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‘‘Everything about DTG has matured 
into a vibrant, growing, and vital part 
of many decorating businesses. If 
you have not looked into direct-to-
garment as an addition to your busi-
ness, you might want to reconsider.’’

BRIAN WALKER, RTP APPAREL
from The DTG Explosion, 

Direct-to-Substrate Report, page 38

12 THE IMPORTANCE OF 
SOFTWARE FOR GRAPH-
ICS PROFESSIONALS  
Software is a crucial tool for any 
graphics professional. Find out why.

16 WRAP DESIGN: CREAT-
ING CUSTOM TEMPLATES 
FOR ACCURACY AND  
EFFICIENCY  
Charity Jackson, Visual Horizons 
Custom Signs, takes a closer look  
at an important consideration of 
wrap design — designing a two-
dimensional graphic to accurately  
fit a three-dimensional vehicle.

20 PROJECT PROFILE: 
BLOOMBOX/CASSEL 
Follow along with this vehicle wrap 
project designed to create a signa-
ture look.

This month, GRAPHICS PRO 
features the Direct-to- 
Substrate Report. 
In it, you’ll find coverage on why 
DTG is exploding in the decorated 
apparel market, how to avoid adhe-
sion challenges 
with UV-LED 
printing, plus a 
comprehensive 
product lineup 
to get you 
going in this 
segment of the 
industry. Turn 
to page 33!
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printing, plus a printing, plus a printing, plus a 
comprehensive comprehensive 
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DIRECT-TO-SUBSTRATE  REPORT
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34
A PRINT THAT STICKS 
Avoid adhesion issues in  

UV printing with these helpful 
tips and techniques.

38
THE DTG EXPLOSION 

Direct-to-garment printing is  
exploding in the apparel decorat-

ing segment; the question is,  
are you taking advantage?

42
PRODUCT SPOTLIGHT: DIRECT-TO-SUBSTRATE EQUIPMENT AND SUPPLIES From DTG to UV-LED printing, 

these products and substrates 
will elevate your printing  

business.
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Putting the spotlight on production and shop layout, this month’s cover art was provided courtesy of GPX (photographer: 
Regan Dickinson) shot on location at Impress Designs in Carrollton, TX. Inset image courtesy the St. Regis Group.
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46 46 EXPAND YOUR OFFERINGS 
WITH HIGH-VOLUME EQUIPMENT  
Determine whether high-volume equipment is 
right for your shop and how it can elevate your 
offerings.

56 SHOP FLOOR LAYOUT CON-
SIDERATIONS FOR ABRASIVE 
ETCHING GLASS OR CRYSTAL 
Familiarize yourself with each of the steps re-
quired before and after the actual etching pro-
cess to ensure success.

70 PRODUCT SPOTLIGHT: 
SHOP TOOLS 
From software to rotary attachments, 
ancillary tools play an important role in a 
graphics shop. Stock up now using this 
product spotlight.

74 LAYING OUT A DECORA-
TION FACILITY FOR SUCCESS  
It’s time to lay out a new decoration facil-
ity floor plan — these key concepts will 
elevate your business to the next level.
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92 MARKETPLACE

95 AD INDEX
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DIRECT-TO-SUBSTRATE 
REPORT

(Image courtesy Front Signs)

W e’re hearing from shops across the country that things are busier than ever. 
Despite threats of the Delta variant and some renewed masking regulations, 
events are persisting, schools are preparing to open (at the time of writing), 

and in-person trade shows are in full swing.
On the flip side, we’re still feeling some bumps from the initial pandemic wave. 

While orders are flowing in at the speed of light, many shops continue to experience 
supply chain and employment challenges. For graphics businesses, this means that 
now is more important than ever to have production and workflow processes dialed in.

It’s not enough to have your equipment set up and running — the placement of 
each piece of machinery is crucial to efficiency. Even something as small as software 
that helps with accounting and finances plays an important role in your shop run-
ning at peak performance.

From screen printing equipment to shop software, to wrap design hacks, this 
month’s issue helps you hone every production process. From point A to point Z, 
use this information to tighten your practices and overcome the challenges your 
shop faces.

We can’t see into the future, so the best thing we can do is be prepared. Have 
everything in place, run at maximum efficiency, and keep pushing the boundaries.

 

BE PREPARED
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T he woman from Overton, Texas, pop-
ulation 1,200, came in the shop two 
or three weeks before Christmas sev-

eral years ago. The petite 20-year-old blonde 
was polite and spoke with a soft Texas drawl 
as she ordered a sign for the gate of their 
family farm as a present for her dad.

I had done a few jobs for him and the 
company he ran previously, but could 
hardly picture who he was at the time. I 
asked my young client about herself and 
her family, and in the process found 
out that she was a student at Stephen 
F. Austin University down in Nacog-
doches, which was also where my son, 
Slade, was getting his business degree 
at the time. I inquired if she had by 
chance met Slade Williams during her 
time on the campus down there.

Beth Ann Wedgeworth replied, “I’m 
not sure that I have, but then there are 
thousands of young men who go to 
school at SFA.”

“Well, when you get back to college 
after the holidays, you might look him up,” 
I responded, then finished by saying, “And, 
you won’t have a hard time finding him, be-
cause he’s the smartest, best-looking young 
man there.” She smiled, almost giggled, but 
my expression was a bit more serious as I 
pretty much meant what I said. 

She would come to believe it later. In fact, 
her dad Steve is still a customer and told me 
just the other day that Beth Ann describes 
Slade, who she knows quite well today, 
as probably the smartest person she’s ever 
met. And I imagine she finds him pretty 
attractive too, after seven years of marriage 
and two beautiful kiddos … who are also 
mighty smart and beautiful if you ask either 
one of their granddads. 

Slade and his older brother, Sloan, grew 
up around the sign shop, and worked there 
on and off until they left for college. Sloan 
was gone for only a year or so, then worked 
at several different jobs before coming to 

work full-time at the sign shop. He never 
determined what he should study at col-
lege, and I had only done a bit better having 
finished a local two-year college. Barely 20 
years old and already buried with sign work, 
I decided to stay home, get married, rent a 
tiny shop building, and go full-time in the 
sign and graphics business.

I have experienced a lot of things in the 
commercial sign business, both good and 
bad, but I have never been bored. Not 

so for Sloan, the older brother. He knew 
soon after being full-time at the sign shop 
that there were other things he wanted to 
do. And, without the business degree his 
brother earned, talked me into going into 
another business, attracted his brother into 
the fray as well, and Sloan’s idea of a new 
venture will soon be 10 times bigger than 
the sign shop.

So, my growing family has changed my 
life, changed everything, and I definitely 
can’t be bored now. Not that things are easy, 
or ever have been, except maybe steering 
my daughter-in-law in the right direction. 
I have to admit, that was fairly easy. 

Running a family business is never easy, 
as even two good boys, two brothers with 
talent, are not going to get along every day, 
and might, just might not get along any day 
if dad was not also involved. These two boys 
are so different it is amazing. 

For example, the last business trip we took 

together just before COVID was to an in-
dustrial trade show in Atlanta. We drove 
to Dallas together to catch the plane and 
had time to eat a pleasant lunch before the 
flight. Sloan’s lunch involved three spiked 
iced teas, maybe four, just to get him relaxed 
enough to get on the plane. He rarely even 
drinks but hates to fly, and that’s what it 
took to get him in the air. 

By contrast, his little brother Slade is a 
pilot himself. And so is his old geezer dad, 

and we barely kept from laughing at 
Sloan’s obvious discomfort, but all 
was fine after Sloan fell asleep on the 
plane. The trade show, like others, was 
our continued education, better than 
college for the guys without degrees, 
and also for the one who has one. The 
equipment we decided to buy at the 
Atlanta show would put me further in 
debt than ever before. But the two guys 
I flew with that trip have made every 
payment and will continue to do so.

Thankful. That’s what I am, and 
that’s what I should be. 

Life’s an adventure, and to experience 
it with the most important people in the 
world who are making more most impor-
tant people (Sloan and Amy have four kid-
dos, solidly ahead of Slade and Beth’s two) 
would be at the top of just about anyone’s 
list, and certainly is at the top of mine. 

I hope your shop, your business, and your 
story are interesting and rewarding ones, 
and you are having a great month. If my 
story was over tomorrow, I’d have no room 
to complain. 

Rick Williams owns Rick’s Sign Company, a commercial 

sign shop in Longview, Texas. He has been in the sign 

industry since 1973 and has been a contributing editor to 

Sign Business and Sign & Digital Graphics since 1986. 

Contact Rick via email at ricksignco@aol.com.

 

LIFE AND CONTINUED EDUCATION
 

Left to right: Rick, Sloan, and Slade Williams.
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O
nce upon a time, not that 
long ago, graphic profes-
sionals made their art by 
hand and managed their 

bookkeeping on paper. What a 
time, right? However, if you’re 
reading this and thinking, “What 
do you mean? I’m still doing that,” 
it may be time to reevaluate your 
relationship with software and all 
the benefits you’re missing out on. 

FINDING THE ONE 
Software is a broad term that en-
compasses a wide range of topics 
and uses. Even in the graphics in-
dustry, there are a lot of different 
ways businesses utilize it. “Shops 
use software in many different 
facets of their businesses, which 
directly relate to shop manage-
ment, sales, design, production, 

scheduling, communication, and 
accounting, among others,” says 
Lila Carsten, shopVOX. 

It also helps shops be more effi-
cient and organized, adds Michelle 
Johnson, SAi. In short, software is 
a vital tool for any business. 

Finding the right software can 
be a challenging but important 
part of setting up, upgrading, or 
enhancing your business. Accord-
ing to John Falsetto, CorelDRAW, 
when deciding on which graphics 
program is best for you, it’s impor-
tant to choose a professional, full-
featured graphics software that 
supports a wide range of outputs 
and workflows and offers the flex-
ibility to handle any project. And 
while this can be one program, it 
is important to assess your needs 
and consider multiple software 
platforms that can meet them. 

One of the biggest aspects of 
this is finding a software that is 
industry-specific. While generic 
business software can accommo-
date many graphics businesses, 
one that can be configured to 
handle the different production 
types, say, what an apparel decora-

Software for All Wares 
THE IMPORTANCE OF SOFTWARE  
FOR GRAPHICS PROFESSIONALS 

B Y  C A R LY 
H O L L M A N

For people who need a more personalized training solution, 

there is Adendo.com. Combining crowd-sourcing with the lat-

est video conferencing and eCommerce technologies, Adendo.

com offers both one-on-one and small-group training classes 

for a fee. (Image courtesy SAi)

THE IMPORTANCE OF SOFTWARE 
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tion shop does, even if they also offer prod-
ucts such as awards or signage, is best from 
an efficiency standpoint, says Jay Malanga 
of ShopWorks. Additionally, he adds, for 
those doing large-format jobs, pricing is 
commonly done by square feet or linear 
feet rather than or in addition to quantity, 
so having software that can also work in 
this way is crucial. 

In integrated software, look for things 
such as the ability to preview jobs before 
printing, to RIP one job while another is 
printing to reduce wait times between jobs, 
and finishing tools that allow you to eas-
ily add hems or grommets, says Johnson. 
It should also have the ability to manage 
orders and sales, and offer shipping and 
follow-up capabilities once a job is done. 

If choosing one software that focuses only 

on the design aspect and another that focus-
es on the business management, integration 
is the key word, emphasizes Carsten. Ensure 
the programs you are using or considering 
can speak to each other. Without this capa-
bility, it’s far easier to lose or confuse details 
of a job and minimize the efficiency that the 
programs aim to provide. 

Beyond finding a software platform that 
can handle the specific needs of graphics 
businesses, the reputation of the program 
should also be considered. “When seeking 
out software solutions, be exhaustive in the 
selection process,” says JP Hunt, InkSoft. 
He suggests doing virtual demonstrations 
of all the options you’re considering to get 
a real look at capabilities, features, and op-
eration style. 

You should also ask how many compa-

nies use it, how large are those companies, 
and what do the majority of those compa-
nies offer, explains Malanga. 

From the get-go, training should be of-
fered for free as well. This can be in-per-
son, virtual, or through online educational 
portals that offer step-by-step tutorials, 
says Falsetto. Everyone learns differently, 
so having a variety of options is helpful 
throughout the learning process. 

Further, when you do hit a wall or en-
counter a new challenge, ask yourself what 
the program’s support system looks like. 
“When you have a problem, you should 
be able to talk directly with a live person 
who can answer your questions in a timely 
manner,” stresses Johnson. Whether this 
is through video, call or virtual chat, not 
having access to support is a red flag. 

scheduling, communication, and 
accounting, among others,” says 
Lila Carsten, shopVOX. 

It also helps shops be more effi-
cient and organized, adds Michelle 
Johnson, SAi. In short, software is 
a vital tool for any business. 

Finding the right software can 
be a challenging but important 
part of setting up, upgrading, or 
enhancing your business. Accord-
ing to John Falsetto, CorelDRAW, 
when deciding on which graphics 
program is best for you, it’s impor-
tant to choose a professional, full-
featured graphics software that 
supports a wide range of outputs 
and workflows and offers the flex-
ibility to handle any project. And 
while this can be one program, it 
is important to assess your needs 
and consider multiple software 
platforms that can meet them. 

One of the biggest aspects of 
this is finding a software that is 
industry-specific. While generic 
business software can accommo-
date many graphics businesses, 
one that can be configured to 
handle the different production 
types, say, what an apparel decora-

Opposite: Using artificial intelligence, CorelDRAW’s PowerTRACE 

can process a low-resolution bitmap image and turn it into a vector 

file, which can then be scaled up to a much larger size without los-

ing quality. (Image courtesy CorelDRAW) 
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In addition, when doing your research, 
look at how often updates are made. With 
all technology, things are constantly evolv-
ing. Especially in our new world where 
more tasks are done remotely, the ability 
to share files via the cloud is increasingly 
important, explains Falsetto. “In a world 
where the client can’t always pop over to re-
view designs and managing an email inbox 
overflowing with messy, marked-up PDF 
attachments is too time consuming, (cloud 
sharing) … is a game changer,” he says. 

So, whether the shop and its clients are 
on a tablet, computer, or phone, the in-
creasingly popular cloud feature helps to 
streamline the approval and design process 
from start to finish, adds Carsten. 

LEARNING CURVE 
In terms of learning, it all depends on the 
dedication of those studying it. But with 
dedication, according to Malanga, a shop 
with eight users can expect to have a good 
grasp of the operations within 60 to 90 
days.

During this period, Hunt suggests nomi-
nating specific team members to become 
the subject matter expert of the new tech-
nology that you are adopting. These team 
members will learn and implement soft-
ware and train others. After these members 

Taking orders and manag-
ing them on paper is 
analogous to a manual 

screen-printing press. It works, but 
you cannot do volume economically. 
Managing orders using software is 
analogous to an automatic press. The 
more automated and faster process 
allows your business to grow.” 

— JAY MALANGA, SHOPWORKS

Finding the right software can be a challenging but important part of setting up, upgrading, or enhancing your busi-

ness. (Image courtesy Trotec)

COMMON INDUSTRY SOFTWARE
Having industry-specific software is crucial as different graphic  
formats have different requirements. Some common types are: 

• RIP (RASTER IMAGE PROCESSING) – This software generates print instructions for print hardware, explains  
JP Hunt, InkSoft.

• DIGITIZING – Similar to RIP, this software allows for the creation and editing of embroidery files. These files provide spe-
cial instructions for embroidery machines to operate and stitch files. For more on digitizing, visit http://gpro.link/digitizing.

• VECTOR – This software helps automate raster-based bitmap images and turn them into vector-based editable files.  
According to John Falsetto, CorelDRAW, this is critical for those doing large-format work as the vector file can be scaled  
up substantially without losing clarity and quality.

Above: A good software program will 

help your shop juggle multiple proj-

ects in a variety of mediums to help 

maximize efficiency and the bottom 

line. (Image courtesy InkSoft) Right: 

shopVOX allows its users to connect 

to its accounting software with a one-

click integration to make importing 

customer lists, COAs, and tax rates 

easier. (Image courtesy shopVOX)
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In addition, when doing your research, 
look at how often updates are made. With 
all technology, things are constantly evolv-
ing. Especially in our new world where 
more tasks are done remotely, the ability 
to share files via the cloud is increasingly 
important, explains Falsetto. “In a world 
where the client can’t always pop over to re-
view designs and managing an email inbox 
overflowing with messy, marked-up PDF 
attachments is too time consuming, (cloud 
sharing) … is a game changer,” he says. 

So, whether the shop and its clients are 
on a tablet, computer, or phone, the in-
creasingly popular cloud feature helps to 
streamline the approval and design process 
from start to finish, adds Carsten. 

LEARNING CURVE 
In terms of learning, it all depends on the 
dedication of those studying it. But with 
dedication, according to Malanga, a shop 
with eight users can expect to have a good 
grasp of the operations within 60 to 90 
days.

During this period, Hunt suggests nomi-
nating specific team members to become 
the subject matter expert of the new tech-
nology that you are adopting. These team 
members will learn and implement soft-
ware and train others. After these members 

have a solid grasp on their specific skills, 
knowledge silos can be avoided by ensur-
ing cross-training for all team members, 
and that all are fully capable of using soft-
ware solutions. 

That being said, be sure to set realis-
tic expectations, says Carsten. “Set your 
expectations for learning and setting up 
the software at a slow pace so you don’t 
become overwhelmed. It’s easy to get frus-
trated and give up when you get stuck and 
want to complete too much all at once,” 
she says. This all comes back to the im-
portance of access to educational resources 
throughout the time you work with your 
software company. 

Software is a crucial tool for any graphics 
business. It not only allows you to better 
organize and create your work, but it also 
helps make your shop more efficient. This 
makes you more professional to clients, as 
well as allows you to spend your time writ-
ing your own business story.  GP

CARLY HOLLMAN is the former editor of Printwear 

magazine with over nine years of experience covering 

the decorated apparel industry. She currently works as 

a freelance writer and artist based in Denver, Colorado. 

She can be reached at carly.hollman@gmail.com.

KEY TAKEAWAYS
• DO RESEARCH. How reputable 

is the software? What is the av-
erage size and offerings of the 
shops currently using it?

• INDUSTRY-SPECIFIC. Can the 
software program accommodate 
art type, order options for large- 
and small-scale formats, and mul-
tiple types of orders as well?

• EDUCATION. Training should 
always be free and readily acces-
sible. Beyond initial training sup-
port, what resources are available 
to keep up with updates? Can you 
continue learning the program at 
your own pace? 

• SUPPORT. Can you talk to a live 
person when issues arise? Does 
the person you’re talking to have 
industry-specific experience?

Finding the right software can be a challenging but important part of setting up, upgrading, or enhancing your busi-

ness. (Image courtesy Trotec)
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W hile working with a customer on the design for their 
vehicle wrap, there are two main thoughts as we gather 
artwork and review ideas. One is the customer’s current 

branding and how we can maintain consistency with their colors, 
design elements, and overall message.

The second consideration is the overall effectiveness of the design. 
Advertising a product or service is the main goal for most com-
mercial wrap customers. Since vehicle wraps are an investment, the 
customer expects a return on the money spent, and a well-designed 
vehicle wrap will provide just that.

In this article, I want to take a closer look at a third, and equally 
important, consideration of wrap design — designing a two-di-
mensional graphic to accurately fit a three-dimensional vehicle. As 
both a wrap designer and installer, I can attest to how important 
it is to the efficiency of the installation to have graphics that are 
properly fit to the vehicle. Graphics that fit correctly also reinforce 
the first two considerations by carrying over the company’s brand 
professionally and effectively.

TEMPLATES
Vehicle templates are an excellent design tool, and we use them 
often. Art Station Vehicle Templates are our go-to templates for 
noting measurements, sketching out design ideas, noting problem 
areas on a vehicle, and proofing partial wraps and spot graphics.

When working on larger partial to full wraps, or designs with 
intricate pieces, I prefer to work on custom-made templates based 
on photos of the customer’s vehicle. To rely on these custom tem-
plates, you must take good pictures and accurate measurements.

MEASUREMENTS
You can roughly sketch out the customer’s vehicle and draw mea-
surements, but it’s easy to lose track of the points you measured. 
We keep a binder of common templates pre-printed out. It doesn’t 

 B Y  C H A R I T Y 
J A C K S O N

Wrap Design continued on page 19

This trailer has a lot of straight lines, so we straightened the photo in 

Photoshop and then scaled it to actual size in FlexiSign. Two copies of 

the scaled photo are used — the bottom photo is untouched, while on 

the top photo we mask areas we aren’t wrapping. In between these 

photos we can do all our designing; only areas that will be wrapped 

are visible, and we can get a really good idea of placement. On this 

job, we used a raster background and vector lettering and logos. 

Despite tight placement, the lettering all fit within the obstacles. This 

mask and layer process makes it easy to proof the job, and the final 

wrap looks very close to the proof. (Images courtesy Charity Jackson)

 B Y  C H A R I T Y 
J A C K S O N

CREATING CUSTOM TEMPLATES 
FOR ACCURACY AND EFFICIENCY

S I G N A G E  &  P R I N T I N G

Design
Wrap
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A vibrant full-vehicle wrap made of opaque vinyl. Vehicle wraps are an invest-

ment, and the customer expects a well-designed outcome. (Image courtesy 

Front Signs - www.frontsigns.com)
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have to be 100% accurate to the vehicle, but it will help you note 
where you measured.

For more accurate notetaking, take a moment to print out the 
template for the customer’s vehicle and write your measurements 
on it — this allows you to draw between two specific points. For 
consistency, I try to measure along body lines and between obvious 
parts that have minimal distortion.

Horizontal measurements will be more accurate in scaling the 
photo because there is less distortion. Be sure to take plenty of refer-
ence measurements, including windows, if they’re being wrapped.

Most vehicles have a natural curve that, on a flat photo, may ap-
pear shorter than it is. Make sure you measure vertical spaces for 
reference so when you’re setting up your final print files, you can 
be sure you’re giving yourself plenty of overlap.

