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Do You Know What
Your Customers Value?
There was a time when conducting business at the Registry of Motor
Vehicles was something to be avoided. I can remember years ago
when renewing my driver’s license for the first time, arriving to find a
room with a long counter at the back and multiple clerks behind it.
Not one of them was smiling. In front of each clerk was a much
longer line of people waiting to transact whatever business they
had – heaving heavy sighs of frustration but resigned to the notion
that a trip to the RMV = lots of waiting.
I chose what appeared to be the shortest line and awaited my turn.
As more and more time passed, I began acting impatiently just like
everyone else. After what seemed like days, it got to the point where
there was just one person ahead of me. I was next! As I timidly
walked up to the clerk and identified the reason for my visit, he
handed me a form and, without even looking at me, said “Fill this
out and get back in line.” I thought, “You’re kidding, right?” He
wasn’t kidding.

A New Mindset
Around Digital
Label Printing
As digital printing takes the label industry by storm, big changes can
be expected. End users are leveraging the power of digital printing to
enable better business planning, streamline production, improve
product tracking, and enhance their marketing efforts. This is evidenced
by such things as personalized labels on consumer goods, the kitting
of labels for durable goods manufacturers, and more.

A quick history
Historically, flexographic and screen printing have been mainstays
for printing durable labels. While flexo offers the superb image
quality highly desired in the consumer label industry, it has its
limitations, most significantly, the need to produce larger quantities
of labels to be profitable. Screen printing can produce the smaller
amounts to suit OEMs’ needs, but production can be slower and costly.
CONTINUED ON PAGE 3

Joining the
Digital Revolution
A lot has been made in our industry about going digital, but there is so
much more to the digital revolution than just print technologies. It’s easy
to forget that just about everything in our world has been transformed in
one way or another by this still-emerging technology. And today we stand
on the cusp of another giant technological leap forward. From the
Internet of Things (IoT) and analytics, to augmented reality and artificial
intelligence (AI), the digital revolution will continue to shape every aspect
of our personal and professional lives for the foreseeable future. The key
for all of us lies in seeing the opportunities and finding ways to make
digital technologies work for us.
How did we get here?

I filled out my form and got back in line, this time waiting for a clerk
who looked a bit less grumpy, hoping he’d be friendlier. No such
luck. He grabbed my form, hastily typed some information into the
computer, and directed me to yet another line to have my photo
taken. **sigh** After two plus hours of waiting for a transaction that

Thomas Friedman, the Pulitzer Prize-winning author of 2005’s The World is
Flat, claims that the foundation for the modern Internet was laid in the
late 1990s, when multinational telecommunications companies strung
thousands of miles of fiber optic cables across the oceans’ floors. The
result was a global network that for the first time allowed for inexpensive
yet almost instantaneous communication from nearly anywhere in the
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Joining the Digital Revolution
Living in the Reality of a Virtual World
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world to nearly anywhere else.
Friedman predicted that this would
create an unprecedented change
in terms of the flow of ideas and
the very notion of work.
Barely 13 years later, Friedman’s
vision is playing out before us in
real time. Driverless cars, once the
stuff of science fiction, seem likely
in our lifetimes. Automation, once
seen as the savior of the working
man, has become more feared in
some places than outsourcing.
And some of our brightest and
most celebrated innovators,
including Microsoft’s Bill Gates
and Tesla’s Elon Musk, are warning
about the possible perils of AI.
Still, there are many aspects of the
digital revolution that promise
more hope than fear, along with
opportunities for those who can
see beyond the hype and focus
instead on the possibilities.

speed of the current 4G platform.
In business, companies continue
to digitize every aspect of their
work environments, from entering
orders and sample requests to
processing quotes, invoices, and
products. Others use RFID
technology to track inventory
through their warehouses, and
some have even found ways to
automate various aspects of their
production line, further reducing
the long-term costs of

example, the data from accounts
receivable, production, and sales
no longer have to exist in isolated
form, allowing for a free flow of
information among employees
and departments that allows for
improved responsiveness to
their customers’ needs. This
convergence of information
could possibly be extended to
customers and suppliers to
streamline the flow of raw
materials through production.

Where do we go from here?

In fact, Gartner, a company that
provides research and consulting
services in the information
technology field, estimates that by
2020, there will be more than 26
billion devices connected to the
internet. This, of course, includes
millions of personal devices, but
the possibilities for businesses to
increase connectivity through
equipment that is connected
directly to their customers via
the internet is already a reality,
bringing with it opportunities
for differentiation and growth.
Companies that are open to
interacting in this way will
strengthen relationships with
their customers and vendors by
providing an ease of doing
business that enables all to be
more competitive.

