SCREEN PRINTING ACADEMY

! " # $

! % & ( Explanations of Jpeg’s, gifs, And bmp, Spot
color, separations with Photoshop, 4 color process, Corel, Corel with
SmartDES GNER, Fast Films And assorted Graphic programs

& ) * ( &  (Whyaninkjet printer? Inkjet RIP, Plotters,
Density Requirements And Mesh Selections
+ - ( Theory, conditions,
ventilation, L|ght| ng and diagram, Screen Prep New and Reclaimed screens
. /[ 0, ( Job Prep (part 2) Print order,
Registration, Strike-offs, Squeegee selection Printing techniques and Production
estimates.
-1 & ' ( Flashtemperatures, final cure parameters
and testing.
2 3 / 0 ' & Proper cleaning techniques, washing

' screensfor storage or reclamation, filing screens and inspection of screens.
" ' -( Final counts, cleaning garments, misprints
and filling out production reports for job repeatability and consistency.
% , %4 76-102: Inks & Additives, Print placements,
Blends, Tipsto Avoid Halftone Moiré, Tips, Tricks, Marketing, Successful Sales
Calls and Assorted Production Paperwork

*Contributing Instructors; Marvin Guillot, Mark Berryman, and Ryan Moor
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There have been a few advancements made over the yearsin materials, techniques, and
equipment that allow today® screen printer to use the process to print almost anything
anywhere. This course is concerned with covering some of these advances in screen
printing, and helping to integrate the new ideas into your printing efforts. You will
develop your ability to recognize and reduce variables and problems within the process
to achieve @he perfect print©
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Screen Print Terminology

Screens
degreasing
screen frame
screen fabric
mesh

mesh count
base

hinge bar
fabric tape
vacuum frame
reclaiming

Printing
squeegee side
shirt side

flood stroke
print stroke

off contact
bleed

halo

moire pattern
off-contact

Photo Processes

emulsion
exposure unit
overexposure
diazo
bridging

dot

dot gain
opaquing
resolution
right-reading
sensitizer

Photographic and Darkroom
Terms

film positive/transparency

film negative

continuous tone

halftone

Registration
overlapping
trapping
reduction printing
registration marks
masking

tension

Color

color separation

Stencils

direct photo emulsion stencil
block out

paper cut stencils

direct screen filler stencil
drawing fluid stencils
handcut film stencils
capillary film

positive stencil

negative stencil
watermark

sizing

Clean up
pressure washer

surfactants

haze remover

solvent

stripper

screen reclaimer /tri sodium
phosphate (TSP)

degrease



Print terms

silk screen/serigraphy/screen printing
edition

monoprint

monotype

chop

proof

solid

substrate

Printing
squeegee side
flood stroke
print stroke

off contact
bleed

halo

moire pattern

Inks

viscosity

high density ink
curable reducer

Color

color separation
opaque
transparent
process colors
duotone

Other

squeegee
squeegee sharpener
durometer

flood coat

Rubylith

Coroplast

table adhesive
blockout

scoop coater

photo emulsion
table adhesive
solvent resist tape
ghost image

haze

extender/soft hand base
Plastisol base

tinting compounds
puff additive

stretch additive
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Chapter 1

Explanations of Jpeg’s, gifs, and bmp,
Soot color, separations with Photoshop, 4
color process, Corel, Corel with
SmartDES GNER, FastFILMS And
assorted Graphic programs
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Illustrations created in all major vector drawing programs have a definite anatomy and share a common
pattern. Whether you use CorelDraw or Macromedia® FreeHand® or Adobe® lllustrator®, you will find that
this pattern exists even though each program may define the parts differently. The purpose of this section of
this to take apart a vector drawing so you can see how it is put together and able to understand it. In the
illustration section is to better help you translate the terms from one application to another.

