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In this edition of VI  
InView, we review the 
very successful Visual 
Impact trade show held 
recently in Brisbane.  

We discover how Dashing 
Print have become such 
a powerhouse in the 
Australian printing industry, 
we go inside Graphic Art 
Mart to find out why they 
sold and what the changes 
mean for the future of 
one of Australia’s leading 
suppliers, we celebrate the 
best of the best from the 
2016 NZSDA awards and 
… we take a trip to India to 
see the size and scale of 
the Wedding Album market 
over there. There’s all this 
and much more in this 
edition of VI InView.
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InView Magazine is published twice a year by Visual Connections Australia Limited. 
(ABN) 14 086 098 811.

InView Magazine may not be reproduced in whole or part without the written consent of the publisher. 

Views expressed within this magazine are not necessarily the opinions of the editor or publisher. Whilst all efforts are made to ensure the accuracy and truthfulness of 
stories included in this issue, the writers, editors and publisher cannot be held responsible for inaccurate information supplied and therefore subsequently published. 
InView Magazine also holds no responsibility  
for any advertisements printed in this magazine that may be deemed inaccurate.
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With an increase in attendance figures of 26%, the recent Visual Impact Brisbane trade 
show was a hit with exhibitors and attendees. The event wowed with a number of dazzling 
displays, new technology, machinery, applications and services, helping to generate a lot of 
sales, deliver informative presentations and workshops and, provided yet another platform 
for synergy between all areas of the trade. Visual Impact Brisbane proved that the one-two 
combination of traditional print technology and digital print and signmaking technologies is a 
powerful mix, and a major draw card for professionals and practitioners.  
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The history of Dashing Print can be found in the world of offset 
printing. Prior to the major changes the company would undergo, 
the business was generating a respectful turnover in the vicinity of 
$3 million per year. However, it had reached a point where further 
growth was unlikely unless big changes were made. The future of 
the company would emerge in the form of Russell Kavnat, who, just 
over 8 years ago, bought his parents 50% stake in the business, 
becoming the driving force behind Dashing Print’s meteoric rise. 

When Russell joined Dashing Print, business activity had plateaued, 
but the potential the business had had barely been realised. Now, 
they operate in rarified air with annual revenue over $40 million and 
a total of 120 staff. To think, all this has been achieved in less than 
ten years and, in challenging economic conditions. 

“It’s sometimes easy to make money during good times but it’s 

never easy to make money during tough times. That requires great 
management skills, hard work and a total focus on improvement,” 
said Russell Kavnat, Managing Director, Dashing Print, during an 
interview with the Weekend Australian.

It’s an amazing achievement, but greater still is how he and the 
team have transformed the business, where they have directed it, 
and the technology, systems and people they have put in place to 
secure the future. 

Russell said, “We got to a point where the business either needed to 
be joined with another business or I needed a proper management 
team and the next big plan.” 

“Once we got to that point I invested in a senior management team 
and brought in a Chief Executive and Chief Financial Officer.”

30 years ago, a small 
retail print shop would 
take its first burgeoning 
steps towards what 
would become one of 
the country’s premier 
print-service-providers. 
We’re talking about 
Dashing Print, a PSP 
that underwent immense 
transformation in recent years,  
solidifying it position as a business  
with a focus on the future.

Dashing Print
FULL STRIDE –

Russell 
Kavnat
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Introduction
In 2015 the Australian Sign & Graphics 
Association (ASGA) recognised that 
action must be taken to build the skills 
base in their industry for the future. The 
challenge for the signs and graphics 
industry is more complex than just 
attracting enough apprentices and 
ensuring better qualification completion 
rates. In recognition of a number of issues 
impacting on the ability of the industry to 
ensure a skilled and flexible workforce, the 
Industry Testing and Assessment Centre 
(ITAC) was commissioned by ASGA to 
conduct research into current skilled 
worker trends in sign and graphics.

The research was to determine why there 
is such volatility in the number of signs and 
graphics apprenticeship commencements 
annually across all states and territories, 
why the number of apprenticeship 
commencements and completions has not 
kept pace with industry requirements and 
why has there been an overall reduction in 
the number of qualified workers employed 
in the industry.

Data for this research was gathered from 
state Trade Commencement Registrations 
(TCR), the National Centre for Vocational 
and Education Research (NCVER), the 
Australian Bureau of Statistics (ABS), and 
direct employer surveys.

The signs and graphics industry comprises 
over 7,600 businesses with an annual 
value of production worth $5.3 billion and 
growing. The industry has a history of 
continuous innovation to meet the demands 
of its customers.

The industry needs people with practical 
skills to manage and control the signs and 
graphics process where hands-on skills 
and creativity merge as one. People with 
similar abilities are needed to manufacture 
and install the finished signage product. The 
signs and graphics industry uses computers 
for most of the manufacturing and design 
process and requires people with above 
average computer literacy and strong 
creative skills The ASGA has recognised 
that action must be taken now to build a 
skills base for the future. What the signs and 
graphics industry is facing today is not just 
a problem of attracting enough apprentices 
and ensuring better completion rates. The 
challenge for the signs and graphics industry 
is far more complex.

In recognition of a number of issues 
impacting on the ability of the industry to 
ensure a skilled and flexible workforce, 
ITAC was commissioned by ASGA to 
conduct research into current skilled worker  
trends.

Since 2000, ASGA and the industry 
have witnessed volatility in the number 
of signs and graphics apprenticeship 
commencements annually across all states 
and territories. Despite industry growth, the 
number of apprenticeship commencements 
and apprenticeship completions has not 
kept pace with industry requirements.

Critically there has also been an overall 
reduction in the number of qualified workers 
employed in the industry.

Workers have been hired to fill employment 
gaps that have normally been performed by 
qualified tradespeople.

Although this situation can provide a short-
term fix for employers to meet existing 
demands, the erosion of a strong skills base 
across the industry will have a detrimental 
effect on its ability to drive continued 
business expansion and innovation.

Other issues raised at member forums have 
focused on what has been described as ‘the 
poor delivery of existing training’ by most 
registered training organisations (RTOs). 
Most RTOs use the traditional one day 
per week, face-to-face classroom training 
delivery. Compounding the reality of a poor 
delivery model there has been a reduction 
in the availability of training opportunities, 
particularly in the less populous states 
and territories. Only one RTO, based 
in Queensland, offers online training 
delivery. Potential recruits to the industry in  
many parts of Australia do not have the 
means to enter the industry due to the 
reduction of RTOs delivering the Certificate 
III in Signage.

Another grievance voiced by members is 
the mismatch of the actual training package 
qualification and the jobs skills requirements 
of the industry. The Certificate III in Signage 
has now been redesigned to align with 
the increasing use of technology in the 
industry and the development of industry 
specialisations. Although this is a positive 
result for the industry, the new Certificate III 
in Signage is unlikely to be ready for delivery 
until 2017.

There is recognition by the Federal 
Government that it is necessary to 
align vocational education and training 
more closely with the needs of industry 
development and the economy. This is 
indicated by the dissolution of the Industry 
Skills Councils and the establishment of 
Skills Service Organisations (SSOs). The 
Federal Government is undertaking a 
program of VET reform to ‘elevate trades 
and vocational education to the centre  
of Australia’s economy’ which reinforces 
the need for relevant, current and  
qualified people in the Australian  
workforce. The recognition by the 
Federal government of the importance of 
trade and vocational education is most  
welcome and timely for this report.  
Given the requirements of the signs and 
graphics industry to build a skills base to 
meet its needs, government support will  
be critical in addressing industry 
challenges.

This report is an attempt to provide 
a comprehensive review of current 
employment trends in the signs and 
graphics industry. Importantly, research 
including data collection and analysis 
is seen as essential by ASGA as a 
necessary foundation before embarking 
on the implementation of any strategies 
to improve existing worker training, or 
alternative training delivery methods for 
apprentices and trainees.

Executive Summary
Research and data highlighted in this report 
indicates a distinct erosion of the industry 
skills and knowledge base. The annual 
employment profile points to a declining 
level of the availability of skilled workers 
at a time when the industry is introducing 
higher levels of technology and innovation. 
Skilled workers leaving the industry are not 
being replaced in numbers necessary for 
long-term sustainability.

The industry currently employs almost 
8,000 tradespeople and has an 8% attrition 
rate or 640 tradespeople per annum. Of 
the 256 apprentice commencements 
(based on the 10 year average), completion 
rates of 70% mean that effectively there 
are 180 apprentices completing trade 
qualifications each year to replace 640 
qualified workers exiting the industry. The 
shortfall is being filled by staff with partial 
trade qualifications.
 

ASGA Special Report

THE EROSION 
OF THE TRADES 

SKILL BASE IN 
THE SIGN  

AND GRAPHICS 
INDUSTRY

In the last edition of Visual Impact Magazine  
we talked about some of the issues facing  
the training and development of the next  
generation of print, sign and display professionals  
in this country. This is an issue that has many  
concerned. So much so that, in 2015 the ASGA 
commissioned a special report on the topic, which has 
taken just on a year to compile and be presented.  
The results should concern all who want to see the 
industry have a viable future. The ASGA have been kind 
enough to share with us the findings and recommendation 
of the report.
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At the 2016 NZSDA Awards, the best of New Zealand’s print, sign and display 
specialists were on hand to celebrate another extraordinary year. The creativity, 

ingenuity and pursuit of perfection with the industry highlights why the Kiwis 
produce some of the best work in the world. A special mention has to go to the 

winners of the apprentice awards, easily some of the best we have seen for years. 

COVER
STORY
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Before digital picture 
frames, iPhoto, Facebook 
and memory sticks, printers 
and photographers used 
to make small fortune from 
the production of wedding 
albums. In the West, the 
wedding album has suffered 
a slight decline in popularity 
as couples opt for digital 
alternatives. In other parts 
of the world, the printing 
of wedding albums is a 
booming business, and none 
more so than in India where, 
according to statistics, there 
are an average of 12,000 
weddings per day, with 
around 1.5 million photos 
taken per day. It’s a massive 
market, and thankfully for 
print businesses in the 
sub-continent, one that is 
growing at a significant rate. 

THE INDIAN WEDDING 
ALBUM MARKET

COVER
STORY
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Wide-format is sufficiently broad as a 
discipline that it commands a dedicated 
show on an annual basis and printers, 
commentators and exhibitions alike struggle 
to maintain a definition. It’s easier to view 
FESPA, then, as a digital ink-jet show with 
a tendency towards graphics production, 
although not exclusively. The ever-popular 
‘baby flat-bed’ Mimaki UJF-3042FX is 
the embodiment of an ink-jet inspired 
intersection between signage, industrial 
and promotional output; FESPA expands 
that to the macro level, demonstrating how, 
in our sector, progress is now measured in 
markets rather than mechanics.

GETTING BIGGER
The presence of textile at this year’s outing, 
and its billowing presence on the floor plan, 
is a salient example of this phenomenon. 
Despite the presence of a dedicated FESPA 
Textile hall, fabric fashioned its way onto 
stands across the three zones of the show, 
from the dedicated machinery of Kornit or 

MS through to EFI’s newly acquired Reggiani 
range and the auxiliary equipment and 
display systems contained within the catch-
all European Sign Expo. 

Kornit’s vivid, applications-led stand 
provided the platform for two major 
launches in the Storm II range of direct-to-
textile machinery and took some 20 orders 
for its Avalanche Hexa unit on the show floor. 
The 300 garments-an-hour Avalanche 1000 
is always a spectacle, however, and what is 
particularly impressive is the manufacturer’s 
commitment to exploring and explaining 
return on investment, web-to-print and the 
practical idiosyncrasies of adopting devices 
in its line. In applications terms, a range of 
direct-to-denim examples stick in my head, 
coveting the lucrative, fast-paced teen and 
young adult fashion market. MS Digital’s 
presence and printers were surprisingly stoic 
and blocky from this Italian company, but the 
entry-level JP3, which costs an accessible 
€65,000, and JP7 were churning out quality 
textile prints at a good rate throughout 

the day. Its development of a new graphic 
pigment marks it out as a developer of 
note, with the signs pointing to an increased 
interest in the production of machines for 
higher-volume but shorter-run wallpapers 
and interior decoration.

Korean manufacturer d.gen’s show footprint 
overflowed with bright output. The addition 
of colours across its range, from the new, 
entry-level Arachne Hexa to the 3.3m Teleios 
Grande H6 – which can reach an impressive 
177sq m/hr without compromising quality 
– does great favours, with orange and 
turquoise plus fluorescent pink and yellow 
creating electric pastel tones currently 
thriving on the high street. 

Nothing, though, can really beat the 
experience of walking into a printer: the 
ColorBooster DS from Dutch home-grown 
outfit Hollanders is a 3.2m double-sided 
textile printer intended for signage but, 
really, it’s fashion and décor where this 

curious engine stands to win properly. 
While we ponder how and where one 
might incorporate such auto-reverse type 
graphics, Hollanders has considered a 
number of permutations for this eight-colour 
machine, available as it is in either 3.17 or 
2.1m versions, with twelve or 16 of its Seiko 
508GS heads and a variable drop size of 
twelve to 36pl.

DIVERSIFY
EFI provides another excellent example of a 
company that simply refuses to encase itself 
in a single box; its six launches spanned the 
gamut from textile to super-wide, hybrid to 
flat-bed. Its major push was, of course, the 
new FabriVU soft signage series, of which 
the 3.4m was especially tantalising, offering 
a top saleable speed of 464sq m/hour or 
a top resolution of 2,400dpi. Remarkably 
for a manufacturer of this stature, EFI took 
an holistic approach to the showcasing 
of the Renoir Next 180, its beltless 1.8m 
unit, in concert with Klieverik – a reassuring 
symptom from a leading developer in 

a market that can be parochial. Such 
collaboration is necessary and popular; 
according to Senior Manager for EMEA 
marketing Adriana Puccio, this was the 
stand’s head-turner, and belies the secret to 
success in textile.

This was the sentiment echoed by Chris 
Brooke and Bruno Basso, the inventive 
brains behind their eponymous label, 
lauded by Tim Blanks of style.com as ‘the 
Pixar of clothes’. Designers like Basso & 
Brooke are increasingly frustrated by the 
silo mentality of what should be a furiously 
creative industry: prohibitive trade pricing 
and a lack of perspective have stymied  
the adoption of digital ink-jet in fashion, 
whether for prototyping or actual  
production. “The content is as important as 
the process,” counsels Basso, in words of 
warning that, while we may all be touting 
textile as our industry’s next trump, clarity of 
vision and genuine collaboration are critical 
to success.

Back to EFI, and away from textile. EFI has 
now digested its acquisitions, presenting an 
invigorating portfolio at the high production 
end of the market. The UV-LED, four-colour 
plus white Quantum LXr touts itself as an 
alternative to latex-type engines, loaded 
as it is with productivity options to take full 
advantage of its 210sq m/hour throughput, 
including an XY cutter, roll-to-sheet mode 
and low power consumption. Upgrades 
elsewhere in the catalogue – the LX3 Pro 
at the top of the GS line, the HS125 with 
improved yield from the previous HS100 
iteration – also attracted.

