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A New  
 Outlook

Things are looking up at  
the University of Minnesota.  
After an intense self-evaluation,  
Printing Services has  
created a communications  
strategy to more effectively  
market itself, boost  
business and stay healthy.

Sitting on blocks of “lead 
type” in the courtyard 
of the Printing Services 
building are (clockwise 
from top) Shawn Welch, 
Dianne Gregory, Dave 
Hoel and Tom Lucas. 

M
A

Y
 2013 

IN
-P

L
A

N
T

 G
R

A
P

H
IC

S
 

w
w

w
.InP

lantG
raphics.com

AUGMENT 

YOUR  
REALITY
See Page 8  

for Full Details. 

T 

s. 

See Them All...  
page 22
SS
pp

IN-PRINT 
 

WINNERS

IN-PRINT 
 

WINNERS

IN-PPPPPPRIIIIIIIIIIINNNNNNNNNNNNNNTTTTTTTTTTTTT 

WWWWWWWWWI S

IN PRINNTRIIN-PPPPPIN-PIIINN--PPPPRRRRRIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII TTTTTTTTTTTTNNNNNNNNNNNNNNTTTTTTTTTTTTTTNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTT

WI SWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWIIIIIIIIIII SSSSRSRRRRRRRRRRRRRRRRRRRRRRRREEEEEEEEEEEENNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNEEEEEERRRRRRRRRRSSSS
2013

MAY 2013



In-plant Graphics, May 2013; Volume 63, Number 5. In-plant Graphics (US ISSN 1087-2817) (USPS 855-620) is published monthly by North American Publishing Co., 1500 Spring Garden St., 12th floor, Philadelphia, 
PA 19130-4094 (215) 238-5300. Periodicals postage paid at Philadelphia, PA, and at additional mailing offices. POSTMASTER: Send address changes to In-plant Graphics, Subscription Services Dept., 1500 Spring 
Garden Street, Philadelphia,  PA, 19130. SUBSCRIPTIONS: Free to qualified recipients. All others, U.S. 1 year $82; 2 yrs. $144; 3 yrs. $205. Canada and Mexico, 1 year $102. All other countries, one-year air mail $127.  
Back issues and single copies, when available, mailed by publisher, for $10 each. Selected articles from North American Publishing Company (NAPCO) magazines are available for research and retrieval from electronic 
databases and search services exclusively through ProQuest. For information on availability call (800) 521-0600 or visit proquest.com. Microform is available from National Archive Publishing, (800) 420-6272. Authoriza-
tion to photocopy articles for internal corporate, personal or instructional use may be obtained from Copyright Clearance Center (CCC) at (978) 750-8400. Articles may not be reprinted without publisher’s permission. For 
reprint information, contact Kathy Kling at kkling@napco.com, In-plant Graphics Reprint Services, or call, (215) 238-5361. All rights are strictly reserved, and reproduction in whole or in part is expressly prohibited without 
prior written permission from the publisher. Copyright 2013. Printed in the U.S.A. Byline contributors’ views should not be construed as representing the opinion of the publisher.

MAY 2013                       VOL. 63, NO. 5

Close-ups
14 A New Strategy in Minnesota

Changing times compelled University of Minnesota 
Printing Services to take a fresh look at itself.

19 Bindery Overhaul at Azusa Pacific
When inadequate bindery gear made life 
intolerable, Azusa Pacific University got creative.

50 An Accidental Printer
Tina Gray fell into the world of printing and has 
loved every day of her professional life.

In-Print 2013
22 Prizeworthy Printing

Triumphing over tough competition, these 80 pieces 
were selected as winners in the In-Print contest.

On the Road
32 Inkjet: ‘The Next Big Game Changer’

Dozens of printers convened at the first-ever Inkjet 
Summit, to discuss the potential of inkjet printing.

Direction
38 How Do You Motivate People?

Motivation is a crucial key to sustained individual 
and team performance—perhaps the top key.

Sidelines
12 From the Editor 42 Hot Products
49 Advertiser Index

October 2012    milwaukeemag.com

OCTOBER 2012 

More than 60 of the area’s 
outstanding offerings.                  

For juice trucks and cupcakes, 
breweries and beer gardens, 

running clubs and rock climbing.