The pattern of vector illustrations is best viewed or represented as a hierarchy or "tree". The illustration
itself would be at the top and its various parts would descend below it:

An ILLUSTRATION is composed of vector objects
OBJECTS each having one or more paths
PATHS which are composed of line segments
LINE SEGMENTS that have anchor points
ANCHOR POINTS at each existing end.

grODE

The biggest hurdle for most art departments is simplifying the process without having to hire a Corel genius
to do it. Artists tend to loose creativity when saddled with the laborious tasks of breaking down a vector
along with being creative, Adobe lllustrator is even more labor intensive although over the years artists have
had to adapt and tend to like this program for graphics.

CorelIDRAW has the same capabilities as lllustrator but in a more “user friendly” format yet it still takes time
to edit graphics, fit text to paths, weld objects and effectively complete multiple assorted tasks in a
reasonable amount of time. Art and screens for the most part are “break-even” items in a screen print shop,
I've never made profit on art or screens and was quite happy if they at least paid for themselves

17
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" Smart Designer X3 - Templates

243 53

CorelDRAW %3 - Templates ‘
=[] Thumbnaisze: (arge

-~ op == [Z] | & Import Only | Sample Templates: Smart Templates Yalume 4

@) What do T do now?

5 Get More Templates...

@ User Templates

55 sample Templates

5] Creative Canrepts Yolume 1
53] Destination Graphics Yolume 1
5 Power Graphics volume 2

5] Ready Art Yolume 1

5] Smart Cuts volume 1

) Smart Templates Yolume 1 v2

] Smart Templates Volume 2

5] Smart Templates Yolume 3

(2] Sports and Mascots Yolume 1
53, sparts and Mascats Yalume 2

5 Super Fonts Yolume 1

ATBTO20.COR ATCTOZ0COR CPETO03.COR

57 Button Templates

cicbar 23rd, 2004

o
PSCTOM4.COR RBCTO22.COR

RBBT022.CDR

Property Editor:

Turn any design into a Smart Template and easily edit or change

# Smart Designer X3

K

WAl Ho k- A E- XMo@ G 0D

text values or clip art.

- M E B

|| Design Property Edicor 2 Ml & corelprAW %3 - [Graphic6] 0 & x]
'5” I | [ Fle Edt Vew Layout Arange Effects  Bitmaps  Text Took  Window  Help IS
2 | BBIERCRTERE rvoneT EE
21 A Fo Collegiate-Inside be® ‘9@|3 & ﬁé|lfr‘ - A |§] Q| £ - ﬂ‘ 200% -
= EF Change Object Fill Color | ‘
= o =
b Default > BrU F
%
o xi(4,3" ki [7 594 " ‘ 1000 | % [& ‘ TR m| |: o rl T |
% ACADEMY vi4.946" Tz 100.0 | % 2 a | PR DEEGar B
gib Ao Collegiate-Insids ’_[k w5 i 3 B 7 £ & 7 § nches
o Change Object Fill Calar o]
= Color Default iy
g - o
| |I-) Center Tewt H, s
ab|Enter Text 05 9, =
A Font Collegiate-Inside & iy &
EF Change Object Fill Colar %‘ 7
Default g
Gl E
ablEnter Text  WOMENS @ H
A Font Mermorandum o) 2
e -
Change Object Fill Color E’ g
Default i &
I Bottom Arched Text & -
ablEnter Text  SOFTBALL o,
A Fort Memorandum Tp “a
EF Change Object Fill Color 4| ] &
Color Default 0, =
. &
£l 3
&, =
eVt (ap | PRl | HRGHED E[W+ o1+  Paged 141 ¥
=) 12 Chjects Selected on ... S e
(1.766,8.433 ) Click an object bwice For rotating/skewing; dbl-clicking kool sslects all obiects; Shift+ S5

Template Properties | Templats Detals | |
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Product Blanks:

Places selected design on a product template or sales sheet

‘¥ CorelDRAW X3 - [Graphic5] . _ @] 3| | | Product Blanks %
Product Blanks | Proposal Sheets

