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We
all
recognize
the
benefits
of
training.
Training
builds
confidence,
creates opportunities, and reinforces
commitment; which adds up to increased
productivity.
One of the greatest barriers to training is
time. So often workshops are developed
and presented with little or no input
from the ones taking the training. Even
if the training appears to meet the
time structure, it isn’t a guarantee the
participants will be able to attend when
the training is put on. Things happen.
Work happens. At the MPIA we continue
to work with our members to ensure that
training is delivered at a time that is best
for the majority of participants. While we
don’t always get it right, we continue to
work with you, our members, to at least
be cognizant of the demands you face
every day.

the
Canada/
Manitoba
Job
Grant from the Barry Miller, Executive Director
initial application
to the final payment request. I urge all
of you to consider what training you
anticipate this year, and make application
to the government as soon as possible.
For more information please contact the
MPIA office at (204) 272-5022 or bmiller@
mpia.ca
If there is training you would like to see
offered, please let us know. As always,
this is your Association and we are here
to benefit you.

The other great barrier to training is cost.
When times get tough, training is the
first line to be cut. In the past, the MPIA
help offset the cost of training through its
rebate program. Typically, this program
would refund approximately 30% of
training costs. With the introduction of the
Canada/Manitoba Job Grant program,
our funders will no longer support the
Rebate program.
However, as the
Canada/Manitoba Job Grant program
provides a refund of up to two-thirds; the
benefit from this program far outweighs
the loss of the MPIA Rebate program. At
the MPIA, we are here to help you navigate
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IN CASE YOU MISSED IT… MILLENNIALS ARE AN EMERGING
CONSUMER POWERHOUSE!
This past week, Quad/Graphics released a study entitled
Millennials: An Emerging Consumer Powerhouse. One of the key
areas of focus was how printed materials are used by today’s
“connected” generation of Millennials. This article provides an
overview of how Millennials interact with printed media.
By Barb Pellow
Published: March 24, 2016
In last week’s column, I discussed research findings from a recent
InfoTrends multi-client study entitled Direct Marketing Production
Printing & Value-Added Services: A Strategy for Growth. One of
the key messages from this study was that Millennials (individuals
born between the early 1980s through about 2000) still use print, but
they want it to be concise, personal, and part of an omni-channel
experience.
This past week, Quad/Graphics released a study entitled Millennials:
An Emerging Consumer Powerhouse. The data was gathered from a
proprietary Quad/Graphics Customer Focus 2015 Research Study,
as well as from external research authorities like Pew Research,
Nielsen, and Annalect. Customer Focus is a quantitative annual
survey of 2,500 adults. The complete report is available for download
and is definitely worth reading.
The Census Bureau estimates that there are currently 83.1 million
Millennials in the United States. These individuals account for more
than 25% of the population and outnumber Baby Boomers by 7.7
million. Their spending power surpasses $600 billion and is expected
to exceed $1.4 trillion by 2020. One of the key areas of focus in the
2015 Customer Focus Research Study was how printed materials
are used by today’s “connected” generation of Millennials. This
article provides an overview of how Millennials interact with printed
media.

PRINT THAT WORKS WITH MILLENNIALS
Direct Mail

The Radicati Group reported that consumers receive an average
of 567 promotional e-mails each week. Because Millennials are
inundated by digital advertising, they have become largely immune to
it. Meanwhile, the USPS Household Diary indicates that the average
household receives 19 pieces of direct mail on a weekly basis. While
digital advertising is largely ignored, direct mail actually stands out.
When Millennials were asked about the types of retail direct mail that
they read, the most popular types included deliverables from retail/
department stores, grocery stores, and clothing/shoe/accessory
stores.

