
NEW MEMBER SERVICE
PIA MAILERS COUNCIL MEMBERSHIP 

If you want your customers to look to you for guidance on postal issues, postal 
news and MTAC, postage rates or postal regulations changes, Printing Industries 
Alliance can help you be an industry expert.

The PIA Mailers Council is our special industry group that o�ers mailing 
industry expertise and training using industry experts and presents ongoing 
education and technical updates in the fast-moving world of postal changes 
and regulations. From white papers to webinars, the PIA Mailers Council will 
bring the latest information in an easy and concise way to help your customers 
save money and comply with postal regulations.

PIA Mailers Council members receive a one year subscription to Mailers Hub 
at a “PIA Members Only” rate of $594 a year, a 40% savings from individual 
membership. Mailers Hub exists to save mailers time and money seeking 
answers to postal challenges. Mailers Hub is the a�ordable mailing service 
provider solution. Stop paying for what you don’t want, and get fast access  
to resources you and your sta� need to be successful.

PIA Mailers Council Services

   Discounted Mailers Hub membership fee – PIA Members subscribe  
at a 40% discount to receive all Mailers Hub bene�ts.

   Complete Monthly Newsletter – Mailers Hub News, produced by the 
former editor of MFSA/AMSP’s Postal Points, with postal knowledge 
distilled into an understandable format, o�ering in-depth analysis on mail 
and postal regulations, policies, technologies, and news.

    Scorecard Monitoring – Analysis and feedback regarding company’s USPS 
Scorecard, evaluating the data and providing alerts to potential problems. 

   Legal Advisors – Up to one hour of free legal counsel with Brann  
& Isaacson, postal and mailing specialists.

Continued on page 3
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Guidance that 
won’t leave you 
lost

Planning your business’ future can feel perilous without a 
knowledgeable guide leading you in the right direction.

Your business faces many potential wrong turns as it cruises along toward future financial 
success. An expert employee benefits insurance broker can help you steer clear of any bumps in 
the road, ensuring a smooth, uninterrupted and secure ride for you and your employees.

Gilroy, Kernan & Gilroy specializes in providing a wide selection of health insurance and 
voluntary benefits products as well as human resources solutions. We have charted your 
challenges and know how to avoid and overcome them. Contact us today at 315.624.2964 to 
keep your business moving forward—leave the navigation to us.

© 2014 Zywave, Inc. All rights reserved.

www.gkgrisk.com
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MAILERS HUBCOVER CONTINUED
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   Community Forum – A “listserv” to 
post questions to industry experts and 
get immediate feedback 

   Webinars – Topical webinars keep 
mail and postal departments well-
informed

   The HotLine – Immediate telephone 
or email access to get mail and postal 
related guidance

   Expert Consulting Services – 
Discounted consulting by experienced 
veterans on improvements from 
design to production to postal 
compliance

   Access to our resource library of past 
presentations and materials

The services below are open 
to anyone in the industry, but 
Postal Hub subscribers receive a 
member discount.

   Expert testimony – support in legal 
proceedings when mailing expertise is 
needed

   On-line and on-site consulting – 
dedicated time with one of our experts 
to discuss your issues in-depth

    Presentations – whether for your sta� 
or for your clients, we can provide the 
information you need

   On-demand and in person training

Postal regulations and mailing require-
ments are complex and add a level of 
uncertainty to the business. That’s why 
Printing Industries Alliance has partnered 
with Mailers Hub to form the PIA Mailers 
Council. Whether you are a veteran 
mailer or just getting into it, Mailers Hub 
can provide professional knowledge to 
support your customer interactions. 

Visit pialliance.org/membership-roi/ for 
details and application form.

MAILERS HUB NEWS
Mailers Hub Urges PRC to Advise 
Against Service Standard 
Changes

In a Statement of Position �led June 22nd 
with the Postal Regulatory Commission 
(PRC), Mailers Hub urged the commission 
to advise against the service standard 
changes being proposed by the Postal 
Service. Other organizations and indivi-
duals also submitted statements of 
position or formal briefs; most – but not 
all – similarly opposed the Postal Service’s 
proposal. Those who supported the 
changes often cited cost savings as their 
reason. In the statement, Mailers Hub did 
not advance a legal argument, preferring 
to comment in plain language about the 
Postal Service’s policy decisions compared 
to its statutory charter. Accordingly, 
we summarized the reactions of our 
subscribers to the perspectives re�ected 
in those decisions, and framing those 
within the context of the agency’s 
statutory mission. Based on comments 
in some of the briefs submitted, legal 
challenges to the revised standards could 
result if, indi�erent to the PRC’s opinion, 
the Postal Service implements them 
as is widely anticipated.

USPS Files Notice of Change to 
Maximum Size for First-Class Mail 
Postcards

On June 23, the Postal Service �led notice 
with the PRC that, e�ective August 29, 
the maximum dimensions for a postcard 
being mailed at Presorted First-Class Mail 
postcard rates would expand from 4¼” x 6” 
to 6” x 9” in height and width, respectively. 
As the USPS stated in its �ling, the revised 
postcard size would apply only to pieces 
sent at Presorted (commercial) prices, not 
to cards sent at single-piece (retail) rates. 
If the PRC approves both the price increase 
and the postcard �ling, and both are 
implemented concurrently (as the USPS 

plans), the result would be a sizeable de-
crease in postage for cards larger than the 
current dimensions, up to 6” x 9”.

Annual Study Illustrates Declines 
in Mail Volume

On July 13, the Postal Service released 
its Household Diary Study covering �scal 
2020 (October 2019 through September 
2020); similar documents have been 
published since 1987 and show how hard 
copy communications have evolved. Not 
surprisingly, the study found continuing 
declines:

“As in the case of correspondence, 
transaction mail volume was also 
strongly a�ected by new, electronic 
methods that emerged with the 
Internet. Use of electronic payments 
spread quickly in the early 2000’s 
and has since surged to account for 
the majority of household payments. 
… Compared to online payments, 
however, the transition to online billing 
was signi�cantly slower, in part because 
households were still reluctant to 
relinquish hard-copy bills, which they 
preferred saving for record-keeping. 
… In FY 2020, Marketing Mail volume 
represented 59% of all mail sent and 
received by households … . 89% of all 
advertising mail received by households 
consisted of Marketing Mail (54.8 billion 
pieces)… ."