PHOTO TAKING
Sometimes people don’t want to take the time to come in with their 
vehicle — instead, they want to send photos and measurements 
to save a trip. Inevitably, these photos will be at an angle, taken 
too high or too low, shot directly into the sun, or with some other 
distortion that affects the accuracy of how we scale the photo. All 
of these make it difficult to use the photo for proofing.

Case Study

SIGN HUB: PRODUC-
TION THAT FILLS 
THE QUALITY GAP 
B Y  G I N N Y  M U M M , 
F R E E L A N C E  C O N S U LT A N T 
F O R  R O L A N D  D G A

(Images courtesy Sign Hub)

N
ick Ouzts has an eye for opportunity. 
After working at a sign shop in Florida for a
few years, he and his wife Jessica moved back home to 

Russellville, Arkansas. Nick noticed a gap in his hometown’s market-
place for a sign shop focused on quality production and outstanding 
customer service. 

In 2014, they launched Sign Hub and, Ouzts says, “We’ve been 
busy from day one.” Today, they are in their third expanded location 
with two employees, and the future looks bright. We caught up with 
Nick to talk about his decision to start a business from scratch, how 
they attracted and grew their long list of clients, and what lies ahead 
for Sign Hub.

Q: TELL US ABOUT HOW YOU STARTED SIGN HUB.  
Ouzts: Just out of high school I was looking for a job, and my dad 
suggested I talk to my grandpa, who owned a tax business and had 
started franchising. I put together a little sign package for his franchi-
sees with banners, coroplast signs, and decals. I worked there for 
many years while I completed my college education. I had wanted 
to be a fine artist, but wasn’t sure that would pay the bills, so I pur-
sued graphic design instead. When I graduated at 29, my wife and 
I moved to Florida, and I worked for a small sign shop in an office 
products store. I learned a lot there.

When our son was born, we decided to move home to be near our 
families. We had identified that Russellville needed a sign shop that 
focused on the basics: quality production and outstanding customer 
service. 

In 2014, we started Sign Hub with our savings and hit the ground 
running. It’s been a lot of hard work, but we’ve been busy from day 
one and outgrown our two previous locations.

Wrap Design continued on page 19 Ouzts continued on page 18

F R E E L A N C E  C O N S U LT A N T F R E E L A N C E  C O N S U LT A N T 

 has an eye for opportunity.  has an eye for opportunity.  has an eye for opportunity. 

A full wrap made of opaque vinyl material for race cars. (Image courtesy Front 

Signs - www.frontsigns.com)
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Q: WHAT’S YOUR SHOP 
LIKE TODAY?
Ouzts: Our new shop is a 
4,000-square-foot freestanding 
facility just off a main street. 
It’s a big open space with the 
printer and laminator visible 
in the back. My wife, Jessica, 
is the first person clients see, 
along with our dog Kahlo.

In the beginning I did just 
about everything myself. I still 
have my hand in every job, but 
we have hired another designer 
and an installer. 

Q: WHO ARE YOUR CUSTOMERS?
Ouzts: We serve clients in the retail, industrial, restaurant, and health-
care sectors, as well as large and small service industry customers. We 
do a lot of work for Tyson and other plants around here. We’ve worked 
with the hospital, the fire department, and city hall’s planning division. 
We also work with nonprofits like Friendship Community Care.

A lot is happening right now in Russellville. The whole downtown area 
is being revamped, and new companies are coming in, some of them 
because of the world-class mountain biking trails at Mount Nebo State 
Park. I’m working on a complete signage package right now for a new 
bike shop in town. We also have orders for window graphics and inte-
rior signage as part of the downtown renovations.

It happens weekly that a client wants something done that they 
should have gotten on a month ago. The speed of the Roland VG2 re-
ally helps us out. We can leave the printer to run overnight — we just 
load up the inks and let it go. In addition, the new quick dry feature is a 
real time saver. 

Q: WHAT WOULD YOU CONSIDER TO BE YOUR SHOP’S 
SPECIALTIES? 
Ouzts: We do a lot of vinyl graphics — for windows, walls, floors, and 
vehicles. In addition to full vehicle wraps, we do a ton of partial wraps, 
or “door slaps,” along with lettering and logos for trucks, cars, and 
vans. We also produce decals, yard signs for construction and solar 
businesses, banners, you name it. 

A lot of clients come to us for a full branding package. My favorite 
thing to work on is dimensional standoff backlit interior signage. We 
also do custom exterior signage. 

Q: HOW HAS COVID-19 AFFECTED YOUR BUSINESS? ARE YOU 
STARTING TO SEE A RETURN TO NORMAL?
Ouzts: We were fortunate to be able to remain open as an essential 
business. Our employees worked from home, and my wife and I were 
in the shop. There were still a lot of businesses in this area that were 
open. Within just a few weeks we were back to being busy. Tyson Foods 
and other clients needed safety signage. We produced a lot of floor 
graphics and directional signage, as well as signs that described new 
ways of operating, like “Drive-through only,” etc. Now things are starting 
to come back to almost normal.

Q: WHAT LIES AHEAD FOR SIGN HUB? 
Ouzts: When we first started, we were selling everything from paper 
posters to outdoor signage. As we’ve grown, we’ve been able to nar-
row down the list to what we want to do. We’ll always provide high-
quality vinyl graphics for our clients. There’s so much versatility with 
vinyl, and having the VG2 makes it easy to produce vibrant designs 
quickly and accurately. We love being able to provide wraps and cus-
tom signage solutions for our customers. There’s probably a router in 
our future as well.  GP

Ouzts continued from page 17
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We insist that customers bring their vehicle 
by for us to take photos ourselves before we 
start the actual design process. If they’re seri-
ous about the investment, they should want 
to start the process on the right foot. Not 
only do we take photos when the vehicle 
comes in, but we also assess the condition of 
the paint and take a closer look at obstacles 
and potential problems not easily established 
by an emailed photo.

So how do you take a good photo for 
wrap design? Shoot the picture standing at 
the mid-point of the vehicle to avoid taking 
the photo at an angle. If the vehicle is small, 
crouch down so you’re not shooting down 
at it. If it’s a larger vehicle, step back so that 
you’re not shooting up at it.

Box trucks, utility box trucks, trailers, 
and other vehicles with clear straight lines 
are more obvious when the image becomes 
distorted. By taking these photos into Photo-
shop, the distortion can be corrected by using 
the guidelines and edit tools found under 
Edit>Transform>Skew or Warp.

CROPPING
Since we’re designing on photos of the ve-
hicle, we want the color and sharpness of the 
image to look good for the proofing process. 
Once the image has been straightened, we 
also crop it down a bit so the focus of the 
image will be on the vehicle and design, not 
on background noise.

If we are designing in FlexiSign Pro as a 
vector-based design, we don’t need the size of 
the photo to be overly large — a high enough 
resolution for a crisp image, but not so high 
that it takes up unnecessary time to save.

Suppose we’re designing the wrap in Pho-
toshop because we’ll incorporate images 
or raster artwork. In that case, we need to 
start with a high enough resolution photo 
to maintain crisp images once the wrap is 
printed. Cropping the image to the vehicle, 
leaving a bit of space for the overprinting, 
allows you to work with a large file that isn’t 
wasted on background space that will be 
cropped out when you set up your print files. 

For example, if you’re working with a 150 
MB art file and you’ve left a lot of space 
around the vehicle itself, when you get final 
approval and crop down to just the vehicle, 
your actual artwork may be too low resolu-
tion for printing.

SCALING
Accuracy of the template you work with is 
crucial to the final wrap fitting the vehicle 
correctly. Whether I’m creating a template 
in FlexiSign or Photoshop, I like to save a 
copy of the photo, cropped and sharpened, 
at about 4 MB.

Take this image into FlexiSign, and us-
ing the vehicle’s measurements, the photo 
is scaled to actual size. I check my scale with 

multiple measurements on different areas of 
the vehicle to be sure my scale is accurate.

If you did any adjusting to a photo using 
the skew or warp tools in Photoshop to fix 
distortion and straighten lines, you could 
adjust the scale in FlexiSign to be sure your 
“actual size” is accurate. This means that 
when you distorted the image in Photoshop 

continued on page 94

Wrap Design continued from page 17

Consider how important it is to the efficiency of the installation to have graphics that are properly fit to the vehicle. 

(Image courtesy Front Signs - www.frontsigns.com)

GP_SEP21-ADS.indd   19 8/16/21   4:44 PM

http://www.graphtecamerica.com


GRAPHICS-PRO.COM  2 0 2 1  S E P T E M B E R  G R A P H I C S  P R O   2 1

 Project Profile: BloomBox/Cassel

Making Business Bloom
HOW A VEHICLE WRAP PROJECT HELPED  
CULTIVATE A GROWING BUSINESS

 B Y  N A T H A N  S T R O M B E R G

E
very company needs to f ind 
its signature look — a strong, 
unique impression to cement it-
self in the minds of its customers 

from the get-go. BloomBox is no differ-
ent. Founded in July 2016, the company’s 
goal was and still is “to give people access 
to high-quality, locally grown plants that 
are affordable,” says John Courian, for-
mer marketing manager of the company.

Since its founding, BloomBox has 
worked toward its vision of getting a gar-
den to every household in the nation. But 
as the business has grown, they’ve needed 
to expand and update their look. That’s 
where their recent branding project came 
in: a newly designed fleet of vans, with the 
help of Cassel, a Pennsylvania-based fleet 
graphics company.

MAKING THE DESIGN
Coming into this project, BloomBox had 
a pretty good idea of what it wanted its 
fleet of vans to look like. The gardening-
focused company has 52 employees, two 
locations, and services over 20 counties in 
various states. Having this much ground to 
cover for its customers, BloomBox wanted 

A BloomBox worker is excited to be getting plants out of 

a newly designed van. (All images courtesy BloomBox)

S I G N A G E  &  P R I N T I N G
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to make sure that the brand stood out.
BloomBox initially worked with Infan-

tree, a design agency in Lancaster, Penn-
sylvania, to get their custom design locked 
down. “We picked Infantree as they … 
have a very good reputation for doing 
top-quality work. They were able to take 
our ideas of what we wanted the vans to 
look like and brought them to life. They 
listened to us and brought in some of their 
own ideas, too,” Courian says.

BloomBox’s work with Infantree is what 
connected them to Cassel. “Infantree has 
worked with Cassel on other projects and 
suggested them as they have had great ex-
periences with their work,” Courian con-
tinues. From that moment, a partnership 
was born.

PROJECT PARTNERS
Andrew Mobarak, vice president of Cassel, 
says that the company’s mission statement 
is to “Make Vehicle Graphics Easy.” This 
was no different when they took on the 
project of putting designs on BloomBox’s 
fleet of vans.

Opened in 1945, Cassel has had a long 
time to master the craft of vehicle graph-

ics design and installation. The company 
initially started as a one-man shop that 
specialized in hand truck lettering, but as 
the industry evolved, so has Cassel. 

Cassel now has 25 employees, multiple 
sites, and is driven by technology. The 
business has grown by being focused on 
commercial fleet graphics, according to 
Mobarak. These factors made Cassel the 
perfect partner for BloomBox to help grow 
its business and solidify its brand image on 
a larger scale.

BloomBox’s inquiry to Cassel was also 
special in another way. Mobarak recalls, 
“The exciting vision and growth they are 
experiencing, as well as the awesome de-
sign they brought, made this an exciting 
project to work on. We rarely do full van 
wraps with the roof covered, and with a 
message on top.” Cassel didn’t just get to 
work on what they specialize in, but they 
got to do something a little more unique 
for their trade that helped keep the com-
pany’s horizons growing. 

“There was lots of collaboration with 
Infantree and BloomBox throughout the 
project. Infantree was doing the design and 
brand management work for BloomBox, 

and we worked with them to make sure 
the company’s design was displayed on the 
vans in a way that aligned with their brand 
objectives,” says Cassel’s Mobarak. 

That was one of the key elements in 
making sure that everyone involved got 
what they needed out of this. Cassel care-
fully followed the designs supplied by In-
fantree to ensure that what they were doing 
was up to BloomBox’s standards.

“We trusted Cassel with making this 
come to life and in particular choosing 
which products to use and the application 
of it onto our vans,” says Courian. The 
collaboration effort was in full swing, and 
the project was ready to get started.

THE PROCESS
With the ideas from BloomBox and the 
design from Infantree, Cassel was ready 
to get started on BloomBox’s van fleet. 
Cassel had to decide what materials and 
products to use so that the designs on the 
vans would be durable and long-lasting, 
necessary elements for BloomBox’s needs. 

On the technical side, BloomBox has 
had to constantly improve its website’s 
functionality to account for more user 

One of BloomBox’s vans 

with its new design applied 

and wrapped by Cassel.
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traffic on it. On the physical 
side, the company has had to 
work on maximizing efficiency 
in its organizing processes to be 
able to work faster and fulfill its 
higher volume of orders. Courian 
explains, “Going from a busy day 
two years ago being 50-100 or-
ders to a busy day now being over 
500 orders has been a challenge 
to adjust our systems and accom-
modate that much growth.”

Cassel used Avery Dennison’s 
MPI 1105 series vinyl wrapping 
film. “We use (MPI 1105) on 
80% of our work. The versatil-
ity of the material and ease of use 
for our installers is the primary 
reason we continue to go with it 
as our material of choice,” says 
Mobarak. The product is acrylic-based, 
pressure-activated, and 2 mils thick. Along 
with the MPI 1105, Cassel used the 1.3-
mil DOL 1360Z gloss overlaminate to 
make sure the vinyl was protected.

In about three months, they got the 
finished product back to BloomBox. 
Mobarak elaborates, “This was a pretty 
straightforward wrap. It was a full wrap 
that covered the roof as well. The material 
was printed, prepped, and installed.”

THE RESULT
BloomBox couldn’t have been happier 
with the result. “We were over the moon 
with how our vans turned out. The excite-
ment that our staff showed seeing the vans 
for the first time and then our customers 
confirmed to us that this was something 
that stood out and grabbed their atten-
tion. The vans have been a great way of 
bringing our brand to life and having a 
presence in the neighborhoods we service,” 
says Courian.

This is exactly what BloomBox was 
hoping to get out of this project: a way 
to make their company’s experience more 
visible and accessible to more people, and a 
unique identity for its brand. None of this 
would have been possible without Cassel 

BloomBox was looking for a way to make their company’s experience more visible and accessible to more people, and a unique identity for its brand. BloomBox sources  

and grows its plants from local and family-owned greenhouses, hand-picks plants based on customer requests, and delivers them directly to the customers’ doorsteps.
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and its attention to detail. Courian ex-
plains, “We trusted Cassel in this process, 
and they exceeded our expectations. We 
couldn’t speak more highly of the qual-
ity of the material and how the project 
turned out.” 

One of the goals that Cassel has as a 
company is to use its business to help grow 
people. Mobarak explains, “We believe if 
we focus on the individual development 
of the people at Cassel, we will in turn 
provide excellent service and performance 
that will lead to growth.” With this proj-

ect, Cassel achieved exactly that. They 
helped cultivate BloomBox as a business. 
Now, BloomBox can continue to blossom 
like never before.  GP

NATHAN STROMBERG is an editorial/content intern at 

National Business Media. He will be a junior at the Uni-

versity of Northern Colorado in fall 2021, working toward 

a double major in Communication Studies and Journal-

ism, with an emphasis in Public Relations. You can reach 

him at nstromberg@nbm.com.

traffic on it. On the physical 
side, the company has had to 
work on maximizing efficiency 
in its organizing processes to be 
able to work faster and fulfill its 
higher volume of orders. Courian 
explains, “Going from a busy day 
two years ago being 50-100 or-
ders to a busy day now being over 
500 orders has been a challenge 
to adjust our systems and accom-
modate that much growth.”

Cassel used Avery Dennison’s 
MPI 1105 series vinyl wrapping 
film. “We use (MPI 1105) on 
80% of our work. The versatil-
ity of the material and ease of use 
for our installers is the primary 
reason we continue to go with it 
as our material of choice,” says 
Mobarak. The product is acrylic-based, 
pressure-activated, and 2 mils thick. Along 
with the MPI 1105, Cassel used the 1.3-
mil DOL 1360Z gloss overlaminate to 
make sure the vinyl was protected.

In about three months, they got the 
finished product back to BloomBox. 
Mobarak elaborates, “This was a pretty 
straightforward wrap. It was a full wrap 
that covered the roof as well. The material 
was printed, prepped, and installed.”

THE RESULT
BloomBox couldn’t have been happier 
with the result. “We were over the moon 
with how our vans turned out. The excite-
ment that our staff showed seeing the vans 
for the first time and then our customers 
confirmed to us that this was something 
that stood out and grabbed their atten-
tion. The vans have been a great way of 
bringing our brand to life and having a 
presence in the neighborhoods we service,” 
says Courian.

This is exactly what BloomBox was 
hoping to get out of this project: a way 
to make their company’s experience more 
visible and accessible to more people, and a 
unique identity for its brand. None of this 
would have been possible without Cassel 
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PRESETS
CREATE AND SAVE CUSTOM TOOLS AND COLORS

I t sometimes amazes me how many 
tools are required to complete a dig-
ital image. It’s like working on an 

old car. Specific wrenches, screwdrivers, 
pliers, gauges, etc., need to be within 
reach when working under the bonnet 
or it means several trips to the hardware 
store to purchase the perfect implement 
every time a unique situation presents 
itself. These tools collect in your tool-
box, hence over time, fewer trips to the 
hardware store. 

While digital graphics software offers 
a huge array of virtual implements, like 
a mechanic’s toolbox, the perfect tool is 
not always within reach. 

PRESETS
I should say here that at least 50% of the 
pixel-based software workflow is about cre-
ating custom tools that work to perform 
functions specific to the image that is being 
manipulated. Many tools that are created 
on the fly can be saved and stored to panels 
that can later be reused on the current im-
age or even down the line on other images. 
These new features that you as the operator 
create are called Presets, and they eventu-
ally accumulate into an arsenal of custom 
features that can be accessed at any time 
and applied to any image. 

In this article, I describe the working 
procedures for creating and storing pre-

sets in Adobe Photoshop CC. Similar 
systems for creating and saving custom 
tools are also available in other graphics 
packages.

When you create presets by adding 
unique document specs, custom brush-
es, individual colors, vibrant gradients, 
and a multitude of other options, you 
are customizing your copy of the soft-
ware and making it more compatible to 
your workflow. In other words, you’re 
filling your toolbox with items that you 
regularly or intermittently use, thereby 
saving time and labor each time you use 
the software.

BEGIN AT THE BEGINNING
Typically, an existing image is opened 
at the beginning of a workflow to be 
manipulated in any of a thousand 
ways. The image is a specific size, 
resolution, and color mode, so it has 
its own set of characteristics that can 
be edited. 

But what about a new image? By 
default, it’s just a grid of white pixels 
on a background layer. In the process 
of generating a new image, it’s easy 
to specify characteristics in the New 
Document dialog box (Figure 1). 

In fact, the top of the dialog box 
presents eight general categories of 
document characteristics including 
presets for Print, Web, and Film & 
Video among others. When any one 
of these categories is selected, several 
size and resolution options are pre-
sented in a neat list, including those 
for most types of documents. 

On the right side of the dialog box 
(the Control panel) is where modifi-
cations can be made to the specifica-
tions of any new document. Click-
ing on the arrow to the right of the 

Figure 1. The New Document dialog box can save document specifications for later use. (All images courtesy Ste-

phen Romaniello) 
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sets in Adobe Photoshop CC. Similar 
systems for creating and saving custom 
tools are also available in other graphics 
packages.

When you create presets by adding 
unique document specs, custom brush-
es, individual colors, vibrant gradients, 
and a multitude of other options, you 
are customizing your copy of the soft-
ware and making it more compatible to 
your workflow. In other words, you’re 
filling your toolbox with items that you 
regularly or intermittently use, thereby 
saving time and labor each time you use 
the software.

BEGIN AT THE BEGINNING
Typically, an existing image is opened 
at the beginning of a workflow to be 
manipulated in any of a thousand 
ways. The image is a specific size, 
resolution, and color mode, so it has 
its own set of characteristics that can 
be edited. 

But what about a new image? By 
default, it’s just a grid of white pixels 
on a background layer. In the process 
of generating a new image, it’s easy 
to specify characteristics in the New 
Document dialog box (Figure 1). 

In fact, the top of the dialog box 
presents eight general categories of 
document characteristics including 
presets for Print, Web, and Film & 
Video among others. When any one 
of these categories is selected, several 
size and resolution options are pre-
sented in a neat list, including those 
for most types of documents. 

On the right side of the dialog box 
(the Control panel) is where modifi-
cations can be made to the specifica-
tions of any new document. Click-
ing on the arrow to the right of the 

Preset Details field generates a new 
preset with the assigned characteris-
tics. Click the Save Preset button and 
the new document characteristics are 
saved to another dialog box. To access 
the new preset and create an identi-
cal new document, click on the Saved 
category label (Figure 2), then click 
the Create button, and voilà! There 
you have it.

BRUSH PRESETS
Now that the new, white canvas is 
displayed on your monitor, you may 
want to apply color with a special 
brush. Start by selecting an open im-
age with any of the selection tools. 
The area must be a part of an image 
or filled with a color (Figure 3). 

From the Edit menu, choose Define 
Brush. Once the brush is defined, it 
shows up in the Brushes panel. It’s re-
ally that simple. 

Even if you close Photoshop and 
discard the settings, when you reopen 
it, the brush will be available in the 
panel. It resides in a Presets folder 
labeled Brushes inside the Adobe 

Figure 2.  

To access the 

new preset and 

create an iden-

tical new docu-

ment, click 

on the Saved 

category label 

then click the 

Create button.
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Figure 3. Once 

the brush is 

defined, it will 

show up in the 

Brushes panel.