The advent of 5G will likely fuel the
growth of connectivity. We can
already view the feeds from home
security cameras on our phones
and send medical data directly to
our doctors through sensors on
home medical devices. Further,
the IoT allows businesses to run
equipment remotely and enables
customers to submit orders that
then go directly into scheduling
systems that in turn provide
real-time job statuses. For
the time being, it’s mainly larger
companies with bigger IT budgets

The companies that will prosper in
this environment are those that are
willing to embrace change, to look
at technology as an ally rather than
as an enemy, and to see the
opportunities lying therein.
Adaptive companies will find a
brave new world that thrives on
enhanced communication and
responsiveness, and consequently
leads to an enhanced customer
experience. Working collaboratively
with all stakeholders, these
companies will reap the benefits
of the digital revolution.

Gartner estimates that by
2020, there will be more
than 26 billion devices
connected to the internet.

Can you hear me now?
Today’s business world moves at a
pace unimaginable even 10 years
ago. Customers expect 24-hour
instant access to their vendors, as
well as a corresponding response
time in terms of products and
services. The big question now is
not what customers expect today,
but rather what they will expect
tomorrow – even faster and better
service. Technology experts
recognize this and are already
working on the next generation
of connectivity. Soon, we will begin
hearing about the 5G platform with
theoretical download speeds of
10,000 Mbps. That’s ten times the
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manufacturing. All the while,
they’re gathering data on cycle
times and lead times to help them
improve efficiencies and increase
profits.
Looking forward, more and more
companies are using application
program interfaces to help them
process large volumes of business.
These AIPs are also helping
companies marry up their
divergent existing technologies
in a manner that allows them to
eliminate internal redundancies
and harness the full power of the
data that they are gathering. For

that are taking advantage of these
types of systems, but like every
other new technology, it’s just a
matter of time before they’re
adopted by the masses.

INTERESTING PERSPECTIVES FROM NEIL

Dare to
Think Big
A New Mindset Around
Digital Label Printing
CONTINUED FROM COVER

Both require a significant amount
of time to create plates, screens,
and dies, as well as to allow for job
changeovers. They also need a
substantial amount of space for the
storage of those items along with
large quantities of label materials
and/or finished product for
customers. Flexo and screen also
require the expertise of skilled
operators to ensure proper setup,
color management and image
registration.
The impact of the long run
requirement puts constraints on the
end user in terms of label costs and
production planning. A power tool
OEM, for example, must plan far in
advance for what tools they will
produce and when, and then order a
large quantity of each label required.
The printer produces each label on
a separate roll as a separate job,
and then either the printer or the
power tool OEM must store an
inventory of labels for use over time.
Should a label design need to be
changed, any labels currently in
storage must be discarded and
reprinted, which is costly for
the OEM.
Game changer
The onset of digitally printed labels
changes the game. First, the
presses themselves often have a
smaller footprint than a flexo press.
In addition, no plates or dies are
required, so no space or work
hours are needed to make them.
A changeover in artwork is a
simple file change that can be
accomplished instantaneously and
inline, and the image quality is
comparable. As a result, the
necessary skill set of the operator
is much different from that of
flexo – a high degree of computer
savvy is required.
Instantaneous changeovers of
artwork provide desirable benefits
to end users, including the ability to
produce a series of labels with
different imagery or messaging in
the same job, as well as serial
labeling for product or component
tracking. Printers can produce labels

