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Thank you for purchasing Dave Fellman’s Sales & Marketing Tool Kit!
We’re confident that yourinvestment in this professionally developed
collection of sales & marketing tools will help you to increase both
sales volume and profitability.
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The key, though, is to get the tools out of the tool kit and put them to
work for you! How do you do that? As many quick/digital/small
commercial printers have learned over the years, it’s not always
enough just to have tools at your disposal… it makes a big difference
if someone clearly explains how to use them! That’s what this Owner
Manual is all about. In it, you’ll find comprehensive directions on
how to best use each tool.

You’ll find three document formats on this CD: Adobe Acrobat
(PDF) files, native Quark Xpress files, and Microsoft Word files. The
PDF files can be opened and modified in either Adobe Acrobat
Exchange or Adobe Illustrator. In most cases, we’ve given you a choice
of working either in Quark or with PDF files. The Microsoft Word files (which
represent a total of 23 sales-building letters) can be opened and modified in any
of the common full-featured word processing software packages.

Most of these sales & marketing tools are intended to be personalized with your company
name, and logo and other contact and capabilities information. These tools are intended to be printed in your shop, on your
equipment, serving a dual purpose as “convincing tools” and as live samples of your capabilities and superior printing
quality. Look over each file carefully to make sure that you fully personalize each tool. (You’ll note that some of the Sales/
Organizational tools which are part of your tool kit are intended for “internal” use, and therefore do not require
personalization.)
IMPORTANT NOTE: Once you open and personalize any file, you will not be able to save it back to the CD. We suggest
that you copy the entire CD to your hard drive—or to a re-writable CD if you have that capability—which will allow you to
open, personalize, and then save files to a single location. Don’t forget to back up all of your critical computer files!
Dave Fellman’s Sales & Marketing Tool Kit CD contains four categories of tools for your use:
Sales/Presentation Tools which are intended to be customized with your name, logo and contact information to
communicate the features, advantages and benefits of doing business with your company, and to serve as printed samples
for use in face-to-face sales presentations.
Sales/Promotional Tools which are also intended to be customized with your name, logo and contact and capabilities
information. These tools will help you to generate interest, leading to face-to-face-appointments, leading to orders. Several
of these tools have the capability of generating orders on their own!
Sales/Organizational Tools which will help you and your sales team achieve maximum effectiveness in sales organization,
contact management and new business development.
Sales/Sales Management Educational Tools, one of which will help you and your sales team to become more
knowledgeable sellers of digital printing, and another which will help you to become a more effective sales manager.
We suggest that you print this document to provide yourself with convenient access to your Sales & Marketing Tool Kit
Owners Manual at any time.
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&
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DigiMaster 9110

DIGITAL
PRINTING
Your Logo
Here

New Solutions To
Your Printing Needs

PRESENTATION PROP:
NEW SOLUTIONS TO YOUR
PRINTING NEEDS
There are two kinds of customers and prospects for a
printing salesperson…those who already know what digital
printing is all about, and those who don’t. If you have
equipped yourself to supply digital, on-demand printing, this
sales/presentation tool will help you to explain the
capabilities and benefits of digital printing clearly and
concisely to that second category.
The best way to use this tool is to print 30-50 copies at a
time on your digital printer, on heavyweight card stock (if
your system will handle that, which then allows you to
demonstrate an important capability) and wire-bind each set
along the top edge (again, demonstrating one of your digital
printing/finishing capabilities.) The result will be a “flipbook” presentation prop, all ready to go—and to leave with
your customer or prospect after your presentation is
complete.
As you should with all of the Sales/Presentation Tools we’re
providing you with, read this document carefully before you
begin using it as a sales tool. Your presentation will be much
more effective if you can “paraphrase” the key points while
your customer or prospect looks at the visuals. In making
your presentation, put special emphasis on the Major
Benefits (Page 3); How It Works (Page 5); How To Identify
Digital Printing Applications (Page 7); and What About
Color (Page 8). Then, close by asking Do You Want To See
A Sample (Page 9) and hopefully leaving with a test file. That
strategy—getting a test file and showing the customer or
prospect exactly what his/her job will look like when printed
on your digital output device—has been proven to be very
effective, and that should be your ultimate goal in any
presentation.
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information!

Sales & Marketing Tool Kit

Owners manual.qxd

7/19/00

11:05 AM

Page 5

&

OFFSET
PRINTING
DIGITAL
IMAGING
All in One Shop
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Contact Info

PRESENTATION PROP:
OFFSET PRINTING AND
DIGITAL IMAGING ALL IN
ONE SHOP
By combining the capabilities of a black & white digital
printer with any color digital—or offset—printing
capabilities you have, you can position yourself as a total
printing source for many of your customers and prospects.
This unique sales/presentation tool will help you to sell
your full range of capabilities. It’s a 12-page mini-flipchart
which is meant to anchor your face-to-face presentation of
these capabilities, and then to sit on the customer or
prospect’s desktop and function as a reference guide to all
of the things you can do.
This sales/presentation tool is designed to be printed in
full color on 100# cover or a similar stock, and it’s meant
to be comb or wire bound along the top and then affixed
to a table-tent base that allows it to stand vertically on the
customers’ desktop (something that should be available
from your regular paper suppliers or from a local
restaurant or office supplier.)
IMPORTANT NOTE: Examine this file carefully and
adapt the suggested content to match your printshop’s
unique capabilities. This tool will almost certainly require
a great deal of customization. In designing it, we knew
that we could give you ideas, but we couldn’t possibly
cover all of your specific capabilities and/or preferences in
terms of the way you want your customers to do business
with you. Give this one a lot of thought, and we predict
that the time you invest on it will turn out to be time very
well spent!
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HALFTONE QUALITY
DEMO

HALFTONES

There’s no avoiding it…many of your customers and
prospects have a limited understanding of how the
printing process really works. But let’s take that a step
farther and turn this “problem” into an opportunity. Their
lack of knowledge provides you with an opportunity to
add value to a relationship by educating the customer!

It’s been said that every picture tells a story, and in today’s
world, a picture can make all the difference between
communicating with your audience or losing their
interest. Pictures add life to your printed materials, they
help you tell your story!
In printing industry terminology, the process of
preparing a photograph for “black & white” printing is
called half-toning. In the simplest terms, your
photograph has to be translated into a pattern of dots
that our printing presses can apply to the paper you’ve
chosen. Depending on what you bring us—and what you
are trying to accomplish—we might do that using a
“daylight camera” system, or a digital scanner. With our
scanner and imaging software, we can also edit your
photos to make them perfect for the job at hand!
The results for you? Great looking printing that tells your
whole story…produced quickly and cost-effectively on a
wide variety of paper choices to fit your specific needs!
And by the way, we can handle your color pictures and
printing too!

Your Logo
Here

The theme of this presentation tool is that “Every Picture
Tells A Story,” and the text encourages your prospects and
customers to add photographs to their printed materials.
It combines education and demonstration with an
explanation of several of your most important capabilities.
Here’s another application for this sales/presentation tool:
One question many customers and prospects are asking
when they consider digital printing solutions is “How
good will the halftones/photographs look?” This tool can
be modified to address this specific concern. You might
say something to this effect: “If you’re anything like my
(other/current) customers, you’re going to be concerned
with how well digital printing can handle the
reproduction of photographs or other complex graphics.
Here, take a look at this!”
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information!
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FINE DETAIL DEMO
World-Class

DETAIL
Our customers often tell us that they appreciate our
attention to detail. Interestingly, when they say that,
they’re usually talking about the customer service we
provide. And that makes us feel good, because we
consider it our mission to take care of even the smallest
of service details! But customer service isn’t the only area
in which detail is important to us…or to you! Isn’t it also
important for your printer to be able to capture every bit
of fine detail in your text and graphics? We can handle
that! Our state-of-the art prepress and printing
equipment reproduces an incredible level of detail. The
result? Your printed materials will have razor-sharp text,
high-resolution halftones and crisp-looking graphics to
make a BIG impact on your audience.
How’s that for taking care of all the detail?

Since the earliest days of quick printing, there has been a
perception in the marketplace that quick printers are
simply not capable of producing fine detail quality. That
may have been true in the “old days,” but it’s not true
anymore! This sales/presentation tool is meant to
demonstrate your fine detail capability.

The Declaration of Independence
IN CONGRESS, July 4, 1776.
The unanimous Declaration of the thirteen united States of
America,

Read
the
fine
print!

When in the Course of human events, it becomes necessary for
one people to dissolve the political bands which have connected
them with another, and to assume among the powers of the earth,
the separate and equal station to which the Laws of Nature and of
Nature's God entitle them, a decent respect to the opinions of
mankind requires that they should declare the causes which impel
them to the separation.
We hold these truths to be self-evident, that all men are created
equal, that they are endowed by their Creator with certain
unalienable Rights, that among these are Life, Liberty and the
pursuit of Happiness.—That to secure these rights, Governments
are instituted among Men, deriving their just powers from the
consent of the governed, —That whenever any Form of
Government becomes destructive of these ends, it is the Right of
the People to alter or to abolish it, and to institute new
Government, laying its foundation on such principles and
organizing its powers in such form, as to them shall seem most
likely to effect their Safety and Happiness. Prudence, indeed, will
dictate that Governments long established should not be changed
for light and transient causes; and accordingly all experience hath
shewn, that mankind are more disposed to suffer, while evils are
sufferable, than to right themselves by abolishing the forms to
which they are accustomed. But when a long train of abuses and
usurpations, pursuing invariably the same Object evinces a design
to reduce them under absolute Despotism, it is their right, it is
their duty, to throw off such Government, and to provide new
Guards for their future security.—Such has been the patient
sufferance of these Colonies; and such is now the necessity which
constrains them to alter their former Systems of Government. The
history of the present King of Great Britain is a history of
repeated injuries and usurpations, all having in direct object the
establishment of an absolute Tyranny over these States. To prove
this, let Facts be submitted to a candid world.
He has refused his Assent to Laws, the most wholesome and
necessary for the public good.
He has forbidden his Governors to pass Laws of immediate and
pressing importance, unless suspended in their operation till his
Assent should be obtained; and when so suspended, he has utterly
neglected to attend to them.
He has refused to pass other Laws for the accommodation of large
districts of people, unless those people would relinquish the right
of Representation in the Legislature, a right inestimable to them
and formidable to tyrants only.
He has called together legislative bodies at places unusual,
uncomfortable, and distant from the depository of their public
Records, for the sole purpose of fatiguing them into compliance
with his measures.
He has dissolved Representative Houses repeatedly, for opposing
with manly firmness his invasions on the rights of the people.
He has refused for a long time, after such dissolutions, to cause
others to be elected; whereby the Legislative powers, incapable of
Annihilation, have returned to the People at large for their
exercise; the State remaining in the mean time exposed to all the
dangers of invasion from without, and convulsions within.
He has endeavoured to prevent the population of these States; for
that purpose obstructing the Laws for Naturalization of
Foreigners; refusing to pass others to encourage their migrations
hither, and raising the conditions of new Appropriations of Lands.
He has obstructed the Administration of Justice, by refusing his
Assent to Laws for establishing Judiciary powers.
He has made Judges dependent on his Will alone, for the tenure
of their offices, and the amount and payment of their salaries.
He has erected a multitude of New Offices, and sent hither
swarms of Officers to harrass our people, and eat out their
substance.
He has kept among us, in times of peace, Standing Armies
without the Consent of our legislatures.

He has combined with others to subject us to a jurisdiction foreign
to our constitution, and unacknowledged by our laws; giving his
Assent to their Acts of pretended Legislation:

The theme of this sales/presentation tool is that you can
take care of all of the detail(s)—both printing quality
detail and customer service details!