USPS Final Rule: Addressing 
Standards

The Postal Service is extending its e�ort to 
improve the delivery point validation and 
address standardization of mail receiving 
postage discounts by amending DMM 
602, Addressing, to update addressing 
standards, e�ective October 1, 2022. 
The Postal Service is implementing  
a data-base product cycle that aligns with 
the release of other mailing products. 
This will provide consistency across all 
mailing products and the method by 
which the data �les are available and dis-
tributed. The USPS will now require the 
use of monthly updates for both carrier 
route and non-carrier route mailings and 
reduces the risk of using data that is no 
longer current.

Continued on page 6



ONE MILLION WALL STREET JOURNAL BUSINESS 
READERS SEE PAGE THREE AD THAT EMPHASIZES  
THE POSITIVE USE OF PRINT

On June 7th, the Print Drives America 
Foundation had another ad in the 
national print edition of the Wall Street 
Journal. The ad, headlined “PRINT IS 
GREEN,” is one of four ads that Print 
Drives America uses to dispel myths 
about PRINT and encourage the use of 
PRINT. The ad was placed on the �rst 
right hand page of the Business section. 
The paid print circulation of the Wall 
Street Journal is in excess of one million. 

The “Print is Green” ad emphasized the 
positive use of Print advertising over 
digital advertising, pointing out that 
Print is the best environmental choice. 
The paper used for printing is not only 
renewable, but also recyclable versus 
digital advertising where 24/7 energy is 
used to transmit data among millions of 
plastic, metal and glass devices which 
quickly become permanent land�ll.

The other ads created by the Print Drives 
America Foundation include “PRINT 
IS COOL” which points out that PRINT 
is perceived as favorable to the Gen 
Z and Millennial generations; “PRINT 
IS HI-TECH” that explains that PRINT 
today harnesses the best marketing 
technology that precisely targets 
recipients and “PRINT IS COLOSSAL” that details why PRINT is the largest communications 
media, larger than broadcast and online media and all other media combined.

Many are surprised that PRINT is the largest media. Of �fteen PRINT categories, labels 
and packaging is the biggest, and in 2020 became the �rst PRINT category to exceed 
one trillion dollars. Beyond labels and packaging, other PRINT categories going through 
the roof are book printing, corrugated, direct mail, advertising inserts and catalogs.

Download PDA Artwork

Files for the four ads are available to all, printers, vendors and publications. They may 
customize the ads with their own company signatures. Posters and mailing pieces are 
also available. Download artwork at printdrivesamerica.org. 

Support Print Drives America Foundation

 Donations can be made online at printdrivesamerica.org or by contacting Marty 
Maloney at (203) 912-0804 or mmaloney@pialliance.org.
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Amherst, NY 14228
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POSITIVE USE OF PRINT
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Printing Industries Alliance is always on the hunt 
for new member services to add to our “Essential 
Business Services” o� erings. We are excited to 
announce the Print and Graphics Retirement Plan, 
A Multiple Employer Plan (MEP) for PIA members 
o� ering a 401(k) plan to their employees.

What is an MEP? 

An MEP is a retirement plan for businesses that 
typically have a common interest but are not 
commonly owned or a�  liated (such as members of 
the Printing Industries Alliance). MEPs provide cost 
savings for employees and plan sponsors, � duciary 
support, more investment choices and reduced 
administrative burden. 

PIA’s Employee Bene� ts Partner, Gilroy, Kernan 
& Gilroy, has developed the Print and Graphics 
Retirement Plan to assist PIA members in providing 
their employees with a powerful retirement 
plan, help them save money and spend less time 
administering it. 

Member Benefits

    No audit required at adopting employer level

   Cost savings on the investments

   No individual Form 5500 reporting

   Minimal plan maintenance

   Flexible plan features, including 
safe harbor, Roth, and pro� t-sharing

   Customizable 401(k) plan design 
options involving eligibility, matches, 
vesting schedules, and more

How Does It Work?

The Print and Graphics Retirement Plan, from a 
government reporting standpoint, is treated like one 
large plan. The end result for PIA members is a 401(k) 
plan with competitive investments, outstanding 
service, and someone else doing a majority of 
the plan maintenance legwork. Record keeping is 
provided by Transamerica.

Strength In Numbers

Members of the Print and Graphics Retirement Plan 
have all the advantages and � exibility of a stand-
alone plan sponsor, but avoid the expenses and 
administrative burden associated with sponsoring 
a single employer plan.

Let Us Handle Your Paperwork 
For You

Virtually all administrative tasks can be o�  oaded 
from the employer including: 

   Administrative responsibilities

   Employee eligibility tracking

   Distribution processing

   Plan compliance

   Nondiscrimination testing

   Annual reporting

   Participant enrollment/education

The result is time for you to focus on running your 
business. Get in touch with PIA or GKG to learn more 
about the Print and Graphics Retirement Plan.

Announcing the Print and Graphics 
Retirement Plan
Multiple Employer 401(k) Plan (MEP)

Tim Freeman
Printing Industries Alliance
(716) 691-3211
tfreeman@PIAlliance.org

Ross Kraft
Gilroy, Kernan & Gilroy Inc.
(315) 624-2969
rossk@gkgrisk.com



SUPPORT AND RESOURCES FOR EMPLOYEES

EXCEEDING EXPECTATIONS – OPEN ENROLLMENT
By PIA Insurance Partner, Gilroy Kernan & Gilroy

At Gilroy Kernan & Gilroy (GKG), we know that open enrollment can be a stressful time 
for you and your employees under normal circumstances. The COVID-19 pandemic 
has caused signi� cant change to many aspects of life and, unfortunately, it’s going 
to change the upcoming open enrollment season too. 

But there’s good news. The sta�  at GKG can help you navigate what your open enrollment 
will look like, provide support and resources to employees and lead a successful 
enrollment period in these uncertain times with our full spectrum of solutions.