on demand as the customer needs
them, resulting in little or no waste
when artwork is changed and no
need to store large quantities of raw
materials or finished labels.
An example
The capabilities of digital printing
and processing are allowing printers
to reconfigure artwork so they can
produce label “kits” for OEMs that
contain sheets of labels with all the
labels on each sheet required for
each unit the OEM produces. In the
example of our power tool OEM, let’s
say the plan for the following week is
to make 2,000 sanders, 2,000 circular
saws and 1,000 hedge trimmers. The
OEM can configure the label artwork
for each item such that the printer
can produce 2,000 sheets of sander
labels, 2,000 sheets of circular saw
labels, and 1,000 sheets of hedge
trimmer labels. All the different sets
of labels can be printed, diecut and
sheeted in line, producing the exact
quantity the OEM requires for
the following week.
Now, let’s say a necessary part for
making sanders doesn’t come in as
expected and the OEM decides to
make drills that week instead. The
OEM can simply send its printer the
new artwork, which the printer can
then sub in electronically to produce
the new set of kits. The beauty of this
type of system is that there is no
overage of labels to store at either
the printer or the OEM. Furthermore,
the OEM’s process becomes more
efficient because the workers have all
the labels for each unit together on
one sheet rather than having to pull
each label from a different roll.
What lies ahead?
More and more, end users are
taking advantage of the capabilities
of digital to save money, improve
work flows, and provide better
consumer experiences. Label kitting
is only one example and over time,
we’ll undoubtedly find more
innovative ways to utilize digital
printing to meet the demands of
end users. Perhaps you will be one
of those innovators.

Achieving big results in business
requires vision. It doesn’t just
happen on its own, however. We
must have a clear picture of our
path forward and plan proactively
to ensure its fruition. Unfortunately, it can be easy to fall into the
trap of only thinking big at certain
key times, such as when there’s
a catastrophe, the lease is up for
renewal, or there’s a significant
competitive threat. This reactive
approach, however, often means
that we must make decisions
quickly, maybe even in crisis, and
denies us adequate time to plan
and prepare for what comes next.
While it’s important to be able to
react quickly in certain situations,
it’s critical to be able to anticipate
change and proactively take steps
to handle it.
The truth of the matter is that the
market is constantly evolving. Just
look at all that’s happening in the
world of digital printing. The idea
of kitting digitally-printed labels
for durable goods manufacturers
is catching on and transforming
the durable labeling industry.
It’s just a matter of time before
printers and end users come
up with more ingenious ways
to leverage digital’s capabilities
to differentiate themselves and
provide new and better products
and services.
Digital label printing is only the
beginning. The next big thing IS
coming. Whether it’s a disruptive
technology that impacts you
directly or a technological
advance that provides an
opportunity to offer an improved
customer experience, being able
to see it coming is half the battle.
From the launch of new print
technologies, to internet
connectivity of our equipment,
to automation of production
through smart devices, keeping a
finger on the pulse of emerging
changes is essential. Through
your relationships with customers,
suppliers, co-suppliers, and
end users, as well as your own
employees, you can get an idea
through what they see happening
and the requests they’re receiving. This can help you to forecast

where
the
market
Neil MCDonough
is headed,
CEO
thus
allowing you
time to prepare
and be ready to
immediately meet the
evolving needs of your
customers. Furthermore,
welcoming such changes will
allow you to envision the
possibilities of how you can
take advantage of that next big
thing in a big way for your
business.
Proactively managing change in
this way does two things. First,
it affords you the freedom to
make adjustments calmly and
systematically, in a way that is
most beneficial to your
organization, rather than being
dictated to by the situation. By
anticipating new needs, you
can purchase equipment and
software that may be required
ahead of time; you can focus
marketing efforts on anticipated
customer needs; and you can
develop your team’s skills as may
be required. This in turn allows
you to manage quality better
because you’ve had the time to
test and refine your products and
processes, ensuring that you’ll hit
the mark when the time comes.
Being adequately prepared then
allows you to stay one step ahead
of the competition. You can be
the first to offer a new product
or service, or an enhancement
to an existing one. Hopefully,
this enables you to capture a
significant share of the new
market. It differentiates you and
fosters an image of innovation
and industry leadership.
Unforeseen events will occur, of
course, so having good strategies
for reacting to them is essential.
With a proactive approach to
business, you’ll be able to
strategize and plot your own
destiny by having the workforce
and systems in place when that
next big opportunity presents
itself and, therefore, maximize the
potential of your business.
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Tech Tip