It’s telling that there were few significant 
releases in what we might call the traditional 
roll-to-roll area. One French printer told 
me that he suspected this was due to the 
longevity of the machines in this category. 
For example, an investment in Roland 
DG’s TrueVIS VG print-and-cut range, now 
available in 54 and 64”, is likely to stand up 
to consistent use over half a decade; I’m not 
sure if I agree with the manufacturer’s billing 

MARKETS, 
  NOT 
MECHANICS:

One can rightly assume that 
the FESPA staffers were sick 
of hearing the phrase ‘in a 
drupa year’. Yes, 2016 will 
welcome that quadrennial 
festival of print and many 
are waiting for the inevitable 
swathe of technology launches 
that it will bring. However, 
wide-format punters could not 
have been displeased with a 
vibrant FESPA Digital 2016, 
which more than held its own 
in terms of emergent products: 
so much for the drupa effect.

FESPA Digital 2016 
in review

By JAMES MATTHEWS-PAUL
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Soft Signage,
Hard Profits

Industrial  Soft Signage Performance at an Entry Level Price! 

• More productivity than its competitors.

• Lowest cost per meter in its category.

• Unique Ink Recovery & No Waste Water System.

• Better Ink Viscosity: easy dry due to less water content.

• Wider Colour Gamut: CMYK + Fluorescent Yellow & Magenta.

• Deeper Colour Saturation & ‘POP Quality’: 300Dpi to 4800 Dpi

• A Green Solution with No Waste Water & Low Energy Consumption

• Ability to manage future substrates including lighter paper & fabrics.

www.efi.com

EFI  VUTEk FabriVU 180 

Contact EFI Australia: Jarrod White +61 423 300 178 or +61 7 3625 9200.

A premium aluminium composite 
panel with a hi-tech easy 
peel film, leaving no residue 
on the panel. Masterbond is 
exceptionally flat, rigid and 
suitable for direct digital 
printing. 

Available in 3mm, 1220 x 2440mm or 
1500x3050mm, Matt/Matt or Matt/Gloss 
Finish, 0.2 or 0.3 Skin 

Come away with 
MasterBond and get 
the real experience 
with definition and 
performance!

THE NAME IS BOND…. 

MASTERBOND

Visit www.bjball.com.au or contact your local BJ Ball office to arrange a sample:

NSW: 02 8863 1200   VIC: 03 8794 3500   QLD: 07 3490 5800   SA: 08 8425 1000   WA: 08 9281 7600   TAS: 03 8587 3444                          

Find us on:

www.swissqprint.com

Automation for added productivity

Robot and printer work together unsupervised,  

producing identical or individualised runs with  

precision and reliability.

World premiere

Drupa 2016, Hall 9, Stand C04

distributed by
www.pozitive.com.au 

 1300 89 59 39

High-End UV Inkjet Systems
Engineered and manufactured in Switzerland

ADVERTISERS’ INDEX

1300 GAMART (426 278)

www.gamart.com.au

Avery Dennison’s MPI 1105 Easy Apply RS™ 

cast film and DOL 6460 Premium High 

Gloss overlaminate combine to provide you 

with the ultimate performance for all your vehicle 

wrapping and durable outdoor graphics needs. 

Avery Dennison® MPI 1105 Easy Apply RS™  
with DOL 6460 High Gloss 
Outstanding printability. Supreme application performance. Extended warranty.

The next generation digital inkjet print 
wrapping solution has arrived.

POWER  
TO PERFORM

Visit www.gamart.com.au for more information

INTEREST*

F I N A N C E  S O L U T I O N S

Australia Pty Ltd 

New Mimaki Australia Finance Solutions
For a introductory limited time we are offering zero interest on a

specific range of Mimaki Printers.

* Special zero interest finance applies to these models: CJV150-75, CJV150-130, CJV150-160, CJV300-130,
CJV300-160, JV150-160, JV300-160, JV400-160LX, JV400-160SUV. Finance is based off RRP (Hardware only).

For full details please contact Mimaki Australia or your local Mimaki authorised dealer. Subject to Finance Approval.

$103.83+GST

per week
$449.92+GST per month,

60 month term
CJV150-160 Print & Cut - 1.6m wide

RRP: $26,995+GST

Own at the end of term.
Payments are 100% Tax Deductible providing the Equipment is used for Business use.
Print & Cut from $11.54+GST per day. (Example CJV150-75)

HP Latex 360

HP Latex 310 HP Latex 330 HP Latex 370

The widest range of applications 
catered for:

Outdoor Banners Temporary Textiles

POP / POS Signage

Light Boxes

Monomeric Polymeric Cast Specialty Window Film

Vehicle Graphics

Wallpapers & Canvas

HP Latex 300 Series
54” - 64” Large Format Printers

neopostgraphics.com.au1800 422 349

Available widths: 24, 30, 42, 54, 64 (inches)

Graphtec cutting plotters are designed to meet the 
demanding requirements of professionals in vinyl 
signage graphics, packaging design, garment & apparel, 
automotive aftermarket styling, automotive protection, 
manufacturing design and much more. 

FC8600 & CE6000 Series
High Performance Cutting Plotters

Affordable, high quality large format print media

Leading partner to the Australian Print Industry.

RIP CUTPRINT

Best Channel Partner  
Large Format Production 2015 

NEOPOST AUSTRALIA

Finance 

available!
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COMPLETELY REIMAGINED

Visit www.rolanddg.com.au/truevis or contact
1800 500 119 to arrange a demonstration.

The all new          VG Series printer/cutters

Four New FlexFire Print Heads
Precision droplets in 3 sizes and a 
wide print swath deliver high-quality 
output and e�cient ink usage

New Roland DG Mobile Panel
Operate the VG using your 
existing smartphone or tablet

Integrated Contour Cutting
Maximise versatility with print 
and contour cut

4-Colour or 7-Colour plus White
Vibrant colours and stunning 

detail in CMYK, CMYKLcLmLk 
or CMYKLcLmLk+W

New Cutter
Increased down 

force and accuracy

New TrueVIS INK
Vibrant, fast-drying inks in 

cost-e�ective, 500ml pouches 
with reusable cartridges 

The future of print & cut has arrived.

Two Models
Available in 64-inch 

and 54-inch width 
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Learn more, visit www.epson.com.au/fabric

• Superior image quality with unparalleled colour accuracy & depth
• Produce custom material & clothing, furniture & decor, merchandise  
 & photo displays
• Easy to install and operate with models to support various production  
 widths & speeds
• Reduced running costs with efficient ink application and low power consumption
• Comprehensive factory warranty with flexible extendable cover

THE NEW EPSON F-SERIES GEN 2 DYE SUBLIMATION RANGE

Quality Production  
made simple and reliable

PAGE 23

Roll Ups & Pop Ups

Pavement Signs

Paper, Canvas & Textile Frames

Banner Systems

Poster Cases

Free Standing

Menu & Brochure Stands

How to best display your graphics or signage can be a tough 
choice! At Spandex we make the decision easy with our 
NEW Display Systems Range. 

Whether it’s roll ups or pop ups, pavements signs, banner 
systems, poster cases or frames - Spandex delivers a 
comprehensive range of high quality and competitively 
priced products to suit any display requirements.

Visit www.spandex.com/au/displays for further information
and pricing for our exciting NEW Display Systems Range. 

New South Wales • Queensland • South Australia • Tasmania • Victoria • Western Australia
CALL CUSTOMER SERVICE 1800 01 7446

Wall Tux 252 Blockout is 6.0mil woven polyester with an opaque intermediate layer for block out. 
GF know their products and do not have grey or black adhesive, Wall Tux has clear repositionable 
and removable adhesive so you have no chance of leaving black glue on the wall or a black stain.
Available now: 1370mm x 30m , 1524mm x 30m

Wall Frog 250 is the same face film as Wall Tux, 4.0mil. Wall Frog is double coated before 
adhesive is applied so it can be die or profile cut for logos and characteratures.
Available now: 1370mm x 30m, 1524mm x 30m

Graphitex 234 is the premium option for speedy and effective application of large wall paper 
and feature walls. 7.0mil thickness allows stretch free application for multi drops without the 
risk of film stretching during applications. Double coated for a premium non fray applications.
Available now: 1370mm x 30m & 1524mm x 30m

We are now stocking 
the complete range 
of Concept wall films.

MADE IN THEUSA
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ImagePerfect™

digital & signage
materials
Spandex is proud to supply ImagePerfect’s wide range of digital printing materials for 
everyday and specialist applications, alongside the eye catching range of sign making 

vinyl optimised for better cutting, easy weeding and application.

ImagePerfect™ offers your freedom of choice with a stunning range of materials to help 
you meet the evolving needs of your customers - and keep you one step ahead of 

your competitors.

For further information, please download a copy of the NEW 2016 ImagePerfect™ 
Materials Guide or pick up a copy at one of Spandex’s branches Nationwide!

digital
vinyls  

laminates 

banners  

meshes

textiles  

papers   

backlits 

perforated window films   

specialities   

signage 
coloured vinyl

specialities 

window films  

application tapes

accessories

sign grade acm

Distributed by 

D I G I T A L  P R I N T  &  S I G N A G E  V I N Y L  |  R I G I D  S U B S T R A T E S  |  P R I N T E R S  &  H A R D W A R E  |  T O O L S  &  A C C E S S O R I E S

Spandex Asia Pacific  Sydney - Adelaide - Brisbane - Melbourne - Perth | Freecall 1800 683 311 | Belfield 1800 069 299 | spandex.com.au | facebook.com/spandexap

4mm

Scan the QR code or visit
our website to download.
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FLORA 2512

FLORA 3220

FLORA F1 250UV FLORA F1 250UV

FLORA 2512

FLORA 3220

$114,999+GST

EOFY SPECIAL

$99,000+GST

EOFY SPECIAL

$94,999+GST

EOFY SPECIAL

$114,999+GST

EOFY SPECIAL

$129,999+GST

EOFY SPECIAL

$129,999+GST

EOFY SPECIAL

*Freight not included. *Offer expires Thursday June 30, 2016. *No back orders.

EOFY SPECIALS

A DIVISION OF

UV Flat Bed Printer
4 head with 2.5m 
roll-to-roll
Market leading UV Flat bed printer. 
Using Konica Minolta 1024 heads, 
1440 x 1440 dpi this unit has 
impressive roll to roll and flat bed 
speed. Using 4 heads and 4 colours 
with high speed of 33sqr mtrs an 
hour. 2500mm roll to roll feature 
included in price. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $123,937

UV Flat Bed Printer
8 head with 2.5m 
roll-to-roll
Market leading UV Flat bed printer. 
Using Konica Minolta 1024 heads, 
1440 x 1440 dpi this unit has 
impressive roll to roll and flat bed 
speed. Using 8 heads and 4 colours 
with high speed of 67sqr mtrs an 
hour. 2500mm roll to roll feature 
included in price. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $143,937

4 HEADS 
4 COLOURS

8 HEADS 
4 COLOURS

UV Flat Bed Printer
4 head
Grand Size UV Flat bed printer. Using 
Konica Minolta 1024 heads, 1440 x 
1440dpi this unit has large 3200mm 
x 2000mm print bed, 4 heads and 
4 colours with high speed of 33 
sqr mtrs an hour. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $115,000

4 HEADS 
4 COLOURS

UV Flat Bed Printer
8 head
Grand Size UV Flat bed printer. Using 
Konica Minolta 1024 heads, 1440 x 
1440dpi this unit has large 3200mm 
x 2000mm print bed, 8 heads and 
4 colours with high speed of 67 
sqr mtrs an hour. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $136,125

8 HEADS 
4 COLOURS

4 Head Turbo
Hybrid roll-to-roll 
printer
Hybrid roll to roll printer with 
conveyor belt feed, comes with two 
retractable tables for true flat bed 
printing. Width 2500mm with table 
weight for board 50kg. 4 Konica 
Minolta 1024 heads, 1440 x 1440 
dpi. 38 sqr mtrs an hour. 3 Year Parts 
Only Warranty*, excludes heads.

RRP: $103,000

8 Head Turbo
Hybrid roll-to-roll 
printer
Hybrid roll to roll printer with 
conveyor belt feed, comes with two 
retractable tables for true flat bed 
printing. Width 2500mm with table 
weight for board 50kg. 8 Konica 
Minolta 1024 heads, 1440 x 1440 
dpi. 74 sqr mtrs an hour. 3 Year Parts 
Only Warranty*, excludes heads.

RRP: $123,937

4 HEADS 
4 COLOURS

8 HEADS 
4 COLOURS

www.pozitive.com.au

Phone 1300 89 59 39

For everything textile
Sublimation transfer, or direct to textile
Pigment inks direct to cotton & natural fibres
Sportswear, soft signage, home textiles & fashion

DGI sublimation transfer
printer powered by
Panasonic print heads.
1.9m, 60m2 / hr, 3 Yr Warranty
+ unmatched production costs.

GoTx direct to textile printer.
Available in 1.9m or 2.5m width

with inline or offline fixation.
Direct to cotton, natural fibres

& synthetics with astounding
colour and productivity.

ALUPANEL

ALUPANEL

Composite - 5 Grades - 24 Colours

Composite - 5 Grades - 24 Colours

V-Grooving - Letters

V-Grooving - Letters

Quality Australian Made

Quality Australian Made

- Signwhite - Aluminium

- Signwhite - Aluminium

METALS & ALLOYS

METALS & ALLOYS

PLASTICS

PLASTICS

- Acrylic - Foam PVC - ProFLUTE - Polycarb

- Acrylic - Foam PVC - ProFLUTE - Polycarb 20
YEARS

PRODUCTS

SERVICE

QUALITY

BEST

20
YEARS

PRODUCTS

SERVICE

QUALITY

BEST

1300 369 669
sales signsheet.com@

Australia

1300 369 669
sales signsheet.com@

Australia

0800 800 699
sales signsheet.co@ .nz

New Zealand

0800 800 699
sales signsheet.co@ .nz

New Zealand

www.signsheet.com

www.signsheet.com

“We understand your requirements and do whatever it takes to meet them.”

“We understand your requirements and do whatever it takes to meet them.”

Why we are different ?

Why we are different ?

Sign

Sheet

Distributors
Sign

Sheet

Distributors
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A LETTER FROM 
THE GENERAL MANAGER

“Sydney Olympic Park”  versus “Darling Harbour”

For the past three years we have been holding our Trade 
Shows at the Sydney Showgrounds (RAS) at Sydney Olympic 
Park, while Sydney Convention and Exhibition Centre at Darling 
Harbour was demolished and rebuilt.

We are on good advice that the ICC rebuild is way ahead of 
schedule and is due for completion by November this year. 
They intend to have some trial shows at the end of the year 
and we believe the first official show will be the Gift show in 
early 2017.

