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THE PRESENT.

STYLE: 9018

MAT’L : COTTON

DYE: REACTIVE

COLOR: LAGOON BLUE

SIZES: XXS-XL
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Request a free print sample:  www.MUTOH.com  |   1 .800.99.MUTOH

SUBLIMATION
SELLS!

XPJ-1682WR 64” Sublimation Printer

The XPJ-1682WR Dye Sublimation Printer delivers
high-quality graphics onto a wide range of materials
such as signage, trade show graphics, flags, banners,
custom interior designs, apparel, sports uniforms,
and more.
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‘‘History has shown me that sublima-
tion transfer truly performs well 
during a good economy or a bad 

economy. With weddings, sporting 
events, church gatherings, business 

functions, and other in-person events 
soon returning to some sort of nor-

malcy, I believe the need for awards 
and recognition products will soar.’’
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Same Day Shipping
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GP_RLND_2204A.indd   1 3/15/22   12:45 PM

https://rolanddga.com/lec2


Our ICONIC RING-SPUN TEE is more than just a tee. It’s made with a SOFT HAND and designed 
with COMFORT in mind. With 4 STYLES ranging from Unisex Short and Long-Sleeve, Ladies’ and 
Youth, you’re sure to �nd a consistent, reliable �t you can depend on. Even better, our ICONIC TEES 
come in sizes ranging from youth to 4XL making them an IDEAL PROGRAM TEE to out�t a large 

group for events, organizations or retail. Our ICONIC TEES are truly made for all.

Styles

IC47MR Collection | 4.6 oz, 100% Ring-Spun Cotton
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M arketing is a big part of your business, whether you feel like you engage 
in standard marketing practices or not. You may not purchase ad time in 
your local area, or on Facebook, or do mailers of any kind, but there are 

so many other ways you market yourself and I hope you understand you are always 
giving someone an impression of your business.

When someone walks into your shop, they get an immediate impression. From 
the carpet to the walls to the types of literature you have in your waiting area, or 
if you even have a waiting area. �ose �rst words out of you or your front-facing 
employees are incredibly important. 

A place you may not consider marketing — the installation site. Sure, you’ve got 
your trucks wrapped to make it clear who you are and who is responsible for this 
amazing work, but there are so many other ways that people are being in�uenced 
by what you’re doing on the job site. 

Many shops may not give it a second thought, but you need to be very careful with 
those installation photos you post online or in your shop literature. Is your crew 
up in the air? �en hard hats and safety harnesses are important. Working a CNC 
router? Eye protection. Even if you’re showing o� some mid-production channel 
letters, you want to make sure any photos have that UL sticker visible, just in case. 

It’s likely none of these things will ever come back to bite you, but the last thing 
you want is some slap-dash Instagram post coming back to haunt you in ways you 
couldn’t have predicted. 

BIDDING FAREWELL
�is month’s issue marks the �nal issue for longtime writer Bob Hagel, whose Your 
Laser at Work column has been a source of terri�c engraving information for many 
years.

“So many people in our industry contributed to our success in the business. I was 
happy to be able to share ideas and insight into laser engraving and the personaliza-
tion industry,” Hagel says. “As technology and products consistently change, keep-
ing up and educated is important for continual success. Personalizing products for 
awards, gifts, identi�cation, and recognition will always be in need and desired. �is 
industry has a bright future.”

For myself and all the editors Bob worked with who came before me, we wish him 
a fantastic retirement and will always appreciate the work he’s done. You can �nd 
Bob’s work at http://gpro.link/bob-hagel.

SHOW, DON’T TELL
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Upgrade for free now on
ruby.troteclaser.com
for your Speedy Laser

Ruby®
Laser Software 
Redefined.

Makes working with your laser simpler and faster. Digital to the core.

Manage, design, prepare all your laser jobs in one seamless workflow from idea to product. Import graphics or photos, create text 
or graphics, prepare the job remote or locally and run the laser from the network - a user interface that delights. 
Ruby® - start your digital journey now.  

ruby.troteclaser.com
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I n his gru� voice, our beloved Coach 
Clay bellowed, “Boys, they say foot-
ball is a contact sport, but that’s wrong. 

Dancin’ is a contact sport. Football is a col-
lision sport. If you’re going to play on this 
team, you’d better get out there and hit 
somebody!” 

You had to toughen up to play for Coach 
Clay. But when you played tough, did 
your assignment, and really hit someone, 
his a�rmation of a job well done was im-
mediate and enthusiastic. On occasion, he 
might get right up close, grab your face 
mask, and yank it a bit, look you straight 
in the eye and say, “Son, excuses are a dime 
a dozen. Results are six points apiece! I’m 
not lookin’ for no danged excuses. I want 
some points on that board!”

I wasn’t one of his star players. At that 
point in my life, I was a bit of a runt and 
was just one of his two backup quarter-
backs who seldom got to play as the �rst-
string quarterback was really good, really 
tough, and seldom left the �eld. But I liked 
Coach Clay, and he must have liked me.

I say that because he went out of his way 
to play me enough to earn that coveted 
letter jacket at the end of the season. To 
get that, you had to play about half the 
quarters of every game, which was very 
unlikely for a backup quarterback. 

“Rick,” he said, “you’ve got good hands 
and I need someone with good hands to 
be place holder for extra points and �eld 
goals. If you practice, I bet you can do us a 
great job.” He didn’t have to tell me twice.

My backyard neighbor, Suzy, who was 
also in our ninth-grade class, was soon 
drafted to help me after regular practice 
and before dark. She would center the 
football to me over and over, and though 
at �rst, she was crummy at it, that just 
made me work harder to grab it from any 
angle, drop it to the ground quickly and 
set it exactly how the kicker would need it 

to be. Suzy was a lot of help, and within a 
week or two we were a machine, and my 
ball handling became fast and automatic.

During that football season, our quar-
terback and kicker never missed an extra 
point or �eld goal, and one particularly 
tough game down in Center, Texas, we 
won by just one point, one extra point to 
be exact. �at season, I got my letter jacket 
just like Coach Clay intended. 

I learned several lessons from Coach 
Clay that season, but the main one was 
that you don’t have to be the most valuable 
player to be a success, you just need to be 
good at something. I think the same is true 
in life and in business, especially here in 

the U.S., because a free and multi-faceted 
economy like we have, needs a lot of some 
things and a little bit of everything. And all 
that’s required to be a success, to live the 
American dream, is to do whatever it takes 
to become good at something, something 
people will pay you money for.

Many years ago, while I was fumbling 
around just to pay my way through col-
lege, I discovered people would pay me 
to hand letter signs, windows, and trucks. 
�ey would also pay me to make signs, in-
stall signs, design logos, and produce them 
and install them. When hand lettering be-
came computer plotted lettering, we bought 

software, plotters, and other equipment and 
learned how to do more work, become 
more e�cient, even more pro�table. Later 
we spun o� other ventures, but all connect-
ed or supported by a small commercial sign 
shop here in northeast Texas. �ose busi-
nesses do other things that people will pay 
money for, and we have employees whose 
skills make them valuable even if they know 
how to do only one thing and do it well.

�at’s how the system works. My people 
are not pro football stars, rock stars, or 
rocket scientists. �ey simply know how 
to do things people will pay money for, and 
we have invested in the know-how, equip-
ment, and real estate to provide our clients 
with those services. Our advertising budget 
wouldn’t feed a large dog, but our customers 
�nd us and when they see the quality work 
we do, they keep coming back.

So, over time, a backup quarterback, 
who was not big enough or good enough 
to do more than one thing well, but who 
knows how to work extremely hard and 
keep trying, can �nd a way to succeed in 
sports, and in the economy of this great 
country. I’ll bet you have a similar story. 

Now, let’s tell our stories and inspire to-
day’s young entrepreneurs with the abso-
lute reality that the American dream won’t 
reach up and bite them on the rear end, 
but if they put their rear ends in gear, they 
will attain their own version of it. 

And for some, that will be just the starting 
point. Have a great month.

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.

IN THE GAME
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S I G N A G E  &  P R I N T I N G

T
he wide-format printing industry was already moving 
toward more automation, but the pandemic and its 
restrictions moved up the timeline. Print shops of all 
sizes have struggled to �nd and keep workers because 

of COVID, and the pandemic has changed the way many 
industries do business, with much of it moving from brick-
and-mortar storefronts to robust e-commerce sites. To do that, 
the technology had to advance more rapidly than expected.

Automation was “something we were moving toward way 
prior to COVID and the pandemic but, like so many various 
areas of the market, it really sped things up quite a bit,” says 
Becky McConnell, Fuji�lm North America Corp.

From add-ons to existing printing presses to more robust 
printing and work�ow software, the largest manufacturers have 
had to adapt quickly. Much of this technology was already 
available in the marketplace, but only the highest production 
shops were taking advantage of it. Now, printing equipment 
manufacturers are seeing a trickledown e�ect to smaller-vol-
ume shops.

“There is a drive toward automation,” says Deborah 
Hutcheson, Agfa Corp. European countries were quick to 
adopt automation because they were looking to minimize 
their dependency on people. Now that the U.S. is experienc-
ing labor shortages, it is “driving a lot of people to reconsider 
automation on their equipment. Also, as brands accelerate 
their time to market and look at shorter runs, she says that 
also is driving the need for automation. 

Hands-Off 
Handling

THE BENEFITS OF 
AUTOMATED WORKFLOW 

IN WIDE-FORMAT PRINTING

B Y  P A U L A  A V E N 
G L A D Y C H

B Y  P A U L A  A V E N 
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WE DO
DYE SUB!

• Need to increase your dye sublimation printing 
capacity?

• Want to bring your dye sublimation production 
in-house?

• Looking for new printing applications to expand 
your business?

Canon Solutions America provides you with a one-
stop solution for equipment, media, and software for 
dye sublimation printing.

Having partnered with the leading manufacturers 
of dye sublimation equipment and media, Canon 
Solutions America backs these solutions with a 
nationwide support network and financing through 
Canon Financial Services. 

Scan the QR code below for more information about 
our dye sublimation solutions.

LOOK TO CANON SOLUTIONS AMERICA FOR ALL
YOUR DYE SUBLIMATION NEEDS.

Canon is a registered trademark of Canon Inc. in the United States and elsewhere. All other referenced product names 
and marks are trademarks of their respective owners and are hereby acknowledged. Canon Solutions America makes 
no warranties or representations as to third party products. Prices and availability subject to change without notice. All 
printer output is simulated. © 2022 Canon Solutions America, Inc. All rights reserved.

SMART CHANGE STARTS HERE.

Scan the QR code below for more information about 

Finishing Solutions

Production Heat Presses

Industrial Dye Sublimation Printers

GP_OCEU_2204A.indd   1 3/15/22   12:48 PM
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e c  o  em a ow  or ar e ca e pro c o  o mpro e workflow. ma e co r e  F F L  or  mer ca

This automated system with the Inca Onset X3HS can assist with the handling of large boards to speed up productiv-

ity. (Image courtesy FUJIFILM North America)

eProductivity’s software allows shops to look at each job, when it needs to be printed, what it is printed on, which de-

vice, what substrate and what processes need to come after, like cutting, die cutting, sewing, or adding grommets. 

(Image courtesy eProductivity Software)

PRINTERS
As printing presses get faster the need for 
automation increases because operators 
have a hard time keeping up.

“If you have high-volume production 
and you want them to keep up at that 
rate, nobody can feed at the rated speed for 
eight or 16 hours a day. It is not practical,” 
Hutcheson says. �at means shops must 
move to full automation or partial automa-
tion. “�e goal of automation is to provide 
customers options to help them improve 
productivity but, most importantly, ef-
�ciency,” she explains. “In today’s world, 
everyone is looking at ways to reduce the 
total cost of print manufacturing, adding 
more capital investment upfront with an 
understanding that there will be an ROI 
bump in the end.”

E�ciencies are more important for high-
er volume shops, and Agfa o�ers lower cost 
machines that also have automation capa-
bilities. Customers of Agfa can purchase 
machines in manual mode and then add 
on automatic board feeders or stackers. For 
roll-to-roll machines, clients can put two 
63-inch master rolls on the machine and 
let it run unattended.

“What that means to customers is they 
can have one operator manning multiple 
machines. �ey are just setting the ma-
chine up and letting it run,” Hutcheson 
adds.

Agfa’s approach is to give customers the 
ability to kit out their press to best meet 
their needs. If down the road they decide 
their business has grown enough to merit 
additional automation, they can always 
add it later.
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Above: Agfa’s Asanti store-

front simplifies the ordering 

process by automatically 

moving each ob into the pro-

duction process after custom-

ers enter their template into 

the system. Images courtesy 

Agfa) Right: Work ow man-

agement software makes it 

easier to optimi e obs by 

ganging similar ones together 

to use substrates more effec-

tively. Image courtesy e ro-

ductivity oftware
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“As a manufacturer, we’re always look-
ing for ways we can improve that time to 
market for customers, reduce touchpoints 
so that you can improve on automation,” 
Hutcheson says. “Presses just continue to 
get faster, which adds more and more bot-
tlenecks. A lot of bottlenecks today are on 
the �nishing side. Finishing manufacturers 
are looking at ways to improve their pro-
ductivity because as presses get faster, the 
goal is to get o� the press to the next step. 
You don’t want to lose the time you gained.”

Larry D’Amico, Durst Image Technol-
ogy U.S., says his company’s one pass tech-
nology is highly automated. For companies 
in the corrugated segment, they are mov-
ing corrugated sheets to the press with no 

manual intervention, using conveyors. Ev-
erything is computerized. �e company’s 
presses can print 3,000-4,000 sheets per 
hour because of their level of automation.

“We have people moving stacks, �ipping 
stacks, jogging and aerating stacks, moving 
to the printer and to the cutting device 
with nobody touching it,” he notes. “It is 
incredible to see.”

Fuji�lm’s high production presses can 
save job settings, and if a shop has clients 
that use them on a weekly, monthly, or 
seasonal basis, the operator can set those 
jobs up using saved settings, including 
the type of media used, sheet size and 
thickness. �e machine will call up all 
that information, which helpful with 

the issues of labor shortage and turnover.
Fuji�lm’s Onset �atbed printer has a ro-

botic handling system that o�oads onto a 
conveyor belt to take projects to the digi-
tal cutting system. It will also �ip media 
when necessary, eliminating the need for 
an operator to intervene.

Job setup has always taken a lot of time, 
and Fuji�lm has worked on automating 
just about every part of the printing pro-
cess, including a vacuum bed that adjusts 
to re�ect the sheet size so there is correct 
spacing between the sheet and the print 
head for best image quality. �e high pro-
duction machines are also set up to auto-
matically clean the print heads between 
jobs, which saves time. 

Flexi
DESIGN
for
macOS®

NEW

The leading software for 
sign and print design is 
now available for macOS®

Subscribe
today at 

ThinkSAi.com
Learn more about FlexiDESIGN for 

macOS® visit bit.ly/flexi-mac
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New software options are making it easier for shops 

to enter jobs into the print queue ahead of time. 

(Image courtesy eProductivity Software)
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SOFTWARE
Workflow has improved dramati-
cally and will continue to improve, 
Hutcheson says. Years ago, shops were 
set up with a RIP software and a printer. 
�at has changed dramatically. She says 
when people talk about work�ow, they 
are not talking about RIP software. �ey 
are talking about a dynamic process that 
is trying to streamline and automate as 
much of the steps leading up to getting 
a job on the press as possible.

Because everything can be automated 
upfront, “it helps to catch any type of 
mistakes upfront,” Hutcheson says. 
“Talking about cost efficiencies, you 
want to �nd out about an error before 
it hits the press. Anything you can do 
pre-�ighting, prechecking up front helps 
to avoid costly mistakes.”

D’Amico says the term work�ow can 
encompass so many parts of a printing 
operation, from automation tools on the 
equipment itself, like automatic feeding 
of materials through the machines, to 
the software that manages each job on 
the equipment.

New software options are making it 
easier for shops to enter jobs into the 
print queue ahead of time. �at helps 
businesses with less experienced opera-
tors. A more experienced worker can set 
everything up to run during the �rst shift 
and then all the workers on the second 
shift need to do is switch out substrates 
when necessary. Everything else is taken 
care of, which saves on labor costs.

“What we’re seeing is more of a move 
to low touch, whether through xml, Hot 
Folders, spreadsheet imports, there has 
to be automation for these jobs,” says 
Nick Benkovich, eProductivity Software. 
“At the back end, the challenge for a lot 
of folks in wide format is that substrates 
are so expensive if you lose square inches 
here and there, suddenly you’ve lost the 
pro�t on it,” he explains. His company’s 
work�ow management software makes it 
easier to optimize jobs by ganging simi-
lar ones together to use substrates more 
e�ectively. 

He says supply chain disruptions have 
contributed to substrate cost increases of 
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This Agfa Tauro H3300 

UHS features loading and 

unloading assist to allevi-

ate one of the major bottle-

necks of digital printing 

– the material handling. 

(Image courtesy Agfa)

20% to 30%, in�uenced by higher 
transportation and energy costs, and 
labor shortages caused by the pan-
demic.

“�e front end, e-commerce portal 
reduces some sales costs and customer 
service interaction for more simplistic 
stu�,” Benkovich explains. For more 
complex point of purchase systems, 
companies save more because they 
can generate layouts and cutting �les 
through the software. �e software creates 
detailed layouts that look a lot like a game 
of Tetris as it �ts as many jobs as possible 
on a particular substrate. Customers only 
have to enter all of the jobs they receive, 
the substrates they will be printed on and 
when they need to be completed by and 
the work�ow management software makes 
the schedule and lays out how every job 
should be accomplished.

If a print shop handles all the window 
and �oor graphics and shelf wobblers for 
major clients like McDonald’s or Bu�alo 
Wild Wings that have hundreds of loca-
tions, eProductivity Software’s work�ow 
solution can keep track of each location’s 
profile, from the number of 
windows and doors they have to 
the size of their footprint. �at 
makes it easy to determine 
how many window clings 

or �oor graphics to produce when a client 
decides to change its in-store advertising 
campaigns.

One of the biggest challenges facing 
high-volume shops is the number of or-
ders they receive each week, many of them 
short runs. Managing the schedule of 

when jobs should be printed, cut out and 
grommets added has become fairly tricky.

The company’s software allows shops 
to look at each job, when it needs to be 
printed, what it is printed on, which de-
vice, what substrate and what processes 
need to come after, like cutting, die cut-

If a print shop handles all the window and oor graphics and shelf wobblers for ma or clients that have hundreds of 

locations, e roductivity oftware s work ow solution can keep track of each location s profile. Image courtesy e ro-

ductivity Software)
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ting, sewing, or adding grommets. It will 
then create a dynamic schedule, sequenc-
ing the jobs for them so they can deliver 
each project on time.

If a schedule is already determined and 
a handful of additional rush jobs come in, 
the software will determine when those 
projects can be inserted into the schedule 
and help a company decide if a second 
shift is needed to meet the deadline.

Agfa’s e-commerce storefront allows even 
smaller graphics shops to be open for busi-
ness 24/7, allowing them to extend their 
capability without throwing multiple re-
sources at it. Its Asanti storefront simpli�es 
the ordering process by automatically mov-
ing each job into the production process 
after customers enter their template into 
the system. �e system automates delivery 
of their print �les. Instead of having to 
send them via email or Dropbox, Asanti 
Print Sphere receives the �le that a cus-
tomer puts in their folder and moves it to 

the press. �e dashboard allows direct 
feedback from the press.

“When you talk about people 
dealing with very short time-

lines or trying to improve 
margins, our production 

dashboard tool provides an 
overview of ink and media con-

sumption and printing time for each 
job,” Hutcheson says. If a couple of 

boards are kicked out for whatever reason, 
the dashboard tracks that as well.

Durst’s D’Amico says software options 
include customer interfaces, ones that do 
all the invoicing and billing, job de�nition, 
a whole ERP system and actual work�ow 
does RIP and pagination before a job is 
output. Color management is another 
piece of the puzzle. 

“If you are used to operating in an analog 
environment, digital work�ows, adjusting 
�les, pre-�ighting �les, many companies 
have never done that before and that is an 
incredibly important element,” he says. “If 
you don’t have enough foresight to hire the 
right people to handle that element, you 
are missing out.” GP

PAULA AVEN GLADYCH is a freelance writer based in Denver, Colorado. She can be reached at pgladych@gmail.com.
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Learn more at GRAPHICS-PRO-EXPO.COM

Experience GPX in 2022, with more training, exhibitors, 
networking opportunities and special programs!

Learn about trending topics, technologies, processes, 
equipment, business practices, and more!

Drinx @ GPX: Take a break toward the end of the day at the 
GRAPHICS PRO booth in the expo hall for beer and soft drinks 
in Denver, Meadowlands, and Charlotte.

The Mixer @ GPX: Join us for drinks and hors d’oeuvres! Network with peers in a fun, 
relaxed environment after the expo hall closes in Irving, Indianapolis, and Long Beach.

MORE SPECIAL PROGRAMS

MORE NETWORKING

Considered “higher learning,” these classes will take a deep dive 
into advanced techniques and/or the business aspect of running 
a graphics shop.

These classes are geared toward those who are brand new to a discipline 
or have some graphics experience but are looking to learn the fundamental 
techniques and/or add new profit centers in related markets.

MORE TRAINING

Training in the Classroom: Offered in two different skill levels by our exhibitors and 
select GRAPHICS PRO Magazine expert columnists:

Training in the Hall: Select exhibitors will present 
15-30 minute in-booth demonstrations throughout each 
day of the expo in the exhibit hall.

Based on the START HERE-level classes at each GPX event, 
but in a focused 101-level, night-school style educational 
conference the evening before GPX Charlotte.

A wraps event for wrappers by wrappers at GPX Indianapolis.
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O
ver the years, you’ve cor-
rectly provided your servic-
es to your client base, and 
you have built up a nice, 

loyal book of clients who trust you 
and your team to provide solutions 
to them for their (insert your spe-
ci�c service or product here).

However, you have been consider-
ing taking the leap into providing 
limited, simple, easy electric sign 
options for some of your clients’ 
marketing needs. We’re talking 
about electric sign projects such as 
channel letters, wall cabinets, an 
electronic message board or a small 
ground sign. 

And, if you’ve done a few of these 
already, you may have discovered 
that there are a heck of a lot of 
details to wrap your brain around, 
and your designer may be scratching 
their heads as they page through UL 
Standards on how a channel letter is 
installed. 

In addition to the mechanical 
speci�cations, there are details that 
must be obtained before anything 

So You Want 
to Dabble in 
Electric Signage?
ASK QUESTIONS BECAUSE THE DETAILS 
CAN BE OVERWHELMING

If you’ve ever been sent to a job site without having all the information, then you can relate to why it’s important to open 

up the access panel and look behind the sign band wall to determine what is back there, and how the channel letters 

are to be mounted. (Images courtesy Matt Charboneau)

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

B Y  M AT T
C H A R B O N E A U
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can be suggested, let alone designed for 
presentation to the client. Keep in mind 
that this is your client, the same client 
that you have personally stayed late to 
meet their last-minute deadlines, so that 
they never have a reason to look elsewhere 
for the items you provide them. You do 
not want to screw this up.

If this sounds anywhere close to your 
scenario, stick around to learn the ba-
sics of providing your client with a set 
of electric channel letters and the details 
you should look at gathering as part of 
the process.

You’ve probably guessed it, I’m back on 
my soapbox about learning (in detail) the 
restrictions, options, opportunities, and 
desires of the following: 

• Your clients’ ego or obligation to 
meet a certain expectation

• �e landlord or building owner
• �e city or county 
• �e engineer and/or architectural 

approval committee
�ese four topics must also mesh with:
• What job must the sign perform?
• �e limitations of the materials used
• �e distance it’s being viewed from

• Outside in�uencers — neighbors/
architectural committees

�e only way to obtain these details is 
to ask questions, along with old-fashioned 
investigative research to dig up what is 
needed for starting the project out with 
the highest potential for success.

GETTING STARTED 
What is the need or what is the problem 
that needs to be solved?

I hope I haven’t lost anyone with this 
�rst question, because it’s the one question 
that I see overlooked more than �nding 
out the budget. Yes, the client may ask if 
you make “signs that are individual metal 
letters that light up inside,” but that in no 
way indicates why they need them, or what 
the role of the channel letters is for their 
business, at that location, for their indus-
try, for matching their identity or brand.

Let’s suppose we have a project where the 
client asks for “new signs” for the shopping 
center that he is responsible for manag-
ing. During the initial meeting, the client 
mentions, “Just come up with an idea that 
graphically ties in all of the signs we need, 
in our colors.”

Well, that is a nice statement for your 
client to make, and it sounds like it might 
be information that the designer needs to 
know, but for a designer, it says absolutely 
nothing. �at statement actually carries 
the same wealth of information as the 
statement, “I want my signs to be read-
able” or “I want my signs to be within my 
budget.” 

�is is the �rst chance for the salesperson 
to either ask more probing questions or 
carry on with their sales call. Are you (the 
owner of the sign shop) the salesperson? 
Are you seeing any similarities in you or 
your salesperson’s approach to selling an 
electric sign and the possible struggles you 
may have had with the design approval 
process?

Stop for a minute and think about the 
big picture of this channel letter project. 
�e landlord is asking for this, not the 
tenants. �at means you already have the 
agreement of every tenant in the shopping 
center — by way of the request of the land-
lord. So, it’s already become a huge job 
with 10 tenants in this local strip mall and 
at this point, you need to �nd out who the 
decision maker is that you need to impress. 

Creating a strip mall logo 

without knowing if they 

have one already, or 

even want one is an in-

vitation to a big waste of 

time. If you ask, and they 

are open to it, run with it.
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If you chose to jump ahead to design 
and whip up some ideas quickly just to get 
something to the client fast, you will most 
likely get an unhappy client. Why is that? 
Mostly because three key questions were 
not asked by the salesperson. 