Figure 4. Modify the characteristics of your new brush in the 

Brush Settings panel and apply it with new size, spacing, and 

color alterations.

Figure 5. Thousands of brush presets are available online. 
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Photoshop applications folder. It doesn’t, 
however, reside as a single brush but as part 
of the Brushes panel where it was made. 
Additional brush panels with multiple 
brushes can be made and saved as presets.

You can then choose the Brush tool and 
modify the characteristics of your new 
brush in the Brush Settings panel and ap-
ply it, as in Figure 4 where the size, spac-
ing, and color have been altered.

Thousands of premade brush presets 
are available online. Downloaded and in-
stalled, they will be available in the Brushes 
panel to be used at any time on any docu-
ment (Figure 5). Not only that, but any 
alteration to an existing brush can easily 
be saved as a new preset.

COLOR PRESETS
The consistency of color from one docu-
ment to another is important, especially if 
working commercially for a client whose 
graphic identity relies on specific color 
treatments. Of course, most graphics soft-
ware packages provide the ability to create 
and store custom colors and access them 
while working on any document. 

Stored colors reside in the Swatches pan-
el. As with brushes, new colors are saved 
to a panel that stores solid colors in rows 
of little squares. Individual colors can be 
saved as presets as well as entire panels. The 
Swatches panel displays individual colors 
and a list of default colors that have been 
saved as Groups. 

There are several ways to add a color to 
the Swatches panel. Perhaps the easiest 
is to click on the Foreground or Back-
ground color swatch in the tools panel 
to display the Color Picker. Specify the 
color that you want, then click Add to 
Swatches (Figure 6). 

To create a group of colors, select mul-
tiple colors in the Swatches panel by press-
ing the Shift key and clicking on the first 
and last color in the desired range of colors, 
or to select non-consecutive colors press 
the Command (Mac) or Control (Win) 
key and click the desired individual colors 
to highlight them. From the Swatches Op-
tions menu (the four little lines on the up-
per right of the panel) choose New Swatch 
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To apply the pattern, use the Pattern Stamp or select it from the 
pattern list when making a Pattern Fill layer (Figure 9). 

Here’s an interesting little discovery I stumbled on when writing 
this article. If you select pixels with the Rectangular Marquee that 
are surrounded by transparency and save the area as a pattern, the 
pattern preset will contain transparent areas (Figure 10). You learn 
something new every day!

GRADIENT PRESETS
Saving a custom gradient as a preset is a little different and requires 
a few extra steps. First, go to the Window menu and choose Gradi-
ents from the list. From the Gradient Options menu, choose New 
Gradient Preset. The Gradient Editor is displayed. Choose one of 
the gradients in the list and modify it by adding, subtracting, or 
changing colors and moving the house-shaped color and transpar-
ency sliders to produce the exact color combinations that you want. 

Name the gradient and click on the New button to save it to the 
list at the top of the dialog box. Then close the Gradient editor. 

To place the new Gradient in a folder, go to the Gradient Options 
menu and choose New Gradient Group. Name the group and drag 
the gradient(s) you made from the list into the group (Figure 11).

PROGRAM THE PROGRAM 
Creating presets is a way of customizing your software so that you 
have all of the tools you need at your fingertips. Essentially, with 
Presets, you are reprogramming your software to increase its po-
tential. Presets streamline your workflow so that at any given time 
you can grab a custom brush, color, pattern, or gradient and apply 
it to an image. 

Figure 6. Spec-

ify the color that 

you want in the 

Color Picker then 

click the Add to 

Swatches button. 

Figure 7. From the Swatches Options menu (the four little lines on the upper right 

of the panel) choose New Swatch Group. Name the group in the dialog box that 

appears and click OK.

Group. Name the group in the dialog 
box that appears and click OK. The new 
group now appears in the Swatches panel 
(Figure 7). The group is automatically 
saved as a preset for use at any time on 
any document.

PATTERN PRESETS
Much like brushes and colors, custom 
patterns can be created and stored as 
presets. To create a pattern, select an area on any image with 
the default Rectangular Marquee tool. The rectangular marquee 
should not be feathered. 

Then, in the Edit menu, choose Define Pattern. Name the 
Pattern and click OK (Figure 8). The pattern will be saved in 
the pattern list as a preset and nothing further needs to be done. 
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There are many other features for which presets can be made. Actions, 
Layer Styles, Tool configurations, Character (type) Styles, and Shapes can 
all be saved as presets. Also, all of the specific adjustments that you apply 
to an image such as Levels, Curves, Hue/Saturation, Photo Filter, etc., can 
be recorded, saved as presets, and reapplied with identical specifications 
to additional documents. 

It is to your advantage to explore this powerful feature. Ultimately if you 
use presets, you will save hours of time and labor and increase the capacity 
of your digital toolbox.  GP

Clockwise from top left: 

Figure 8. Name the pat-

tern and it will be saved in 

the pattern list. Figure 9. To 

apply the pattern, use the 

Pattern Stamp tool or select 

it from the pattern list when 

making a Pattern Fill layer. 

Figure 10. Pixels that are 

surrounded by transparen-

cy, selected with the Rectan-

gular Marquee, and saved 

as a pattern contain the 

transparent areas as part 

of the pattern. Figure 11. 

Name the group and drag 

the gradient(s) you made 

from the list into the group.

STEPHEN ROMANIELLO is an artist and educator, teaching digital art at 

Pima Community College in Tucson, Arizona, for over 29 years. He is a certi-

fied instructor in Adobe Photoshop and the author of several books on the 

creative use of digital graphics software. Steve is the founder of GlobalEye 

Systems, a company that offers training and consulting in digital graphics 

software and creative imaging, and the CEO of Fireboy Productions, a pub-

lishing company.
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You look at your layout, then review again. It just doesn’t feel 
right. Something is off-kilter.

And at that moment, you have a decision to make: let 
it go out the door or start the revision process.

What you’ve just experienced is something that often besieges 
both the green apprentice and the seasoned professional with 
unbiased impunity. It’s the loss of equilibrium, and with it goes 
the strength of one’s design. Referenced in hundreds of online 
articles and printed in university textbooks from Basel to Boul-
der, artists have been searching and striving for balance since our 
first symbolic doodlings during the prehistory Paleolithic age.

So why all the chatter about balance? Simply stated, balance 
directs the eye. All those lengthy articles about the virtues of 
good balance frequently do nothing more than fill up page real 
estate (which I’ll try to avoid with this column). Universally 
speaking, the four most identifiable and widely used forms of 
balance are: symmetry, asymmetry, radial (or rotational), and 
pattern (sometimes written as mosaic or crystallographic). You 
can do an online search and read about balance in art. 

For every yin, there is a yang, but not every design layout will 
require pure balance — especially if design tension is the goal. 

However, without question, finding and embracing equilibrium 
in your design will instantly elevate your art higher than the 
Flying Wallendas or famous tightrope-walker-without-a-net, 
Philippe Petit.

WELCOME TO THE BALANCE DOME
Here, residing underneath the protective roof of all-things art 
are a number of steadfast rules of design layout. Employing even 
a few of these rules will result in a more cohesive and focused 
final product. 

The first thing I use when approaching any piece is the matrix. 
It’s how I establish zones or item relationships (primary, second-
ary, and tertiary) in my work. From a few quick hand sketches, 
one can find the best solution for the content (art, typography, 
logo, mandatories) before a laborious effort is executed on the 
computer. 

Bring out your inner neanderthal with some fast geometric 
doodles. The framework and your composition will greatly ben-
efit as you create a design hierarchy. The arrangement of your 
known design elements, the hierarchy will establish organiza-
tional flow. From top to bottom (or left to right), the spatial 
relationship that forms will guide the viewer’s eye precisely where 
you want them to go first. 

Within the domain of hierarchy, one can use a number of 
variables, such as scaling, contrast, hues, diametrical objects, 

 

THE MATRIX MINISTRY
FINDING AND EMBRACING EQUILIBRIUM IN YOUR DESIGNS

and rotations to further the most critical design mes-
saging. Above all, be sure one design element reigns 
high in the design hierarchy — let that one element 
be the focal point.

Along and within your matrix and hierarchy comes the 
leading character, prominence. It appears as the hero. All of 
the immediate attention and value is placed here, as layout priority 
number one. To note, the most prominent part of any design does 
not have to be a visual image. Oftentimes, a typographic headline 
or a color blocked panel garners the most attention, sets the mood, 
and has the everlasting effect on the consumer. 

If you ever find yourself struggling with a less than stellar im-
age, try using that bold and attention-getting headline front and 
center, letting the visual play a supporting role in the number two 
slot. Your vocation in this matrix ministry should therefore be the 
protector of balance and genuflect to the masters that came before 
us (and figured all of this out).

As your design or layout starts to take shape, stir in some flavor. 
As any good chef will tell you, the plated dish is only as good as the 
sum of its best ingredients. This recipe or intermingling of newly 
added elements becomes the design gumbo. From a strategically 
placed dash of color to a design element seemingly rotated to an 
obtuse angle, the unexpected use of such items delivers unique-
ness and flair.

While I’m working to achieve design harmony, I am also cogni-
zant of anything that may be considered superfluous or unneces-
sary. Are you finding ruled lines, dingbats, widgets, and second-
ary images distracting? Delete them. Does a too-large logo work 
against that wonderful, prominent image? Reduce and scale the 
logo accordingly. A harmonious design that incorporates good 
geometry, image structure, and attention to color (or lack thereof ) 
transforms the singular pieces into a powerful design synthesis.

Sometimes a design project requires something different or rath-

Sometimes the best way to establish spatial relationships in the matrix is to sketch 

it out. From a two-minute pencil sketch to a tight, design marker comp, this die-cut 

store display unit retained all of the loose, hand-drawn style the client preferred in the 

final 5’-tall standee. (Image courtesy Matt Touchard)

With several action photos to select from, this CD package design (and large-format, 

tour support digital assets) used multiple images with repetitive, staggered place-

ment. Folded panels revealed symmetrical photos for counterpoint and continuity. 

(Image courtesy Matt Touchard; photographer: Astor Morgan)
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However, without question, finding and embracing equilibrium 
in your design will instantly elevate your art higher than the 
Flying Wallendas or famous tightrope-walker-without-a-net, 
Philippe Petit.

WELCOME TO THE BALANCE DOME
Here, residing underneath the protective roof of all-things art 
are a number of steadfast rules of design layout. Employing even 
a few of these rules will result in a more cohesive and focused 
final product. 

The first thing I use when approaching any piece is the matrix. 
It’s how I establish zones or item relationships (primary, second-
ary, and tertiary) in my work. From a few quick hand sketches, 
one can find the best solution for the content (art, typography, 
logo, mandatories) before a laborious effort is executed on the 
computer. 

Bring out your inner neanderthal with some fast geometric 
doodles. The framework and your composition will greatly ben-
efit as you create a design hierarchy. The arrangement of your 
known design elements, the hierarchy will establish organiza-
tional flow. From top to bottom (or left to right), the spatial 
relationship that forms will guide the viewer’s eye precisely where 
you want them to go first. 

Within the domain of hierarchy, one can use a number of 
variables, such as scaling, contrast, hues, diametrical objects, 
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and rotations to further the most critical design mes-
saging. Above all, be sure one design element reigns 
high in the design hierarchy — let that one element 
be the focal point.

Along and within your matrix and hierarchy comes the 
leading character, prominence. It appears as the hero. All of 
the immediate attention and value is placed here, as layout priority 
number one. To note, the most prominent part of any design does 
not have to be a visual image. Oftentimes, a typographic headline 
or a color blocked panel garners the most attention, sets the mood, 
and has the everlasting effect on the consumer. 

If you ever find yourself struggling with a less than stellar im-
age, try using that bold and attention-getting headline front and 
center, letting the visual play a supporting role in the number two 
slot. Your vocation in this matrix ministry should therefore be the 
protector of balance and genuflect to the masters that came before 
us (and figured all of this out).

As your design or layout starts to take shape, stir in some flavor. 
As any good chef will tell you, the plated dish is only as good as the 
sum of its best ingredients. This recipe or intermingling of newly 
added elements becomes the design gumbo. From a strategically 
placed dash of color to a design element seemingly rotated to an 
obtuse angle, the unexpected use of such items delivers unique-
ness and flair.

While I’m working to achieve design harmony, I am also cogni-
zant of anything that may be considered superfluous or unneces-
sary. Are you finding ruled lines, dingbats, widgets, and second-
ary images distracting? Delete them. Does a too-large logo work 
against that wonderful, prominent image? Reduce and scale the 
logo accordingly. A harmonious design that incorporates good 
geometry, image structure, and attention to color (or lack thereof ) 
transforms the singular pieces into a powerful design synthesis.

Sometimes a design project requires something different or rath-

er, something very much 
the same: repetition. Not to 

be confused with that same-old-
we-have-seen-this-before/déjà vu, 

repetition is a stellar way to use art im-
ages to tell the story again and again. This 

technique does more than your step-and-repeat wallpaper patterns 
— in fact, it does the opposite by adding images in multiplicity 
(though not identical); motion is indicated or implied as well as a 
sequential fluidity. Using images that are much alike can reiterate 
the message in the simplest of layouts by generating a rhythm.

Last in my short list for a design recipe comes my favorite: 
flavor. It’s the most bodacious, spicy, and individualistic thing in 
your design kitchen. Are you (or your artist) known for a cool and 
distinctive style? Use it with self-assurance and swagger. 

That special seasoning you add can vastly alter the initial ap-
proach of an also-ran design layout to one now capable of critical 
acclaim. Without doubt, some very simplistic ideas have shined 
brightly because of that bite the art delivered. Defy convention 
and design the unexpected; the nonconformist in you will smirk 
with deliberate delight. 

To recap, the tactics are matrix, hierarchy, prominence, gumbo, 
repetition, and flavor.

TO FIBONACCI OR NOT?
Several years ago, I was the guest lecturer at Tulane University in 
New Orleans for students of advertising and marketing. During 
one of the lectures, I was questioned on the veracity and use of 
the fabled Fibonacci Sequence and additionally, the subject of 
the Golden Ratio. 

With several action photos to select from, this CD package design (and large-format, 

tour support digital assets) used multiple images with repetitive, staggered place-

ment. Folded panels revealed symmetrical photos for counterpoint and continuity. 

(Image courtesy Matt Touchard; photographer: Astor Morgan)

and rotations to further the most critical design mes-
saging. Above all, be sure one design element reigns 
high in the design hierarchy — let that one element 

Along and within your matrix and hierarchy comes the 
. It appears as the hero. All of 

the immediate attention and value is placed here, as layout priority 
number one. To note, the most prominent part of any design does 
not have to be a visual image. Oftentimes, a typographic headline 

er, something very much 
the same: 

be confused with that same-old-
we-have-seen-this-before/déjà vu, 

repetition is a stellar way to use art im
ages to tell the story again and again. This 

These large-format printed pieces ranged 

from 48’ outdoor boards to on-vessel, 

vertical posters. Hierarchy of visual 

elements went from bottom up 

on adverts, and left to right (with 

rotated images that also cre-

ated interest and tension) for 

billboards. The strong visual 

was used alone on buttons, 

decals, and patches. (Images 

courtesy Matt Touchard)
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If you’re wondering what these two 
things are, I implore you to, a) proceed 
with caution or, b) forget about it. What 
I will tell you about these two very heady 
and mathematically intense design calcu-
lations is this: both have been studied, 
investigated, and recreated in all sorts of 
media, while users have been celebrated 
or castigated. Some theories promote the 
magnitude and quantity of how these 
codes seem to be everywhere in the natu-
ral world (nautilus seashell as one exam-
ple) and used by all the great masters in 
their oeuvre (insert all the names of the 
greatest painters in history here). 

In brief, the Fibonacci Sequence (one 
of the most famous mathematical for-
mulas) has been said to bring unity and 
balance into anything by using spatial re-
lationships (as defined by the numerical 
sequence and used predominantly in rect-
angles, squares, and spirals) for the struc-
ture of one’s two- or three-dimensional 
work. The Golden Ratio (also known as 
the Golden Number) has been quantita-
tively analyzed by those in the fields of 
applied mathematics, science, astronomy, 
architecture, biology, and botany — and 
of course, the design and art world. 

Many designers that have created fa-
mous logos have used one or the other 
of these methods (or the art was reverse-engineered by a math-
fanboy to prove the Fibonacci or Golden Ratio was used) in the 
execution of the art. Is it happenstance, serendipity, or just a 
contrived myth? It all looks pretty cool and convincing if you are 
a fan of geometry, math, and have a lot of time on your hands. 

For the less-than-gifted in math crowd or if you’re slightly 
interested, there are online templates to the most basic of these 
sequences you can download and try for your design layouts. As 
for me, I’ll probably have more luck guessing Saturday night’s 
lotto number sequence.

THE QUEUE STARTS HERE
Of all the uniquely strange things I’ve learned that pertain to 
graphic design, there is one tactic that I actually think about 
week after week. Every one of us that has dined at a restaurant 
has witnessed it in action. From the backlit menu board at 
McDonald’s in Times Square to the embossed and foil-stamped 
menus of the Michelin-starred temples of utopian gastronomy, 
it’s right there in front of your face, and it’s colloquially called 
the sweet spot.

I’ve had many conversations with other 
artists and gourmands alike about this 
psychologically brilliant (or is it dubious?) 
design placement of what the restaurant 
wants you to select (and buy). This area 
— the sweet spot — is said to inhabit the 
upper right of a menu. It’s been said that 
our eyes travel to that two o’clock position 
on anything we’re reading or reviewing. 

This seems to be the result of a lot of 
research, dialogue, and good old-fashioned 
gossip. Nevertheless, I’ve designed count-
less menu boards for food and beverage 
franchises, menus for bistros and bars, and 
service lists for random industries that all 
insisted on one thing: to place the item that 
they would make the most profit on in the 
upper right quadrant — the sweet spot. 

Factually speaking, we tested this out 
with a few clients by printing two differ-
ent menus for an Italian food franchise. In 
each case, the menu was identical, but the 
upper right item was different. The result? 
No matter what the item in that quadrant, 
sales for that specific item surged by 28% 
on average. Who knows? I know you’ll 
never look at a menu the same way again.

At the end of the day, all the math in the 
world probably won’t save you (or make 
you as popular as Sir Isaac Newton), but 
studying the balance and assembly of your 

layout will give you a better idea of how others in the world see 
your design. Find your footing with any project by employing 
some of the tactics, as briefly discussed. Go online and read about 
how math and spatial relationships can enhance your workflow. 
Download templates and try a few. 

Ideally you, too, will find a sense of symmetry and equilibrium 
in everything you do. Once I discovered the aforementioned, I 
elected to try nearly all strategies and now keep a few as my go-
to selections.

Just don’t ask me to define the Pythagorean theorem or that 
bane of my existence: the Touchard polynomial. Look that one 
up.  GP

MATT TOUCHARD won his first art contest at age 8. Since 1984, his design work 

has collected accolades across nine countries. Splitting time between New Orleans 

and Switzerland, Matt’s in final production of a massive guitar book for the most 

important client of his career: himself. To talk guitars or vegan recipes, email matt.

touchard@gmail.com.
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This attractive logo employs directives of both the 

Fibonacci Sequence and the Golden Ratio togeth-

er, in vertical and horizontal composition … quite 

the balancing act. (Image courtesy Matt Touchard)

A brief window to get new marketing pieces in place 

meant no time for new photography. In this case, 

photography took the backseat to the new posi-

tioning statement — with typography deftly placed 

over the support images — delivering the prominent 

message. (Image courtesy Matt Touchard)
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Y ou have this awesome UV printer 
and want to print on anything and 
everything, right? Or maybe you 
have a new product for your UV 

equipment that can boost profits? Either 
way, you’ll need a print that sticks 
well to the product and more than 
likely, one that stands up to some 
wear and tear.

It’s true that UV printing 
offers a range of products 
and materials that set it 
apart from other decoration 
methods. However, you 
must keep in mind that the 
material you print to may 
require different process-
ing steps or print settings to 
achieve a long-lasting print.

WHY CAN ADHESION BE A 
CHALLENGE?
I was at a trade show many 
years ago and overheard this 
during a networking event: 
“We can definitely print on that 
product. That’s easy. It is the adhesion I’d 
be worried about.” As I listened to that, 
I shook my head in disbelief. While the 
statement is factually correct, the UV print 
veteran in me says that the statement is 
false. A high-quality print with proper ad-
hesion is what it really means to “print on 
that product.” 

So why can it be a challenge? I don’t want 
the readers of this article to think every 
product is a challenge. It is actually the op-
posite. There are many products and mate-
rials that are simply load and go: You load 
the printer, set your art file with standard 

settings, hit print, and you are left with a beautiful and long-lasting print.
Then there are the other materials or coatings that can be a challenge for 

printers in general. Common tough-to-print materials include glass, stainless 
steel, brass, and polypropylene. 

Remember, UV prints don’t penetrate the surface of the material like a solvent ink does 
as it sits on the surface. The aforementioned materials (among others) could have surfaces 
that don’t have what some refer to as a lot of “tooth or bite,” or they could have special 
coatings and release agents on them for the purpose of not having things stick to them.

It isn’t rocket science to overcome these challenges by dialing in the printing steps. 
There are simple, manual solutions to try for low volumes, and then there are treatment 
systems that can help you consistently maximize production.

I want to keep this piece fun, light, and informative; however, I must put on my lab 
coat and include this highly educational statement: Many of the options discussed going 
forward change the surface tension or dyne level of the treated product. That change is 
what produces a better surface for UV ink to adhere to. It’s all about surface prep and it 
can be simple to achieve.

But enough of the scientific terms. I want you to get back to printing, so let’s look at 
some solutions to your challenges.
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A PRINT THAT STICKS
AVOIDING ADHESION CHALLENGES IN UV PRINTING

B Y  M I C H A E L 
P E R R E L L I

Above: A view of the dual flame and Pyrosil treatment by the PYROBOND 4 GL 

System. Left: An example of an adhesion promoter that would be hand-applied 

prior to printing. (Images courtesy Michael Perrelli)

MAKE IT STICK
It should go without saying, but get in the habit of quickly testing 
new products or materials before going into full production. It 
will only take a few minutes and could save you some time and 
rework in the future. 