As Organisers, we have been extremely happy with the events 
staged at Sydney Olympic Park venue. The team at RAS were 
always accommodating and very professional. Operationally, 
the venue has ensured that our access and bump in and out 
has been very smooth and easy for exhibitors. 

The location of RAS has also been a positive being easily 
accessed by attendees whether car, ferry, bus and train. 
Attendee numbers have increased over the few years that we 
have been at Sydney Olympic Park. 

It is always a tough decision changing locations of shows and 
it is important that wide consultation is held. We had thought 
we were at Sydney Olympic Park to stay as many other trade 
events have decided. 

However, surveying of our audience and exhibitors has shown 
that a return to the ICC would be viewed favourably with 78% 
voting yes to returning to Darling Harbour. This decision will 
need to be made very shortly and the Visual Connections team 
will be meeting with ICC to ensure that all factors of the show 
are positive. 

As this magazine goes out we will have completed a Hard 
Hat tour of the ICC site that will enable us to assess the 
possibilities. Watch this space for further announcements.

Look forward to seeing you all at another successful Visual 
Impact Show from September 15th – 17th at Sydney  
Olympic Park. 

Best Regards 
Peter Harper 
General Manager, Exhibitions and Publications

We are fast approaching the time when we have to make the decision on whether we move 
Visual Impact Trade Shows and Printex Trade Shows back to the new International Convention 
Centre (ICC) at Darling Harbour.

For more information on the show and to register, 
please visit www.visualimpact.org.au  

or contact the Event Organisers on  
T: +61 2 9868 1577 

E: exhibitions@visualconnections.org.au
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NEW TECHNOLOGY

COMPLETELY REIMAGINED

Visit www.rolanddg.com.au/truevis or contact
1800 500 119 to arrange a demonstration.

The all new          VG Series printer/cutters

Four New FlexFire Print Heads
Precision droplets in 3 sizes and a 
wide print swath deliver high-quality 
output and e�cient ink usage

New Roland DG Mobile Panel
Operate the VG using your 
existing smartphone or tablet

Integrated Contour Cutting
Maximise versatility with print 
and contour cut

4-Colour or 7-Colour plus White
Vibrant colours and stunning 

detail in CMYK, CMYKLcLmLk 
or CMYKLcLmLk+W

New Cutter
Increased down 

force and accuracy

New TrueVIS INK
Vibrant, fast-drying inks in 

cost-e�ective, 500ml pouches 
with reusable cartridges 

The future of print & cut has arrived.

Two Models
Available in 64-inch 

and 54-inch width 
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WHO 
DARES 
WINS
As a boy I was always fascinated 
with the SAS. Trained to an elite 
level, these daring men in black 
racked up more than their fair 
share of great adventure stories 
filled with exploits, heroics and 
‘behind enemy lines’ action. I 
can’t imagine the pride one would 
have to rightfully wear the sandy 
coloured beret with the winged 
dagger and words, “Who Dares 
Wins”. 

Age has a way of bringing with it experience, and with experience comes 
a certain level of wisdom. The reason I say this is that, with the benefit of 
hindsight, I can see that with that motto, also comes a lot of really hard 
work, persistence, patience and an unwavering desire to achieve.  
That’s the real daring, to never give up. 

It’s the very same attitude that’s needed to achieve success in the 
business. 

Recently, I have had the privilege of interviewing a number of leading 
industry professionals who either own a sign and print businesses, or 
run a major organisation at a senior level. The road each took to get to 
that level is always different, but there’s one thing in common, all had the 
tenacity and desire to reach the top, to succeed. They didn’t give up. 

Thanks to everyone I got to speak with at the recent Visual Impact 
Brisbane trade show, and thanks to everyone that helped make the show 
a real success. The technology is only getting better, making the job of 
the PSP easier, and helping them to expand into new, growing markets. 

We have a lot for you in this edition of VI InView. I hope you enjoy reading 
it. I will be off to Germany soon to join the crowd as we head to drupa.  
If there is something particular you would like to know about the show, 
then drop me a line. 

Finally, keep a look out for the new Visual Impact Magazine and VIP 
(Visual Impact Print). It’s exciting. It won’t be your usual news magazine 
like all the rest, it will instead be a proper look at the people, businesses 
and technology that have helped to create and shape the industry. 

See you at drupa. 

Regards,  
Rob Griffith 
Editor

Melissa Coutts (NZSDA)
Melissa comes from a highly experienced 
background in Marketing, Co-ordination, 
Customer Service and Administration.  
Melissa previously was employed 
at PGG Wrightson where she was 
tasked with the organisation of annual 
events PR and promotional activity and 
implementation for nationwide online 
and print marketing, promotions and 
campaigns, development of marketing 
plans including social media planning.  

John Hadfield 
(KiM Business Software Solutions)
A true gentleman of the Sign Industry, 
John is known and respected by all. His 
wealth of knowledge, experience and 
willingness to help others is legendary.

Rob Gentle 
(Visual Technologies)
Rob is the General Manager of Visual 
Technologies and an all round LED 
guru. He has an electronic engineering 
degree and a curiosity in all things LED. 
He can usually be found in the testing 
lab with a range of new products.

Peter Harper (Visual Connections )
As the General Manager, Trade Shows 
and Publications and a life member of 
Visual Connections, Peter has dedicated 
himself to promoting all aspects of the 
Industry. He is one of the most well–known 
and respected people in the business.

Michael Punch (ASGA)
As the General Manager for the ASGA, 
Michael has been very successful 
in the continued development of the 
organisation’s membership base, service 
offerings and position with the Industry.

James Matthews-Paul  
(Editor-in-Chief, Output Magazine)
James is Output’s editor-in-chief and 
founder, He’s the old man of the office 
but one of the leading under 30’s 
in the sector. He’s renowned for his 
outspoken commentary on all issues 
related to print – and for his hair.

Barry Urquhart (Marketing Focus)
Top selling author, international keynote 
speaker and Managing Director of 
Marketing Focus. If there’s something 
Barry doesn’t know about marketing, 
then it’s not worth knowing.

REGULAR CONTRIBUTORS
TAKE A CLOSER LOOKTAKE A CLOSER LOOKISSUE 3 MAY/JUN 2016

GRAPHIC ART MART
The Inside Story

MANY HAPPY RETURNS
India’s Wedding Market 

BURDEN OF PROOF 
The Latest Proofing  
Systems

INSIDE

VISUAL IMPACT  
LIGHTS UP 

BRISBANE

NZ’S BEST
THE 2016 NZSDA AWARDS
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www.gamart.com.au

Avery Dennison’s MPI 1105 Easy Apply RS™ 

cast film and DOL 6460 Premium High 

Gloss overlaminate combine to provide you 

with the ultimate performance for all your vehicle 

wrapping and durable outdoor graphics needs. 

Avery Dennison® MPI 1105 Easy Apply RS™  
with DOL 6460 High Gloss 
Outstanding printability. Supreme application performance. Extended warranty.

The next generation digital inkjet print 
wrapping solution has arrived.

POWER  
TO PERFORM

Visit www.gamart.com.au for more information
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President Michael Blazek and General Manager 
Michael Punch went face to face with sign-making 
companies in the North Queensland cities in early 
April.  For the first time, information breakfast 
sessions were arranged in Toowoomba, Mackay, 
Airlie Beach, Townsville and Cairns.  Member 
companies and others in the sign industry 
welcomed the interactive sessions and were 
brought up to speed on current trends in the sign 
and graphics industry.
 
The basis of the discussion centred around the 
Report commissioned by ASGA entitled “Current 
Worker Trends in Sign and Graphics” in which key 
challenges for the future were highlighted notably:
 
n  The urgent need to get more staff in our 

current workplaces qualified with Accreditation 
Certificates so that more companies can 
employ, supervise and monitor apprentices.

n  The urgent need to have the 2015 re-designed 
CERT III qualification endorsed, so as to 
encourage companies to employ apprentices 
going forward and to entice young persons into 
apprenticeships.

n  The need to talk up our sign and graphics 
industry – it is unknown out there by parents 
and students alike and therefore not seen as an 
option as secondary schooling comes to an end.

n  The need for industry promotion programs for 
disadvantaged and under-represented groups 
and school based programs.

n  The obvious need for a blended qualification 
delivery – offering flexibility so that the tyranny 
of distance across Australia can be overcome 
and competency completion for trainees 
achieved

 
The Association has already moved to address 
these challenges and will continue to do so in the 
time ahead.  It is encouraged by the good will of 
all those who attended the Information sessions 
which followed other meetings held in Adelaide, 
Melbourne and Brisbane.

 by MICHA EL PUNCH | ASGA General Manager

ASGA

FACE TO FACE 
ON THE REEF

Jay and Trish Angel from Airlie 
Beach with ASGA General Manager

Greg Cook’s Traditional  
Sign Company in Mackay

Cairns 
Meeting

Mackay 
Meeting

Townsville Meeting

Toowoomba Meeting 
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ASGA WRAP CHAMPION TEAM 
WINS TRANS-TASMAN WRAP
Congratulations to Nick Caminiti’s Exotic Graphix team who won 
the Trans-Tasman wrap for the first time convincingly beating the 
Queenstown team who had won the NZSDA final the previous day.
 
Exotic Graphix had won the ASGA National Final late in 2015 and 
travelled across the ditch confident they could make an impact given 
that New Zealand had won the first two Trans-Tasman events.

Team  
names are: 
Nick Caminiti, 
Callum 
Fulcher;  
Leigh Mason

Entries for the ASGA Awards event 
close on Friday 15 July and already 
entries are rolling in.  For the first time 
there will be awards in a sign installers 
category and for large wide format 
print which will interest companies 
in the print industry.  We hope for 
many entries in the “Up and Coming 
Signmakers” category as so many 
of them are doing outstanding work 
in their places of employment.  This 
highlight industry event recognises 
and rewards sign and graphics 
companies across Australia as they 
illustrate their vast range of talent – 
leading edge, digital and traditional.
 
Thousands of potential clients will view 
all entries as they will be on display at 
Visual Impact Sydney with the winners 
announced at the Gala Industry dinner 
on Friday 16 September during show.
 
Don’t forget there is a draw on the 
night whereby any company that 
enters the competition and attends 
the Dinner will get the chance for two 
persons to win a trip to the ISA Sign 
Show in April 2017 in Las Vegas.
 
Full information available on the 
ASGA website: http:www.signs.
org.au/sign-awards-2016

20162016

SIGN AWARDS 

ENTRIES 
ROLLING IN
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Well let’s put things into perspective by 
looking at what a client hierarchy may look 
like, this will give us a clear understanding of 
how we can categorise our clients  
from customers. 

On the bottom we have the ‘Suspect’ which 
are potential clients, which includes anyone 
and everyone, next is a Prospect, someone 
that may have heard of your business through 
any marketing mediums, or even just by 
walking by on the footpath or driving by 
on a daily basis on their way to work. The 
Customer sits very comfortably in the middle 
and is someone that you have done business 
with and has purchased from you in the 
past, near the top is the Client. A client is a 
person who repeatedly purchases goods or 
services from your business on a monthly or 
weekly basis and is of value to you and your 
business, the final piece to this hierarchy is the 
Advocate, who is ultimately the key or dream 
client that tells everyone about your business 
and the positive experiences they have 
experienced from you. 

To ensure that your business is all about 
quality customers, and less about highly 
stressed staff trying to answer and deliver 
every call that comes in with not a lot to 
show at the end of the day apart from 
feeling unsatisfied and over worked, then 
you need to focus on differentiating between 
your quality customers and others. In order 
to do this you must be able to measure and 
record the average sale value and profit 
per sale, this will then identify those top 

customers and will also help you understand 
more about your industry and/or market. 
Once your top customers have been 
identified, they then become your Clients, 
and a key way to attract more of them is by 
building a profile. 

A profile is quite easy to start and set up 
with most sales always being recorded 
in systems anyway, then by adding other 
information like gender, age and location 
of business, will only add value to your 
relationships with your top clients as well as 
assist in finding more of the same. The next 
step is to meet with your staff and discuss 
the importance of these clients and the point 
of difference between them and the other 
customers. Encourage staff to focus on 
giving the clients excellent quality service, 
by doing this you will get to know them 
better and in return they will start to become 
advocates for your business without even 
knowing it!

So now having established your ideal or 
dream clients for your business, don’t forget 
the most important one of them all – You! 

Without you the business would not exist, so 
by focusing on you in the first instance you 
will be able to give your clients better service 
and performance. Time management 
plays an integral part of this process and 
some may say they don’t have time to sit 
down and assess their work life balance, 
however without doing this you cannot be 
both effective and efficient. Working in your 

business, on the nitty-gritty, the day-to-day 
running is far different from working on your 
business with development of strategic 
planning, networking and team building. So 
to be effective in business you need to have 
a good core wellbeing in life which is referred 
to as a life map; Humanity and Community 
/ Home and Family / Self and Health / 
Business and Career. 

To be able to support a good balance in 
all areas is very hard to achieve especially 
for men whom traditionally exceed in the 
Business and Career area with weaknesses 
elsewhere, whereas women excel in all 
areas apart from Self and Health. However, 
my point being is by taking time out and 
addressing this life map on a regular basis 
significant changes will happen in you as 
a person and within your business. Once 
you have worked out how to become more 
effective by working on your business, 
efficiency will flow naturally after and your 
clients will reap the benefits of this positive 
change. 

So in summary, who is most important 
client? Without stating the obvious this 
article is just a prompt to engage your 
thinking, who are my top clients, do I 
have too many customers, do I have any 
advocates, how much time do I spend 
on my business, and do I need to achieve 
a better core wellbeing in my life ... in a 
nut shell it starts and ends with you and 
whatever effort you put into your life your 
business will only flourish from it.

MELISSA COUTTS | NZSDA

NEWS
NZSDA

Firstly, most of us may admit that we do not see a lot of 
difference in a client to a customer, both demand the same 
amount of attention, generate similar income for your 
business and both pay their accounts on time, right?

WHO IS THE MOST 
IMPORTANT CLIENT?
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INTEREST*

F I N A N C E  S O L U T I O N S

Australia Pty Ltd 

New Mimaki Australia Finance Solutions
For a introductory limited time we are offering zero interest on a

specific range of Mimaki Printers.

* Special zero interest finance applies to these models: CJV150-75, CJV150-130, CJV150-160, CJV300-130,
CJV300-160, JV150-160, JV300-160, JV400-160LX, JV400-160SUV. Finance is based off RRP (Hardware only).

For full details please contact Mimaki Australia or your local Mimaki authorised dealer. Subject to Finance Approval.