Question 1: Why do they feel the need 
to tie the signs together with common 
graphics? Is this an ego-driven project, a 
committee-driven requirement, or a cor-
porate-driven request?

�e answer has everything to do with the 
behind-the-scenes source for the desired 
look and feel of the signs for this job.

Ego clients can be the most fun and most 
rewarding to work with provided they re-
alize who’s in charge. If it’s them, great. 
If not, you have to carefully manage that 
personality, so they feel that you are fully 
grasping and supporting their wants and 
needs.

�e ego “manager” will choose the look 
they like, and then try to sell it to the com-
mittee, or worse yet, to corporate. Nope, 
it rarely works well as the manager’s ego is 
not re�ective of the committee’s desires. 
You will be able to recognize this speed 
bump immediately upon the �rst rejec-
tion of your quick design packet. �e ego-
driven manager will try to explain how it 
wasn’t the right look, when in reality the 
committee didn’t like the managers ideas, 
so the burden of coming up with a whole 
new design is on the designer, rather than 
being on the manager’s bad taste in design.

That’s when it’s important to ask the 
question: Is there a design standard to fol-
low, or will there be any upfront feedback 
from the �nal decision maker (committee 
or corporate) such as any examples found 
of other strip malls that feel like a good 
design �t?

�en they say, “Well yeah, they want a 
real boring conservative look, but I think 
it needs a western feel to attract the local 
residents better — I mean the strip mall is 
only a ¼ mile from the livestock sale barn 
but corporate is located in Washington — 
and they just don’t get it.”

Amazing how asking just one more 
question provided a deeper answer that 
has some real meat to it. Now, you have 
more light shining on the backstory, who 
the decision maker is, and why. Asking 
the right questions provides you with the 
information you need to help your sign de-
signer. �e sign meets the expectations of 
the decision maker(s) while also addressing 
the concerns of the local manager.

Question 2: Who is the �nal decision 
maker on the design?

So, yah, no matter how creative the 
manager’s ideas are, if you don’t �nd out 

Asking the right questions provides you with the information you need to help your sign designer.
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who is writing the check and approving 
the design, you could be spending hours 
and hours chasing a design for the wrong 
person.

Question 3: If you like the proposal 
I create, the price and the designs, what 
needs to happen in order for me to secure 
the contract for this project?

You would be surprised to hear how 
many times the answer is something like 
this: 

“Oh, I’m not sure. Corporate came out 
last week and asked me to hire a sign com-
pany to come up with new sign ideas, but 
they didn’t say if they wanted to get them 
made this year or wait until the property 
is closed on by the new owners in 90 days. 
Man, I hope I can keep my position here, 
but yeah, that’s all they wanted. Is that 
OK?”

�is is a huge bit of information that, 
frankly, you should have already known 
about by way of staying in the loop on 
all property transactions in the area. So, 

that’s where you remember to always 
do your research with property records 
before driving 45 minutes for the ap-
pointment. 

You could have easily wasted hours 
of time on a project for a property that 
isn’t even owned by the person you are 
speaking with.

Ask questions, ask lots of questions 
about the property, the management 
team, the tenants, the ownership 
group. You never know what bits of in-
formation you will come up with that 
will be the key piece of info that either 
helps you or kills the opportunity.

Turns out, the current owner of the 
property wanted to show the new 
buyer what new signs might look like 
on the property. Sure, it could end up 
in a sale, so at this point, you need to 
be speaking with the new ownership 
group, not these folks, but you need 

BENEFITS OF RACEWAYS

Channel letters mounted with-

out a raceway require a mini-

mum of four holes to mount the 

letter, and one hole for the power 

pa r . a   e o e   e 

sign band PER LETTER. Using a 

racewa  pro e  ree e e  

and only one draw-back.

1. Easier to assemble and install 

as one sign unit

2. Fewer attachment holes and 

only one power pass-thru hole

3. Assembly in your shop means 

you can fully test the channel 

letter before install to trouble-

shoot any potential issues 

while it’s still in your shop

The only drawback is the look 

of the raceway but painting it to 

match the wall color in both sheen 

and color will help this element be 

less noticeable. GP
continued on page 104
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S I G N A G E  &  P R I N T I N GS I G N A G E  &  P R I N T I N G

Bring Them Back 
for More
BUILD YOUR 
BUSINESS WITH 
REPEAT CLIENTS

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

Managing the graphics for multiple eets of vehicles, from spot graphics to full wraps, is one of our main areas of focus. ll images courtesy Charity ackson

I
f your business provides a mediocre product with average customer ser-
vice, you will constantly be chasing new customers. If you feel like you’re 
continually advertising so you can bring in new jobs, but those projects 
don’t turn into repeat business, then it’s time to make some changes.

We’re in a custom industry that inherently creates repeat business since the 
customer goes through an initial process to set up their artwork with your 

company. If you provide good service and an excellent product, then it 
makes sense that they’ll keep coming back.

Repeat customers build a stable foundation for your company by 
providing a steady income. You’ll also �nd it’s easier to manage a business 
built on established customers; artwork and colors will already be on �le, 

and many projects will repeat a previous job, which speeds up production.

DEFINE YOUR SERVICES
De�ning what your business specializes in and advertising those services is 
essential. When you �rst start out, it’s tempting, and sometimes necessary, 

We’re in a custom industry that inherently creates repeat business since the 
customer goes through an initial process to set up their artwork with your 
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to take on anything that comes along. You 
have to start somewhere, and by tackling 
di�erent kinds of projects, you can deter-
mine what you’re good at and what you 
enjoy doing. Just be careful that you don’t 
take on jobs too far outside your expertise, 
or that could cost you in the long run.

We have a C45 Contractor’s License, and 
for quite a few years, we o�ered electrical 
signs. After a while, we determined that 
our pro�t margin was too slim in electrical 
signs. We didn’t enjoy the permit process 
or the headache of working on-site, and 
there was too much local competition in 
that area. So, we stopped o�ering electrical 
signs, sold the boom truck we rarely used, 

and shifted our focus to areas with a higher 
pro�t that we enjoyed doing.

INCOME SOURCES
We specialize in signs, banners, engrav-
ing, and wraps/�eets. We run many non-
electrical signs through our shop, special-
izing in aluminum composite signs. For 
our banners, we outsource them, turning 
a good pro�t with minimal labor. Hav-
ing a reliable wholesale printer for our 
banners and yard signs, we can do a high 
volume without impacting the rest of our 
production.

Engraving has been more of a niche 
service. We o�er both laser and rotary en-

graving specializing in solar tags. �is was a 
service built from customer requests, inter-
est in the engraving industry, and techni-
cal knowledge in the area. Like choosing 
the types of signs we o�er, we’ve done the 
same with our engraving. Just because we 
can do all kinds of personalized items, tro-
phies, and plaques doesn’t mean we want 
to. Getting into personalized engraving is a 
di�erent type of service that we’re not really 
interested in. By focusing on laser engraved 
solar tags, we streamline the material we 
need to stock, and we can turn around the 
products faster.

Since we started our business, we’ve of-
fered vehicle graphics, and it’s always been 

Sometimes specialties are completely different from one another. While vehicle graphics are our main focus, laser-engraved solar tags are also a big market for us.
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a decent chunk of our sales. When large-
format printers came on the market and 
customers started asking about full-color 
graphics and wraps, our business quickly 
narrowed in on that market.

Last year, 49% of our sales were in ve-
hicle lettering, wraps, and installation. 27% 
were signs and decals, 10% were banners, 
5% engraving, and the other 9% were in 
window graphics, design, and dimensional 
letters. By knowing where our income is 
coming from, we can focus our e�orts on 
pro�table areas and let go of less pro�table 
services that could be spreading us too thin.

REPEAT BUSINESS
Once you’ve de�ned the services you want 
to o�er and determined the areas with the 
highest income and pro�t margins, you 
can start building your business around 
those areas. �e best way to build your 
business is through repeat business. As I 
mentioned, repeat business streamlines 

your advertising e�orts, simpli�es pro-
duction, and is an overall more e�cient 
way to do business. �ere are �ve general 
areas that you should focus on to keep 
customers coming back to you: con-
venience, expertise, quality materials, 
workmanship, and pricing. 

CONVENIENCE
Making it easy for your customers to do 
business with you is one of the most crit-
ical areas of building up repeat clients. 
Answering the phone, returning emails, 
getting quotes out on time, and keeping 
good records of their jobs will build the 
customer’s con�dence in your abilities.

Getting to know the customer and 
taking an interest in their projects helps 

No matter what area of the sign industry you focus 

your efforts on, be sure your workmanship is as top-

notch as your customer service.
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build a repertoire. Two or three of us pri-
marily answer the phones, and when a cus-
tomer calls in, we try to put the person 
most familiar with their account on the 
phone with them.

Building a one-on-one personal rela-
tionship ensures we ask the right ques-
tions and makes the time on the phone 
e�cient for both the customer and our-
selves. Paperwork for repeat clients is also 
organized in separate folders, making it 
easy for us to pull and reference for ac-
curate duplication.

Much of our repeat business is the addi-
tion of a vehicle to a �eet. We like to see 
and measure vehicles ahead of time for our 
partial and full wraps, but we utilize Art 
Station Vehicle Templates for spot graph-
ics jobs to quickly and accurately proof 
vehicles. �ese templates streamline the 
process, make our design and quote pro-
cess more e�cient, and get the customer’s 
project into production quickly.

No matter what area of the sign industry 
you specialize in, look for ways to stream-
line your interactions with the customer.  
�is isn’t to rush your time with them, but 
rather to respect their time and make it 
easy for them to order from your company.

EXPERTISE
Another bene�t of narrowing down the 
types of signs and graphics your busi-
ness specializes in is it builds knowledge 

in those areas. �e more 
you work with a particu-
lar product or service, 
the more you learn. Pass-
ing this knowledge onto 
the customer through the 
sales process builds con-
�dence in your ability to 
handle their project.

�is isn’t an obnoxious 
dump of information in 
a know-it-all-manner; 
rather, it’s a quiet pass-
ing of knowledge by an-

swering questions, helping to steer them 
toward the right fonts, colors, and design 
elements for their project, and knowing 
what materials to recommend for a par-
ticular application. Subtle salesmanship 
builds con�dence; you’ve earned a repeat 
customer when quality products and ex-
cellent workmanship back it.

QUALITY MATERIALS
Whether we’re selling a flat sign using 
calendared vinyl or a full wrap requiring 
premium media, we always use quality 
materials with proven performance. We’ve 
built up an arsenal of media and supplies 
over the years that we know we can count 
on to deliver a quality product.

We stick to a handful of materials and 
laminates to cover all our needs. We don’t 
look for the cheapest material or constantly 
switch up product types – we stick with 
what works. We also listen to the custom-
er’s needs and ensure that the materials 
we choose will meet their needs and their 
budget.

WORKMANSHIP
Not only should the material you use be 
top quality, but the �nish work on the proj-

continued on page 110
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One of the advantages of using image 
editing software is its ease of per-
forming seemingly complex tasks. 

When you think about it, there are so 
many ways to alter images to tell a spe-
ci�c story; whether to recolor an image to 
create a certain mood or to apply a �lter to 
turn a photo into a drawing or painting or, 
most importantly and probably most com-
monly, to alter the actual physical content 
of a picture. �e tools and techniques are 
all there so that virtually any e�ect can be 
achieved. In the exciting world of digital 
art, if you can imagine it, you can create it!

SIMPLE CONCEPT
�e concept is simple. Combine two or 
more images into single undetectable 

composite. I’m sure you’ve seen this done 
in most any media. When experienced, 
the e�ect can be stunning. To compos-
ite images successfully — seamless to the 
extreme and no trace of where one image 
ends and one begins — requires a sharp 
eye and bit of digital sleight of hand. �e 
sequence of techniques that produces 
seamless compositing varies depending 
on the image and the range of values as-
signed to these techniques. Compositing 
then depends on your skill as a digital art-
ist, your knowledge of the software, and 
your acuity of observation.

FUNDAMENTALS
Compositing images can be frustrating 
if you don’t understand what the core 

fundamentals are. �e goal is to create 
an image where all of the elements in 
the composition are in place and the im-
age doesn’t appear to have been altered. 
�e three most important considerations 
when adding or replacing picture content 
are: 

1. �e edges of the new content are 
undetectable

2. �e colors perfectly match the ex-
isting colors

3. �e direction of the light source is 
similar in both the source and des-
tination images

LIGHT SOURCE
�e �rst two considerations can be eas-
ily modi�ed in Photoshop during the 

REPLACING CONTENT
WHAT’S NEEDED TO SEAMLESSLY CREATE COMPOSITE IMAGES

Fig. 1: ometimes ipping or rotating the source content is necessary so that the light source corresponds to the destination image. ll images courtesy tephen omaniello
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editing process, but the light source is 
a bit more di�cult to control. Shad-
ows should be cast in similar directions 
and highlights and re�ections should 
be located on the same sides of objects 
of both source and destination images. 
If possible, choose images with similar 
light sources. A more radical choice is 
to �ip or rotate the source content so 
that the light source corresponds to the 
destination image. (Fig. 1)

LAYERS
Composites are layer-based. Separate 
content resides on individual layers. 
Layers ensure that content remains iso-
lated and easily selectable. �e ability to 
target and manipulate a component of 
the image is a critical part of the work-
�ow. Since layers are �exible units, their 
content can be moved, scaled, rotated, 
or otherwise transformed and even re-
positioned forward or backward within 
the picture plane. Furthermore, many 
of Photoshop’s features are layer depen-
dent — the work�ow being non-linear 
and dynamic. Heads up: In the May is-
sue of GRAPHICS PRO, DigitalEye will 
thoroughly examine the power of layers.

COLLAGE
A composite is created with images 
from multiple sources. Another word 
for a composite is a collage. Artists 
have been making collages since the 
mid-19th century. Back in the day, col-
lages were made from cutout pieces of 
paper pasted together to form an image. 
(Fig. 2) Nowadays, the digital collage 
work�ow is faster and more versatile 
providing a vast array of extraordinary 
features that enhance the credibility of 
the composite. 

fundamentals are. �e goal is to create 
an image where all of the elements in 
the composition are in place and the im-
age doesn’t appear to have been altered. 
�e three most important considerations 
when adding or replacing picture content 
are: 

1. �e edges of the new content are 
undetectable

2. �e colors perfectly match the ex-
isting colors

3. �e direction of the light source is 
similar in both the source and des-
tination images

LIGHT SOURCE
�e �rst two considerations can be eas-
ily modi�ed in Photoshop during the 

REPLACING CONTENT
WHAT’S NEEDED TO SEAMLESSLY CREATE COMPOSITE IMAGES

Fig. 2: Back in the day, collages were made from cutout pieces of paper pasted together to form an image. This image 

is from a surrealist novel called Une Semaine de Bonte by Max Ernst (1934). 
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EDGES 
One of the most important aspects of the 
collage work�ow is to be able to seamlessly 
blend the edges of a selection to the desti-
nation image where it will be placed. Pho-
toshop has a Select and Mask feature that 
makes edge manipulation easy and predict-
able. (Fig. 3) �e interface can display the 
content of the selection in a variety of views. 
�e controls can manipulate the edge by 
expanding or contracting, feathering, in-
creasing or decreasing contrast, or smooth-
ing. Some of the controls in the Select and 
Mask interface even help select intricate or 
ambiguous edges such as fur or hair that 
contributes to the credibility of the compos-
ite. �e preview gives a clear picture of what 
the results will be. With proper manipula-
tion the edge can be made undetectable. 

FEATHERED EDGE
Feathering the edges of the selected area cre-
ates a transition zone. A feather is a group of 
edge pixels that range from opaque on the 
inside and gradually become more transpar-
ent as they radiate outward over a speci�c 
distance. Feathering the edge of a selection 
softens it so that it blends into the destina-
tion background. (Fig. 4)

LAYER MASKS
A layer mask hides portions of a layer re-
vealing the content of the layers below. 
Masks are quite useful for making compos-
ites. �ey piece together di�erent objects 
without having to resort to destructive 
tools like the eraser.

Click the Add Mask icon in the layers 
panel, then simply start painting with the 
brush tool set to black to hide or white 
to reveal parts of a layer. If you’ve already 
made a selection from part of the layer, 
clicking the mask icon will convert the 
selection to a mask. Alternatively, set the 
output to Layer Mask in the Select and 
Mask feature.

Fig. 3 (top): Photoshop has a Select and Mask feature that makes edge manipulation easy and predictable. 

Fig. 4 (above): A feathered edge is a group of edge pixels that range from opaque on the inside and gradually 

become more transparent as they radiate outward over a specific distance.
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When you add a mask, a thumbnail ap-
pears in the layers panel next to the thumb-
nail that shows the layer contents. (Fig. 
5) If the layer thumbnail is highlighted 
rather than the mask, painting black will 
simply add black pixels onto the image. 
If the Layer Mask thumbnail is selected 
painting with black conceals and painting 
with white reveals the content.

COMPOSITING
Now you’ve isolated the separate elements 
onto individual layers, you can composite 
them into a single composition.  

Use the Move Tool to position and trans-
form the di�erent elements into a compos-
ite. Select the tool and check Auto-Select 
Layer in the Tool Options. With this op-
tion selected, clicking on an element in the 
Image window will automatically select the 
layer. Check Show Transform Controls for 
a bounding box that gives you quick access 
to transforming options.

�ere are a few ways to copy di�erent 
images into one document. Drag them 
across the image windows with the Move 
Tool. Other options are to use File > Place 
Embedded, or simply to copy and paste.

TRANSFORMING ELEMENTS
As you position all the di�erent parts, 
you’ll transform them to rotate and resize 
Layer content. Right-click while trans-
forming to choose additional transfor-
mation options such as warp, skew, and 
perspective. While resizing, the original 
image maintains its proportions. To trans-
form its proportions, press the Shift key 
while dragging.

SMART OBJECTS
A note about resizing: when you make a 
pixel layer smaller you actually eliminate 

Fig. 5: When 

you add a 

mask, a thumb-

nail appears in 

the Layers Pan-

el next to the 

thumbnail that 

shows the lay-

er’s contents.
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NEW REALITIES
Compositing is a powerful way to invent new realities or 
change existing ones. �ese techniques are most often a 
source of creative fun as we stretch our imaginations to 
invent fanciful images that tell a story. �e fact that these 
images can look so realistic and are so easy to create should 
be motivation for you to give it a try. When done correctly, 
the results will boggle your viewer’s mind. GP

some of the pixels from that layer. �at’s 
OK if you want to keep it smaller. If you 
change your mind and want to make it 
bigger again you will compromise the 
quality of the element. To prevent this, 
right-click the layer and choose Convert 

to Smart Object. Now you can transform 
an element as much as you like without a 
loss in quality — and also use �lters non-
destructively. To undo the smart object, go 
to the Layers menu and choose Rasterize 
> Smart Object.

WORKFLOW 
Here is a typical step-by-step work�ow for 
selecting source images and compositing 
them to a new document. 

1. Start by making an accurate selec-
tion on the source photo. (Fig. 6A)

2. Choose Select and Mask and then 
choose appropriate viewing mode 
from the pull-down menu. (Fig. 6B)

3. Control the edge of the selection 
by re�ning its edge using one of the 
Select and Mask controls. (Fig. 6C)

4. Add a feather radius that will gradu-
ally blur the edge into transparency. 
(Fig. 6D)

5. Set the Output Options to New 
Layer with Layer Mask. Click OK. 
(Fig. 6E)

6. Choose the Move tool and drag the 
content (which is on a new separate 
layer) to the destination document. 
Position the new content over the 
area you want to replace. 

7. Scale or rotate or otherwise trans-
form the contents of the layer.

8. If necessary, apply a bit of dodging, 
burning, cloning, and/or color cor-
rection to get the images to look 
natural. (Fig. 6F)

Fig. 6A Fig. 6B

Fig. 6C Fig. 6F

GP_APR22-ADS.indd   34 3/16/22   11:54 AM



GRAPHICS-PRO.COM 2 0 2 2 A P R I L  G R A P H I C S  P R O 3 5

NEW REALITIES
Compositing is a powerful way to invent new realities or 
change existing ones. �ese techniques are most often a 
source of creative fun as we stretch our imaginations to 
invent fanciful images that tell a story. �e fact that these 
images can look so realistic and are so easy to create should 
be motivation for you to give it a try. When done correctly, 
the results will boggle your viewer’s mind. GP

Fig. 6D Fig. 6E

Fig. 6F

STEPHEN ROMANIELLO is an artist and educator who has taught computer graphics since 

1990. He is the founder of the Digital Arts program at Pima Community College in Tucson, Ari-

ona. Stephen is a certi ed instructor in do e hotoshop, do e llustrator and do e remier 

and the author o  numerous oo s, articles, and media on the creative use o  digital graphics 

so tware. Stephen is the ounder and C  o  Glo al e s stems, a compan  that o ers training 

and consulting in graphics so tware and creative imaging.
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A P P A R E L  D E C O R A T I N G

P
retty much everyone has cooed 
over the adorable baby in the cute, 
sublimated onesie, or checked out 
the fashion forward patches on the 

teen at Starbucks. �ere’s the blinged out 
babies, and the appliqued cuties and the 
little guy in your child’s preschool class 
who always has the most adorable, screen-
printed band shirts. Embellished clothing 
for kids is big business and can be a signi�-
cant pro�t center for a garment decoration 
shop, regardless of the type of decoration 
done. �ere are, however, some things to 
consider before you dive into this market. 

COOL
KIDS
WHAT TO CONSIDER 
BEFORE DIVING INTO 
THE CHILDRENSWEAR 
MARKET

(Images courtesy LynniePinnie.com)

B Y  K R I S T I N E 
S H R E V E
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SAFETY FIRST
One issue is safety. We all know there are 
safety regulations that center on children’s 
clothing and how it is decorated. Choking 
is one concern. Anything that could be 
pulled o� a garment and swallowed, like 
a pom-pom, charm, or rhinestone, could 
be a potential hazard. Decorators who use 
these sorts of items need to ensure every-
thing is well secured and can’t be removed. 

Lead can also be another issue, with the 
total lead content on children’s clothing 
limited to no more than 100 ppm. �is 
can be an issue when it comes to vinyl 
and crystal rhinestones. Some vinyl is 
also made with PVC (polyvinyl chloride) 
which can be toxic to young children. 

There is also the issue of flammabil-
ity. Certain types of fabrics can’t be used 
in children’s clothing at all because they 
burn too easily. Embroidered designs may 
cause issues if there are loose threads, or if 
the back of the embroidery scratches or 
abrades tender skin. Child safety is clearly 

important, and the Consumer Protection 
Safety Improvement Act (CPSIA) has sev-
eral regulations related to infant and chil-
dren’s products to make sure kids stay safe. 

�e good news is that complying with 
these regulations isn’t as di�cult as some 

might want to make it seem. Yes, 
it may require a bit of research and 
extra work, but the payo� is safer 
children and merchandise that 
can be sold without the worry of 
a lawsuit in the future. 

Let’s start with ink. To protect 
yourself against any issues, make 
sure the ink you use on children’s 
clothing comes with documenta-
tion from the supplier or manu-
facturer that shows that the ink 
has been cleared according to 
CPSIA. Make sure this documen-
tation is kept on �le and can be 
produced regarding any clothing 
you make for children. Another 
way to get around this issue is to 
print with water-based ink, which 
doesn’t have any of the compo-
nents that cause issues. 

Like screen printing ink, CP-
SIA compliant vinyl can also be 
purchased for use on children’s 
clothing. As with the ink, you 
should be able to get documen-

tation from your supplier that the vinyl 
in question has been tested and meets the 
necessary requirements. 

For embroidery, protecting children may 
be as simple as covering the back of the 
embroidery with fusible poly mesh stabi-
lizer, ensuring there will be no abrasion or 
rubbing. �is is a common technique that 
is often used with infant onesies. Another 
best practice for embroiderers who deal 
with childrenswear is to make sure all gar-
ments are meticulously trimmed and that 
any hanging or protruding decorations 
that could be pulled o� are �rmly secured. 

Decorators that use rhinestones will 
want to determine the lead content of the 
stones they use, and the chemical makeup 
of the glue used to hold the rhinestones 
to the item being decorated. �e glue also 
needs to be strong enough to hold the 
stones in place securely, so they can’t be 
removed and swallowed. CPSIA compliant 
stones are available, so decorators who use 
rhinestones on childrenswear will want to 
pursue that option. 

CURRENT TRENDS
Now that the safety issue has been dis-
cussed, the next question is what are the 
current trends in kidswear? While Bobby 
might love his SpongeBob applique shirt 
and Mikayla may �nd delight in her prin-

Make sure the ink you use on children's clothing comes with 

documentation from the supplier or manufacturer that shows that 

the ink has been cleared according to CPSIA. (Image courtesy 

Fat Dad Custom Designs)

mbellished clothing for kids is big business and can be a significant profit center for a garment decoration shop,  re-

gardless of the type of decoration done. (Image courtesy Fat Dad Custom Designs)
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mbellished clothing for kids is big business and can be a significant profit center for a garment decoration shop,  re-

gardless of the type of decoration done. Image courtesy Fat ad Custom esigns

cess themed backpack, trends in kid’s clothing do change with the 
seasons, just as adult fashion does. While the kids might not be 
aware or care, their parents just might. Here are �ve trends to watch 
out for this year: 

1. Oversize and layering — One of the trends in kidswear for 
2022 is an emphasis on comfort. Oversize clothes let kids 
move more easily. Layering can be adjusted for comfort as 
weather and temperature dictate. 