For Quartering large bodies of armed troops among us:
For protecting them, by a mock Trial, from punishment for any
Murders which they should commit on the Inhabitants of these
States:
For cutting off our Trade with all parts of the world:
For imposing Taxes on us without our Consent:
For depriving us in many cases, of the benefits of Trial by Jury:
For transporting us beyond Seas to be tried for pretended offences
For abolishing the free System of English Laws in a neighbouring
Province, establishing therein an Arbitrary government, and
enlarging its Boundaries so as to render it at once an example and
fit instrument for introducing the same absolute rule into these
Colonies:
For taking away our Charters, abolishing our most valuable Laws,
and altering fundamentally the Forms of our Governments:
For suspending our own Legislatures, and declaring themselves
invested with power to legislate for us in all cases whatsoever.
He has abdicated Government here, by declaring us out of his
Protection and waging War against us.
He has plundered our seas, ravaged our Coasts, burnt our towns,
and destroyed the lives of our people.
He is at this time transporting large Armies of foreign
Mercenaries to compleat the works of death, desolation and
tyranny, already begun with circumstances of Cruelty & perfidy
scarcely paralleled in the most barbarous ages, and totally
unworthy the Head of a civilized nation.
He has constrained our fellow Citizens taken Captive on the high
Seas to bear Arms against their Country, to become the
executioners of their friends and Brethren, or to fall themselves
by their Hands.
He has excited domestic insurrections amongst us, and has
endeavoured to bring on the inhabitants of our frontiers, the
merciless Indian Savages, whose known rule of warfare, is an
undistinguished destruction of all ages, sexes and conditions.
In every stage of these Oppressions We have Petitioned for
Redress in the most humble terms: Our repeated Petitions have
been answered only by repeated injury. A Prince whose character
is thus marked by every act which may define a Tyrant, is unfit to
be the ruler of a free people.
Nor have We been wanting in attentions to our Brittish brethren.
We have warned them from time to time of attempts by their
legislature to extend an unwarrantable jurisdiction over us. We
have reminded them of the circumstances of our emigration and
settlement here. We have appealed to their native justice and
magnanimity, and we have conjured them by the ties of our
common kindred to disavow these usurpations, which, would
inevitably interrupt our connections and correspondence. They
too have been deaf to the voice of justice and of consanguinity.
We must, therefore, acquiesce in the necessity, which denounces
our Separation, and hold them, as we hold the rest of mankind,
Enemies in War, in Peace Friends.
We, therefore, the Representatives of the united States of
America, in General Congress, Assembled, appealing to the
Supreme Judge of the world for the rectitude of our intentions, do,
in the Name, and by Authority of the good People of these
Colonies, solemnly publish and declare, That these United
Colonies are, and of Right ought to be Free and Independent
States; that they are Absolved from all Allegiance to the British
Crown, and that all political connection between them and the
State of Great Britain, is and ought to be totally dissolved; and
that as Free and Independent States, they have full Power to levy
War, conclude Peace, contract Alliances, establish Commerce,
and to do all other Acts and Things which Independent States may
of right do. And for the support of this Declaration, with a firm
reliance on the protection of divine Providence, we mutually
pledge to each other our Lives, our Fortunes and our sacred
Honor.

He has affected to render the Military independent of and superior
to the Civil power.

Your Logo
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The best way to use this sales/demonstration tool might
be to ask your customer or prospect if he/she is aware of
any “quality limitations” associated with quick/small
commercial printers. If the answer is no, you can explain
that there used to be such limitations, but that your stateof-the-art equipment provides a whole new level of fine
detail capability. Then show this sales/presentation tool
and demonstrate your fine detail quality.
If the answer is yes, you might say “Well, take a look at
this and tell me if you think those limitations still apply.”
In either case, your next question should be “Would this
level of fine detail add something to your printing?” If the
answer to that question is yes, you have identified a
situation where your fine detail capability provides you
with a real competitive advantage!
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information!
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Sales Reinforcement Tactics to
Empower Any Sales Force
Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh
euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad
minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut
aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla
facilisis at vero eros et accumsan et iusto odio dignissim qui blandit praesent
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem ipsum dolor
sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat volutpat.
Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis
nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero
eros et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit augue
duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.
Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl
ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero
eros et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril delenit augue
duis dolore te feugait nulla facilisi.
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NEWSLETTER

INSIDE THIS ISSUE
• Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam
• Llaoreet dolore magna aliquam erat
volutpat. Ut wisi enim ad minim
• Dolor in hendrerit in vulputate velit
esse molestie consequat, vel illum
dolore eu feugiat nulla facilisis at vero
• blandit praesent luptatum zzril delenit
augue duis dolore te feugait nulla

Twelve Great Tips Help Your Company to Expand
into New Markets

• Consectetuer adipiscing elit, sed diam
nonummy nibh euismod tincidunt ut
laoreet dolore magna aliquam erat

Duis autem vel eum iriure dolor in hendrerit in vulputate velit
esse molestie consequat, vel illum dolore eu feugiat nulla
facilisis at vero eros et accumsan et iusto odio dignissim qui
blandit praesent luptatum zzril delenit augue duis dolore te
feugait nulla facilisi. Nam liber tempor cum soluta nobis
eleifend option congue nihil imperdiet doming id quod mazim
placerat facer possim assum.

consequat. Duis autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat, vel illum dolore eu
feugiat nulla facilisis at vero eros et accumsan et iusto odio
dignissim qui blandit praesent luptatum zzril delenit augue duis
dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat volutpat.

• Ut wisi enim ad minim veniam, quis
nostrud exerci tation ullamcorper
suscipit lobortis nisl ut aliquip ex ea

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed
diam nonummy nibh euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip
ex ea commodo consequat. Duis autem vel eum iriure dolor in
hendrerit in vulputate velit esse molestie consequat, vel illum
dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto
odio dignissim qui blandit praesent luptatum zzril delenit augue
duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam nonummy nibh euismod
tincidunt ut laoreet dolore magna aliquam erat volutpat.

Ut wisi enim ad minim veniam, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo
consequat. Duis autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat, vel illum dolore eu
feugiat nulla facilisis at vero eros et accumsan et iusto odio

Ut wisi enim ad minim veniam, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo

Your Logo
Here

Your Logo
Here

Joe McDonald Appointed CEO of
InterTech Industies Corporation
orem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi
enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis
nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at
vero eros et accumsan et iusto odio dignissim qui blandit praesent luptatum zzril
delenit augue duis dolore te feugait nulla facilisi. Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet
dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud
exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat.

L

Duis autem vel eum iriure dolor in
hendrerit in vulputate velit esse molestie
consequat, vel illum dolore eu feugiat
nulla facilisis at vero eros et accumsan et
iusto odio dignissim qui blandit praesent
luptatum zzril delenit augue duis dolore te
feugait nulla facilisi. Nam liber tempor
cum soluta nobis eleifend option congue
nihil imperdiet doming id quod mazim
placerat facer possim assum.
Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed diam nonummy nibh
euismod tincidunt ut laoreet dolore magna
aliquam erat volutpat. Ut wisi enim ad
minim veniam, quis nostrud exerci tation
ullamcorper suscipit lobortis nisl ut
aliquip ex ea commodo consequat. Duis
autem vel eum iriure dolor in hendrerit in
vulputate velit esse molestie consequat,
vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio
dignissim qui blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla
facilisi. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy
nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat.
Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis
nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in hendrerit
in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at

NEWSLETTER DEMO
Newsletters are among the most desirable orders/projects
for most quick/digital/small commercial printers. They
represent consistent and recurring sales volume, and
experience has shown that handling a client’s newsletter
can go a long way toward “locking in” that customer’s
business.
This sales/presentation tool is simply a mock newsletter,
designed as a double-sided 11” x 17” document which
folds down to a 4-page 8?” x 11”—the most common
format for “small-to-medium-sized” company or
organization newsletters. It features “plain English”
headlines and “lorem ipsum” text to provide your
customers and prospects with an idea of how their
newsletter might look when produced on your
equipment.
The best way to use this tool might be to ask your
customer if his/her company or organization currently
produces a newsletter. If so, ask to see a copy of a recent
issue. If not, ask if a newsletter is something they have
produced in the past, or would like to produce in the
future. In either case, use this tool to demonstrate your
interest in their newsletter project, and your production
capabilities.
When printing this sales/presentation tool, you should
consider using a variety of premium grade papers—gloss,
colored or high fiber-content stock, for example—which
will make this mock newsletter stand out. You should also
consider producing it in black & white and spot color
versions, which will help you to address certain customers’
budgetary concerns. The message is: “Color or black &
white, we can handle it!”
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CUSTOM PRINTED

LABELS
IN ANY QUANITY.
This label was printed by (Company Name).

WE’RE THE

EXPERTS
AT FAST-TURN,

CUSTOM PRINTED

LABELS
IN ANY QUANITY.
This label was printed by (Company Name).

WE’RE THE

EXPERTS
AT FAST-TURN,

CUSTOM PRINTED

LABELS
IN ANY QUANITY.
This label was printed by (Company Name).

LABEL STOCK DEMO
The profit potential of short-run, custom label production
has come as a bit of a surprise to many quick/digital/small
commercial printshops. Don’t you be surprised! This
simple sales/presentation tool is meant to demonstrate
your label-printing capabilities. It’s designed to print on
standard, 8?” x 11” six-up laser-compatible label stock and
to show your customers and prospects just how easy it is
to produce custom labels in small—or large—quantities.
The best way to use this tool is to ask your customer or
prospect about label usage: “What type of labels are you
using for mailing or shipping purposes, or to go on the
products you sell?” Whenever you encounter a label
application in the right quality range for your small
format press(es) or copier(s)—typically anything that’s too
large a quantity to conveniently run on their laser or
inkjet printer—show this sales/presentation tool and “ask
for the order.”
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information!
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CONNECTED COLOR DEMO
This sales/presentation tool is directly related to your
“connected” color copier. It comes in two versions: letter
size (8?” x 11”) and tabloid size (11” x 17”). It’s an
“Important Contacts List,” which your customer or
prospect can use to jot down important phone and fax
numbers. When customized with your company name,
logo, and other contact information, it becomes an
inexpensive yet useful ad specialty which also doubles as a
sample of your digital color quality/capability.
The best way to use this tool is to ask your customers and
prospects a pretty straightforward question: “Do you ever
need to print relatively small quantities of full color
documents or marketing materials?” If they do, use this
connected color demo tool to describe your digital color
equipment and capabilities. If they don’t, introduce them
to the possibility of cost-effective VSR (very short run)
color printing/copying.

Sales & Marketing Tool Kit
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VARIABLE IMAGING
We live in the age of personalization
and customization. And nowhere is
that more important than in the
printed communications you use to
reach your audience. But up until
now, this sort of personalization and
customization has been little more
than a rumor at most area printshops.

W I N A VAC AT I O N TO

Hawaii

Ed Rosenthal
5154 Park Avenue
New York, NY 20031

Not any more! One-to-one marketing
has become a reality at (Company
Name)! We can provide you with
variable image printing, which means
that you can link information in your
database to the printed
communications you produce. Now
you can market your products and
services through customized printing
for an audience of one!
Post Cards. Brochures. Proposals.
Personalized letters. Very special offers.
The possibilities are endless. Talk to us
about putting variable image printing
to work for you!

W I N A VAC AT I O N TO

Jamaica

Jane Ulmer
20394 Redwood Place
Astoria, OR 51120

VARIABLE PRINTING
DEMO
Variable printing represents an important trend in both
consumer and business-to-business marketing. It’s very
likely that some of your customers and prospects are
involved in “1-to-1 Marketing” right now, or else they will
have interest in adding this strategy to their current
marketing mix. The ability to combine variable images
and text gives your customers and prospects the ability to
customize their marketing communications in order to
better reach their own customers and prospects.

W I N A VAC AT I O N TO

Cancun

MEXICO

John Doe
100 Main Street
Mayberry, NC 80005

Your Logo
Here

Obviously, you won’t be using this sales/presentation tool
if you don’t operate a digital printer of some sort.
Consider, though, that some variable printing projects are
so finely targeted (read that, so small in terms of quantity)
that a basic laser printer or connected color copier is a
suitable output device!
The best way to use this sales/presentation tool might be
to present it to your customer or prospect, and then ask:
“Are you involved in this sort of targeted marketing right
now?” If the answer is yes, ask to see the sort of marketing
materials this customer or prospect is currently using. If
the answer is no, ask: “Would it be valuable to you to be
able to do things like this?”
Please note that taking advantage of the variable imaging
opportunity will require you to become familiar with
database software. Ask your customers or prospects what
software they currently use to manage their database. We
won’t kid you, there’s a lot involved in becoming
successful at variable printing, but the effort to learn about
variable printing and add it to your product line can be
rewarded with orders that are hard to lose to the
competition and that command premium pricing.
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information, and
don’t forget that this 8?” x 14” sales/presentation tool also
functions as an example of your ability to produce legalsized documents!

Sales & Marketing Tool Kit
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300 DPI VS. 600 DPI
COMPARISON DEMO
This is a sales/presentation tool which is based on the idea
that a picture is worth a thousand words. By showing
“side-by-side” examples of 300 dpi printing and 600 (or
higher) dpi printing, you can show your customer or
prospect that there’s a clearly visible difference between
one “level” of quality and another. This may not be an
important difference when dealing with text-only
documents, but it becomes a very important selling point
when documents contain halftones and/or complex
graphics.
In order to get a true comparison, you should run Pages 1,
3 and 4 of this four-page document on your 600 (or
higher) dpi output device, and run Page 2 on a highquality 300 dpi laser printer. (If you don’t have a suitable
300 dpi laser printer at your printshop, you might be able
to “borrow” one from a friend, neighbor or customer.
From that point, the best was to use this tool might be to
say: “I know you’re probably familiar with the term dpi, or
dots per inch. That’s how laser printer resolution is
measured, and the higher the resolution, the better the
quality you’re going to get. You may never have seen an
actual side-by-side comparison of dpi resolution, though,
so I brought one to show you. Here’s 300 dpi, which is
the level of quality you’ll see from many—maybe even
most—printshops. And here’s 600 dpi, which is what we
get from our equipment. Given the choice, which would
you rather see on your documentation?” If he/she says 600
dpi (which you might reasonably expect!) you should say
“I can give you that choice!
This sales/presentation tool has applications for both
digital and “traditional” printing operations. One
possibility is the “traditional” customer who generates
“camera-ready” artwork on a 300 dpi laser printer. The
choice you are offering is to provide you with a digital file
instead, and you will generate the artwork (or go directto-plate!) at 600 dpi or higher.
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WHAT’S THE
DIFFERENCE?