Typical Services

From Standard Brokers
The average broker may meet your basic plan design and enrollment needs. 
They’ll provide you with an updated bene� ts enrollment guide and limited changes. 
But given this year’s circumstances, enrollment has never been more challenging and 
essential—meaning you need more than what the standard broker can provide.

From Best-in-Class Brokers
The best brokers, especially in today’s uncertain times, will go above the standard 
services. They’re able to handle any situation and ensure employees and employers are 
educated, engaged and enabled through the enrollment process. Get the support you 
and your employees need for a successful enrollment.

Over 1 in 5 employers say that helping employees choose the right health plan 
is a top challenge. Open enrollment is a stressful time for employers and employees 
alike. We have educational resources you both need to make the wisest health care 
decisions possible.

E� ective communication is key to having a successful open enrollment season—
especially if you’re holding virtual enrollment. Employee bene� ts and enrollment 
communication has never been more important. Enrollment will look di� erent this 
year—meaning your communications and education strategy will have to change too. 
We have the multichannel communications you need to succeed.

Only 34% of employees are aware of the wellness plans o� ered by their employer. 
An inactive employee can cost you up to $1,500 extra in health care costs per year. 
Investing in your employees’ wellness can help them become healthier, which in turn 
can increase your bottom line. We have the wellness resources you need to supplement 
your enrollment process and keep employees healthy all year long.

Low health literacy costs the United States $106 billion to $238 billion annually. 
Employees who are able to obtain, process and understand the basic health information 
and services needed to make appropriate decisions—like choosing urgent care or an 
o�  ce visit over the emergency room—can save themselves and employers money. 
We have the resources to properly educate your employees and empower them to 
become wiser health care consumers.

MAILERS HUB NEWS
Continued from page 3

PRC Approves PMG DeJoy’s Price 
Increase

On July 19, the Postal Regulatory Commission 
issued an order approving the price increases 
requested by the Postal Service on May 28. 
Regarding the rate increases for each class 
of mail, the commission concluded that 
they were “consistent with applicable law 
and may take e� ect as planned.” The 130-
page order included a full review of the case, 
including the comments received by the 
PRC, the issues raised by commenters, and 
the commission’s analysis of those issues and 
the subsequent conclusions it reached. If the 
commissioners felt that PMG Louis DeJoy was 
less than “prudent and judicious” in seeking 

the price increase, they avoided stating an 
opinion, and stayed well inside their statutory 
sandbox. Nonetheless, they took pains to 
note that while establishing rate authority 
under the law is their responsibility, what the 
USPS does with that authority is not.

PRC Issues Advisory Opinion on 
Service Standard Changes

On July 20, the PRC issued its advisory 
opinion about the Postal Service’s proposal 
to reduce the service standards for First-
Class Mail and some Periodicals, � led 
April 21. As an advisory opinion – which 
the USPS is obligated by statute to seek – 
it is not binding on the Postal Service; 
the agency has been obvious that it will 
proceed with the changes regardless of the 
PRC’s conclusions. Even in the document’s 
executive summary, it was apparent that the 
commission had reservations about what 
the Postal Service presented to support its 
proposals, but even with those concerns, 
the PRC stopped short of directly advising 
against the proposed changes.
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www.PIAlliance.org

38 Saginaw Drive • Rochester, New York 14623
p 585.224.0490 • f 585.271.1579 • tt 800.767.8989

quotes@olpfinishers.com

Capabilities

F UV Coating, Spot & Flood – 14” x 20’ to 28” x 40” 
F One Side Laminating – 32” x 45”
F Two Side Laminating – 38” x 60” (5 laminators – various types)
F Mylar Index Tabs (High Speed Automatic)
F Mylar Edge Reinforcing
F 1 to 5-Hold Drilling (2 drills)
F Scratch Off Coatings
F Foil Stamping/Embossing – Up to 24” x 30”
F Die Cutting – Up to 28” x 40”
F Round Cornering
F Transfer Taping – Up to 30” x 42”
F Eyeletting (2 Semi-Automatic Machines)
F Shrink Wrapping – Up to 45” (Polar Programmable)
F Paper Cutting – Up to 45” (Polar Programmable)
F Automated Padding
F Easeling (Counter Cards)
F Remoistenable Glue – 14” x 20” to 28” x 40”
F Mounting - Up to 30” x 50”

An Extension of
Your Image and Reputation

We’re your trusted source.

Get all these services, plus the guidance 
to navigate the complexities of insurance, 
from a partner you can trust.

Sarah Armstrong
Gilroy, Kernan & Gilroy 
(315) 624-2964 
SarahA@gkgrisk.com 
http://www.gkgrisk.com

PIA’S WORKER’S 
COMPENSATION SAFETY 
GROUP IS GROWING 
AGAIN!

Join the PIA Workers’ Compensation 
Safety Group and save big on this annual 
expense. Since its exception in 1987, 
participating members have shared over 
$51,000,000 in premium savings. 

The Safety Group is now managed by 
Gilroy Kernan & Gilroy, PIA’s Insurance 
Partner. In the past year, GKG sta�  have 
been hard at work contacting group 
members, engaging with them on their 
safety programs and promoting this 
excellent member service to PIA members 
and prospects. Through their e� orts, the 
group has added 11 new group members 
since July 2020.

We are pleased to announce the following 
companies have recently joined the PIA 
NYS Workers’ Compensation Safety Group, 
bringing the total New Safety Group 
Members to 11 since GKG took over the 
group in July 2020:

Visit pialliance.org/insurance-nyswc/ or 
contact the group manager for more info: 

Andy Biernat, (315) 624-7819, 
andrewb@gkgrisk.com

Ross Kraft, (315) 624-2969, 
rossk@gkgrisk.com

Sarah Armstrong, (315) 624-2964, 
saraha@gkgrisk.com

SAFETY PROGRAM
Program Highlights include:

   Upfront premium discounts 
(average 22%)

   Cash dividends based on group 
loss experience (average 32%)

   Safety conscious employers 
only, increasing your savings

   Professional group 
management services provided 
by Gilroy Kernan & Gilroy
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WINNING THE MOMENT FOR A QUICK SALES  
VICTORY LAP
By Deborah Corn, Intergalactic Ambassador to The Printerverse, Print Media Centr

If you read my posts with any frequency or listen to the Print Buying UK v. USA Podcast 
co-hosted by me and Matthew Parker, you probably know I focus on helping printers 
create long-term relationships with print customers.