[J Fle Edt Yew Layout Arange Effects  Bitmaps Text Tools  Window  Help
Ceeal Cale. - [@aa- o 1w SIEE L o 2y
== B [ 01" ol ®xpzse 5 P w
Letter ol == |El___l oo | Unitst | inches v [ @01 > | Byl025 ve | i A
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Color Swatches: Dark Graphite [
]
o Falette: Fiussel =
Fink
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> ><
(1.881, 8.090 ) Hex click. For Drag/Scale; Second dlick for Rotate/Skew; Dbi-clicking taol selects al abjects... () || | Colors | Testures | Add Coler |

Athletic Tails:

Instantly create athletic tails and integrate text effects

¥ Smart Designer X3 - Tails =1Ex]
; CorelDRAW 23 21y Tails ‘ 4 b X
2= [2] | Thumbnail Siee: Medum  ~ o == | [0
Script Tail Text 2 m , =
o % Seviat T T %y Seipt Tety  Soupt e
Proset Tt [HomSokcied <] ==

Font Brush Scipt MT -

Color: |PANTONE Pracess Black Cv (1]

Text For Inside Tail
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“wiidth: }11 a0

Options 2

Adjustment Delay. |15

I

TailMudge Facter |3

Edit In'Wireframe View
71 Prenare for Cuttinn

3 cancel @

Digital Art Solutions:

=
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Color Separtion Process Is Now Complete

=l E3

Channels  Paths (b,
=]

n One World Final Seps_psd @ 35% (rellow 102) [M[=]1E3

I

Eﬁ% White Base Option 2 Ciri+6

True White Base Op... Ctri+7

Yallow 102 Ctrl+2

Elue 285 Ctri+9 _II

ANY -

N NE N KRl
Bl Gl

X @J\JE mma-f
__/f,b'ﬂ e o

W .‘l- d Genera te Alternate Black ;I
i
Lighten EBlack Channel

fqua 211

Curves
—— Channel: Soft Red 185 y .
i i
—n

—

Darken Black Channel

White Base Info

=

Increase Ink White Base
Finish Increasze Ink White BEase
-
- High Contrast White Base

9/

P

T

Choke White Base

Choke White Base 1 Pixel

>
al

Choke White Base 2 Pixels

vV Ereview

Input: FM % m Choke White Base 3 Pixels

Output: I§5 %

Merging Color Channels

Merge Channel Now

$ Subtracting Color Information

Subtract Color Now o
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Chapter 2

#9

Why an ink jet printer?
Inkjet RIP, Plotters,
Density Requirements
And Mesh Selections
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0 +

1. 2. 3. 4, 5.1 6. | 7. 8|9
Mesh count (threads/in.) 40 | 86 86/125 86 | 60 | 86 12%% 60 | 86
Optimal tension 40 | 40 40/35| 40 |35 |40 28 | 35| 40
‘ 75/ | 65/ 65/ | 75/| 75/ |65/ |75/ |75/ |65/
Squeegee durometer 90/ | 90/ | 90/ | 90/ 90/ |90/ |90/ |90/ |90/
75 | 65 65 75 |75 165 |75 |75 |65
Squccgecangle (degrees)) 80 | 75 75 | 75 185 |75 |85 | 80|75
Squeegee profile
Viscosity modifications 5% NA| 5% |5% | NAINA NA| 5% NA
(by volume)
1. Glitter .
5 Metalic 6. Crystallina

3. Pull/Outlines/White
4. Reflective
5. High density

31

7. Flour escent/spat/process
8. Goop
9. Flocking Adhcsive




Chapter 3

Setting up a Screen room,
Theory, conditions, ventilation,
Lighting and diagram, Screen Prep
New, Premature breakdown
and Pinholes

32
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Customer supplied
Dehumidifier face in
and sealed, water
extradion to the outside