.25 pt.
.5 pt.
1 pt.
2 pt.

Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.

Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.
Notice the ability to print even as small as 4 pt.

Halftones

THIS IS

300
DPI

20% Screen

40% Screen

60% Screen

For a purely digital printing situation—manuals, for
example—after completing the 300 dpi vs. 600 dpi
comparison, go back to Page 1 of this sales/presentation
tool and ask your customer or prospect to consider the
“old questions” and “new answers” listed there. Then go to
Page 4, which lists some of the common digital printing
applications and the benefits of digital printing to the
user, and then poses the question: “Do you want to see a
sample?” Use this as your lead-in to asking for a test file to
print.
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information!
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PROSPECTING LETTERS:
SERIES A
This series of five direct sales letters provides you with a
complete prospecting/customer development tool,
combining direct mail and telephone contact to secure
face-to-face appointments with qualified prospects. The
letters are meant to be sent out one each week until
“suspects” show themselves to be qualified prospects, or
until they are dropped from your contact list after failing
to respond to five letters and a minimum of four phone
calls.
Here’s some terminology that will help you to understand
how this tool should be used. Dave Fellman, the author of
these letters, teaches that there are three types of people on
the buying side of the printing salesperson’s universe:
suspects, prospects and customers. They are suspects, Fellman
says, when you think they might be prospects. They aren’t
prospects until you know that they are fully qualified
prospects. And they are not customers until they actually
start buying from you.
What determines a fully qualified prospect? Fellman says
that a company—or more correctly, the individual(s) who
do the purchasing—must meet three criteria in order to
be considered fully qualified. First, they must buy exactly
the kind of printing you want to sell. Second, they must
buy enough of it to make them worth your effort in
pursuing them. And third, they must show some interest
in buying from you.
These letters are designed be sent to suspects, and used as
the first and second stages of the qualifying process. The
best way to use this tool is to put some number of
suspects into your mailing/phoning process each week.
Using 10 “starts” per week as an example, at the beginning
of Week 1, you would send Letter A-1 to 10 suspects. At
the beginning of Week 2, you would send Letter A-2 to
those 10 suspects, and send Letter A-1 to 10 new suspects.
At the beginning of Week 3, you would send Letter A-3
to your first group of 10, Letter A-2 to your second group
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of 10, and Letter A-1 to a third group of 10 new suspects.
As you “ramp up” this program, you will ultimately get to
the point where you are mailing 50 letters each week
(minus whatever number respond to your letters and
phone calls) and making telephone calls to approximately
20 of those suspects.
Your suspects can come from any number of sources:
commercial mailing lists, service organization membership
lists (Rotary, Kiwanis, Chamber of Commerce, etc.),
networking or referrals, or even cold calling. Remember,
at this point in the process we’re only dealing with
suspects, and you should expect that most of these letters
will fall on “blind eyes” and “deaf ears.” Like any other
direct mail program aimed at suspects, you should expect a
relatively low “hit rate.” That’s OK, though, because it
takes relatively few fully qualified prospects to develop
enough customers to have a substantial impact on your
sales volume. The mistake that most printers and
salespeople make is having too few real prospects. They
start out with suspects—as you will—but they never
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“disqualify” the people and organizations who don’t meet
all three qualifying criteria and move on to more suspects.
They don’t have a plan to make new business happen, but
now you do!
Please take a look at all five letters before going any
further. You’ll see that Letter A-1 contains a call to action:
call me to set up an appointment! Don’t expect anyone to
respond to this first letter, though. Understand that it
comes completely out of the blue, and many people won’t
even read it. But that’s OK, because Letter A-2 repeats
and even amplifies the message, and repeats your call to
action. Experience has shown that you’ll get an occasional
call in response to letter A-2, but the majority of people
will not yet be convinced. But that’s OK too, because you
now have Letter A-3, which signals a change in the
process as you commit to calling the suspect, rather than
waiting for him/her to call you.
At this point in the process, you start making phone calls.
Let’s say that you send you letters out on Monday of each
week. (It’s a very good idea to develop that sort of
discipline in implementing a program like this!) After
sending Letter A-3 on Monday of Week 3, make your first
phone call to that suspect on Wednesday—leaving a
message if you don’t connect—and then call again on
Friday. If you still haven’t received a return phone call,
send Letter A-4 on the following Monday, and continue
your efforts to connect on the telephone with calls on
Wednesday and Friday of that week.
If you still haven’t heard back from any suspect after four
letters and four phone calls, it’s a fair assumption that
he/she is not interested. Remember, that’s the third level
of qualification; that they show some interest in buying
from you. With suspects like this, send Letter A-5—which
basically says “call me if anything changes in your interest
level”—and take this suspect off of you follow-up list.
The only exception to this policy of “five and out” would
be a company which you know meets the first two
qualifying criteria; they buy exactly what you want to sell,
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and they buy enough of it to make them worth your
while. With this sort of “borderline prospect,” the best
strategy would be to put them “on hold” for 3-4 months
and then call again. By that point, something might have
changed to make them more receptive to the idea of
meeting with you.
The most successful salespeople and marketers understand
that selling ultimately turns into a numbers game. They
don’t fixate on a small number of suspects and hope they
all turn into customers. It’s a far better strategy to reach
out to a large number of suspects and give them the
opportunity to show interest, then put your follow-up
efforts into building relationships with these qualified
prospects! That’s what this letter series can help you to do!

Owners manual.qxd

7/19/00

11:09 AM

Page 15

PROSPECTING LETTERS:
SERIES B
This series of five direct sales letters provides you with
another complete prospecting/customer development tool,
combining direct mail and telephone contact to establish
relationships with qualified prospects. As with Letter
Series A, these letters are meant to be sent out one each
week until “suspects” show themselves to be qualified
prospects, or until they are dropped from your contact list
after failing to respond to five letters and a minimum of
three phone calls.
This series of letters is considerably less aggressive that
Letter Series A. Instead of a program that focuses on a
return phone call, Letter Series B is structured as a series
of benefits letters, each stressing one of the benefits of
doing business with you. As you look through the letters,
you’ll see that each letter starts with a question: “If I could
save you money, would you be interested in buying from
me? If I could save you time...? If I could save you
aggravation...? If I could improve your printing…? If I
could pull you out of a jam…?”
As with Letter Series A, the best way to use this tool is to
put some number of suspects into your mailing/phoning
process each week. Using 10 “starts” per week as an
example, at the beginning of Week 1, you would send
Letter B-1 to 10 suspects. At the beginning of Week 2,
you would send Letter B-2 to those 10 suspects, and send
Letter B-1 to 10 new suspects. At the beginning of Week
3, you would send Letter B-3 to your first group of 10,
Letter B-2 to your second group of 10, and Letter B-1 to
a third group of 10 new suspects. As you “ramp up” this
program, you will ultimately get to the point where you
are mailing 50 letters each week (minus whatever number
respond to letters B1-B4) and making telephone calls to
approximately 10 of those suspects.
With this letter series, the telephone calls begin the week
after Letter B-5 has been sent. You might start those
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telephone conversations by saying “I’m the person who’s
been sending you all of those letters about our printing
company. First of all, I want to make sure that you
received them, and that I’ve been writing to the right
person. Next (assuming that the answer are “yes” and
“yes”) I’m wondering which of the benefits I mentioned
seemed to represent the greatest value to you?” If you get
connected to voice mail, these questions are still
appropriate. Ask them and then ask your suspect to call
you back!
As with Letter Series A, your suspects can come from any
number of sources: commercial mailing lists, service
organization membership lists (Rotary, Kiwanis, Chamber
of Commerce, etc.), networking or referrals, or even cold
calling. And as with Letter Series A, your best strategy to
reach out to a large number of suspects and give them the
opportunity to show interest, then put your follow-up
efforts into building relationships with those qualified
prospects!
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ACCOUNT PENETRATION/
REVITALIZATION LETTERS
This series of direct sales letters provides you with four
solid sales/promotional tools you can use to develop new
business with current customers, or to revitalize dormant
accounts. They are meant to be used as stand-alone
letters—not as parts of a multi-letter program like Letter
Series A & B.
Letter C-1 is a “what’s new” letter, meant to simply keep
your name in front of occasional customers. This letter
will probably require substantial customization, but the
provided text will show you what sort of things to write
about. Letter C-2 is intended for “traditional” printing
customers who have never bought much in the way of
digital printing and/or copying from you. (Please note
that it also promises a follow-up call!)
Letter C-3 starts out by saying that you’re writing
“because we haven’t heard from you in a while.” It asks if
that’s because there hasn’t been any need, or because there
has been some sort of a problem. Letter C-4 takes a
slightly different approach and asks if the reason you
haven’t heard from the customer for a while might have
been lack of attention on your part. Both of these letters
promise a follow-up telephone call, and that call is an
integral part of revitalizing a dormant account. You might
start those conversations out by saying “I wrote to last
week because we haven’t heard from you for a while. I
want to make sure that it’s not something that we did—or
didn’t do—that has kept you away. How are things going
with you, and what can you tell me about the
printing/copying situation?”
As just about every quick/digital/small commercial printer
has experienced, customers have a tendency to disappear
without much notice or even much noise. If you want
their business back, you have to reach out to them, and
sooner is much better than later! Keep track of the
ordering patterns of your customers, and when you
haven’t heard from them within a normal timeframe,
reach out to them and show your concern!

Sales & Marketing Tool Kit
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SITUATIONAL SALES
LETTERS
This series of direct sales letters provides you with five
more sales/promotional tools you can use to initiate
contact with potential new customers. As you look over
these letters, you’ll see that they are situational in nature.
There’s one for the situation where you learn the name of
a new printing buyer. Another covers the situation where
you learn that a local company is expanding. A third
addresses the situation where you learn that a local
business-person has been promoted. The fourth letter in
this series welcomes a new transfer to your area, and the
fifth letter congratulates its recipient on opening his/her
new business.
Your source list for these situational prospecting letters can
be the business section of your local newspaper, or any
other local/regional business publication. It can also be the
state or local agency that issues licenses to new businesses.
In addition, it’s always a good idea to keep your “ear to
the ground” in your community! By staying on top of
“changes” in the business community, you have the
opportunity to connect with new people before they form
relationships with your competitors. Most printers will
agree that it’s easier to develop a customer relationship
before everyone else knows they’re there!

Sales & Marketing Tool Kit
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CREDIT/COLLECTION
LETTERS
This series of letters addresses one of the most “ticklish” and
frustrating situations you’re likely to find in a printing
business…collecting all of the money that’s owed to you on a
timely basis without “turning off” an otherwise good customer
in the process. This series of credit/collection letters is written
with that specific goal in mind.
The foundation of an effective credit/collection strategy is to
establish your terms and expectations early in the relationship.
The first letter in this series is meant to accompany your credit
application. It expresses your appreciation for the decision to
do business with you, and clearly notes that the definition of a
good customer—for both you and your customer!—includes
paying the bills on time. The letter closes by saying “if you
have any problem with our terms and conditions, please let
me know now!”
For customers who still don’t adhere to your terms, a threepart series of “collection” letters starts with a gentle reminder,
followed by a stronger reminder in the second letter, and if
necessary, followed by the threat of legal action in Letter 3. As
you’ll see when you look at these letters, though, they’re all
written in non-confrontational language, with an eye toward
resolving the problem rather than exacerbating it. As the old
saying goes, there’s a right way and a wrong way to do
everything. This series of credit/collection letters represents the
right way to approach this troublesome situation. It doesn’t
burn any bridges, and in every case, it gives the customer an
opportunity to resolve the situation and stay in your good
graces.