2. Mommy (or Daddy) and me — Dressing the whole family 
alike or in similar themed garments is a trend that experts 
say will be seen in 2022. Decorators could capitalize on this 
by making themed family shirts or jackets. 

3. Cartoons, emojis, applique — Applique is big on kid’s 
clothes in 2022. Whether it’s a cute rabbit or a grinning 
emoji, appliques are showing up front and center on all 
kinds of garments. �is is great news for embroiderers. 

If youre wondering if decorating childrens 

clothing is worth your time and effort,  think 

about this,  the infant apparel market alone 

is worth  billion and is growing every year. 

Image courtesy ynnie innie.com
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4. Patches — With the recycling 
trend, and the issues with the sup-
ply chain and getting new garments, 
repairing and making do, along 
with reducing waste and additions 
to land�lls have become more im-
portant. Patches are used as accent 
pieces and decoration and as a way 
to cover holes or make a piece of 
clothing last longer. 

5. Organic clothing — You’ve heard 
of organic vegetables, now meet 
organic clothing. Organic clothing 
is clothing made from cloth that 
has been developed from materials 
that were grown in compliance with 
the standards of organic agriculture. 
As people come to care more about 
what goes into and on their bodies, 
this trend will only see growth. 

MARKET OPPORTUNITY
If you’re wondering if decorating child-
renswear is worth your time and e�ort, 

think about this — the infant apparel 
market alone is worth $3 billion and is 
growing every year. New babies are coming 
into the world every minute, and they all 
need clothes. According to Statista.com, 

the global childrenswear market is forecast 
to grow to $239 billion by 2023. A large 
portion of that market is concentrated in 
the United States, so there’s a lot of money 
out there waiting to be collected. Trends 
in personalization and clothing that are 
unique to the wearer will continue to grow 
and increase in popularity. �is means dec-
orators with �air who enter this market 
should have a good chance of success. 

SELLING SUCCESSFULLY
For those looking to enter the children’s 
clothing market, there are a few things you 
need to navigate to be sure you’re creating 
and selling properly. �e �rst, mentioned 
earlier in this article, is safety. Make sure 
you know what the safety regulations are 
for whatever decoration technique you’re 
using. Obtain the necessary certi�cations 
from vendors and be sure those are �led 
safely and can be accessed if needed. Be 
aware of things like choking hazards, tox-
icity, and other potential safety violations. 
CPSIA violations can cause �nes and other 
headaches, so make sure your business is do-
ing everything it can to stay in compliance. 

Another issue that needs to be addressed, 
although it shouldn’t have to be, is copy-
right. Every year there are decorators who 
are �ned or even lose their businesses be-

Whether it's a cute rabbit or a grinning emoji,  appliques are showing up front and center on all kinds of garments. 

This is great news for embroiderers. (Image courtesy LynniePinnie.com)

One of the trends in kid's clothes for 2022 is an emphasis on comfort. Oversize clothes let kids move more easily. 

(Images courtesy Fat Dad Custom Designs)
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cause they use copyrighted designs in their 
work. �is sort of thing has been justi�ed 
in a lot of ways. �e idea that changing 
a certain part of the design by a certain 
percentage is protection, the gamble that 
your business is too small to be noticed or 
caught, the hope that buying a design from 
a certain company gives rights to use that 
design on materials for sale. �e easiest way 
to avoid this issue is to not use any designs 
unless you are certain you own the rights to 
the design. If you purchase a design from 
another company, make sure you read the 
license agreement and understand clearly 
what you can and can’t do with the design. 
Copyright is an important issue and one 
that decorators often ignore to their peril. 
It’s always better to be safe than sorry, so 
make sure you understand the issue and are 

aware of the rights you have when it comes 
to using designs you didn’t make. 

As for where to sell kidswear, the options 
are really endless. You can help someone 
who wants to start a kid’s fashion line by 
contracting to print their designs. Craft 
fairs and bazaars, especially at the holidays, 
can be great places to sell unique, decorat-
ed kidswear. Schools can o�er a wide range 
of opportunities for selling decorated chil-
dren’s apparel for sports teams and clubs. 
Another fertile venue for sales could be 
extracurricular activities. From karate to 
dance to gymnastics to cheer, there are a lot 
of shirts, backpacks, bags, belts, and other 
apparel that may need personalization or 
decoration. Etsy or Amazon can also be 
good places to sell your work. You could 
also, of course, set up your own website or 

sell through a brick-and-mortar shop. �e 
main thing to remember, wherever you 
choose to sell, is that safety is very impor-
tant, and you need to be sure the supplies 
you use, and the �nished garments you 
sell are compliant with all safety rules and 
regulations. GP

KRISTINE SHREVE is the founder and CEO of 

Kristine Shreve Consulting, which offers writing, 

marketing, and business development services. The 

company can be found at www.kristineshreve.com. 

Kristine is also the creator and host of the Business 

+ Women podcast and the marketing and outreach 

director for Applique Getaway. Kristine was the direc-

tor of marketing for Ensign Emblem and EnMart from 

2006 to April 2020.

WWW.JUSTHOODSUSA.COM

JUST HOODS. 
NEVER BETTER.

JHA030 
COLLEGE SWEAT

40 COLORS 
SHOWN IN 

BURGUNDY & MUSTARD
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DOLPHINS CHALLENGE CANCER

T he Miami Dolphins made off-
the-field news when announcing 
an historic $75 million commit-

ment to Sylvester Comprehensive Cancer 
Center to improve the lives of those im-
pacted by cancer. Dolphins Challenge 
Cancer (DCC) aligns with Sylvester’s mis-
sion to fund research that addresses dis-
parities in care for minority communities, 
supports medically underserved popula-
tions, identi�es ways to reduce risks for 
�re�ghters and promotes preventative care 
habits, among its many initiatives. It has 
evolved from a standalone event to a year-
round movement to provide increased 
awareness, funding and the research need-
ed to save more lives in the community. 
�e Dolphins have been involved in the 
�ght against cancer since the inception of 
the Dolphins Cycling Challenge changed 
to Dolphins Cancer Challenge in 2010. 

�e organization has rebranded its e�ort as 
the Dolphins Challenge Cancer to re�ect 
its year-round mission beyond the annual 
cycling event. �e DCC will continue to 
host its signature event, highlighted by its 
100-mile ride. Participants have the op-
tion to ride, run, or walk on the route of 
their choosing, or in person at Hard Rock 
Stadium.

Some of us are weekend warriors. Some 
of us are serious athletes. Not so sure 
about a 100-mile ride though. At Primal, 
they make the clothing and accessories to 
answer that call should we choose and 
are in fact a major sponsor for DCC XII.

We have been working with Primal 
30-plus years now. �ey are an aggressive 
bicycle clothing line specializing in dye-
sublimated biking apparel. We don’t do 
much of their dye sub work as they source 
it overseas. We do, however, handle the 

screen printed and embroidered merch. 
Some simple and some not so simple.

As we downloaded the art for DCC 
XII we found some problems in the �les. 
Primal — which you may recognize from 
previous articles — has challenged us fre-
quently, particularly with the sponsors 
on the back. This is common on bike 
and other runs. A multitude of support-
ing sponsors’ logos �ll up the back of the 
rider shirts.

Sponsor as a noun is de�ned as a per-
son or organization that provides funds 
for a project or activity carried out by 
another, in particular. “�e money came 
from sponsors.” �e verb means to pro-
vide funds for a project or activity or 
the person carrying it out. “Joe is being 
sponsored by his church.”

Ugh! In this business, the dreaded 
sponsor’s back for any event may be one 

We’ve been working with Primal 30-plus years now. They are an aggressive bicycle clothing line specializing in dye -sublimated biking apparel. (All images courtesy Lon Winters) While the color department was mixing the Miami Dolphins and University of Miami colors using our mixing system, the screen department prepared our screens.
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DOLPHINS CHALLENGE CANCER

screen printed and embroidered merch. 
Some simple and some not so simple.

As we downloaded the art for DCC 
XII we found some problems in the �les. 
Primal — which you may recognize from 
previous articles — has challenged us fre-
quently, particularly with the sponsors 
on the back. This is common on bike 
and other runs. A multitude of support-
ing sponsors’ logos �ll up the back of the 
rider shirts.

Sponsor as a noun is de�ned as a per-
son or organization that provides funds 
for a project or activity carried out by 
another, in particular. “�e money came 
from sponsors.” �e verb means to pro-
vide funds for a project or activity or 
the person carrying it out. “Joe is being 
sponsored by his church.”

Ugh! In this business, the dreaded 
sponsor’s back for any event may be one Some logos were vector and some not so much.Some logos were vector and some not so much.

While the color department was mixing the Miami Dolphins and University of Miami colors using our mixing system, the screen department prepared our screens.
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In the end, the client was pleased, and we look forward to participating in DCC XIII.

In this business, the dreaded sponsor’s back for any event may be one of the most 

challenging projects we get.

We started with unbased dark blue on a 230. Wanting a clean opaque print on 

heather, our first down white screen would go on  T I thread per inch , both 

stretched to 30 N/cm perpendicular and parallel on work hardened retension-

able frames.
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of the most challenging projects we get. 
While supportive of the causes, particularly 
DCC XII, we knew we might struggle with 
what seems simple to the organizers of the 
events. Always event-based and time-sensi-
tive. Creating, or should we say re-creating 
the “sponsors” back has challenges. While 
the �les have improved considerably over 
the years, it’s never easy. In this case, the 
sponsors individual logos were collected, 
and a �le was sent to us as a PDF to size. 
�is is what we typically ask for from our 
customers. Not so fast! After opening it 
in Illustrator, the �le had multiple colors 
with several linked �les and low-resolution 
JPEGS. Some logos were vector and some 
not so much. Digital version of the bar 
napkin. 1" X 1" 72 DPI GIFs?

We ran a trace on the less than perfect 
logos in need of vector conversion. �e 
colors we would keep were identi�ed with 
spot colors rather than the process colors 
initially indicated in the �le. �e selection 
process allowed the colors to be outputted 
individually. Selective white printer or un-
derbase and highlight white were necessary 
as the shirts were heather. We selectively 
placed certain parts of the logos on the 
base and removed them from the high-
light and vice versa. Some of the small ar-
eas didn’t require two whites. We wouldn’t 
have to �ght small points of registration 
or areas �lling in on press. To maintain 
clarity, we made adjustments by opening 
very small negative spaces and increasing 
line weights in tiny positive areas. We also 
dropped some outlines, increased spacing, 
and had to blow up many trademarks (™) 
and circle R’s (®). �is all helped us from 
smearing. With all these sponsors and the 
DCC XII imagery, this �nal image would 
nearly max out on press at 20".

The front was built much better and 
basically easy enough to set up for seps — 
same colors as the back but provided ready 
to place. We placed the EPS �les individu-
ally into Illustrator onto our registration 
board. Because of the small scale, we opted 
to output our halftones at a 55 LPI (lines 
per inch) at 22.5 on CTS.

While the color department was mix-
ing the Miami Dolphins and University 
of Miami colors using our mixing system, 
the screen department would prepare our 
screens. Print order was a bit creative for 
minimal smearing, wiping and max pro-
duction. It would be 5,000 pieces after all. 
We had better be able to run steady. We 
started with unbased dark blue on a 230 
and since we were going on heather and 
wanted a clean opaque print our �rst down 
white screen would go on 156 TPI (thread 
per inch), both stretched to 30 N/cm per-
pendicular and parallel on work hardened 
retensionable frames. After a flash and 
smoothing station, the subsequent colors 
and the highlight white would go on 230s 
at the same tension. A quick set up on 
press using our pre-registration system, 
and we were ready to run. To keep the ink 

deposits thin and minimize any smearing, 
the squeegees were 75/95/75 triple-ply 
dual-durometer. �e 10,000 impressions 
ran without incident.

After the early wrestling match with the 
original �les, the client was pleased, and 
we look forward to participating in DCC 
XIII. �e printing not the ride, ha! GP

At 21 years old, LON WINTERS was the production 

manager or cean aci c and started his  ear ca-

reer reclaiming screens. He’s the president and founder 

of Colorado-based Graphic Elephants, an international 

consulting rm 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.

• Works on all emulsion & capillary film
• Won’t weaken screen mesh
• Built-in degreaser
• Non-toxic, low-odor & biodegradable
• One quart makes five gallons 

The fast, safe, affordable way 
to reclaim screens
The fast, safe, affordable way 
to reclaim screens

franmar.com  •  800-538-5069  •  custserv@franmar.com

The fast, safe, affordable way The fast, safe, affordable way The fast, safe, affordable way The fast, safe, affordable way 

franmar.com  •  800-538-5069  •  custserv@franmar.com

EMULSION REMOVEREMULSION REMOVER
CONCENTRATECONCENTRATE

STRIP•e•doo®STRIP•e•doo®

SEE IT IN ACTION!
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R emember the parable about the 
cobbler’s children, and how they 
often have no shoes? It turns out 

that apparel decoration professionals are 
not much better than that cobbler when 
it comes to using our own logo well, of-
ten, and wisely. Yet here we are, waist 
deep in trying to advise our customers 
how to use their logos more often and 
in more ways. It is time to put your logo 
to work.

Today, we are going to take a good look 
in the mirror and see how we are using 
our own logo or company name. Let’s 
explore ways to use our logo more often 

and more e�ectively. Some suggestions 
will be easy to adopt. Some suggestions 
will be dismissed outright. Some sugges-
tions may take a minute to settle on you 
in such a way that it feels like a good 
idea to try. No matter what happens, at 
least you will have a better appreciation 
for the nearly endless possibilities when 
it comes to putting a logo to work for a 
business. And that, my friend, will help 
you advise your customers the next time 
they ask you for ideas!

�ere is no doubt that your customer 
knows about you and your business. 
Yet, the odds are very high that they are 

not the only person that will be wearing 
all the apparel they purchase from you. 
�ey are going to hand out these prod-
ucts to their team, employees, customers, 
friends, family, and potential customers. 
None of these people know where the 
logo’d item came from unless you include 
or attach your business information to 
each item in some way.

�ere are several ways to accomplish 
this:

•  Tuck a business card into the neck-
line of every shirt

•  Tuck a business card into the inner 
headband of every cap

•  Apply a garment care sticker to 
every apparel item with washing 
info and your company name and 
website

•  Use a tagging gun and tag every 
item with a business card that 
provides care instructions on the 
reverse side

All of these methods are temporary, 
meaning the person that receives the 
product may or may not keep your busi-
ness card or information. But at least they 
were exposed to your company name and 
information, even if brie�y. And who 
knows, they may hang on to that busi-
ness card, as there is something magi-
cal about these little pieces of cardstock 
that makes them tough to get rid of. I 
bet that you have a pile of other peoples’ 
business cards tucked away somewhere 
in your own life.

Alisha Hayes of Hayes Custom Cre-
ations does an excellent job making sure 
that her business information is included 
in every order that leaves her business. 
Her business information is on the order 
paperwork and on her packaging. When 
she handmakes a product, it has a tag 
with her logo on it.

PUT YOUR LOGO TO WORK

Image courtesy Alisha Hayes / Hayes Custom Creations.
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�ere are more aggressive ways to share 
your company information:

•  Add your own label into products
•  Heat press your company name on 

the inside neckline of shirts
•  Heat press or embroider your com-

pany name on the sleeve, tail, or 
locker patch area of shirts

Bill Remy of CJL Sports negotiates for 
permission to print his company informa-
tion on any order that contains some sort of 
“sponsors” information. “I o�er to print the 
one-color imprint of the sponsor placement 
for free if they let me add my company to the 
list. It is a win-win. My customer sees a lower 
price, and I get my business name out there 

in front of more people,” Remy explains.
Melissa Gobble of SP101 Custom 

Apparel takes the same approach, stat-
ing, “We give the customer a discount 
for adding our logo to their item. We ask 
customers that we think would give us the 
most exposure if they would like to add 
our logo for a discount.”

not the only person that will be wearing 
all the apparel they purchase from you. 
�ey are going to hand out these prod-
ucts to their team, employees, customers, 
friends, family, and potential customers. 
None of these people know where the 
logo’d item came from unless you include 
or attach your business information to 
each item in some way.

�ere are several ways to accomplish 
this:

•  Tuck a business card into the neck-
line of every shirt

•  Tuck a business card into the inner 
headband of every cap

•  Apply a garment care sticker to 
every apparel item with washing 
info and your company name and 
website

•  Use a tagging gun and tag every 
item with a business card that 
provides care instructions on the 
reverse side

All of these methods are temporary, 
meaning the person that receives the 
product may or may not keep your busi-
ness card or information. But at least they 
were exposed to your company name and 
information, even if brie�y. And who 
knows, they may hang on to that busi-
ness card, as there is something magi-
cal about these little pieces of cardstock 
that makes them tough to get rid of. I 
bet that you have a pile of other peoples’ 
business cards tucked away somewhere 
in your own life.

Alisha Hayes of Hayes Custom Cre-
ations does an excellent job making sure 
that her business information is included 
in every order that leaves her business. 
Her business information is on the order 
paperwork and on her packaging. When 
she handmakes a product, it has a tag 
with her logo on it.

PUT YOUR LOGO TO WORK

Image courtesy Melissa obble   Custom pparel.
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Do you feel strange about 
asking your customer for per-
mission to add your logo? 

Krissi Dane of KDdid-
Designs LLC shares how 
she does it: “I do often add 
my logo to items that I do 
for my customers. Occasion-
ally, we add it on the sleeve, 
hem of the shirt, or if there is 
space available in the neck of 
the shirts where a tag usually 
goes, I will heat press a logo 
in there. I always ask permis-
sion if it is going to be seen 
by other people.” Dane con-
tinues, “Since I build rela-
tionships with my customers, 
I am pretty aware of which 
customers are onboard with 
the idea and which are not, 
but it never hurts to ask. I 
always consider if it will be bene�cial 
to both my customer and myself before 
asking. I don’t want to draw attention 
away from their own logo or advertise-

ment.” She adds, “I will o�er corporate 
discounts and discounts to sports teams, 
bands, clubs, etc., if they allow me to 
advertise.”

You can also sponsor special 
projects, and maximize the ex-
posure of your logo, like Kerry 
Pogue of TKO Custom De-
signs. After a tornado hit their 
area, they jumped in to help 
raise funds by creating custom 
shirts, caps, and beanies. She 
put their logo in the bottom 
corner of the design. Pogue 
explains, “We sold around a 
thousand products, donating 
over $5,000 to the recovery 
fund! Multiple companies 
contacted us to order shirts 
after seeing these products.”

If you create and sell retail 
products, you should add your 
company logo to them! Nike 
products always sport the 
Nike swoosh, right? 

Jim Heiser of Bullseye 
Activewear Inc. prints a custom patch 
which it sews onto their retail products. 
�is creates a distinctive and e�ective 
brand identity for his company.

And then there is DC, Derryl 
Caldwell, the Mad Hatter. He takes 
promoting his logo to an entirely di�er-
ent level! DC belongs to several di�er-
ent organizations in his market and is 
involved in the membership committees. 
He donates entire orders of products em-
broidered or printed with the organiza-
tion’s name on the front, and his logo on 
the sleeve or the back to new members 
and even to the leadership of these orga-
nizations. We are talking dozens and doz-
ens of products. People keep telling him 
he is nuts for his “excessive” donations, 
as they do not understand the in�uence 
and goodwill that he generates. For DC, 
it is a numbers game. For every $100 of 
donated goods, he generates thousands 
of dollars in new business. “Believe it or 
not, it is the most e�ective marketing I 
do. It brings in the best new customers. 
Money well spent, in my mind!” he ex-
claims.

Image courtesy Kerry Pogue / TKO Custom Designs.

Caldwell, the Mad Hatter
promoting his logo to an entirely di�er
ent level! DC belongs to several di�er
ent organizations in his market and is 
involved in the membership committees. 
He donates entire orders of products em
broidered or printed with the organiza
tion’s name on the front, and his logo on 
the sleeve or the back to new members 
and even to the leadership of these orga
nizations. We are talking dozens and doz
ens of products. People keep telling him 
he is nuts for his “excessive” donations, 
as they do not understand the in�uence 
and goodwill that he generates. For DC, 
it is a numbers game. For every $100 of 
donated goods, he generates thousands 
of dollars in new business. “Believe it or 
not, it is the most e�ective marketing I 
do. It brings in the best new customers. 
Money well spent, in my mind!” he ex
claims.Image courtesy Derryl Caldwell / DC Mad Hatter.

800-866-7396
NNEP.com

Embroidery & Apparel Decoration Business Owners:

Are you tired of “winging it”?
Join NNEP now to
Find Customers,

Keep Customers, and   
Make Money!

Try the Joe Logo Marketing System for 90 days for just $150:
NNEP.com/JoeLogo22/

Struggling with Marketing? Let NNEP do it for you!
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Your company name and logo are some of your 
most valuable assets. Your work is all about help-
ing your customers use their logos often and well. 
Show your customers the power of using their 
logo on apparel and products by sporting your 
logo every chance you can. If you struggle with 
ways to e�ectively put your logo to work for your 
business, email me at jennifer@nnep.com, sub-
ject: Logo Promotion, and I will send you some 
ideas to help you amplify your logo’s exposure! GP

JENNIFER COX is one of the founders and serves as presi-

dent of the National Network of Embroidery Professionals 

(NNEP), an organization that supports embroidery and apparel 

decoration professionals with programs and services designed 

to increase pro ta ilit  and production. ou can contact her at 

enni er@nnep.com.

You can also sponsor special 
projects, and maximize the ex-
posure of your logo, like Kerry 
Pogue of TKO Custom De-
signs. After a tornado hit their 
area, they jumped in to help 
raise funds by creating custom 
shirts, caps, and beanies. She 
put their logo in the bottom 
corner of the design. Pogue 
explains, “We sold around a 
thousand products, donating 
over $5,000 to the recovery 
fund! Multiple companies 
contacted us to order shirts 
after seeing these products.”

If you create and sell retail 
products, you should add your 
company logo to them! Nike 
products always sport the 
Nike swoosh, right? 

Jim Heiser of Bullseye 
Activewear Inc. prints a custom patch 
which it sews onto their retail products. 
�is creates a distinctive and e�ective 
brand identity for his company.

And then there is DC, Derryl 
Caldwell, the Mad Hatter. He takes 
promoting his logo to an entirely di�er-
ent level! DC belongs to several di�er-
ent organizations in his market and is 
involved in the membership committees. 
He donates entire orders of products em-
broidered or printed with the organiza-
tion’s name on the front, and his logo on 
the sleeve or the back to new members 
and even to the leadership of these orga-
nizations. We are talking dozens and doz-
ens of products. People keep telling him 
he is nuts for his “excessive” donations, 
as they do not understand the in�uence 
and goodwill that he generates. For DC, 
it is a numbers game. For every $100 of 
donated goods, he generates thousands 
of dollars in new business. “Believe it or 
not, it is the most e�ective marketing I 
do. It brings in the best new customers. 
Money well spent, in my mind!” he ex-
claims.

Image courtesy im eiser  ullseye ctivewear Inc.

800-866-7396
NNEP.com

Embroidery & Apparel Decoration Business Owners:

Are you tired of “winging it”?
Join NNEP now to
Find Customers,

Keep Customers, and   
Make Money!

Try the Joe Logo Marketing System for 90 days for just $150:
NNEP.com/JoeLogo22/

Struggling with Marketing? Let NNEP do it for you!

Make Money!

 for 90 days for just $150:
JoeLogo22/JoeLogo22/

 Let NNEP do it for you!

GP_APR22-ADS.indd   49 3/16/22   11:57 AM

https://www.nnep.com/joelogo22/


GRAPHICS-PRO.COM 2 0 2 2 A P R I L  G R A P H I C S  P R O 5 1

A P P A R E L  D E C O R A T I N G

A s consumers march toward a more mindful car-
bon footprint, eco-friendly products have a more 
prominent role on store shelves – and corporate 
environmental responsibility is becoming a larger 

part of the green narrative. Consumers are taking a more ho-
listic view of sustainability, looking beyond the end result to 
consider distribution, production, and even materials sourc-
ing and worker compensation, says Jay Hertwig, vice presi-
dent of commercialization at Uni�, a global textile solutions 
provider and maker of recycled �ber REPREVE.

“Modern consumers are part of a highly-connected world,” 
he says. “More and more, they understand we have large plastic 
gyres in our oceans; they understand our natural resources are 
being depleted and, as a result, they have a heightened aware-
ness of the importance of protecting our environment for 
future generations. Our customers understand that consumers 
expect them to be a part of that solution.”

According to the 2021 Global Sustainability Study, approxi-
mately 85% of surveyed international consumers said they had 
altered their purchasing behavior in favor of more sustainable 
choices during the past �ve years. �e study, which spanned 
10,000 people across 17 countries, revealed how these buying 
behaviors vary by country and generation.

John Schluter and Doug Easthouse founded Easiway in 1980, with a goal to supply the 

graphic arts industry with screen-cleaning products that are safer for the workplace and 

environment. (Images courtesy Easiway)
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Lane Seven Apparel says 

on average, one eece 

hoodie uses recycled 

polyester made from nine 

post-consumer bottles – 

resulting in 18 million re-

cycled plastic bottles dur-

ing 2021. (Image courtesy 

Lane Seven Apparel)

B Y  S T E F A N I E 
G A L E A N O - Z A L U T K O

The Fight for
Sustainability
COMPANIES PUSH FORWARD WITH INITIATIVES 
TO REDUCE THEIR FOOTPRINT
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“Younger generations, particularly those which fall into the 
Millennial and Gen Z categories, are more concerned about en-
vironmentalism and sustainability. �ey’re seeing the impact that 
fast fashion has on our planet – that it’s not kind to the environ-
ment – and are changing their shopping habits,” Hertwig says. 
“We have to do better and incorporate more eco-friendly ways 
into everyday life.”