I bene�ted from long-term relationships with my print partners throughout my agency 
career. Some of the printers I brought with me to agencies as I moved around still have 
those accounts. Long-term goes both ways.

While I still believe in the power of developing and cultivating relationships for 
longevity, we just don’t have time for that right now. Instead, let’s focus on getting some  
quick wins for some quick sales and develop relationships based on the victory  
of delivering results.

Timing is Everything.

I speak to a lot of professional print customers and "speed to market" has moved  
to the top of their priority list. While that used to manifest as the raison d’etre for 
considering digital printing, current supply chain and shipping issues have broadened 
the speed scope.

If you can market on speed – do it. All the ways you can win the race to the mailbox,  
the shelf, the event, the hands of a prospect and so on.

Popping Off the Page.

Specialty �nishing is the most prominent way customers believe their print can stand 
out. They aren’t wrong, but they need to get more return for their money these days. 
One way that can manifest is by o�ering QR codes to help extend engagement and lead 
the intended audience to multiple places with a simple scan from the camera on their 
mobile device.

If you can develop a QR code service (and you can!) PLEASE do not leave out the data 
reporting. The QR code is the bridge, the data is the proof of the engagement win.

Out of Sight?

If you had furloughs, down-sizing, organizational shifts, and retirements in your 
company, it’s time to check in and remind your active customers who is their contact, 
and who is their backup. 

If you want to reset any of this internally, now is the time.

It’s also the time to remind your active customers of all the products and services 
you provide, and an opportunity to assign a salesperson (or team) to your dormant 
customers and remind them of all you can do.

If you can, develop a weekly special. Whatever you can, you gang run, do fast, and o�er 
a fair market price. This is a quick win for customers if they can jump on an o�er, and a 
quick win for you in the form of email opens. Focus on the sale but use the opportunity 
to introduce a menu of items that support it. If you have a business card special, 
include a "job seekers" package, or a "new employee" package, or a "start-up" package.  
The upsell opportunity is built-in, just be gentle.

DELIVERING RESULTS

The entire industry is on track to make 
this the best Franklin ever! 

Pent-up demand is doubling our table 
and seat sales. Register today! 

FRANKLIN WILL BE A REAL 
PARTY THIS YEAR …

NEW VENUE . . .  
Private Club on Park Avenue

COCKTAIL PARTY . . .  
In Two Tier Atrium

BACK-TO-BACK NETWORKING . . . 
Cocktails to After Party

SIT DOWN DINNER . . .  
Actually Get to Sit While You Eat

AFTER PARTY . . .  
Keep Networking All Evening

MUSIC . . .  
Jazz at Lincoln Center

FRANKLIN HONOREES …  
Two Iconic Honorees … 2021 and 2020

Because of the pandemic pause, the 
Franklin Award will be presented to two 

individuals, Michael Duggal, CEO of 
Duggal Visual Solutions (2021 recipient) 

and Thomas Quinlan, former CEO of 
LSC Communications and RR Donnelley 

& Sons (2020 recipient). 

Contact Kim Tuzzo at Printing Industries 
Alliance at (716) 691-3211 or  
ktuzzo@PIAlliance.org or visit  

pialliance.org/2021_franklin_event/. 

S P O N S O R S H I P S  A V A I L A B L E

P R I N T  D R I V E S  A M E R I C A  F O U N D A T I O N 

P�sents the 68th Annual
FRANKLIN EVENT

W e d n e s d a y ,  N o v e m b e r  1 7 ,  2 0 2 1 ,  6  p m
 C l u b  1 0 1 ,  1 0 1  P a r k  A v e n u e ,  N e w  Y o r k ,  N Y
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HUMAN RESOURCES CONFERENCE, 
MARK YOUR CALENDAR

PIA Employment Law & HR 
Solutions Conference

October 14-15, 2021
Turning Stone Resort & Casino, 
Verona, NY
www.PIAlliance.org/events

This conference provides a real, no nonsense opportunity to work 
with experienced employment law attorneys and other experts to 
develop your organizations’ best strategies for complying with new 
and existing HR/employment laws. Agenda to be announced soon!

www.PIAlliance.org

EXPERIENCE 
BRILLIANCE

Power, precision, and productivity.
Your source for wide format printing 

and fi nishing equipment.

LindenmeyrMunroe.com20 Hemlock Street, Latham, NY 12110
518-471-5111

211 Commerce Drive, Rochester, NY 14623
800-587-6223

1514

O C T O B E R  2 0 2 1

Taking Your Victory Lap.

ROI is a two-way street. Spending a little strategic 
time working out promotions and the customer 
communication around them can have a quick payo�  
for all involved. The goal is to win the moment the 
customer needs help – and to be present and helpful 
until that moment presents itself.

Deborah Corn is the Intergalactic 
Ambassador to the PrinterverseTM at Print 
Media Center, a PrintBuyerologistTM, 
industry speaker and blogger, host 
of Podcasts from The Printerverse 
and the cultivator of Print Production 
Professionals, the #1 print group on LinkedIn, Girl #1 at 
GirlsWhoPrint, host of #PrintChat every Wednesday at 
4 PM ET on Twitter, the founder of International Print 
Day and the founder of #ProjectPeacock.