Standard Home
Slipin HVAC Hiter

30’1048

>

Adjustable How
Through Shelf

%17

A

Hinged doar with
afoam gasket

| b

Storage for degreased
and redaimed screens

Ability o add Casters
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5 6 "5
5 5 8
5 & 5 " 55 5 5
5 6 5 5 5 5 65
Stop angle

firm pressure

Start angle
firm pressure

Start at the outside (mesh side) as instructed making one to two firm, steady
passes turn screen around and repeat process with one pass on the inside
(mesh) side down. For a thicker deposit allow to dry, do a 1 and 1 coat, thin

and firm on the shirt side. Coating in thin layers allows better control, less loss
of emulsion and a quicker drying time. Allow screen to dry thoroughly before exposure.

5 55 5
6 5 5 "0 b5 5
8 5 5 6 0 5
0 ! 5 "
5 4 4 5
! 6 5 4 6
6 : : "
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the shoulder, bottom

meets mid-sleeve
] or lower.

? Crest center is where
the collar meets

[ =
SCREEN O.D. Outline of Pallet
in relation to back
screen clamp

Full front/Full back
Left Crest
Right Crest

PRE-REGISTRATION BOARD
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Chapter 4

O 1-~

Job Prep (part 2) Print order,
Registration, Strike-offs,
Sgueegee selection,
Printing techniques and
Production estimations.
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1. Standard Job Timeson a Manual Press

Timesshown in minutes 1color 2color 3color 4color 5color 6color
Productiontime/garment 050 055 060 067 075 0.86
Setup and breakdown 12 24 36 48 60 72

The values shown in this table are averages calculated from actual production, setup, and breakdown times. Note that
these are examples only--values for your own operation are likely to be different due to production procedures,
equipment, etc.
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2. Special Job Times 8 Manual Press
Times shown in minutes 1color 2color 3color 4color 5color 6 color

Production time/garment 0.67 0.75 086 1.00 1.20 1.50
Setup and breakdown 12 24 36 438 60 72
You® need to create separate tables for jobs with special production requirements, such as flash curing or additional

handling (heat-application of foil, embroidering, etc.). Note that while these special procedures add to production times,
they may not affect setup/breakdown times.
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5. Recording Setup and Breakdown Times
1 color 2 color 3 color 4 color 5 color 6 color
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Manual Press/ Timesshown in minutes

1 color 2color 3color 4color 5color 6 color
Setup 7 16 25 34 43 52
Breakdown 5 8 11 14 17 27

Average setup and breakdown times are calculated for typical jobs as shown in these tables. These values are combined
for each number of colors printed, and the total times are used in the actual production-time estimate chart (Figures 1 and
2).
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6. Production Time Data Table

1 color
pcstime

2 color
pcstime

3 color
pcstime

4 color
pcstime

5 color
pcstime

6 color
pcstime

\
\
\
\
\
\
\
\

To use this table, under each color category number, record the number of pieces printed and the total minutes required to print the job. Repeat this exercise for at
least ten jobs. Do not include setup and breakdown times, but include all the time between the first good print off the dryer and completion of the final print. Add up
the times and the number of pieces printed for each column. Then divide the total time by the total number of pieces to get the average time per garment for that
number of colors printed
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Chapter 5

Flash temperatures,
Control points for Flashing,
Final cure parameters
And wash testing.
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Chapter 6

| [ 1-

Proper cleaning techniques,
Washing screens for
Sorage or reclamation,
Filing screens and
| nspection of screens.
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Chapter 7

Final counts,
Cleaning garments,
Misprints, Sample production report,
Job repeatability and Consistency.
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Chapter 8
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7

Inks & Additives, Print placements,
Blends, Tipsto Avoid Halftone Moire,
Tips, Tricks, Marketing, Successful Sales
Calls and Assorted Production
Paperwork
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The short answer is when the entire ink film thickness reaches its specified cure/fusion
temperature. That temperatureis provided on your specific ink@ product bulletin. Keep
in mind that thicker ink deposits (e.g., High Density) take more time to reach their
specified cure/fusion temperatures. Faster fusing or low cure inks will reach their fusion
or cure temperatures more quickly than conventional inks.