Traditionally, the graphics industry receives poor marks in the 
area of sustainability. Conventional materials, overproduction, 
and unrecyclable scrap can strain natural resources, impact car-
bon emissions, and create massive waste in land�lls. As a result, 
forward-thinking industry leaders are stepping up to �nd e�ective 
ways to balance a commitment to sustainability without sti�ing 
creativity or sacri�cing quality.

Some mission-oriented companies, like Everywhere Apparel, 
are fully committed to sourcing 100% recycled materials, which 
guarantee the lowest environmental impact.

“A lot of companies are working on advanced sustainable tech-
nology that really can’t be applied today, or not at scale,” says 
Everywhere’s Irys Kornbluth, co-CEO. “But we can be more sus-
tainable at scale – and that’s what we’re here to prove. Just by re-
placing all the [traditional] materials with next-generation options 
[like 100% recycled cotton], we’re able to be more sustainable and 
have a massive impact within the existing production structure.”

At other companies like Uni�, Lane Seven Apparel, and Atlantis 
Caps, sustainability initiatives emerged from a desire to upgrade 
materials, clean up the supply chain, integrate renewable energy 
resources, or reduce and recycle super�uous waste sent to land�lls.

Whether driven by stewardship and earthly metrics, keen fore-
sight in consumer demand, or a combination of both, company 
leaders agree sustainability is a spectrum everyone can participate 
in at some level. �e case studies below demonstrate how compa-
nies of every size can hold themselves to a higher standard, with 
seemingly insigni�cant changes adding up to have rolling impacts, 
Kornbluth says.

EASIWAY SYSTEMS
John Schluter and Doug Easthouse founded Easiway in 1980, 
with a goal to supply the graphic arts industry with high-quality, 
competitively priced screen-cleaning products that are safer for 
the workplace and environment. 

“Easiway is proud to be focusing on choosing safer alternatives 
and minimizing water consumption before environmental sus-
tainability was even talked about in the industry and mainstream 
media,” notes Sara Monet Schluter Broghamer, chief operations 
o�cer at Easiway Systems. “�e products o�ered over the years 
were safer before customers knew that is what they wanted.”

Whereas most competitors may turn to less expensive but more 
dangerous components when formulating their products, she says 
Easiway steers clear of harmful raw materials altogether to stick 
to its mission.  

�e company also pioneered dip tank soaking as a safe and ef-
fective way to clean ink and emulsion o� screens – a win for water 
conservation. Other methods may include four or more products, 
all of which need rinsing. With Easiway, Schluter Broghamer says 
most of these steps are combined into a single soaking solution 
that requires one, maybe two, rinses.

However, she insists that the people behind the products truly 
advance the company’s mission. Easiway holds an edge in research 
and development, Schluter Broghamer says, pointing to a knowl-
edgeable team keeping up with ever-changing laws, regulations, 
and restricted substance lists.

John Schluter and Doug Easthouse founded Easiway in 1980, with a goal to supply the 

graphic arts industry with screen-cleaning products that are safer for the workplace and 

environment. (Images courtesy Easiway)

GP_APR22-ADS.indd   51 3/16/22   12:42 PM



GRAPHICS-PRO.COM 2 0 2 2 A P R I L  G R A P H I C S  P R O 5 35 2 G R A P H I C S  P R O  A P R I L  2 0 2 2 GRAPHICS-PRO.COM

“�is positions Easiway to have solutions 
in all areas, whether it is VOC limitations, 
RSLs, or local municipality requirements,” 
she explains. “Printers can trust Easiway 
has a [safer and better] solution or is up 
for the task to customize one.” 

Easiway measures success through tra-
ditional means, like customer satisfaction, 
sales growth, market share expansion, and 
“being the �rst choice by many companies 
that operate with strict environmental regu-
lations, such as Reebok, 3M, Staples, Nike, 
Rutland, Microsoft, Adidas and Boeing,” 
Schluter Broghamer says. A host of envi-
ronmental awards also point to progress, 
including recognition for sustainable busi-
ness operations, supply chain management, 
product development, and service. 

Schluter Broghamer believes any compa-
ny can jumpstart a sustainability program. 

She advises starting small by researching 
products that impact environmental and 
workplace health.

ATLANTIS CAPS
Italian-born Atlantis Caps specializes in 
designing and manufacturing stylish head-
wear that lasts. With three million items 
available in stock and in�nite possibilities 
in customization, President Alessandro 
Colle Tiz says Atlantis delivers more than 
10 million hats worldwide each year.

In 2018, Atlantis launched its �rst green 
product collection, with an increased 
company-wide emphasis on economic, 
environmental, and social impacts ever 
since. 

“We live in a historical period in which 
people are rediscovering the pleasure of 
buying less and buying better,” says Tiz, 
who pledges to be fully sustainable by 
2025. 

At Atlantis, sustainability is not an ab-
stract concept but a daily behavior. Tiz 
says it involves a 360-degree cradle-to-
cradle approach, with a substantial focus 
on sustainable materials and production 
techniques. 

“�e di�erence between a traditional 
product and a sustainable product is hardly 

visible or perceptible to the touch; rather, 
it is to be sought in the low environmental 
impact that green materials guarantee in 
their production phase,” he explains.

For example, recycled polyester (or 
rPET) is made by breaking down used 
plastic into small, thin chips, which are 
processed and eventually turned into yarn. 
Choosing recycled polyester over virgin 
polyester means a 45% reduction in energy 
consumption and 20% reduction in water 
and CO2 emissions, Tiz says.

In addition, Atlantis opts for certi�ed 
organic cotton grown through low envi-
ronmental impact methods sans pesticides 
and toxic chemical fertilizers. Similarly, At-
lantis prefers recycled cotton, which is a 
regenerated cotton �ber made from repur-
posed production scraps pre-consumer.

Tiz says Polylana �ber is also a low-im-
pact alternative to 100% acrylic and wool 
�ber used in knitwear.

On the production side, he points to 
dope dyeing as a responsible technique for 
coloring synthetic �bers such as acrylic, ny-
lon, or polyester. In dope dyeing, pigments 
are added to the liquid polymer solution 
before synthetic �bers are extruded.

“With this approach, dyeing can be done 
by hot transfer without immersion in water, 

When formulating their products, Easiway says it steers 

clear of harmful raw materials altogether in order to 

stick to its mission. (Image courtesy Easiway)

In 2018, At-

lantis Caps 

launched its 

first green 

product col-

lection.
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reducing CO2 emissions and water con-
sumption,” he explains.

In addition, Atlantis is spearheading 
various initiatives to raise awareness and 
environmental sensitivity within its supply 
chain. First, Tiz says, sustainable working 
conditions ensure products are made by 
workers in an ethical and responsible way. 
Atlantis also encourages its partners to pur-
sue low-impact practices, to the point it 
evaluates suppliers based on their ethical-
environmental performance.

Sustainability e�orts at Atlantis include 
analyzing product life cycles, too. Tiz says 
material and production analysis quanti-
fy the supply chains’ full environmental 
impact while helping personnel evaluate 
future design solutions from an eco-de-
sign standpoint. End-of-life management, 

like the separation and salvaging of certain 
waste, is important as well. �e intent, 
Tiz says, is to reduce, recycle and reuse as 
much as possible to meet the company’s 
ambitious goals.

Eco-friendly products have grown in 
size and scope since Atlantis launched its 
2018 green collection – representing 20% 
of new items in 2019, 67% in 2021, and 
100% in 2022. 

�ere are better ways to produce respon-
sible, long-lasting products, Tiz says – and 
it starts with a mindset. 

“It is necessary to [cultivate] network-
ing between companies – sharing good 
practices, ideas and strategies in order to 
create a system in which companies can 
develop their business models and obtain 
the tools to achieve sustainable develop-
ment goals,” he says. “One company alone 
cannot change the world, but several com-
panies united by the same objectives can 
make a di�erence – giving a strong signal 
to policymakers and consumers.”

FROM MY POINT OF VIEW, SUS-
TAINABILITY IS AN OBLIGATION 
— A STAIRCASE TO CLIMB STEP 
BY STEP. IT MUST BE DONE BY 
EVERYONE, CITIZENS AND COMPA-
NIES, BECAUSE WE MUST THINK 
ABOUT OUR CHILDREN’S FUTURE 
AND BEYOND,” SAYS ALESSANDRO 
COLLE TIZ, PRESIDENT AT ATLAN-
TIS CAPS. “IT IS INCONCEIVABLE 
TO THINK OF PRODUCING IN THE 
SAME WAY GOING FORWARD.

THE NEU WAY 
TO LOWER 
YOUR CARBON 
FOOTPRINT

Certified Carbonfree® styles made 
with recycled material to reduce 
your environmental impact. 

By using recycled content and utilizing 
carbon offsets, we reduce our carbon 
footprint through each design. 

Port Authority® C-FREE™ Snag-Proof Polos & 1/4-Zip
• Carbon neutral

• 100% recycled
polyester

• Snag-proof

• Moisture-wicking

• 4 colors

• Sizes XS-4XL

K864 K865 LK864

Scan code for 
more C-FREE info We’re just getting started! Look for more C-FREE styles in the future.
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“It’s a very long road, but there has to 
be a �rst step … however small. Breaking 
down processes and reviewing where im-
provements can be made is a good starting 
point.”

UNIFI
In the early 2000s, Uni� started taking a 
harder look at its sustainability measures. 
Reducing the manufacturing waste sent to 
land�lls soon evolved into ways to recycle 
it. In 2007, Uni� introduced REPREVE – 
a branded recycled �ber born from 100% 
recycled materials, including post-consum-
er plastic bottles and post-industrial waste.

�e REPREVE process starts with con-
sumers who choose to recycle their plastic 
bottles. �e recyclables are collected from 
material recovery facilities up and down 
the East Coast of the U.S. and brought to 
the REPREVE Bottle Processing Center in 
Reidsville, North Carolina, where they are 
sorted, cleaned, and chopped into bottle 
�ake. �e latter is melted and extruded 
into REPREVE chip, which is spun into 

LANE SEVEN APPAREL
At Lane Seven, “We do basic better,” ac-
cording to the company. “It starts with 
better materials and continues with bet-
ter design. No hoopla. No senseless details. 
Just better blanks built thoughtfully and 
designed practically.”

CEO Nabeel Amin says the company is 
committed to designing sustainable prod-
ucts with more environmentally friendly 
�bers and processes, from integrating 
recycled materials to using recycled 
labels on every product. Moreover, 
he says the company is advancing its 
sustainability initiatives without any 
impact on consumer pricing.

Lane Seven blanks are derived from 
high-quality ring-spun cotton en-
gineered for supreme printability. 
Ring-spun yarn is made by 
twisting and thinning the 
cotton strands to make a 
very �ne, strong, soft rope 
of cotton �bers through a 
re�ned production pro-
cess. As a result, ring-
spun cotton T-shirts are 
more durable and last 
longer compared to tra-
ditional cotton.

In addition, Amin says 
Lane Seven uses recycled 
polyester in all outerwear 
products, except for one 
style. On average, one �eece 
hoodie uses recycled poly-
ester made from nine post-
consumer bottles – resulting 
in 18 million recycled plastic 
bottles during 2021. 

For Lane Seven, sustainability efforts extend to its partnerships as well. “We work with good people and responsible 

factories not because it’s good for business, but because it’s the right thing to do,” according to the company. Image 

courtesy Lane Seven Apparel.

At Lane Seven, “We do basic better,” ac-
cording to the company. “It starts with 
better materials and continues with bet-
ter design. No hoopla. No senseless details. 
Just better blanks built thoughtfully and 

CEO Nabeel Amin says the company is 
committed to designing sustainable prod-
ucts with more environmentally friendly 
�bers and processes, from integrating 
recycled materials to using recycled 
labels on every product. Moreover, 

Energy conservation is a top priority at Lane Seven, 
from investing in state-of-the-art dyeing plants to 

integrating renewable energy solutions. At 
a macro level, Amin says more e�cient 

dyeing plants use less water and gas 
to dye the fabrics.

Case in point: the company 
saved 48 million liters in the past 

year by introducing water-saving 
techniques in the dying process dur-

ing production. Today, 80% of the 
company’s �eece is produced in plants 
powered by renewable energy, like solar 

panels. One factory even recycles water, 
Amin says.

For Lane Seven, sustainability e�orts ex-
tend to its partnerships as well. “We work 
with good people and responsible factories 

not because it’s good for business, but because 
it’s the right thing to do,” according to the 
company. 

Amin says Lane Seven wants to ensure its 
present supply chain is actively improving 
processes to handle production more ef-
�ciently – and therefore environmentally 
friendly. All factories are WRAP certi�ed 
and evaluated through the company’s own 
internal code of conduct audit, he adds.

Thus far, Amin says responses to the 
company’s sustainability initiatives are 
“overwhelmingly” positive. He stresses the 
importance for all companies to start some-
where – anywhere. 
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Top: Nabeel Amin says Lane Seven uses 

recycled polyester in all outerwear products, 

except for one style. Right: CEO Nabeel 

Amin says Lane Seven Apparel is committed 

to designing sustainable products with more 

environmentally friendly fibers and processes. 

(Images courtesy Lane Seven Apparel)
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“It’s a very long road, but there has to 
be a �rst step … however small. Breaking 
down processes and reviewing where im-
provements can be made is a good starting 
point.”

UNIFI
In the early 2000s, Uni� started taking a 
harder look at its sustainability measures. 
Reducing the manufacturing waste sent to 
land�lls soon evolved into ways to recycle 
it. In 2007, Uni� introduced REPREVE – 
a branded recycled �ber born from 100% 
recycled materials, including post-consum-
er plastic bottles and post-industrial waste.

�e REPREVE process starts with con-
sumers who choose to recycle their plastic 
bottles. �e recyclables are collected from 
material recovery facilities up and down 
the East Coast of the U.S. and brought to 
the REPREVE Bottle Processing Center in 
Reidsville, North Carolina, where they are 
sorted, cleaned, and chopped into bottle 
�ake. �e latter is melted and extruded 
into REPREVE chip, which is spun into 

REPREVE performance recycled yarn. 
�e �ber is either woven or knit into fab-
ric used for everyday items, from apparel, 
shoes, and socks to home furnishings and 
automotive seating.

To date, Unifi’s program repurposed 
more than 30 billion post-consumer plas-
tic bottles into REPREVE fibers. The 
company’s new goal is to transform 50 
billion plastic bottles into REPREVE by 
December 2025, Hertwig says.

Uni� also makes REPREVE nylon with 
“pre-consumer” waste. 

“Recycling nylon �bers from our own 
manufacturing saves a lot of energy and 
makes the best use of resources. Plus, it 
results in a �ber that’s high quality, certi-
�ably sustainable, and available with per-
formance technologies, too,” he explains.

The company’s third recycled fiber, 
REPREVE Our Ocean, is crafted from 
plastics collected within 31 miles of water-
ways or coastal areas in developing coun-
tries or regions – primarily in the Americas 
and Asia.

For Lane Seven, sustainability efforts extend to its partnerships as well. “We work with good people and responsible 

factories not because it’s good for business, but because it’s the right thing to do,” according to the company. Image 

courtesy Lane Seven Apparel.
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“Because 80% of ocean plastic comes 
from land-based sources, and 75% of 
that is uncollected waste, the company’s 
approach prevents plastic waste from ever 
entering the ocean,” Hertwig says.

Today, the company sources, manufac-
tures, and sells REPREVE performance �-
ber in every major textile-producing region 
globally. In fact, REPREVE �ber products 
comprised 37% of consolidated revenues 
in �scal 2021, and management expects 
to achieve a 50% or more composition by 
�scal 2025, Hertwig says.

For Uni�, it is not just about the �bers 
– rather the process. REPREVE produc-
tion uses less energy and water while also 
producing fewer greenhouse gas emissions 
compared to manufacturing virgin syn-
thetic �bers, according to Hertwig. 

Recently, the company received its Higg 
MSI score, which grades a product’s life 
cycle impact. �e study con�rmed that 
REPREVE manufactured in the U.S. re-
duces global warming potential by 21% 
compared to conventionally processed, 
mechanically-recycled polyester – and 
45% compared to conventional virgin 
polyester. 

In addition, Uni� showcases a greener 
way to color with Waterwise – a waterless 
dyeing process. Hertwig says the solution 
dye becomes part of the �ber as it is be-
ing extruded, resulting in rich, brilliant, 
long-lasting color while conserving water 
and energy.

“We are now focused on helping to ac-
celerate circularity,” Hertwig says. “Simply 
put, this is where textiles go back into tex-
tiles. In a circular economy, garments and 
home furnishings are made of reclaimed 
components, and after a product is dis-
carded, the materials and parts are reused, 
repaired, or recycled. Uni� has been a pio-

neer of circular textile takeback programs 
for more than a decade but has plans to 
increase our e�orts.”

EVERYWHERE APPAREL
While some companies develop sustain-
ability programs over time, Kornbluth says 
mission-oriented Everywhere Apparel was 
established “speci�cally to clean the earth 
through clothing.” 

Everywhere is a full-stack, 100% recy-
cled company – right down to certi�ed 
100% recycled boxes, tagging, and product 
labels. Kornbluth classi�es the company 
as new frontier in sustainability, pushing 
the boundaries of possibilities within the 
graphics industry. 

“Any material that comes out of Every-
where is 100% recycled. We don’t produce 
anything that isn’t next-generation sustain-
able technology,” Kornbluth says. “For us, 
it’s an overarching company philosophy 
and principle. We’re committed to having 
the lowest impact we possibly can on the 
environment through this apparel – that’s 
the whole reason why we exist.”

(Chart courtesy Everywhere Apparel)

PULLOVER HOODIE
Royal Apparel offers its co Triblend pullover hoodie. The eco eece 

is comprised of 50/37/13 rPET recycled polyester/combed ring-spun 

organic cotton/rayon. The hoodie comes with kangaroo pockets and is 

available in six heathered colorways.

866-769-2517
royalapparel.net

ENVIRONMENTALLY FRIENDLY SHEET
Rowmark offers its various plastics, which the company says are EU 

REACH and RoHS compliant. It also says that 99.4% of its material used 

in manufacturing ends up in the materials that customers use every day.

419-425-8974
rowmark.com

continued on page 110
“Any material that comes out of everywhere is 100% recycled. We don’t produce anything that isn’t next-generation 

sustainable technology,” says everywhere’s Irys Kornbluth. (Images courtesy Everywhere)

verywhere is a full stack,  recycled company  right down to certified  recycled bo es, tagging and prod-

uct labels. (Image courtesy Everywhere)

(Chart courtesy Everywhere Apparel)
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PRODUCT SPOTLIGHT: ECO-FRIENDLY OPTIONS
For more on the suppliers featured in this section, please see website and phone information following each product.

UV CURABLE DIGITAL INKS
INX International Ink Co. offers its TRIANGLE brand HFB UV curable 

digital inks. The ink is e ible and a high chemical resistance type of 

alternative ink, according to the company. It s formulated to reach -

CoL standards and G7 targets.

800-631-7956
inxinternational.com

PULLOVER HOODIE
Royal Apparel offers its co Triblend pullover hoodie. The eco eece 

is comprised of  r T recycled polyester combed ring spun 

organic cotton rayon. The hoodie comes with kangaroo pockets and is 

available in si  heathered colorways.

866-769-2517
royalapparel.net

ENVIRONMENTALLY FRIENDLY SHEET
Rowmark offers its various plastics, which the company says are U 

C  and o  compliant. It also says that .  of its material used 

in manufacturing ends up in the materials that customers use every day.

419-425-8974
rowmark.com

SUSTAINABLE PRODUCT LINE
STORMTECH introduces ure arth, the brand s first fully sustainable 

apparel line. roducts are made from recycled polyester and or CI cotton. 

ure arth features  new styles, ranging from polos and performance 

Ts to softshell ackets, never re dyed. ll new styles come with hangtags 

produced from sustainable F C paper and are packed in eco conscious 

materials including o o biodegradable bags and F C certified cartons.

866-407-2222
stormtechperformance.com

verywhere is a full stack,  recycled company  right down to certified  recycled bo es, tagging and prod-

uct labels. Image courtesy verywhere

UV CURABLE DIGITAL INKS
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LASER ENGRAVER
GCC America Inc. offers the GCC LaserPro S400 laser engraver, 

which the company says is compliant with the RoHS directive and fea-

tures the latest SmartFLOW technology.  This technology can be used 

to remove dust and exhaust fumes when performing laser engraving 

and cutting jobs.

909-718-0248
gccworld.com

ECOWASH DAD HAT
Kati Sportcap & Bag offers the YP Classics Ecowash Dad Hat, style 

6245EC. The 100% ecowash cotton twill cap is unstructured and features 

a si panel, low profile build with a   crown. It also includes a erma-

curv visor and tri-glide buckle closure and is available in six colors.

713-977-4929
katisportcap.com

ECOWASH DAD HAT

BIODEGRADABLE LASER PRODUCT
Trotec Laser Inc. offers the TroCraft Eco. The environmentally friendly, 

emissions free material is made from pure wood fiber. It can be used for 

interior design, model making, souvenirs, sustainable toys, gift packag-

ing, and more.

844-529-0730
troteclaser.com

FOIL ADHESIVE
MagnaColours introduces the MagnaPrint foil adhesive to its special 

effects range of inks. The product is a Global Organic Textile Standard 

approved input and is certified to O O T  o assport and C 

level . The company says this product has a smaller, more refined par-

ticle size and offers excellent screen runnability.

magnacolours.com

PRODUCT SPOTLIGHT: ECO-FRIENDLY OPTIONS
For more on the suppliers featured in this section, please see website and phone information following each product.
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FOIL ADHESIVE
MagnaColours introduces the MagnaPrint foil adhesive to its special 

effects range of inks. The product is a Global Organic Textile Standard 

approved input and is certified to O O T  o assport and C 

level . The company says this product has a smaller, more refined par

ticle size and offers excellent screen runnability.

magnacolours.com

PRODUCT SPOTLIGHT: ECO-FRIENDLY OPTIONS
For more on the suppliers featured in this section, please see website and phone information following each product.

BUCKET HAT
Atlantis Headwear offers a sustainable bucket 

hat made of  certified recycled polyester 

twill. The hat meets the Global Recycled Stan

dard and features a  crown,  brim, 

sewn eyelets, and is available in six colors.

atlantisheadwear.us

BAMBOO AND CORK GIFT SETS
Marco Awards Group offers a new 

addition to its gift line, the bamboo wine 

with tools bo  and two piece bamboo 

wine tool set. The bamboo and cork 

toolboxes and round and square coast

ers are laser engravable.

800-229-6592
marcoawardsgroup.com

WATER-BASED DIGITAL MEDIA
Siser offers its rint print and cut T , a 

water based digital media offering a smooth print 

surface. Compatible with eco solvent and solvent 

based wide format printers, rint allows print

ers to create large, full color graphics for a variety 

of uses. It applies at  degrees F with medium 

pressure for  seconds. 

586-201-0853
siserna.com 
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PRODUCT SPOTLIGHT: ECO-FRIENDLY OPTIONS
For more on the suppliers featured in this section, please see website and phone information following each product.

PLANT-BASED INK
Ricoh’s plant-based ink is a derivative of the 

oil-based ink created for the decor printing sec-

tor as part of Ricoh’s collaboration with German 

equipment manufacturer Olbrich. It’s developed 

with rub resistance and set-off performance for 

corrugated brown and white boards, as well as 

carton board. The ink is quick drying, odor-free, 

biodegradable, and supports deinking. No bio-

cides are required to keep the ink usable. The ink 

is available across EMEA.

ricoh-europe.com
GP

RECYCLING PROGRAM
The Vycom Recycling Program takes back and recycles 

printed and unprinted PVC and acrylic sheets, as well as 

scraps and drops from finishing and fabricating. The pro-

gram is intended for users of PVC, acrylic and PE products 

to recycle used signage and scrap, which is returned to 

company recycling facilities and used to manufacture the 

company’s residential and commercial products. The pro-

gram works in coordination with authorized distributors for 

drop-off or collection. 

800-235-8320
vycomplastics.com 

TRUCKER HAT
Sportsman Cap & Bag offers the Richardson Recy-

cled Trucker, style 112RE. It’s an eco-friendly six-panel, 

mid profile trucker hat made of  sustainable poly-

ester. It features a pre-curved contrast stitch visor and 

an adjustable snapback closure. It is available in eight 

color combinations.

913-541-0901
sportsmancaps.com
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During the many classes I’ve taught 
for GRAPHICS PRO EXPO (for-
merly THE NBM SHOW), I’ve 

explained that it’s the business owner’s 
job to maximize the pro�t potential of 
their sublimation system. In that context, 
I would always ask class attendees if they 
were currently producing a broad mix of 
imprintable substrates that included old-
er, tried-and-true products as well as new-
er, trendier products. Unfortunately, the 
most common response has always been 
that folks instead pick and choose the 
items they produce based on their own 
personal likes and preferences. No curios-
ity, no experimenting, and no communi-
cating with customers to �nd something 
new. To that, my frustrated response will 
always be, “Don’t let your personal opin-
ions get in the way of making money!” 

For the past eight years, we’ve set up 

our sublimation kiosk on the show �oor 
so that we could produce an assort-
ment of free personalized products for 
show attendees right before their eyes. 
Tremendously popular with the crowd 
and successful for us, I’ve often suggested 
to our clients that they, too, set up their 
own kiosk at events to sell photo gifts. 
�e most common negative responses 
have ranged from wanting to maintain 
the familiarity of their current way of do-
ing business to fearing what some may 
consider a far more stressful approach. 
While I understand the desire to avoid 
stress and risk, you’ve got to step out of 
your comfort zone and challenge yourself 
to learn, grow and try new things! 