$103.83+GST

per week
$449.92+GST per month,

60 month term
CJV150-160 Print & Cut - 1.6m wide

RRP: $26,995+GST

Own at the end of term.
Payments are 100% Tax Deductible providing the Equipment is used for Business use.
Print & Cut from $11.54+GST per day. (Example CJV150-75)
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Designed for medium-to-large PSPs with 
increasing print volumes, the new 64-inch 
HP Latex 560 and 570 Printers enable 
customers to manage a variety of print 
jobs and peaks in production at a low 
upfront investment. New features include:
n  More unattended printing with a new 

spindle-less pivot table and automatic 
skew adjustment to load rolls in one 
minute or less, heavy-duty roll handling 
of rolls up to 55 kg (121 lbs.), as well as 
a status beacon for real-time production 
monitoring from a distance.

n  Print speeds up to 23 m2/hr (248 ft2/
hr) at indoor mode for cost-effective 
production of high-quality jobs at fast 
turnaround times.

n  Highly-saturated prints using new vivid 
print modes with 50 percent more ink 
density, also featuring a new wiper roller 
accessory for high-quality results on low 
cost banners and self-adhesive vinyl.

n  The ability to perform all tasks in front 
of the printer, including media and ink 
cartridge changes, doubling available 
workspace.

n  Easy integration into a larger HP Latex 
fleet with colour emulation capabilities.

HP Latex Mobile also enables customers 
to manage jobs remotely for more 
unattended production such as overnight 
printing.

Driving sustainable business 
growth with HP Latex 
Technology
Founded in 1886 in the Netherlands, 
PPP Nederland (PPP) operates with a 
commitment to delivering its customers 
high-quality service at a competitive price 
point. In 2014, the company transitioned 
from existing solvent technology to 
become a Latex-only facility, both to 
keep up with increasing production 

volumes as well as a growing desire 
from end-customers for environmentally-
certified solutions and finished prints 
with GREENGUARD GOLD and UL 
ECOLOGO®-certified HP Latex inks.

Looking to increase capacity and achieve 
faster turnaround times, PPP recently 
made the decision to expand its HP 
Latex portfolio with the new HP Latex 
570 Printer, with a specific interest in 
the device’s capabilities that combine 
the flexibility of its existing HP Latex 370 
Printer with industrial-like productivity 
features.

“In our market, superior productivity is the 
key to sustainable growth,” said Rogier 
Schrijer, CEO, PPP Nederland. “Since 
transitioning from screen and solvent 
technologies to HP Latex, our company 
has started to see remarkable growth, 
achieving 30 percent growth in 2015 
alone and, with the new HP Latex 570 
Printer, we have already seen a 35 percent 
increase in print production without 
increasing labor costs, driving even higher 
productivity when we print overnight.”

Fast, affordable, super-wide 
production with the HP Latex 
1500 Printer
Building on the success of the proven HP 
Latex 3000 Printer series, the 126-inch 
(3.2-meter) HP Latex 1500 Printer offers 
a robust, affordable super-wide printing 
solution, providing fast turnarounds on 
a broad range of indoor and outdoor 
applications, including PVC banners, self-
adhesive vinyl, textiles and double-sided 
prints.

Printing at speeds up to 74 m2/hour (800 
ft2/hr) in outdoor production mode and 
up to 45 m2/hour (800 ft2/hour) in indoor 

mode, the printer maintains quality print 
after print with 1200 dpi HP Thermal Inkjet 
printheads, auto nozzle replacement, an 
optical media advance sensor (OMAS) as 
well as an embedded spectrophotometer. 
The device also features the productivity 
benefits of third generation HP Latex 
technology, delivering prints that are 
completely dry and scratch-resistant 
immediately after printing.

Additionally, the HP Latex 1500 Printer 
helps PSPs reduce running costs and stay 
in control for both long and short runs, 
achieving more unattended printing with 
cost-effective 5-litre HP ink cartridges, an 
accessible print zone that features LED 
lighting for easy loading, as well as an 
internal print server and a status beacon 
that enables at-a-glance production 
monitoring.

Customers can also select from a variety 
of add-on options with the flexibility to 
only install the features that address their 
business needs. Options include:
n  A dual-roll kit, which maximizes 

productivity and unattended production 
on vinyl and other media up to 1.6 
meters (64 inches).

n  In-line slitters that simplify post-
processing by slitting output while 
printing.

n  A roll-to-freefall kit, which allows users to 
start finishing initial prints while the job is 
still in progress.

n  A double-sided day-night kit that 
enables users to automatically print 
double-sided backlit applications for 
colour-accurate outdoor advertising 
displays in any light, frontlit or backlit.

n  An ink collector kit for porous substrates 
such as textiles and mesh banner.

HP Releases New Latex Printers

PRINTERS

For more information,  
visit www.hp.com

Technology
NE W
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NEW TECHNOLOGY

ROLAND DG 
RELEASE NEW 
TRUEVIS VG SERIES 
PRINTER/CUTTERS
Introducing the new Roland TrueVIS 
VG Series printer/cutters. Roland DG’s 
inkjet technology has been completely 
re-imagined to include new print heads, 
a new cost-effective ink system, new 
cutting, new technology to communicate 
with smart devices, and so much more. 
With TrueVIS, you can produce decals 
and labels, banners, signs, vehicle 
graphics, and posters more efficiently 
and productively than ever. 
 
The TrueVIS VG Series will bring your 
vision to life with the following features:
n  New TrueVIS INK is GREENGUARD 

Gold certified and available in cost-
effective 500ml pouches

n  4-colour (CMYK x 2), 7-colour 
(CMYKLcLmLk) or 7-colour plus White

n  Four New FlexFire print heads that 
fire droplets in 3 sizes with higher 
frequency and greater power

n  Bluetooth-enabled Roland DG Mobile 
Panel allows operation from your 
smartphone or tablet

n  New carriage and blade with 
increased downforce and accuracy for 
unmatched media versatility

n  New VersaWorks Dual RIP included 
with advanced features and improved 
processing

n  New durable industrial design built for 
non-stop production

n  Available in two sizes: 54” (1371mm) 
and 64” (1625mm) models

n  Comprehensive Three-Year Extended 
Heads ‘n all Warranty and Roland DG 
Care support

Technology Just in time for drupa, Mutoh will present 
its range of digital print solutions for sign 
and display, direct-to-rigid / object, dye 
sublimation and direct textile applications.

Première – ValueJet 1638UH 
Hybrid LED UV printer
Featuring a dual staggered head setup 
for increased speed and two LED UV 
lamps for reduced cure time, the ValueJet 
1638UH 64” (165 cm) wide hybrid LED 
UV printer will print on a wide variety 
of rigid and flexible materials, including 
heat-sensitive substrates. Offering print 
resolutions up to 1440 x 1440 dpi, the 
printer utilises Mutoh’s unique VOC-free 
LED UV C, M, Y, K, white and varnish inks 
to produce high quality graphics for short 
viewing distances. A luxurious or specialty 
finish of prints is possible thanks to custom 
varnish and embossing possibilities.

Application possibilities encompass 
high quality graphics for short viewing 
distances, such as packaging designs, 
customised interior deco, trade show 
graphics, etc…
 
ValueJet 426UF Desktop  
LED UV printer
The ValueJet VJ-426UF, awarded as “best 
2015 multi-purpose object printer” by 
the European Digital Press Association, 
is a 6-colour (CMYK, White, Varnish) A3+ 
flatbed LED UV printer that allows direct 
full colour printing on a wide variety of solid 
materials and objects up to a thickness of 
7cm.

The printer is specifically targeted at 
short-run personalisation of gifts such as 
pens, phone covers, golf balls, packaging 
prototypes, awards, specialty industrial 
items, labels, decals, signs, etc.
 
ValueJet X Series  
Sign & Display Printers
The ValueJet 1638X (64” – 162 cm) 

& 2638X (102” – 260 cm) printers, 
developed for sign & display applications, 
incorporate two high performance micro 
piezo heads mounted in a staggered 
configuration. Integrating Mutoh’s industry-
leading Intelligent Interweaving (i²) & new 
revolutionary DropMaster print technology 
as well as professional RIP software, the 
VJ-1638X & VJ-2638X deliver unmatched 
print quality and the highest level of print 
automation on the sign & display market.
Both printers can be loaded with Mutoh 
Eco Ultra or Universal Mild Solvent (UMS) 
inks to deliver sellable production speeds 
at 720x720 dpi up to 36 m²/h (VJ-1638X) 
and 39.0 m²/h (VJ-2638X), no matter 
whether you are printing on vinyl or banner.

For its UMS inks, Mutoh recently obtained 
a pan European Indoor Air Comfort 
Certificate, which makes the inks ideally 
suited for the production of certified indoor 
deco prints.

Mutoh will also display the new ValueJet 
1604X budget sign & display printer model 
featuring high print quality & precision, 
productivity, a professional standard 
configuration including a motorised take-
up system for rolls up to 30 kg, simple & 
intuitive operation and last but not least an 
affordable price.
 
ValueJet 1938TX Direct Textile 
printer
The VJ-1938TX is a 75” (1910 mm) wide dual 
staggered head printer specifically targeted 
at sampling of short run on-demand & local 
digital production of garments, upholstery, 
fashion, swimwear, interior deco fabrics, 
home textiles, flags, etc.

Delivering typical high quality production 
print speeds up to 40 m²/h, the printer 
incorporates a sophisticated newly 
engineered fabric feeding, front & back 
tensioning and motorised take-up system 
for media weights up to 100kg. 

Mutoh Launch Latest Digital Printers 

Dalemark 900 In-Plant Flexographic Bag and Box Printer
Dalemark Industries is pleased to announce 
the In-Plant Flexographic Bag & Box 
Printing System.

The Dalemark 900 Flexographic Printing 
System is a precision Flat Case and 
Blank/Tray Printer featuring heavy-duty 
construction. The flexographic principle of 
printing is used by more packaging plants 

because of the high quality of imprint 
obtained at the fastest possible speed.

The Dalemark 900 Printer is a stand-alone 
printer that will produce a commercial 
quality imprint including logos, text, 
ingredients, barcodes, etc. It can print up 
to all four sides of the case or blank at one 
time in an area up to 40” long by 38” wide. 

It can print on virtually any surface, e.g., 
sulfite, boxboard, chipboard, coated and 
non-coated stocks as well as Kraft multiwall 
bags. Options to print polyethylene bags as 
well as a 2nd colour are available.
The in-plant printing of these various flat 
products cuts costly inventory, allows quick 
copy changeover and allows real cost 
savings especially for long product runs.
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ITI Launches Super-Wide 
Direct-to-Textile Printer
Inkjet Technology introduced its latest 
super-wide direct-to-textile printer the 
TX3200DS. ITI showcased the 3.2 
meter TX3200DS’s direct-to-fabric print 
technology with disperse dye inks at 
the ISA Sign Expo but this versatile 
printer can also be configured to print 
on dye sublimation transfer paper for 
the apparel and sportswear markets. 
The TX3200DS can also be set up with 
an optional heat transfer sublimation 
system that allows users to directly 
sublimate the textile media exiting the 
printer without the need for a separate 
calendar press unit.

The TX3200DS features the latest 
Ricoh GEN 5 print head technology 

for reliability, speed and performance 
imaging. 

Available in a 4 or 8 print head 
configuration, the TX3200DS prints in 
CYMK directly onto polyester textiles 
with the ability to achieve production 
speeds up to 1,000 square feet per 
hour (in the 8 print head configuration). 
An integral IR heater sets the ink to the 
textile before the heat transfer process 
assuring optimal colour vibrancy and 
image registration during sublimation.

The TX3200DS also features a high-
volume 5 litre bulk ink delivery system 
and an advanced media roller design 
that eliminates traditional pinch rollers in 

order to ensure accurate media tracking 
and fabric/paper handling through any 
print cycle.

Paul McGovern, ITI Director of 
Marketing & Business Development, 
states, “The TX3200DS was specifically 
designed for the large textile print shop 
that handles a around-the-clock, wide 
width, heavy-duty capacity workflow. It 
is ideal for the high-quality production of 
exhibition graphics and banners, along 
with commercial and home furnishing 
textiles.”

For more information,  
visit www.inkjettechinc.com

MIMAKI INTRODUCES TS30-1300
Mimaki introduced the TS30-1300 dye 
sublimation printer for light production 
environments. This 54-inch wide, roll-based 
model is a dedicated dye sublimation 
transfer paper printer ideal for first-time 
users or design shops producing short-
run pieces, samples and custom work for 
transfer to textiles or hard surfaces. 

The TS30 printer is an entry-level model 
best suited to just-as-needed production of 
apparel prototypes and custom goods. The 
printer is purpose built for easy operation 
with features and functionality specifically for 
sublimation transfer printing.

The TS30 printer supports growth trends, 
providing textile design studios and 
manufacturers the ability to more quickly 
create new designs, and gives sign shops 
and those in the visual communications 
industry the ability to produce custom, 
textile-based graphics such as soft signage 
for exhibits.

“The TS30 printer supports the signage 
and exhibit industries growing demand 
for textile, delivering lightweight, easily 

rolled and packaged products that are 
more durable than many hard surface 
applications,” said Tommy Martin, 
Textiles and Apparel Product Manager 
for Mimaki USA. “Exhibits of all sizes 
are a good opportunity for soft signage, 
from short-term – like trade shows — to 
mid-term, such as art shows. Likewise, 
soft signage is attractive for retailers and 
brand managers because it can be used 
to produce windsails, dancers and other 
attention grabbing applications that are 
also easy to handle and less expensive to 
ship.”

Key features
n  Easy-to-operate entry-level model. 

The TS30 printer features a selected set 
of functions designed for ease-of-use, 
even for novice users. The printer is 
bundled with Mimaki RasterLink6 RIP 
software, for a quick start to production 
immediately after installation.

n  High quality printing. The TS30 printer 
utilizes variable dot imaging along with 
Mimaki Advanced Pass System (MAPS) 
that applies ink in gradations over 
several passes using a blending mask 

pattern. This unique imaging technology 
reduces banding and uneven colour 
printing.

n  Just-as-needed production. This 
54-inch model gives designers and 
print shops the ability to produce only 
what’s necessary without the need to 
subcontract, enabling them to maintain 
control of the quality and timeline 
throughout the printing-transfer-finishing 
process – as well as the entire revenue 
stream. It can achieve print speeds of up 
to 211 square feet (19.6 square meters) 
per hour in four-colour mode.

n  Economical dye sublimation ink 
and continuous printing. The TS30 
printer uses economical Mimaki Sb54 
dye sublimation inks that produce 
vibrant colours on polyester material. 
The printer can be configured to run 
dual-CMYK inks or in six-colour mode 
with the addition of Light Blue and Light 
Magenta. Mimaki’s Uninterrupted Ink 
Supply System (UISS) automatically 
switches to a full 440ml ink cartridge 
when one cartridge is empty (in four-
colour mode). An optional 2-litre bulk ink 
system is available.