The Challenges of Skin as a Substrate
Pressure-sensitive adhesives have
long been a staple in the health care
industry. Think BAND-AID®*, medical
tapes and electronic sensing
equipment. The growing use of
items such as medicine patches,
as well as the anticipation of selfadhesive devices for personal health
tracking, however, have created a
surge in the industry for these types
of applications. As such, it seems
appropriate to have a discussion
about human skin and the
challenges of bonding to it.
Pressure-sensitive adhesives are
commonly used to stick
everything from a label onto a
shampoo bottle, to a graphic onto a
billboard, to a wound-care dressing
to skin. The relative simplicity of
sticking shampoo labels and
billboard graphics is that once the
surface has been determined, it
doesn’t vary, so selecting an
adhesive to adhere the label or
graphic is a relatively easy task.
The adhesive must create a bond
sufficient to do the job. This is driven
by the surface to which the label or
graphic will be applied as well as
possible exposures (product
contents, humidity, sunlight, etc.).
The phrase “sufficient to do the job,”
however, takes on a nebulous
meaning when it comes to skin.
The surface of skin is not so easily
defined as a polyethylene shampoo
bottle or a billboard panel due to the
infinite number of possible variations
from person to person, and even
different body parts on the same
person. For example, the skin may
be dry or damp, rough or smooth. It
could be flaky, hairy, oily or sweaty.
Furthermore, in addition to varying
by individual, these factors can
change seasonally or with physical
activity.
Critical Success Factors
It would be simplistic to say, hairy
skin is a rough texture; therefore, a
more aggressive adhesive and/or a
heavier coat weight may be the
answer. But, how much hair would
be taken off upon removal of the
bandage? Ouch!
Other challenges include contamination
such as dead or flaky skin. Sticking to
it is like trying to stick to something
covered with dirt. The skin cells stick
to the adhesive, but are partially or
fully detached from the body,
resulting in poor adhesion.
Excretions such as oil and sweat
interfere with bonding as well.
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Variations in skin type make
adhesion a challenge.

When taken together, all these factors
require balancing the aggressiveness
of the adhesive to get the desired
adhesion with the potential for pain
upon removal. In striking this balance, however, what may hurt one
person upon removal may not hurt
another based on the delicateness
of the patient’s skin (elderly/
neonatal) and the pain tolerance
of the individual.
Finally, we have the question of
compatibility. An adhesive that
causes an allergic reaction, rash, or
other irritation (which again varies
from patient to patient) will not be a
suitable choice. In fact, ISO 10993
provides specific requirements for
skin contact adhesives relative to
sensitization, irritation and
cytotoxicity.
Back to Basics – Adhesion
101 As It Relates to Skin

water that the adhesive must get
through to reach the skin.
•

•

Compatibility. Like attracts like.
The reason oil and water don’t
mix is that oil is hydrophobic; it
hates water. Cotton, on the other
hand, is hydrophilic; it loves
water. Skin is both. The amino
acids in the skin are hydrophilic,
but the oils in skin are hydrophobic.
Creating an adhesive that “likes”
both is a real challenge.
Rheology. This refers to how
deformation, in this case caused
by human movement, can affect
adhesion. The rigidity of the
bandage or device being
applied plays a major role here.
A flexible bandage will move
with the skin and be less likely
to peel or fall off, while a rigid
sensor will not, requiring a more
aggressive adhesive.

With all this in mind, let’s look at the
scientific aspects of skin adhesion.

Maximizing Adhesion While
Minimizing the “Ouch” Factor

•

Adhesion to skin has been an
ongoing challenge since the
mid-1800s when Dr. Horace Day first
combined India rubber, pine gum,
turpentine, litharge, and cayenne
pepper extract, and applied the
mixture to strips of cloth to be used
as surgical tape. Cayenne pepper?!
That sounds like pain in a bottle just
from the application if it, never
mind the removal!

Surface Energy. For an adhesive
to stick, it must be able to “wet”
the surface (i.e. spread out over
it evenly). When water beads up
on a car, it is not wetting out
because the car surface has a
lower surface energy than the
water. Similarly, for an adhesive
to wet out, it must have a lower
surface energy than the
substrate to which it is being
applied. The surface energy of
skin, however varies greatly. Dry,
flaky skin has very high surface
energy, while oily skin has very
low surface energy. Add a little
sweat, and now there’s a layer of

In balancing the aggressiveness of
the adhesive with the potential for
pain upon removal, surface energy,
compatibility and rheology must all
be taken into account, as well as

the flexibility and extensibility of
the carrier. For example, the
hydrophilicity of the adhesive can be
adjusted to increase the bond, which
may be necessary for rigid carriers
such as sensors and drug delivery
systems. Where ease of removability
may be the dominant factor, such as
with bandages or tapes being used
on delicate skin, ensuring gentle
removal will be a driving factor.
All of this, coupled with a plethora of
variations in skin, makes it obvious
why the development of skin contact
adhesives keeps many scientists
employed. If you’re seeking to break
into this aspect of the health care
market, knowing your Ps and Qs
about skin adhesion will be essential
to talking the talk with potential
customers. It’s a lot more complex
than choosing the cheapest product
out there. Understanding the
properties of each adhesive under
consideration is necessary to ensure
application success and client
satisfaction.
The good news is that there are
adhesives available that work.
Acrylics tend to be the adhesives of
choice because they are generally
able to adhere without leaving a lot
of residue or causing too much pain
upon removal. For delicate or
compromised skin, silicone
adhesives are much gentler and are
often chosen for use on neonatal
and elderly patients where a more
aggressive adhesive could
damage the skin. The challenge is
zeroing in on just the right one.
*BAND-AID is a registered trademark
of Johnson & Johnson.