GO BEYOND YOUR COMFORT ZONE
How do you step out of your comfort 
zone? After all, taking risks is what helps 

us grow. I suggest o�ering a larger vari-
ety of unique products to your existing 
clients and �nding new, pro�table clients. 
Introducing your customers to new prod-
ucts not only generates more sales, but it 
also really shows them the diversity you 
can provide as a sublimator. Are you an 
engraver producing wedding items? O�er 
beverage insulators with full-color, photo 
quality images on them. Are you a screen 
printer producing T-shirts for family re-
unions? Suggest metal photo panels that 
will turn reunion photos into treasured 
keepsakes. You will be amazed at the syn-
ergy that sublimation provides to your 
existing business.

�e second, far 
more open-end-
ed way to step 
out of your 
c o m f o r t 

B Y  D A V I D  G R O S S
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How do you step out of your comfort 
zone? After all, taking risks is what helps 

�e second, far 
more open-end-
ed way to step 
out of your 
c o m f o r t 

with a Big Profits
Mobile Pop-Up Shop 
ROAD TO SUBLIMATION SUCCESS

Any sublimation printer can be 

used with Condé’s Kiosk 

software. (All 

images courtesy 

Condé 

Systems)

For a sublimation pop-up shop, typically you need 

about 12-15 amps at 110 volts for the operation of a 

computer, sublimation printer, and heat press.
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zone is to �nd new clients outside of your 
everyday business dealings. Some of my 
favorite ways include wholesale fundrais-
ing, partnering with pet groomers, and 
mobile pop-up shops. While I have pre-
viously written about fundraising and 
pet groomers in some of my TRTSS 
books (currently available from Condé 
and Amazon), today I’ll be discussing 
the quick pro�t opportunities of pop-
up shops. Why a pop-up shop? People 
attending events love to spend money! 
From craft shows, bridal shows, �ower 
shows, music festivals, sporting events, 
dog shows, church events, fraternity/so-
rority events, and Christmas bazaars, 
there is just no end to the pro�t opportu-
nities available for those sublimators will-
ing to set up their shop at a remote event. 

WHAT IS A POP-UP SHOP?
Pop-up shop is just a cute term for tem-
porarily setting up business at remote 
events. Typically, a minimal sublimation 
pop-up shop consists of two tables: one 
for your sublimation system (i.e., comput-
er, printer, and heat press) and the other 
for displaying your product samples and 
a company sign that explains the items 
you’ll be producing at the event. For the 
sign, I highly recommend making your-
self a totally unique chalkboard sign from 
ChromaLuxe textured metal. �e tex-
tured surface is easy to write on with stan-
dard chalk and wipe clean with a damp 
cloth. Some folks upgrade their pop-up 
shop to include a tent for use at outdoor 

events and some larger indoor events. If 
this seems a little much to start with, keep 
in mind that you can always upgrade your 
pop-up shop as you go along. Of course, 
the most essential item for your pop-up 
shop is electricity. Although printers don’t 
require much power, heat presses require 
lots. Because of this, you will absolutely 
have to call ahead to verify outlet avail-
ability. Typically, you need about 12-15 
amps at 110 volts for the operation of a 
computer, sublimation printer, and heat 
press (e.g., Geo Knight DK14S). For out-
door events, you may have the option of 
using a quiet generator. If you do so, I 
recommend also getting a UPS (uninter-
ruptible power supply) for everything ex-
cept the heat press.

STRATEGIES FOR PRODUCTS 
& ARTWORK
Planning for an event starts with the se-
lection of a handful of high-value prod-
ucts. I suggest you go through our cata-
log and select products that �t the event 
that you’ll be working. With such a large 
assortment to choose from, you’ll see that 
some products are obviously a good �t 
and others are not. But as I mentioned 
earlier, don’t pick and choose based on 
your own personal likes and preferences. 
Try your best to keep an open mind on 
products and seek the opinions of oth-
ers if needed. A few of my favorites in-
clude phone stands, ColorLyte glass pan-
els, and, of course, Christmas ornaments 
during the holidays. Some important 

factors to consider when choosing prod-
ucts are length of time to produce, includ-
ing extra prep time, single-sided vs dou-
ble-sided, length of time in heat press, and 
cooling time, plus your own level of skill 
with any product. In other words, you 
don’t want to learn how to make an un-
familiar product while at an event. 

Next, you need to decide on your deco-
rating strategy. Here are four approaches 
to try:

1 Photo products: In what I consider 
the default strategy, your customer 

uploads their favorite photo from their 
phone to your laptop via Condé Kiosk 
(outlined below) and then you use that 
image to decorate their chosen item. One 
point to remember is that photos are either 
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Condé Kiosk allows you to set up shop almost anywhere.

With fi ed graphic designs, customers will be able 

to pick out their favorite product and design for you 

to then produce for them at the event.

The s built in paper tray supports a ma imum paper si e of .   .

SR_2022.indd   64 3/15/22   12:35 PM



GRAPHICS-PRO.COM 2 0 2 2 S U B L I M A T I O N  R E P O R T 6 5

factors to consider when choosing prod-
ucts are length of time to produce, includ-
ing extra prep time, single-sided vs dou-
ble-sided, length of time in heat press, and 
cooling time, plus your own level of skill 
with any product. In other words, you 
don’t want to learn how to make an un-
familiar product while at an event. 

Next, you need to decide on your deco-
rating strategy. Here are four approaches 
to try:

1 Photo products: In what I consider 
the default strategy, your customer 

uploads their favorite photo from their 
phone to your laptop via Condé Kiosk 
(outlined below) and then you use that 
image to decorate their chosen item. One 
point to remember is that photos are either 

portrait or landscape, so you should in-
clude substrates for both orientations. I’ve 
found that most photos are landscape. 
�is simple, yet e�ective decorating ap-
proach produces beautiful products that 
focus on your customers’ cherished 
images.

2 Products with event graphics: In 
this strategy, you’ll need to pre-de-

sign an event template that can be later 
combined with the customer’s uploaded 
photo or even a photo that you take your-
self. �is approach results in a higher-val-
ue keepsake that’s appropriate for wedding 

receptions and larger events like an 
Oshkosh Fly-In and Sturgis Motorcycle 
Rally. Hybrid strategies include taking 
customer photos using a prop, backdrop, 
or green screen. 

3 Personalized designs: �is strategy 
also requires you to pre-make prod-

uct designs, but with a blank space re-
maining for later adding the customer’s 
name, monogram, or funny saying. A 
great example is a welcome door sign with 
your customer’s last name imprinted on 
it. I even made one for my bathroom that 
says, “It’s Gross not to wash your hands!”

There is just no end to the 

profit opportunities avail-

able for those sublimators 

willing to set up their shop 

at a remote event.

w w w . c o n d e t v. c o m

Condé Systems offers everything screen printers, sign makers, 
embroiderers, engravers, photographers, and artists need to succeed 

in the personalized photo gift business including sublimation and 
digital heat transfer systems, blank imprintable products, 

design software, and production supplies.

embroiderers, engravers, photographers, and artists need to succeed 
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4 Fixed graphic designs: With this 
strategy, you’ll need to design all 

your product artwork ahead of time and 
simply make a few products for displaying 
on your table(s). Customers will be able to 
pick out their favorite product and design 
for you to then produce for them at the 
event. �is brings up the concept of vir-
tual inventory. Typical gift shops buy dec-
orated inventory that may or may not sell. 
So, at the end of the season it needs to be 

liquidated. With virtual inventory, you 
decorate inventory as needed with the �ex-
ibility of adding or changing designs.

CONDÉ KIOSK
Condé Kiosk allows you to set up shop 
almost anywhere. With this software in-
stalled on your laptop and your laptop 
hooked up to a Wi-Fi router, your custom-
ers will be able to walk up, connect to your 
Wi-Fi network, and upload their favorite 

photo(s) with just a few button clicks. �e 
hardest part is waiting for your customer 
to pick out the photo they want to use. In 
most cases, no internet is needed. �e one 
exception is when the desired photograph 
is in cloud storage instead of on the cus-
tomer’s phone. In this case, they will need 
to download the photo to their phone be-
fore connecting to your kiosk. Important 
note: unlike emailing or texting a photo, 
the Condé Kiosk will always receive the 
full-resolution image.

PROCESSING PHOTOS
Once uploaded, Condé’s Kiosk soft-
ware places the photos into a folder on 
your laptop. �ose images can then be 
resized by you to �t your customers’ se-
lected products. While on your com-
puter screen, show those adjusted imag-
es to your customers for approval before 
printing and pressing. If you are han-
dling lots of orders, a second monitor to 
face the crowd may help speed the pro-
cess along. Keep in mind if you are us-
ing an event template, you will need to 
place photos into the event template us-
ing graphics software such as Photoshop, 
Illustrator, or CorelDRAW. For Sawgrass 
Print Manager (SPM) users, Condé o�ers 
a custom version of SPM that includes 
many bonus features helpful for kiosk 
printing such as managing multi jobs, 
resizing images, and multiple hot fold-
ers for automatic printing. �e Sawgrass 
Printer Manager allows you to resize im-
ages on the �y directly from the kiosk 
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With this software installed on your laptop and your 

laptop hooked up to a Wi-Fi router, your customers will 

be able to walk up, connect to your Wi-Fi network, and 

upload their favorite photo(s) with just a few clicks.
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folder. �is really makes train-
ing a new print operator easy.

SUBLIMATION PRINTERS
Any sublimation printer can be 
used with Condé’s Kiosk soft-
ware. With that said, I recom-
mend the Sawgrass SG500. �e 
SG500’s built-in paper tray sup-
ports a maximum paper size of 8.5” 
X 14”, making it quali�ed to be a 
pop-up shop workhorse. Further, 
up to two additional bottom pa-
per feed trays and a bypass tray 
can be added to provide the me-
dia options you need for more 
efficient, lower cost printing. 
�e larger of the two printers, the 
Sawgrass SG1000 can print up to 
11.75” X 17” paper from the bottom built-in 
tray and optional bottom paper feed tray and 
up to 13” X 21” from its optional multi-by-
pass tray. �e 13” X 21” paper size is versatile 
since it maximizes the transfer area of 16” X 
20” heat presses and therefore increases the 
number of products that can be produced.

PRICING
Perhaps the most di�cult task of a digital 
decorator is to determine the selling price 
of their decorated products. You may ask 
yourself if setting up shop at an event al-
lows you to charge a higher price. After all, 
the customers are getting the products in 
real time. Sometimes, however, overpricing 
your products makes them unsellable while 
underpricing gives the impression that 
they’re cheap. So, what do you do? Condé 
has put together a free pricing spreadsheet 
that lets you determine your product costs 
and experiment with prices to select your 
desired pro�t level. It even provides a sur-
vey of pricing for most products. �is is the 
same kind of spreadsheet many big com-
panies use to determine the price of their 
products. Now you can use the same tool 
yourself without having to create your own. 
To receive your copy, call your Condé ac-
count manager to have them send it to you. 

SELLING
Your booth should look professional and 

well organized. Use labeled plastic bins 
under the table for storage, as this makes 
your area look better as well as setup and 
teardown go much faster. I recommend 
you have a dedicated person to greet pros-
pects and help them understand what you 
are doing. Once they have selected a prod-
uct, you’ll need to help them with select-
ing a photo and uploading it. For folks 
that are not tech savvy, you’ll �nd that’s 
it’s simply easier to do it for them. You’ll of 
course need a cash box for making change 
and a credit card reader for your phone 
(also check with local authorities regard-
ing a business license and sales tax). Be 
wary of o�ering too many products, as 
customers may not be able to make up 
their mind! Be sure to promote your par-
ticipation ahead of time by posting the 
event to your Facebook or Instagram 
page — you could even o�er a discount 
for mentioning your post. And �nally, be 
sure to produce great-looking sublimated 
name badges for you and your sta�.

REFERRAL SYSTEM 
Every product you sell should have your 
company information on it so that the 

ultimate end-user will know 
where to buy more of your 
great products. For shirts, you 

can sublimate your information 
on the bottom tail of the shirt. 
For others, sublimate the back-
side or place a label in an in-
conspicuous spot. �is meth-

od can also include a job 
code to expedite reorders. 

TECH SUPPORT
We all know how critically 
important tech support can 
be when your printer or heat 
press stops working properly. 
Very often the issues are simple 

but without help, they are liter-
al showstoppers. Most events are 

held on the weekend, which is a big 
reason our tech support sta� is available 
seven days a week. Prepare yourself for 
events the best you can with a backup set 
of inks, extra paper, waste ink tank col-
lection unit, and a digital pyrometer for 
your press. When the big problems hap-
pen, however, you’ll de�nitely want to talk 
with an expert. 

Although my description of a sublima-
tion pop-up shop may have been a brief 
one, I hope it has tickled your curiosi-
ty enough to go out and try something 
new. Stepping out of your comfort zone 
even once makes it easier and more like-
ly that you’ll do it again. And if you can 
keep expanding your comfort zone, you’ll 
open yourself up to growing your subli-
mation business and expanding your cus-
tomer base. Feel free to give me a call at 
800-826-6332 or email dgross@conde.
com with any questions you may have. 
I’m here to help your sublimation busi-
ness succeed! SR

David Gross is the president of Condé Systems Inc. 

For more than 25 years, he has developed and built 

the Mobile, Alabama-based company into the premier 

source for printers, substrates, and consumables 

serving the graphic art, photography, prepress, and 

desktop publishing industries.
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Any sublimation printer can be 
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ware. With that said, I recom-
mend the Sawgrass SG500. �e 
SG500’s built-in paper tray sup-
ports a maximum paper size of 8.5” 
X 14”, making it quali�ed to be a 
pop-up shop workhorse. Further, 
up to two additional bottom pa-
per feed trays and a bypass tray 
can be added to provide the me-
dia options you need for more 
efficient, lower cost printing. 
�e larger of the two printers, the 
Sawgrass SG1000 can print up to 
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can sublimate your information 
on the bottom tail of the shirt. 
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side or place a label in an in
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TECH SUPPORT
We all know how critically 
important tech support can 
be when your printer or heat 
press stops working properly. 
Very often the issues are simple 

but without help, they are liter
al showstoppers. Most events are 

The Sawgrass Printer Manager provides the ability to 

resi e images on the y directly from the kiosk folder. 

This really makes training a new print operator easy.
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Want to know how to achieve beau-
tiful results with hard surface sub-
limation media? Here are eight 

tips for printing success!

1
Always start with a high-reso-
lution image. 300 DPI is the 
best size for the best quality, to 

avoid pixelated images in your �nal print. 
However, you can reproduce images at 
150 DPI with quality results. Refer to the 
handy size guide below for good and best 
quality size ranges.

2
Use RGB color mode for all im-
ages, including black and white 
photos.

3
Make sure you have the correct 
ICC profile for the substrate 
you’re using. ICC color pro�les 

convert RGB colors from your monitor 
into CMYK colors that your printer uses.

4
You can also purchase RIP soft-
ware that considers your inks, 
paper, printer, and substrate for 

With these tips for 

success, you can 

master hard surface 

sublimation media 

in no time. (Image 

courtesy Universal 

Woods)
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Printing
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8
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optimal color reproduction from the origi-
nal image. With RIP software, you can 
create your own ICC pro�les.

5
Add a small bleed around your 
image to help line it up with the 
substrate on your printed trans-

fer before sublimation. �e bleed should 
be enough to accommodate substrate ex-
pansion in the heat press and can be be-
tween 0.01” and 0.03” (3-8mm) wide, de-
pending on the size of your substrate.

6
Print images in JPEG, EPS, and 
PDF formats (without compres-
sion). For very large media, 

TIFF images with LZW compression are 
preferred.

7
For rigid substrates, use lower 
weight paper (100gsm or less) 
with minimal surface texture. 

Use higher weight paper (120-150gsm) for 
larger format substrates, as it is easier to 
handle and less likely to tear. Avoid tacky 

paper used for fabric sublimation, as it 
does not work well with most rigid sub-
strates. Look for papers labeled “multi-
purpose,” as they function well for most 
any sublimatable substrate.

8
Ensure that your heat press de-
livers even pressure and consis-
tent heat. Depending upon the 

size, hard substrates may require longer 
press times and lower temperatures for op-
timum output.

16" X 20" 406 X 508mm 2400 X 3000 4800 X 6000

20" X 30" 508 X 762mm 3000 X 4500 6000 X 9000

30" X 40" 762 X 1016mm 4500 X 6000 9000 X 12000

40" X 60" 1016 X 1524mm 6000 X 9000 12000 X 18000

48" X 96" full sheet 1220 X 2440mm 7200 X 14400 14400 X 28800

Media size - inches Media size - mm Good quality (150 DPI)
resolution in pixels

Best quality (300 DPI)
resolution in pixels

Good quality:  You will see no no-
ticeable pixel grain unless you look 
at the image from a short distance.
Best quality: �e human eye should not 
see any noticeable pixel grain, even from 
short viewing distances.

Be sure to ask your distributor for assis-
tance if you have any further questions. SR

Peggy Waters is a marketing professional with over 

20 years of experience, eight of which are in dye-

sublimation. Currently, she’s the senior marketing 

manager for Glantz Sign Supplies. Before joining 

Glantz, she was the senior communications manager 

for Universal Woods for almost nine years.

Good
Quality

Bad
Quality
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In business we need to learn to be pro-
active and not just reactive when issues 
or concerns happen with our equipment. 

�is is where it is important to work with 
great vendors, buy quality equipment, know 
your techs, have access to multiple sources 
for supplies, always have a production plan 
in place, and train your sta� on preventa-
tive maintenance.

VENDOR CUSTOMER SERVICE
When choosing a vendor, research the size 
of their company. If they are too small, 
sometimes they don’t have the equipment 
stock or buying power you need. If they 
are too large, they tend to have slow or 
poor customer service. �is does not hold 
true for all but most over my 18 years of 
experience. A bigger company does not al-
ways equal better. Look at their social me-
dia presence and see how active they are 
and what people have to say. Call a sales 
rep from the company and see how you are 

treated. A sales rep can tell you a lot about 
a company as well. Most reps only sell and 
do not actually run the equipment, so they 
can never truly explain everything about 
the equipment you are buying. Some com-
panies do have sales reps that also know 
about running the equipment. �ose com-
panies have seemed to be the better ones 
in the long run to work with since they 
teach all sta� as much as possible. 

How fast a sales rep gets back to you is 
also huge. Will the rest of the company be 
the same way? Remember you are trust-
ing them to not only have what you need, 
but to be there when you need them. So, 
it is highly important to not only work 
with the best but to have someone you can 
trust. Never be afraid to have more than 
one vendor for the same process. I learned 
this years ago when companies either went 
out of business or they merged, and the 
merge was not for the better. Have other 
vendors to fall back on and always work 
to improve your growth and relationships 
with your vendors.

IT’S NOT ALL ABOUT PRICE
When looking for equipment. Many only 
look at what they can a�ord now or what 
they need the equipment for now. Learn to 
plan for �ve and 10 years out. Always push 
to buy the best quality equipment for your 
needs now and the future. When people 
buy equipment the number one thing they 
look at is price up front. We all do. Look 
past that. Look at how long it can last, 
what is the maintenance cost on it, pow-
er consumption, how many pieces can it 
average per hour, warranty, and does the 
manufacturer have their own techs? You 
also want to know what the average wait 
time is to speak to a tech on the phone. 
With most equipment you can simply talk 
to a tech over the phone and �x 75% of the 
issues yourself with them. It is important 
to pick the right company and equipment 
for your company no matter the price – it 
is an investment.
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MAKING SUBLIMATION MOVES

When looking for equipment, many only look at what they can afford now or what they need the equipment for 

now. earn to plan for five and  years out. Image courtesy oward otter

 O W  O T T

Being Proactive with 
Equipment Maintenance
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MAINTENANCE
Your suppliers and manufacturers typical-
ly always have techs to help you trouble-
shoot equipment or a process with their 
equipment over the phone. �ose techs 
help you stay up and running. �en you 
have your techs that come on-site to your 
company to work on your equipment. 

�ey can solely be there for �xing ma-
chines, or you can hire them for preven-
tive maintenance.

We have our screen-printing machine 
tech come in once a year to look over our 
automated press and dryers. We bring 
in our embroidery tech once every three 
months since that equipment has several 

treated. A sales rep can tell you a lot about 
a company as well. Most reps only sell and 
do not actually run the equipment, so they 
can never truly explain everything about 
the equipment you are buying. Some com-
panies do have sales reps that also know 
about running the equipment. �ose com-
panies have seemed to be the better ones 
in the long run to work with since they 
teach all sta� as much as possible. 

How fast a sales rep gets back to you is 
also huge. Will the rest of the company be 
the same way? Remember you are trust-
ing them to not only have what you need, 
but to be there when you need them. So, 
it is highly important to not only work 
with the best but to have someone you can 
trust. Never be afraid to have more than 
one vendor for the same process. I learned 
this years ago when companies either went 
out of business or they merged, and the 
merge was not for the better. Have other 
vendors to fall back on and always work 
to improve your growth and relationships 
with your vendors.

IT’S NOT ALL ABOUT PRICE
When looking for equipment. Many only 
look at what they can a�ord now or what 
they need the equipment for now. Learn to 
plan for �ve and 10 years out. Always push 
to buy the best quality equipment for your 
needs now and the future. When people 
buy equipment the number one thing they 
look at is price up front. We all do. Look 
past that. Look at how long it can last, 
what is the maintenance cost on it, pow-
er consumption, how many pieces can it 
average per hour, warranty, and does the 
manufacturer have their own techs? You 
also want to know what the average wait 
time is to speak to a tech on the phone. 
With most equipment you can simply talk 
to a tech over the phone and �x 75% of the 
issues yourself with them. It is important 
to pick the right company and equipment 
for your company no matter the price – it 
is an investment.
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more moving parts and they are much 
more expensive per unit if they break. 
Our vinyl equipment, we have a tech 
come in once a year to do a simple look 
over on the printers, and with our sub-
limation equipment, we can do daily 
checks. 

They are not very complicated ma-
chines, so it does not take much to keep 
up on them. By having these techs come 
in for preventative maintenance, it is 
helping the life of your equipment. �ey 
can spot check any potential trouble to 
prevent expensive breakdowns, give you a 
report on how your sta� is taking care of 
your equipment, and you can learn how 
to �x your equipment or do spot check 
for issues to stay up and running lon-
ger. �e best part? You can work with 
your tech to choose when the equipment 
will be worked on instead of you wait-
ing for the machine to be broken down 
and you waiting for a tech to get there. It 
is cheaper to plan than to be down and 
out! �en, you are at a loss. When you 
take the time to get to know your techs, 
treat them good and learn from them. 
Our industry does not have enough good 
techs to begin with, so when you �nd 

one, treat them like gold. I cannot stress 
this enough. Learn from them and view 
them like having insurance.

MULTIPLE SUPPLIERS
Over the years we have used multiple 
companies for several supply options, 

but we would get in the habit of buy-
ing the bulk from one source on cer-
tain products without having a couple to 
fall back on. We have learned to spread 
the wealth on supplies as we have grown 
and to spend 60% with the main com-
pany for buying power and the other 
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40% with a couple other companies. 
�at way, you build relationships and 
sales with others too. By doing this, you 
can tend to pay a little more with some 
other companies since you do not spend 
as much, but you are also building a lay-
er of security at the same time in case 
your larger supplier runs out of stock or 
closes for good!

DAILY PLANS
Always have a daily production plan. A 
production plan will not only help you 
maintain production, but you will be 
able to start being able to plan for daily, 
monthly, and quarterly maintenance plans 
to keep your equipment cleaned and make 
the time to look it over to �x any minor is-
sues or to spot check it. �is now gives you 
the control to plan on when that will work 
best for your production line up and your 
techs. By having control of that, you can 
plan to be down, limit your down time, 
and stay ahead on your production. Not 
planning and having your machine break 
down and your tech unavailable can lose 
you a lot of business quickly. Better to 
maintain control and options.

EDUCATION & UPKEEP
Always teach your sta� to do the main-
tenance on the equipment and explain 
why to them. It is very simple in the end. 
If the machine is not running than they 
are not working, but the �ip side to that 
is the less the equipment produces, the 
less you can a�ord to give them the fol-
lowing year.

Teach them what to look out for. With 
sublimation equipment, they are very 
low keep. With your printers, you want 
to do test prints every morning. With 
heat presses, you want to pay attention to 
how they are regulating heat consistent-
ly and make sure nothing it sticking to 
the �at surface of the press on the either 
side. Every week, make sure you dust your 
printer and all equipment. Most product 
is white, so it is very easy to ruin product 
or prints just with dust alone.

Also, reach out to your equipment man-
ufacturer and see what common parts 
tend to breakdown. Sometimes for $100-
$200, you can stock some minor parts to 
be safe. Most parts take less than 15 min-
utes to install to get you back up and run-
ning. Again, look at it as piece of mind 

and having insurance. A printer and heat 
press alone can last you years if you take 
care of them. We still have our very �rst 
heat press from 18 years ago and it still 
works.