- 3 5 5

Thereis not a single easy answer. Many factors play into how long it takes to completely
curean ink. Are you using an electric dryer or a gas dryer? Does the print have a thick
ink deposit? Are you printing on T-shirts or fleece? Measuring the ink temperature on the
garment, as it passes through the dryer, is the best way to determine the time it takes for
your inksto cure properly. Remember that it isimportant that the entire ink film thickness
reach the specified cure/fusion temperature.

- 5 5

A "Wash Test" isthe best method. Take a sample print, cut it in half, and wash it 3to 5
times in a conventional washing machine with 3 pairs of jeans or towels. Set the washer
for @ot Wash/Cold Rinse®Set the Dryer for @otton/HighGand dry for 30 minutes.
Complete 3 to 5 wash cycles and compar e the "washed" sample to the "unwashed"
sample. If you see cracking of the ink film or ink loss, your inks are likely under-cured.

/ 3 3 5 N3 N

Most inks will "gel” (flash) when the ink film reaches 220°F to 230°F (104°C to 110°C).
There are 3 factors that affect the "gel” or "flash” of the ink: the temperature of the flash,
the distance of the flash from the printed image, and the time the printed imageis
exposed to the heat. As a rule, you want to flash the ink film until it isjust "dry to the
touch”. Over-flashing inks adhesion problems and make the inks very "tacky". Check
your flash cure unit to seeif it has temperature and airflow controls.

77



/ = 5 3

Many things, none of them good! Typical problems that arise from improperly cured inks
include: ink washing off the garments, cracking of the ink film, loss of color, and bleeding
of the garment color(s) into theink film.

/ N3 N

There are several reasons. Flashing enables you to print one coat of ink on top of
another - e.g., a color on a white base. You also might flash an ink to keep wet ink off the
back of your screens. Some inks, such as glitters, metallic and high densities, are not
designed to be printed "wet-on wet". They should be "flashed" when printing in sequence.

' 5 3

Although not recommend it is true you might be able to get the ink hot enough, a flash
cure unit is not a good substitute for a properly operating dryer. Using just a flash cure,
you could easily overheat the film surface yet under-cure the rest of your ink film. To
ensure a proper cureit’s highly recommended you use a thermal “ Ray-gun” to measure
ink temperature.

- 5 5 3

Your printed garments pass the wash test! (See above - "How do | test to make sure my
inks are cured") Another test isto firmly grip a part of the print and stretchit, if it cracks
your under curing. Another simple test isto scratch the surface of the ink, if it rolls off
like clay your under curing. If the ink flakes off like powder you're over curing.

- 5

There are 2 basic and easy-to-use temperature measurement devices you can use. First, a
thermal "Ray-Gun" can be used to measure the surface temperature of a printed gar ment
asit exitsthe dryer or flash cure. All you have to do is point the gun at the garment as it
comes out of the dryer. The second isa " Thermo-Probe" can be placed in the "wet" ink
filmor on the garment to measure real-time temperatures as it passes through the dryer.
Recording those temperatures at say, five second intervals, will give you a good profile
on how well your dryer isworking. You may be surprised with the results.

78



3 3&

Determines the color and the opacity of the ink. Higher pigment
load yields a brighter ink color on dark fabrics. When pigment exceeds the
guantity of binder, crocking will occur. Crocking is a loss of pigmentation
caused by the lack of binder, which holds the pigment in an ink film.

' 13 Viscosity can be reduced with curable reducer for more
penetration of the fabric.
+ Viscosity can be increased with Thickening
Powder.

( ( % n

% Can be used as an additive for premixed colors to soften and
extend the ink.