PRINTERS
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HP Latex 360

HP Latex 310 HP Latex 330 HP Latex 370

The widest range of applications 
catered for:

Outdoor Banners Temporary Textiles

POP / POS Signage

Light Boxes

Monomeric Polymeric Cast Specialty Window Film

Vehicle Graphics

Wallpapers & Canvas

HP Latex 300 Series
54” - 64” Large Format Printers

neopostgraphics.com.au1800 422 349

Available widths: 24, 30, 42, 54, 64 (inches)

Graphtec cutting plotters are designed to meet the 
demanding requirements of professionals in vinyl 
signage graphics, packaging design, garment & apparel, 
automotive aftermarket styling, automotive protection, 
manufacturing design and much more. 

FC8600 & CE6000 Series
High Performance Cutting Plotters

Affordable, high quality large format print media

Leading partner to the Australian Print Industry.

RIP CUTPRINT

Best Channel Partner  
Large Format Production 2015 

NEOPOST AUSTRALIA

Finance 

available!
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Durst North America and 3M have 
announced new premium, co-branded 
inks – the Durst Rho Roll 3M Premium UV 
Ink Series – for the award-winning Durst 
Rho 512R and Rho 312R large-format UV 
inkjet digital roll printers.

By employing these premium UV inks, 
Durst users will be able to offer 3M 
MCS Warranty Certified graphics upon 
completion of the certification process. 
The 3M MCS Warranty is the most  
highly regarded finished graphic warranty 
in the industry.

The new Durst Rho Roll 3M Premium 
UV Ink Series (inks available in 
C,M,Y,K,Lc,Lm) is formulated specifically 
for use on the Rho 512R and 312R 
UV roll-to-roll platforms. The Durst Rho 
512R and 312R achieve print speeds in 

excess of 3,000 sqf/hr, while delivering 
exceptional print quality due to their 
proprietary 12-picoliter Quadro Array print-
head technology. Versatile and reliable, 
they are the most productive roll-to-roll 
printers on the market.

“We are pleased to introduce a new ink 
set with a premium equipment partner 
like Durst,” said Adam Larson, Global 
Portfolio Manager for 3M. “Choosing 
3M-branded inks assures users of 
Rho 512R and 312R printers that all of 
their graphic components have been 
designed to work together, with the 
backing of 3M. These new inks provide 
the print industry with a more diverse set 
of equipment options moving forward 
to better serve our mutual customers 
across North America and the rest of the 
world.”

The combination of Durst’s world-
renowned innovation and durability  
with the added backing of a 3M MCS 
warranty will elevate roll-to-roll productivity 
and reliability to a new level, the 
companies said.

“We are very excited to be able to provide 
printers with the ability to produce 3M 
MCS-warranted graphics on the Rho 
512R and 312R platforms, which are ideal 
for the type of applications that require 
the MCS warranty,” said Larry D’Amico, 
Director of Sales for Durst North America. 
“The Rho 512R and 312R can effectively 
manage long production runs and 
help tighten lead times in today’s ultra-
competitive graphics market.”

With the introduction of a clear 
3M Controltac Print Film – 40C-114R – 
3M has expanded its range of 
high-performance intermediate 
films.

The new Film 40C-114R is designed for 
multiple applications on windows, walls, 
floors, signs, vehicle graphics and more, 
which helps shops save both time  
and money.

It can be used to create a colourful 
window display, sleek interior wall  
graphics or eye-popping partial vehicle 
graphic – Film 40C-114R is designed 
to enhance graphics with unprinted 
areas, colourful gradient designs, graphic 
knockouts such as stand-alone logos  
and more.

Along with the opaque 3M Controltac 
Print Film 40C, the clear Film 40C-114R 
offers advanced slide-ability, tack and 
snap-up for easier installation and has a 
seven-year indoor and outdoor expected 
performance life.

The product is available in 54-inch  
and 60-inch roll widths, as well as 
30-inch-wide rolls if ordered in increments 
of two.

Durst and 3M Announce New 
Co-Branded Premium UV Ink Series

3M’s New Clear Controltac Print Film 40C-114R Suits a Range of Projects

For more information,  
visitwww.durstus.com

INKS

Consumables

HAD ENOUGH - WANT OUT
OF YOUR BUSINESS?
We have clients wanting to grow!
Discuss in confidence if there is a fit!
Phone Michael 0408 402 890
Email: info@asfisherco.com
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Condé Systems has introduced Reveal-S: 
an innovative self-weeding sublimation 
transfer film from Vivid Chemical that 
allows sublimators to decorate light 
coloured cotton or blended fabrics using 
almost any ink jet sublimation printer. 

A true technology breakthrough, Reveal-S 
media’s patent pending smart polymer 
coating selectively releases bold colour 
from areas on the film where a medium to 
high density of ink is present. Once heat 
activated, sublimation inks printed onto 

Reveal-S media chemically combine with 
the film’s smart coating polymer network 
and then adhere to the garment. Areas of 
the smart coating with no sublimation ink 
stay on the Reveal-S film and do  
not transfer to the garment, making 
Reveal-S the first self-weeding ink jet 
sublimation-to-cotton product. No 
physical trimming of your design from the 
film is required. 

Unlike sublimating to polyester that 
actually dyes the fabric, Reveal S makes 

sublimating to cotton a surface decorating 
technology similar to screen printing or 
DTG printing. Reveal-S film is for clip 
art, line art, and vector art designs only 
and is not suitable for photographic 
reproduction. Light colours will not 
activate the smart polymer coating on the 
film and should be replaced with colours 
providing a higher density of ink. 

To aid in the selection of colours, a special 
Reveal-S colour chart can be downloaded 
from www.conde.com/reveal.

Consumables

3M Controltac Print 
Film 40C-114R
Versatility is the name of the game when it comes to 
manufactured vinyl and film products. For graphics installers, 
an inventory of dynamic, multi-use tools and materials is 
essential to the success and creative potential of any finished 
graphic or vinyl installation project. With the introduction of 
the clear 3M Controltac Print Film 40C-114R, 3M further 
expands its roster of high-performance intermediate films 
and commitment to providing the graphics industry with the 
widest range of dependable, quality products.

Whether it’s for a colourful window advertisement, sleek 
interior wall graphics or eye-popping partial vehicle graphic, 
Film 40C-114R eliminates the need for a graphics shop to 
stock multiple clear films. This film is designed to enhance 
graphics with unprinted areas, colourful gradient designs, 
graphic knockouts such as stand-alone logos and more. 
Along with the opaque 3M Controltac Print Film 40C, the 
clear Film 40C-114R offers advanced slideability, tack and 
snap-up for easier installation and has a seven-year indoor 
and outdoor expected performance life.

“The quality, versatility and economic value of 3M Controltac 
Print Film 40C makes it one of the best investments available 
on the market for graphics shops and installers,” said Holly 
Coleman, market development manager for 3M Commercial 
Solutions Division. “With the new clear Film 40C-114R, 3M 
is providing yet another film featuring 3M Controltac Film 
Technology that is designed for multiple applications on 
windows, walls, floors, signs, vehicle graphics and more, 
which helps shops save both time and money.”

Film 40C-114R is available in 54-inch and 60-inch roll widths, 
as well as 30-inch-wide rolls if ordered in increments of two.

GPA announces the addition of Concept Series 255 3mil Optically 
Clear Gloss Vinyl to their collection of media for wide format presses. 
This material provides absolute clarity for a true see-through look 
that marketers, designers and brand owners demand for a variety of 
today’s most popular applications.

This Optically Clear Gloss Vinyl is the go-to solution for indoor and 
outdoor retail and commercial environments because of its versatility 
and ease of application. Hotels, high-end salons, boutiques, offices, 
and entertainment venues, including stadiums and theatres, are 
other hot markets that utilise this material to bring their brand 
promotions and product advertisements to life. It is excellent for 
medium to large window graphics, point-of-purchase and temporary 
signage, office window murals, window advertisements, and more.

The absolute clarity of this material makes it possible to achieve the 
look of contour-cut graphics without the added time or expense, 
since unprinted edges become virtually invisible. It typically costs 
less than traditional optically clear films, and is compatible with a 
variety of wide-format printing systems for maximum flexibility. Its 
low peel adhesive allows for clean removal for up to one year under 
normal exposure conditions, and its traction-backed liner provides a 
sturdy grip for flawless feeding through plotter equipment.

GPA currently stocks Concept Series 255 Optically Clear Gloss Vinyl 
in 54” x 150’ rolls, readily available in a 3 mil face film with a 2 mil 
traction backed polyester liner. With this new material available from 
GPA, print service providers have more options than ever before for 
creating window graphics that let the design take centre stage.

For more information, visit www.askgpa.com
For more information, visit www.3mgraphics.com

GPA Adds Optically 
Clear Gloss Vinyl

Condé Introduces Reveal-S Sublimation Transfer Media
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Arlon is excited to officially launch their 
new Cast Wrap Film, DPF 6100XLP as an 
addition to their automotive print media 
product line at ISA 2016. DPF 6100XLP 
has a smooth finish and low profile air 
egress liner making it a great solution for 
your commercial vehicle wrap needs. The 
most notable feature of DPF 6100XLP 
is its superior bond in channels and 
compound curves.

DPF 6100XLP’s low initial tack makes 
it highly repositionable, accelerating the 
installation time of completing a job. 
Additional features of DPF 6100XLP 
include its compatibility to various print 
systems including Latex, Solvent, Eco-
Solvent and UV printers. Recommended 
applications for DPF 6100XLP are full 
vehicle wraps, partial vehicle wraps, fleet 
wraps and various other applications.

“Successful wrap projects are created 
by balancing efficient installation with 
good durability,” states Chad Russell, 
Vice President of Sales, Arlon Graphics, 
LLC. “Arlon DPF 6100XLP offers easier 
repositioning without sacrificing the  
final bond.”

With the introduction of a clear 3M 
Controltac Print Film – 40C-114R 
– 3M has expanded its range of high-
performance intermediate films.

The new Film 40C-114R is designed for 
multiple applications on windows, walls, 
floors, signs, vehicle graphics and more, 
which helps shops save both time  
and money.

It can be used to create a colourful 
window display, sleek interior wall graphics 
or eye-popping partial vehicle graphic – 
Film 40C-114R is designed to enhance 
graphics with unprinted areas, colourful 
gradient designs, graphic knockouts such 

as stand-alone logos and more.

Along with the opaque 3M Controltac Print 
Film 40C, the clear Film 40C-114R offers 
advanced slide-ability, tack and snap-up 
for easier installation and has a seven-year 
indoor and outdoor expected performance 
life.

The product is available in 54-inch and 
60-inch roll widths, as well as 30-inch-
wide rolls if ordered in increments of two.

Avery Dennison announced the addition of three new digital textured wall films, Pure 
Canvas, Crushed Stone and Natural Stucco dimensional finishes, in the MPI 2600 wall 
film portfolio. The new wall graphic films provide quick, customizable and creative wall 
decoration and come in both permanent (MPI 2630) and removeable (MPI 2631) adhesives. 

MPI 2600 films are 6 mil calendered and digitally printable with solvent, eco/mild solvent, 
latex and UV curable inks. Unprinted, the wall graphics films are durable up to four years. 
MPI 2611, the non-textured, matte finish film, is durable up to three years when printed and 
the textured MPI 2630 and MPI 2631 films are durable up to two years when printed. The 
films are rated ASTM E84 Class 1 or A for flammability.

With the option of permanent or removable adhesive, MPI 2630 and MPI 2631 films can be 
used to create wall graphics in hotels, commercial space, retail areas, exhibitions and more. 
The MPI 2600 films are thick, making them extremely easy to apply, with excellent opacity 
ensuring that the underlying wall is completely concealed.

Arlon Announces the Launch of DPF 6100XLP

3M’s New Clear Controltac Print Film 
40C-114R Suits a Range of Projects

Avery Dennison Expands 
Digital Wall Film Portfolio

Consumables

For more information,  
visit www.arlon.com

TIME TO EXIT
STAGE LEFT?

I have buyers seeking to
purchase Sign, Print or Design
companies. Happy to consider 
a prompt sale or staged buyout.
Interested in both manufacturers or suppliers.

For obligation free and in
confidence discussion
Call Michael on 0408 402 890
Email: info@asfisherco.com
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Our catalogue can be downloaded from  
our website at www.hvggraphics.com.au

Agfa has launched the Duratex Black 
Back Mesh Banner, part of the expanded 
Duratex line of wide-format media.

Duratex Black Back Mesh Banner is 
ideal for indoor and outdoor signage 
and displays, front-lit signage, building 
signs, window graphics and trade show 
displays. It gives people who are inside 
wrapped buildings, for example, the ability 
to see through the black back-side of 
the mesh much more easily than if they 
were looking through a more common 

white mesh. For the print service provider 
and their customers, Duratex Black Back 
Mesh Banner saves a printer a great deal 
of press time and provides ink savings up 
to $0.30 per square foot.

“A print service provider would typically 
flood-coat the backside of an all-white 
mesh to create a black back effect and 
would greatly benefit in ink savings alone 
with our new Duratex Black Back Mesh 
Banner,” said Gary York, Wide-Format 
Specialist, Agfa Graphics. “Another 

example is displays in which Duratex 
Black Back Mesh Banner is printed on 
with white ink and other colours, thereby 
saving the expense of flood coating black 
ink on white mesh. Duratex Black Back 
Mesh Banner could also be used for very 
inexpensive window graphics. 

Duratex Black Back Mesh Banner 
is available in three roll sizes and is 
compatible with most solvent, eco-
solvent, latex and UV curable inkjet 
printers.

BLM GROUP USA has announced the 
introduction of the LT-FREE – a five-axis, 
fibre laser machine designed for cutting 
three dimensional formed or shaped parts 
such as bent tubes, hydroformed tubes, 
welded assemblies and stamped or flat 
sheets. The part does not move during 
the cutting operation as the laser head’s 
freedom of movement guarantees the 
highest flexibility and accuracy to produce 
parts.

The LT-FREE can make cuts very close  
to each other for the ability to nestle parts 
on a single bent tube and then use the  
laser to separate, saving significant material 
cost.

Traditional cutting, drilling, punching and 
milling operations, which are normally 
carried out in sequence, can now be 

performed on a single machine. This 
eliminates set up, reduces material 
handling, eliminates “work in progress” 
inventory and downsizes the space needed 
for storage.

The LT-FREE series includes the HIGH 
FLEX universal version for bent and 
hydroformed tubes, flat and deep-drawn 
sheets or welded assemblies; The PIECE 
VALUE version with rotary turntable and 
automatic load/unload for high productivity 
machining; and the ENTRY LEVEL version 
with dual fixed table for a wide variety of 
part configurations.

LT-FREE comes with BLM GROUP USA’s 
unique software that can be used to create 
part programming of virtually any complexity 
in a simple, user friendly, 3-D graphical 
environment.

LT-FREE, with powers up to 5 kW, table 
dimensions of 59 in. x 39 in. and axis 
stroke to x= 116 in., y= 37 in. and z= 29 
in., is ideal for machining mild steel, copper, 
aluminum, brass, stainless steel and 
galvanized steel.