Sales & Marketing Tool Kit
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“MINI-CATALOG” ORDER
GENERATING MAILER
Direct mail (or any other type or form of advertising) can
do three things for a printing company: it can project an
image or specific information; it can generate sales leads;
and if properly designed, it can actually generate orders.
Unfortunately, most direct mail used by
quick/digital/small commercial printers over the years has
been purely image/information-oriented. As a result, most
printers have had less-than-satisfactory experience with
direct mail.
This sales/promotional tool is intended to provide you a
much better experience! It’s an order-generating mailer,
designed as a “mini-catalog” of common business printing
products/services. And it meets what marketing experts
refer to as the two fundamental criteria for a successful
order-generating direct marketing campaign, telling
potential customers everything they need to know in
order to make a buying decision: in other words, what’s
for sale and how much it will cost. (This is the core
philosophy behind catalog—and more recently Internet—
marketing, both of which have demonstrated that you can
sell just about anything using “direct marketing”
techniques.)
It’s pretty easy for a printing company to describe “what’s
for sale” in general terms: letterhead, envelopes, business
forms, business cards, promotional printing, etc. Things
get more complex when you start to consider how to tell
people what their printing will cost via a direct mailer, but
this is not an insurmountable challenge. Yes, it’s true that
you’ll never be able to publish a “pricelist” that covers
100% of all potential printing/copying orders, but
experience has shown that it is possible to establish
“standard pricing” which will safely and profitably cover as
much as 80% of what you’re likely to sell.
The pricing equation for any print job has five key
variables: ink, paper, quantity, finishing and what sort of
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BROCHURES • CATALOGS • DESIGN •
TYPESETTING • BUSINESS FORMS •
PRICE LISTS • MENUS • LETTERHEAD
ENVELOPES • BUSINESS CARDS •
LABELS • NEWSLETTERS • COLOR
COPIES • HIGH-SPEED B/W COPIES •
1/2/3/4-COLOR PRINTING IN ANY
QUANTITY • COMPETITIVE PRICING

Your Logo
Here

PLACE
POSTAGE
HERE

Your Regional

PRINTING

LEADER

LEADER

Meeting Your
Business
Printing Needs

TWO COLOR
LETTERHEAD
AS LOW AS

$4995

Per 500
Letterhead
$

6995

When you
order 1000

Company Address Here

Your Regional

PRINTING

LEADER

ENVELOPES FOR ALL
YOUR MAILING NEEDS

Your Logo
Here
Company Address Here

artwork is provided. The strategy employed by this ordergenerating mailer is to cover some of those variables
through text explanation, and the others using a simple
pricing matrix. Using two-color promotional printing—
one of the featured products/services on this mailer—as an
example, ink, artwork, paper size and finishing are covered
by text explanation, and quantity and paper stock are
covered by a pricing matrix.
How can this be done so that it’s simple enough for a
customer or prospect to understand, and still specific
enough to ensure your profitability? The key is to
categorize whenever possible, and to calculate the prices
based on the “worst-case” (in other words: most
expensive) cost scenario. Using ink as an example, that
would be two custom-mixed PMS colors. By calculating
your prices based this “worst case” scenario, you can then
safely and profitably state in the text that the prices you
are advertising cover any two ink colors.
Using artwork as another example, the mailer states that
the advertised prices are based on camera-ready artwork or
a ready-to-print digital file from a full-featured graphics
program such as Quark Xpress or Adobe Pagemaker. Please
remember that this text reflects our suggestion for general
strategy. It may not represent your specific desires! You might
want to limit the artwork requirement to camera-ready copy,
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or you might prefer to specify PDF files. In any case, be sure to
make the requirements of your offer clear, and be sure to add
enough of a prepress component to your pricing to cover the work
you can expect to have to do.

willing to pay, but well within the pricing tolerances of others.
The best overall sales and marketing strategy is to offer your
products/services at prices that will be profitable for you, and
seek to attract people who are willing to pay those prices.

Considering paper stock, as you’ll see when you examine the file,
the mailer does not list specific paper stocks. Instead, it list three
categories of paper: Standard Grade, Premium Grade and Economy
Grade. While the specific brands in each category don’t need to be
listed in the mailer, you will need to establish a list of which
specific paper stocks fit into each category.

Advertising your normal prices also allows you to send this
mailer to both customers and prospects, without having to
worry about revenue loss occurring when regular customers
who are used to your normal prices place orders in response to
this mailer. Our recommendation is to send this mailer out on
a regular basis, perhaps every month to your complete
customer/prospect list. You might also want to use this mailer
in combination with some of the other tools in this Sales &
Marketing Tool Kit. For example, you might send Direct Mail
Postcard Series A to all of your prospects over a five-month
period, and send this order generating mailer to all of your
customers during the same timeframe. Over the next five
months, you might send Direct Mail Postcard Series B to all
of your customers, and this order-generating mailer to all of
your prospects.

Now, what if your customer only wants black and a “standard” ink
color such as Reflex Blue, or a “standard grade” paper stock that
actually costs less that some of the others? If that’s the case, you’ll
have the luxury of making a choice. One possibility would be to
reduce the price, thereby “sharing” your cost savings with your
customer. The other choice would be to write up the order at the
advertised price and make more profit! And while there are
arguments in favor of either strategy, our recommendation is to
make the latter choice and make more money. Consider this: The
order-generating mailer tells your customers and prospects what’s
for sale and what you will charge for it. With that in mind, it’s a
safe assumption that your customer or prospect has accepted your
advertised price as a good value. (The only exception to this
statement would be if your customer or prospect specifically asks
you if he/she can save money by using “standard” ink colors or a
particular paper stock. If that’s the case, you can say: “Yes, we
based our advertised pricing on the most costly scenario, since
that’s what we usually run into. But since what you want will
actually cost us less to produce, we’ll be happy to pass on some of
that cost savings.”
Please note that the time to discuss any more costly deviation from
your advertised specifications is at the point of first contact—or at
least at the point where you first see the customer’s purchase order
or artwork submission. “This is not quite what we advertised,” you
may have to say, “but we can do it. I will have to prepare a new
quote for this project, though. Do you want to see that before we
go any farther?)
Here is another question regarding pricing. Should you advertise
your “normal” prices on a mailer like this, or offer
reduced/discounted prices? Our recommendation is to use your
“normal” prices. The bottom line here is that no matter what
prices you advertise, they will be higher than what some people are
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IMPORTANT NOTE: Examine this file carefully. This tool
will require a great deal of customization. We have suggested
the theme of “Your Regional Printing Leader” (i.e. Your
Southside Chicago Printing Leader, Your Mid-State Printing
Leader, Your Tri-City Printing Leader, etc.) but you are
encouraged to adapt any “tag line” that you’ve already
established for your business. We have also prepared this tool
in both spot-color and 4-color formats. In either format,
please note that the top half of the back panel is a place to list
all of your shop’s capabilities.
Please also feel free to adjust quantities and specifications, and
to promote products/services other than the ones we have
suggested. Give this one a lot of thought, and we predict that
the time you invest on it will turn out to be time very well
spent!
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SALES LEAD GENERATING
MAILER
As noted earlier, direct mail (or any other type or form of
advertising) can do three things for a printing company: it can
project an image or specific information; it can generate sales
leads; and if properly designed, it can actually generate orders.
That last capability might seem to indicate that an ordergenerating direct mail program is all a printing company needs in
order to increase business, but that would be a mistaken
interpretation. Because while it’s been proven in the marketplace
that you can sell just about anything using direct marketing
techniques, it has also been proven that you can’t sell that way to
everyone. Some people simply require the influence and/or
assistance of a salesperson in order to make their printing/copying
purchasing decisions.

A Free Gift
from

COMPANY NAME HERE
your region’s

PRINTING

LEADER
FREE PERSONALIZED
MEMO PADS
A “getting to know you” gift from
the area’s top printer!
• Complete printing capabilities…
basic & complex projects
• Typesetting & design
• Color & high-speed copying
• Top Quality & FAST Service

THANK
YOU!
COMPANY NAME HERE
Please deliver my free personalized memo pads to:

The best way to use this tool is to limit your mailings to the
number of prospects which will produce a response that you’ll be
able to handle, both in terms of producing the imprinted note
pads and more importantly, in terms of following up on a timely
basis with these prospects who have shown some active interest in
you! We recommend an initial mailing level of 50 per week.
Then, as you gain more experience with this tool, you can
increase or decrease the number based on the level of response
you get.
The mailer design includes a BRC, or Business Response Card.
This response device solicits three elements of information: (1)

Sales & Marketing Tool Kit

Brochures

Pricelists

Business Cards

Stationery

Labels

Copy/Collating

Manuals

Business Forms

Fast Turnaround

Title

Please call me right away.
We have an immediate need for
top quality, fast-service printing.

Address

This is a tool which should only be sent out to prospects, so it’s
important to be able to segregate actual customers from prospects
on your mailing list. It’s also a tool that can create problems if it
is used indiscriminately. In other words, while the worst-case
scenario might be a lead-generating mailing without any
response, the next worst-case might be a mailing with too great a
response!

Typesetting

Full-color Printing
Name (just as you’d like your memo pads to read)

Company Name

This sales/promotional tool is intended to generate sales leads for
an outside salesperson—or for the owner of a quick/digital/small
commercial printing company—to follow up on. In effect, the
purpose of this mailer is to generate “invitations” for further
conversation from some of those people who won’t respond to
order-generating direct mail. In terms of strategy, it offers a “free
gift” in return for that invitation. The free gift is an “ad specialty”
item—imprinted note pads—which combines low cost and easeof-manufacture for a printing company with a high perceived
value at the recipient end.

OUR PRINTING NEEDS REGULARLY INCLUDE:

City

State

Phone

E-mail

ZIP

Company Name Here

basic contact data (including the respondent’s name and title, just
the way he/she would like that information to appear on the free
imprinted note pads; (2) checkboxes to identify typical printing
needs; and (3) another checkbox to indicate an immediate need
for printing or copying services.
On receipt of one of these BRC’s, the first thing you (or your
salesperson) should do is to call the prospect and acknowledge
receipt of the response, and use that conversation to attempt to
set up an appointment. “I have the card you sent back to us,”
you might say, “and I’m going to place the order for your free
imprinted note pads right away. It will only take us a day or so to
print them, and then I’d like to deliver them personally, and
spend a few minutes learning more about your printing/copying
needs. How does your schedule look for (whatever day/time you
would like to set this appointment for)?”
As with the “Mini-Catalog” Order Generating Mailer, we have
suggested the theme of “Your Regional Printing Leader” (i.e. Your
Southside Chicago Printing Leader, Your Mid-State Printing
Leader, Your Tri-City Printing Leader, etc.) but you are
encouraged to adapt any “tag line” that you’ve already established
for your business. We have also prepared this tool in both spotcolor and 4-color formats. In either format, please note that there
are numerous places in which this mailer must be personalized,
including the middle panel on the “outer” face of the mailer
which contains space intended for a map, showing the location of
your shop.
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DIRECT MAIL POSTCARD
SERIES A
Direct mail has proven to be a highly effective marketing
strategy for many quick/digital/small commercial printers,
and postcards are rapidly becoming the “media of choice”
for many direct mail programs. The benefits of post card
mailings include high impact and relatively low cost.
This postcard series is designed as a four-card series—to
be sent out to prospects rather than current customers—
with a fifth card as an optional extension of the program.
(You’ll find a postcard series for your current customers
following this one.)
As you’ll see, each of the first four cards stresses a
particular buyer concern in the headline: Are you looking
for quality from your printer? (Postcard #1) Are you
looking for service from your printer? (Postcard #2) Are
you looking for competitive pricing from your printer?
(Postcard #3) Are you looking for added value from your
printer? (Postcard #4) Each card goes on to explain how
you can address each particular concern, and encourages
your prospect not to settle for second best!
Postcard #5 is meant to be an optional extension of this
program. As you’ll see, it’s headline asks “Which part of
quality, service and competitive pricing did you not
understand?” We recognize that this headline may be a bit
too aggressive for your taste, and if that’s the case, don’t
use it!
Before you make that decision, though, please consider
the strategic thinking behind Postcard #5. At the point
where you would send it, you would have already sent the
first four postcards and not received a response! In theory,
you have little to lose and everything to gain by applying
some “shock value” to get the prospect’s attention.
Remember, the first challenge any direct mailer faces is to
get the attention of the reader! Please also note that the
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text of this post card explains your strategy. “Please forgive
the headline,” it says. “We’re only trying to get you
attention!”
Your next key decision in employing this
sales/promotional tool is the frequency of your mailings.
At a maximum, the four (or five) postcards should be sent
out at one-month intervals. You should also consider a
shorter interval, though, perhaps two weeks. The benefit
of a shorter interval is an increase in impact. If you’re
unsure which strategy will work best for you, why not test
both intervals? Select 200 contacts from your mailing list
and mail to them at one-month intervals and select
another 200 and mail to them at two-week intervals.
Track the results you get, and if one interval gives you
better results, use that interval for the balance of your
mailing list.
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information.
(You’ll note that we have prepared the artwork as a “1-up”
file. You may want to set it up as a 2-up or 4-up for most
efficient printing.) Please also consider that these postcard
mailings serve as samples of the quality of your work—
and can also demonstrate your variable printing
capabilities!
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DIRECT MAIL POSTCARD
SERIES B
As promised, here is a direct mail postcard series designed
to be mailed to your current customers. It’s purpose is to
gain more business from those customers, and as you’ll
see, it integrates two more tools from your Sales &
Marketing Tool Kit in a coordinated marketing plan.
The first two cards in this series introduce the theme of a
“greedy” printer—making it clear to your customer that
you want more of his/her business! The third card poses a
question—Can We Put You On Our Calendar?—and offers
your customer a free Printing Planning Calendar (a
sales/organizational tool which you will also find in this
Took Kit.) The fourth card encourages your customers to
call you about any printing/copying project, even if they’re
not sure you’re the right kind of printer for the job. The
fifth card asks another question—Can We Send You A
“Magic” Envelope?—and offers your customer a free
evaluation of his/her printing needs. (The “Magic”
Envelope is another sales/promotional tool you will find
in this Tool Kit.)
As with Direct Mail Postcard Series A, you must consider
the frequency of your mailings. At a maximum, the five
postcards should be sent out at one-month intervals, but
you should also consider a shorter interval, perhaps two
weeks. As noted earlier, the benefit of a shorter interval is
an increase in impact, and if you’re unsure which strategy
will work best for you, you can test both by selecting, say,
50 contacts from your customer list and mailing to them
at one-month intervals and selecting another 50 and
mailing to them at two-week intervals. Track the results
you get, and if one interval gives you better results, use
that interval for the balance of your customer list.