Which of the following types of retail direct mail do you
read?
Although direct mailers get Millennials’ attention, they want to go
online to respond to this direct mail. This means that any direct
mail pieces that are addressed to Millennials must connect to an
appropriate digital channel. The Quad/Graphics study highlighted
that 84% of Millennials prefer to respond to a direct mailer by visiting
a company’s website. Of these respondents, 53% visit the website
using a PC while 31% use their mobile device.
According to InfoTrends’ 2015 Multi-Client study entitled Micro to
Mega: Trends in Business Communications, survey respondents
reported that the average number of media channels used in a typical
marketing campaign was three. To effectively reach Millennials with
direct mail, print/marketing service providers must deliver an omnichannel experience.
Coupons
According to a survey of 1,000 Americans by advertising firm
Valassis and market research firm Ipsos, over 90% of Millennials use
coupons to plan their shopping lists. This study also confirmed that
more than half of Millennials use coupons the old fashioned way—
they prefer to receive their coupons in the mail or via a newspaper/
magazine.
Catalogs
Catalogs serve as a key communication vehicle that can drive
consumers online or to a retail outlet to make a purchase. 54% of
Millennials look forward to receiving retail catalogs in the mail. Of the
Millennials that rely on catalogs to help guide their purchases, half
visited a retail website and 38% visited a physical store location.
Retail Inserts
Millennials are cost-conscious consumers—many were challenged
by the 2008 recession, face a competitive job market, and are still
paying off their student loans. As a result, it comes as no surprise
that 72% of Millennials use retail inserts to compare prices at grocery
stores and obtain coupons.
Magazines
Millennials like magazines. Although they do pick up some of their
news from the Internet and broadcast media, Millennials are more
likely than the overall U.S. adult population to read printed magazines
related to food/nutrition, fashion/beauty, celebrity/entertainment,
and health/fitness. Furthermore, 62% of Millennials reported that
they preferred reading printed magazines.
The Bottom Line
Although Millennials use electronic media more than older
generations, they are not ignoring print. The Quad/Graphics study
highlights that in a world that is oversaturated with e-mail and
social media, print remains effective among Millennials. As service
providers work with their clients, they must ensure that their printed
communications are relevant to Millennials. Millennial consumers are
seeking interactive mail pieces that drive them to digital channels,
and they will expect consistent messaging as they navigate across
various channels.
Marketing to Millennials isn’t an option but a necessity—these
consumers possess a huge amount of purchasing power. Even in
today’s “all channels on” environment, print continues to cut through
the clutter. Service providers must work with marketers to develop
fully integrated marketing plans that make use of newer mediums
like social and mobile without overlooking the importance of more
traditional printed assets.
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PRINTING INDUSTRIES OF AMERICA LAUNCHES NEW GROUP
PURCHASING INITIATIVE FOR SKILLS TRAINING
Shaffer, Vice President of Education and Marketing Strategies
for the Printing Industries of America. “By filling this need for
affordable, accessible training solutions, our goal is to strengthen
the industry by helping to close the skills gap and aid companies
in recruiting and retaining quality employees.”
Normally $295 per individual, the new group purchasing rates
allow for significant cost savings to the employer. PIA member
companies can receive a reduced rate of $195 per seat when
purchasing five or more subscriptions and $175 per seat for 15
or more subscriptions. Non-members may also take advantage
of the program at $260 per seat with a 5-seat minimum and $235
per seat with a 15-seat minimum. Additional price reductions are
available for any company wishing to purchase more than 50
subscriptions.

Pittsburgh, Pennsylvania—Printing Industries of America
(PIA) has launched a new Group Purchasing Initiative for skills
training through its iLearning Center training center. The aim
of the program is to provide affordable and accessible training
opportunities for organizations within the printing industry at a
bulk purchase rate.
“With the average age of a press room employee nearly reaching
48 years of age, it is apparent that training the next generation
of printing industry staff is of the utmost importance,” said Julie

The iLearning Center has more than 33 courses available in print
fundamentals, pre-press, color management, customer service,
sales and marketing including an online version of the popular
workshop, Orientation to the Graphic Arts, and six new courses
by world renowned industry professional, Taz Tally. New courses
are being added continually and will be accessible to subscribers
at no extra charge.
For more information about the Group Purchasing Initiative or
the iLearning Center, please contact Julie Shaffer at jshaffer@
printing.org.

MPIA CONGRATULATES THE LATEST
MEMBERS COMPLETING THE CONTINUOUS
IMPROVEMENT PROGRAM LEVEL I

PRINT STUDIO ONE
LIGHT VISIONS
The Continuous Improvement Program is a
ten-week, in-house training program designed
to help improve production. Contact the MPIA
office for information on how you can get
involved in the MPIA Continuous Improvement
Program.

IN MEMORIAM
Donald Leech
March 6, 2016
Leech Printing
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SIGN UP FOR EMAIL UDPATES AND NEWS
Email Barry Miller (bmiller@mpia.ca) your email address to be added to the list.

PIA INTRODUCES NEW FINANCIAL PERFORMANCE ASSESSMENT
FOR PRINTERS
Printing Industries of America’s Center for Print
Economics and Management has developed a
new way for printers to assess their strengths and
weaknesses and to obtain an action plan to improve
their bottom-line performance. The key features of the new Financial
Performance Assessment include:
• A detailed comparison and analysis of the printer’s key
performance metrics with profit-leading firms that are similar in
size, business models, and printing processes.
• A comprehensive variance analysis examining the underlying
reasons for performance issues.
• An action plan with recommendations for specific strategic
management practices and operational improvements, such as
lowering costs, saving resources, changing prices, and other
actions to stop losses and increase sales and profits.
• The findings are presented in both a detailed report to
management plus a web-based presentation to the printer’s
management team.
• On-going assistance and consultation as needed to help in
implementation of the action plan.

The research and analysis are conducted by Dr. Ron Davis, Senior
Vice President and Chief Economist with over 28 years’ experience
in financial analysis in the printing industry, and Tai McNaughton,
Economist at PIA.
To participate in an assessment companies need only to complete a
confidential questionnaire on their current financials. The assessment
report is delivered within three weeks. According to Dr. Davis “this
new Financial Performance Assessment is a quick, affordable and
useful way for printers to promptly determine their strengths and
weaknesses and get a template for improved performance”. Davis
further states that “the average difference between a profit leading
printer and non-profit leading printers is around 10 percent of
sales or $100,000 per million dollars in annual sales. The Financial
Performance Assessment can help printers bridge this gap and pay
for itself many times over.”
For more information or to schedule a Financial Performance
Assessment contact Tai McNaughton at tmcnaughton@printing.org
or 412-259-1756 or Dr. Ron Davis at rdavis@printing.org or
434-591-0527.
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