Could piCk ’n save go  
the way of the dodo? 

By larry sussman

unmasking  
aaron rodgers 

By Jason wilde

tosa’s maJor (hidden) 
musiC produCer 

By Cristina daglas

milwaukeemag.com

B
e

s
t

 o
f

 2
0

12
   |   f

o
o

d
 f

ig
h

t
   |   A

A
r

o
n

 r
o

d
g

e
r

s
   |   c

e
n

t
u

r
y

 c
it

y
o

c
t

o
B

e
r

 2
0

12

this issue is  

ENTIRELY 
INTERAcTIvE

TURN TO pAGE 17 FOR DETAILS

tosA’s mAjor (hidden) 

Music Producer 
By Cristina daglas

scan for a sneak peek, 
then download AcTAbLE 
for the full experience.

could pick ’n sAve 
Go The way of The dodo? 

By larry sussman

Unmasking  
AARON RODGERS 

By Jason wilde

TM

OCTOBER 2012 

HOLD
THE

pHONE

with your  

mobile device. 

T
his extra-special issue of 
Milwaukee Magazine is chock 
full of extra-special content, 
courtesy of a little technology 

called augmented reality. Experience 
3-D watches, interact with shopping 
comparisons, watch videos, flip 
through photo galleries and more. 
The best part? It’s on every single 
page. That’s right. 

Augment 
Your 

Reality

1 
DownloaD actable 

Search for the free Actable app in the app 
store on your smartphone or tablet.

2 
launch actable 

Click the icon to start 
the app on your device.

3 
 Scan any page 
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BESIDES DECLINING print volumes, 
shrinking budgets and the many other 
demands facing today’s in-plants, Uni-

versity of Minnesota Printing Services faces 
a special challenge: the in-plant operates in 
Minneapolis-Saint Paul, the largest metropoli-
tan area in a state where printing is manufac-
turing’s second-largest sector. 

Printing employs more than 42,000 people 
in Minnesota at more than 1,000 firms, with 
shipments in excess of $6.1 billion, according 
to Printing Industry Midwest. Such stiff com-
petition for orders makes the in-plant’s task 
of marketing its services to the university’s 
25,000 faculty and staff especially critical. 

In response, Dianne Gregory, executive 

director, General Services, has launched an 
initiative to develop and implement an effec-
tive communications strategy for her 75-em-
ployee operation, and uncover new opportu-
nities for improvements to help the operation 
attract and retain precious in-house customers. 

“Our main goal in this exercise is to figure 
out how to market ourselves in a very competi-
tive market,” she explains. “We already have 
about 60 percent of the printing on campus, 
but we need more to remain healthy.”

One reason the in-plant needs to build 
business is that what was once its main activ-
ity—reproducing course packets—has largely 
gone digital. And although Printing Services 
faithfully maintains its FSC certification and 
other environmentally friendly practices, the 
university administration still issues periodic 
organization-wide directives to reduce print-
ing for either environmental or financial rea-
sons. Younger clients are also driving the pop-
ularity of digital communications over print 
and are more likely to shop around online for 
outside print vendors. U of M’s replacement 
of a centralized internal billing system with 
purchasing cards (“P-cards”) has made buying 
from outside vendors easier than ever before 
for faculty and staff.

Additionally, the in-plant constantly battles 

By Victoria Gaitskell

With its business changing and traditional 
work drying up, University of Minnesota 
Printing Services embarked on an ambitious 
self-evaluation project. The result is a new 
communications strategy, which will help guide 
the in-plant to future success. 

A New Strategy in Minnesota
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This team of managers and sales 
people met for months to develop a 
communications strategy for University 
of Minnesota Printing Services. 
Clockwise from front left: Dianne 
Gregory, Bob Swoverland, Tom Lucas, 
Dave Hoel, Gary Stoll, Jann Jarvis, Joe 
Sobota and Shawn Welch. 

the unfounded perception that, just because 
its operation is an in-house facility at a state-
funded university, it automatically must share 
all the worst characteristics of slow, unre-
sponsive, inflexible, low-performing govern-
ment services. Contrary to this stereotype, the 
in-plant won three Gold awards in this year’s 
In-Print 2013 contest; last year Print-
ing Services won the contest’s distin-
guished Best of Show award. Gregory 
hopes these accolades will help cus-
tomers and prospects better appreciate 
the high quality of the in-plant’s work.