Run a simple set of colored squares with and without a white 
underbase in your standard print mode. Once completed, you can 
scratch or use the ASTM tape test to verify your print. Repeat 
as needed when testing any of the options discussed during the 
rest of this piece.

Start simple and go from there if your test print doesn’t give 
you the results you’re looking for. As you build your own library 
of experience, you will quickly reach for the results that provided 
the best adhesion in the past. 
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P E R R E L L I

MAKE IT STICK
It should go without saying, but get in the habit of quickly testing 
new products or materials before going into full production. It 
will only take a few minutes and could save you some time and 
rework in the future. 

Run a simple set of colored squares with and without a white 
underbase in your standard print mode. Once completed, you can 
scratch or use the ASTM tape test to verify your print. Repeat 
as needed when testing any of the options discussed during the 
rest of this piece.

Start simple and go from there if your test print doesn’t give 
you the results you’re looking for. As you build your own library 
of experience, you will quickly reach for the results that provided 
the best adhesion in the past. 

Clean material and avoid overhandling 
Dirty material(s) full of greasy fingerprints can hurt adhesion. 

I’ve seen many customers solve the simplest adhesion challenges 
by simply wiping the product with an alcohol wipe prior to 
printing. Plus, this wipe can help those that work in high-static 
areas or environments.

Clear ink (or varnish) can be your friend 
Depending on your printer brand or model, you may refer to 

it as clear ink or varnish. It doesn’t matter what you call it, just 
know that it can help with adhesion and durability. 

These inks tend to adhere well to a wider range of materials 
than their white ink counterparts, so you can always start this 
test by simply printing a clear pass under your colored graphic. 
Oftentimes, this pass can be done in a faster print mode than 
your full-color graphics.

AWARD WINNING UV DIGITAL INKJET PRINTERS 

We Make Product
Customization
a Breeze

Contact us today to request your personalized live demo and sample kit.

Sales@LogoJET.com  |  337.330.8471  |  LogoJET.com

Many businesses are limited because they 
can’t customize products in-house. 
At LogoJET, we make printers that print on 
almost any item, from golf balls to laptops, 
so you can print in-house to control your 
products and profits.
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Plus, this same ink can be used as a top-
coat for operators that need ultimate du-
rability and scratch resistance. Using this 
feature is where you’ll see the best level of 
protection for your print.

Wipe-on adhesion promoters
There is no shortage of adhesion pro-

moters or primers in today’s market. These 
chemicals are manually applied to the sur-
face of the material prior to printing. 

New printer owners often ask which 
primer or promoter is best. I tell them 
that there isn’t a single product that can be 
viewed as the solution for every material. 
However, there are primers that are widely 
versatile and those are the ones you’ll see in 
many print shops. Like any manual pro-
cess, mistakes and/or slow down can occur, 
so keep that in mind when implementing 
this method into your production process.
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Above: Get in the habit of quickly testing new products 

or materials before going into full production. Seen here 

is the cross-hatch/scoring test. (Image courtesy Applied 

Surface Technologies LLC) Right: One challenge you 

can face with UV printing adhesion is failure of print when 

subjected to water. Using a dual treatment of both flame 

and Pyrosil (outlined in the article) can help avoid this is-

sue. (Image courtesy Applied Surface Technologies LLC)
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Jettable adhesion promoters
Some UV printers have the ability to use jettable primers. Instead 

of being hand-applied, these primers are applied to the material 
through the print head, thus saving the extra manual step of wip-
ing the products.

In most cases, jettable primers occupy a print head slot that is 
normally occupied by ink or clear/varnish. Because of that, this 
may not be an option for some operators. For others, this may fit 
nicely into their printing process.

Standalone treatment units 
This is where it starts to get fun as the market brings continual 

innovation. Offline units like flame or plasma treatment systems 
provide the ability to treat large quantities of products quickly and 
consistently. In many cases, one of these systems can treat enough 
products for multiple printers.

These types of solutions, specifically flame treatment systems, 
have units specifically designed for cylindrical items like cups and 
drinkware as well as units that can treat flat items ranging from 
signs to coolers.

Flame treaters are a common selection for their variety of ap-
plicable materials. Plus, some units have the ability to produce 
flame and/or Pyrosil treatments. Some materials may only require 
a flame treatment to optimize adhesion, while a product like a pint 

DIRECT-TO-SUBSTRATE REPORT

glass requires both the flame and Pyrosil. This dual treatment is 
what can give those challenging pint glasses the dish-washability 
you may covet.

KNOWLEDGE SHARING: IT HELPS EVERYONE
Don’t be afraid to ask questions. Whether you ask the applica-
tion experts at your printer manufacturer or join an active social 
media group, chances are you aren’t the first person to encounter 
an adhesion challenge or two. 

The answer may already be out there, and many of the printer 
owners I have worked with are open to sharing their experiences. 
It is something that helps everyone. Don’t be scared by adhesion 
challenges. Be sure to test, adjust, and repeat as needed. 

Print smart. Print well. Print fast.  DSR

MICHAEL PERRELLI serves as the Marketing Director at CPS Resources, 

Innovative Digital Systems, and DigitalPrintSupplies.com. Focusing on all 

things product decoration over the past decade, Michael continues to be a 

contributor of content for industry publications. You can contact him at mi-

chaelp@ids-digital.com to discuss UV printers, flame treatment technology, 

or any of your decoration challenges in further detail.

A close view of the nine-burner system of the PYROTRACK. This flatbed flame treater has the ability to utilize flame and/or Pyrosil. (Image courtesy Michael Perrelli)
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D irect-to-garment (DTG) … It 
used to be a fringe edge of the 
decorating industry. One of the 
new fads that would never replace 

screen printing because it was too slow, the 
inks too expensive, and wash durability just 
wasn’t there, said some. That is definitely 
not the case today. 

Everything about DTG has matured 
into a vibrant, growing, and vital part of 
many decorating businesses. If you have 
not looked into direct-to-garment as an 
addition to your business, you might want 
to reconsider.

DTG PAST TO PRESENT
It the early days, direct-to-garment print-
ing was limited, and the printers were no-
toriously slow. Printing with only CMYK 
inks on white or light shirts was normal. 

White ink printing was non-existent or 
just coming onto the scene. Inks, wash 
durability, and cost per print weren’t that 
great, and machine maintenance was a real 
pain. 

However, since the early 
2000’s, the DTG industry 
has come a long way. It used 
to be that if you didn’t print 
every day with your DTG 
printer, it would turn into an 
expensive paperweight. To-
day, the machines are much 
more reliable. 

Machine manufacturers 
have continually developed 
and improved how the printers function, 
handle white ink, maintenance cycles, and 
increased the print speeds to where pro-
duction capabilities of some of the higher-

end DTG printers are approaching that 
of screen printing equipment. Throw in 
the improvements in pretreating, new ink 
formulations, and ease of use, and DTG 

has become a powerhouse in 
garment decorating. 

Screen printing has its ori-
gins in China around the year 
221 A.D., has been around for 
thousands of years, and today 
is well-known for production 
capabilities and wash durabil-
ity. However, screen printing 
can be a lengthy, cumbersome, 
and expensive process for jobs 
that require a lot of colors, 

multiple imprint locations, and smaller 
quantities. 

There is a break-even point where it is 
just not economically feasible to screen 

Above: From a single 

printer in a bedroom to full 

production shops with hun-

dreds of DTG printers print-

ing tens of thousands of 

shirts per day, direct-to-gar-

ment has found its place 

in the apparel decorating 

industry. (Image courtesy 

OmniPrint International)

THE DTG 
EXPLOSION

B Y  B R I A N 
W A L K E R

DIRECT-TO-GARMENT  
IS THRIVING; HAS YOUR 
SHOP CONSIDERED IT?
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print a certain job. It might be a multi-
color print on a medium- or large-sized 
order of shirts (this has and always will be 
debated as to the break-even point where 
DTG or screen printing is better). The 
time it takes to print film positives, coat 
screens, expose the screens, washout, dry, 
block-out, tape out, line up on press, ink 
up, print, and then reclaim the screens 
makes it a time- and labor-intensive pro-
cess. 

Introduce direct-to-garment, and that 
six-color job of 18 shirts can be done in an 
hour or two start to finish. Who in screen 
printing hasn’t experienced the customer 
that comes back to your shop and claims 
you shorted them a shirt or two (or they 
forgot to order it) — all after you’ve torn 
down the job from the printing press? So-
lution solved with DTG — just pull up 
the artwork, grab your shirt, pretreat, and 
print. Another satisfied customer — and 
all that can be done while they wait.

What makes DTG more alluring is the 
versatility. Direct-to-garment allows for 
more colors in the print (unlimited, but 
no special effects or special colors like neon 
or a specific spot color); the ability to print 
on demand (you can have 10,000-plus 
different designs and hold no inventory 
except blank shirts and print what you 
need, when you need it); you can resize 
the printed design on the fly (print a 4X 
adult shirt, then immediately a baby onesie 
with the same design); and generally it is 
cleaner than screen printing. 

In other words, DTG is like having the 
ability to get immediate gratification and 
see what the print will look like without 
having to worry if you will need to reburn 
multiple screens because of a mistake in 
the artwork. DTG also makes customiza-
tion like names and numbers on shirts 
super easy. Just change, click print, and go.

LEARNING CURVE
As with any printing technology, there is a 
learning curve and much of it comes down 
to experience. Many times, people new to 
the decorating business are wowed by the 

Direct-to-garment allows people to customize their own shirts, and you to print them with ease. (Image courtesy 

Brian Walker)

WHETHER YOU CHOOSE
TO PRETREAT
YOUR OWN WITH

OR TO SIMPLY

PICK. PRINT.
CURE.

USING

HAS YOU COVERED.
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ease and simplicity of direct-to-garment 
printing presented to them at a trade show. 
However, after they put their money down 
and get the printer in, they realize that it 
may not seem as easy as originally pre-
sented.

Don’t get me wrong: DTG printing is 
relatively easy, but you need to do the ba-
sics and build upon your experience as you 
grow with the business. It is not as easy as 
“load a shirt and hit the print button.”

One of the biggest hurdles most people 

getting into DTG face is learning how to 
do the pretreating correctly. Pretreating is 
the process of applying a solution to the 
printed side of the shirt to give the inks a 
base to print upon, similar to primer-ing 
drywall before you actually paint the wall. 

A hand-controlled pretreatment machine spraying a shirt; pretreating correctly is a big issue to overcome. (Image courtesy Brian Walker)

With the ability to print single, one-off designs, DTG has opened entirely new segments of the apparel printing market for on-demand type printing. (Image courtesy Brian Walker)
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Pretreatment is the “primer” for DTG 
printing — especially white ink printing. 
Pretreating is also beneficial to enhance 
CMYK-only prints for better vibrancy, 
image clarity, and wash durability.

Learning to pretreat correctly is para-
mount to being successful in DTG and 
where roughly 80% of all DTG printing 
issues derive from. Inconsistent pretreat-
ing results in poor wash durability, varying 
degrees of how the white ink appears on 
the shirt, and other issues. 

Some people learn to pretreat by hand 
but that is often messy, and you don’t have 
a good idea if you have applied the cor-
rect amount of pretreatment, nor can it be 
replicated exactly for each subsequent shirt. 
Utilizing a pretreatment machine will help 
you consistently apply the correct amount 
of pretreatment to every shirt so that every 
print will look the same. But even with a 
pretreatment machine, one needs to learn 
the correct amount of pretreatment 
to apply for a particular color, brand 
of shirt, and for the job at hand. 

Learning how your 
DTG printer performs 
will only come by expe-
rience. Keep a record of 
jobs printed, the brand 
of shirt, the amount of 
pretreatment applied, 
etc., so you can refer 
back to that when you 
are printing future jobs. 
Over time, you will learn how your printer 
prints, how the pretreatment affects the 
look and wash durability of the shirts, and 
you will be able to instantly make a good 
judgement call on the fly as you print. 

But this only comes by experience. There 
is no shortcut to becoming proficient in 
DTG printing. You can get some good ad-
vice to get started, but every shirt is dif-
ferent just as every piece of artwork and 
job is different. 

HOW DTG HAS GROWN AND IMPROVED 
Direct-to-garment is currently one of the 
fastest growing segments of the apparel 

decorating industry. With the abil-
ity to print single, one-off designs, 
DTG has opened entirely new 

segments of the apparel 
printing market for on-
demand type printing, 
from small shops operat-
ing out of a bedroom to 
print shops like Custom 
Ink. A single shirt — or 
dozens of shirts — print-
ed and delivered within 
days; single color or full-

color photographic reproductions … this 
is the beauty of DTG.

With improvements in inks, ready-to-
print shirts that require no pretreating, 
printing machine speeds increasing, au-
tomated software for making it easy to 
setup an online store to full production 
management of artwork and shop stream-
lining — DTG has grown from being the 
new kid on the block to a serious player 
in the decorating industry. From a single 
printer in a bedroom to full production 
shops with hundreds of DTG printers 
printing tens of thousands of shirts per 
day, direct-to-garment has found its place. 

That place is in many screen printing 
and embroidery shops looking to expand 
their capabilities as well as brand new, all-
DTG-printing shops catering to the mass-
es or individual niche markets. DTG is 
here to stay and continue its growth trend 
as it continues to open new markets in the 
decorating industry.

Where will DTG be in a couple of years? 
If the past growth in innovation, speed, 
ink improvements, and other advance-
ments are any indicator, we will see direct-
to-garment become even more prevalent 
within the decorating industry. The ques-
tion is, will your shop be a part of it?  DSR

BRIAN WALKER got started in the garment 

decorating industry in the mid-1980’s when he 

learned screen printing while in high school. 

Over the years, he has started several direct-to-

garment-related businesses, including I-Group 

Technologies that makes the Viper pretreatment 

machines, Image Armor (pretreatments and 

inks), as well as RTP Apparel, which produces 

Ready To Print garments that require no pretreat-

ment to be printed.

WANT TO SEE THE PRETREAT-
ING PROCESS IN ACTION? 

BRIAN WALKER DIVES INTO 
THE SCIENCE OF IT WITH  

THIS T-SHIRT EXPERIMENT:  
http://gpro.link/dtgpretreat.

If the past growth in innovation, speed, ink improvements, and other advancements are any indicator, we will see di-

rect-to-garment become even more prevalent within the decorating industry. (Image courtesy Brother)
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DIRECT-TO-SUBSTRATE REPORT
PRODUCT SPOTLIGHT:

DIRECT-TO-SUBSTRATE 
EQUIPMENT AND SUPPLIES

ORANGE AND RED UV INKS
Roland DGA announces the addition of new orange and red inks to its ECO-UV 5 
(EUV.) inks available for the company�s VersaUV LEC2 series roll-to-roll UV printer(
cutters. These additions enable LEC2-/40 and LEC2-,,0 users to use previously unavail-
able colors. EUV5 inks are also available in CMYK, gloss, white, and primer.
www.rolanddga.com

LONG-SLEEVE T-SHIRT
Augusta Sportswear Brands introduces the women�s Momentum long-sleeve T-
shirt, a V-neck made from moisture-wicking, odor-resisting fabric. The garment protects 
against the sun with ,0$ UP? and uses color secure technology to help prevent dye 
migration.
800-237-6695
www.augustasportswear.com

DTG PRINTER
ColDesi announces it carries the Epson SureColor ?2100 DT@ printer. It has five-color 
ink technology with cyan, magenta, yellow, black, and white, and can print onto light- 
and dark-colored shirts. The product can print onto garments ranging from 100% cot-
ton to 100% polyester.
www.coldesi.com

WHITE TONER TRANSFER PRINTER
Garment Printer Ink introduces the Uninet iColor /.0 white toner transfer printer. 
The product has an 11" Q 10" printer area with the ability to swap toner cartridges for 
under printing, over printing, sublimation, fluorescent printing, and more. The printer 
also works with dark and light shirts from cotton to 100% polyester, as well as hard 
surfaces including glass, wood, plastic, metal, and ceramic.
631-858-0114
www.garmentprinterink.com
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DIRECT-TO-SUBSTRATE REPORT
PRODUCT SPOTLIGHT:

DIRECT-TO-SUBSTRATE 
EQUIPMENT AND SUPPLIES

HIGH-VOLUME DIRECT PRINTING TECHNOLOGY
Marco Awards Group introduces the Direct Color Systems 7200 high-volume 
printing technology, which includes CMYK and white. The product prints on flat surfac-
es as well as round surfaces such as golf balls. Its conveyor is built to accept continuous 
jigs to feed products through the printer.
800-229-6592
www.marcoawardsgroup.com

COLLEGE HOODIE
Citadel Brands/AWDis introduces the JHA001 college hoodie by Just Hoods. The 
product is 100% cotton faced, made with 80% ring-spun cotton and 20% polyester. It is 
fully stocked in black and offered in over 40 colors in both hoodies and crews in select 
colors up to 5X.
800-229-1240
www.citadelbrands.com

ADA ALTERNATIVE
Rowmark offers the ADA Alternative matte product line, allowing users to create all 
types of Braille signs using both the Raster Braille Method or printing with a UV-LED 
printer. The ADA Alternative matte product line was specially designed by Rowmark to 
comply with the Americans with Disabilities Act (ADA) federal regulations. 
www.rowmark.com

PRETREAT MACHINE 
Brother DTG introduces its Schulze PretreatMAKER Basic, which is designed to fit with 
most digital direct-to-garment businesses. This product is a fully enclosed unit that con-
tains the spray mist. The spray can be adjusted in 2"-long increments and has a three-
tank system composed of two pretreat and one water.
866-750-2543
www.brotherdtg.com
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DIRECT-TO-SUBSTRATE REPORT

PVC SIGNBOARD SOLUTIONS
Vycom offers its Celtec PVC signboard line, which offers UV 
performance in a variety of colors. Its materials can be cut, 
formed, varnished, stained, or laminated for a variety of ap-
plications, and is recommended for direct-to-substrate inkjet 
printing.
800-235-8320
www.vycomplastics.com

TRAINING KIT
MUTOH America announces the release of its new training 
tool, the StartRight Kit. This kit features Project Application 
Guides for the XpertJet 661UF UV-LED printer, including les-
sons, video instruction, sample output, blanks, and a sample 
JIG with inserts. Instructions on using FlexiSIGN and Print MU-
TOH Edition 19 and its presets are also included in the kit. 
www.mutoh.com

PRETREATING SOLUTION
Equipment Zone offers its SpeedTreater-TX, meant for pre-
treating garments prior to DTG printing. It has an adjustable 
17" X 22" maximum pretreat area. The product comes with a 
one-year limited warranty and lifetime technical support.
800-408-0040
www.equipmentzone.com

 DSR
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W
hen a shop installs high-volume equipment, it creates the capacity to take 
business up a notch. Large-quantity T-shirt orders, interior signage for 
retail stores, exterior graphics applied to windows — these are just a few 
of the options with high-volume capabilities. 

A high-production wide-format printer, for instance, is beneficial for a 
print provider to produce everything for a large order in a timely fashion. High-volume 
equipment could make the difference for a restaurant receiving updated signage with proper 
pricing when they need it, poses Becky McConnell, FUJIFILM. 

Save-the-date magnets for a wedding or 
powder-coated tumblers with a company 
logo and name for a corporate event are 
more likely to be ordered in bulk, as well, 
according to James Stanaway, Epilog. 

However, before deciding on which prod-
ucts to offer, you must determine if high-
volume is right for your business. When 
does it make sense to invest in high-volume 
equipment? Depending on client demand, 
shop capacity, and future growth, it’s critical 
to consider every aspect when determining if 
a shop needs it, McConnell states. 

GARMENT PRINTING
When screen printing T-shirts and other 
garments, it makes sense to invest in high-
speed and high-volume equipment when 
your shop prints over 300-piece runs, ac-
cording to Taylor Landesman, Lawson 
Screen & Digital Products. However, for 

Expand Your Offerings with 
High-Volume EquipmentHigh-Volume Equipment

B Y  J U L I A  S C H R O E D E R

A wide-format printer can give a PSP the opportunity to expand its current offerings or bring work in-house that had 

been outsourced. (Image courtesy FUJIFILM)

A high-production wide-format printer is 

beneficial for a print provider to produce 

everything for a large order in a timely 

fashion. (Image courtesy FUJIFILM)
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With high-volume laser equipment, you can set up an entire table full of products to be engraved in one run. (Image courtesy Epilog Laser)

to saving money on consumables, which lowers your pro-
duction costs.” 

Landesman recommends looking at equipment designed 
specifically for high-volume. “Certain desktop printers, or 
other items not designed for high-capacity printing, not 

only slow down your printing speed, but can raise your costs 
of goods,” he explains. Along with increasing your printing speed, 
there are several areas in the screen prep area that can be automated 
to make the process more efficient overall. For example, emulsion 
coating, screen reclaiming, screen developing, and printing film 
positives are all steps that can be automated.

LASER MACHINES
With high-volume laser equipment, you can set up an entire table 
full of products to be engraved in one run. This reduces the time 
to engrave each item, as compared to when the operator sets up 
new artwork and only runs one product at a time. 

“Due to the nature of the high-volume orders, the larger the 
engraving bed of the laser you use, the more throughput you can 
complete per run of the job,” explains Stanaway. If the number of 
your high-volume orders warrants it, you may find the need to add 
another laser to your shop to keep up with demand.