Sales & Marketing Tool Kit

Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information. (As
with Direct Mail Postcard Series A, you’ll note that we
have prepared the artwork as a “1-up” file. You may want
to set it up as a 2-up or 4-up for most efficient printing.)
And again, please remember that these postcard mailings
serve as samples of the quality of your work—and can also
demonstrate your variable printing capabilities!
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DIRECT MAIL POSTCARD
SERIES C

We specialize in
Stationery
123
Bulla Allen
, NC St.
0000
0

Forw
ard
Inc
.

Inc.
Forward

St.
235-1235
123 Allen 00000 • 555NC
Bulla,

1

FIRST Inc.

.
Inc
.
rd St 000
Barna 00
123 en, NC
Ness

ST
FIR

123 Barnard
Street
Nessen, NC 00000 St.
• 555-235-1235

1

This is a series of six direct mail postcards built on the
theme of “We Specialize In…” It’s meant to be mailed to
both customers and prospects, and it’s intended to meet
the ongoing need to “keep your name in front of”
customers and prospects with general information.

Red One

Red One

123 Ogelthorpe St.
Arken, NC 00000

123 Ogel
thorpe
St. • Arke
n,

NC 0000
0

The best way to use this sales/promotional tool might be
as a follow-up to either Direct Mail Postcard Series A (sent
only to prospects) or Series B (sent only to customers).
After completing those four or five-card mailing
programs—each of which carries out a more aggressive
business-building theme—you can maintain “front-ofmind awareness” with your customers and/or prospects
using Series C. We recommend mailing one card each
month on a rotating basis, and while we would not
recommend repeating Series A or B until at least one year
has gone by, the general nature of the cards in Series C
will allow you to rotate them indefinitely.
Series C can also be used on its own as your primary
direct mail program, of course, as opposed to using it as a
follow up to Series A and/or B.
Again, don’t forget to personalize this sales/presentation
tool with your company name, logo, and contact
information. (As with Direct Mail Postcard Series A and
B, you’ll note that we have prepared the artwork as a “1up” file. You may want to set it up as a 2-up or 4-up for
most efficient printing.) And again, please remember that
these postcard mailings serve as samples of the quality of
your work—and can also demonstrate your variable
printing capabilities!

Sales & Marketing Tool Kit
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COUPON BOOKLET
Coupons have proven to be very effective sales & marketing
tools for many businesses, but it’s probably most accurate to
say that quick/digital/small commercial printers have had
mixed results with coupon strategy. On one hand, many
printers report that the coupons they send out are simply
never redeemed. On the other hand, many printers who do
see their coupons redeemed report that all they really
accomplish is to bring back the same low-value customers.
The key to an effective coupon strategy is to demonstrate a
broad range of value to recipients…your customers and
prospects! The best way to accomplish this is to offer them a
broad range of money saving opportunities tied directly to
your best interests…increased sales volume and profitability!
The thinking behind this sales/promotional tool starts with
getting their attention! As the front cover notes, there is a
coupon inside worth up to $1000, along with other money
saving opportunities from a printer who will also save them
time and aggravation. That should be a pretty attractive
proposition to most printing buyers!
The $1000 coupon (Coupon #6)is analogous to a “frequent
flyer” program. As the coupon states, it can be used to
establish a free “credit balance” worth up to $1000. With
every order placed during the next 6 months, you will credit
10% of the invoice amount to that credit balance, effectively
providing your customer with a 10% discount. In order to
maximize his/her savings, the customer must bring you more
orders, providing an incentive to at least talk to you about
orders that would otherwise have gone to another printer.
The other five coupons in this booklet address other
product/service opportunities. Coupon #1 offers $10 toward
any printing or copying purchase with no restrictions. This is
meant purely as an incentive to bring people in your door.
Coupons #2 and #3 are product-specific; $20 toward the
purchase of letterhead, envelopes or business cards and $50
toward the printing of a newsletter. (Coupon #3 specifies a
minimum order of $250.) Coupon #4 invites your customers
or prospects to add a “standard” color to their printing for
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MONEY SAVING COUPONS
from a printer who also saves you time & aggravation

1,000

$

There’s a Coupon Inside
Worth Up To $1000!

YOUR LOGO
HERE

only $1 more. Coupon #5 takes a slightly different approach
to bringing people in your door; it’s a coupon which is good
for a free shop tour. (That may not seem to carry the same
value as a reduction in cost, but you can also look at this
coupon as an invitation to come in and look around your
shop!)
This is another file that you should examine very carefully to
make sure that you understand and are happy with both the
value of each coupon and the restrictions—or lack of
restrictions—specified. Please also note that there are things
that must be customized on each coupon, ranging from
adding your company name, logo, contact information and a
listing of your products/service/capabilities (back cover) to
adjusting the values and prices specified. (You’ll note that we
have prepared the artwork as a “1-up” file. You may want to
set it up as a 3-up for most efficient printing.)
Your final decision in implementing this sales/promotional
tool concerns who will receive it. As a general statement, you
probably don’t want to give or send this coupon book to
your best customers. All you’d be doing in that case is
reducing your revenues. Many printers would say that you’d
be thanking them for their business, but remember, you can
also accomplish that purpose by simply remembering to say
“Thank You” on a regular basis, and continuing to provide
the level of quality and service that has made them satisfied
customers in the first place. The real value of this
sales/promotional tool is to give prospects an incentive to
become customers, and to give “undersold” customers an
incentive to buy more from you.
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FREE UPGRADE

YOU’VE BEEN
UPGRADED!
PREMIUM
PAPER
As a way of saying thanks for your order, we
took the liberty of providing you a free sample
upgrade of your project by printing a few extra
sheets on one of our specialty papers.
The look, feel and color of the paper you
choose can make a big difference in how your
document appears. That’s why we offer
hundreds of paper choices for you to choose
from. One of them will be just right for your
next project.
Ask any of our sales/customer service
representatives to show you our collection
of swatchbooks where you’ll find inspiration for
some great-looking documents!

FREE UPGRADE CARD
(PREMIUM PAPER)
Here’s another simple yet effective sales tool which is
based on the idea that a picture is worth a thousand
words. In this case, the “picture” shows what a particular
print job would look like if run on a higher grade of
paper. Whenever your customer specifies a basic paper
grade, you have the opportunity to plant the seeds of a
future “upsell” by running a few copies on one or more
premium grades. Your incremental cost is very low, but
the impact can be very high!
As an example, if a customer orders a job printed on 20#
white bond, add few sheets of one or more upgraded
papers (heavier stock, colored stock, or textured paper) to
the print run. Please note that even if your customer
doesn’t choose to upgrade, you have shown an interest in
his/her project, and that’s something will likely be
appreciated and remembered. Anything that represents a
more consultative relationship between you and your
customer is a positive!.
Attach the upgraded samples to a Free Upgrade Card, and
it will tell your story. The cards are designed to be printed
two-up on 8? “ x 11” stock and trimmed to 5?” x 8?”

Sales & Marketing Tool Kit
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FREE UPGRADE

YOU’VE BEEN
UPGRADED!
RECYCLED PAPER
UPGRADE
As a way of saying thanks for your order, we took
the liberty of providing you a free sample upgrade
of your project by printing a few extra sheets on
one of our great looking recycled papers.
In addition to its improved appearance, recycled
papers are an environmentally responsible choice
for many printing projects.
We have dozens of such papers from which you
can choose, so ask to see some of our recycled
paper swatchbooks, and think about using one of
these fine papers for your next project.
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FREE UPGRADE CARD
(RECYCLED PAPER)
This is a variation on the theme of “planting seeds” and
showing options. In this case, the upsell/option concerns
the socially responsible choice of using recycled paper. In
years past, there has been a certain stigma attached to the
use of recycled grades; they didn’t have the same look and
feel of “virgin fiber” stock.
All that has changed with the introduction of new
recycled products. There are numerous recycled grades
that are virtually indistinguishable from “virgin fiber”
stock. Sometimes all it takes is for your customer to see
them!
This is another sales/marketing opportunity in which your
incremental cost is very low, but the impact can be very
high!

Owners manual.qxd

7/19/00

11:11 AM

Page 28

CUSTOMER SATISFACTION
SURVEY
As noted in the instructions for the Account
Penetration/Revitalization Letters which are part of your
Sales & Marketing Tool Kit, most quick/digital/small
commercial printers have experienced the loss of
small/occasional customers who managed to disappear
without much notice or even much noise. And while a
letter sent out a month or more after your last contact
might help you to revitalize an account, there’s no
question that you’re better off if you shorten the interval
between contacts, and especially if you learn about any
problems immediately after they occur.
This sales/promotional tool addresses both of those
requirements, By reaching out to thank your
small/occasional customer after each job—and by asking
for their opinion on your performance—you are engaging
in a solid program of “preventative maintenance.”
It’s important to note, though, that this is not a tool you
should be using with your regular customers (with
“regular” defined as order frequency greater than one
order each month.) Consider this: you should be talking
to your regular customers, following up on the telephone
or in person after every order! A “comment card” or
customer satisfaction survey is effective, but it’s
impersonal—at least when compared to regular telephone
or face-to-face contact. With your small/occasional
customers, you are wise to accept that limitation in the
interest of time. With your regular customers, though,
you want to keep things as personal as you can!
This tool is designed as a two-sided, two way “self-mailer.”
It’s meant to be sent out a few days after you make
delivery, perhaps including one sample of the job folded
inside. Another option would be to place one survey
inside the #1 Box on any job you’re delivering. How
should you decide which strategy to use? If the job is
being delivered directly to the person who ordered it,
packing the survey with the delivery might be an
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W

e view our customers as partners in our enterprise. Our goal to
provide the very best in printed products and services means that we
need to hear from you, our valued customers. Please take a few minutes to
let us know how we are doing by filling out the survey below. It will help us
to serve you better in the future.

Your Logo Here

PLEASE TAKE A FEW MINUTES TO COMPLETE THE FOLLOWING SURVEY QUESTIONS.

1. How would you rate the quality of the printing
you received today?

Great

Good

Average

Fair

Poor

2. How would you rate the timeliness with which
your order was completed?

Great

Good

Average

Fair

Poor

3. How knowledgeable did our people seem to
be in handling your order?

Great

Good

Average

Fair

Poor

4. How well did we communicate with you regarding
the status of your order?

Great

Good

Average

Fair

Poor

5. What can we do to improve our service?

6. What new services would you like to see us
offer in the future?

7. Other comments

THANK YOU FOR YOUR TIME…AND FOR YOUR BUSINESS!

appropriate strategy. If the job is being delivered
somewhere else, it might be a better idea to mail the
survey and sample to the person who gave you the order.
Please note that the file as provided has two “place postage
here” areas, one for outgoing postage and one for the
return. (Don’t forget to print your return address
information in the designated space!) It’s generally
accepted that you have a better chance of getting a reply if
you eliminate any cost to the customer, either by preprinting a return mail indicia or by affixing a stamp. Some
printers have also employed the strategy of offering an
additional incentive—a “free gift” or a discount on a
future job—as a means of increasing response. We do not
generally recommend the discount strategy, but a “free
gift” may be appropriate. You might consider using the
Coupon Book found in this Sales & Marketing Tool Kit
as your incentive!
Don’t forget to personalize this sales/presentation tool with
your company name, logo, and contact information, and
please don’t forget to respond immediately to any
problems this survey tool identifies, or to any constructive
suggestions your customers might offer!

Owners manual.qxd

7/19/00

11:12 AM

Page 29

THE “MAGIC” ENVELOPE
The definition of “quick” printing has changed dramatically over
the years, but it’s an unfortunate fact that many print buyers have
not kept up with the understanding of what a progressive
quick/digital/small commercial printshop like yours is capable of
handling. And while it’s certainly true that many printers and
printing salespeople have been successful at “educating” their
customers, it’s also true that the best printing salespeople never
assume that their customers and prospects really “get it.”
This sales/promotional tool takes a distinctive approach to the
challenge of “educating” a printing buyer and capturing more of
his/her work. Rather than telling them what you’re capable of
handling, this tool helps you to ask them about the breadth of
their printing/copying needs. The basic idea is to ask them to
gather up samples of everything they buy from any sort of printing
or copying supplier. That, of course, would include letterhead,
envelopes, newsletters, business forms, brochures, manuals,
business cards, color copies…any sort of printing or copying that
they use in the operation of their business/organization. Once you
see the breadth of their printing/copying needs, you’ll have a
much better understanding of their overall business potential, and
you’ll know specifically which of their needs are a good match for
your capabilities.
The best way to use this tool is to print the provided set of
instructions for your customer or prospect, either directly on an
envelope of sufficient size to hold a variety of samples, or on a
label which can then be applied to such an envelope. We
recommend using a large Tyvek envelope, to be sure that your
“Magic” Envelopes don’t fall apart under the best-case scenario—
when a customer or prospect gives you lots of samples to look
at—and since Tyvek is not especially easy to print on, we
recommend using the label approach.
Now, please consider your purpose in getting a look at the breadth
of your customer or prospect’s printing/copying needs. As many
printers who have used this tool have found, the typical “Magic”
Envelope comes back containing up to three categories of printed
materials. The first category will be things you actually printed.
(This, of course, only applies when you are using the “Magic”
Envelope with a current customer.) When this happens, be sure to
thank the customer for giving you that business! The second
category will be things you are not capable of—or interested in—
producing. (It’s not our intention to tell you what sort of printing
and/or copying fits your niche, but it has been pretty well
established that it’s bad strategy to try to be “all things to all
people” in the printing business. When you find things that don’t
fit your niche, don’t be ashamed to say: “This is not the sort of
printing/copying we specialize in.”)
The third category of printed materials you might expect to find
in these envelopes will be things that are well-suited to your
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The “Magic” Envelope
We call this a magic envelope because it will almost certainly make some of your printing cost—and
aggravation—disappear! All you have to do is put samples of your printing inside it, and then we’ll
make the magic happen!
Please gather up samples of everything you buy from any sort of printing or copying supplier. That
includes letterhead, newsletters, envelopes, business forms, brochures, manuals, business cards, color
copies…any sort of printing or copying that you use in the operation of your business. Place all of
those samples in this envelope and then call us at XXX-XXX-XXXX. We’ll make arrangements to
pick it up, and then we’ll bring it back to our shop for evaluation.
We’ll be looking for projects that match our capabilities, because as
most long-time printing buyers have learned, the secret to reducing
printing cost—and aggravation—is to deal with a printer who has
exactly the right tool for the job!
The “Magic” Envelope involves no cost or obligation. It’s simply a
chance to make sure that you’re dealing with the right supplier for
each of your print and copy jobs!