% Extender base with Soft Hand.
'3 Extender base for Process colors.

#3 "3 Low viscosity transparent extender base, used for glitter and
metallic.

A % Extender base with maximum opacity.
'3 % Clear flash-cure base, also used for “ gel” prints.
7 Can be used for athletic numbering and Lycra.
% For mixing pastel puff colors.

' High concentration Puff Base for deeper puff colors and
“ suede” effects.
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SLEEVE & POCKET

PRINT PLACEMENTS

SLEEVE PRINT

Sleeve prints are
placed at least 1°
from the seam of
the sleeve unless
specified by
the customer for
either right or left.

POCKET PRINT

Printing pockets Is easy
If you remember the
turnover seam(dotted line)
on the inside and size the
art accordingly. Use a buildup
(Gator-foam) cut to the same
size as the pocket for a guide.
When doing nulticolor on
a pocket a tacked insert
will be required.
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The Successful Sales Call

What Are You Selling?

Begin with the right frame of mind, which means understanding what you're
selling and not just screen printing! What you're selling is image, memories,
brands, souvenirs, security and advertisements. You'll walk into the prospect’s
office and say @Would you like to see a product that can enhance your company
image, it's cost effective, promotes your business and advertises your name, all
in one package and it never expires?® You may change the delivery, but the
intent is the key.

In order to increase your chances at being successful in the sales, you need to
develop a method and process for making the sale. The process looks like this:

The Sales Process
Identify & Analyze The Customer
Determine the Customers Needs
Planning The Sales Presentation
Making The Presentation
Ask for a Deposit
Following-up
Step 1 - Identify & Analyze the Customer
The process begins by carefully selecting your prospective client, that's one of
the unigue things about screen printing; everyone’s a potential customer, so you

have a huge selection of prospects to choose from. Start by identifying a group
of related customers, rather than just one prospect at a time.
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Example: Car dealers, landscapers, plumbers, etc.

In this way, you will be spending your time developing a single sales presentation
that can be used multiple times. The next step is to profile the group as well as
the individuals within the group.

Customers are different, when it comes to sales you need to focus on this.
These differences can make or break your efforts to reach a given group of
people. By grouping people based on their shared characteristics, you’ll have a
better understanding of their needs and define their buying habits.

Once you know the customer base you’re going after it's time to do a little
research, to adequately plan your sales presentation. Learn everything you can
about the customer, knowledge is power. Realize that your customer might not
be the final end-use; they may be a gift store, attraction, etc. You may need to
research your customer’s customer in order to target them correctly.

After you have identified your customers, analyze your customers. Make some
observations and do some research. Use this information to create a list of
attributes that describes the target customer.

Step 2 - Determine the Customers Needs

Take your customer attribute / analyze list and think of every possible item and/or
service you could sell to this customer. Create a second list and review it for
practicality. Now develop some real product ideas and possible designs as well.

Once you are comfortable with your choices, decide what you will need to take to
show the customer. It's not practical to take everything on your list, so choose
carefully the most important items, be prepared to show catalog pictures. Mark
the pages you wish to show for easy reference. (Make sure the manufacturers
name, wholesale prices and contact information are not visible, most distributors
have generic catalogs.)

Along with sample garments, merchandise ideas and catalogs, develop a price
strategy. It's much more effective having the ability to quote while showing
samples. Plan ahead and have a a printed price sheet to go with your samples.

Step 3 — Planning the Sales Presentation

Once all the merchandise is chosen, write down scenarios and scripts that will be
presented. The goal is to reach a prospective client’'s head and plant a need for
printed products. Determine how to put a 2spin® on the products being sold by
taking an ordinary item and turning it into a @must have® product. Develop a
script and rehearse it, assemble your sales kit to have everything that you need
to make the presentation, then practice.
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Step 4 — Making the Presentation

During the actual sales meeting, opinions of your capabilities (good or bad) are
going to be formed very quickly. Most potential customers won’t have time to talk
endlessly, identify this early on and present accordingly. Bridge the gap between
friend and stranger right from the start. The sooner this is accomplished, the
quicker a friendly meeting ground is established, which increases your chances
of making a sale.