DON’T SEARCH GOOGLE – SEARCH PEACOCK!
Get Intel. Get Samples. Get Partners.
OPEN 24/7 FOR ON-DEMAND EDUCATION & NETWORKING

VISIT THE PRINTING INDUSTRIES ALLIANCE BOOTH
Register 1x for 2021 All Access Pass at 
projectpeacock.printmediacentr.com/
Next Live Event Project Peacock: Publishing, Sept. 9
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BALANCING THE SCIENCE AND ART  
OF LEADERSHIP
By Ambassador & Lieutenant General (Retired) Dell Dailey

Leadership is an essential part of any organization’s critical 
elements for success. Whether your organization is military, 
law enforcement, media, business (public or private), local 
government, or a small, but challenged new startup business, 
leadership matters! There are several di�erent ways to gain that 
critical leadership skill set. The U.S. Army sends its leaders to formal 
schooling, at di�erent milestones, until they are mid-level general 
o�cers; the schools span from months to a year and are necessary 
to prepare the o�cer for increasing levels of responsibility. 
The U.S. State Department has a di�erent view--in addition 
to language training, an aspiring Foreign Service O�cer will 
experience a blend of on-the-job training, repeated assignments 
to similar areas, continuous assignments, and mentoring. How do 
these two vastly di�erent systems end up working so well? From 
general o�cers, who immediately led the Nation in the response 
to 9-11, to nation building in Iraq and Afghanistan by seasoned 
ambassadors, how did their leadership skills develop, mature, and 
became successful? The answer lies in the ability to balance the 
science and art of leadership.

The generic de�nition of leadership is the ability to in�uence 
an individual to perform a task. It has two basic components. 
The �rst is the mechanical or “science” component - it teaches 
the time-proven steps that provide the fundamentals to those 
who aspire to lead. They must know and understand the basic 
skill sets necessary. Values, communication, competency and 
understanding, appreciation for organizational structure, styles 
of leadership, techniques to persuade others to follow, and other 
areas make up the basic “science” leadership skill set. These can be 
taught by a football coach, parent, math teacher, dance instructor, 
scoutmaster, former military member, or others.

The second component of leadership is the “art” portion. Some 
people have this ability inherently, while others must develop it. 
The “art” part is the passion, empathy, and emotional connection 
between the leader and follower. This “art” portion can be truly 
inspirational based on the conditions being experienced, manner 
in which it is delivered, insight it provides, or the intensity or 
compassion of the individual.

I suggest the person learning about leadership has �ve  
basic aspects they need to master and, at that point, thrust 
into the responsibilities of being a leader. These �ve areas are 
learned as follows:

1. Maintain your values. At West Point, the cadet is inculcated 
with them as “Duty, Honor, and Country” and “Do not lie, cheat or 
steal, or tolerate those who do.” I have found a good saying and 
guide that assists in today’s corporate world is, “In the absence of 
guidance, what you do must be moral, legal, and ethical.” Integrity, 

by far, is the one most likely to be violated, routinely challenged, 
and the value most important to preserve.

2. Be professionally competent. No matter what walk of life 
one chooses, it is essential you are competent in your �eld of 
expertise. Education, training, and o�ine schooling all will assist, 
but growing up in the industry is a great way to be professionally 
competent and, therefore, regarded with considerable respect, 
as you decide critical issues. Having not grown up in, nor having 
familiarity with, a speci�c profession, one can still be competent. 
Get good advisors and teammates to provide their thoughts. 
Solicit opinions from others involved. Visit the front-line workers 
or the industry equivalents in your business, and ask questions. 
You won’t learn it totally, but the team will see you trying to do so. 
Respect for you will increase, you will open channels, and it sends 
the correct message.

3. Maintain continuous communications. This needs to be done 
both formally (scheduled meetings) and informally (hallway or 
social sessions) while being done with subordinates, mid-level 
management, peers outside your company, and your supervisors. 
While at these sessions, the leader should routinely present  
a message of some sort, even if it is merely a wrap up. A real 
leader must also be able to take questions from the most 
troublesome member, at the most inopportune time, and provide 
the most informative and sincere response possible. Even if it is,  
“The team leadership is still looking at this challenging area, and 
we need a little more time or input before we go public with an 
informed response.”

4. Have compassion. Leadership must also have compassion 
as a key element. Hard or demoralizing decisions—layo�s, 
reductions in salary, unpopular policy announcements—need 
to be made and articulated with a true understanding of their 
impact. Acceptance by the team of these irksome decisions will 
be far greater understood and acted upon if they know leadership 
was compassionate and possibly troubled in doing so. They need  
to know you are also human!

MASTER 5 BASIC ASPECTS IN LEADERSHIP

Leadership is part Art and Science
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5. Understand your team. Finally, the 
real leader must understand their team 
members outside the o�ce or command 
post. The leader realizes there is much 
more behind his or her workers than their 
performance at the work place. There 
exists the emotional, psychological, and 
possibly medical stresses that make the 
worker respond at a high or lower level. 
Understanding these di�cult-to-observe 
aspects really challenges a leader, but 
social engagements, non-o�cial events, 
unexpected time o� requests, extended 
failure to use vacation time, and limited 
access during non-duty hours for mission 
critical issues all add up to issues that 
may a�ect their team member. The good 
leader sees these, understands the gravity, 
and acts to lessen the likelihood of their 
negative impact. Of course, a very good 
friend to the leader in this area is the 
worker’s family. They know the full impact 
of stress on their loved one and, more 
than likely, they are looking for assistance.

In closing, I o�er two reinforcing points 
that underpin the leadership lessons. First, 
a positive comment, rendered to a team 
member in the conduct of their work, 
goes a long way. A�rmation is a powerful 

leadership technique used by the best, 
but it is even more powerful rendered in a 
public forum possibly with family present.

Second, there is a saying, “who guards the 
guardians?” This is a statement capturing 
the challenge of leaders doing the “right 
thing”. It’s not an inspector general who 
ensures this; it’s not rules, regulations 
and policies; and it’s not training or 
education… it is their values. Values are 
what ensure the guardians are properly 
guarded. A leader’s inherent guidelines 
must be their values … remember a�r-
mation and values!

Leadership at the highest level is an 
intricate balance of the science and art. 
As a start for any leader, values, compe-
tence, communications, compassion, and 
understanding your teammates are criti-
cally important areas to learn, understand, 
and begin to master. These will jump start 
you to becoming a competent, respected, 
and compassionate leader.

Originally published by Thayer Leadership. 
LTG (Ret.) Dell Dailey is a faculty member 
at Thayer Leadership at West Point.
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Chain of Custody Certi�cation giving you a headache?
Let us be your certi�cation partner

RACG provides FSC® CoC and SFI® CoC Certi�cation for Graphic Communications 
companies with wood product sales of up to $100 million.