Your logo
and
contact info here.

capabilities, but were produced by another printshop or
copyshop. These are the real objectives of the “Magic” Envelope
strategy, and whenever you encounter one, your mission is to
make it clear to your customer or prospect that you are capable
of—and interested in—producing that product for him/her the
next time around. “Were you aware,” you might ask, “that we
have exactly the right piece of equipment for producing work
like this? Is there anything that would keep you from
considering us the next time something like this comes
around?”
Please note that the “Magic” Envelope is not simply a tool to
help you to find things to quote on. It’s really about finding
more product/service opportunities to talk about! Yes, you’ll
almost certainly have to quote each job before you actually
receive an order, but please remember that you have a lot more
to sell than simply the lowest price. As the customer/prospect
instructions for the “Magic” Envelope say, you are offering a
free evaluation of the customer or prospect’s printing/copying
needs, and you are looking for projects for which you have “the
right tool for the job”—which should translate into a
competitive price if not an outright price advantage. Ultimately,
though, you stand to get orders at higher prices than your
competitors charge, as long as you have established the added
value of a relationship with you and your company.
In terms of your “cooperation expectations,” please understand
that you’re unlikely to find all of your customers and prospects
willing to take the time to deal with the “Magic” Envelope.
Experience has shown that 20-30% cooperation is a more
reasonable expectation.
Please also note that this sales/promotional tool has inside sales,
outside sales and direct mail applications. It can be handed out
“over the counter” to walk-in customers, hand-carried on sales
calls by outside salespeople, or “requested” through the mail (see
Direct Mail Postcard Series B.)
Don’t forget to personalize this sales/promotional tool with your
company name, logo, and contact information!
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CUSTOMER/PROSPECT
ORGANIZATIONAL
CHARTING FORM
There are two things to look at in maximizing the
opportunity of capturing more business from your
current customers…one is people and the other is
products. This sales/organizational tool addresses the
people side of the equation. The basic idea here is that
more than one person is likely to be involved in buying
printing/copying at any company or organization,
because more than one business function has
printing/copying needs.
Consider this…every business or organization is
involved in at least three core business functions:
production (creating a product or service), marketing
(transferring that product or service into the hands of a
user in exchange for money) and administration
(keeping track of the entire process.) To these three core
functions, we can add several more key “subfunctions”—for example, purchasing and operations
within the production function; sales and product
management within the marketing function; and
human resources and accounting within the
administration function. Each of these functions is
likely to have some printing/copying needs, and
experience has shown that in all but the smallest
companies and organizations, more than one person is
likely to be involved in buying this printing and/or
copying.
That’s not to say that each function has it’s own
printing buyer(s), there may very well be some overlap.
But the challenge for a printing salesperson is to make
sure that he/she knows all of the players within each
customer organization. Think of it this way, if you
don’t know all of the players, you’re bound to be
missing out on opportunities!
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The Customer/Prospect Organizational Charting Form
is a tool which will help salespeople to develop a “big
picture” understanding of sales opportunities relating to
multiple printing/copying buyers within existing
customers. (Hopefully, you will also realize that this
tool has value with prospects too!)
Here’s how to use this tool. Start with your Top 10
customers, and write the name of each company or
organization on its own copy of the form. Then simply
“fill in the blanks”—asking your current contact(s) for
assistance in identifying the key players in whatever
business functions they are not responsible for.
Remember, any individual may wear more than one
“hat” in his/her company or organization—Mr./Ms.
Big and/or one of the “key assistants” might very well
also be the decision-maker in one or more business
functions—but as a salesperson, you can’t afford to
assume that you have all of the bases covered. Put at
least one name in every box, and you’ll have gone a
long way toward ensuring that you’re not missing any
opportunities!
Once you’ve completed charting your Top 10
customers, start on the next ten, and then the next ten,
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and so on. And don’t forget that this tool has value
with prospects too.
The Customer/Prospect Organizational Charting Form
also features a listing of some of the most common
printing/copying “products” used in each business
function. This is to help you home in on specific
opportunities. Don’t just ask a decision-maker if he/she
has any printing or copying needs, ask direct questions
about specific products or services! “Tell me about how
you communicate with your employees,” you might ask
the human resources decision-maker. “Do you put out
an employee newsletter, or an employee handbook or a
manual?” If the answer is yes, the next step is to learn
more about the specifics of those projects and
(hopefully) talk about how well they match your
capabilities.
NOTE: The six business functions listed on the
Customer/Prospect Organizational Charting Form are
largely self-explanatory, with the possible exception of
“product management.” It might help you to think of
this as the “marketing” department, responsible for
such things as advertising, public relations, the
development of all sales promotional literature, etc. In
large companies with sophisticated marketing
functions, the people who make such decisions are
often called “product managers.” In smaller companies,
a single individual might be responsible for the printing
needs of both the sales and product management
functions, but don’t assume that! In many companies or
organizations, “sales” and “marketing” are two different
animals. The most important consideration for you as a
salesperson is that both of these “animals” are likely to
have printing/copying needs!
Please also remember that the purchasing function may
or may not be responsible for the purchase of printing
and copying. The “gatekeeper” may tell you that you
have to go through purchasing, but the truth may be
that some other printing salesperson is getting a lot of
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orders directly from individuals responsible for other
functions! Please also consider this…if you’re not
getting anywhere with a purchasing agent, you
probably have nothing to lose by approaching the
people directly responsible for other business functions.
And it has been proven in the marketplace that the
closer you can get to the “originators” of any
printing/copying, the more likely you are to succeed at
building the kind of relationship that’s based on value
(as opposed to price!)
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PRODUCT OPPORTUNITY
IDENTIFICATION FORM
As previously noted, there are two things to look at in
maximizing the opportunity of capturing more business
from your current customers…one is people and the other
is products. This sales/organizational tool addresses the
product side of the equation. The basic idea here is that
most companies and organizations will have at least some
need for each (or at least most) of the basic printed
products. Therefore, if they’re not buying these products
from you, they must be buying them from someone else,
and if that’s happening, you are missing out on
opportunity!
There is no such thing as a “standard” list of products in
the printing industry. Your company’s specific “product
line” is determined by equipment, capabilities and
attitude. Face it, there are probably certain things that
you’re good at, and certain things you’re not so good at;
things you make solid profits on, and others that are
marginal; orders you want and orders you just plain don’t
want!
The first step in utilizing this tool is to identify your
“product line” and list the key product categories at the
top of each column of check boxes. Again, we can’t tell
you what your “product line” looks like, but it will
probably include some of the following categories:
Stationery (letterhead, envelopes and business cards)
Specialized Envelopes
Forms
PMS Promotional Printing
4/C Process Promotional Printing
Newsletters
Manuals
Booklets
Color Copies
B/W Copies
Digital B/W Applications
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Digital Color Applications
Design
Mailing Services
After identifying the key product categories of your
“product line,” list your Top 12 customers in the spaces
on the left side of the form. Then check off the boxes
representing the categories that each individual customer
is currently buying from you. (You may be able to do this
from memory, but it may also be helpful to look through
actual history…say, a year or two of invoices and/or
computerized records.) Once you have completed the
evaluation of your Top 12 customers, go on to the next
twelve, and then the next twelve, and so on.
Remember, your opportunity here is not what they’re
buying from you now, it’s what they might be buying
from someone else. The checked boxes indicate
opportunities that you’re already capitalizing on; the blank
boxes identify possible growth opportunities!
Now you will be positioned to ask your current customers
about specific opportunities. “In looking through our
history together,” you might say, “I came to realize that
you’ve bought a fair amount of letterhead, envelopes,
business cards and business forms from us, but you’ve
never bought anything in the way of promotional
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printing. What sort of brochures, flyers, or mailers do you
use to put your products and services in front of your
customers?” Here are some other product-specific
questions you might consider:
Stationery: “My experience is that just about every
company/organization uses letterhead, envelopes,
business cards and things like that. You’ve never
ordered any of that type of printing from us…where
do you buy it? Were you aware that that’s another
kind of printing we specialize in? How many people
are there in the company/organization who have their
own business cards? How often do you order
someone’s card? Do you ever notice differences
between the cards from order to order…in color,
typestyle, or quality? When do you expect to have to
order business cards again? Do you use more than one
style of envelope? When do you expect to have to
order letterhead or envelopes again?”
Forms: “How many different business forms do you
use in the business? Are they continuous forms for
computers or handwritten or typewritten forms? Do
you have forms that you order in pads? Did you know
that we print a lot of carbonless and single-part forms
for our customers? When do you expect to have to
order any of these forms again?”
Promotional Printing: “What do you have in the way
of marketing materials? Are there pieces that are 8? x
11 or 11 x 17, printed in two or three colors? (Or in
full color/four color process?) Would you call these
things flyers or brochures…pricelists…newsletters?
What quantity of these pieces do you normally order?
Were you aware that this kind of printing is right up
our alley? Can I take a look at some of your
marketing materials?”
Digital Applications: “Do you have any specific
printing or copying needs where it would be an

Sales & Marketing Tool Kit

advantage to order smaller quantities…things that
change often, for example, where you find yourself
throwing away printed materials—or else using
materials that are out of date—because you bought a
larger quantity than you ended up needing because of
the ‘price breaks?’ Would you be willing to pay a little
more for each individual item you really needed, if
that saved you from paying a lot of money for things
that you were going to throw away, or that really
didn’t help you because they were out of date? Do you
have any specific printing or copying needs where
turnaround time is absolutely the most important
thing, and you don’t have the time it takes for a
printer to go through all the production steps in
traditional offset printing?”
Copying: “I’m sure you have copiers in your
office(s)…would you call them convenience copiers
or high production machines? Do you have a color
copier? Do you ever have copying projects that your
machines can’t handle, either because of color or
because they’re just too slow? Do you ever go out to
someone like Kinko’s or Office Depot or Office Max
to get copying done?”
Mailing: “How much of what you print ends up
going into the mail? Does someone spend a lot of
time stuffing envelopes and running them through
the postage meter? Do you send all of your mail out
first class, or are there things you do in which you
take advantage of bulk mail rates? Do you find the
bulk mail rules confusing? Did you know that we
offer mailing services, and we know how to make sure
that you always pay the least possible postage? Would
you like to talk about this in more detail?”
Other: “As I look at our business, we have a few main
product lines. We print a lot of stationery—like
letterhead, envelopes and business cards—a lot of
forms, marketing materials, we do a lot of copywork
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for our customers, and quite a bit of mailing for
them. There are also things which don’t seem to fit
perfectly into any of those categories, so I just think
of them as “other.” What else do you print that might
fall into that “other” category? Do you use any labels
in your business/organization? Pocket folders?
Specialty items of any sort?”
In the printing business—as in most businesses—you only
have two ways to grow. One way is to gain new
customers. The other way is to sell more to the customers
you already have. Most printers would agree that of those
two possibilities, it’s probably going to be easier to realize
growth from current customers.
Your choice is to hope it happens or to make it happen,
and the best way to make it happen is to be proactive.
Don’t wait for them to ask you if you’re interested
in/capable of handling something other than what they’re
already buying from you. Go out and ask them about
printing/copying needs that they could be/should be
talking to you about. This is a big part of the difference
between selling and order-taking!