It's important to find common ground between seller and buyer immediately,
how? Most people surround themselves with mementos and trophies of their
lifestyle in the office environment. After the initial greeting take notice of the
customer’s 8space®, quickly analyze it to learn more about the person and then
play on these characteristics. Find a commonality then share it during the
opening conversation to quickly break the ice.

Smoothly move into the sales presentation, it's important to take the lead from
the start and stay in control throughout the presentation. Being prepared for
guestions and issues is the best method for maintaining control. Since pricing is
usually the area that is most contested and breeds anxious moments, here are a
few tips to deal with the subject.

Stand firmly behind your pricing, everyone plays the price game so be prepared
to back the pricing. Stammering or thinking over a price quote, will trigger the
customer in trying to get a lower number. If price becomes a major issue, never
allow the customer to think they manipulated you into a lower selling price. Don’t
immediately offer the price reduction to close a sale; instead respond with 8et me
check with the suppliers for a better price.® The price reduction has now been
shifted to another cause, although it may have to be absorbed by the seller if the
customer doesn’t budge.

Keep the presentation exciting, informative and as short as possible. Convince
the customer they can’t do without the products being offered; make them
necessities, not a useless expense as most can be written off as advertising.
During the presentation always keep an eye on the customer and try to gauge
their responses. Human analysis and body language are important tools, it's
essential to learn how to read people and respond to them. Push the sale as far
as possible, be prepared to back off when necessary, but not too far.
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Step 5 — Ask For a Deposit

This must be done tactfully, so as not to offend the customer. Carefully lead them
into an ordering situation like. @ suggest you start with 48 shirts in the following
size increments... Which colors appeal to you? The hot colors this year are...°
Start writing quotes while leading the customer through the different items that
are being offered, finish the total and offer a completion date.

aThe total order comes to $$$$ and we can deliver that to you next Thursday.®
This gives the appearance that the deal is already done, without being to
overbearing. If the customer doesn’t order there are still notes and prices for a
follow-up phone call that will be quick and easy.

Step 6 - Following-up

The selling process doesn’t end with the meeting, remember to follow-up. There

may not be an order in-hand; this is an open door to pursue the customer further.
Don't let the opportunity pass by, check back within a reasonable amount of time
with additional information and/or products.

In the event there is an order placed and fulfilled make sure to check back
periodically in hopes of continuing the relationship on a long-term basis. Many
customers won't take the time to call you back for a reorder, they are waiting for
contact.

Conclusion

Selling a product you produce can be fun and exciting, pump yourself up before
every meeting and put your entire mind and body into it. Don’t get discouraged if
you don't close every sale, It's the nature of the game.

When you do close a really great sale and the customers pleased it results in a
tremendous feeling of self-satisfaction and accomplishment. The feeling pushes
you to achieve higher sales, better products and of course, it helps your bank
account in the end.
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Here is a sales scenario as a loose example:
Selling to a Campsite / Daycare / Landscaper / Plumber / Repair Co. etc

The aWoodlands Camping Center® has 100 open Motor home sites, 50 cabins
that are filled during the summer months (short term) and 20 year-round
residences. The Campsite provides services and has a camp store. It's located
outside a historic village, which is a major tourist attraction.

The Sales Process
Identify & Analyze The Customer
Determine the Customers Needs
Planning The Sales Presentation
Making The Presentation
Ask for a Deposit

Following-up

Identify & Analyze The Customer

What are the possibilities? Let’s determine what the client might be interested in
and what type of spin or angle we can pitch. People with large Motor homes tend
to have large pocketbooks and large egos’. They like to be waited on. So, a
good clean image is a must. When a high-dollar Motor home pulls up for
$300.00 worth of fuel, food and drinks they don’t want to be met by a ragtag
bunch of attendants in t-shirts and cutoff jeans.