As you can see there are many layers 
to protecting your equipment and keep-
ing you production moving. Every com-
pany has several moving parts. No mat-
ter if you have one employee or several, 
the work still needs to get done and you 
need to make sure you factor all this in. 
Simple maintenance alone can make or 
break your company each year. Make it 
a priority, or issues will arise at the worst 
times. SR

Howard Potter has worked in the promotional in-

dustry for 17 years, from designing to building brands 

and a family-owned business. 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. Howard, his family, and the busi-

ness reside in Utica, New York. For more information, 

please visit masteryourimage.com.
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For anyone that follows my column 
regularly, you know that mindset 
and business foundations, like plan-

ning, systems, and goal setting, are what 
I’m passionate about sharing. And while I 
could write books on the subject (I’m hop-
ing to complete my �rst book this year), 
I also know that as business owners and 
managers, we need the nuts and bolts too, 
and we need the how-to information to 
continue improving at our craft. I high-
ly value all the di�erent decorating tech-
niques encompassed under the GRAPHICS 
PRO umbrella and know there is a place 
for each one. For me, the decorating style I 
have always been enamored with the most 
is sublimation. I love the digital nature to go 
from concept to �nished product quickly. 
I love the full-color capabilities that allow 
for bright, vibrant designs and even full-
color photographs. And I also value how 
sublimation is exceptionally durable, fade-
resistant, and a permanent process. So, this 
month, I wanted to share some of the top 
tips I have learned about the process of dec-
orating with sublimation inks. First, let me 
quickly share with you what sublimation is 
for those unfamiliar, and then we will get 
to the tips.

SUBLIMATION EXPLAINED
Sublimation is a process that uses heat 
and pressure to turn a liquid ink (that 
has been printed on a carrier — typical-
ly paper) into a gas. �e dye particles in 
the gas bond to the polyester molecules 
of your substrate and become part of the 
polyester structure. �e substrate must be 
made from polyester or have a polyester 
coating on it for successful sublimation 
to take place.

As long as the polyester coating doesn’t 

come o� or the polyester �bers of a soft 
good stay together, the ink remain 
the same as the day it was printed. 
As you will note, I said polyes-
ter, not cotton. �e inks need 
an artificial polymer like 
polyester, which is most 
widely used. Requiring 
polyester does limit the 
abilities of garment deco-
ration, but it will work on 
some blends. �e more 
polyester content, 
the brighter 
the image. 

For example, a 50/50 garment will only 
be 50% as bright as a 100% poly garment 
because half the ink is not remaining on 
the garment. 

The other limitation to sublimation 
compared to some other decorating tech-
niques is the lack of white ink available 
in the process. Unlike screen printing, 
direct-to-garment, or other print meth-
ods that have white ink, it is impossible 
to transfer to a substrate where the blank 
is darker than the ink color. �e inks are 
translucent and use the blank you are 
printing on as the re�ector of its color. If 
you try to print yellow ink on a blue shirt, 
your yellow will be green. �e brighter the 
white base, the more vivid and bright your 
image will be. When you have a light or 
white polyester-based substrate, you can 
print a sublimation transfer and then heat 
press the transfer and substrate together 
for around 60 seconds at 400 F. �is will 
give you a beautiful image on thousands 
of different substrates, like socks, arm 
sleeves, shirts, mugs, mousepads, tum-
blers, slates, garden �ags, ornaments and 
more. If you can dream it and get it into 
a heat press, there is likely a substrate out 
there for you.

DOWN TO A SCIENCE
With that quick overview behind us, let 
me share my top three tips for making 
the art of sublimation more of a science.

No.1
Even heat matters
A quality heat press is worth 
its weight in gold. �e subli-
mation process has many vari-

ables, and a heat press can be the biggest. 
�e more even your temperature across 
your entire heating area and the more even 
the pressure applied to that substrate, the 
better your chance for achieving a perfect 
transfer. Because sublimation is a perma-
nent process, there is no �xing a ruined 
blank. We can’t wash the ink out and try 
again. �e item comes out of the press not 
looking right because the heat press didn’t 
heat it evenly, or the pressure was di�erent 
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B Y  A A R O N 
M O N T G O M E R Y

In sublimation printing, 

the inks are translucent 

and the blank you are 

printing on acts as the 

re ector of its color. ll 

images courtesy Aaron 

Montgomery)

When you have a light or white polyester-based 

substrate, you can print a sublimation transfer and 

then heat press the transfer and substrate together for 

around  seconds at  F.The Science of 
Sublimation
3 TOP TIPS FOR SUBLIMATION SUCCESS
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For example, a 50/50 garment will only 
be 50% as bright as a 100% poly garment 
because half the ink is not remaining on 
the garment. 

The other limitation to sublimation 
compared to some other decorating tech-
niques is the lack of white ink available 
in the process. Unlike screen printing, 
direct-to-garment, or other print meth-
ods that have white ink, it is impossible 
to transfer to a substrate where the blank 
is darker than the ink color. �e inks are 
translucent and use the blank you are 
printing on as the re�ector of its color. If 
you try to print yellow ink on a blue shirt, 
your yellow will be green. �e brighter the 
white base, the more vivid and bright your 
image will be. When you have a light or 
white polyester-based substrate, you can 
print a sublimation transfer and then heat 
press the transfer and substrate together 
for around 60 seconds at 400 F. �is will 
give you a beautiful image on thousands 
of different substrates, like socks, arm 
sleeves, shirts, mugs, mousepads, tum-
blers, slates, garden �ags, ornaments and 
more. If you can dream it and get it into 
a heat press, there is likely a substrate out 
there for you.

DOWN TO A SCIENCE
With that quick overview behind us, let 
me share my top three tips for making 
the art of sublimation more of a science.

No.1
Even heat matters
A quality heat press is worth 
its weight in gold. �e subli-
mation process has many vari-

ables, and a heat press can be the biggest. 
�e more even your temperature across 
your entire heating area and the more even 
the pressure applied to that substrate, the 
better your chance for achieving a perfect 
transfer. Because sublimation is a perma-
nent process, there is no �xing a ruined 
blank. We can’t wash the ink out and try 
again. �e item comes out of the press not 
looking right because the heat press didn’t 
heat it evenly, or the pressure was di�erent 

When you have a light or white polyester-based 

substrate, you can print a sublimation transfer and 

then heat press the transfer and substrate together for 

around 60 seconds at 400 F.

ACTIVATE
CREATIVITY
WITH COLOR
CHANGING HTV

CAD-CUT® UV SHIFT 
Give apparel a creative edge with heat 
transfer vinyl that transforms from matte 
white to bright colors when exposed 
to sun/UV light. UV Shift is easy to cut, 
weed, and apply and is perfect for 
adding one-of-a-kind designs to T-shirts, 
hoodies, and children’s clothing.

SHOP NOW: 
stahls.com/sunhtv
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STAHLS.COM | 800.478.2457          

Not UV 
Activated

UV 
Activated
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from one side to another, that blank goes 
in the trash, and you have to try again. 
By making a larger investment in a qual-
ity heat press, you will save more money 
on potentially ruined blanks. Any U.S. 
manufactured heat presses will �t the bill 
from one of the many great industry dis-
tributors. Skip buying your heat press on 
Amazon and save yourself the headache.

No.2
Mind your time and temp
I already mentioned that you 
need to heat the transfer and 
substrate for about 60 sec-

onds at 400 F, but that is just a general-
ization and more of a limit in most cas-
es. For several reasons (e�ciency, reduced 
production time, and reduced scorching), 
you want to be able to press at the lowest 
heat and time you can. We need the inks 
to turn into a gas and bond with the poly-
ester for the very best transfer. But after it 
starts to bond with the polyester, it needs 
to cool to lock it in place. If the inks are 
overheated, they will gas back out of the 

polyester and make the image fade. All 
the inks turn to gas at a little di�erent 
temperature, so you will want to look for 
signs of the correct time and temperature. 
A blue hue or tint to your blacks means 
the transfer was under pressed and a red 
or brown hue/tint means the transfer was 
over pressed and the inks gassed back out. 
To �nd your proper time and tempera-
ture, it is best to start with the manufac-
turer’s suggested time and temperature 
and then work your way down (or up in 
sporadic cases) from there. Also, as you 
adjust, �rst adjust the time, then reduce 
temperatures as we always want to press 
for a shorter period to reduce the time it 
takes to make each substrate. Document 
your results!

No.3
Perfect your templates
Having a quality template for 
your designs is a big part of 
making repeatable transfers 

easy to produce. We are mainly going to 
use a white substrate with sublimation, 
but often times, we don’t need or want a 

white background. You need a bleed area. 
A bleed area is an area that is slightly larg-
er than the actual substrate, which is go-
ing to fall o� the edge or “bleed” o�, so 
there is no chance of a white edge even if 
the transfer is not 100% lined up. You will 
�nd this bleed area will be a much-wel-
comed space when lining up your transfers 
since they will be upside down, and you 
won’t see the actual graphic until it comes 
o� the press. �e bleed area on a rigid sub-
strate that is not going to stretch and is 
sized consistently is typically ¼". For soft 
goods, like garments, baby onesies, gar-
den �ags, or other products that might 
be hand sewn and are therefore sized a 
little inconsistently or can stretch, I sug-
gest up to 1” of a bleed area or more on all 
sides. Perfecting templates to match your 
production process and needs is a con-
siderable time and money saver. Starting 
with the manufacturer’s template is good, 
but remember they are not doing produc-
tion like you, so you need to make sure 
you have what you need to guide your art 
preparation quickly and accurately.
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Create vivid images on socks, arm sleeves, shirts, 

and more. 
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Sublimation is a wonderful process with a bit of “art” style from 
creativity. But as a business, it is your job to turn your art into a sci-
ence and make it repeatable. What are your top sublimation tips? 
Email me at success@oursuccessgroup.com to share. SR

Aaron Montgomery is certi ed  ew or  imes est selling author ac  Can

eld as a Success rinciples rainer and is the co ounder o  urSuccessGroup.

com. aron has over  ears o  e perience with personali ed products and small 

usiness development and is the co creator o  the  e s o  usiness Success.  

ou can also nd aron co hosting the decorator s industr  podcast  egular Gu s 

odcast www. regulargu s.com . lso, chec  him out on his podcast channel 

called Small usiness Saturda s small usinesssaturda spodcast.com . 

From mugs, mousepads, and tumblers to slates, garden ags, face masks, and ornaments, if you can dream it and get it into a heat press, there is likely a substrate out there for you.
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PRODUCTSPOTLIGHT: 
SUBLIMATION EQUIPMENT, SUPPLIES, AND SUBSTRATES

PRODUCT 
GUIDES
Johnson Plastics 
Plus offers its 
product guides, 
which aim to help 
businesses find 
the right gifts to 
offer customers. 
Products can 
be broken out 
by category, 
recipient, or 
equipment type.

800-869-7800
jpplus.com

SUBLIMATION TRANSFER PRINTER
Mimaki USA releases the TS330-1600, the flagship model of its new 330 Series. The 
TS330-1600 is a sublimation transfer inkjet printer. It features Mimaki Weaving Dot 
Technology, printing speeds of 69m2/h in draft mode, a V-shape cut function, cloth 
wiper, and Mimaki Remote Access. Ink sets are available in 4, 6, 7, and 8 colors. It’s 
compatible with RasterLink7 and TxLink4 Lite RIP software. 

888-404-2795
mimakiusa.com

PRINT STITCH EMBLEMS
World Emblem offers its print stitch 
emblems, which start with a sublimated 
background that allows for unlimited and 
PMS-matched colors. The product can 
be heat-sealed to most fabrics or applied 
to flat, non-textured surfaces using a 
pressure-sensitive backing. The size of the 
product ranges from 1" X 1" to 13" X 8".

800-766-0448
worldemblem.com

PRINTED FLEECE BLANKETS
S&K Print offers printed fleece blankets. 
The product is available in three sizes: 
30" X 40", 50" X 60", and 60" X 80". It can 
be printed in full color on one or both 
sides.

888-355-0345
skprint.com

888-404-2795
mimakiusa.com

HEAT PRESS
Insta Graphic Systems offers its 
Insta 288 Swing Away heat 
press machine, their largest 
manual machine with 20"X 
25" platens for ease of 
use with larger 
substrates 
and 
transfers. 
It can also 
be used as a 
sublimation heat 
press machine.

562-404-3000
instagraph.com
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PRODUCTSPOTLIGHT: 
SUBLIMATION EQUIPMENT, SUPPLIES, AND SUBSTRATES

TONER PRINTER
Marco Awards Group offers the UNINET 
i350 full-color toner sublimation printer. 
The printer uses toner rather than ink, 
copy paper instead of transfer paper, 
and the toner cart has a capacity of 
7,000 transfers. The transfers require 380 
degrees F for application.

800-229-6592
marcoawardsgroup.com

JOURNALS & SKETCH BOOKS
JDS Industries offers sublimatable 
journals and sketch books in a white 
Subli-Tru covering, or in Burlap for a 
more rustic look. The books have a satin 
ribbon for place keeping. The sketch 
books have a plush padded cover and 
heavy unlined paper, while the journals 
have lined paper. Choose from 5 ¼" X 8 
¼" or 7” x 9 ¾".

800-843-8853
jdsindustries.com

DYE SUBLIMATION PRINTER
Stratojet USA Inc. offers the Piranha XT-1100, which the company says can print 
at 679 sq. ft. per hour in its speed mode. It can also print 2,400 DPI prints. It prints 
directly on transfer paper.

562-758-3018
stratojetusa.com

NATURAL WOOD 
SUBLIMATION SIGN
LRI offers its ready-to-sublimate 
natural wood signs, which the 
company says 
have a press time 
of 45 seconds. The 
signs are 1/4" thick 
and pre-assembled 
with two 5/8" wood 
support bars 
glued to the back. 
Custom sizes 
are available by 
request.

847-677-8333
laserreproductions.com

SUBLIMATION PRINTER
Imaging Spectrum offers 
the Epson SureColor F570 
Pro. The 24" printer can 
be used for printing mugs, 
awards, small textiles, and 
more.

214-342-9290
imagingspectrum.com

SR
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Our annual survey of the sublimation market will give you a 
great idea of what your competition is doing out there, and 
what growth areas you may need to pay attention to. �anks 

to those who responded to our survey, we have learned that 65% of 
respondents are expecting to increase pro�ts from their sublimation 
business over the next 12 months, and we hope this information 
can help you be part of that group.

This survey was conducted through electronic mail via 
SurveyMonkey.com and complied with all CAN-SPAM act 
laws and NBM’s privacy policy, as found here: nbm.com/priva-
cy-statement. Respondents were selected from the GRAPHICS 
PRO subscriber database and all survey recipients were provided 
the same version of the survey, which was distributed in January 
of 2022. Some survey totals equal more than 100% because 
readers checked all the categories that apply.

SURVEY FINDINGS ON 
THE SUBLIMATION INDUSTRY

Sublimation
By the Numbers

B Y  G R A P H I C S  P R O  S T A F F

REVENUES AND OUTLOOK
Revenues from sublimation were mostly reported to be under 
$30,000 annually. 4% of survey respondents stated revenues from 
sublimation greater than $250,000.

$1-$15,000 68%

$15,001-$30,000 14%

$30,001-$60,000 9%

$60,001-$100,000 2%

$100,001-$250,000 3%

Greater than $250,000 4%
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TOP SALES PRODUCTS
When survey respondents were asked which 
sublimated product they sold the most of, 
mugs and drinkware (30%) topped the list, 
followed by apparel at 25%.

SUBLIMATED PRODUCTS SOLD MOST
Mugs/Drinkware ................................ 30%
Apparel............................................... 25%
Awards and Plaques .............................11%

Survey respondents reported selling a variety 
of sublimated products. Top products includ-
ed mugs/drinkware (75%), apparel (66%), 
and mousepads (54%).

SUBLIMATED PRODUCTS SOLD
Mugs/Drinkware ................................ 75%
Apparel............................................... 66%
Mousepads ......................................... 54%
Awards and Plaques ............................ 48%

TOP SALES PRODUCTS
When survey respondents were asked which 
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ANNUAL INK PURCHASE
1-2 times per year
3-5 times per year
6-10 times per year
11-15 times per year
More than 15 times per year

The majority of survey respondents reported using new cartridges.

REFILLABLE INK VS. NEW CARTRIDGE
Refillable ink option
New cartridges
Combination of both

TOP SALES PRODUCTS
When survey respondents were asked which 
sublimated product they sold the most of, 
mugs and drinkware (30%) topped the list, 
followed by apparel at 25%.

SUBLIMATED PRODUCTS SOLD MOST
Mugs/Drinkware ................................ 30%
Apparel............................................... 25%
Awards and Plaques .............................11%

Survey respondents reported selling a variety 
of sublimated products. Top products includ-
ed mugs/drinkware (75%), apparel (66%), 
and mousepads (54%).

SUBLIMATED PRODUCTS SOLD
Mugs/Drinkware ................................ 75%
Apparel............................................... 66%
Mousepads ......................................... 54%
Awards and Plaques ............................ 48%

BIGGEST BUYERS
Shops supplying sublimated products reported selling the 
most product to corporations and businesses (53%). 

WHERE SUBLIMATED PRODUCTS ARE SOLD
Corporations and Businesses  
Athletic Associations or Clubs  
Retail Outlets 

53% 
40% 
36%

Education Institutions  
Government Institutions (police, fire, hospital, etc.) 
Photography Market 

35% 
21% 
18%

Other 20%

APPAREL TRENDS

41%of shops that sublimate apparel  
reported their sublimatable apparel  

needs had increased in the last 12 months. 

67%of shops that sublimate apparel  
find that inventory is regularly  

available for their needs. 

17% of survey respondents attribute  
the majority of their sublimated  

product revenues to apparel.

INK USE
The majority of survey respondents reported purchasing 
ink between 1-5 times per year.

TOP SALES INFLUENCERS
Survey respondents reported that in-stock availability 
was the top influencer (79%) for purchasing decisions 
on substrates, followed by price (75%) and customer 
service (60%).

TOP INFLUENCERS FOR PURCHASING DECISIONS 
ON SUBSTRATES 

  In-Stock Availability              79%

Price 75%

Customer Service 60%

Shipping Costs 56%

Product Knowledge 36%

Supplier Location 30%

Supplier Loyalty 21%

Other 2%

PERCENTAGE OF SUBLIMATION 
BUSINESS ATTRIBUTED TO APPAREL 

  0%–I don’t sell 
  sublimated apparel                          24%

1-25%  
26-50%  
51-75%  
76-100% 

42% 
17% 
9% 
8%
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T
he e�ects of labor market strain and shifts in 
corporate culture caused by the pandemic leaves 
many graphics businesses wondering what the future 
holds. According to our industry experts in the awards 

and recognition segment, the market is making a comeback.
“�e pandemic slammed this industry as it did most others,” 

says Cathy Garcia, Marco Awards Group. “�ere is no question 
we lost many of our customers.” However, moving ahead and away 
from this pandemic, Garcia sees signs of “’light at the end of the 
tunnel, ‘survival’, ‘gaining strength’ and other points of light that 
we might not have seen a year ago.” 

�e awards and recognition markets have been on a roller coaster 
the past two years, but things are looking up in all areas, says Dan 
Messerschmidt, JDS Industries. 

SUPPLY CHAIN AND LABOR STRAIN
�e pandemic led to several supply chain issues. Garcia reports: 
“For some it was not ordering enough merchandise and now strug-

gling with trying to catch up. For others, enough merchandise 
was ordered, but due to competitor shortages, they are 

getting hit hard with potential challenges for the spring 
rush.” 

Additionally, the vendor turnaround for o�shore has 
been a challenge. It is not uncommon these days for 
many vendors, whether based in the United States or 

o�shore to struggle with “labor force” issues. “Su�ce 
it to say that there is not enough labor, and it is increas-

ingly expensive,” Garcia explains. As a distributor with 31 
warehouses, Garcia says Marco experiences labor issues at most 
of its locations.

With the di�cult labor market, more companies understand 
that to retain employees they must create a culture that not only 
rewards their employees but also acknowledges them for the work 
they have accomplished, says Bill Vitto, PDU CAT. “I feel in 
a tighter labor market companies who give recognition to their 
employees will fare better than those that don’t. We see this with 
the growth of corporate awards this past year.”

As the “war for talent” continues, Messerschmidt says companies 
are realizing that a robust recognition program will help them 
attract and retain the best employees.

The Current State of Corporate 
Awards and Recognition

(Image 

courtesy 

Conde)

How have awards accom-
modated to labor strains and 
changes in the market?

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

he e�ects of labor market strain and shifts in 
corporate culture caused by the pandemic leaves 

was ordered, but due to competitor shortages, they are 
getting hit hard with potential challenges for the spring 
rush.” 

been a challenge. It is not uncommon these days for 
many vendors, whether based in the United States or 

o�shore to struggle with “labor force” issues. “Su�ce 
it to say that there is not enough labor, and it is increas

ingly expensive,” Garcia explains. As a distributor with 31 
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The Current State of Corporate 
Awards and Recognition

(Image 

courtesy 

Conde)

David Gross, Condé Systems, agrees 
that companies have become more clever 
in their approach to keeping good tal-
ent, possibly because of the large number 
of employees working remotely. Gross 
says, “If not already, companies must 
step out of their comfort zone to recog-
nize employees for meeting their goals. 
I have heard of employers doing lots of 
silly stunts to thank employees for their 
contributions and attendance.” With the 
�ux of employment, Gross says recogniz-
ing employee e�orts is crucial to keeping 
and growing with them through stressful 
conditions.

ELEVATED ELEGANCE
�e recognition industry has come back 
strong to pre-covid sales levels, according 

(Top and above: Images courtesy JDS Industries)
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Traditional sublimation award plaques are not as popular as they used 

to be. The 5/8" thick MDF plaque that’s long been available in assorted 

shapes and sizes is often being passed over in favor of newer, more non-

traditional alternatives. Sublimation on metal, including stacked metal (two 

or more pieces stacked on top of each other) and curved metal (curve into 

a self-standing award after the imaging process) have become increasingly 

popular due to their unique look and ease of production. Either approach 

adds value to the metal while producing a display award at little additional 

cost. 

The awards and recognition market also continues to gravitate towards 

photo products. Photo gifts and awards have elegant qualities that superb-

ly demonstrate the value and desirability of the sublimation transfer pro-

cess. A full-color, photo quality award will result in a cherished keepsake 

that is proudly displayed for years to come.

– DAVID GROSS
CONDÉ SYSTEMS

THE SCOOP ON 
SUBLIMATED AWARDS

Above left: Image courtesy PDU Cat. 

Above right and bottom left: Images 

courtesy Marco Awards Group.
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to Vitto. He says his company also see a 
lot of customers who had previously never 
been in the corporate awards market now 
getting a lot of business. As far as awards 
trends go, Vitto says, “�e entire line of 
awards has been strong although I see more 
high-end crystal awards moving recently, 
even with the elevated demand for acrylic 
and glass awards.”

Whether an awards shop specializes in 
engravable products such as metal and 
crystal, or high-quality graphics printed on 
plaques or the like, there are many growing 
opportunities for businesses in the recogni-
tion segment.

“Based on strong sales to our awards and 
recognition customers, I would say that 
business is good,” notes Gross. “However, I 
can’t say that all the products are necessari-
ly being turned into awards. Since our cus-
tomers primarily work with sublimation 
systems, they are not limited to traditional 
product o�erings.” Along with awards, en-
gravers are also producing a unique variety 
of photo quality wearables, home decor 
gifts, jewelry, and drinkware, Gross says. 
“Sublimation transfer allows graphics busi-
nesses to diversify and go where the money 
is, even during tough times.”

�rough the pandemic, corporate rec-

ognition fared better than other areas of 
the awards market, according to Messer-
schmidt. As schools get back to full swing 
along with their various sports and activi-
ties, Messerschmidt believes the overall 
need for awards is certainly rebounding. 

“In our part of the business, corporate 
recognition has become the stronger of tro-
phies versus corporate,” says Garcia. “From 
a product focus perspective, crystal, glass, 
and plaque style awards are taking prece-
dence versus trophies.”

In sports awards, Garcia continues to 
see more economical awards such as med-
als and small resins. Sports awards have 

The recognition industry has come back strong to 

pre-covid sales levels. (Image courtesy PDU Cat)
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Above and below: The awards and recognition market also continues to 

gravitate towards photo products. Photo gifts and awards have elegant qual-

ities that superbly demonstrate the value and desirability of the sublimation 

transfer process. (Images courtesy Conde) Left: Image courtesy PDU Cat.
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not picked up as corporate awards have, 
according to Garcia. “Sports awards have 
declined, whereas resins seem to be hold-
ing their own, and cups remain strong,” 
she adds. “Corporate (crystal/glass) awards 
are growing, with a focus on unique and 
elegant.”

THE FUTURE OF RECOGNITION
In this year to come, the awards industry 
experts feel enthusiastic. 2022 is lining up 
to be the best year in awards and recogni-
tion since the beginning of the pandemic, 
Messerschmidt predicts. In a recent market 
survey JDS Industries conducted, dealers 

said they expect their corporate awards 
to grow in 2022. �ey said their sport/
athletic awards are also expected to grow 
in 2022.  

Garcia says the future of the awards in-
dustry is promising and encouraging; how-
ever, she remains cautious about COVID 
variants. As more restrictions are lifted, 
Vitto believes it will be a good year for 
the awards industry, and potentially a great 
year if the port issues are resolved. 

“I’m no fortune teller, but I am con-
tinually optimistic about the future of the 
awards and recognition market as well 
as other markets we serve,” says Gross. 

“History has shown me that sublimation 
transfer truly performs well during a good 
economy or a bad economy. With wed-
dings, sporting events, church gatherings, 
business functions, and other in-person 
events soon returning to some sort of nor-
malcy, I believe the need for awards and 
recognition products will soar.” 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.

2022 is lining up to be the best year in awards and recognition since 

the beginning of the pandemic. Images courtesy JDS Industries.