Committed to
Your Success
KYLE SALCE

Senior IT Technician - Spencer

Do You Know What
Your Customers Value?
CONTINUED FROM COVER

took roughly 10 minutes of
actual time to complete, I finally
left the registry with a temporary
license and the photo from my
old license stapled to the corner.
I’m sure many of you can relate.
Fortunately, the registry has
made improvements over the
years. They looked at things from
their customers’ perspective and
found ways to make the process
quicker. How? They examined all
the steps in the process and
identified the waste. The result?
Clerks were able to service many
more customers per hour. In
addition, the crotchety attitudes
of the workers disappeared
because all concerned were
happier.
Waste in the system
How often do you evaluate
your systems for efficiency and
effectiveness? Ideally, you have
an ongoing exercise of repeated
analysis – something in the
center of your radar screen that
causes you to constantly look
for a better way of working to
eliminate steps that take time
but don’t add value. In other
words, waste. Typically, we think
of waste as the stuff that winds
up in the trash or the recycle bin,
but if your team is spending time
and resources to perform parts
of a process that offer no value
to either your external customer
or the many internal customers
involved, then it’s waste and
should be minimized or eliminated
if possible. Some examples are
overproduction, waiting,
unnecessary motion, excess
inventory, etc. In fact, according
to Jeffrey Liker, author of The
Toyota Way, most business
processes are 90% waste and
only 10% value-added work, so
reviewing and streamlining
systems on a regular basis, and

continually working to eliminate
waste, can have a significant
positive impact.
So, what do your
customers value?
Something of value to a customer
is defined as what they’re willing
to pay for. Likely, it’s things such
as products that meet their
specifications and on-time
delivery. It’s up to you to
determine what those things
are. Once you do, and you can
scrutinize each step in your
process through that lens, you
may be surprised at the amount
of waste that actually exists in
your systems. Naturally, there
will be some steps that don’t
add value for your customer but
are essential to delivering the
product, but for the steps that
add no value whatsoever,
finding a way to lose them
could significantly improve
throughput, order accuracy,
and a host of other metrics.
An added benefit will be less
frustration among your
workforce because they will be
able to focus on getting things
done rather than wasting time
with steps that they know
aren’t benefitting anyone.
Your approach to eliminating
waste could take many forms,
from evaluating certain types of
processes to focusing on one
particular area of your business
that may be struggling. As you
make improvements, you may
expand to cross-functional
processes that impact multiple
functions downstream. However
you go about it, eliminating nonvalue-added steps from your
processes can help you to level
loads and enable your team to
focus on work that your customers
truly value. This, in turn, will directly
impact your bottom line in a
positive way.

“Consistency is key when it comes
to managing a lot of computers
throughout the company. It makes it
a lot easier to troubleshoot any issues
that may occur and, in return, makes
us more efficient in doing our job and
enables us to service our customers better.
A lot of the time, we can help the user without even leaving our
desks, which shortens our response time and allows them to get
back to work more quickly. I’m constantly motivated to learn new
things that will enable me to help my co-workers down the road,
and by extension our customers as well. I’m never satisfied where
I’m at and I’m always striving for more.
Outside of work, I love to golf, even though I’m not very good.
I also enjoy spending time with my friends and family whenever
I’m able.”
BILL ROCHFORD
Facilities Maintenance – Spencer
“Defined procedures are a fail-safe
way to do it right the first time. For
example, my HVAC preventative
maintenance sheets show what needs
to be done at each machine, and so
long as you follow the list, the machine
will run without any breakdowns.
I work in facilities maintenance, and I am on my 30th year, so I
have seen and done it all when it comes to buildings and
maintenance. Every once and a while, something new crosses my
desk where I have to fabricate or make up something off the norm,
something custom. That’s what makes it fun – to see that it works
and to see how others like it.
In my time away from FLEXcon, I play a little horseshoes, hunt,
and ride my motorcycle.”
DIANA RODRIGUEZ