A Seven-step Plan
To get started developing its com-

munications strategy, Gregory tapped 
Shawn Welch, the in-plant’s art direc-
tor since 1999. He was given the task 
of researching and designing a cus-
tomized procedure that would help the 
operation gain a clearer understanding 
of its business and competitive advan-
tage, and determine a direction and 
message for its marketing collateral.

“In the recent past, Printing Ser-
vices has relied heavily on past expe-
rience, intuition and anecdotal information 
when developing its marketing collateral,” says 
Welch. But the operation now needs to adopt 
a more strategic, comprehensive approach to 
marketing communications, he says, citing its 
evolving, technology-driven product mix and 
the university’s uncertain economic climate 
(due largely to steadily dropping state funding).

Working on and off for six weeks, Welch 
(whose Design Communications degree from 
U of M includes marketing studies) devised 
seven steps to help Printing Services asses its 
operation and its customers, and better deter-
mine the business direction in which the in-
plant should be moving:
1. Determine purchasing motivators.
2. Evaluate buyer purchasing processes.
3. Evaluate the competition.
4.  Evaluate external factors (opportunities and 

threats).
5.  Evaluate internal factors (strengths and 

weaknesses).
6.  Determine Printing Services’ competitive 

advantage by developing a 2x2 SWOT 

matrix showing strengths, weaknesses, 
opportunities and threats.

7. Develop a brand positioning statement.
Gregory and her team (which included 

Welch, Print Manager Dave Hoel, Copy Cen-
ter Manager Tom Lucas and the four-person 
sales team: Bob Swoverland, Jann Jarvis, Gary 

Stoll and Joe Sobota) worked through one step 
at a time at two-hour weekly meetings (with 
homework). 

A True Team Effort
“Because the sales team are the ones out 

working with customers, they enabled us to 
accomplish more by contributing really good, 
realistic comments and opinions that the man-
agement team wouldn’t have thought of,” re-
calls Gregory. She says individual contribu-
tions from each salesperson were also valuable 
because they each handle different university 
departments, which can vary greatly in their 
requirements.

By early April the working group had com-
pleted Step 7, a brand positioning statement to 
be conveyed indirectly to clients and prospects 
through marketing messages and on-the-job 
interactions. This statement emphasizes the 
main selling points that emerged in previous 
meetings, stressing that the in-plant: 
1.  Occupies the unique position of an expert 

and committed internal partner.

Printing Services 
employees gather 
in the pressroom. 
The success of the 
in-plant’s new 
communications 
strategy depends on 
how well they adapt 
to the changes 
ahead.
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2.  Supports university departments strategi-
cally and financially by helping them devel-
op effective, responsible communications 
products.

3.  Provides a comprehensive range of high-
quality services.

Results So Far
Although no concrete results are yet avail-

able in terms of financial return, Welch says 
the process of developing a communications 
plan has already helped the operation by giv-
ing participants a better understanding of their 
business and its role within the university. 

“We determined what we already suspected 
about ourselves: that we are general practitio-
ners, a one-stop shop, and that this is the space 
we should occupy,” confirms Gregory. “While 
other printers may be able to make more mon-
ey by specializing, we can’t and we shouldn’t. 
We have to have more equipment and skills to 
offer a variety of services to our clients and 
handle everything for them expertly. And be-
cause we are also part of the University of 
Minnesota and a non-profit operation, we will 
never try to oversell them, or fail to give them 
the support they need, or turn down difficult 
jobs, as outside printers may tend to do.”

Although serving some customers to this 
standard can be time-consuming, especially if 
they are not digitally literate, Gregory thinks 
that helping and educating customers is part 
of the job, and that this investment may lead 
to bigger orders. (Similarly, although the in-
plant doesn’t solicit jobs from outside the 

university, because local business competi-
tion is so fierce, they do not refuse outside 
jobs that walk in the door.)