Other than the laser itself, not a whole lot is necessary to pro-
duce high-volume orders in this fashion. Additional tools needed 
depends on the high-volume order being fulfilled. A rotary attach-
ment accessory may be needed to engrave drinkware, or if you need 
a jig to hold multiples of the same product — such as a keychain 
or bottle opener — a scrap piece of wood, acrylic, or cardboard 
can come in handy. (A note on jigs: Jigs are a great way to maximize 
your engraving area and keep all your items secure when customizing 

When screen printing garments, it makes sense to 

invest in high-speed and high-volume equipment 

when your shop prints over 300-piece runs. (Im-

age courtesy Lawson Screen & Digital Products)

There are several areas in the screen  

prep area that can be automated to make  

the process more efficient overall, such as emulsion  

coating. (Image courtesy Lawson Screen & Digital Products)

direct-to-garment (DTG) printing, he 
says you can either look at it from a 
pieces-per-run or pieces-per-day/week 
perspective. 

“DTG is able to print variable 
data, so production is total quantity,” 
Landesman explains. “From a piece-
per-run perspective, anything over 24 
shirts would be high-volume. With 
total garments printed, 40-plus pieces 
per day would be high-volume. Once 
you reach these numbers, investing in 
a production DTG machine can lend 
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a large batch of products. They can also be 
made from nearly any substrate you may have 
lying around your shop.)

But you can also think past hard sub-
strates. If you’re engraving and cutting 500 
leather hat patches, you might invest in a 
heat press so you can be a one-stop-shop 
for customizing that type of apparel. 

DIGITAL PRINTING
“If a print service provider (PSP) can re-
spond to jobs that require high volumes 
or fast turnaround, a high-volume printer 
can change the game,” says McConnell. 
“Some print service providers refer to this 
as ‘burst capacity.’” When a large job is 
needed, a high-volume printer allows a 
shop to accept jobs that they may have 
passed up otherwise. 

Given the possibilities with a wide-
format inkjet UV printer, for example, it 

RAMP UP YOUR LASER 
ENGRAVING PRODUCTION 

WITH THESE 7 TIPS:  
http://gpro.link/7lasertips.

With high-volume laser equipment, you can set up an entire table full of products to be engraved in one run. (Image courtesy Epilog Laser)

Providing you with  
the Right Products,  
Right Away ® for over  
70 years!70 years!

to saving money on consumables, which lowers your pro-
duction costs.” 

Landesman recommends looking at equipment designed 
specifically for high-volume. “Certain desktop printers, or 
other items not designed for high-capacity printing, not 

only slow down your printing speed, but can raise your costs 
of goods,” he explains. Along with increasing your printing speed, 
there are several areas in the screen prep area that can be automated 
to make the process more efficient overall. For example, emulsion 
coating, screen reclaiming, screen developing, and printing film 
positives are all steps that can be automated.

LASER MACHINES
With high-volume laser equipment, you can set up an entire table 
full of products to be engraved in one run. This reduces the time 
to engrave each item, as compared to when the operator sets up 
new artwork and only runs one product at a time. 

“Due to the nature of the high-volume orders, the larger the 
engraving bed of the laser you use, the more throughput you can 
complete per run of the job,” explains Stanaway. If the number of 
your high-volume orders warrants it, you may find the need to add 
another laser to your shop to keep up with demand.

Other than the laser itself, not a whole lot is necessary to pro-
duce high-volume orders in this fashion. Additional tools needed 
depends on the high-volume order being fulfilled. A rotary attach-
ment accessory may be needed to engrave drinkware, or if you need 
a jig to hold multiples of the same product — such as a keychain 
or bottle opener — a scrap piece of wood, acrylic, or cardboard 
can come in handy. (A note on jigs: Jigs are a great way to maximize 
your engraving area and keep all your items secure when customizing 

With high-volume laser equipment, you can set up an entire table full of products to be engraved in one run. (Image courtesy Epilog Laser)
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METHODS TO MARKET YOUR  
HIGH-VOLUME SERVICES 
J A M E S  S TA N AWAY,  E P I LO G ;  A N D  
B E C KY  M C C O N N E L L ,  F U J I F I L M

• WEBSITE: As with any product or service you sell, having a visual and easy-to-navigate 
website is crucial. Make it as easy as possible for customers to find you and understand the 
services you offer, including high-volume orders. Offer price breaks for increasing quantities 
and offer features that allow the consumer to see a mockup of what their product will look 
like after decoration.

• GIVEAWAYS: Market to your current customer base with ideas for giveaways for their 
businesses. When you have a product that you’ve already tested and found great success 
engraving (for example), engrave it with the logo of the company you’ve been selling awards 
to over the years and send it to your contact. It could spark an idea for them to send one to 
each of their customers.

• NETWORK WITH EVENT PLANNERS: Company events and weddings are always in need 
of new gift ideas, and a few sample pieces in their hands may send lucrative jobs your way.  

• CASE STUDIES: Examples of previous work are always a great way to approach prospects 
when it comes to building trust to serve new clients. Being able to show a prospect work 
you’ve completed, and the scenario around that work, demonstrates to them what you’re ca-
pable of as a service provider. Another method is to find local conferences or groups where 
you could network with prospects, like a local architecture group if you’re aiming to target 
custom interior elements.  GP

pable of as a service provider. Another method is to find local conferences or groups where 
you could network with prospects, like a local architecture group if you’re aiming to target 
custom interior elements. GP

(Image courtesy  

Durst Image Technology)

can give a PSP the opportunity 
to expand its current offerings 
or bring work in-house that 
had been outsourced. For shops 
that produce work by means 
other than UV printing, it can 
serve as a place for short runs 
to be produced, McConnell 
explains. This can free up oth-
er equipment to produce what’s 
needed, and in turn, increase the 
productivity of the entire graph-
ics shop. 

“Ensuring that you’ve evalu-
ated every aspect of operations 
with the introduction of a 
high-volume printer is critical 
to minimizing challenges,” says 
McConnell. “Thinking about 
what finishing needs may de-
velop with a greater capacity for 
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print is important.” Other factors to pay 
attention to include substrate stocking 
and ordering, as well as determining how 
adding this equipment will affect kitting, 
packaging, and shipping — every aspect 
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Opposite: Items like mag-

nets, coasters, and plastic 

tags (seen here) are often 

ordered in bulk. (Image 

courtesy Epilog Laser)
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from order taking, to pre-press, and to fin-
ishing can be considered. 

HIGH-VOLUME SUCCESS
Ultimately, finding success with any order 
is all about maximizing your equipment, 
managing your time, and managing your 
customer’s expectations, says Stanaway. 
No matter the niche markets you service, 
whether it be retail or corporate locations 
and so on, high-volume equipment can 
expand your shop’s current abilities. 

High-volume equipment can be the dif-
ference in bidding for a job or not. The 
opportunities available for shops with 
high-volume equipment only continue to 
grow.  GP

JULIA SCHROEDER is a freelance writer based in Chi-

cago, Illinois. Previously, she held the position of digital 

content editor for A&E magazine. She can be reached at 

hello@juliawritesforyou.com.

can give a PSP the opportunity 
to expand its current offerings 
or bring work in-house that 
had been outsourced. For shops 
that produce work by means 
other than UV printing, it can 
serve as a place for short runs 
to be produced, McConnell 
explains. This can free up oth-
er equipment to produce what’s 
needed, and in turn, increase the 
productivity of the entire graph-
ics shop. 

“Ensuring that you’ve evalu-
ated every aspect of operations 
with the introduction of a 
high-volume printer is critical 
to minimizing challenges,” says 
McConnell. “Thinking about 
what finishing needs may de-
velop with a greater capacity for 

print is important.” Other factors to pay 
attention to include substrate stocking 
and ordering, as well as determining how 
adding this equipment will affect kitting, 
packaging, and shipping — every aspect 

HOW NECESSARY 
IS ADDITIONAL 
STAFF FOR 
HIGH-VOLUME 
PRODUCTION? 

Depending on how you have 
structured your organization, 
additional staff may be 
needed to help fulfill orders. 
However, you may be able 
to shift responsibilities or 
cross-train to help with larger 
volumes. James Stanaway, 
Epilog, adds, “With a more 
generous lead time, it’s 
entirely possible to complete 
high-volume orders during 
normal hours.”
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Opposite: Items like mag-
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ordered in bulk. (Image 

courtesy Epilog Laser)
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WHY WORKFLOW AND  
PROCESSES ARE IMPORTANT

I get to work with a lot of businesses through Our Success 
Group. A large portion of those businesses are starting up or 
turning a hobby into a business. Those are fun and exciting 

times, and when people first get going, they have a lot of enthu-
siasm and passion for the work. But they soon find out that hard 
work alone will not be enough to carry them through to success. 

One of the most critical transformations a new business can 
go through is getting systems and processes set up as quickly as 
possible to repeat and let them grow the company efficiently. It’s 
the old adage: “Work smarter, not harder.” But for the creative 
minds in our industry, this regimented process-driven approach 
is not always natural to them. 

If that’s the case for you, or even if you don’t have that natural 
aversion to process, taking the time to build, implement, then 
review and update your business’s processes is key. Though it 
may feel like you are wasting time by working on the business, 
instead of grinding away all the time, carve out at least 15% of 
your time to work on things like processes and workflow. Let’s 
talk about what goes into that.

TOUCHPOINTS TO STREAMLINE
You as a business would consider your production workflow 
as the many steps that happen from the time you take the 
order until a finished product is delivered. Each company 
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has a unique workflow and process. A workflow is all of the 
touchpoints the order goes through until it is delivered to the 
customer. You want to reduce these touchpoints and make 
them more streamlined to maximize your efficiency. The 
main categories of most garment and personalized product 
businesses are:

• Order Entry – Getting all the specifics you need from 
the customer and passing them clearly to the production 
team.

• Pre-Press – Any artwork manipulation like color separa-
tions, digitizing, or other work to ready the job for the 
production floor.

• Purchasing – Having the correct blanks for the job and 
purchasing them in the most efficient way to maximize 
cash flow and profit, plus having the right products on 
hand at the right time.

• Receiving – Bringing in items from outside sources, 
staging them for production, and dealing with any in-
coming blanks that arrive damaged, wrong, or missing.

• Production – The money-making area. When you con-
vert a blank product into something more valuable that 
the customer will love in exchange for the money.

• Quality Control/Packaging – Ensure the products leav-
ing production are up to your company standards and 
get them ready to wow your customers.

• Shipping/Delivery – The logistic side of getting the 
items into your customer’s hands and working with 
shipping companies or mapping out delivery routes and 
schedules.

If that’s the case for you, or even if you don’t have that natural 
aversion to process, taking the time to build, implement, then 
review and update your business’s processes is key. Though it 
may feel like you are wasting time by working on the business, 
instead of grinding away all the time, carve out at least 15% of 
your time to work on things like processes and workflow. Let’s 
talk about what goes into that.

TOUCHPOINTS TO STREAMLINE
You as a business would consider your production workflow 
as the many steps that happen from the time you take the 
order until a finished product is delivered. Each company 
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Regardless of how many people you have at your company, 
or even if it is just you, clearly defining each of these areas and 
looking for ways to automate, delegate, or improve will pay 
dividends for your company’s overall profitability. The cost of 
payroll for many companies can be 30% or more of gross rev-
enue. And even if it is only you, you don’t want to work for 
free. Otherwise, you have a hobby, and this is not the right 
article for you.

3 TIPS FOR SUCCESS
If you are interested in improving your workflow and processes, 
you have some work to do, but it is not overwhelming. Just the 
act of reviewing and documenting your processes will make 
substantial improvements in your efficiency. The bigger picture 
requires some focused time; set aside that 15% to exhaustively 
document, make improvements, and implement systems. Fol-
lowing, I share a couple of tips. Should you want more, I’m 
always happy to help — just reach out.

Tip No. 1: Observe and document. The first step is to gather 
all the information and data. It doesn’t have to be pretty, clean, 

or organized. I like to use sticky notes and a big blank wall to 
get started. This is also a great time to include others who might 
be involved with any of the processes. 

Tip No. 2: Get organized. Creativity and organization don’t 
always go hand in hand, so make it a point to get organized 
and have a way to stay organized. If you are not organized, 
it will become more challenging to keep up as your business 
grows. Your business will become a jail that you are locked 
up in trying to get the job done, all while searching for that 
“thing” you need. I suggest organizing your production facility 
at least annually. The little things do matter. Can you move 
the scissors to a different place, buy an extra pair, and tie them 
to your workbench?

Tip No. 3: Think about your digital organization, not just 
your physical space. Are you constantly recreating things? Do 
you have a system for creating mock-ups? Are you storing too 
many big files on your computer, slowing it down? Do you 
have trouble finding things when going from one workstation 
to another? Do you miss emails or have to scroll and scroll to 
find emails? 
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As your business grows, the processes 
will change, so keep up with this rou-
tine. You will find the more documented 
systems you have in your business, re-
gardless of your size, the more growth 
opportunities will come your way. 

By letting the business system “decide” 
the menial tasks that need doing, you 
will be freed up to tackle the more chal-
lenging areas your business needs your 
focus on. If you desire to be a profitable 
business, with either one employee or 
hundreds, you must have efficient pro-
cesses and systems in place to keep the 
daily operations running smoothly.  GP

AARON MONTGOMERY is certified by New York 

Times best-selling author Jack Canfield as a Success 

Principles Trainer and is the Co-Founder of OurSuc-

cessGroup.com. Aaron has over 25 years of experi-

ence with personalized products and small business 

development and is the Co-Creator of the “5 Keys of 

Business Success.” You can also find Aaron co-host-

ing the decorator’s industry podcast 2 Regular Guys 

Podcast (www.2regularguys.com). Check him out 

on his own podcast channel called Small Business 

Saturdays (smallbusinesssaturdayspodcast.com). 

I always start with a file folder and nam-
ing system — it makes a world of differ-
ence. Then look at a cloud-based file sync-
ing system like Google Drive, Dropbox, 
OneDrive, or any others that might work 
for you. Lastly, email is the best tool a busi-
ness owner can use to find opportunities, 
coordinate communication, and focus on 
work, not be a slave to some messenger 
system. Too many people have thousands 
of unread emails from too much junk or 
not managing their inbox. I could write an 
entire column or two about inbox zero, but 
until then, clean it up!

ON YOUR WAY
With those starting points, you are on your 
way. From there, it’s time to implement 
your system. Do the work to document it, 
test it, break it, improve it, and do it again. 

Invest in
Something
Better
The fastest and most 
productive laser engraving 
machines on the market

troteclaser.com
engraving-supplies.com

Trotec Laser USA
Trotec Laser USA
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A
brasive etching — more common-
ly known as sandblasting or sand-
carving — is a process that re-
quires some careful thought when 

planning your shop floor layout. Before you 
can do this, it’s important to understand 
the basics of the actual process, and be fa-
miliar with each of the steps required be-
fore and after the actual etching process.

SOME BASICS
The abrasive etching process uses either 
an aluminum oxide or silicone carbide 
grit that is sprayed under pressure to 
physically remove a layer(s) of (usually) 
glass or crystal from its surface. For the 
trophy and award market, a photoresist 
mask or laser mask is applied to the sur-
face of the substrate prior to abrasive 

etching, and it is then removed after the 
etching has been done. 

Photoresist masks are used for flat, 
curved, convex, or concave surfaces. This 
type of mask provides excellent detail with 
crisp lines. Laser masks are normally used 
for flat surfaces, with the mask artwork 
being burned by the laser after the mask 
has been applied. Laser masks do not have 

Shop Floor Layout  
Considerations for Abrasive  
Etching Glass or Crystal  B Y  B A R R Y  S L E E

Seen here is a nice 

combo of high-quality 

abrasive etching and 

gold color-fill. (Image 

courtesy CrystalEdge)

AWAR DS  &  CUSTOMIZAT ION
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quite as crisp lines as a photo-
resist mask does, but they elim-
inate the develop and washout 
steps. Over the past few years, 
laser masks have become popu-
lar due to many shops already 
using CO2 lasers.

In simple terms, the abra-
sive etching process involves 
four basic steps. If color-fill 
is required after etching, one 
more step is needed. When a 
laser mask is used, it requires 
another step, but eliminates 
the step of having to produce 
a photoresist mask. Overall, we have ei-
ther four or five processes to plan for. 
These steps are shown in Figure 1.

BEFORE YOU BEGIN …
We will address each of these processes in 
more detail later in this article, but first 
we need to bring into play the single most 
important question in the planning pro-
cess. How many awards are you planning 
to etch and ship on average, each day? 10 
pieces a day? 100? 1,000?

During my 30 years in the glass and 
crystal award industry, I visited and 
toured hundreds of facilities that utilize 
abrasive etching. These visits have includ-
ed small mom-and-pop shops, medium-
sized shops, and several large-scale facili-
ties capable of etching and shipping well 
over 1,000 pieces every day. 

A thousand pieces during an eight-hour 
day is one piece every 2.1 minutes, or 
125 pieces every hour. Experience has 
shown that up to approximately 100 
pieces a day can be handled in batches 
and moved through the production steps 
manually, but when you start to exceed 
this, a well-thought-out production line 
with a continuous or cellular flow should 
be considered. 

At 1,000 or more pieces a day, the pro-
cess steps need to be interconnected with 
conveyers and baskets so that material 
flow is smooth, consistent, and not in-
terrupted. It also requires premium-level 
industrial equipment that is reliable and 

can be automated as much as possible. 
These large abrasive etching operations 
cannot afford downtime due to equip-
ment failures.

The majority of smaller and medium-
sized trophy and award shops I have vis-
ited process on average between 10 and 
50 pieces a day. These shops make up 
about 80% of trophy and awards busi-
nesses. The other 20% are the larger 
operations, which process about 80% 
of the overall abrasive etched industry 
volume. The largest of these operations 
have well-thought-out process flows 
with excellent material handling. 

I am not focusing on these large pro-
ducers. This article targets the smaller 
trophy and award shops that make up 
the 80% of businesses in our industry, 
and for any shop planning to add abra-
sive etching for the first time, these tips 
will help.

WHAT YOU NEED
It is important to understand some of 
the advantages (and disadvantages) of 
the abrasive etching process itself and the 
equipment that is available. The equip-
ment on the market today has come a 
long way from when I entered the indus-
try back in the early 1990’s. 

Equipment is now considerably quieter, 
more efficient, and significantly cleaner, 
as the units are much better sealed and 
self-contained. Having said this, glass 
dust particulate created by the abrasive 

Figure 1.  

(Chart courtesy  

Barry Slee)

Sandcarving Systems

SR3000TM Self Stick
Photoresist Film 

800-729-9478
www.Rayzist.com

3 Easy Steps

Automatic Washout
Systems
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etching process is extremely fine, and it is 
difficult to always contain it totally within 
the etching chamber. Abrasive grit is easier 
to contain as this particulate is larger and is 
recycled, but it still has a habit of occasion-
ally escaping. 

The problem is that any minor amount of 
glass dust or abrasive grit that settles on any 
work surfaces is the enemy and will easily 
scratch glass and crystal. I recommend that 
whenever possible, keep abrasive etching 
away from other processes. My suggestion 
is to purchase the best equipment (and defi-
nitely the best sealed) that you can afford. 
As we all know, you get what you pay for, 
so compare equipment carefully and invest 
wisely. 

When compared to the cost of purchas-
ing a new laser or UV printer, abrasive 
etching equipment is still a relatively low-
cost capital equipment purchase, with 
small benchtop versions starting around 
$3,000 to top-of-the-line units at $10,000-
plus. Do your homework and buy the best 
and cleanest equipment you can afford.

If possible, I recommend that abrasive 
etching equipment be installed in a sepa-
rate room to contain any glass dust par-
ticulate and abrasive grit within the room. 
I have seen some messy abrasive etching 
rooms with glass dust and abrasive grit 
everywhere, but at least it’s contained. 

Ideally the room should also have some 
external ventilation and filtration. Any sur-
face glass dust or residue on etched pieces 
can also be blown off with compressed air 
inside the room before they are taken out-
side the room to be unmasked and cleaned 
up. This helps prevent glass dust or abra-
sive grit getting into the rest of your shop. 

Some of the top abrasive etching units 
have compressed air blow-off nozzles that 
are located inside the blasting chamber, 
which is a plus. If a separate room is not 
possible, try to locate abrasive etching 
equipment in a remote corner away from 
your main assembly activities.

Photoresist masks are used for flat, curved, convex, or 

concave surfaces. (Image courtesy IKONICS Imaging)

The mask application process is dry and only requires a clean work bench. It is essential to have good 

lighting as this helps with accurate mask alignment, especially on curved or convex surfaces. (Images 

courtesy St. Regis Group)

Laser masks are normally used for flat surfaces. La-

ser masks do not have quite as crisp lines as a pho-

toresist mask does, but they eliminate the develop 

and washout steps. They’ve become popular due to 

many shops already using CO2 lasers. (Image cour-

tesy Trotec Laser)
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OTHER PROCESSES
Having addressed some of the concerns and 
recommendations relative to the abrasive etch-
ing process, we now turn to the other pro-
cesses involved. With the exception of mask 
application and laser mask creation, these 
processes can be combined into a single area 
as they are all wet processes requiring water. 

Photoresist masks require a warm water 
spray washout. The removal of the photo-
resist mask and clean up after abrasive etch-
ing also requires a spray wash. If color-fill 
is required, some people prefer to remove 
the mask and wash and dry, then color-fill; 
others prefer to leave the photoresist mask 
on and color-fill after an air blow off, then 
wash and remove the mask and clean up any 
color-fill overspill as the final operation. 

All of these steps require warm water and 
wash/spray equipment. In smaller shops, 
these stages can all be performed in a com-
bination wash/spray station, but for larger 
shops, it’s advisable to install dedicated sta-
tions and specialized washout and drying 
equipment.

The mask application process is dry and 
only requires a clean work bench. It is es-
sential to have good lighting as this helps 
with accurate mask alignment, especially on 
curved or convex surfaces. 

Abrasive etching using photoresist masks 
is a process that is capable of producing ex-
quisite detail on glass and crystal that other 
processes cannot achieve. It is a process that 
has been around for many decades and has 
been refined and continually improved. To-

day’s equipment choices are the best they’ve 
ever been. 