•   Cost E�ective, All-Inclusive Annual Fee – sales up to $5 million: $1,695 
Large Printer Program – sales of $5 -100 million: $4,200 - $5,200 for single certi�cation

•   E�cient, Easy On-Boarding Process
•   Streamlined Audit Process
•   Technical Assistance and Training Portal
•   Access to FSC and SFI Logos
•   Logo Usage Assistance
•   Continuous and Prompt Customer Service

T h e  V a l u e  o f  R e s p o n s i b l e  S u s t a i n a b l e  P r i n t

Visit racgus.org or contact Caroline Wawrzyniec
at (716) 691-3211 or cwawrzyniec@PIAlliance.org

The paper content of this publication 

has been certifi ably reforested via 

PrintReleaf – the world’s fi rst platform 

to measure paper consumption and 

automate reforestation across a global 

network of reforestation projects.

LEARN MORE AT PRINTRELEAF.COM
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IDENTIFY AS A GREEN PRINTER

ECO-FRIENDLY RECOMMENDATIONS FOR PRINTERS
By Jim Hamilton, Consultant Emeritus, Keypoint Intelligence

Now, more than ever, it’s important to promote responsible and sustainable printing 
that limits the use of solvents, the greenhouse gases released, and waste byproducts. 
This blog o�ers recommendations on actions you can take and explores how you can 
promote your print sustainability e�orts.

What Can You Do?

Here are some recommendations:

•   Buy certi�ed papers. Paper plays a 
central role in sustainability strategies 
because it is one of the most signi�cant 
purchase areas of any printer. Paper 
certi�cation helps assure the responsible 
management of the world’s forests 
through what is typically known as a 
chain-of-custody process that shows 
that the paper product originates from 
certi�ed forests, recycled materials, and 
other veri�ed wood sources. You will likely 
be familiar with certi�cation o�erings like 
the Forest Stewardship Council® (FSC®), 
the Sustainable Forestry Initiative® (SFI®), 
and the Rainforest Alliance.

•   Use recycled papers. Where feasible, the 
use of recycled papers limits the amount 
of virgin tree pulp consumed. In fact, 
some of your customers—particularly 
non-pro�ts—may require papers with 
recycled content.

•   Plant trees. Become involved in local or regional reforestation projects and consider 
platforms like PrintReleaf (https://printreleaf.com/), which enable users to calculate the 
amount of paper consumption in a printed product and equate that with the forest 
impact (measured in trees). Users can then compensate for their paper consumption 
by planting trees as part of a reforestation project.

•   Use sustainable energy sources. Get your energy through sustainable sources like 
wind and solar power, and consider purchasing carbon o�sets to become carbon-
neutral as a business. Some print service providers (PSPs) have taken this to the 
next level by meeting a portion of their energy needs with solar panels and/or wind 
turbines on the roofs of their facilities. If you own your building (and even if you don’t!), 
the �at roofs of many industrial buildings are well-suited to installing solar panels and 
smaller wind turbines. Cox Printers in Linden, New Jersey (https://www.coxprinters.
com/) provides a great example of what can be done. In addition to solar panels and 
wind turbines, the facility has a beehive and grows milkweed for butter�ies.

•   Be carbon-neutral. Some companies o�set their carbon footprint (particularly related 
to shipping) by purchasing Renewable Energy Certi�cates (RECs). In this scenario, a 
renewable energy site makes the energy, and you, by purchasing the associated RECs, 
gain the property rights to that energy.

•   Be e�cient. Print e�ciently and e�ectively using personalized, print-on-demand, 
and just-in-time manufacturing techniques that limit the amount of wastepaper 
produced. Automated processes using digital document repositories greatly reduce 

MARK YOUR CALENDAR! 
PIA PLANS TO RESUME IN-PERSON EVENTS 
LATER IN 2021. WE LOOK FORWARD TO 
SEEING PIA MEMBERS AT THESE EVENTS.

   October 14 & 15, 2021
  19th Annual Employment  

and Human Resources Law Solutions 
Conference, Turning Stone Resort  
& Casino, Verona, NY

   November 17, 2021
 68th Annual Franklin Event  
 Club 101, New York, NY

VIRTUAL EVENTS

Don’t search Google, search Peacock!

Visit PIA on the Project Peacock 
Platform! Register at projectpeacock.
printmediacentr.com for free access 
to the Resource Platform and Project 
Peacock Live: Educational and 
Networking Events.

    Project Peacock Publishing
 September 9, 2021 | 6:00 pm

    Project Peacock Point  
of Purchase

 November 11, 2021 | 6:00 pm

   2021 Wage + Benefit Survey
  Deadline to enter your data:  

August 13, 2021

    Intro to Total Sales 
Transformation

 by Kelly Mallozzi
 10 Day, Daily Program 
 Begins September 13, 2021 at 9:30 am 

Visit PIAlliance.org/events/

R E D U C E

R E U S E

R E C Y C L E
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the risk of having to throw away out-
dated materials that are stored in 
physical warehouses. 

•   Use digital print where feasible. Digi-
tal printing systems eliminate the need 
for �lm or plate processing chemicals. 
In addition, most (though not all) digital 
printing systems use biodegradable inks 
or toners that do not cause issues during 
recycling.

•   Recycle. Recycle your wastepaper and 
other waste products e�ectively.

•   Dispose of waste properly. Print service 
providers (PSPs) should participate in the 
EPA WasteWise government program 
that encourages sustainability in busi-
ness practices and waste reduction. 
Successful participants in the program 
can use the WasteWise logo to promote 
their waste reduction e�orts.

•   Be innovative. Think creatively about 
unique ways that your company 
can help the environment in your 
community and beyond (e.g., rooftop 
beehives and wild�ower beds, highway 
litter reduction programs, and �nancial 
support for environmental causes). You 
will also �nd plenty of local community 
interest in beauti�cation and clean-up 
projects that have an ecological spin, 
and national programs like Adopt a 
Highway are important in combatting 
littering. Obtaining employee input on 
these types of projects is a �rst step 
toward becoming an engaging and 
imaginative community partner that 
promotes print sustainability.

