Widths Without
Purchasing a Whole Master
With our FLEXchoice™ for Prime Label Program, you
can order custom width rolls without purchasing a
whole master, and leave the off-cuts with us. Order as
little as two 5” x 10,000’ rolls of material (1200 MSI)
with no up-charge. Orders ship within two days,
and some orders may even ship the same day.
Visit www.FLEXcon.com/FLEXchoicefc for details.
FLEXchoice provides exactly what you need!
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New Web
Feature

Committed to
Your Success
BIBI ÖZER Senior Marketing
Communications Specialist,
Weesp, Netherlands
“Strong relationships are about trust.
Determine what’s needed on a project
– the tools, the resources, the time – so
you can set expectations about what’s
feasible, and then execute. When you
say what you’ll do, and then do what you say, people learn that
they can rely on you.

Filter Results

My goal is to always deliver more than is expected. I’m one part of
a larger group, so being prompt and communicating completely
enables the group, as a whole, to be successful.
I like to spend my leisure time reading, studying photography and
attending Rolling Stones concerts around the world.”

STACY STEFFEN Quality Leader
Columbus, Nebraska
“When developing custom products,
challenges are bound to arise because
‘we’ve never done this before.’ It’s
important to have a good rapport with
the machine operators, business team
members and the folks in the lab, because their insight is critical
to resolving any issues.

Search for Durable
Label Substrates by
Your Ink Technology
Ever wish you could select
from FLEXcon’s standard
UL-recognized label materials
based on the inks you use?
Now you can!
We tested a variety of ink
systems from the most popular
ink manufacturers and digital
printer OEMs for durability on
certain FLEXcon UL and
cUL-recognized substrates with
multiple overlamination options.
Then we created an online
product filter that allows you to
search for products by the UV
inkjet, flexo and screen inks you
use. You can narrow your search
right down to the specific ink
system as well as other criteria.
Next time you need to know
which FLEXcon VBS products are
UL/cUL-recognized with your UV
inkjet, screen and flexo ink
systems, our new product filter
will make it easy.

•

Search by the print
technology or ink systems
you use;

•

Narrow your results by
optional criteria such as
Overlaminate, Maximum
Temperature and Base
Film Type or Color;

•

See test data, such as
approved colors and
maximum temperature, as
well as all ink systems that
are UL/cUL-recognized on
that particular product.

We welcome your feedback on
this new web tool – what you
love about it and where we
could improve. Share your
comments and ideas with your
Sales Representative or email
converter@FLEXcon.com.

It’s a great feeling to figure out the mystery. Operators are
happy because they can successfully run the product, and the
customer is happy because we are able to provide them with
an ideal result.
Once we’ve achieved that goal, I can enjoy a day in the woods hunting deer and turkey.”

TIM ROBERTSON Sr. Mechanic/Shift Leader
Elkton, Kentucky
“As a shift leader, being able to communicate well with my team is essential to

maximizing productivity and addressing
any issues that might arise. We’ve had
several new employees in training since
adding another shift at our facility, so being able to clearly explain
processes and why they’re in place is very important.
I also find that a little encouragement goes a long way toward
getting employees through any challenges, so that we can ensure consistent quality for the customer. That and setting a good
example.
As for leisure time, I enjoy bow hunting for deer and turkey, and
treating my wife to dinner and a movie.”

Visit www.FLEXcon.com/inksfc
to search for products!
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We Welcome
Your Feedback

FLEXible

This is your FLEXible Converter. Our
goal is for it to serve as a resource

for you and your team that enables
you to capitalize on opportunities

and be more profitable. Do you have
comments on something you’ve

Converter
A newsletter dedicated to customer relationships

1 FLEXcon Industrial Park
Spencer, MA 01562-2642
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seen here or a topic you’d like to see
covered? Tell us about it by emailing
us at converter@FLEXcon.com.

The FLEXible Converter is published quarterly by FLEXcon Company, Inc. Copywriting by Elise Provost © 2017, FLEXcon. All rights reserved.

Interesting Facts, Quotes & Tidbits
The craft beer industry
is currently valued at $20 billion
(L&NW). That represents a lot
of labels!

A Younger Workforce
According to the Pew Research Center, the number of
millennials in the workforce is expected to grow to 74
million by 2025, representing 44 percent of the workforce.

Seeing Blue
Facebook is primarily
blue because Mark
Zuckerberg suffers
from red-green color
blindness.
The New Yorker
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Quote of the day:

Opportunity doesn’t make
appointments. You have to
be ready when it arrives.
— Marshall McLuhan