The introduction and expanded use of 
laser masks has added another excellent di-
mension to abrasive etching. For those of you 
that already have a CO2 laser, the use of laser 
masks on flat glass eliminates several steps 
and overall is a much faster process.  GP

BARRY SLEE has spent almost 30 years in the award 

and recognition industry. As the founder of the Slee Cor-

poration and its CrystalEdge brand, his innovative award-

winning product designs have led the industry. Barry is 

an expert in glass and crystal design and manufacturing, 

and he is a regular contributor of articles and educational 

content to the industry.
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M A K I N G  S U B L I M A T I O N  M O V E S   |   H O W A R D  P O T T E R

MAKING SUBLIMATION MOVES 
WITH SOFTWARE
REAL-LIFE EXAMPLES OF WHY SOFTWARE IS CRUCIAL  
TO EFFICIENT BUSINESS PRACTICES

M any people over the past 15-plus years have discovered 
the sublimation process and started a business focused 
on it. I personally started 18 years ago — the first pro-

cess we offered in-house was sublimation when most had no clue 
what it was. As you learn the process of sublimation, you also learn 
the process of running and growing a business. This is where hav-
ing software can really be a game changer for any size business.

FROM THE BEGINNING
Back when we first started our company from our home, we 
had no clue what the plan was or the true potential for growth 
in our line of work. It was a hobby that quickly turned into a 
legitimate business being taken seriously within two years as 
word caught on in our area to what we produced. 

It all started from a 14' X 14' spare room in our home, which 
is not much space. Between my wife Amanda and 
I, along with my father-in-law Clayton helping, we 
all worked full-time jobs and kept the sublimation 
orders going. Back then the only software I used 
was Adobe Photoshop, Illustrator, and QuickBooks. 
I did all of the artwork in my graphic design soft-
ware along with writing up how-to packets. We used 
QuickBooks to pay bills, invoice customers, and it 
allowed me to track our sales and overall numbers 
for our business. 

After the first three years, we purchased more 
equipment and took on a 12' X 12' office space 
we had out back of our house. We realized we were 
running out of room, but the equipment was not 
the main reason we knew this. It was using the 
QuickBooks software that allowed us to track our 
monthly and yearly sales trends, and allowed us to 
create our projection of what next year’s sales could 
be. Thanks to the software and our customers, we 
knew it was time to get our company out of our 
home, and that is just what we did.

THE CHECKLIST
We went from our home to an actual business plaza 
with 700 square feet with potential to expand. We 
kept the same format using our graphics software 
and QuickBooks. The only thing I did differently 
was make production lineups by hand for the next 
three years, which wasn’t bad until the seventh year 
in business and we had five to six staff members, 
product coming in daily, as well as rush orders. 

By the time my wife left her full-time job to come 
on board, I was going in at 3 a.m. to handle lineups 
and quoting customers before the crew came in. 
My wife was not happy with that and did some 

Our old paper form we filled out to set up orders for bulk school jobs, etc. (All images courtesy How-

ard Potter)

is not much space. Between my wife Amanda and 
I, along with my father-in-law Clayton helping, we 
all worked full-time jobs and kept the sublimation 
orders going. Back then the only software I used 
was Adobe Photoshop, Illustrator, and QuickBooks. 
I did all of the artwork in my graphic design soft
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for our business. 
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with 700 square feet with potential to expand. We 
kept the same format using our graphics software 
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research. She found a scheduling software 
online called Keep and Share, which al-
lowed us to scan our orders in and upload 
them to the calendar daily. Later that night 
or the next morning, I could move the jobs 
digitally for each employee, so they knew 
what order to run first. 

Then she had me create the math for-
mula I used to quote customers; she used 
Microsoft Excel to create pricing grids and 
created digital order forms with the same 
program that allowed us to stop handwrit-
ing orders. We could save the orders and 
look them up, so she could start helping 
me quote and write up orders faster. You 
punch in the cost of the item, quantity, 
and amount of locations, and the cost per 
unit is generated in seconds. This was a 
massive help and gave me more time at 
home with my family. 

By year 10, we were creating a ton of pa-
per order forms for customers, which was a 
huge pain since we had to design and print 
the copies, then when they came back, we 
had to tally them all. My wife researched 
an online software for us to create online 
stores for our customers, which cost around $200 per month. 

That was a small monthly investment to make since it made 
ordering easier, and customers could pay with a credit card right 
away along with not wasting the time or money to print every 
order form. They could share the store link on social media, which 
gave us free advertising and more orders faster since online stores 
can be shared quickly. 

We also purchased our 5,500-square-foot building in year 10 
that we are in still today. Before we made the purchase, though, I 
had to make sure the building was the right fit for our equipment 
and workflow, so I got a copy of the floor plans, measured our 
equipment, and created a rough drawing in Illustrator to build 
a roadmap as to how everything would work in our building 
beforehand. 

From there, I went to the actual building and used masking tape 
to mark everything out to doublecheck my math. Just using my 

graphic design software helped me problem solve and know ahead 
of time that within a year or so we could outgrow the building, 
but we still had an acre of land to keep expanding on.

By the time we moved in on Feb. 1, 2014, we were up to 13 staff 
and more production, customer service, boxing orders, deliver-
ies, and more. We kept using the same software for the first four 
years. During that time, we added an app to our phones called 
Slack, which allowed all of the staff to communicate about work. 
We had one that would tell us our replacement or add-on orders 
right away and another to let us know when the calendar was all 
loaded, so I could start booking the jobs that came in that day.

Around our 14th year in business, we started to realize with 
all of the moving parts and all the software programs, we were 
losing time bouncing screen to screen to do simple tasks, costing 
us valuable time. My wife and I researched business production 
software for our line of work, but most did not handle everything 
we needed it to or all of the processes we offered. So, we decided 
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in our line of work. It was a hobby that quickly turned into a 
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I, along with my father-in-law Clayton helping, we 
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was Adobe Photoshop, Illustrator, and QuickBooks. 
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ware along with writing up how-to packets. We used 
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allowed me to track our sales and overall numbers 
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After the first three years, we purchased more 
equipment and took on a 12' X 12' office space 
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running out of room, but the equipment was not 
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monthly and yearly sales trends, and allowed us to 
create our projection of what next year’s sales could 
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knew it was time to get our company out of our 
home, and that is just what we did.

THE CHECKLIST
We went from our home to an actual business plaza 
with 700 square feet with potential to expand. We 
kept the same format using our graphics software 
and QuickBooks. The only thing I did differently 
was make production lineups by hand for the next 
three years, which wasn’t bad until the seventh year 
in business and we had five to six staff members, 
product coming in daily, as well as rush orders. 
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The old Excel form we used to type up orders.
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M A K I N G  S U B L I M A T I O N  M O V E S

to have our own software created. We are now in year four of our software 
and it is amazing! 

These things I am about to tell you seem small, but when in action, 
speed you up. We can: 

• Write up a quote or an order 
• Tell our team where to order the product from 
• Look up old orders or products sold 
• Follow our sales stats 
• Watch our error rate 
• Know how much work is in process with and without half down 

payments 
• Write up add-on or replacement orders faster as needed 
• Track orders for where they stand 
• Pack out orders and print labels 
• Have a built-in production schedule with it, so all staff are only 

using one software 
It also allows us to order product with it by hitting a button. It logs in 

to order the product, and our shipping/receiving team checks all orders 
in with it to create more live up-to-date info per order.

IMPROVEMENTS
I know I just gave you the basic run-down of our company’s software 
history, but no one taught us or told us to look for these programs. 

This is what Keep and Share looks like. We used this to scan our orders in and upload them to the calendar daily.

Each one made our lives easier and more profitable 
every step of the way. 

You need to learn sooner rather than later to do as 
much as possible with the least amount of people to 
control your profits much better than before to stay 
competitive in the sublimation market. Software is 
there to reduce error and maximize output, but it 
only works if you invest in it and use it to its full-
est. It’s no different than learning how to use your 
printer or heat press when producing sublimation. 

Never be afraid of change when you use your soft-
ware to improve your sublimation production, which 
only helps you improve your profit margins! 

HOWARD POTTER has been working in the promotional industry for 

17 years, from designing to building brands and a family-owned busi-

ness. He is the co-owner and CEO of A&P Master Images LLC with his 

wife Amanda. Their company offers graphic design, screen printing, 

embroidery, sublimation, vinyl graphics, and promotional items. How-

ard, his family, and the business reside in Utica, New York. For more 

information, please visit masteryourimage.com.
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We now use InkSoft. Software is there to reduce error and maximize output, but it only works if you invest in it and use it to its fullest.We now use InkSoft. Software is there to reduce error and maximize output, but it only works if you invest in it and use it to its fullest.   GP
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Y O U R  L A S E R  A T  W O R K   |   B O B  H A G E L

M any lasers are designed to be 
used with almost any software 
application that allows you to 

print text or graphics to it. Most profes-
sional laser operators use a vector graph-
ics program as you can lay out and edit 
text, bitmap art (row of pixels), and vec-
tor art (object oriented). Vector art soft-
ware makes it fast and easy to lay out 
your text and graphics, as well as draw 
new artwork in color or black and white. 

They typically contain tools to turn 
bitmap art into vector art objects, which 
allows for quicker, more precise edit-
ing. I highly recommend purchasing 
and learning a vector art program for 
your lasering projects.

If you are new to engraving or set-
ting up a vector graphics program for 
the first time for laser engraving, here 
is some insight into a few key items 
you will want to consider. Many laser 
engravers use CorelDRAW; however, 
much of this advice applies if you use 
Adobe Illustrator, Affinity Designer, or 
another program. I use CorelDRAW 
2020 for this article.

THE BASICS
The page size you set up for your laser 
job should match the size of the product 
you are lasering. In your software, you 
may want to have presets for the most 
common items you will engrave. 

To begin with, set up a page size of your 
laser table. If you are engraving multiple 
items at the same time, lay them out on 
your table so your page size represents the 
entire table available to you. Sheet goods 
such as metal, wood, or plastic sheet may 
come in your table size or can be cut to 
fit your laser table. 

In CorelDRAW, on your top menu, 
go to Layout>Document Options and 
select Page Size. In the dropdown menu, 
select Custom and put in the page size 
you want to save. Press the SAVE icon 
and you will be asked to name the page 
size. You may want to save all of the most 
common object sizes you engrave. This 
page size will now be available on the 

SETTING UP YOUR GRAPHIC PROGRAM 
FOR LASERING WITH CORELDRAW

My typical page layout with a page size equal to my table size. To the left, I had a very small Command Bar with the two distribute commands I used most often. (All im-

ages courtesy Bob Hagel)
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Above: Add custom pages and delete unneeded page sizes. Right: See which dockers are open and 

activated. Below: Set up your rulers and arrow key nudging. Note that rulers sometimes seem to reorient 

themselves on their own and need to be reset.
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pulldown menu on your Page menu bar 
in the upper left of your screen. 

You will notice a large number of preset 
page sizes, many of which you will never 
use. You may delete them on the same 
Document Options page where you cre-
ated a new page size. You have full control 
over what you see in the pulldown menu.

Next, set up your software program to 
work with your laser. There may be set-
tings that your manufacturer wants you 
to use for a better lasering experience. This 
information may come in written form 
with your laser, or call the technical sup-
port line to ask a tech. I had changes I had 
to make to my color management settings 
for proper lasering. If your laser won’t fire 
from the onset or some things don’t laser, 
this may be the culprit.

The basic layout of the CorelDRAW 
page is your Toolbars on the left, Com-
mand Bars (menus) on the top, Dock-
ers on the right, and Status Bar is on 
the bottom. You may have more than 
one Menu Bar open on the top. Go to 
Tools>Options>Customization and select 
Command Bars. There are many to select 
from. If they have a check next to them, 
they are open on your page. 

You can create new ones and place a cus-
tomized group of commands on each new 
bar. They can be turned on and off quicker 
from Window>Toolbars by selecting one 
without a check mark to turn it on and 
the opposite to turn it off. Don’t turn off 
your Menu Bar as it will be difficult to get 
to these functions again. 

The second menu down is your Standard 
Bar followed by the Property Bar. I leave 
these three on. The Status Bar is at the 
bottom of the page — I leave this on as 
well. You can add to or delete commands 
from any Command Bar to customize it. 
Command Bars can also float and be taken 
out of their prone position on the page.

RULERS AND GUIDELINES
I like to have rulers both along the X-
axis (along the top) and Y-axis (on the 
left side). Rulers help with object and 
text placement and creating space be-
tween objects. To set up your rulers, go 
to Layout>Page Layout and select Rulers. 

You will notice settings for Origin, Ver-
tical, and Horizontal. This sets the “0” 
position for each ruler. I set them both 
to “0” so the ruler begins on the upper 
left for horizontal (X) and lower left for 
vertical (Y). Regardless of the page size 
you select, the ruler orientation will stay 
the same.

You can turn your rulers off and on 
quicker by going to View and clicking 
on Rulers. If it is checked, they are on. 

Also from this menu, you can turn your 
Guidelines on and off. Guidelines can be 
added to any place on your page you want 
them by left clicking on a ruler and hold-
ing and dragging the guideline to where 

you want it. Guidelines help with precise 
alignment of text paragraphs and graph-
ics. Guidelines can be rotated by selecting 
the guideline and adding degrees in the 
box that appears above. Note that there 
are also two other guidelines that can be 
turned on and off from the View Menu.

Alignment guides are temporary guide-
lines that appear when you create, resize, 
or move objects in relation to other 
nearby objects. You can display dynamic 
guides to help you precisely move, align, 
and draw objects in relation to other 
objects. Dynamic guides are temporary 
guidelines that you can pull from the fol-
lowing snap points in objects — center, 
node, quadrant, and text baseline. 

I do not use a grid, which can be turned 
on from the View Menu. I find a grid far 
too busy to focus on my layout. If really 
needed, you can turn it on to align an 
object then turn it off again.
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Left: The Align and Distribute docker 

gives you all the commands you need to 

align and distribute objects, paragraphs, 

and individual text elements anywhere on 

the page you want. It’s quick and easy. 

Below: The Shapes docker is essen-

tial if you work with vector objects, such 

as vector logos, or even draw your own 

graphics. Vector art is powerful, providing 

crisp and high-resolution graphics.

Left: The Object docker helps you organize everything in your document. This shows you how to add a 

new layer on a page, a great way to isolate objects in a complex drawing. Above: You can name pages 

and layers, and lock objects so they cannot be moved or edited. Your Master Page can contain anything 

you want to display on every page in the document such as specific guidelines. Drag and drop anything 

from one page to another including your Master Page. Objects can also be moved between layers.
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NUDGING AND SNAP TO
Nudging is precisely moving an object 
or text paragraph with your arrow keys. 
They can be set up on the same page as 
the rulers as described above. There is 
Nudge, which I set to 0.1; Super Nudge 
I set as times 10, and Micro Nudge I set 
as divided by 5. These two settings are 
in relationship to your Nudge setting. 

With my settings, Super Nudge (Shift 
Arrow keys) would be 1" and Micro 
Nudge (Control Arrow keys) would be 
1/100". I use these keys a lot when lay-
ing out a project.

Snap To allows you to easily place 
objects in precise places. You can Snap 
To other objects, guidelines, a grid, or a 
place on the page. To turn this function 
on and off, go to View>Snap To and 
select how you want Snap To to work.

FONTS
CorelDRAW comes with a great font 
manager in my opinion. You can use 
hundreds or thousands of fonts without 
loading them into Windows and bog-
ging down your PC. Just place the fonts 
in any folder on your PC and organize 
them any way that suits you. 

CorelDRAW will locate them, and 
you can manage them from the Corel 
Font Manager. However, you can 
quickly access all your fonts from the 
Font Menu at the top of your screen. 
Click on the down arrow for the drop-
down next to the font name that is 
listed as “in use.” To the right it says, 
“Clear filter” and below it, check three 
boxes: Installed (you installed with 
Corel Font Manager), Not Installed 
(just in a folder on your PC), and Pro-
tected System Fonts (installed in your 
Windows folder). 

By selecting all three boxes, you will 
see every font displayed on your PC 
and be able to use them all by just se-

lecting one of them. CorelDRAW lists 
them in alphabetic order and shows the 
font name in each of the font’s styles.

DOCKERS
I dock the following set of functions in 
tabs on the right side of my page: Shape, 
Corners, Text, Objects, Align and Distrib-
ute, and occasionally Transform.

Shape allows you to modify vector ob-
jects from the shape of another object. For 
instance, you can weld two or more ob-
jects together. You can use one object to 
cut its shape into another object. This set 
of tools requires much testing and playing 
with to learn; however, they are powerful 
if you are working with a lot of vector art.

Corners simply allows you to quickly 
cut a variety of corner shapes and sizes 
into objects. I used this tool to make name 
badges and plastic or wood engraving 
plates I laser cut.

Text provides complete control over 
your paragraphs, sentences, words, and 
characters. You can set kerning, distance 
between sentences in paragraphs, and 
many more characteristics of your text.

Objects lists everything in your docu-
ment by page. You can create layers for 
very complex layouts, lock objects so they 
won’t be accidentally moved, and much 
more.

Align and Distribute gives you complete 
control over groups of objects and text. 
You can align them quickly or distribute a 
group of objects vertically or horizontally, 
providing equal spacing.

Transform allows you to move objects 
to specific places on your page.

There are many ways and tools to ac-
complish the same result. This may be 
confusing at first; however, you will end 
up selecting the methods that work best 
for you. The best attitude to begin your 
learning is to want to continue it even 
after 20 years. Even a few minutes of spare 

time can be put to good use playing with 
unfamiliar features of CorelDRAW, Corel 
Font Manager, or PhotoPAINT. I said 
many times after playing and learning, “I 
wish I knew that years ago.”  GP

BOB HAGEL recently retired after owning Eagle’s Mark 

Awards & Signs for 18 years in Southern California. 

While owning the business, he offered a full line of 

personalized products using laser engraving, sandcarv-

ing, and full-color UV direct print on products. Today, 

he consults on starting and expanding personalized 

businesses, and on improving production efficiency and 

quality. He can be reached at rjhagel@verizon.net.
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PRODUCT SPOTLIGHT:  

SHOP TOOLS
APPAREL DECORATING

GRAPHICS PRODUCTIVITY TOOL
GraphicsFlow is a cloud-based graphics productivity tool that 
helps graphics shops manage artwork and art approvals while 
storing graphics, logos, and art files. It comes with a library of 
25,000 keyword searchable and categorized vector-based de-
signs, clip art, and fonts.

800-959-7627
www.graphicsflow.com

AUTOMATIC SCREEN RECLAIMER
Lawson Screen & Digital Products introduces its Ajax automatic 
screen reclaimer. The spring-loaded pinch roller drive system auto-
matically adjusts to various frame profiles and sizes. The clear front 
viewing panel allows easy viewing and access, the company says.
314-382-9300
www.golawson.com

ONLINE  
PLATFORM
InkSoft offers its 
Online Stores Plat-
form, which gives 
users the ability to 

create eCommerce solutions for their businesses or for that of a 
customer. Features include the ability to edit the design with a few 
clicks using the visual editor and a mobile-friendly checkout.

800-410-3048
www.inksoft.com

PRODUCT SOLUTIONS PACKAGES
Teesom announces three new packages for release: a 
new XXS-Single User option, the XS-2 User option, and 
the Free Version, enabling business owners in the deco-
rated apparel industry to have product solutions more 
geared to their current business model.

www.teesom.com
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AWARDS & CUSTOMIZATION
COLOR CHARTS
Rowmark intro-
duces new laser 
and rotary versions 
of its color charts. 
These separate 
charts are designed 
to allow for larger 
product samples 
and item codes. 
They include brief 
marketing descrip-
tions for each prod-

uct as well as ADA alternative/single-ply options on each chart.

www.rowmark.com

ROTARY 
CHUCK
GCC America 
offers its Laser-
Pro rotary chuck, 
which is capable 
of providing 
various material 
diameter choices 
for objects to 
be engraved. Its 

loading weight is up to 4 kg, and it can hold objects tightly and tilt 
materials up to 45 degrees.

909-718-0248
www.gccworld.com

Bouncing Off The Walls 
Cochrane, AB • Canada
Tool: ShopBot PRSalpha 4’ x 4’ 

ShopBot.
Your path 
to profitability.

We make the tools for making the future.

ShopBot manufactures 

CNC tools that inspire 

people to turn their 

ideas into something 

tangible. When we see 

our tools put to work 

in constructive ways, it rea�rms our 

commitment to the mission of making 

digital fabrication technology readily 

accessible and usable for everyone.
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AWARDS & CUSTOMIZATION

STAMP MAKING  
MATERIALS
Jackson Marking Products of-
fers its Brother Stampcreator Pro 
system. Users can use their lasers 
to engrave rubber or plastic stamp 
dies for mounting on self-inker or 
wood handle mounts.

800-782-6722
www.rubberstampmaterials.com

LASER SOFTWARE
Trotec introduces its 
Ruby software, which 
offers the ability to create 
text, photo, and graphic 
elements. Users can 
also import a variety of 
file types without a third-
party design software.

866-226-8505
www.troteclaser.com

PRODUCT SPOTLIGHT:  

SHOP TOOLS
SIGNAGE & 
PRINTING

VINYL CUTTING  
SOFTWARE
Easy Cut Studio announces 
the availability of drivers for 
APD, Dika, AM.CO.ZA, Polaris, 
and EnduraCut Cutters. Key 
features include supported file 
formats SVG, PDF, AI, PNG, 
GSD, WPC, and EPS; drawing 
tools for creating your own 
design, plotting layouts, and 
cut lines; a vectorization tool 
that generates cut lines from 
any JPG, PNG, GIF, or bitmap 
image; and more.

www.easycutstudio.com

SHEAR CUTTERS 
Johnson Plastics Plus 
offers shear cutters, 
which allows shops to 
create unique sizes for 
aluminum and plastic 
sheet stock. Shear cut-
ters are capable of pro-
cessing sublimatable or 
engravable name badg-
es or trophy plates. 

www.jpplus.com
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SIGNAGE & PRINTING

REWINDER/TRIMMER
Supply55 Inc. and NEPATA GmbH 
introduce the UA770 30" Coreless 
rewinder/trimmer. The product offers 
up to 140 5' rewinds per hour, support 
for coreless or 40mm core rewinds, 
precision cuts, rewinding and trim-
ming up to 30" widths, automatic la-
bel printing, and it eliminates the cost 
of cores when rewinding media.

www.supply55.com
www.nepata.de

INDUSTRIAL 
CLEANING 
SOLUTION
The Mosaica 
Group introduces 
its PowerHouse 
industrial cleaning 
solution, which 

dissolves grease and ink on contact and can remove old ink spills 
off flatbed printers with UV lights overhead. It contains no ammonia 
or bleach, emits no harsh odors, and is suitable for surfaces includ-
ing vinyl, metal, porcelain, fiberglass, rubber, and some plastics.