They expect a professional staff that can assist them with the fueling and check-
in process. The quickest way to put that image in the Campers head is the visual
appearance of the staff. Matching polo shirts and caps with the Camp Logo is the
perfect solution. (Don't forget, that headwear with a bill is a must on a hot
summer day.)

Another spin on the uniform angle is security. Most owners would get suspicious
and nervous about strangers hanging out; the employee uniform takes on the roll
of identification for security purposes. Those who were once strangers are now
identified as Campsite Staff.
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Also it makes it easier for the Camper and their family to find assistance. Upon
entering the camper can be told @we’re here to take care of your needs. When
you need something, just look for one of our staff members who are easily
identified by their royal blue shirts with the Camp logo.°

If a mechanic has to come to perform maintenance, a professional appearance
goes a long way towards making the Motor home/Cabin owner feel comfortable
with an otherwise unknown person. That covers the uniform spin, let’s look at
other angles.

Typically a Campsite will have a store, which is a cross between a small grocery
and a campers/hikers supply store. Local campers as well as transient campers
depend on the store to supply their needs. Most of these stores sell apparel with
the Camp logo. For the local motor home owner such merchandise is a way of
showing off to the world that they own a nice rig.

For the transient camper a garment with a logo serves as souvenirs for their
travels. And even further a camp shirt to identify what children belong on site is
great for Parents peace of mind. In all cases, screen printing will be associated
with prestige. Now souvenir apparel serves as income-producing advertising for
the Campsite. That's a neat concept, people paying to let them advertise a
business. This is a key point for application to other potential sales opportunities.

Identify Potential Products for the Customer

For the uniform shirts, you might want to consider 50/50 since it launders better.
On the other hand, if they are worn outside in the hot summer sun, then 100%
cotton is better. Speaking of laundering ability, consider white since it can be
bleached routinely, a promotional weight will be more appealing due to the cost.
By no means forget any of your customers, offer a wide array of quality and price
points.

For the polo, tee, tank and sweat shirts that are sold as souvenirs, heavyweight,
100% cotton, will definitely be the most appealing, since the purchaser will
typically be of a high income level and prefers high end garments. The same
thought process should be applied to caps.

If they will be worn by the staff in direct sunlight, light colors with an extended bill
will be appealing and practical; one exception would be for the mechanics. They
prefer black caps, since they don’t show dirt. (Lighter colors will show greasy
fingerprints.) Consider ordering samples of these products, as the real thing is
much more effective than a picture in a catalog.
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Plan the Sales Presentation

Use information that you have created, make a list of products with key selling
points for each one. Explain each product with its benefits and its purpose;
create a price list for each of these items. Obtain samples of the key items, have
a list of alternative ideas, find the items in catalogs and mark the pages. Create
a script, decide what you will wear and make sure it fits into the presentation.

Wearing a nice polo shirt with your printed logo will show the customer your
abilities. Also put together samples that you have done for other businesses, a
portfolio of designs. Choose some unique stock designs that could be offered as
well, especially for the Camp Store.

If the Campsite does not have a logo already, make suggestions about creating
one using some of your stock designs. Think of other value-added ideas,
example — Print the logo on the left chest and perhaps embroider a name on the
right chest for the uniform shirts. Each printed logo adds more dollars into your
pocket.

Be sure to research the client. Find out how long they have been in business,
important facts, etc. Memorize it so that you can quote it back to the client if
needed. Most customers are impressed when they find that you took the time to
learn such information.

Make The Presentation!

Ask for a Deposit!

Deliver and Follow-up!

99



DAILY PRODUCTION REPORT

Date:
Printer:
Machine/Press Changeovers Prod. Amounts
OTHER:
Totals:

Total Misprints:

Printers Notes:
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