Sales & Marketing Tool Kit

Owners manual.qxd

7/19/00

11:12 AM

Page 35

A 35 DAY PLAN TO
(RE)BUILD MOMENTUM
It’s an absolute fact that salespeople will find their way
onto plateaus, or into comfort zones. Sales management
experts will tell you that there is really no way to keep this
from happening. It is possible, though, to move a
salesperson off of a plateau, or out of a comfort zone. The
key is a combination of motivation, planning and “action
management”—with a little “sales management wisdom”
thrown in.
The “wisdom” part is your starting point…the recognition
that you can’t simply flip a switch and get your salesperson
(back to) operating in high gear. Success in selling is very
much a matter of momentum, and if your salesperson is
stalled on a plateau or in a comfort zone, the sales
management solution is to build—or rebuild—some
momentum. You do that by establishing a reasonable
timeframe and implementing a plan!
Here’s how you use this tool. Sit down with your
salesperson and give him/her a blank copy of the ThirtyFive Day Plan To (Re)Build Momentum form. Explain
that what you’re looking for is at least one solid new
business development activity every day for thirty-five
days (which, you will note, includes Saturdays and
Sundays which can be used for planning and/or
training/learning activities.) It is perfectly acceptable for
some of these new business development activities to be
repeated. For example, a salesperson might plan to make 5
cold calls every Monday during the 35-day period, and
send introductory letters to each “keeper” (see the
Owners’ Manual entry for the Cold Call Data Input Form
which follows this page.) Another possibility might be to
telephone or drop in on 3 “inactive” customers every
Tuesday, or perhaps better still, to develop a list of specific
inactive or “undersold” customers who are felt to have real
potential for additional business, and assign contact with
one or two of them to specific days. Work with your
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salesperson to develop a reasonable and measurable
schedule of activities. (Reasonable means enough to
generate the momentum you are looking for, but not so
much of a load that it can’t be managed by your
salesperson.)
This covers the “planning” and part of the “sales
management wisdom” components. Next, we must
consider “action management” and motivation. First,
though, here’s another example of “sales management
wisdom”—it’s well understood by the most effective and
successful sales managers that the best way to create
increased sales volume is to motivate the behavior that
leads to increased sales volume. In other words, if you are
successful at motivating enough new business
development activity, you’ll end up with the new business
you’re looking for!
Make sure your salesperson understands that he/she will
now be held accountable for the activities you have
scheduled. Hopefully, this accountability will provide at
least part of the motivation for your salesperson to
faithfully implement the 35-day plan. (Note: This will
require some sort or reporting process, but keep the
reporting as simple as possible.)
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Will accountability be enough of a motivating factor?
Perhaps it will be, but you probably gain a better chance
of success by introducing a “positive” motivating force to
go along with the “negative” force which accountability
really represents (Remember that complete accountability
really means either you do this or you don’t work here
anymore!) That “positive” motivation might come from a
bonus opportunity. (If you do all of this, I will pay you a
bonus of $100…or give you three days of extra paid
vacation…or buy you a cell phone…whatever “reward” will
motivate your salesperson toward the behavior you are
looking for.)
Salespeople stall on plateaus and in comfort zones, that’s
an absolute fact! The Thirty-Five Day Plan To (Re)Build
Momentum is a tool that will help both you and your
salesperson to establish an “escape plan”—but don’t forget
that without action management and motivational support,
this plan may not succeed. Consider this: If your
salesperson knew how to (and really wanted to) get off of
a plateau or out of a comfort zone, he or she would have
already done that without your help. Therefore, you
simply have to get involved...and that’s what sales
management is all about!
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COLD CALL DATA INPUT
FORM
In his PRINTSELLING Seminar, Dave Fellman teaches a
strategy by which cold calls are used as the first step in the
prospecting/selling process. The purpose of these cold calls
is not to attempt to speak with decision-makers, however.
That’s simply not a very realistic expectation in today’s
marketplace. The real strategic value of cold calls is twofold: first, to “look at” companies and make a decision as
to whether they’re worth following up on, and second, to
identify at least one decision-maker within the company
or organization.
The strategy Fellman teaches is to approach the
“gatekeeper” and identify yourself and your company, and
then say: “I’d like to send some information about our
company in the mail to your company. Can you tell me
who to send it to? Who is most involved in ordering your
promotional printing?” (Or your letterhead, envelopes,
business cards, business forms, employee manuals, etc.—
ask specifically about whatever printed products you’re
most interested in selling!) Next ask the gatekeeper if
he/she can tell you anything about the kind and volume
of printing/copying his/her company orders.
According to Fellman’s strategy, every cold call is to be
categorized as either a keeper or a counter. A keeper is a
company or organization which seems to be worth
following up on. A counter is not worth following up on,
but the call “counts” toward some number of cold
calls/prospecting calls for which the salesperson is to be
held accountable. (You’ll find a copy of “Starting Smart
Into Outside Sales”—which explains Dave Fellman’s sales
management strategy in detail—on this CD, along with a
special offer coupon for Fellman’s PRINTSELLING
seminar video.)
The purpose of the Cold Call Data Input Form is to
insure that the salesperson “captures” at least the
minimum information required to follow up…company
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and contact name(s) and title(s), complete address, phone
number, and notes on intended follow-up. When used
properly, it also serves as a daily/weekly call report form.
Here’s how the form should be used. First of all, the
salesperson should carry an adequate number of copies of
the form—each of which contains five “contact blocks”—
out into the field every day, either in a ring-binder or
some sort of pad-folio that can be comfortably be carried
on cold calls. One contact block should be completed
immediately after each cold call. This can and should be
done while in the hallway between cold calls in an office
building, or between units in an office/industrial park.
Successful salespeople don’t trust important details to
memory!
For each keeper, the form specifies the information which
must be captured. Many salespeople attempt to secure a
business card to provide some/all of that information, and
if that can be accomplished, it is perfectly acceptable to
staple or clip the business card to a contact block, or to
write just the name of the company in the block, along
with a shorthand notation (BC, for example) that a
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business card for this company is in the possession of the
salesperson. For counters, it is perfectly acceptable to write
just the name of the company in the contact block, along
with a shorthand notation (a large “C” for example)
which indicates that the cold call was made, but the
company or organization was not felt to be worth
following up on.
This form is perfect for “outside” use when a salesperson is
using a contact management software product like ACT
(which Fellman also highly recommends) to keep track of
customers and prospects. The paper form is used in the
field for data collection, and then serves as the input
document when the salesperson returns to the office and
his/her computer. The form can then simply be turned
into the owner or sales manager, documenting the
number of cold calls made during a defined timeframe.
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SALES CALL PLANNING
AND REPORT FORM
It’s pretty well accepted in the printing industry that you
have to see in order to sell…that salespeople do their best
and most important selling when they get face-to-face
with their prospects and customers. In fact, securing a first
appointment is one of the most significant steps in the
process of gaining a new customer. Unfortunately, it’s a
sad fact that most salespeople waste face-to-face
opportunities!
What causes this waste? Two simple factors…insufficient
preparation and inadequate follow-up! The typical
printing salesperson walks into a sales call and simply
“wings it.” The results are predictably disappointing.
The best and most successful printing salespeople very
rarely “wing it,” and they certainly never go on a first
appointment—or to any important meeting with a
customer or prospect—without a definite plan in mind.
They establish a specific objective for each sales call, and
think about what questions they should ask as a means to
get the conversation flowing in the direction they want it
to go. This level of preparation does two things for these
winning salespeople, first, it frees them to listen to what
the prospect or customer has to say, and second, it
prepares them to react effectively to what they may hear.
Preparation is the key to greater success on the sales call
itself, but please understand that each sales call is only an
event which is part of an overall process. The real key to
both gaining new customers and increasing the business
you do with established customers is effective follow-up.
As Dave Fellman says, “you don’t gain customers from
prospecting, you gain them from follow-up. Prospecting
only finds you people to follow up with!”
The Sales Call Planning & Report Form combines both
pre-call planning and the planning of follow-up activities
with a “what actually happened” call report section. You
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might think of this more as a worksheet than a call report
form…a worksheet for the development of an individual
marketing plan for any prospect or customer.
Here’s how to use this tool: first, fill in the
company/contact information at the top of the form. This
should be done shortly after scheduling the sales call.
Next, complete the section describing your call
purpose/plan. The first consideration here is to establish
your objective for this particular sales call. Don’t be
satisfied with a general objective, like “building a
relationship” or “learning about their needs” or “getting an
order.” The most talented and successful printing
salespeople tie their objective to gaining some specific
commitment from the prospect or customer. They establish
their objective by asking a simple question at the planning
stage…what do I want this prospect or customer to say “yes”
to today?
The answer might be “yes, I do have a need for the exact
kind of printing/copying you sell,” or “yes, my current
printer has dropped the ball in terms of quality or service
in the past,” or “yes, it would be a benefit to have a
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printer who could handle both the printing and the
mailing,” or “yes, it would be a real benefit to be able to
print just as many manuals as I need for a smaller period
of time, instead of ending up throwing a lot of them away
because we made a change in the product.”
Once you’ve established your objective, the next step is to
consider how to achieve it. What questions should you
ask, and what statements do you want to make? What sort
of samples or support materials should you bring along?
What objections might the prospect or customer raise,
and how do you respond? There’s an old saying that “prior
planning precludes poor performance.” It shouldn’t be
hard to accept the probability that 5-10 minutes of
planning before an important sales call will increase your
chances of success!
When should you do this planning? Any time before
walking in the door to your sales call will be helpful, but
the best strategy is to do it at a point where you really
have time to think. That may mean sitting down on
Friday afternoon—or maybe better still on Saturday
morning!—and planning your important sales calls for the
following week. You may be all right coming in early on
the morning of a particular call to work at the planning,
but remember, if something comes up on that morning to
keep you from your planning, the result may very well be
a wasted face-to-face opportunity.
The second section of the form is for your “what actually
happened” notes. How did the customer or prospect
respond to your questions? What did you learn about the
customer or prospect—the company or the individual—
which might have a bearing on the future relationship?
And perhaps most importantly, what promises did you
make as far as providing information, getting back in
touch, or any other follow-up activity?
Here’s an important point! You have a certain amount of
latitude as to when you do your pre-call planning, but the
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call report section of this tool should be filled our right
after the conversation ends. Successful salespeople don’t
trust important details to memory!
The third section of the Sales Call Planning & Report
Form is where you plan your follow-up activities. That
might be to send supplementary information or samples
in the mail, or by fax or e-mail. It might be to do some
research on a particular project or need. It might be to call
after a specific interval to schedule another appointment.
Again, don’t be satisfied with a general follow-up objective
and strategy. Be specific, and plan your follow-up from
the perspective that “this is what I accomplished today,
and this is what I still have to accomplish, and this is how
I want to go about it.” Remember that each sales call is
only an event which is part of an overall process.
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FIRST APPOINTMENT
PROSPECT INTERVIEW
FORM
A salesperson has two basic choices when he/she secures a
first face-to-face appointment with a prospect. One is to
make a presentation. The other is to have a conversation.
Top salespeople agree that the conversation is a much
better strategy.
OK, you might ask, how do I start that conversation, and
where do I want it to go? This sales/organizational tool
will provide you with a list of questions to ask, and here is
some guidance on what you’re trying to accomplish with
each question. The best way to use this tool is to take the
form with you on your first face-to-face appointments,
using it as your guide through the conversation, and
taking notes in the spaces provided.
Question 1. Is this a company that’s especially
dependent on printing—or printing companies—to
do it’s own business? You want to know early if you’re
dealing with a company that recognizes the importance
of printing to it’s own business. Remember, you’re not
just looking for customers, you’re looking for good
customers. A question like this can also establish it early
in the prospect’s mind that you’re a thinker, not just a
“give me something to quote on” printing salesperson.
Question 2. Is your part of the business more
concerned with promotional printing or operational
printing? One of the principles that should always guide
you in selling is that people like to talk about
themselves. Get that started early, and show that you’re
concerned with this individual, not just the size of the
company’s printing budget. This question can also help
you establish that there’s a difference between
promotional printing and a company’s
internal/operational printing needs.
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Question 3. What kind of products/services does (this
company) sell/make/provide? You can never know too
much about a prospect at this stage of the game, and it’s
been proven in the marketplace that the kind of
customers you really want are very likely to be people
who want you in turn to understand something about
their businesses. They recognize that that’s how you can
be most valuable to them.
If you want to establish yourself as an even more
competent salesperson, make it a point to have at least
some idea of what a company sells before you go in on
a sales appointment. That might lead you to use an
alternative form of this question. You might say, “I know
that you sell/make/provide ABC and XYZ...what else
should I know about your products/services?”
Question 4. Who are your typical customers? Again, a
question intended to broaden your overall knowledge of
the company, and to keep the prospect talking. But it’s
also a part of the process of gauging the size of a
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company’s printing requirements. You’ll get good
indications of how much they spend on printing in the
combination of products and customers. Lots of
products and lots of customers will generally translate
into lots of printing. Smaller product and/or market
niches might mean a much smaller printing need.
Question 5. How many employees in total do you
have? In how many locations? How many of them are
sales or marketing people? The number of employees
and locations will help you to gauge a company’s
internal/operational printing needs. The number of sales
or marketing people is another indication of
promotional printing requirements.
Question 6. Is (this company) a market or industry
leader? Where would you place yourself in terms of the
other players in the markets you serve? Many
salespeople have found success in giving a prospect the
chance to brag on his or her company a little bit,
especially the smaller businesses who aren’t market
leaders yet, but want to be.
Question 7. What are your own responsibilities...to
the business as a whole? As far as the printing
decision-making process goes? Your ultimate purpose in
asking this question is completely selfish. You want to
know if you’re spending your time with the real
decision-maker. But in phrasing it this way, you’re
submerging that critical question within another
opportunity for the prospect to talk about himself or
herself.
Question 8. Are there other people in the organization
that I should get to know, either now or somewhere
along the way? Another important question asked in a
non-confrontational way. There may be others involved
in the decision-making process, and/or there may be
others who buy printing. You obviously want to know
who all the players are. This buyer may be reluctant,
though, to put you in contact with any or all of them
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this early on in the process. You show that you
understand that with the second part of the question.
Question 9. How many different kinds of printing
companies are you dealing with now? It’s not at all
uncommon for a company to use different printing
companies for different types of printed products...basic
quick-printer type work, long run/high color, complex
or overflow copy work, forms or labels. You go in
knowing that the prospect is doing business with other
printers, with a goal of gaining at least part of their
work for yourself. By establishing that there are different
kinds of printing, you set the stage for the contention
that you’re the best choice for some particular part of
their total printing need.
Question 10. Do you use more than one printer for
any category of work? It’s not very reasonable to expect
that any prospect is going to throw all of their work
your way immediately, especially a company that has a
lot of printing to give. It may be easier to displace a
secondary supplier than to displace a primary one, and
you should be happy enough with that as your initial
accomplishment with any prospect.
Question 11. Are you willing to tell me who you’re
buying from now? This can be interesting knowledge,
but it’s not critical to your success. What’s critical is to
ask the question in a non-confrontational way. The
really important information about competitors comes
out in the next two questions.
Question 12. What do these printers do well? What
are the things that you especially value in your
relationship with them? Please understand that it’s not
who the other printers are that’s important, it’s how well
they service the prospect. Remember this too...to a certain
degree you are asking the prospect to defend his or her
decision to be buying from these other printers. You
should expect there to be high levels of satisfaction
expressed. That doesn’t mean that you don’t have a
chance, as you’ll see in just a second.
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Question 13. Is there anything—no matter how
small—about your relationship with any of these
printers that you’d change if you could? This is a great
question! In fact, since you go in knowing that you’re
going to have to displace another printer in order to get
any business from this prospect, it’s fair to say that
everything that has happened so far has been leading up
to this question. The answer you get here tells you
what—if anything—you have to work with in
accomplishing that challenge.
Question 14. Is there any one thing—or more than
one thing—that I’d have to show you to get serious
consideration for some of your business? This is really
the “closing” question, coming as a strong follow-up to
the question that identifies any weakness on the part of
the other printer(s) involved. The most important thing
for you to do is to listen carefully to the answer and
make sure you clearly understand what you’ll have to do
to ultimately win this customer.
Question 15. What’s the best way for me to keep what
we’ve started today moving forward? The last question
recognizes that you’re still only part way there. What
you need is the chance to come back and tell this
prospect exactly how and why you’re a better choice
than the printer(s) he or she is already doing business
with. Many top salespeople have had success in asking
their prospects to guide them as to how—and how
fast—that should happen.
Now that you have a list of good questions to ask on a
first face-to-face sales call, we’ll give you one more piece of
advice: Don’t expect it to work perfectly for you every
time! It’s an absolute truth in the business of selling that
you can’t sell to everybody.
You will run into people who won’t cooperate very well,
who won’t answer your questions in as forthright and
honest a manner as you’d like. You’ll also run in to people
whose answers won’t give you anything to work with.
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That’s all right, though, because while you can’t sell to
everybody, you’ll also never run out of people to sell to.
The bottom line is this...if you ask the right questions of
enough prospects, you’ll build all of the business you want!
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FACT-FINDING INTERVIEW
GUIDE
This tool takes a somewhat different approach to the
process of getting to know a prospect and identifying
opportunities to do business. It can be used as a “standalone” tool during a first face-to-face meeting, or perhaps
better still, it can be used in conjunction with the First
Appointment Prospect Interview Form as the primary
information gathering tool of a second face-to-face
meeting. (This two-call strategy addresses one of the most
common problems experienced by quick/digital/small
commercial printing salespeople: “After shooting off all of
my big sales and marketing guns on my first visit, what do
I do next?”)
The best way to use this tool is to fill out as much of it as
you can before meeting with your prospect—company
name, contact name, address, phone number, etc.—and
then “fill in the blanks” with questions during your faceto-face meeting. Note that the “contact information”
section points you toward gaining knowledge of your
contact’s title and specific job responsibilities, who he/she
reports to, who assists or supports him/her, along with
alternate contacts and decision influencers. This may
prove to be highly valuable information!
Your objectives should be to (1) capture all of the contact
information, (2) learn which specific printed products
your contact is responsible for ordering and who he/she
has been buying from, and (3) collect basic information
on specific printing/copying projects. The front side of
this form provides three “item blocks” for that third
purpose, and the back side provides eight more. Note that
the front side of the form also provides an area for you to
plan your immediate follow up strategy.
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NICHE MARKETS
IDENTIFICATION PROCESS
Many quick/digital/small commercial printers are
intrigued by the idea of niche marketing. The general
definition of this strategy is to develop a specialization in
certain market segments, with the goal of becoming the
dominant supplier in certain niches.
What are the best niches? In considering that question, it’s
important to understand that there are actually five
separate types of niches: product niches, service niches,
industry niches, geographical niches and personality
niches.
Product niches are pretty straightforward, in fact, quick
printing and digital printing are two pretty specific
product niches. Quick printing revolves around relatively
simple, relatively short-run printing projects. Digital
printing also revolves around relatively small quantities,
but adds the consideration of printing from digital files to
digital output devices.
Service niches are just a little bit more complex to define.
For example, fast turnaround is a service niche, but one
customer’s definition of fast turnaround might be different
from another’s. The ability to preflight and handle a
customer’s digital files is another service niche. Free pickup and delivery—or extended hours—are still other
service niches which can be exploited by a progressive
quick/digital/small commercial printer.
Industry niches refer to certain industries or business types
with which a printer seems to have developed a special
knowledge and product/service ability. For example, many
printers have focused on specific industry niches such as
financial companies, associations, educational entities, and
the legal profession.
Geographical niches are also pretty straightforward. In fact,
most quick/digital/small commercial printers serve a
relatively small geographical niche: a county, a town, or
perhaps a portion of a city.
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Personality niches are probably the most common—and
least understood—niches in which quick/digital/small
commercial printers operate. The basis of a personality
niche is simply that the printer has something in common
with the customer. That might range from a shared
interest in local sports or culture to shared membership in
a civic/social organization like Rotary, Kiwanis or a
Chamber of Commerce. It might also include having
mutual friends or acquaintances.
The first step in establishing a niche marketing focus is to
identify the niches you are already operating in. The best
way to use this form is simply to list your Top 40
Customers in rank order—company name and sales
volume—and then cut the form down into 40 separate
“slips” of paper. Next, start grouping the slips according to
the various niche possibilities.
As an example, let’s say that your Number 1 customer is a
small manufacturing firm which purchases a newsletter
and two different product manuals from you. Start a
“pile” with that customer’s slip, and then add any other
Top 40 customer who buys those same products to the
pile. Let’s say that your Number 2 customer is a legal firm
which buys it’s stationery items—letterhead, envelopes
and business cards—from you, along with a great deal of
copy work. This customer becomes the start of another
pile.
Group your Top 40 customers in terms of product niches
first, then repeat the process on the basis of service,
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industry, geographical and personality similarities. This
should give you a clear picture of what niches you have
already established.
From that point, you can follow two strategies. First,
having identified certain niches in which you’re already
successful, go looking for more companies which appear
to operate within those niches, with similar needs and/or
expectations. The whole idea behind niche marketing is
that you have developed some special
capability/connection which will make it easier for you to
gain new customers within the niche.
Second, this analysis may point you toward desirable
niches that you haven’t yet fully established. As an
example, let’s say that only one of your Top 40 customers
is an association for whom you’re producing a newsletter.
You know that it’s very profitable work, and you know
that there are other similar associations in your market
area. To follow this strategy, you may need to learn more
about associations and expand your newsletter capabilities,
but the Niche Markets Identification Process at least
points you in that direction!
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DIGITAL APPLICATIONS
QUALIFYING
QUESTIONNAIRE
This sales/organizational tool provides you with a clear
means of qualifying prospects for digital printing. It
contains twenty questions, and features a simple scoring
system which will help you to identify the best prospects
for digital printing (and help you to realize quickly when
you’re “barking up the wrong tree!”)
The questions, as you’ll see, are pretty straightforward, and
the answers will fall into only five categories: never, seldom,
sometimes, frequently and mostly. The best way to use this
tool is simply to schedule a face-to-face meeting with your
prospect and run through the questions, marking the
answer in the appropriate check box. (Please keep in mind
that a current “traditional” printing customer may be your
best digital prospect!)
The scoring system is also pretty straightforward. At the
bottom of the front side of this form, you simply total the
number of checks in each column, and then carry the
subtotal over to the scoring section on the back side,
placing it below the scoring boxes for the back side, and
then adding up both sets of boxes to reflect the overall
total of checks in each column. Next, you multiply the
number of checks in the “seldom” column x 2, the
“sometimes” column total x 3, the “frequently” column
total x 4, and the “mostly” column total x 5, then add
those results to determine the overall “qualification score.”
A “qualification score” of 40 or below indicates a marginal
prospect for digital printing. A score of 40-60 indicates a
prospect worth pursuing. A score of 60 or above indicates
an outstanding prospect!
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CUSTOMER DATA & USAGE
PROFILE
As noted earlier, many printing sales professionals are
using contact management software programs like
ACT™ or Goldmine™ to maintain their prospect and
customer contact information and history. This
sales/organizational tool is a paper-based “database”
program for people who are not yet ready or able to use
these computerized products.
The use of this tool is pretty straightforward. Each “field”
on the contact information side of the form identifies a
piece of information you need to possess. In order to fill
each field, you simply ask a question!
The form is meant to be duplex-printed, which gives you
a “contact history” section on the back side. For each
contact, fill in the date, the name of the person contacted,
and the issues discussed and/or results of that contact.
Maintaining an accurate history will allow you to “pick up
where you left off” on successive calls.
You may very well need additional contact history pages,
and we recommend printing a number of forms with the
contact history section on both sides of the sheet. Please
also note that since personnel and printing/copying needs
change, it’s probably a good ideas to fill this form out in
pencil rather than pen. We recommend that you threehole punch these forms for use in a three-ring loose-leaf
binder, with each customer or prospect’s sheet filed
alphabetically.
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PRINTING PLANNING
CALENDAR
This sales/organizational tool can perform “double duty”
as a tool to help both the salesperson and the customer or
prospect to better understand the timing of upcoming
printing/copying needs. It can also serve as an “ad
specialty” item to keep your name in front of your
customers and prospects. (As we hope you’ll remember,
this tool is also part of the marketing program which is
built around Direct Mail Postcard Series B.)
The best way to use this tool is to schedule a “planning
meeting” during which you and your customer or
prospect can sit together and look forward through the
(rest of the) year to identify both definite and potential
printing requirements. Things to consider include: trade
shows, product releases, changes in benefits programs,
annual meetings, sales presentations, newsletters and/or
other events which will require printing and/or copying as
part of what it takes to support them. One part of your
goal is to help your customers and prospects plan ahead in
order to avoid rush projects. Another part of your goal is
to give you a “running start” on winning the business. It’s
pretty well accepted in printing sales that the earlier you
get involved, the better off you are!
As your customer fills out his/her Printing Planning
Calendar, be sure to take notes—perhaps on your own
copy of this valuable sales/organizational tool! Don’t forget
to personalize this sales/presentation tool with your
company name, logo, and contact information!
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The
On-Demand
Printing Primer
A Guide To The
Key Considerations
In Selling Digital Printing