Possible uses for the LT-FREE include: 
Trimming and feature cutting right on 
the bend; high quality and accurate 
cuts, ideal for welding by robots during 
a later assembly stage; trimming or 
cutting features in hydroformed parts; 
feature cutting or trimming anywhere on 
a bent tube, no limit to part access; trim 
formed sheet metal parts; cut features in 
assembled frames or components

In April, HVG Graphics Media released a 
new product catalogue to coincide with 
the release of many new, next generation 
products.

Business manager Richard Lucas said 
“Our aim as always is to supply a high 
quality and consistent product range 
suitable for today’s many varied print 
technologies that deliver the same print 

results time after time. This is to give 
you, our customer, confidence in using 
our product whether it be a well-known 
international brand or one of our  
valued in house brands such as 
REVolution or our VIEW…range of 
products. We provide enormous choice 
and value for money with trusted 
products from suppliers who have been 
manufacturing products fit for purpose 

for HVG in the Australian market for 40 
years. Our team are always available to 
assist so please contact us if you need 
any help or advice and we thank you for 
your continuing support and look forward 
to helping you build your business in the 
year ahead.”

Agfa Launches New Duratex Black Back Mesh Banner

Five-Axis Fiber Laser System Machines 3D Parts

HVG Graphics Media release new product catalogue

Lasers and 3D Systems

For more information,  
visit sales@blmgroupusa.com
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Massivit 3D Printing Technologies 
announced the new Massivit 1800 
printer.

The Massivit 1800A super-fast large 
format 3D printer is set to transform the 
way high-level marketing, advertising & 
themed projects are created. With output 
speeds incomparable to anything else 
in the 3D printing industry, the Massivit 
1800 printer can produce high quality 
3D pieces up to 1.8m or 6ft high. Print 
providers seeking to dramatically extend 
their product portfolio beyond 2D pieces, 
now have access to a profitable new 
and unique application capability, and 
an important business differentiator to 
enhance their competitive edge and 
secure their future.

Avner Israeli, CEO, Massivit 3D 
comments, “Following three years of hard 

work and incredible progress, we are 
very excited. In general, 3D print has the 
flexibility, speed and price point to unlock 
huge new creative opportunities and drive 
profitable growth for users, and that is no 
different for the printing industry.

“For print providers, the Massivit 1800 
dramatically enhances the ability to 
create eye-catching added-value visual 
communications that better engage 
target audiences.  With recent studies 
suggesting that 3D advertising has five 
times the stopping power and four times 
the staying power of 2D advertising, it is 
clear why this is the technology for sign 
and display applications. The Massivit 
1800 is THE 3D printing solution for print 
providers, developed by people who 
have dedicated their careers to delivering 
market leading large format digital printing 
equipment.” he adds.

Adding ‘the next dimension’ to visual 
communications, the Massivit 1800 is 
challenging and reshaping the way in 
which creatives and marketers think 
about 3D models, displays and brand 
promotion.

Pioneering print service providers are 
already seizing the opportunity to add 
new high margin 3D powered revenue 
streams to their business. Designed  
for intuitive and easy operation, the 
Massivit 1800 is user friendly and with 
Massivit’s customer support programme 
provides a smooth, painless and quick 
transition.

The Massivit 1800 system is the fastest 
large format 3D printer available on the 
market. At the heart of the solution is 
the company’s proprietary GDP (Gel 
Dispensing Printing) technology that 
enables instant solidification and high-
speed printing.

Stratasys Ltd, the 3D printing and additive 
manufacturing solutions company, 
introduced another industry first with its 
market-disruptive 3D printer, the J750. The 
new solution breaks restrictive technology 
barriers, enabling customers for the 
first time to mix-and-match full colour 
gradients alongside an unprecedented 
range of materials to achieve one-stop 
realism without post-processing. This, 
together with the system’s superior 
versatility, makes the J750 the ultimate 
3D printing solution for product designers, 
engineers and manufacturers, as well as 
service bureaus.

“We’ve used 3D printers for years but 
nothing has come close to revolutionizing 
our design and ideation process the way 
the Stratasys J750 has,” said Brycen 
Smith, Engineering Technician Supervisor 
for OtterBox. “Stratasys allows us to 
innovate in ways we never thought 
possible and gives us the ability to create 
true product-matching prototypes and 
to cut down the time necessary to bring 
products to market. The Stratasys J750 
is a game-changer for both OtterBox and 
the 3D printing industry.”

The Stratasys J750, the premier addition 
to the Objet Connex multi-colour, multi-

material series of 3D Printers, allows 
customers to choose from more than 
360,000 different colour shades plus 
multiple material properties – ranging from 
rigid to flexible and opaque to transparent. 
Prototypes can include a vast array of 
colours, materials and material properties 
in the same part, speeding production 
of realistic models, prototypes and parts 
for virtually any application need – as well 
as delivering incomparable 3D printing 
versatility to produce tooling, moulds, jigs 
and fixtures and more.

The J750 enables near instantaneous 
decision-making by streamlining the 
way products are designed, evaluated 
and brought to market. A true industry 
milestone, the productivity-boosting 
J750 is expected to improve TCO (Total 
Cost of Ownership) by eliminating many 
of the traditional complex processes, 
time and resources required to create 
product-matching prototypes. Designers 
and engineers can physically experience 
true product prototypes within hours 
of developing an initial concept for 
immediate design and function validation 
with internal stakeholders and end 
users. Design decisions can be made 
instantaneously and with full confidence 
to help accelerate product delivery.

Increased Productivity and 
Throughput with New PolyJet Studio 
and Six Material Capacity
The J750’s one-stop realism is supported 
with a streamlined workflow beginning 
with the all new PolyJet Studio™. The 
software’s new intuitive user interface 
allows users to simply choose materials, 
optimize the build and manage print 
queues. Assignment of colours, 
transparencies and rigidity is eased via 
familiar design controls. Colour textures 
can be loaded fully intact via VRML files 
imported from CAD tools.

The Stratasys J750 also minimises 
downtime associated with material 
changeovers. Featuring a large, six-
material capacity, it keeps the most used 
resins loaded and ready for printing. 
Newly designed, state-of-the-art print 
heads means simulated production 
plastics, like Digital ABS™, can be 3D 
printed in half the time of other Stratasys 
PolyJet systems. As 3D printed models 
are delivered complete with full colours, 
colour textures and multiple materials, 
no time is wasted on painting and 
assembly.

For more information, please visit  
www.stratasys.com

Lasers and 3D Systems

New 3D Print Technology for PSPs 

3D Printer Streamlines Colour, Multi-Material Prototype Production
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For more information, please visit  
www.stratasys.com

Learn more, visit www.epson.com.au/fabric

• Superior image quality with unparalleled colour accuracy & depth
• Produce custom material & clothing, furniture & decor, merchandise  
 & photo displays
• Easy to install and operate with models to support various production  
 widths & speeds
• Reduced running costs with efficient ink application and low power consumption
• Comprehensive factory warranty with flexible extendable cover

THE NEW EPSON F-SERIES GEN 2 DYE SUBLIMATION RANGE

Quality Production  
made simple and reliable
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3D Systems announced the immediate commercial availability 
of the ProJet® MJP 2500 Series, the latest addition to the 
company’s MultiJet Printing (MJP) line of 3D printers. Designed 
from the ground up to deliver a productive, in-office 3D printing 
solution that improves and accelerates today’s engineering 
workflow, the ProJet MJP 2500 Series offers simple, clean 
operation, and easy post-processing. Providing the highest 
feature fidelity in its class, the affordable-yet-powerful 2500 
Series enables design professionals to create precision models, 
prototypes and injection-molded-quality parts, without leaving the 
workplace.

The 2500 Series utilizes 3D Systems’ revolutionary new 
MJP EasyClean System, offering hands-off, chemical-free 
finishing without the need for waterlines or any special disposal 
considerations. In conjunction with 3D Systems’ exclusive 
non-toxic melt away wax supports, the EasyClean System 
delivers simple post-processing with no damage to delicate 
feature details, thus reducing the time and waste associated with 
reprinting broken parts. This allows developers to confidently 
test ideas faster and more frequently, shortening design cycles, 
lowering development costs and achieving better end products.

“We have been extremely impressed with the results from the 
ProJet MJP 2500,” said Haleigh Doremus, Rapid Prototyping 
Manager, Nike, a 3D Systems beta tester. “It complements 
our current technologies and processes and allows us to print 
complex geometries that were previously impossible on other 
printers in this class. The consistency of parts and hands-off post-
processing it provides gives us time to accomplish more in a day, 

adding even more value to our team.”

Engineered to deliver detailed, true-to-CAD parts, the ProJet MJP 
2500 Series features two models: the MJP 2500 and the MJP 
2500 Plus. Each printer in the series is compatible with robust 
and versatile VisiJet® M2 materials in durable white and black 
plastic. These materials deliver parts with exceptional surface 
finish that look and feel like injection-molded plastic and enable 
rigorous testing and functional use. The ProJet MJP 2500 Plus 
offers additional material capability with rigid clear plastic as well 
as flexible elastomeric black and elastomeric natural, each newly 
developed for printing rubber-like parts that provide pliability, 
strength and full elastic recovery.

Ideal for functional prototyping, rapid tooling and design 
communication, the 2500 Series is capable of printing 790 DPI 
in z, or over half a billion droplets of material for every cubic inch 
printed. The series also includes 3D Systems’ 3DSPRINT™ 
software, enabling quick printability checks, file repair, build time 
and material estimation, optimal part positioning and print queue 
management, all from one integrated platform.

“The ProJet MJP 2500 brings easy-to-use, professional quality 
additive manufacturing capabilities into any workspace, at 
an exceptional price point,” said Mark Wright, Executive Vice 
President and Chief Operating Officer, 3D Systems. “We are 
thrilled to offer this powerful new product to help a broadening 
range of customers iterate faster and innovate better.”

3D Systems Brings Professional 3D Printing Capabilities 
to the Office with the ProJet MJP 2500 Series

For more information visit, www.3dsystems.com

ShopBot Launches New CNC Tool: the Desktop MAX
ShopBot Tools has introduced the 
ShopBot Desktop MAX. The tool joins 
ShopBot’s array of CNC tools used in 
prototyping and full production for cutting, 
carving, machining and milling in wood, 
MDF, plastics, foams, and non-ferrous 
metals such as aluminum. ShopBot’s 
CNC tools deliver professional power and 
precision typically associated with more 
expensive CNC tools.

Jeanne Taylor, ShopBot’s Director of 
Marketing, noted, “The ShopBot Desktop 

MAX was inspired by our customers, 
who’ve been asking for a larger 
version of our popular ShopBot 
Desktop (recently named Best Mid-

Size CNC by MAKE magazine). The 

new Desktop MAX tool features a 36” x 
24” work area, twice that of the ShopBot 
Desktop, making it easy to fit items such 
as guitars, chair and table parts, cabinetry 
parts and more, onto the bed.

Popular Mechanics recently reviewed the 
Desktop MAX. Timothy Dahl, their DIY 
Editor, wrote: “(it’s) a well-made, quality 
tool, and the price is worth it if you want to 
create large scale CNC-carved projects...” 
Read the full review at Popular Mechanics.
The Desktop MAX’s power and precision 
will make it a favorite of luthiers, sign 
makers, furniture makers, and anyone 
interested in prototyping or full production. 
It features a removable tool bed, which 
enables end-machining processes such 

as creating complex furniture joinery. 
The tool has two options for beds, an 
aluminum deck or a plenum with universal 
hold-down system, which eliminates the 
need for screws, adhesives, or clamps for 
holding large sheet goods in place. The 
Desktop MAX features a dual-motor gantry 
design, providing impressive stability and 
precision.

“The tool has twice the work area of the 
ShopBot Desktop yet it’s NOT twice 
the price,” Taylor said. “It’s an affordable 
solution for doing professional CNC work.” 
Pricing for the Desktop MAX starts at 
$9,090 with the aluminum deck option. 
The full specs of the tool can be found at 
ShopBotTools.com. 

Sign Making Equipment
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Finishing Equipment

PaperOne is the latest generation of 
a new modular platform for digital 
finishing and converting, featuring laser 
technology.

Developed by SEI Laser in close 
collaboration with HP Indigo, PaperOne 
can handle complex die-cutting and 
finishing of packaging, greeting cards, 
books, leaflets, posters, and envelopes, 
at maximum speeds, with top quality 
and extreme accuracy.

PaperOne can process up to 2,500 
sheets per hour and has an automatic 
pallet loading and unloading system. Its 
fast, accurate feeder can handle sizes 
of up to 53 x 75 cm, and thicknesses 
from 150 μm to 600 μm. It consistently 
die-cuts, micro-perforates, pierces, 
engraves and marks paper, corrugated 
board and adhesive-coated stocks 
as well as PP, BOPP and PET. It is 
slated as a perfect match for the HP 
Indigo 10000, 12000 and 30000 Digital 
Presses. 

Saves setup time and costs
Of particular value to carton converters, 
PaperOne can be configured with three 
different wattage lasers, essentially 
doubling productivity and providing 
added redundancy and greater line 

speed. PaperOne also addresses 
prior challenges involving creasing – 
effectively cutting and creasing the box 
in the right shape, ready for folding. 
This means creasing and folding can 
be done in-house in a simple, fast, and 
cost effective process.

With its clean-cut feature, – achieved 
with specially designed head and optical 
configurations – PaperOne is ideal for 
cutting small and intricate designs, 
for both paperboard packaging and 
decorative commercial print jobs. QR 
codes and barcodes allow for auto-
setting and change of process on the fly.

“It’s not enough to have a digital press 
to enter the digital business model,” 
said Ettore Colico, Sales Executive, SEI 
Laser. “The full workflow must be digital 
from the PDF to shipment. PaperOne 
fits in perfectly with a cloud workflow, 
and there is no waiting time, supply 
costs, or transport costs.”
 
More than a die-cutter
PaperOne was designed as a modular, 
multi-platform system, offering 
converters digital cutting as well as 
digital finishing, such as creasing and 
embossing. The creasing system can 
be set up offline, maximizing uptime 

of the machine. In addition, SEI Laser 
has designed a system that allows 
converters to make their own die plates 
using the unique creasing matrix system 
ProCrease PaperOne developed 
specifically for PaperOne by ManMat.

According to Colico: “The primary 
advantages of PaperOne are its higher 
speeds, much higher throughput, and 
lower cost consumables, and that it 
enables converters to bring the full 
manufacturing workflow in house.”

SEI Laser Introduces PaperOne 

For more information,  
visit www.seilaser.com

Ricky Richards has released two 
new Dreamscape wallcovering 
products with metallic effects. Both 
are heavy-duty commercial grade 
and are designed for long-term 
installations.