Customer Service Associate California
“I love what I do. I like talking with our
customers, and I find that many
customers like to call in. They say,
‘I don’t get a friendly voice from a
website; I get more out of a live
person.’ So many companies are not offering live people
anymore, and so I think it’s nice we are still doing that.
One of my favorite things is working with the School Stock program.
The teachers come and can’t believe that we are donating all this
material; it’s like gold to them. I am also happy to see it’s not going
to the landfill.
In my spare time, I like to go to Raiders games and Angel games,
in season, but most important is spending time with my family.”
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Are Relationships important in the Digital Age?

Yes.

The Answer is

Relationships impact every aspect of our working lives.

Good relationships

Personal life

keep work moving efficiently.

Customer experience

8 out of 10 people care more about good relationships with colleagues than a high salary.1
Research shows that happiness has the ability to raise productivity by 12%.2
Close workplace relationships can help create a win-win situation, improving company profit
margins while increasing customer satisfaction.

Work life

Company culture

1. Association of Accounting Technicians website, https://www.aat.org.uk (accessed November 8, 2016).
2. “Item 10: I Have a Best Friend at Work,” Gallup, Business Journal, May 26, 1999.

Bad human connections

are bad for business.
$359 billion in wasted hours3
385 million wasted working days3

due to disagreements and personality clashes
In today’s budget- and deadline-driven workplace, performance goals often override
human concerns, creating a grinding environment where frayed nerves and injured
feelings can trigger interpersonal conflicts.
3. Jeff Hayes, “Workplace Conflict and How Businesses Can Harness It to Thrive,” CPP, Inc., July 2008.

with customers – it will pay off.

89

of customers switched
to a competitor because
of a negative experience.4

5X to
6X Higher

the cost of replacing
this lost revenue
compared to retaining it.5

86%

of customers are willing
to pay more for products
& services from companies that
treat them well.4

4. “The 2011 Customer Experience Impact Report,” Oracle.com, www.oracle.com/us/products/.../cust-exp-impact-report-epss-1560493.pdf (accessed November 8, 2016).
5. “Customer Relations,” Encyclopedia for Business, 2nd ed., www.referenceforbusiness.com (accessed November 8, 2016).

Stay human

in the digital age.

Showing the human side of your business helps drive business
and long-term loyalty with customers. And since we live in a digital
world, it motivates them to want to spread the word about you
across their business and social networks.
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create strong relationships.

1. Focus on sharing
Share credit and promote
mutual success instead
of laying blame and
jockeying for position.

3. Control conflict

Cultivate a trusting relationship

%

4 building blocks that

Adopt a rational, productive
approach to conflict. Discuss
problems in person and in
private. Listen. And focus on
resolutions.

2. Keep it real
Be considerate, be yourself
and let coworkers get to
know you. Connect with
colleagues and customers.

4. Golden rule
It’s simple. Treat others the
way you’d like to be treated.
Steer clear of gossip and
badmouthing.

Your trust checklist
Understand your customers
Respond quickly
Treat them like friends
Acknowledge mistakes & fix them
Always find a solution
Thank customers for their loyalty

FLEXcon DPM UVIJ
®

®

New Products for Narrow Format UV Inkjet Printing
With narrow-format UV inkjet being the fastest-growing technology
in the digital sector, we decided it was time to develop label
products that would make the move to digital a little smoother for
all of us. To ensure performance, we worked with OEM printer
manufacturers to create a topcoat that would work consistently
across multiple press platforms. The result is FLEXcon® DPM® UVIJ,
designed for narrow-format UV inkjet printing of durable goods
labels. It utilizes our latest innovation in topcoat technology, which
is compatible with a variety of narrow-format UV inkjet systems as
well as UV flexo. This gloss topcoat is suitable for use on white
polyester and white polypropylene, and there’s no need to corona
treat for most narrow-format UV inkjet technologies. Most
importantly, you can be confident that
your customers will be thrilled
with the sharp, vibrant images
you produce, as well as

Durability You Can Count On
The DPM UVIJ line offers three base film options:

the durability.

DPM UVIJ
is compatible
with both UV
inkjet and
UV flexo.