800-658-9022
www.printmosaica.com

RIP SOFTWARE
Onyx Graphics 
introduces ONYX 
21.1, the company’s 
newest version of 
wide-format RIP and 
print workflow soft-
ware. The software 

builds upon ONYX 21 with a new PDF Soft Proof workflow and Print 
Label Cut Path functionality. The software also introduces new op-
tions for ambient light measurement, custom ICC build options, 
and a series of new device support options.

800-828-0723
www.onyxgfx.com   GP
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A Successful 
Organization
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A P P A R E L  D E C O R AT I N G

Physical considerations such as plumbing and electric 

must be considered in designing your production floor 

layout. (Image courtesy GPX/Regan Dickinson)

I
t’s time to lay out a new decoration fa-
cility floor plan — the following key 
concepts will elevate your business to 
the next level. These concepts apply 

to every decoration facility whether you 
work out of your garage or set up a large 
production shop. It is crucial that you dili-
gently plan your space. Poor layout plan-
ning can be devastating to time, finances, 
and opportunities, but developing a qual-
ity layout can drastically improve many 
aspects of your business. 

PROCESS PRODUCTION
Gathering information is the first step in 
the process. Before you can begin to physi-

cally set up your production space, identify 
your company’s goals and expectations. 

Knowing your future goals ensures you 
accommodate the necessary space and flex-
ibility when laying out your shop. Your 
plans may involve adding more automatics 
with the intention of producing higher-
volume runs or adding warehouse shelving 
to increase your material-handling capa-
bilities. Talking to your vendors and your 
own team is the best approach to plan for 
future growth.

Vendors have a wealth of knowledge be-
cause they often visit so many decoration 
facilities and gain intricate knowledge of 
business processes commonly used in 

the industry. We used to have very little 
organization of jobs that needed to be 
printed, until one day a vendor told me 
that some shops set up 10 shelves and 
organize orders first by the last number 
of the work order ID. It wasn’t something 
we had considered before, but we imple-
mented it the next day to great benefit. 
One good idea can make all the difference 
in your company’s future. 

Good ideas and ways to avoid layout 
pitfalls will come from inside your orga-
nization if you let them. Open up conver-
sations to employees at all levels. Amazing 
innovation has been spawned by everyone, 
from frontline workers to executives. 

Laying out a decora-
tion facility for 
success

B Y  N A T H A N  B E L Z
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Including the employees directly impact-
ed can provide nuggets of wisdom you may 
not have considered. Even employees that 
don’t have any feedback will feel empow-
ered. These employees will often take more 
ownership of your plans, smoothing the 
transition when the time comes.

SOFTWARE FOR THE WIN
Organize the information you gather to 
make the best use of it. Using the right 
software can greatly improve your experi-
ence and will make future planning that 
much easier. 

Spreadsheets or asset management soft-
ware are great for generating a list of cur-
rent and future planned assets that you will 
need to lay out. You can easily include key 
considerations like department, dimen-
sions, utility requirements, and key layout 
notes. Create ID numbers on your list for 

each asset to easily cross reference details 
from the list and your visual floor layout. 

Flow charts are a fantastic tool for cre-
ating layout and process flows. There are 
great software options specifically designed 
for laying out production floor plans, but 
a software like Adobe Illustrator or Corel-
DRAW are great options if you already 
know how to use them. When I layout a 
production facility, I always use Illustrator 
because of my familiarity with it, but an 
engineer will use my file to generate full 
plans when permitting or construction is 
required.

The most critical consideration when 
beginning a layout is ensuring that ev-
erything is accurately scaled. A properly 
planned layout can be easily converted into 
evacuation plans, training tools, and doz-
ens of other helpful utilities in the future. 

Getting a copy of the digital floor plan 

Have a process flowchart that shows the flow of materials throughout your 

facility. The process flow chart can help you maintain a lean manufacturing 

linear flow. (Image courtesy Nathan Belz)

that includes walls and columns is a tre-
mendous help, and many landlords will be 
able to make this information available to 
you. Make sure to include breaker boxes, 
gas lines, waterlines, drains, and structural 
elements such as columns and walls. Con-
sider putting different elements on inde-
pendent layers so you can hide or lock ele-
ments for easy viewing and manipulating.

Start your layout by breaking the fa-
cility up into functional elements like 
screen print, embroidery, storage, and so 
on. Comparing your current layout and 
processes with your future plans allows 
you to come up with the expected square 
footage for each of the functional elements 
in your shop. 

If you have prepared well, you should 
have a process flowchart that shows the flow 
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time in increasing levels of detail. When 
you start doing a detailed layout, remem-
ber you will have to make compromises 
as you design your facility to accommo-
date for the unique characteristics of your 
specific business and building. 

A detailed layout should not only in-
clude production equipment, but also 
dive deeper into smaller things like 
walkways, job carts, and desks. Utilizing 
rolling job carts, apparel carts, and screen 
carts can eliminate clutter areas and make 
your production space more organized, 
versatile, and safe.

Safety should be at the top of the list 
when laying out a production facility. A 
large part of creating a safe facility starts 
in the floor layout. Creating an evacu-
ation map while doing your layout is 
useful since it includes a lot of key safety 
elements that you need to account for. 
Among other things, a good evacuation 
map includes exit routes, fire extinguish-

of materials throughout your facility. The 
process flow chart can help you maintain 
a lean manufacturing linear flow. Creating 
a more linear flow reduces the number of 
times that materials crossover each other 
and bottleneck through the plant. 

Start your layout by identifying your ship-
ping and receiving areas. In many buildings, 
you will be limited by the entry and exit 
points of goods. Shipping and receiving of-
ten accounts for 15% to 20% of your floor 
space, but that number can greatly depend 
on your business model and processes.

Some of your assets will have restricting 
factors that should be taken into consider-
ation as you lay out your different business 
functional areas. It’s critical to use your 
list of future plans and equipment when 
organizing your layout. 

You may, for example, plan on adding 
warehouse racking, but some areas of your 
building may have lower ceilings. If you 
don’t take this into consideration now, you 
could face a considerable expense to relo-
cate equipment when the time comes to 
implement your future project.

PHYSICAL CONSIDERATIONS
The screen development and reclaim areas 
are some of the first elements placed on 
most layouts due to the physical plumb-
ing restrictions of the building. Cutting up 
flooring to relocate floor drains or water 
lines can be expensive, and many landlords 
restrict this type of invasive plumbing. De-

velopment areas require a dark room with 
humidity and climate control to operate 
well, while reclaim areas require good ven-
tilation along with safety considerations 
for solvent usage and wastewater disposal.

Automatic screen print presses and dry-
ers will likely be the hardest things to 
relocate on your production floor. Put a 
lot of consideration into how you move 
forward with their placement. The electri-
cal infrastructure in the screen print area 
is often critical, and careful planning can 
greatly reduce your layout cost. Something 
as simple as adding extra length to your 
electrical and air connections may elimi-
nate the expense of electricians if you need 
to move things around to accommodate a 
larger press in the future. 

When you plan your general layout, con-
sider shortening electrical runs for higher 
amperage equipment that may save sub-
stantial amounts of cost when setting up 
a new layout. Electrical infrastructure is 
high on my list when shopping for a new 
building purchase. Make sure you have 
taken your building’s electrical capacity 
into consideration in your plans as it is 
often overlooked and can potentially result 
in unsolvable problems in the future if not 
planned for accordingly. 

After developing a general layout, con-
tinue working on one functional area at a 

Using rolling job carts, apparel carts, and screen carts can eliminate clutter areas and make your production space 

more organized, versatile, and safe. (Image courtesy GPX/Regan Dickinson)

Some of your assets will have restricting factors that should be taken into consideration as you lay out your different 

business functional areas. It’s critical to use your list of future plans and equipment when organizing your layout. (Im-

age courtesy GPX/Regan Dickinson)

Automatic screen print presses and dryers are some of the hardest things to relocate on your production floor. Put a 

lot of consideration into how you move forward with their placement. (Image courtesy GPX/Regan Dickinson)
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time in increasing levels of detail. When 
you start doing a detailed layout, remem-
ber you will have to make compromises 
as you design your facility to accommo-
date for the unique characteristics of your 
specific business and building. 

A detailed layout should not only in-
clude production equipment, but also 
dive deeper into smaller things like 
walkways, job carts, and desks. Utilizing 
rolling job carts, apparel carts, and screen 
carts can eliminate clutter areas and make 
your production space more organized, 
versatile, and safe.

Safety should be at the top of the list 
when laying out a production facility. A 
large part of creating a safe facility starts 
in the floor layout. Creating an evacu-
ation map while doing your layout is 
useful since it includes a lot of key safety 
elements that you need to account for. 
Among other things, a good evacuation 
map includes exit routes, fire extinguish-

ers, pull boxes, exits, first-aid kits, SDS 
station, lock out tag out equipment, and 
bloodborne pathogen kits. 

Safety elements will vary based on a lot 
of your specific business attributes and 
compliance requirements. These require-
ments should be thoroughly researched 
while generating your floor plan.

Production floor layouts are complex 
equations with multiple solutions that 
can be rewarding for everyone involved. 
At the end of the process, you and your 
team will have a clearer picture of the 
business and its direction than ever be-
fore, and you will be ready for the next 
level.  GP

NATHAN BELZ is the COO of Impress Designs.  He 

has over 20 years of leadership experience in the 

decoration industry with a focus on strategic planning 

and process development.

Automatic screen print presses and dryers are some of the hardest things to relocate on your production floor. Put a 

lot of consideration into how you move forward with their placement. (Image courtesy GPX/Regan Dickinson)

PITTSBURGH, PA
September 24-25

(Classes start September 23)
Attend a class to learn new 

skills, inspire ideas, and propel 
your business to the next level!

Learn from these industry 
experts at the expo:

pms 285 Black white

To view the full class
schedule, visit: 
g-p-x.com/pa

TRAINING IN THE HALL

TRAINING

STOP
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LORD OF ALL THINGS
DESIGNING A SCREEN PRINT WITH A DISTINCT STYLE

W hen J.R.R. Tolkien wrote a me-
ticulously detailed set of letters 
to his son about an imaginary 

land filled with magic and a fantastic jour-
ney, could he have known what impact 
it might have on our culture? It’s hard to 
imagine anyone who hasn’t read, watched, 
or heard of “The Lord of the Rings.” It be-
came the foundation for everything fanta-
sy for decades. Even Dungeons & Dragons 
that began back in the ’80s has renewed 
interest. Young adults are back to rolling 
the 20-sided die to land a striking blow to 
their opponents. 

The movies themselves were made in 
the passion of the details so beautiful-
ly written to describe every landscape and 
harrowing battle over the land of Middle 
Earth. Whether the charm of the gentle 
wizard Gandalf, the Halfling people of 
the shire, or the awesome might of the 
dark lord Sauron, this tale has something 
for everyone. The inspiration from these 
books has initiated so many spinoffs, it’s 
hard to keep track of them all.

Parodies that abound from this timeless 
tale were the inspiration for the Rocky 
Mountain Honors Camp this summer. 
They were looking for an interesting play 
on words that reflected the message of 
their faith. The Lord of All Things, re-
turn of the King of Kings. We also used 
the sword from the series as a symbol of 
the cross of Jesus Christ. 

With our explicit directions, or a map 
if you will, we began our own journey. 
Not hardly as dangerous as traveling to 
Mordor to throw the one ring in the fires 
of Mount Doom but it had its challenges 
nonetheless.

DESIGN FOR STYLE
If you have seen the films, there was a 
specific style to the title lettering. Luckily 
in the digital age, all things font are easily 
accessible. We found a type style named 
Marion that was pretty close. 

In Adobe Illustrator, we created our 
text layout and arranged the lettering 
in the familiar composition. By scaling 

some letters to dominate over others, 
we added to the drama of the title. We 
needed a ring, though. We had to have 
at least one ring, right? 

From the many references to the sword 
wielded by the kings of Gondor, we made 
a clean graphic to incorporate as the cross 
in the background. For some flair, we 
wrapped the text of the group’s title into 
the ring just as the story references.

We moved to Adobe Photoshop to 
drop in the finer details. The old, weath-
ered feel from another age that appears 

The design just had to have a ring. For some flair, we wrapped the text of the group’s title into the ring just as the story 

references. (All images courtesy Lon Winters)

The design just had to have a ring. For some flair, we wrapped the text of the group’s title into the ring just as the story 

From the many references to the sword wielded by 

the kings of Gondor, we made a clean graphic to in-

corporate as the cross in the background. WWW.JUSTHOODSUSA.COM

JHA001 COLLEGE HOODIE 
BLACK SMOKE 
ARCTIC WHITE 
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LORD OF ALL THINGS
DESIGNING A SCREEN PRINT WITH A DISTINCT STYLE

some letters to dominate over others, 
we added to the drama of the title. We 
needed a ring, though. We had to have 
at least one ring, right? 

From the many references to the sword 
wielded by the kings of Gondor, we made 
a clean graphic to incorporate as the cross 
in the background. For some flair, we 
wrapped the text of the group’s title into 
the ring just as the story references.

We moved to Adobe Photoshop to 
drop in the finer details. The old, weath-
ered feel from another age that appears 

rough and chiseled in the letters is achieved 
in layer effects. Bevel and Emboss are a 
favorite with a multitude of variations to 
make and embellish our text. The Bevel 
effect has many options, and we chose the 
Inner Bevel to get the peak in the center of 
the type. We chose Chisel Hard for a rough 
look, the direction for the light, and the 
size to pinch from the edge to the center 
to get a raised look. 

The shading was the real trick to give us 
a 3D look to all the text. We played with 
the angle and moved the point around 
inside to see the changes taking place. 

The gloss contour gave the appearance of 
a polished surface — exactly the look we 
needed. Lastly, we considered the highlight 
and shadow. Bright white for the most 
shine and a shadow color that considered 
a darker tonal value.

With a simple black line drawing of a 
ring, we did some manual painting with 
some subtle shading with brown to not 
compete with the black in the type, and 
more highlight white along the edge to 
match the effect in the text.

Since the sword was meant to be in the 
background, we rendered it simple. There 

were several garment colors this would be 
printed on, and we used a basic gradient 
on one edge to utilize the substrate in the 
shadow areas by eliminating this on the 
white printer, or base-plate, and then re-
ducing the density in the highlight.

COLOR CREATIONS
For seps, we utilize the full color and gray-
scale breakdown of the RGB channels. 
These act as composites and masks to cre-
ate each of our color plates within channels. 
By manipulating the information on each 
channel, we achieve all of our solid fill areas 

WWW.JUSTHOODSUSA.COM

JHA001 COLLEGE HOODIE 
BLACK SMOKE 
ARCTIC WHITE 

GP_SEP21-ADS.indd   79 8/16/21   5:07 PM

http://www.citadelbrands.com


GRAPHICS-PRO.COM  2 0 2 1  S E P T E M B E R  G R A P H I C S  P R O   8 1

AP
PA

R
EL

 D
EC

O
R

AT
IN

G

8 0  G R A P H I C S  P R O  S E P T E M B E R  2 0 2 1  GRAPHICS-PRO.COM

S O F T W A R E  T O  S U B S T R A T E

The old, weathered feel from another age that appears rough and chiseled in the letters is achieved in 

layer effects. Bevel and Emboss are a favorite.

The old, weathered feel from another age that appears rough and chiseled in the letters is achieved in 

No color chang-

es were required 

for the four differ-

ent color combi-

nations.
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and tonal ranges. We used the blue channel 
from the RGB to isolate an area for the dark 
brown shadow in the bevel of the type and 
eliminated the lighter gray where the yellow 
is in the text and solidified the information 
left over after it was removed. 

Most of the brown would be a solid fill 
but for tonal variations from the original. 
Some of the brown would mix nicely with 
some of the tones from the yellow. Having 
the combination of the values from dark 
to light gave this a nice reproduction on 
press. Similarly, we used other channels to 
help us develop each of our colors.

Last but not least, we had to have our 
white printer, or base-plate, for the colors 

to pop. Most of the image area required 
some base with exception to the black. The 
base-plate was reduced in the shadows to 
allow the substrate to darken the ink color. 
Yellow and white needed a solid fill so they 
were at their brightest. 

Once seps were completed, we output-
ted on CTS with a frequency of 45 LPI 
at a 22.5-degree angle. We ran the white 
on a 156 TPI screen at 35 N/cm2 using 
a 65/90/65 triple ply, dual durometer 
squeegee followed by a flash and smooth-
ing heated iron in a Teflon screen. 

Next, the colored inks and the highlight 
whites all ran wet on wet on 230’s at the 
same tension using harder 75/90/75’s. No 

color changes were required for the four 
different color combinations — nice! Re-
order followed within a week for the event. 
This is the new normal … GP

At 21 years old, LON WINTERS was the production 

manager for Ocean Pacific and started his 30+ year ca-

reer reclaiming screens. He’s the president and founder 

of Colorado-based Graphic Elephants, an international 

consulting firm and apparel decoration studio special-

izing in screen printing technical advances, plant design, 

layout, troubleshooting, productivity, quality analysis, 

and complete apparel decorating solutions. Learn more 

at www.graphicelephants.com.
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Shop Profile: Margaret Swauger of Creative Impressions Embroidery

HOME IS WHERE THE BUSINESS IS

M argaret Swauger is the owner of 
Creative Impressions Embroidery, 
a home-based sewing and embroi-

dery business that she’s operated in north-
east Ohio since 2005. She has a couple tra-
ditional sewing machines, a couple single-
head embroidery machines, a Serger, and a 
hooping station in her basement.

Like the majority of the people in the 
embroidery industry, Swauger came into 
the business from the side. She explains, 
“I’ve sewn all of my life. I bought another 
sewing machine at the local sewing store 
in 1989, and it could do embroidery. Just 
lettering, and it was only 9 millimeters 
high. It was so tiny! When I saw the big-
ger multi-needle machine at the 
home and garden show, I said 
that’s what I want to do.” 

“I CAN DO THAT.”
“For years and years, a friend and I wanted 
to go into business and have a yarn shop,” 
says Swauger. “She and I both did a lot 
of knitting and crochet.” Once Swauger 
saw the possibilities with the embroidery 
machine, she went to the bank to see about 
how to start a business. “The man at the 
bank said, ‘When you fail, what will the 
bank do with all the yarn?’” She left the 
bank empty-handed, but undeterred.

Her first order came from some guys 
on her husband’s bowling team — they 
owned a local pizza shop. Swauger chuckles 
as she tells the story. “Don (my husband) 
went out there and told them what I did, 

I didn’t. They said they needed 
some stuff. I think it was close 

to a $200 order: sweatshirts, 
T-shirts, and visors.”

From there blossomed a rewarding ad-
venture. Swauger enjoys figuring out how 
to do unusual things. She also is more 
than willing and able to bring her consid-
erable sewing experience into play to help 
a customer. “When I was singing with the 
Sweet Adelines, they asked me to make a 
pitch pipe pocket. I said, ‘Yes, I think I 
can do that.’ Then my friend looked at 
me and said, ‘You’re already designing it, 
aren’t you?’ as we were standing there. And 
I was!”

The process of product development is 
very visual for Swauger. She sees something 
in her mind before she begins to create it, 
no matter what it is. She values her imagi-
nation as one of her most essential skills in 
her business. She mentions that one of the 
pitch pipe pocket customers said her pock-
et was the best one she’d ever used. Swauger 

was pleased to hear that, as she wasn’t sure 
what she was doing to begin with. Clearly, 
she figured it out.

One of the jobs that she is the proudest 
of is one she did for a local non-profit, the 

Margaret Swauger likes to present a variety of products and ideas 

when she participates in the local events, such as embroidered 

greeting cards. (All images courtesy Margaret Swauger)

Swauger has a large pile of denim jeans that she uses to make all sorts of products to sell, including 

rugs, placemats, purses, and even uses the pockets and waistbands sometimes. 

ger multi-needle machine at the 
I said some stuff. I think it was close 

When asked what she does when a customer questions her on price, Swauger states, “Embroidery stays!”

Swauger enjoys figuring out how to do unusual things.
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Shop Profile: Margaret Swauger of Creative Impressions Embroidery

HOME IS WHERE THE BUSINESS IS

From there blossomed a rewarding ad-
venture. Swauger enjoys figuring out how 
to do unusual things. She also is more 
than willing and able to bring her consid-
erable sewing experience into play to help 
a customer. “When I was singing with the 
Sweet Adelines, they asked me to make a 
pitch pipe pocket. I said, ‘Yes, I think I 
can do that.’ Then my friend looked at 
me and said, ‘You’re already designing it, 
aren’t you?’ as we were standing there. And 
I was!”

The process of product development is 
very visual for Swauger. She sees something 
in her mind before she begins to create it, 
no matter what it is. She values her imagi-
nation as one of her most essential skills in 
her business. She mentions that one of the 
pitch pipe pocket customers said her pock-
et was the best one she’d ever used. Swauger 

Brimfield Community Cupboard. Swauger 
started with a stock design from Embroi-
dery Library then created a custom design 
for them. She estimates that she has made 
100 or more shirts for their volunteers so far.