They produce elegant pearl and 
steel finishes that look and feel 
like fabric. Both the Satara Pearl 
and Steel have a polycotton fabric 
backing which enables easy 
hanging and removal. Both can be 
installed with commercially available 
wallpaper adhesives.

These products are available in 
137mm wide and are suitable for 
printing with Latex, UV curable and 
solvent inks. Further information is 
available from the Ricky Richards 
Print Media team  
on 02 9735 3333.

Ricky Richards’ 
New Satara Pearl 
& Steel Printable 
Wallcoverings

WANTED!
Considering selling your business?
Genuine buyers available.
Confidential discussion.
Email: info@asfisherco.com
Call Michael on 0408 402 890
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With an increase in attendance figures of 26%, the recent Visual Impact Brisbane trade 
show was a hit with exhibitors and attendees. The event wowed with a number of dazzling 
displays, new technology, machinery, applications and services, helping to generate a lot of 
sales, deliver informative presentations and workshops and, provided yet another platform 
for synergy between all areas of the trade. Visual Impact Brisbane proved that the one-two 
combination of traditional print technology and digital print and signmaking technologies is a 
powerful mix, and a major draw card for professionals and practitioners.  

COVER
STORY

PACKING A
PUNCH
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There were a number of reasons why Visual 
Impact Brisbane saw such an increase 
in attendees. The marketing activities of 
organisers and exhibitors such as Currie 
Group, Roland DG, Canon Australia, HP, 
Mimaki, Graphic Art Mart and other big 
name manufacturers and suppliers attract an 
abundance of guests. So much so that pre-
registration levels for the event were up by 
some 35% on the previous show. 

A host of latest release technology and materials 
certainly brought the numbers through the door. 
For what is a smaller show than the premier event – 
Visual Impact Sydney – it was surprising to see so 
many “just released” products on show, with some 
having landed in the country just prior to the doors 
opening. Because it’s a drupa year, there has been a 
lot of new technology scheduled for release. Visual 
Impact Brisbane was timed perfectly as a vehicle for 
a number of exhibitors to show the new technology 
that will be featured heavily in Germany. 

Lets take a look at what was on show. 

Greeting exhibitors was the latest technology from Roland DG. 
Pride of place was the new and very impressive Roland TrueVIS 
VG Series 64 inkjet printer/cutter. With the TrueVIS VG Roland DG 
has re-imagined everything. New print heads that deliver beautiful 
prints more efficiently, new inks that are more vibrant and cost-
effective, new cutting technology that increases accuracy and new 
technology to communicate with your existing phones and tablets. 
With TrueVIS, your vision for maximum versatility and profitability 
is now a reality. TrueVIS is more efficient and productive than ever, 
and has been designed with your end results in mind. Create 
Dynamic decals, labels, brilliant banners, striking signs, vibrant 
vehicle graphics and powerful posters.

The Roland DG stand highlighted the versatility of the company’s 
product and application ability, showing the recently released 

Texart XT-640 and partnered heat presses and materials for 
full dye sublimation workflow from print to finished product. 
On display were a range of items such as mugs, drink bottles 
and tiles produced live, plus other unique samples including 
sportswear, fashion items and even a snowboard. Guests were 
really impressed by what could be done with Roland DG gear. 

 The personalisation area included the MPX90 milling machine, 
the EGX350 engraver and the very popular VersUV LEF-20 
benchtop UV flatbed printer enabling direct printing on an 
endless variety of substrates and three-dimensional objects. The 
stand looked great, really vibrant and clean, with an exceptional 
range of product with endless possibilities. 

COVER
STORY
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Graphic Art Mart easily impressed with their huge range 
of printers, application materials and accessories. The company 
used the show to launch a variety of new products including 
Avery Dennison’s digital film MPI 1105 EA RS™ LTR and DOL 
6460, Arlon’s digital film DPF 6100 XLP and Roland DG TrueVis 
VG Series. Graphic Art Mart also showed the very popular Aslan 
range of films with new releases that included 6 different window 
films, 8 different blackboard films including textured surfaces and 
whiteboard films. Aslan has also released a magnetic film that is 
printable and has a self-adhesive. 

Graphic Art Mart used the show to promote the Image One Impact 
range of application tools and accessories for the preparation, 
application and removal of signage and display materials. 

Printers and hardware including Roland DG and Mimaki machines 
balanced the range of materials and accessories on display. 
Graphic Art Mart has been doing exceptionally well with hardware 
sales, leading the way with the Mimaki JV400-160LX. 

The Vehicle Wrapping Workshops hosted by Graphic Art Mart 
and Avery Dennison also attracted the crowds, providing valuable 
wrapping tips and tricks. Attendees also had the opportunity to 
use Avery Dennsion’s new digital film and Supreme Wrap Film.

Mimaki had a grand display befitting their presence in the 
market. Mimaki have recently released a considerable amount of 
new technology giving visitors a lot to see. The new technology 
included the 3.2m roll-to-roll inkjet printer, the UJV55-320. Mimaki 
says the new printer is capable of delivering speeds of up to 110 

sqm per hour with print resolutions of up to 1200dpi. The UJV55-
320 has a seven colour inkset with white and light cyan which can 
be configured in a 4 colour mode or 6 colour set. 

Also heading up the new releases was the Mimaki CFL-605RT 
cutter that is a 20-inch by 24-inch multifunction, compact flatbed 
cutting plotter. It supports on-demand production with multiple 
functions including reciprocating, tangential and eccentric cutting, 
plus creasing for immediate finishing of packaging and prototypes.

Making its presence felt on the Mimaki stand was the new 
UJV55-320 grand format LED UV inkjet that provides high-quality 
production of banners, retail, exhibition and window graphics 
and other similar applications up to 3.2m wide, with the added 
versatility of twin-roll simultaneous printing. From grand format to 
one of Mimaki’s best selling units the JFX200-2513 which is an 
entry-level printer equipped with all the necessary performance, 
product quality, ease of use, and environmental friendliness 
required of a flatbed printer. It has the ability to print onto media up 
to 50 mm (1.97 in.) thick and on irregularly shaped media with high 
weather and friction resistance.

Also on the stand was Mimaki’s JV400-160LX the 7 colour cold cure 
latex printer, the entry level TX300P-1800 roll-to-roll textile printer and 
the TS300P-1800 high-quality dye-sublimation printer that can hit 
speeds of up to 1238 SqFt/Hr and comes with the new Sb410 inks 
with enhanced resolvability improve print production yields.



PAGE 30 inview magazine ISSUE 3 MAY/JUNE 2016

HP used Visual Impact Brisbane to show the versatility of their 
latest printer range. On display were the HP Latex 360 and HP 
Latex 330 printers with different media and a huge array of finished 
work including backlit media, wallpaper, vehicle wraps, canvas 
prints, posters and interior and exterior displays. The big event 
for the company will undoubtedly be drupa where the company 
will be releasing their new range of Latex printer – the 500 series. 
Hopefully these printers will be making their way to Sydney in 
September. 

Currie Group know how to make their presence felt with their 
mobile showroom AKA semi-trailer and truck that dominated the 
rear of the show. They displayed a range of equipment, headlined 
by the HP Indigo 7800 digital press. The HP Indigo 7800 Digital 
Press is the fastest SRA3+ format digital sheetfed press in the 
market, combining proven quality, versatility, and breakthrough 
intelligent automation to maintain the highest possible productivity. 
Special printing capabilities expand digital applications. This 
was accompanied by the 
HP DesignJet Z6800 for 
graphics applications with a 
built-in spectrophotometer 
with i1 colour technology 
and chromatic red ink, HP’s 
Double Swath technology for 

high quality and Optical Media Advance Sensor which ensures 
that media moves properly through the printer.

Currie Group also showed a number of other products including 
the Horizon SMSL-100 Smartslitter Card Cutter all-in-one smart 
sheet processing system that can slit, gutter cut, edge trim, cross-
cut, perforate and crease, all in one pass. The Horizon RD-4055 
Rotary Die-Cutter and FFU-4055 Flat Feeder. The FOLIANT Vega 
530A is a new generation of easy available very compact industrial 
laminating machines, designed for a heavy duty “In-House” 
lamination of digital and offset outputs. 

Canon put on a great display and not surprisingly picked up the 
best floor space stand award. Pride of place was the new Arizona 
1200 series flatbed. The Océ Arizona 1200 UV Flatbed Printer 
Series includes 3 different large format models – each available 
in 2 different table sizes. Océ Arizona Series UV flatbed printers 
allow users to take on work that was never before possible with 
lesser large format printing systems. The Océ Arizona 1200 Series 
UV flatbed printers are quite simply a technology disruption: The 
UV curable flatbed and roll-to-roll inkjet printers deliver exceptional 
image quality to take display graphics to the next level.

Complimenting the Arizona was the Oce Zund Cutter which works 
in complete synchronicity with the Arizona series, providing the 
perfect end-to-end production setup. Other technology on the 
stand included the extremely versatile image PROGRAF iPF8400S 
printer which is ideal for those who need quality large format output 
and maximum productivity. Built for the photography, proofing and 
production markets, the iPF8400S delivers high-quality imaging 
while increasing productivity. 

The other major piece of Canon technology on display was 
the ColorWave 900. It uses Memjet printheads and has a print 
resolution of 1600dpi. It is able to deliver 3.4bn 1.2picolitre ink 
droplets per second, with a maximum print speed of 1,100m2/h. 

It works exceptionally well for point-of-sale, exhibition and trade 
show displays, floor displays, CAD and maps. The ColorWave 
900 has a 42in (106cm) print width and the capacity for six 
200m media rolls, giving it a total input capacity of 1,200m.

COVER
STORY



THE NEW FUSION M2 40
Larger Work Area  //  Dual Source Laser  //  eView™ Compatible

Our latest concept in laser system design:
With its larger size, the Fusion M2 40 allows users to tackle 
larger projects with the same laser precision and high-quality 
results Epilog is known for. Add to that dual-source laser 
capabilities and the possibilities are virtually endless. 

With the dual-source Fusion M2 40, operators can complete 
both CO2 and fiber applications in one system, even within 
the same job! 

Now, no matter what substrate you’re working with – wood, 
metal, plastics – you have a larger-scale system that meets all 
of your laser engraving and cutting demands.
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sales@alfexcnc.com.au   •   www.alfexcnc.com.au   •   1300 20 15 10 
MELBOURNE  |  SYDNEY  |  BRISBANE  |  ADELAIDE  |  PERTH 

•  1016 x 711 mm engraving area
•  Flame-polished edge cuts
•  Laser tube wattages up to 120 watts
•  Large viewing door with LED lighting
•  Our highest engraving and cutting speeds
•  Engrave items up to 336 mm in material height
•  Dual source (fiber and CO2) and camera options
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Multicam had a dominant display with the latest range of CNC 
Routers ideal for signmaking and display applications. Australian 
made, the Multicam routers are an industry favourite because of 
their quality build, reliability and reputation for service. On the floor 
they had the SR2412V with matching extraction unit the M1212 
a fully featured CNC routing and engraving machine with 3D 
capability designed for small to medium size work in a variety of 
materials. This machine is the perfect solution for businesses with 
smaller processing needs, prototyping, educational institutions, 
sign manufacturers and engravers plus many more, due to its 
small format and affordability. Multicam also showed their heavy-
duty machines for industrial applications plus a range of the 
different extraction units and accessories. When you see the range 
of materials the machines can work with, and the precision of the 
cutting and engraving work, its no surprise they are so popular 
with signmakers. 

Epson had an amazing looking stand. It was really clean with 
vibrant prints and colours that juxtaposed the clean white stand 
walls and deep rich timber floors. Epson have top quality product 
in all categories of the print, sign and display industry. On show 
was the SureColor SC-S60600 designed to produce durable 
high-quality signage quickly, easily and at minimum cost. It suits a 
structured workflow environment with medium to high production 
volumes. It can be used with a wide range of media including 
paper, canvas, film & vinyl. It suits a wide range of applications 
including indoor POS & outdoor signage, back-lit displays & 
window decorations, banners, vehicle wraps, wallpapers, surface 
finishes & labels.

The stand also featured the SureColor F2000 direct-to-garment 
printer, the SureColor F9200 dye-sublimation printer as well as a 
lot of additional textile products and solutions for the soft signage 
and garment markets.

Making its debut was the SureColor P9070 printer designed 
for professional proofing and photographic applications. This 
incorporates the latest imaging technologies – including an exotic 
Epson PrecisionCore TFP print head, along with a unique Epson 
UltraChrome HDX ten-colour pigmented ink set which now 
includes an all-new optional Violet colour for up to 99 percent 
PANTONE FORMULA GUIDE solid coated colour matching.

AVS used the show to demonstrate the abilities of the Flora 
printers, this included the PP2512UV that prints with the upmost 
resolution that reaches 1440×1440dpi. The standard printing 
speed is about 38.8m²/h. The printing format is 2.54×1.22m and 
offers a series of professional solutions for applications such as 
glass craft, acrylics and thermoforming printing. The Flora printer 
– and other models – were packaged at special show prices, one 
of the many reasons to get to the shows as you can save a small 
fortune. 

The AVS stand also featured the Colex SharpCut, a number of 
Roland DG printers, Blade panel cutters and the Anajet T-shirt 
printer, all of which were getting a good reaction from the crowd 
around their stand. 
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Soft Signage,
Hard Profits

Industrial  Soft Signage Performance at an Entry Level Price! 

• More productivity than its competitors.

• Lowest cost per meter in its category.

• Unique Ink Recovery & No Waste Water System.

• Better Ink Viscosity: easy dry due to less water content.

• Wider Colour Gamut: CMYK + Fluorescent Yellow & Magenta.

• Deeper Colour Saturation & ‘POP Quality’: 300Dpi to 4800 Dpi

• A Green Solution with No Waste Water & Low Energy Consumption

• Ability to manage future substrates including lighter paper & fabrics.

www.efi.com

EFI  VUTEk FabriVU 180 

Contact EFI Australia: Jarrod White +61 423 300 178 or +61 7 3625 9200.
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Elizabeth Machines are the industry go to people for 
eyelet and sewing machines for signmaking applications such as 
banners. On display they had the Miller Weldmaster – T3 designed 
with the smaller business in mind. This efficient hot wedge welder 
will produce all the seams required for the banner, sign and awning 
maker. The T3 is equipped with nearly all of the guides you need 
to finish almost any job your customer may require. They also 
displayed the Miller Welding T-300 Extreme designed for finishing 
banners and signs. For more industrial applications, Elizabeth 
machines also showed the AEM-21 automatic heavy-duty eyelet 
machine. 

Biesse presented a very interesting stand with two versions 
of their very successful Rover Plast J series. This included the 
Rover Plast J FT, Biesse’s gantry machining center designed 
for processing plastic and composite materials, it is the perfect 
solution for the signage and display industry, making it easy to 
produce POS displays and sophisticated 3D designer products 
and technological components. Suitable for plastic, acrylic, 
polycarbonate, alupanel, foam, polycarbonate, rubber, alupanel, 
foam, non ferrous metals and composites. The flexible aluminium 
flat table is capable of both vacuum clamping as well as with 
T-slots for manual clamping. The machines have oscillating 
and tangential knife devices and they use an advanced camera 
recognition system to make the job easier.