•   Identify as a “green” printer. Become 
part of coalition of green printers. 
One example of this is the Sustainable 
Green Printing Partnership (http://
sgppartnership.org/), an organization 
that promotes sustainability in printing 
practices and manufacturing operations.

Promote Your Print  
Sustainability Efforts

While you are almost certainly doing  
some of these things already, what 
you may not be doing as e�ectively is 
promoting these measures in your sales 
and marketing e�orts. Consider taking the 
following actions:

•   Leverage your website. A portion 
of your website should be devoted 
to describing your sustainability 
strategy and showing what your 
company is doing. For some great 
examples, see what Florida-based 
Sundance (https://sundanceusa.com/
about/environmental) and California-
based Greener Printer (https://www.
greenerprinter.com/our-
story) do on their sites.

•   Make print sustain-
ability visible on your 
e-mail signatures and 
business cards. This is 
a simple and e�ective 
way to promote your 
eco-friendly policies.

•   Include your print sustainability 
actions in sales presentations. The 
company backgrounder and other 
materials in your sales presentations 
should include mention of your e�orts 
toward print sustainability. 

•   Highlight print sustainability during 
open houses and shop �oor tours. 
When customers come to visit, they 
should have the opportunity to learn 
about your sustainability practices.

•   Educate customers on print sustain-
ability. Your customer support and 
sales representatives can play a vital role 
in educating your customers about your 
print sustainability strategy. 

•   Make print sustainability part of your 
social media program. As an o�shoot 
of your education e�orts, social media 
can be an important tool that connects 
you to your customers and your 
community. One great source for useful 
charts and graphics is the industry 
group Two Sides (https://twosidesna.
org/). You will �nd these posted publicly 
on the company’s website. PSPs can also 
become Two Sides members to gain 
additional bene�ts.

•   Fight against simplistic rhetoric that 
damages the image of print. You 
will undoubtedly hear people make 
comments about how businesses can 
save trees by not printing. While it is 
true that most papers are made from 
tree pulp, it is equally true that trees are 
a renewable resource that with careful 
forest management can provide an 
unending supply of wood and wood 
pulp. (Two Sides charts and graphics are 
great tools for making pro-print points.)

•   Advertise your print sustainability. 
Your media spending in your marketing 
programs should highlight your eco-
friendly strategy.

The Bottom Line

A strong print sustainability message is a 
required aspect of any PSP’s strategy. Eco-
friendly practices make good business 
sense and can be promoted as part of 
your company’s sales and marketing 
campaigns. Look at what your business 
is doing today to be environmentally 
conscious and think about what you might 
be able to do to take that strategy a step 
further. Your customers will appreciate 
it, and the long-term bene�ts to the 
environment will be well worth the e�ort.

Article provided by Canon  
Solutions America
About the Author:  Jim Hamilton of Green 
Harbor Publications (www.greenharbor.
com) is an industry analyst, market 
researcher, writer and public speaker. 
For many years, he was Group Director 
in charge of Keypoint Intelligence – 
InfoTrends’ Production Digital Printing & 
Publishing consulting services.
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DEVELOPING ROOKIE TEAMMATES

3 SALES LESSONS FROM MAJOR LEAGUE 
BASEBALL ON ROOKIES
By Kelly Mallozzi, Sales and Marketing Coach, SuccessinPrint

I would not call myself a baseball junkie by any stretch. As a kid I played softball from 
second grade until I graduated high school, and we went and saw a Tiger game at least 
once a year. (Shout out to all my readers from the D!)

Now that one of my daughters is playing softball, she is way more interested in watching 
baseball, which makes my husband super excited as he IS a Mets junkie. And while that 
is a minor strain, we did just go see the Tigers while they were in town at Citi�eld over 
Memorial Weekend.

But I digress. Let’s just say I’m watching a lot more professional baseball. And recently,  
I heard a stat that stood out to me.

The Dodgers made history recently because in three consecutive games, they won with 
walk-o� homers BY ROOKIES.

The commentators talked a lot about this, no surprise. When you watch professional 
sports there are a staggering number of stats being thrown around. I imagine a dark 
room full of sports fans watching a wall of screens and scanning the internet for these 
factoids and feeding them directly into the earpieces of broadcasters all around  
the country.

These commentators made a lot of noise about the fact that the Dodgers spent a lot  
of time and energy developing their rookie teammates, and as a result have gotten 
some amazing performances out of them.

And that got me thinking about you, and how you are managing YOUR newest team 
members. Because I remember my �rst few jobs. Being shown a desk and given a stack 
of suspects and having my boss point at the phone and saying “Good luck!”

So how do great leaders support and develop new talent?

1. They provide mentors – All the articles I read talked about how the Dodgers 
encouraged the more seasoned teammates to be welcoming to the newbies, and that 
the entire team philosophy embodied the notion that the team would be stronger  
if ALL members of their team reached their full potential. Rather than be jealous of 
the rookies, the older players helped, mentored, and were part of the development.  
This could be replicated by your sales team; assigning a more experienced rep to take 
a new rep on calls, help them learn product knowledge, and help them develop their 
talk tracks.

2. They articulate expectations WITH a road map about how to get there – Every 
team has goals. Winning is a goal for a major league baseball team. But what does 
“winning” look like for a sales organization? Whether it's new prospects added to the 
pipeline, meetings with new clients scheduled, or resurrecting a certain number of 
lost accounts, leadership must be strategic about what they need to do in order to be 
successful. Putting a system in place that a new person can execute on is a great way 
for the new person to have some small wins before s/he becomes the newest star on 
the team.