Recently, she saw one of the Community 
Cupboard organizers walk past during a 
community showcase with something rolled 
up in their hands. When Swauger looked 

again, they had displayed a huge banner 
with her design. The banner was carried 

in the local parade that day, and then 
they hung it in the tent. She says that 
made her feel pretty good.

Swauger likes to present a variety 
of products and ideas when she par-
ticipates in the local events. She of-
ten sells embroidered greeting cards, 
for example. “One time, somebody 

bought a greeting card and then the 
following year, she came back and 

said, ‘That card was a huge success!’ 
My customer said the lady was so pleased 

when she received it that she cried because 
it was so pretty.”  

Swauger did another card that had “Live 
Laugh Love” embroidered in shades of pink 
on it. A customer purchased it and said, 

was pleased to hear that, as she wasn’t sure 
what she was doing to begin with. Clearly, 
she figured it out.

One of the jobs that she is the proudest 
of is one she did for a local non-profit, the 

Swauger has a large pile of denim jeans that she uses to make all sorts of products to sell, including 

rugs, placemats, purses, and even uses the pockets and waistbands sometimes. 

When asked what she does when a customer questions her on price, Swauger states, “Embroidery stays!”

Swauger enjoys figuring out how to do unusual things.

100 or more shirts for their volunteers so far.
Recently, she saw one of the Community 

Cupboard organizers walk past during a 
community showcase with something rolled 
up in their hands.

again, they had displayed a huge banner 
with her design. The banner was carried 

in the local parade that day, and then 
they hung it in the tent.
made her feel pretty good.

Swauger likes to present a variety 
of products and ideas when she par
ticipates in the local events. She of
ten sells embroidered greeting cards, 
for example. “One time, somebody 

bought a greeting card
following year, she came back and 

said, ‘That card was a huge success!’ 
My customer said the lady was so pleased 

when she received it that she cried because 
it was so pretty.”  

Swauger did another card that had
Laugh Love” embroidered in shades of pink 
on it. A customer purchased it and said, 

of is one she did for a local non-profit, the 

Swauger enjoys figuring out how to do unusual things.
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“My friend will just love this!” She 
came back later and said that she 
didn’t send it to her friend and in-
stead kept it on her dresser because 
it was so pretty. “Hearing those kinds 
of things makes you feel really good 
about what you do,” she says.

Because of her extensive sewing 
expertise, Swauger makes many 
of the things she embroiders from 
scratch. She has a large pile of denim 
jeans that she uses to make all sorts 
of products to sell. She turns the 
denim into rugs, placemats, purses, 
and even uses the pockets and waist-
bands at times. 

If you have ever been to Kent, 
Ohio, home of Kent State Univer-
sity, you may have been to Ray’s 
Place, a well-known local bar and 
restaurant. The owner of Ray’s 
picked up Swauger’s business card 
at some point. When he placed his 
first order, he said that he’d carried 
that card in his wallet for about six 
months before calling. If you go to 

Ray’s Place and see polo shirts with 
“Ray’s Place, Kent, Ohio,” Swauger 
did them, as she’s provided those 
shirts for the past five to six years for 
both locations. 

One of her more unusual jobs was 
for a local landscaping company 
owned by a young man. He wanted 
the name of his company to be put 
on the seat of his work pants. But 
when you think about it, it makes 
sense. What part of a landscaper do 
you see when they are working? They 
are often head and hands down, 
working in the dirt, and bottoms up!

A BIT OF ADVICE
When asked what some things are 
you wish you knew then that you 
know now, Swauger replies, “I 
should have done more research 
about the multi-needle machines 
before I bought one. They have dif-
ferent size sewing fields and unique 
features. Make sure you get what you 
feel comfortable with, not just what’s 

available.” She encourages 
everyone to explore all their 
options, and to not settle on 
the first machine that you see. 

Swauger also wants to share 
another piece of advice: “In-
vest in a hooping tool. I saw 
one being demonstrated at 
one of the early National 
Network of Embroidery 
Professionals (NNEP) shows. 
I called my husband and 
said, ‘Can I spend $600?’ I 
brought it home and I told 
him as soon as I hooped the 
first shirt that it was worth ev-
ery penny because the design 
was straight on the shirt!” 

Her next bit of advice re-
ally struck a cord with me, as 
it is one of the main reasons 

continued on page 94
From local projects to creating custom items, Swauger finds 

joy in customer satisfaction.
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Hacks to Help you Succeed in a Changing 
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	� Transfer Express – Screen Print with Just  
a Heat Press    

4-5:30 p.m.
	� Corel Trainer - CorelDRAW A to Z 

SATURDAY, SEPTEMBER 25, 2021
8-9:30 a.m.

	�  IKONICS Imaging - Profitable Sandcarving  
- Small Investment, Large Potential  
 
	�  STAHLS’ - Top Apparel Trends and  
How to Print Them     
   

11 a.m. — 12:30 p.m.
	�  Transfer Express – Should you Print 
Licensed Logos?  

TRAINING IN THE CLASSROOM

TRAINING IN THE HALL

Please visit g-p-x.com/pa 
for class descriptions.

TRAINING

STOP
Visit Mimaki inside the exhibit hall 
for more training opportunities!

 ...........................................................321...........................................................

PITTSBURGH, PA
David L. Lawrence Convention Center

September 24-25, 2021
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COREL TRAINER
602-319-3503
www.CorelTrainer.com/promo
Easy to Learn CorelDRAW 
Don’t let your art department be your 
slowest point in production. Have 
everyone in your company learn Corel 
with real support and this simple A 
to Z training program from right inside your CorelDRAW! Maximize your 
business potential with quality design skills and the new Corel Trainer 2.0 
plug-in© software!

TROTEC LASER
866-226-8505
www.troteclaser.com
Trotec Ruby®: Laser Software Redefined
Trotec Ruby® makes working with your laser 
simpler and faster by eliminating the need for a 
third-party graphics program. Import your files 
directly into the software or create your own text, 
graphic, and photo elements to send directly 
to the laser for easy processing. Ruby® is PC and Mac compatible and 
connects all your lasers to a single network, making file sharing and 
accessibility even easier. Come see Ruby® in action with the fastest 
lasers on the market at GPX Pittsburgh in booth #101.

PITTSBURGH, PA
David L. Lawrence Convention Center
September 24-25, 2021

EPILOG LASER
303-277-1188
www.epiloglaser.com
Discover the Fusion Edge Laser 
Series from Epilog 
Epilog’s new Fusion Edge Laser Series 
features 120 inches per second (3.05 m/s) 
engraving speeds, along with the popular 
IRIS™ Camera System, which gives operators 
a real-time image of the laser bed so they can precisely position their 
artwork and graphics quickly and accurately. These powerful systems 
also include touch-screen controls, job trace capabilities, SAFEGUARD™ 
Features, and much more. Stop by booth #201 and see the Fusion Edge 
Series in action!

JDS INDUSTRIES INC
800-843-8853
www.jdsindustries.com 
Come See What’s New from JDS!
Stop by our booth and check out some of our 
exciting new products for 2021! We have added 
water bottles in 3 sizes, 20 oz. travel mugs, 
and slim beverage holders to our Polar Camel line of High Endurance 
Drinkware. Our Laserable Leatherette line now includes a gorgeous red 
that lasers to black, and we’ve added a line of Sublimatable Burlap in 
many of the same styles as our Laserable Leatherette. These items and 
many more will be on display at GPX Pittsburgh! You can also check 
them out on our website www.jdsindustries.com or give us a call at 
800.843.8853 for more information!
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GPX Pittsburgh
Booth #101

Visit us at

troteclaser.com engraving-supplies.com

COREL TRAINER
602-319-3503
www.CorelTrainer.com/promo
Easy to Learn CorelDRAW 
Don’t let your art department be your 
slowest point in production. Have 
everyone in your company learn Corel 
with real support and this simple A 
to Z training program from right inside your CorelDRAW! Maximize your 
business potential with quality design skills and the new Corel Trainer 2.0 
plug-in© software!

TROTEC LASER
866-226-8505
www.troteclaser.com
Trotec Ruby®: Laser Software Redefined
Trotec Ruby® makes working with your laser 
simpler and faster by eliminating the need for a 
third-party graphics program. Import your files 
directly into the software or create your own text, 
graphic, and photo elements to send directly 
to the laser for easy processing. Ruby® is PC and Mac compatible and 
connects all your lasers to a single network, making file sharing and 
accessibility even easier. Come see Ruby® in action with the fastest 
lasers on the market at GPX Pittsburgh in booth #101.

REGISTER NOW!
Promo code: PREVIEW

g-p-x.com/pa or call 800.560.9941

JDS INDUSTRIES INC
800-843-8853
www.jdsindustries.com 
Come See What’s New from JDS!
Stop by our booth and check out some of our 
exciting new products for 2021! We have added 
water bottles in 3 sizes, 20 oz. travel mugs, 
and slim beverage holders to our Polar Camel line of High Endurance 
Drinkware. Our Laserable Leatherette line now includes a gorgeous red 
that lasers to black, and we’ve added a line of Sublimatable Burlap in 
many of the same styles as our Laserable Leatherette. These items and 
many more will be on display at GPX Pittsburgh! You can also check 
them out on our website www.jdsindustries.com or give us a call at 
800.843.8853 for more information!
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THE MARKETPLACE

SIGNAGE & PRINTING

Manufacturing

American Owned

American Made
Chicago, IL

sales@fastchangeframes.com
1-800-915-2828 

NEW LED 
edge lit 
frames

Any Size
Any Color

1 Minimum

American Owned

American Made1-800-915-2828 

Acrylic Stando� Frames, 
any size, any shape

• Easy installation &  fast graphic changes
• Dimmer & �ashing module for 

brightness control
• Super bright, even white light
• Thin pro�le, .96˝ thick
• 50,000 hours & 2 yr. warranty
• 25 various colors and frame choices
• Made in Chicago, IL USA For FAST 

Delivery nationwide

Manufacturing

American Owned

American Made
Chicago, IL

sales@fastchangeframes.com
1-800-915-2828 

NEW LED 
edge lit 
frames

Any Size
Any Color

1 Minimum

Acrylic 
Standoff 
Frames, 
any size, 

any shape

• Easy installation &  fast graphic changes
• Dimmer & �ashing module for brightness 

control
• Super bright, even white light
• Thin pro�le, .96˝ thick
• 50,000 hours & 2 yr. warranty
• 25 various colors and frame choices
• FAST Delivery 

nationwide
Cubicle Sneeze 
Guard Dividers

•  Made to any 
length or height

•  1/4” super clear, 
almost invisible 
Acrylic

•  Easy, do it yourself install, no tools required
•  Protects employees in adjacent cubicles 

when standing up

Desk Sneeze Shield
Protect your students and employees with 
Alpina’s Desktop Shields. Designed for 
standard 18” x 24” desks,  allows students
to bring their shields to and from class. 

Easy to use 

New Version 12.5 for Windows and for Mac!

Translate into over 150 languages

Includes fonts for ADA, California, EU Pharma 
and more signage requirements

Duxbury Braille
Translator

SOFTWARE FOR BRAILLE SIGNAGE

info@duxsys.com • 1-978-692-3000

  www.DuxburySystems.com

SOFTWARE FOR BRAILLE SIGNAGESOFTWARE FOR BRAILLE SIGNAGE

Free Demo!

SIGNAGE & PRINTING

Contact us today 
to advertise in the

GRAPHICS PRO
Marketplace

1-800-669-0424 • graphics-pro.com/advertise
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• In various materials  
for different performance  
characteristics

• Round & square corner variations
• 4" industry standard length
• Large format 6" & 12" lengths

The manufacturer of squeegees and applicators for over 30 years

Contact your local sign  
& equipment supplier

lidcoproducts.com

The World’s Leading 

SQUEEGEE
& Application Tools

LidcoAds_Final_newType.indd   2 10/28/12   8:50 PM

• Teflon & Nylon Squeegees 
provide stiff, smooth  
applications

• Round & square corner variations
• 4" industry standard length
• Large format 6" & 12" lengths

The manufacturer of squeegees and applicators for over 30 years

Contact your local sign  
& equipment supplier

lidcoproducts.com

NYLON

TEFLON

NYLON

The World’s Leading 

SQUEEGEE
& Application Tools

SIGNAGE & PRINTING APPAREL DECORATING

• 

sales@gpiparts.com www.gpiparts.com

RUBBER BLANKETS
for Screen Printing

•	Non-porous,	flexible	rubber	
extends	life

•	Use	on	any	type	of	exposing	unit
•	Will	customize	to	fit	your	specific	
application

www.gpiparts.com

PINT
GLASS

COOLER
$0.80

CAN
COOLER

$0.80 COOLERW/ OPENER 
$1.50

BOTTLE
SUIT $1.25

CUSTOM PRINTING/asi 72242
www.MoreSales.com 1.800.226.3903

POCKET
COOLIE

$0.55

NEOPRENE/WETSUIT MATERIAL
BLANK SCREENPRINTER PRICING • 17 COLORS AVAILABLE

100'S OF THOUSANDS IN STOCK in St. Petersburg, FL

World’s Most Comfortable Mask!

quotes@ 
sofmask.com

 800 
872-8778

• Washable/Reusable 
• Soft and comfortable 
• Anti-fog nose cover 
• 500 minimum

Got big news? 

Have a new 
product? 

Don't know 
where to start?

We can help!

Visit: graphics-pro.com/
advertise

RESERVE YOUR 
SPOT TODAY!

graphics-pro.com/advertise
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to ensure your horizontal and vertical lines 
were straight, it changed the overall sizing of 
the image. To correct that in FlexiSign, turn 
off the Proportional setting when transform-
ing the image so that you can adjust height 
and width separately until the measurements 
you took align.

When you have the photo properly scaled 
to actual size, it’s ready to go in FlexiSign 
Pro. If you are creating your wrap layout in 
Photoshop, write down the overall photo 
height and width at actual size after scal-
ing in FlexiSign, and change the height 
and width of the image in Photoshop to 
match. Lower the resolution of the image 
until the overall MB is a manageable size. 
For most cars, trucks, box trucks, etc., an 
overall image size of 150-200 MB should 
be plenty big to maintain crisp images.

LAYERS
Once the photo has been sharpened, cropped, 
straightened, and scaled, you can start the de-
sign process. The first step is creating layers 
that you’ll design between. The top layer is 
the photo with any areas of the vehicle that 
will be wrapped cropped out. The bottom 
layer is the photo without any masked areas.

In FlexiSign Pro, we crop out the wrapped 
areas using the masking tool. It’s a relatively 
quick process of drawing boxes and circles 
around any areas of the vehicle that we 
won’t wrap. Once all these areas have been 
drawn out, group the shapes, bring them to 
the front, and click on the top copy of the 
photo while holding the shift key to select the 
shapes and the photo together. Then click on 
the Mask tool under Effects>Mask.

The top image will have blank spaces 
where the wrapped areas will show through. 
The bottom image is the original photo.

I like to design in FlexiSign when working 
with vector-based artwork because the art-
work maintains crisp lines and sharp details 
at any size since it’s all lines, no pixels. You 
can still incorporate raster images in Flexi-
Sign while keeping your text and other vec-
tor objects as line art. Just import the raster 
files, with any modifications in Photoshop 
if needed, into FlexiSign and add the art be-
tween the layers.

In Photoshop, it’s a similar process. The 
photos are scaled actual size, and the back-
ground image of the vehicle is untouched, 
while any wrapped areas in the top image are 
deleted, so the wrap designing you do on the 
layers between are visible.

There are masking and grouping tools in 
Photoshop that offer up different approaches 
to the same concept. Many of them are ways 
to organize your layers, and since Photoshop 
is a complex program with many features 
you may not use, I suggest doing whatever 
you’re used to that gets the job done most 
efficiently.

For me, it’s a top layer, bottom layer, and 
design layers in between that I carefully la-
bel to keep organized. The nice thing about 
working in Photoshop is the ease of blend-
ing and fading images and objects, working 
with raster files, and adding drop shadows 
and effects.

PROOFING
Once you’ve designed the wrap to meet the 
customer’s requests, you can create a proof 
to show the customer. By designing on the 
photo of the vehicle, the customer will have 
an excellent idea of what the final wrap will 
look like.

Working on the vehicle photo means that 
any after-market parts, door handles, rubber 
seals, and other obstacles are accurately rep-
resented, and you’re able to move important 
design elements around them. This means 
that you’ve made necessary adjustments be-
fore the customer sees the proof, and there 
will be no surprises on the final wrap.

When you set up your print files, one 
final tip is to be sure that any tight text is 
printed and contour cut separately, or you’ve 
already planned them away from obstacles as 
much as possible. Keep these areas in mind 
throughout the process.  GP

CHARITY JACKSON is co-owner of Visual Horizons 

Custom Signs based in Modesto, California. She has 

been in business since 1995 and has worked in the sign 

industry for over 25 years. You can visit her website at 

www.vhsigns.com.

why we launched the NNEP. Swauger rec-
ommends that you find someone else that 
knows machine embroidery. “I have a friend 
who does embroidery. I can talk to her when 
I run into something new or have an issue. 
We can compare ideas sometimes. It is so 
nice to talk to somebody that knows what 
you’re talking about. We speak the same 
language.” 

Another piece of excellent advice Swauger 
shares is to just step away from the ma-
chine when things are not going well. She 
has learned that when she gets in a hurry, 
things can become frustrating. “I want to get 
it done, and it’s just not going right. That’s 
when I have to stop, walk around a bit, and 
regroup. Sometimes I just turn everything 
off and go upstairs.” She leaves it alone for 
the rest of the day. She swears by the ad-
age, “Sleep on it,” because it works. That’s 
where she gets ideas about what happened 
and figures out what to try differently in the 
morning. 

When people do not seem to relate with 
what Swauger does or question her prices, 
she says, “Embroidery stays. That’s my man-
tra, just those two words. When they look 
at me questioningly, I’ll say, ‘Well, you have 
screen printing, which is very nice, but it 
doesn’t always stay. Over time, it can peel or 
flake off. Embroidery stays. Then I share a 
story about a red T-shirt that I embroidered 
for myself using matching red thread. The 
T-shirt has been washed many, many times 
and has faded. But the embroidery has stayed 
red. It has not faded.”

I asked her what lights her up about her 
work doing custom embroidery. Swauger 
says, “It just makes me happy when people 
are satisfied. And if they come back and say, ‘I 
really like this,’ or ‘Can you do some more?’ 
that is just great!”  GP

JENNIFER COX is one of the founders and serves as 

president of the National Network of Embroidery Profes-

sionals (NNEP), an organization that supports embroi-

dery and apparel decoration professionals with programs 

and services designed to increase profitability and pro-

duction. You can contact her at jennifer@nnep.com.

continued from page 84

STITCH SOLUTIONSWRAP DESIGN

continued from page 19
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ommends that you find someone else that 
knows machine embroidery. “I have a friend 
who does embroidery. I can talk to her when 
I run into something new or have an issue. 
We can compare ideas sometimes. It is so 
nice to talk to somebody that knows what 
you’re talking about. We speak the same 
language.” 

Another piece of excellent advice Swauger 
shares is to just step away from the ma-
chine when things are not going well. She 
has learned that when she gets in a hurry, 
things can become frustrating. “I want to get 
it done, and it’s just not going right. That’s 
when I have to stop, walk around a bit, and 
regroup. Sometimes I just turn everything 
off and go upstairs.” She leaves it alone for 
the rest of the day. She swears by the ad-
age, “Sleep on it,” because it works. That’s 
where she gets ideas about what happened 
and figures out what to try differently in the 
morning. 

When people do not seem to relate with 
what Swauger does or question her prices, 
she says, “Embroidery stays. That’s my man-
tra, just those two words. When they look 
at me questioningly, I’ll say, ‘Well, you have 
screen printing, which is very nice, but it 
doesn’t always stay. Over time, it can peel or 
flake off. Embroidery stays. Then I share a 
story about a red T-shirt that I embroidered 
for myself using matching red thread. The 
T-shirt has been washed many, many times 
and has faded. But the embroidery has stayed 
red. It has not faded.”

I asked her what lights her up about her 
work doing custom embroidery. Swauger 
says, “It just makes me happy when people 
are satisfied. And if they come back and say, ‘I 
really like this,’ or ‘Can you do some more?’ 
that is just great!”  GP

JENNIFER COX is one of the founders and serves as 

president of the National Network of Embroidery Profes-

sionals (NNEP), an organization that supports embroi-

dery and apparel decoration professionals with programs 

and services designed to increase profitability and pro-

duction. You can contact her at jennifer@nnep.com.
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4 WAYS DIGITAL SIGNAGE 
CAN IMPROVE RETAIL SALES
VISIT http://gpro.link/digitalsignagesales

(Image courtesy Lawson Screen & Digital Products)

ADD TEXTURE TO YOUR 
SCREEN PRINTS WITH THE 
RIGHT BASE
VISIT http://gpro.link/texturescreen

HOW TO EASILY SET UP 
YOUR SIGN SHOP FOR COLOR 
MATCHING
VISIT http://gpro.link/colormatch

(Image courtesy Sublimation101)

WHY SUBLIMATION MAKES 
SENSE FOR ANY PRINT AND 
CUSTOMIZATION BUSINESS
VISIT http://gpro.link/customsublimation

(Image courtesy Direct Color Systems)

HOW TO PROPERLY STORE 
UV-LED INKS
VISIT http://gpro.link/inkstorage

(Image courtesy Drytac)

HOW TO APPLY MEDIA TO 
BRICKS FOR WALL AND 
FLOOR GRAPHICS
VISIT http://gpro.link/bricksfloor

HOW FOCUSING MORE 
ON DEI CAN HELP YOUR 
BUSINESS GROW
VISIT http://gpro.link/businessgrowth

TOP APPAREL PICKS FOR 
COLLEGIATE AND SCHOOL 
SPIRITWEAR ORDERS
VISIT http://gpro.link/spiritwear

(Image courtesy Next Level Apparel)
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