DF/A
David Fellman & Associates
PO Box 445 Cary, NC 27512
919-363-4068 fax 919-363-4069
dmf@fellman-nc.com
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ON-DEMAND PRINTING
PRIMER
This Sales & Sales Management Educational Tool has
been designed to provide you and your salespeople with
an introduction to the key considerations in selling digital
printing. It lists the characteristics you should look for in
any prospect company or organization, along with a
listing of the most likely users of digital printing...both the
company/organization type and the titles of the
individuals you and your salespeople should be talking to.
It also provides a listing of document types which reflect a
good model for digital printing.

Starting Smart
Into Outside
Sales
Dave Fellman’s Guide To The
Key Issues In Hiring, Training, Managing
and Motivating Quick/Digital/Small
Commercial Printing Salespeople

DF/A
David Fellman & Associates
PO Box 445 Cary, NC 27512
919-363-4068 fax 919-363-4069
dmf@fellman-nc.com
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STARTING SMART INTO
OUTSIDE SALES
This Sales & Sales Management Educational Tool
provides you with a comprehensive guide to the key issues
in hiring, training, managing and motivating
quick/digital/small commercial printing salespeople. It’s an
indispensable tool for managing your current
salespeople—and for hiring wisely and getting your
salesperson off to a good start the next time around!