HOW MAIN STREET SHOPS CAN 
TAKE STEPS TOWARD SUSTAIN-
ABILITY: http://gpro.link/sustain

(Images above courtesy Marco Awards Group)

GP_APR22-ADS.indd   87 3/16/22   12:01 PM

http://gpro.link/sustain


AW
AR

DS
 &

 C
US

TO
M

IZ
AT

IO
N

Y O U R  L A S E R  AT  W O R K   |   B O B  H A G E L

8 8 G R A P H I C S  P R O  A P R I L  2 0 2 2 GRAPHICS-PRO.COM GRAPHICS-PRO.COM 2 0 2 2 A P R I L  G R A P H I C S  P R O 8 9

KEY LESSONS I LEARNED ALONG 
THE WAY

E xperience is a great teacher. I learned 
many lessons along the way — some 
the hard way. I wanted to share some 

of these valuable experiences with you.

HOW WILL I MANAGE A COMPLEX 
LASER?
My laser was a simpler machine than I 
�rst thought. Learn how lasers work by 
going to a trade show or another location 
where the laser manufacturer has a sales 
and technical team. Spend time learn-
ing how it works before researching laser 
speci�cations you think you need.

Understanding how the machine 
works will help you select the right 
speci�cations and understand the im-
portance of them in relation to the use 

of your laser. Understand the parts that 
will wear out and how they will be re-
placed. Most lasers are well designed 
and you or someone you know that is 
mechanically handy can replace most of 
the parts. You should also know where 
the closest repair technician is to where 
your business will be. If you need their 
services, you will have to pay for travel 
time and expenses.

MY LASER WENT DOWN IN THE 
MIDDLE OF A JOB
Know which parts are most likely to 
wear out and create an emergency kit 
with each one. I remember the panic 
in the early days when my laser would 
stop working or have what I consid-

ered a major problem. Anything that 
would prevent me from delivering a job 
on time was a major issue. After a few 
panic sessions I got the idea to create an 
emergency repair kit. I gained enough 
experience that I usually knew what was 
wrong. I almost always had the laser 
back working after a few hours. Having 
an emergency repair kit and some great 
technical support just a phone call away 
made all the di�erence. I also avoided 
the large overnight shipping charges 
during my emergencies. I could replace 
parts I used at my leisure and with regu-
lar shipping.

INVESTING IN YOUR PRIMARY TOOLS
Look at how much you spend on your 

primary tools as investments 
and not expenses. Buy qual-
ity. Your laser and cutters and 
perhaps some other equipment 
will become workhorses and 
in use many hours each day. 
Poor quality and unmaintained 
equipment can ruin a lasered 
product. It costs money, frus-
tration and perhaps the loss of a 
client. �ere are tools that will 
be less important or infrequently 
used that can be of lesser quality. 
I bought lots of small hand tools 
at Harbor Freight and never had 
a problem. �e quality is good 
without the higher cost. Howev-
er, I would not consider buying 
my laser or cutting shears there.

NEVER STOP LEARNING 
ABOUT YOUR CRAFT
Learning new things about en-
graving, graphics or about ma-
terials and products will help 
keep you focused, enthused, Lasers look more complex than they are mechanically. (All images courtesy Bob Hagel)
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and enjoying your craft and business for 
a long time. �is applies to your laser set-
tings and capabilities, your graphics soft-
ware and the continuously improving and 
changing world of materials and products. 
Make it a goal for your clients to call you 
an expert and crafts person. I loved trade 
shows as they gave me the opportunity to 
talk to experts in many �elds. I learned 
software shortcut keys, techniques, and 
capabilities I never imagined my software 
had. �is applies to equipment, materials, 
and products as well. Having time dur-
ing your busy season will be a constraint. 
Take 10-minute learning breaks during 
these times. When you’re not busy, sched-
ule at least 30 minutes each day or two 
to try out something new. Explore and 
have some fun! Consistent learning will 
also shorten the time it takes to complete 
projects. Design, assembly, and problem 
solving become faster with education and 
experience.

LEARN HOW TO TROUBLESHOOT
Your equipment sales teams and techni-
cians are great teachers and willing to 
share. Again, trade shows are a great place 
to explore how your equipment works, 
wears out and breaks down. What are the 
symptoms that your X motor is wearing 
out? Your laser just stopped working in the 
middle of a job, how do I �nd out what is 
wrong? Other great sources are YouTube 
videos, your laser’s manual, and other shop 
owners in your area.

SHEET MATERIALS AREN’T ENGRAVING 
OR CUTTING PROPERLY
It is possible your laser is not �ring prop-
erly. Test another material like a metal 
plate that is �at. If the laser works with 
that material, then you likely have one of 
two issues: 

ered a major problem. Anything that 
would prevent me from delivering a job 
on time was a major issue. After a few 
panic sessions I got the idea to create an 
emergency repair kit. I gained enough 
experience that I usually knew what was 
wrong. I almost always had the laser 
back working after a few hours. Having 
an emergency repair kit and some great 
technical support just a phone call away 
made all the di�erence. I also avoided 
the large overnight shipping charges 
during my emergencies. I could replace 
parts I used at my leisure and with regu-
lar shipping.

INVESTING IN YOUR PRIMARY TOOLS
Look at how much you spend on your 

primary tools as investments 
and not expenses. Buy qual-
ity. Your laser and cutters and 
perhaps some other equipment 
will become workhorses and 
in use many hours each day. 
Poor quality and unmaintained 
equipment can ruin a lasered 
product. It costs money, frus-
tration and perhaps the loss of a 
client. �ere are tools that will 
be less important or infrequently 
used that can be of lesser quality. 
I bought lots of small hand tools 
at Harbor Freight and never had 
a problem. �e quality is good 
without the higher cost. Howev-
er, I would not consider buying 
my laser or cutting shears there.

NEVER STOP LEARNING 
ABOUT YOUR CRAFT
Learning new things about en-
graving, graphics or about ma-
terials and products will help 
keep you focused, enthused, 

Smokey was one of many celebrities we had the pleasure of honoring.
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1. Your material is warped and not 
�at across the sheet. �is will 
cause your material to be in focus 
in certain areas and out of focus in 
other areas. 

2. If your material is level, your la-
ser table may not be. Check your 
laser table with a level. However, 
you will �rst need to check your 
�oor and your laser machine itself 
and adjust the measurement of 
your material by how much your 
�oor or laser is o�.

DON’T WASTE DOWNTIME
Downtime is very valuable. Ongoing ed-
ucation is important. However, there are 
lots of other needs begging for attention 
like machine and routine maintenance 
and lubricating cutters and other equip-
ment. Plan your larger maintenance tasks 
around your less busy times.

Cleaning out is also essential. I 
found I saved far too many things 
that were just taking up space. If 
you haven’t used it in a year, you can 
likely get rid of it without regrets. 

Review pricing and customer 
communication pieces about rules 
and suggestions. Replace samples 
with a current product that is clean 
and without errors. Rearrange and 
renew your showroom and displays. 
If your website is a showroom, evalu-
ate how current it looks, the photos 
used, and the products displayed. I 
know you can �nd a dozen other 
needs that are important to keeping 
your business looking current and 
professional.

LASER ENGRAVING IS FREE
Using this concept in your pricing and 
marketing is dangerous to your business 
and the industry in general. If you are 
the buyer in a transaction, understand 
nothing is “free.” �e cost is included in 
the price. Using this advertising tech-
nique greatly lowers the value placed 
on your skills and your laser engraver. 
Customers will assume that if laser en-
graving is free, it must be easy to do, and 
the equipment has to be inexpensive. 
�ink of it this way: Your plumber likely 
charges more than $100 per hour for 
their work. A residential plumber has a 
skill level like a laser engraver – graphic 
artist. Your laser costs much more than 
the tools your plumber uses.

Some of the projects we work on end up in unusual places.

This sheriff’s sergeant will cherish this retirement gift with the 

photo of those he served with over many years.
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Why does your plumber charge $100 
per hour of work and you only charge $45 
per hour for engraving time? Our indus-
try has a problem of undervaluing laser 
engraving time. 

�ose that have marketed “free” engrav-
ing have made this problem worse. Please 
don’t add to this issue. Be a craft person 
with a high skill level and make a good 
living from your craft.

ENGRAVING CUSTOMER PRODUCTS
�ere are many risks when engraving your 
customers’ products — whether they pur-
chased them elsewhere or made them. It 
may be a di�cult product to engrave due 
to shape or the engraving in a small loca-
tion. �e product may be hard to hold in 
place. Spelling could be wrong, or the cus-
tomer’s handwriting was more di�cult to 
read than you thought. �e quality of the 
graphic they gave you was poor. Your laser 
broke down in the middle of the job. �ere 
are a host of things that can go wrong.

You may decide not to engrave a product 
you did not sell. I can’t blame you for this 
decision. If you do engrave your custom-
ers’ products, consider these issues: 

1. You are not 
making any 
markup on 
the product 
to add to your 
pro�t margin, 
and you are 
not covering 
your costs of unboxing and reboxing 
time (handling time). 

2. Charge or calculate your laser en-
graving hourly rate you apply to the 
job at a higher price than you would 
charge for engraving products you 
sell. 

3. Have rules in place about who pays 
for replacing a product if there is a 
problem or the customer is not happy 
with the result. �is is critical when 
engraving expensive products, family 
heirlooms or items of historic value.

PREPARING PERSONALIZED 
PRODUCTS FOR SHIPPING IS OFTEN 
COSTLY
Many times, if you are shipping a person-
alized product to a customer, packaging 
and shipping boxes must be purchased and 

stored. �e more assembly required or cus-
tomization of the product, the more time 
and materials are needed to ship products 
without breakage. Always consider the 
material cost and time it takes when ship-
ping. Also, remember that your cost of the 
actual shipping is far greater than Amazon, 
Target or Walmart would pay. You are also 
paying for the product to be shipped to 
you. �at cost must be considered in your 
pricing. �is is especially true when you 
are placing a special order for a customer 
and not including it in a routine weekly 
or monthly order.

HOW DO YOU STAND OUT FROM YOUR 
COMPETITION?
Far too many businesses take the shortcut 
of lowering their prices to stand out from 
the competition. It’s easy and quick to do. 

LASER ENGRAVING IS FREE
Using this concept in your pricing and 
marketing is dangerous to your business 
and the industry in general. If you are 
the buyer in a transaction, understand 
nothing is “free.” �e cost is included in 
the price. Using this advertising tech-
nique greatly lowers the value placed 
on your skills and your laser engraver. 
Customers will assume that if laser en-
graving is free, it must be easy to do, and 
the equipment has to be inexpensive. 
�ink of it this way: Your plumber likely 
charges more than $100 per hour for 
their work. A residential plumber has a 
skill level like a laser engraver – graphic 
artist. Your laser costs much more than 
the tools your plumber uses.

Above: Seeing the recipients smile in pride makes our hard work worthwhile. Attend-

ing an event you worked on is important to having continuous joy for your business. 

Right: A custom base I designed, made by a woodworking partner. Creative projects 

provide excitement and fun to our jobs.
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Y O U R  L A S E R  AT  W O R K

So, if it is easy and quick for you to do, then it is 
easy and quick for all your competition. �ere are 
many other ways to di�erentiate your business.

Many in our industry have a product or market 
focus they excel at or have a natural customer base 
for. I decided to di�erentiate our business through 
o�ering speci�c service levels others would not of-
fer. I became an accomplished laser graphic artist. 
Almost every graphic I engraved I used vector art 
that in many cases I created myself from marginal 
quality bitmaps.

I maintained a font library of thousands of fonts. 
I used fonts very creatively matching themes of 
events, wedding invitations or holidays. I created 
graphics for events where none existed. I worked 
very hard at creative layouts, designing ornaments 
and separators for a client’s business or event. Com-
ing up with solutions to make the �nal receiver 
of the product or award feel special and therefore 
make my customer look like a hero.

�is was a lofty goal when we started. When 
we sold our business and retired, our clients let us 
know we had achieved this goal and it is the main toring acrylic sheet goods at greatly reduces warping and lasering problems.

Cleaning and renewing your showroom is important to do on a scheduled basis. It helps you look professional and increase sales. asering and working on customer products takes great care and presents challenges that re uire careful pricing to make a profit.
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reason they stayed with us all those years. 
We were called true craft persons. What 
is important is that you �nd a way to dif-
ferentiate your business without lowering 
the price. If you don’t, your prices will have 
to continue going lower to constantly beat 
that new business who wants to beat you 
on price.

ORDERING INVENTORY
Create an ordering schedule. It may be 
once a week or once every two weeks or 
more often. Order on the same day and 
around the same time. Let your clients 
know your ordering schedule and a dead-
line to get orders to you. �is will allow 
you to control your shipping costs. Any 
additional orders clients and customers 
need that are not on this schedule will re-
quire a special ordering charge. You may 
want to even post your ordering schedule 
for everyone to see. You will need to make 
exceptions when appropriate, but you have 

the obligation to yourself to control costs 
and most everyone will understand this 
need. Most of your customers will have the 
same need, but not always the control of 
when they have to place an order.

Remember, you’re in a personalized 
product business. �ere are many special 
needs and schedules you must address. A 
business that just puts products on the 
shelf and customers do all the research and 
selection on their own is a very di�erent 
business. You will put in a great deal of 
research time for customers. Your pricing 
and guidelines you have to follow to make 
a good living is very di�erent from these 
other retail stores. �ere may be times that 
you need to remind certain customers of 
this fact. Your pricing will need to re�ect 
the substantial sales and ordering time cer-
tain customers will require.

I love this industry because of the cus-
tomers’ challenges, changing product 
lines, advancing technology and the op-

portunity for creativity. It is never boring; 
our competitors are helpful friends, and 
we love our clients. Many became friends 
for life. 

Enjoy your business and help make this 
a great industry to be a part of. Ask your 
customers for photos of how they used 
the product you personalized. When it’s 
possible, attend events where awards and 
other products you made are presented. It’s 
always great to see your impact. GP

BOB HAGEL recently retired after owning Eagle’s 

Mark Awards & Signs for 18 years in Southern Cali-

fornia. While owning the business, he offered a full 

line of personalized products using laser engraving, 

sandcarving, and full-color UV direct print on prod-

ucts. Today, he consults on starting and expanding 

personalized businesses and on improving produc-

tion e cienc  and ualit . e can e reached at 

rjhagel@verizon.net.

So, if it is easy and quick for you to do, then it is 
easy and quick for all your competition. �ere are 
many other ways to di�erentiate your business.

Many in our industry have a product or market 
focus they excel at or have a natural customer base 
for. I decided to di�erentiate our business through 
o�ering speci�c service levels others would not of-
fer. I became an accomplished laser graphic artist. 
Almost every graphic I engraved I used vector art 
that in many cases I created myself from marginal 
quality bitmaps.

I maintained a font library of thousands of fonts. 
I used fonts very creatively matching themes of 
events, wedding invitations or holidays. I created 
graphics for events where none existed. I worked 
very hard at creative layouts, designing ornaments 
and separators for a client’s business or event. Com-
ing up with solutions to make the �nal receiver 
of the product or award feel special and therefore 
make my customer look like a hero.

�is was a lofty goal when we started. When 
we sold our business and retired, our clients let us 
know we had achieved this goal and it is the main 

asering and working on customer products takes great care and presents challenges that re uire careful pricing to make a profit.
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� Advertising Specialty Inst/ASI 
� All American Print Supply Co
� Apex
� AWDis/Citadel Brands
� Axiom America
� Bayside Made in America
� Bescutter & BesPrinter
� Brown Mfg Group Inc
� Colorado Heirloom Inc
� Corel Trainer 
� Digital EFX Wraps
� Epilog Laser 
� Geneva Capital LLC
� Graphic Elephants
� GRAPHICS PRO
� GS2 Awards
� Hirsch Solutions Inc 
� HIX® Corporation 
� Howard Custom Transfers Inc
� IKONICS Imaging 

� ITNH Inc
� JDS Industries Inc  
� McLaud Technology
� Mimaki USA
� MMP Capital
� Montroy Sign & Graphic Products
� MTN Screen Printing Supplies LLC
� Radian Laser Systems LLC
� SAGE
� SanMar
� Specialty Materials LLC
� STAHLS’ 
� TheMagicTouch USA
� Transfer Express 
� Trotec Laser Inc 
� TubeliteDenco
� Vapor Apparel
� XANTE Corp
� XpresScreen Inc

To register for FREE, enter Promo Code: PREVIEW at g-p-x.com/co

DENVER, CO
Crowne Plaza Denver Airport

Convention Center (free parking)
April 14-15, 2022 (classes begin April 13)

TRAINING IN THE CLASSROOM
Training in the Classroom offers attendees the opportunity to learn about trending topics, technologies, 
processes, equipment and more, offered in two different skill levels by our exhibitors and select 
GRAPHICS PRO Magazine expert columnists…

These classes are geared toward people who are brand new to a discipline or have some graphics 
e per e ce  are ook  o ear  e ame a  ec e  a or a  ew pro  ce er   
related markets.

Considered “higher learning,” these classes will take a deep dive into advanced techniques and/or the 
business aspect of running a graphics shop as it applies to the type of shop being run, i.e., apparel 
decoration, sign making or personalization product production.

Classes are offered the day before the show starts, and throughout the show, in all-day and 90-minute sessions.

TRAINING SCHEDULE
WEDNESDAY, APRIL 13, 2022
10 a.m. — 4 p.m.    

� Hirsch Solutions Inc – Join the DTG Revolution!  
    

THURSDAY, APRIL 14, 2022
8-9:30 a.m.

� Epilog Laser - Finding Success in the Laser 
Engraving Industry: Application Ideas and Tips 
to Boost Production    

� JDS Industries - Starting Sublimation: 
What Do I Need? 

� STAHLS’ - Printing Outside of the T-Shirt Box  

     
11 a.m. — 12:30 p.m.    

� HIX® Corporation - Learning the 
Sublimation Business

� IKONICS Imaging - Lights, Camera, Action! 
Become a Sandcarving Star!   

1:30-3 p.m.
� Trotec Laser - Skills, Materials, & Laser Hacks 

to Help you Succeed in a Changing Business 
Environment

� Transfer Express - Screen Print with 
Just a Heat Press 
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� HIX® Corporation - Learning the 
Sublimation Business

� IKONICS Imaging - Lights, Camera, Action! 
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� Transfer Express - Screen Print with 
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THURSDAY, APRIL 14, 2022 cont.
4-5:30 p.m.

� Transfer Express - Print More than T-Shirts 

� Corel Trainer - Everyone Can Learn CorelDRAW 

� Advertising Specialty Institute - Sell More to 
Existing Customers 
  

FRIDAY, APRIL 15, 2022
8-9:30 a.m.

� GRAPHICS PRO - Pricing Strategies: Are 
you Getting Paid for your Time? with Matt 
Charboneau 

� GRAPHICS PRO - Wraps Designer Tools & Tips, 
with Dallas Fowler 

� GRAPHICS PRO - Accelerating your Decorating 
Techniques, with Lon Winters    
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EPILOG LASER
303-277-1188
www.epiloglaser.com
Don’t Miss Epilog at GPX Denver!
Make sure to stop by Booth 301 and 
check out the latest additions to Epilog 
Laser’s product line! We’ll be showcasing 
our Fusion Pro and Fusion Edge series, 
which have the fastest engraving speeds and the popular IRIS Camera 
System for quick and easy artwork placement. Whether you’re getting your 
r  a er or a  o e o o r per o a a o  e  p o  a  e 

right machine for your application.  

REGISTER NOW!
Promo Code: PREVIEW | g-p-x.com/co or call 800.560.9941

HIX® CORPORATION
800-835-0606
www.hixcorp.com 
New EVO PRO S-650 Heat Press 
Our new EVO Series of heat presses combine 
an all-metal housing with our new full-color 
LCD touchscreen controller, as well as a new 
high-performance pad. The EVO PRO S Series 
semi-automatic clamshell adds a mechanical auto open feature without the 
need for an air compressor. This reduces operator fatigue by eliminating 
half of the manual effort. It also reduces the chance of scorched t-shirts and 
is helpful with longer transfer times such as sublimation on textile and non-
textile substrates.

JDS INDUSTRIES INC
800-843-8853
www.jdsindustries.com 
See What JDS Has New for 2022!
Stop by Booth #211 and see the many new 
products JDS is introducing for 2022! We think 
you’ll love the Laserable Leatherette sketch 
books and journals, wallets with wrist straps or 
flip-up ID windows, compact mirrors, and so much more! Check out 
new sublimatable items, including sketch books, journals, and bags! 
We’ve added picture frames, photo panels, and Subli-Tru sport shorts 
for youth and adults, and a variety of new sign products. Come browse 
and take in hands-on demos. We’ll see you there!

JOIN US FOR IN 2022

IRVING, TX
See you next year!

MEADOWLANDS, NJ
July 21-22

CHARLOTTE, NC
September 16-17

LONG BEACH, CA
August 4-6

INDIANAPOLIS, IN
June 2-4

Featuring

Featuring

DENVER, CO
April 14-15

Join us for casual beers and 
soft drinks inside the exhibit hall 
at the GRAPHICS PRO booth 
on Thursday, April 14 at 3 to 4 
p.m. Hang out and mingle with 
exhibitors and peers or swing 
by as you make your way 
through the hall.

GRAPHICS PRO EXPO is committed to providing a safe venue in coordination with 
local authorities and each convention center in 2022.
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www.epiloglaser.com
Don’t Miss Epilog at GPX Denver!
Make sure to stop by Booth 301 and
check out the latest additions to Epilog
Laser’s product line! We’ll be showcasing
our Fusion Pro and Fusion Edge series,
which have the fastest engraving speeds and the popular IRIS Camera
System for quick and easy artwork placement. Whether you’re getting your
r  a er or a  o e o o r per o a a o  e  p o  a  e

right machine for your application.

REGISTER NOW!
Promo Code: PREVIEW | g-p-x.com/co or call 800.560.9941

HIX® CORPORATION
800-835-0606
www.hixcorp.com
New EVO PRO S-650 Heat Press
Our new EVO Series of heat presses combine
an all-metal housing with our new full-color
LCD touchscreen controller, as well as a new
high-performance pad. The EVO PRO S Series
semi-automatic clamshell adds a mechanical auto open feature without the
need for an air compressor. This reduces operator fatigue by eliminating
half of the manual effort. It also reduces the chance of scorched t-shirts and
is helpful with longer transfer times such as sublimation on textile and non-
textile substrates.

JDS INDUSTRIES INC
800-843-8853
www.jdsindustries.com
See What JDS Has New for 2022!
Stop by Booth #211 and see the many new
products JDS is introducing for 2022! We think
you’ll love the Laserable Leatherette sketch
books and journals, wallets with wrist straps or
flip-up ID windows, compact mirrors, and so much more! Check out
new sublimatable items, including sketch books, journals, and bags!
We’ve added picture frames, photo panels, and Subli-Tru sport shorts
for youth and adults, and a variety of new sign products. Come browse
and take in hands-on demos. We’ll see you there!

CHARLOTTE, NC
September 16-17
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Fig. 1: The final drama club design. ll images courtesy oug ender

Some time ago, a friend asked me 
to develop an image she could 
use to promote a new proposed 

drama club in print and online. She 
provided a few possible images for con-
sideration. I then consolidated her sug-
gestions and chose the Mesh Fill fea-
ture in CorelDRAW to best reach her 
desired goal. Fig. 1 is the result of my 
e�orts.

DRAMA CLUB DESIGN
Here are the steps I took to reach the 
final image. The first thing was to 
create a basic shape of the curtain. I 
used the Bezier tool for that. Fig. 2 
shows my initial shape with the mesh 
lines indicated by a red dashed line. 
Note that when the Mesh Fill tool 
is accessed, the default mesh is two 
columns and two rows as appears on 

USING THE MESH FILL FEATURE
STEPS FOR A FANTASTIC DESIGN IN CORELDRAW

S O F T W A R E  T I P S  &  T R I C K S   |   O U  

Fig. 2 (left): My initial shape with the mesh lines indicated by a red dashed line. Fig. 3 (right): 

y alternating certain colors, it allowed me to create the appearance of a pleated curtain.

the task bar. I changed it to 10 columns and six rows. It is 
best to keep the shape of the object as simple as possible. 
As can be seen, some of the mesh lines fall outside the 
image. �is makes it a little more di�cult to choose the 
proper node to color. �e simpler the object is, the better.
Next is to begin �lling the object with appropriate colors 
by selecting nodes and clicking on the desired color. For 
this project, I chose to use four colors: maroon (C:0 M:90 
Y:50 K:58), dark red (C:0 M:100 Y:100 K:25), light red 
(C:0 M:100 Y:95 K:0), pale pink (C:0 M:20 Y:20 K:0). 
By alternating these colors, it allowed me to create the ap-
pearance of a pleated curtain as in Fig. 3. I then selected 
individual edge nodes at the bottom and moved them up 
slightly to form the ru�ed edge. Next, the drawback sash 
was created by drawing a rectangle, modifying the corners, 
and adding an envelope to arc it. 

It was then skewed into position. After �lling it with 
maroon, I again chose the Mesh Fill tool, this time with 
four columns and four rows. I then used my same colors to 
add the necessary highlights. When I was satis�ed with the 
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Fig. 4: This step creates the valance between the curtains. I first drew a rectangle and rounded the bottom corners and used a fountain fill with the same colors as before. It was 

then duplicated, moved over, then the two were blended to get the pleated look.

Fig. 5: The masks with Mesh Fill applied 

to each mask, this time with  columns and  rows.
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results, I grouped the two objects, dupli-
cated, and mirrored the image and moved 
it to the right side of the “stage.”