3. They provide continuous feedback and instruction from multiple sources – It is 
not that uncommon for an owner or manager to become frustrated quickly when a new 

2021-2022 PIA BOARD  
OF DIRECTORS

O�cers:

KATHLEEN HARTMANS, Chairwoman
Quality Bindery Services Inc., Bu�alo, NY

GLEN BOEHMER, Vice Chairman
Sentinel Innovation, Hempstead, NY

GEORGE SCHARR, Treasurer 
Flower City Printing, Rochester, NY

ADAM AVRICK, Secretary
Design Distributors, Deer Park, NY

NICHOLAS J. FIORENZA, Association Counsel
Ferrara Fiorenza PC, East Syracuse, NY

ERIC C. WEBBER, Immediate Past Chairman, 
Can�eld & Tack, Inc., Rochester, NY

Directors:
DAVID CARVER • Nosco, Lockport, NY

HARRY DICKRAN • Levon Graphics Corp., Farmingdale, NY

KEN HAMPSON • O.L.P. Print Finishing, Rochester, NY

JOSHUA HELLMAN • Bristol ID Technologies, Lima, NY

TONY JACKSON • Panther Graphics, Rochester, NY

MARK J. KORZELIUS • BNP Empowered Print, Bu�alo, NY

KEMPER MATT JR. • Dupli Envelope & Graphics, Syracuse, NY

CHARLIE LAUNSBACH • Lindenmeyr Munroe, Latham, NY

DENISE PADULA • Alchar Printing, Troy, NY

TOM QUARTIER • The QMC Group, Liverpool, NY

PATRICK RYAN • Modern Press, Albany, NY

RALPH SALERNO • Keller Bros. & Miller, Inc., Bu�alo, NY

HALLIE SATZ • HighRoad Press LLC, Moonachie, NJ

KAREN SAWICZ • Albion-Holley Pennysaver, Albion, NY

BRANDON SEIBER • McCarty Printing, Erie, PA

DWIGHT E. VICKS III • Vicks, Yorkville, NY

MICHAEL L. VITCH • Compu-Mail, LLC, Grand Island, NY

JOSEPH ZENGER • Zenger Group, Tonawanda, NY
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We specialize in key card 
holders in any style...

Call us today for a quote!

From folders to holders and cards to covers, whatever the medium 
and however it comes together. Evergreen brings over 31 years 
experience and expertise to make any project come to life, while 
East Coast Bindery brings over 80 years of experience serving the 
print industry. Grow your influence with Evergreen Manufacturing 
and East Coast Bindery and hit the spot every time.

person does not perform up to a certain 
standard. What is lacking, however, is 
any form of feedback, observation, or 
suggestions about how to be successful. 
And this information can come from 
a plant manager, a CSR, an estimator, 
or anyone else on the team who has 
good ideas and understands what the 
customers want and need and maybe 
even where to �nd them. A new person 
should be meeting with key members of 
the team very regularly in the beginning, 
and that can dial back as their comfort, skill 
and aptitude improve. Getting everyone 
in the company on board with being 
invested in a new person’s success is not 
only vital to sales, it will improve morale 
and self-esteem for everyone involved.

We all do better when we ALL do better. 
What are you doing to make sure your 
newest team members survive and thrive 
in and for your company?

As a sales and marketing 
coach and consultant 
at Success In Print, Kelly 
Mallozzi advocates for 
graphic arts companies 

to start a revolution and �ght to keep 
print relevant. She may be irreverent, but 
what she lacks in convention, she makes 
up for in smart-assery. Kelly is a regular 

co-host on the #GirlsWhoPrint Podcast 
along with Deborah Corn. She is also a 
mentor to several future sales stars.

INTRO TO TOTAL SALES TRANSFORMATION
Presented By Kelly Mallozzi
10 Day, Daily Class Beginning September 13th | 9:30 am – 10 am 

The �rst Total Sales Transformation program PIA o�ered in March was a HUGE 
success, so we decided to o�er the program again, in conjunction with the Graphic 
Arts Association, in case you missed this opportunity the �rst time!

This 10-Day program is designed to include a daily 
20-30 minute phone call with Kelly Mallozzi, content, 
and activities for the participants to do. The class also 
includes a 30-minute one-on-one with Kelly and one 
month of access to Bill Farquharson's Sales Vault.

To participate, you MUST be willing to do the work or else, please don’t register! 
Visit pialliance.org/events for more info and to register.

A participant in PIA's �rst Sales Transformation class commented, "Great working 
with Kelly and I learned a lot. I can immediately use the tools and training 
to improve my performance."

To participate,  
you MUST be willing 

to do the work  
or else …
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NYS DOL PUBLISHES AIRBORNE INFECTIOUS DISEASE 
EXPOSURE PREVENTION STANDARD

In June, the NYS Department of Labor (DOL) 
published their “Airborne Infectious Disease 
Exposure Prevention Standard”, a general 
“Model Airborne Infectious Disease Exposure 
Prevention Plan,” and several industry speci-
�c model prevention plans as well. Visit 
PIAlliance.org/blog to download the sample 
plans, including the model plan speci�c 
to Manufacturing and Industry. These are 
now available on the DOL’s website. The model plans are currently available in English,  
with a Spanish version available soon, as required by law. 

PIA members in New York State now have until August 5, 2021, to either adopt one of the 
model plans or develop an alternative plan that meets or exceeds the requirements in the 
prevention standard. Employers that choose to develop an alternative plan must adopt  
a plan pursuant to an agreement with the collective bargaining representative if unionized, 
or, if non-union, with meaningful participation of employees, for all elements of the plan.  
The alternative plan must be tailored and speci�c to the hazards in our industry and worksites 
of the employer.

Please note, although employers are required to adopt a compliant airborne infectious 
disease exposure prevention plan, such plans only go into e�ect when the New York State 
Commissioner of Health designates an airborne infectious disease as a “highly contagious 
communicable disease that presents a serious risk of harm to the public.” The DOL’s website 
currently provides that as of the current date, no such designation has been made, and 
therefore the airborne infectious disease prevention plans are not currently required to be 
in e�ect.

Employers should carefully review these requirements and the applicable model prevention 
plan and determine whether to adopt one of the model plans or develop and adopt  
a compliant alternative prevention plan.

Contact Tim Freeman, President of Printing Industries Alliance, with any questions  
at (716) 691-3211 or tfreeman@PIAlliance.org.

Visit pialliance.org/blog/ for recent articles on HR topics such as changing marijuana laws, 
HERO Act amendments and employee requests for accommodation. 
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