“The clients we want and are most effec-
tive working with see us as a partner and treat 
us almost like an extension of their own staff,” 
says Welch. “They communicate openly with 
us, admit us into their communications plan-
ning process early on, and trust us to execute 
every aspect of their plan—which might in-
clude Web design, mobile design and design 
for print, as well as copying, and digital, vari-
able and offset printing. Although this scenar-
io is not always easy to obtain, it’s what we’re 

shooting for and what is of greatest 
benefit both to the university depart-
ment and to us from a profitability 
standpoint.” 

The in-plant is now working on 
building stronger relationships with 
university staff and faculty with this 
target clearly in mind.

Next Steps
As other next steps, Welch’s 

graphic design department will draft 
a marketing campaign and collateral 
based on the new brand positioning 
statement. Working group mem-
bers will also detail the results of 
their seven-step process to the rest 
of Printing Services’ 50 employees, 
including the importance of adapt-
ing to the changing marketplace and 
improving their performance, team-
work and customer service. 

Gregory also plans to conduct 
a survey to help the in-plant under-

stand customers’ needs and preferences more 
objectively. At some future point, the shop 
may also consider adding or enhancing some 
of the value-added services that the planning 
process raised as minor opportunities, includ-
ing specialty items, improved online proofing 
and expanding large-format printing.

The In-plant’s Evolution
Gregory began working at the in-plant in 

1975 as a bindery and press operator, then be-
came a supervisor and eventually director in 
1992. Based on market demand, she has led 
two previous reorganizations to downsize off-
set and increase toner-based production for 
shorter, faster runs. More recently she has up-
dated the operation to include Web and elec-
tronic media design and variable data printing. 
Current variable data work includes personal-
izing diplomas, checks, W2 forms, calendars, 
letters and surveys. The in-plant also prints 

Customer service representatives Gary Stoll (left) and Jann Jarvis (right) work 
with designer Sysouk Khambounmy to develop the in-plant’s new creative 
campaign.  
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and mails personalized sports tick-
ets, with names, seat numbers and 
bar codes digitally imprinted on an 
offset-printed shell.

With an annual operating budget 
of $10 million, the unionized opera-
tion serves three of the university’s 
five campuses (Duluth, Crookston 
and Twin Cities, which is by far the 
largest with 52,500 of the university’s 
69,000 students). Printing Services’ 
capabilities include copyright-per-
missions processing, prepress and 
design, bindery and mailing. The 
shop runs five sheetfed offset presses 
(from A.B.Dick, Halm, Komori and 
Heidelberg), along with 18 toner-
based presses and printers, mostly 
from Xerox, including an iGen3. 

One unusual feature of the opera-
tion is that it has its own four-person 
bookbinding and repair department 
(a rarity even for university in-plants) 
to bind books from the university’s 
library as well as theses. Another is 
that, instead of being relegated to a 
basement or other leftover space, like 
many in-plants, the main shop occu-
pies a dedicated 34,000-square-foot 
building (built in the 1970s) a few 
blocks northeast of campus. Greg-
ory also oversees four campus copy 
centers. Since the in-plant doesn’t 
require all of its warehouse space, 
some of it is leased to libraries and 
other departments.

So far Gregory is encouraged by 
the positive results obtained from de-
veloping a customized communica-
tions strategy. 

“This process has helped us focus 
on our strengths, so now we can build 
on them,” she says. “I’m also happy 
that it has shown all our staff that we 
are not just sitting back and letting 
change happen to us. We’re proac-
tive now, and are living out the future 
we’ve planned.” IPG
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Searching for New Revenue?

It's Easy to Print Magnets™

Printable Flexible Magnet  
Solutions for all Your Presses

Magnum Magnetics has developed new products for the  
Quick Print and In-Plant markets which allow you to  

produce magnetic products profitably at your location.   
Inquire today to learn how a minimal investment  

can produce a quick ROI. 

Real Magnets Produce Real Profits That Stick.

Find Out More
To learn more about University 
of Minnesota Printing Services’ 
communications strategy and the 
results it is generating, contact 
Dianne Gregory through the in-
plant’s website:

www.printing.umn.edu

Art Director Shawn 
Welch (left) was 
instrumental in 
developing the 

seven-step process 
the in-plant went 

through to create its 
new communications 

strategy. With him 
is Dianne Gregory, 
executive director, 

General Services, who 
launched the initiative.