2.0 mil
white
polyester

4.0 mil
white
polypropylene

4.0 mil white
non-topcoated
vinyl

Consistent surface
smoothness

4

4

4

Excellent
dimensional stability

4

4

4

Endurance at varying
temperatures

4

2 years outdoor
durability

4

4

5 years outdoor
durability
UL/cUL pending**

Performance Tested for Ink Adhesion and Image Quality
There is currently no standard test structure for ink adhesion related
to UV inkjet printing, so we’re working closely with our OEM inkjet
partners to establish one. We’ve adopted the ASTM D3359 standard
with a modification to test for ink adhesion. We’ve supplemented it
with the much more aggressive 3M 600 tape test to make absolutely
sure you will be able to count on our DPM UVIJ products to perform
as expected in terms of ink adhesion in durable applications. When
paired with our 1PW and 1PWS polyester or 1PPW and 1PPWS
polypropylene films, the UVIJ topcoat technology provides suitable

4
4

4

**UV inkjet inks from the printers listed will be included in our UL/cUL
listing. With this combination, you can be sure that
DPM UVIJ constructions will withstand the rigors of durable goods
applications, such as outdoor power equipment, power tools,
automotive, aerospace, industrial equipment, and supply
chain management.

No Need to Purchase a Full Master

durability against abrasion.

All products are available in our FLEXchoice™ custom width

Tested and Approved on these Presses*

form products ship from Massachusetts. Order as little as one 8” x

•

Domino N610i

•

Durst Tau 330

•

XEIKON Jetrion®† 4900 and 4950LX

•

Fujifilm Graphium®††

•

Mark Andy DSI

•

Screen USA Truepress Jet L350UV

•

The adhesive is V-344/L-344, our industry-proven solvent-based
permanent acrylic adhesive for durable goods applications.

•

There are two release liner options. Both provide reliable
feeding and excellent tracking on press.
--

50 lb. bleached kraft release liner for roll-to-roll applications

--

Our first-in-the-industry, back-side printable, 7.0 mil white
layflat release liner for roll-to-roll or roll-to-sheet applications.

ordering program. Roll form products ship from Nebraska and sheet
2,500’ roll (240 MSI) with no up-charge and leave the off-cuts with us.
You only pay for the amount of product you order. Nothing more. Orders ship in two days or less. Visit www.FLEXcon.com/FLEXchoicefc for
further details.
Finally, you can choose one label substrate to run on multiple digital
platforms and UV flexo that gives you fantastic image quality,
flawless tracking, and outstanding durability to support your
durable goods labeling business!
Be on the lookout for DPM UVIJ in clear and silver options –
coming soon.

*We recommend fit-for-use testing under actual conditions.
†

Jetrion is a registered trademark of XEIKON.

††

Graphium is a registered trademark of FUJIFILM North America Corp.
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Sampling Made Easy

FLEXible

Converter

When you need to conduct fit-for-use
testing, our Sample Department is ready
and willing to provide production run
samples of over 400 of our standard VBS
products as well as lab draw downs of your
custom constructions.
Need It Fast? No problem. Last year, we
shipped over 4,700 no-charge standard
samples within 3 days of request, and 97%
of those shipped within one day. We also
shipped over 770 custom lab samples
within 3 days. We have more than 60
products in our online store, and samples
of those products can be ordered online!
Visit store.FLEXcon.com.

A newsletter dedicated to customer relationships

1 FLEXcon Industrial Park
Spencer, MA 01562-2642

Prsrt Std
US Postage
PAID
Permit No. 2
Worcester, MA

It all comes down to making product
selection easier. Because it shouldn’t be
a guessing game. Now doesn’t that
sound good?

The FLEXible Converter is published quarterly by FLEXcon Company, Inc. Copywriting by Elise Provost and Scott Dalton © 2018, FLEXcon. All rights reserved.

Interesting Facts, Quotes & Tidbits
The First Adhesives
The first evidence of a substance
being used as an adhesive dates

back to 4000 B.C. Broken pottery

was found that had been repaired
with sticky resins from tree sap.
This tar-like glue has held for
almost 6,000 years!

Search Engine
Optimization
According to DemandZEN.com, the optimal webpage
loading time for Google is under three seconds.

Something to keep in mind for purposes of SEO.

On Consistency
In iPhone ads, the time is always

9:41 or 9:42 a.m., because Apple

events start at 9 a.m. and big product

reveals generally happen 40 minutes into

the presentation.

Quote of the day:

You are cruising along, and
then technology changes.
You have to adapt.
- Marc Andreessen, Venture Capitalist

8