My next step was to create the valance 
between the curtains. I �rst drew a rect-
angle and rounded the bottom corners and 
used a fountain �ll with the same colors as 
before. It was then duplicated, moved over, 
then the two were blended to get the pleat-
ed look in Fig. 4. I moved it behind the 
curtains and aligned it with their top edge.
With the stage curtains now completed, I 
began to work on the comedy and tragedy 
masks. As with the curtain, a basic shape 
was necessary for each mask, which were 
drawn again using the Bezier tool. Fig. 5 
shows the masks with Mesh Fill applied 
to each mask, this time with 12 columns 
and 12 rows. Each mask was �lled with 
white then shadows added with shades of 
gray to achieve a 3D look. �en the facial 
details, eyes, mouth, eyebrows, wrinkles, 
etc. were drawn on top for a �nished look. 
Each of the masks was then rotated. �e 
comedy mask 15 degrees counterclockwise 
and the tragedy mask 15 degrees clockwise. 
A white glow was then added to each with 

S O F T W A R E  T I P S  &  T R I C K S

Fig. 6: Selecting all nodes, I made them all curves. I then selected 

the top and bottom nodes and made them symmetrical. This 

resulted in a smooth image, the basis for a leaf design.

Fig. 7: Possible use of 

the image, duplicating, 

rotating, and scaling it.
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S O F T W A R E  T I P S  &  T R I C K S

the drop shadow tool. With the comple-
tion of the entire image, I selected it all 
and grouped it. I then drew a rectangle 
and �lled it with a dark blue color. I then 
power clipped the group into this rectan-
gle. �is �nished the design. I then added 
the “Drama Team” lettering on top.

This image was then exported as a 
PNG �le and emailed to my client. She 
didn’t like the gray masks but wanted 
them to be more gold in color. Rather 
than recoloring them, I converted each to 
an RGB bitmap and changed the colors 
in the Image Adjustment Lab. �e �nal 
design in Fig. 1 was acceptable to my 
client, so we were both happy.

HOW TO USE MESH FILL
Using the Mesh Fill feature in Corel-
DRAW can prove to be a bit tedious and 
often a bit frustrating. Nevertheless, it 
can provide some fairly impressive and 
dynamic visual results. For those not fa-
miliar with this feature, I have o�ered 
the following simple example of how to 

create a design and use it to implement 
some basic functions of the Mesh Fill fea-
ture. I �rst drew a square shape, rotated 
it 45 degrees to get a diamond shape. 

I then stretched it horizontally and 
converted it to curves. Selecting all 
nodes, I made them all curves. I then 

selected the top and bottom nodes and 
made them symmetrical. �is resulted 
in a smooth image, the basis for a leaf 
design, as depicted in Fig. 6. On the 
left is the basic shape, and the right side 
is the Mesh Fill rendition of the leaf. 
Fig. 7 show a possible use of the im-

Above: This finished image employing the Mesh Fill function 

shows how it can help you achieve your graphic goals. 

Fig. 8 (below): Cartoon image of a UFO I began and 

never finished. I want to draw attention to the canopy 

over the cockpit. With the ellipse tool, I drew the basic 

shape and filled it with white, then reshaped it.
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Attend a class to learn new skills, inspire ideas,
and propel your business to the next level!

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

April 14-15, 2022
Classes begin April 13DENVER, CO

Learn from these industry leaders at the expo:

age, duplicating, rotating, and scaling it.
�is is a fairly quick and easy exercise to 
discover the abilities and limitations of the 
Mesh Fill tool. I urge anyone interested to 
do something like this to gain the expertise 
needed to use this powerful feature. �ere 
are some other things one needs to know 
that I’ve yet to discuss.

THINGS TO KNOW
All edge nodes and intersection nodes on 
a Mesh Fill can be made a cusp, smooth 
or symmetrical node with control handles 
that allow one to modify the �ll shape and 
characteristics. Nodes can be selected indi-
vidually or several together and moved up, 
down, left, or right as needed. Sometimes, 
moving nodes or adjusting control handles 

can give unwanted results. One must use 
discretion in this regard. Fortunately, there 
is the multiple “undo” feature. One other 
thing about Mesh Fill is the ability to add 
percentages of transparency to selected 
nodes. Fig. 8 is a cartoon image of a UFO 
I began and never �nished. I want to draw 
attention to the canopy over the cockpit. 
With the ellipse tool I drew the basic shape 
and �lled it with white, then reshaped it. 
With the Mesh Fill tool, I selected ran-
dom nodes and made them transparent 
in various degrees of intensity. �e result 
is the appearance of a clear glass or plastic 
dome over the cockpit. Kinda cool. �e 
Mesh Fill tool is probably not something 
you’ll use every day, but it can prove to be 
valuable for some projects when needed. 

�is tool should never be intimidating to 
any user but is a fun way to do something 
di�erent. After all, should not our job be 
fun? As always, I invite questions and/
or insights at dezender1@gmail.com. All 
questions will be answered as soon as pos-
sible and will be shared with the magazine 
editors. GP

DOUG ZENDER has used CorelDRAW extensively 

since version 4. His goal is to minimize the intimida-

tion of the program and give users the sense that 

CorelDRAW is a friend, not an adversary. Doug began 

as a design artist, then moved into the sign industry 

in 1992 doing vinyl graphics. You can contact him at 

dezender1@gmail.com.
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ELECTRIC SIGNAGE

continued from page 25

them to “hire” you, so the new owners 
are introduced to you in the most posi-
tive light possible. Playing these new cards 
right could end up with an even bigger 
sale in the end. Asking the right questions 
reveals little tidbits like this that can save 
you time or set the stage for an even larger 
project with the new owners.

GET THE ANSWERS YOURSELF
Performing certain tasks can verify details 
that your customer may not be aware of. 
Spending time to properly survey a site can 
be your best insurance policy for a smooth 
sailing project.

SITE SURVEY
I can say that nothing insures a successful 
job like a well-done presale sign survey. 
Details are key, and without putting a 
tape measure on everything, you are ba-
sically guessing. A good survey will save 
you from a second or third visit to obtain 
details like sign band height and wall con-
struction.

DESIGN
You now know the manager has some spe-
ci�c ideas, and that means you can address 
the western design idea and the conserva-
tive approach so that you have the manager 
excited about your presentation and ideas. 
Why wouldn’t he be? You are providing 
ideas that he thinks will work so that he 
has a �ghting chance to convince the ap-
proval committee to look at his western 
ideas, and not the boring conservative idea.

CITY OR COUNTY SIGN CODE 
RESTRICTIONS
Who knows, right? If your client has 
looked at the code (100% doubtful), great. 
If not, then it’s up to you to �nd out what 
is allowed or not allowed. Can signs ex-
tend above the roof line? How is the square 
footage measured (4-side, 6-side, 8-side 
box), are raceways or wireways required 
and why are they required? 

Channel letter drawing proposals have 
been created by simply matching the let-
ter height of the existing letter sets, only 
to �nd out the city government imposed 
a historic relevance designation to the 
building, which now no longer allows 
internally illuminated letters, only ex-
ternally illuminated �at cut out dimen-
sional letters. So, moving forward, as 
each tenant leaves, the new tenant signs 
must conform. Yeah, that kind of ruins 
your day when you show up at the permit 
desk with the client’s deposit and signed 
agreement in hand. Now, you look like a 
dummy, and you have to undo all of your 
work and start from scratch.

�e most common response you will 
hear when stu� like this happens: “Oh, 
yeah, I remember hearing about that new 
city ordinance that went into e�ect last 
year, I just didn’t think it had anything to 
do with my signs.” 

Doing your homework up front will 
save you hours of embarrassing redraws. 
Nothing can be built or installed unless 
it’s been approved by the city or county 
and a permit has been issued. �is ap-
plies to 99% of most commercial sign 
situations. 

INSTALL LOCATION CONDITIONS - 
PER THE SIGN SURVEY
Next, you need to know what the build-
ing sign band restrictions are for installing 
electric channel letters. If you’ve ever been 
sent to a job site without having all the 
information, then you can relate to why 
it’s important to open up the access panel 
and look behind the sign band wall to de-
termine what is back there, and how the 
channel letters are to be mounted. Focus 
on the �ne art of taking measurements, 
capturing clear photos, and relaying easy 
to understand information such as “do 
the existing signs have raceways, and why 
or why not?” Perhaps the wall is made 
of 11" thick preformed concrete? �at 
would certainly force the use of a raceway.

If you are not sure as to why, then it’s 
time to look more into the scope and re-
strictions of electric sign installation. (Pro 
tip: Raceways are used when limited num-
bers of sign band or wall penetrations are 
desired for mounting the letters. A raceway 
only needs one power-pass through hole, 
and 4 to 6 wall anchors. Remote wired 
channel letters (no raceway) have four-plus 
mounting anchors, plus the electric pass 
through on every letter).

ARTWORK FOR THE SHOPPING 
CENTER
Here is where you can add a little pizzaz 
to your presentation by asking about their 
current logo or working for the strip mall. 
If they don’t have one, it’s your lucky day to 
sell them a logo design along with the sign 
package. Creating a strip mall logo without 
knowing if they have one already, or even 
want one is an invitation to a big waste of 
time. If you ask, and they are open, run 
with it.

TENANT ARTWORK
If we are looking at changing every tenant’s 
sign, you need to obtain artwork for each 
business. If you are not up to speed on raster 
versus vector artwork, it’s highly advisable 
that you grasp the di�erences so you know 
what you are receiving from your client, and 
whether or not it’s usable for signage.

A VIEW FROM THE CHEAP SEATS
Professional independent designers are 
presented design projects from a vari-
ety of sign companies, so they typically 
take a hands-on approach to requesting 
the required information whereas an in-
house designer may not have that ability 
to insist on more information. �ey may 
be required to simply do their best with 
the info provided. Independent design-
ers typically won’t work on a project until 
they are con�dent they understand all the 
wants, wishes, options and restrictions of 
the project. Hiring one of these designers 
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Welcome to the PRODUCT HIGHLIGHTS
section where each month we offer you re-
sources to enrich and expand your 
business with great services and products 
from our advertisers.

to provide the �les, per project, 
is one way to allow your in-house 
designer to stay focused on what 
they do the very best.

WHO’S ELECTRICIAN?
The electrician can make your 
installation process go smoothly 
or bring it to a halt. If you have 
a relationship with an electrician, 
insist that they are used. If not, it’s 
key to open a conversation with 
the electrician for the strip mall 
well before you need them for the 
installation and learn about what 
they need from you to make the 
authorized connection and testing 
after installation. I do not need to 
emphasize how important it is to 
maintain a smooth working rela-
tionship with the electrician. Ask 
questions, learn what they need, 
and ask them if a 5' whip will be 
long enough?

Yes, there are a thousand other 
details that can influence the 
channel letter project. However, 
obtaining the details of these 
key points will provide you with 
most of the basics that are needed 
to avoid some of the most com-
mon mistakes that occur when 
details are not asked for or ob-
tained prior to the design process 
starting. GP

MATT CHARBONEAU started his 

career in the sign industry in 1985 as 

Charboneau Signs, later changing it to 

Storm Mountain Signs. In 2017, he pub-

lished the Pre-Sale Sign Survey Field 

Guide, and provides sign design training 

at his site: LearnSignDesign.com. Con-

tact him at Matt@stormmountainsigns.

com, www.learnsigndesign.com, and 

970-481-4151.

A BLAST FROM
THE PRESENT.

The Accu-Glide™ One-Man Squeegee Unit
is an inexpensive, high-quality solution for 
screen printing limited editions and short 
runs. And has been for over 45 years, 
passing the test of time. Pair it with a 
Rack-It™ Heavy-Duty Drying and Storage 
Rack for an affordable upgrade to your 
workshop or studio.

773.777.7100 | sales@awtworldtrade.com
www.awt-gpi.com

AN IMPECCABLE
IMPRESSION

Accu-Glide 
includes the Big 
Gripper2 and 
Sidekick Frame 
holder; frame is 
optional.
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THE PERFECT 
FLEECE FOR 
NU IDEAS 

©2021 Russell Brands, LLC

SEE ALL 17 STYLES AT JERZEES.COM 

800.321.1138  •  @JERZEESApparel
Featured: 996MR - Charcoal Grey  •  975MPR - Black

NUBLEND® FLEECE
Showcase your newest designs on NuBlend®

Fleece. The 50/50 cotton/polyester blend  
fabric resists pilling and shrinking, and the               
high stitch density gives you a super smooth 
printing canvas. Now available in 10 new colors.

NO STRESS,
NO MESS,

JUST PRESS
& PROFIT!

GP0422

Experience the MAX 
di�erence stahls.com/fc-max

www.jdsindustries.com

TRAVEL MUGS
20 oz. Sublimatable

5-2-20-EPILOG_gp_6th.pdf   1   5/4/20   2:48 PM
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Trotec Laser USA
Trotec Laser USA

ruby.troteclaser.com

The most intelligent laser so�ware 
on the world’s fastest laser engraver

Speedy 400 
Run on Ruby

Fast Change 
Frames

Sell More Graphics!
• Signage changes are 

FAST & EASY - sell 
more graphics and 
signs

• ANY size frame, 
LOW prices

• Made in Chicago for 
QUICK turnaround

• NO MINIMUMS:  
1 or 10,000

• Many color and 
profile choices

• FREE shipping on 
orders over $75 
to US States.

Manufacturing

NEW LED 
edge lit frames
Any Size, Any Color

1 Minimum
American Owned

American Made

FEATURED: P910T

O U R  M O S T  L U X U R I O U S  C O L L E C T I O N  Y E T

DELTAAPPAREL.COM
800.285.4456

P L A T I N U M  B Y  D E LT A  A P P A R E L

HOTMARKPRINT 
REVOLUTION

HOTMARK 
SIR 

HOTMARK
REVOLUTION

WWW.CHEMICA-US.COM

Printable & Cuttable Heat Transfer 
Films for Custom Apparel

TRANSFER YOUR IMAGINATION

SCAN ME
to connect with your local 
Chemica Distributor
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AWARDS & ENGRAVING

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

$129

10’ x 10’ Graphic + Frame

$448

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

Free Demo!

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. 

800.869.9601   www.bannerups.com

Starter KitStarter Kit

Faster, Stronger, Easier than Grommets

KIT CONTAINS

LARGEST SELECTION OF TEXTILE PALLETS

Hundreds of Styles, Sizes, & Types
for any Size any Application

For all USA or Foreign Equipment

WE SHIP WORLDWIDE!
sales@gpiparts.com
www.gpiparts.com

Photo represents only a small 
sampling of GPI’s pallets

go lawson .com  314 . 3 82 .93 0 0

Screen P r in t i ng D i rec t- to-Ga rment Heat T rans fe r

FREE SHIPPING on Supply Orders Over $99

PINT
GLASS

COOLER
$0.90

CAN
COOLER

$1.25W/ OPENER 
$1.80

BOTTLE
SUIT $1.50

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

Make Them In-House
systems starting at $799.00

www.rubber-stamp.com

Jackson Marking Products
800-782-6722

STAMPS

Sell More Stamps!

Create a
high-quality
pre-inked
stamp in
just three
minutes!

Instant Rebate
250$

Rebate offer expires June 30, 2013
Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com
info@rubber-stamp.com

Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com

info@rubber-stamp.com
Make Them In-House

STAMPS

Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com
info@rubber-stamp.com

SIMPLE TO MAKE AND
HIGHLY PROFITABLE TOO!

Systems starting at $899

with Stamp Inventory
and FREE shipping

999$

Custom Stamps
• Highly Profitable
• Fast, Simple Production
• System on sale thru Feb. 28
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APPAREL DECORATING

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!

• Ideal for spreading
adhesives, sealants, resins
and putty

• Small and highly flexible
for tight-space applications

• Spreads on curved or
straight lines

• Beveled edges

SOFT SPREADER & 
APPLICATOR

MINI SOFT 
SPREADER

LOW PROFILE 
SQUEEGEE/SPREADER

The manufacturer of squeegees and applicators for over 30 years

Contact your local sign 
& equipment supplier

lidcoproducts.com

Lidco SPREADER Tools

LidcoAds_Final_newType.indd   10/2 /12   : 0 PM

50% OFF YOUR FIRST ORDER.
•13”x13.5”Std. Print Area
•Competitive Prices
•10 Pieces Min. Available
•Simulated Process
•Creative Art Staff

•Ganging
•Up to 8 Colors
•Rush Programs
•Hot or Cold Peel
•Opaque Inks

1st Street Graphics
Custom Heat Transfers for 46 Years

for pricing visit: 1ststreet.com/resellers
Username: resellers Password: 1ststreet
800-530-5909 or sales@1ststreet.com

• 

LARGEST SELECTION OF TEXTILE PALLETS

Hundreds of Styles, Sizes, & Types
for any Size any Application

For all USA or Foreign Equipment

WE SHIP WORLDWIDE!
sales@gpiparts.com
www.gpiparts.com

Photo represents only a small 
sampling of GPI’s pallets

go lawson .com  314 . 3 82 .93 0 0

Screen P r in t i ng D i rec t- to-Ga rment Heat T rans fe r

FREE SHIPPING on Supply Orders Over $99

PINT
GLASS

COOLER
$0.90

CAN
COOLER

$1.25 COOLERW/ OPENER 
$1.80

BOTTLE
SUIT $1.50

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

Make Them In-House
systems starting at $799.00

www.rubber-stamp.com

Jackson Marking Products
800-782-6722

STAMPS

Sell More Stamps!

Create a
high-quality
pre-inked
stamp in
just three
minutes!

Instant Rebate
250$

Rebate offer expires June 30, 2013
Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com
info@rubber-stamp.com

Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com

info@rubber-stamp.com
Make Them In-House

STAMPS

Jackson Marking Products
800-782-6722
www.RubberStampMaterials.com
info@rubber-stamp.com

SIMPLE TO MAKE AND
HIGHLY PROFITABLE TOO!

Systems starting at $899

with Stamp Inventory
and FREE shipping

999$

Custom Stamps
• Highly Profitable
• Fast, Simple Production
• System on sale thru Feb. 28

WIDE MEDIA
& Vinyl Handling Tools

The manufacturer of squeegees and applicators for over 30 years

Contact your local sign 
& equipment supplier

lidcoproducts.com

• Helps avoid
accidental
flopping and
folding media edges

• Helps maintain even tension
to reduce creasing

• Helps control large media pieces
• Helps avoid need for extra hands

30" and 54"
widths

LidcoAds_Final_newType.indd   4 10/29/12   10:26 PM
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At Everywhere, sustainability begins at 
the �ber level. “�e materials are the foun-
dation of what we do, why we do it, and 
how we see design and product develop-
ment,” she says. “What makes our product 
special is the materials.”

Kornbluth says Everywhere upends 
the obsolete take, make, waste apparel 
industry standard by producing clothing 
from 100% GRS-certi�ed recycled cot-
ton that would otherwise be headed for 
the land�ll.

Everywhere designs its garments to be recycled 

through its closed-loop system. (Image courtesy 

Everywhere Apparel)

“�ere’s this misconception that organic 
cotton is sustainable, but when you re-
ally dig into the environmental impacts, 
there’s actually a lot of big impacts,” she 
explains. “Very, very few companies, if 
any, are using certi�ed 100% GSR re-
cycled cotton garments. �at’s our core 
product – it’s the most sustainable and 
di�erentiates us.”

Recycled polyester may be better than 
some traditional and more wasteful meth-
ods, but Kornbluth feels the material is im-
perfect. Every time a cotton-poly or poly-
ester shirt is washed, she says, tiny plastic 
pieces called microplastics are released, con-
taminating the environment and peoples’ 
bodies. She points to Everywhere’s 100% 
recycled cotton CirCot as a solution.

Everywhere continues to innovate on the 

continued from page 56

SUSTAINABILITY 
INITIATIVES

materials side and the �nished garment 
side. “In particular, we have a new pat-
ent on a fully-recycled yarn blend, which 
solves some problems around microplastics 
pollution,” Kornbluth says. “Everywhere 
launched this product in January to the 
promotional products space, and we’ve just 
had a huge reception to what we’re doing. 
�e market is a perfect area to do this sort 
of innovation because there is so much 
turnover, production – and overproduc-
tion with misprints – so more recycling is 

really needed.”
Kornbluth rea�rms sustain-

ability programs are not out of 
reach for anyone, encouraging 
businesses to start small and 
make the easy changes �rst. 

Companies like Everywhere 
offer a recycling program 
through their closed-loop sys-
tem. Adopt a “consume less” 
mentality and slowly begin 
swapping traditional garments 
for more sustainable options, 
Kornbluth suggests. Targeting 

marketing departments with employee ap-
parel needs is a productive place to start 
– and then layer deeper, she says. Sustain-
able options, like PVC and water-based 
inks, make a di�erence and impact the en-
vironment less. Another option, she says, 
is to look into partnership arrangements 
with companies that use renewable energy 
sources.

Kornbluth says the average person would 
be surprised how a few seemingly small 
changes in a year can have a large-scale im-
pact. “�ere is so much knowledge to be 
gained around conventional processes,” she 
says. “Sub in where you can and do better. 
Encourage each other to do better.” GP

STEFANIE GALEANO-ZALUTKO is the president/

CEO of Zalutko Business Services Inc., a marketing 

agency based in Central Florida. She can be reached at 

szalutko@zalutkobusiness.com.

ect should also be of the highest quality, 
too. We recently had our kitchen cabinets 
repainted, and we had an excellent experi-
ence with the contractor. �ey had great 
communication, used quality paint, and 
did a thorough job papering our �oors and 
masking o� the kitchen against overspray. 
All the little things combined contributed 
to us having such a good experience. We, of 
course, turned around and recommended 
them to multiple people, including online 
to others in our neighborhood with cabinets 
of a similar age who might be looking for 
the same work to be done.

Workmanship isn’t necessarily one 
thing, but a combination of skill and at-
tention to detail that makes all the di�er-
ence. Workmanship is customer service 
in disguise.

PRICING
While pricing is part of the sales process 
and is an essential factor, it’s not the most 
critical element to earning repeat business. 
Most of our repeat �eet customers don’t 
even ask us for a price before we do another 
vehicle. We’ve proven over time that our 
pricing is competitive. We will o�er them 
an estimate when we have to adjust our 
pricing due to material price increases, 
otherwise we keep our pricing consistent.

Pricing is more important early in the 
process of building a new repeat client 
as you educate the customer and explain 
what they can expect for the price. Once 
the customer realizes that the product 
they’re getting for the price is high-qual-
ity, with solid workmanship, and backed 
by excellent customer service, then they’re 
con�dent that you’re taking care of them.
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 nearly 30 years. You can visit her website at 

www.vhsigns.com.

continued from page 29

BUILDING YOUR 
BUSINESS

Everywhere designs its garments to be recycled marketing departments with employee ap
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materials side and the �nished garment 
side. “In particular, we have a new pat-
ent on a fully-recycled yarn blend, which 
solves some problems around microplastics 
pollution,” Kornbluth says. “Everywhere 
launched this product in January to the 
promotional products space, and we’ve just 
had a huge reception to what we’re doing. 
�e market is a perfect area to do this sort 
of innovation because there is so much 
turnover, production – and overproduc-
tion with misprints – so more recycling is 

really needed.”
Kornbluth rea�rms sustain-

ability programs are not out of 
reach for anyone, encouraging 
businesses to start small and 
make the easy changes �rst. 

Companies like Everywhere 
offer a recycling program 
through their closed-loop sys-
tem. Adopt a “consume less” 
mentality and slowly begin 
swapping traditional garments 
for more sustainable options, 
Kornbluth suggests. Targeting 

marketing departments with employee ap-
parel needs is a productive place to start 
– and then layer deeper, she says. Sustain-
able options, like PVC and water-based 
inks, make a di�erence and impact the en-
vironment less. Another option, she says, 
is to look into partnership arrangements 
with companies that use renewable energy 
sources.

Kornbluth says the average person would 
be surprised how a few seemingly small 
changes in a year can have a large-scale im-
pact. “�ere is so much knowledge to be 
gained around conventional processes,” she 
says. “Sub in where you can and do better. 
Encourage each other to do better.” GP

STEFANIE GALEANO-ZALUTKO is the president/

CEO of Zalutko Business Services Inc., a marketing 

agency based in Central Florida. She can be reached at 

szalutko@zalutkobusiness.com.
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Elsie Acevedo and Chris Slivar of Deluxe Screen Printing 

(Image courtesy Deluxe Screen Printing)

YOUR CHECKLIST FOR 
TAKING SCREEN PRINTING 
ORDERS
VISIT http://gpro.link/screenprinting

(Image courtesy 

Plaques by Azra)

HOW MAIN STREET 
SHOPS CAN TAKE 
STEPS TOWARD 
SUSTAINABILITY
VISIT http://gpro.link/mainstreet(Image courtesy shopVOX)

TOP TIPS FOR PRICING SIGN 
PROJECTS
VISIT http://gpro.link/pricesigns

(Image courtesy Crystal D)

CRYSTAL D EXPANDS 
WITH NEW WAREHOUSE
VISIT http://gpro.link/crystald

Sean Tomlin, president 

of Designer Wraps & 

Signs (Image courtesy 

Sean Tomlin)

ONE SIGN 
SHOP’S 
JOURNEY TO 
FINDING A 
FOCUS
VISIT http://gpro.link/designerwraps

(Image courtesy Everywhere)

EVERYWHERE APPAREL 
LAUNCHES CLOSED-LOOP 
PROGRAM
VISIT http://gpro.link/everywhere 

GP_APR22-ADS.indd   112 3/16/22   12:09 PM

http://gpro.link/designerwraps
http://gpro.link/everywhere
http://gpro.link/crystald
http://gpro.link/screenprinting
http://gpro.link/mainstreet
http://gpro.link/pricesigns


GP_DCTR_2202A.indd   1 3/15/22   12:51 PM

https://marcoawardsgroup.com


ai164581867856_2-25-22-gp-epilog-flpg.pdf   1   2/25/22   12:51 PM

GP_EPLG_2204A.indd   1 3/15/22   12:52 PM

https://www.epiloglaser.com/gp/