On the other side of the stand was the advanced Rover Plast 
J1530 that came with all the advanced features that Biesse make. 
This is the type of machine the professionals would want in a very 
busy signage business. 

Mutoh are the quiet achievers in the Australian market. Their 
stand was neat and professional and packed with some serious 
printing firepower. A number of the ValueJet printers were there 
including the ValueJet1628X large format colour printer that 
provides premium performance at incredible value and is ideal 
for car wraps, vehicle graphics, indoor/outdoor signs, banners, 
POP displays, and more. The ValueJet 1626UH UV-LED hybrid 
printer that gives you the ability to print on rigid substrates and the 
flexibility to print on roll media as well. Its dual function and multiple 
application design saves you valuable floor space and is ideal for 
printing packaging prototypes, POP displays, indoor signage. Plus, 
the ValueJet 426UF tabletop UV-LED, printer perfect for any print 
shop looking to expand its applications and enter the world of UV 
printing. The VJ 426UF prints on a variety of materials, including 
3D objects, up to 2.75 inches thick, with Mutoh’s 100% solid  
UV-LED ink. You can print limitless promotional items including: 
pens, phone cases, golf balls, awards and much more with up to 
six colour capability, including white and varnish ink.

NEOPOST delivered a very good looking display, featuring 
samples from their huge range of films and adhesives. The LG 
Hausys range was well a truly represented with Ultratac high-
end gloss self-adhesive vinyl designed to perform effectively on 
sealed concrete or metal surfaces, due to the double layered clear 
aggresive adhesive, and just like all other LG Hausys products, 
Ultratac is certified for HP Latex machines, as well as, solvent and 
UV printers.
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One could also see the LGLD593TM a polymeric repositionable 
adhesive, Studiojet printable magnetic film, Vivid Vision polyester 
based film for night-time illumination.

The stand also featured hardware with the HP Latex 360 on show 
as well as the Epson SureColor F2000, plus heat presses and 
StudioJet range of adhesives. 

Trotec put on a good show with a full range of laser engraving 
and marking equipment from their extensive stable. This range 
included the Speed 500 C02 flatbed laser for those who require 
fast cutting of large volume and large surface materials, the Speedy 
300 Flexx that features a C02 and fiber laser source, Speedy 400 
Flexx, the SpeedMarker 700 laser station designed for continual 
industrial operation and its big brother the SpeedMarker 1300 
laser station that is ideal for marking big, bulky parts such as pipes 
and auto parts and other industrial applications. Added to the list 
is the SpeedMarker GS and the entry level compact Rayjet C02 
engraver. Each year, the Trotec stand seems to grow with amazing 
examples of the work that has been created using their technology. 
It’s quite astounding to see what people can create with the lasers, 
certainly far more than people realise. 

BJ Ball are the MACtac representatives in this part of the world, 
and were excited to be showing some very innovative products 
from the range. The MACdot 100 Series is ideal for creating 
personalised, short term, indoor applications like Trade Shows, 
Discount Campaigns, POP/POS advertising etc. It comes in a matt 
white and gloss clear. Also featured was the very cool MACtac 
GlassMovie film for rear projection to animate shop windows. The 
movie-style pictures are projected from behind the glass surface, 
enabling them to be viewed by those passing by outside for added 
impact

Another interesting product was the MACTac wallChalker which is  
a unique intermediate film coated with a removable acrylic  
adhesive designed specifically for chalkboard applications, it can 
also be cleanly removed from most common surfaces for up to  
2 years.

DES was showing a variety of state-of-the-art printers including 
the OKI Data ColorPainter M-64s that provides speed, rich glossy 
colours, media flexibility, with super fast print speeds and full colour 
density and low running costs. This was joined by the ColorPainter 
W-64s that uses high-viscosity inks and an ultra modern piezo-
inkjet head to deliver outstanding image quality and no colour 
density loss. SIIT’s improved dot pattern enables razor sharp, crisp 
images at all print modes. 

Also on the stand was the big ColorPainter H3-104s a104 inch 
wide-format printer that uses eight colours and produce graphics 
with speeds up to 56.6m²/h. The high-speed printing capability of 
the H3-104s was developed specifically to address the growing 
demand for high productivity from the signage and indoor graphics 
markets. 

Gravotech displayed a range of their state-of-the-art lasers 
and sign solutions. The lasers on display included the LS900 C02 
industrial strength floor mounted laser with its 12” x 24” engraving 
area that is ideal for experienced users with mid to high production 
needs. The big LS1000 XP designed for sign making and letter 
cutting, the design and fabrication of models and POP displays, 
engraving and cutting of synoptics and the mass production of 
plates. 

From that big boy to the smaller Energy 8 compact CO2 laser 
ideal for stores and offices with plaque engraving and object 
personalisation needs. Economical, its low running costs allow the 
immediate, on-site performance of such tasks.

The stand also featured their Rotary engraver and Technifor laser 
system, plus the Clips in Sign Solutions system and lightbox 
display solutions. 
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Ricky Richards have a fantastic looking stand that was 
constructed using a number of their products. The G-Floor was 
put to great effect on the stand. This is a unique floor graphic 
product and is available in both ceramic and wood grain finishes. 
This 1.9mm thick extruded clear PVC has greater durability and 
versatility than conventional floor vinyl graphics as the print is 
protected. There is no adhesive necessary and can be installed 
free-floating using carpet edge trimmers or wall to wall. They 
also used the DreamScape Canvas is an embossed PVC with 
a poly cotton fabric backing. The woven texture has a realistic 
fabric-like appearance that softens details and adds a rough 
threaded dimension. Besides its most common use in wall murals, 
Dreamscape Canvas has been used in fine art applications and is 
also a popular texture for indoor banners as the texture looks like 
a fabric.

Sign Essentials gave the viewing public a look at the broad 
range of equipment and materials they supply with the likes of the 
new Impact CNC Blizzard CNC Router and extraction unit. The 
Impact CNC Blizzard features a print registration camera for use 
with prints on a variety of materials. 

Visitors also got to see the new Lamidesk applicator table. This is 
a table with a difference as it is motorised and it certainly speeds 
up the process for bubble-free application. 

Sign Essentials used the show to launch a number of new Grafityp 
products including monomeric and polymeric vinyls for digital 
wide-format print, traditional colour vinyls and vehicle wrap colour 
change products that will be coming soon. 

Overall the show was a big success. One the notable improvements 
is the redesign of the seminar formats. The organisers listened 
to visitor feedback from previous shows and have developed a 
much more interesting, relevant format for the new era of print and 
signmaking professional. It’s working well. Many of the seats were 
filled for the different seminars, with really favourable feedback 
received afterward. 

“From the feedback we have received from exhibitors, considerable 
sales were achieved at the show,” said Peter Harper, General 
Manager Exhibitions, Visual Connections. “Some exhibitors sold 
three quarters of their stand, some sold out their whole stand. No 
one gave any negatives about sales, even the newer companies 
which I spoke to were happy as well.”

  VISUAL IMPACT SYDNEY 2016
           The next major Australian trade show will be Visual 
Impact Sydney 15-17 September at  
Sydney Showground, Sydney Olympic Park.  
For more details, visit www.visualimpact.org.au
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www.swissqprint.com

Automation for added productivity

Robot and printer work together unsupervised,  

producing identical or individualised runs with  

precision and reliability.

World premiere

Drupa 2016, Hall 9, Stand C04

distributed by
www.pozitive.com.au 

 1300 89 59 39

High-End UV Inkjet Systems
Engineered and manufactured in Switzerland
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At the 2016 NZSDA Awards, the best of New Zealand’s print, sign and display 
specialists were on hand to celebrate another extraordinary year. The creativity, 

ingenuity and pursuit of perfection with the industry highlights why the Kiwis 
produce some of the best work in the world. A special mention has to go to the 

winners of the apprentice awards, easily some of the best we have seen for years. 

COVER
STORY
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Sign It Signs, Queenstown NZ – Highlands Motorsport Porsche 
GOLD

TruckSigns Inc. – IXOM Western Star – SILVER 

M J Ireland Signs – ProjectU – BRONZE 

BB Signs Limited – Mayfield 
Motorworld Navara – BRONZE 

VEHICLES
Signwritten Non-Digital

COVER
STORY



 www.inview.org.au PAGE 41

NEW TECHNOLOGYFEATURE
STORY

Sign It Signs, Queenstown NZ – Big Impact – GOLD 

Signwritten – Digital

Image Creators Nelson Ltd –  
ARMAGEDDON ute – GOLD 

Sign It Signs, Queenstown NZ – Shark on Wheels – SILVER 

Image Creators Nelson Ltd – Canoe Journeys Van – SILVER 

Image Creators 
Nelson Ltd 
– Brickys Ute – 
BRONZE 

TruckSigns Inc. – Zespri Kiwifruit Vehicles – BRONZE 
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EXHIBITION STANDS

GLASSWORK

Kustom Design Studio – Bosch Transformer – GOLD 

Signitup – Interior Office Window Etch – GOLD 

Dzinesigns – Panhead Bar – SILVER 

Peek Exibition – Ivoclar at NZDA – SILVER 

Signtech the 
Signmasters 
Limited – The 
Poplar Social 
Club – SILVER 

Singleton Signs Ltd – Frosted Dreams of Travel – BRONZE

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

CONCEPTS 
OR THEMES

Sign It Signs, Queenstown NZ – The London Underground – GOLD 
Art Fetiche – The Black Stag Wellington – SILVER 

Image Creators Nelson Ltd – Pizzeria Bella Theme Design – SILVER 

Sign It Signs, 
Queenstown 
NZ – Lazer Web 
Vault Cuben – 
BRONZE 
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ILLUMINATION
Art Fetiche – Fire and Ice Entrance Sign – GOLD 

Signtech the Signmasters Limited – The Emerald Room – SILVER 

Signtech the Signmasters Limited – Everything Is Going To Be Neon – BRONZE 

Illumination – LED

Illumination – Neon

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

Design Studio – Wellington 
Motorcycles – BRONZE 

Signtech the Signmasters Limited – 
Casa Publica Crest – SILVER 

Law Creative Group – Illuminated 
Entrance – BRONZE 

Illumination – Other

ILLUSTRATIONS 
AND MURALS

TruckSigns Inc. – DJ Transport 10th Anniversary – SILVER 

TruckSigns Inc. – Fantasy Warrior – SILVER 

NZ Murals – Water Reservoir Mural – BRONZE 
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Law Creative Group – Eastbay REAP – GOLD 

Sign It Signs, Queenstown NZ – Powerful Plinths – BRONZE 

Identity Signs – Ma Baker Brand – GOLD 

Field Sign Co Ltd – 8 Railway Street – BRONZE 

WAYFINDING

ORIGINAL IN-HOUSE DESIGN

Signwise Christchurch – Novotel Conference 
Room Signage – SILVER 

Williams Signs + Graphix – Train Carriages – SILVER 

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

Alexandra Images Limited – Steam Punk Menu Sign – GOLD 

Kustom Design Studio – Werewolf Gargoyle – GOLD 

Kustom Design Studio – Bosch Transformers – GOLD 

DIMENSIONAL SIGNS

Signtech the  
Signmasters Limited 
– The Landing – 
BRONZE

TruckSigns Inc. – Kenworth Door Logo – SILVER 

Art Fetiche – New York Deli Hanging Sign – SILVER 
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SIGNS

Image Creators Nelson Ltd - Mrs Smiths Shop Front – GOLD 

Art Fetiche – Maori Compass – SILVER 

Sign Foundry – Whittakers Roof Logo – BRONZE 

Identity Signs – Outstanding in its field – GOLD 

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

TRADITIONAL HANDCRAFTED  
AND LETTERED SIGNS

Singleton Signs 
Ltd – Roll of 
Honour – GOLD 

M J Ireland Signs – Green 
Hayes Estate – SILVER 

Sign It Signs, Queenstown NZ – Breacon Street Merchants – SILVER 

M J Ireland Signs – Galley Cafe Open – BRONZE 
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CORPORATE BRAND –  
INTERPRETATION AND DELIVERY

Fulton Hogan Signs 
& Graphics – Allied 
Petroleum – GOLD 

Signwise Auckland 
Ltd – Connect 8 Head 
Office – GOLD 

Sign Network Ltd – Start your Engines – BRONZE Signwise – Wellington – Timg Corporate Rebrand – BRONZE 

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

SELF PROMOTION

Sign It Signs, Queenstown NZ – Rainbow Wrap Brandland Group – GOLD 

TruckSigns Inc. – Ranger Battle Truck – BRONZE Simply Signs – Freestyle Ute Wrap – BRONZE 

Wilsigns – Jonda – SILVER 

Image Creators 
Nelson Ltd 
– The ELF –
SILVER 
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WORK BY AN APPRENTICE

Signitup – Interior Office Window 
Etch awarded to Corey Harbrow 
– GOLD 

Signitup – Bostock – Window Etch Interior awarded to Corey Harbrow – SILVER 

Signitup – Logo Brand 
Design and Signage 
awarded to Corey 
Harbrow – SILVER 

COVER
STORY
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NEW TECHNOLOGYFEATURE
STORY

Signtech the Signmasters Limited –  
Our Special Brew awarded to Louisa 
Jessop – GOLD 

NPC Signworx Ltd – Blast NZ Van  
awarded to Regan Bates – BRONZE 

Simply Signs – Van Wrap awarded to 
Dexter Smith – BRONZE 

Signitup – Hand painted Aged Sign 
awarded to Corey Harbrow – BRONZE 
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The history of Dashing Print can be found in the world of offset 
printing. Prior to the major changes the company would undergo, 
the business was generating a respectful turnover in the vicinity of 
$3 million per year. However, it had reached a point where further 
growth was unlikely unless big changes were made. The future of 
the company would emerge in the form of Russell Kavnat, who, just 
over 8 years ago, bought his parents 50% stake in the business, 
becoming the driving force behind Dashing Print’s meteoric rise. 

When Russell joined Dashing Print, business activity had plateaued, 
but the potential the business had had barely been realised. Now, 
they operate in rarified air with annual revenue over $40 million and 
a total of 120 staff. To think, all this has been achieved in less than 
ten years and, in challenging economic conditions. 

“It’s sometimes easy to make money during good times but it’s 

30 years ago, a small 
retail print shop would 
take its first burgeoning 
steps towards what 
would become one of 
the country’s premier 
print-service-providers. 
We’re talking about 
Dashing Print, a PSP 
that underwent immense 
transformation in recent years,  
solidifying it position as a business  
with a focus on the future.

Dashing Print
FULL STRIDE –

Russell 
Kavnat
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never easy to make money during tough times. That requires great 
management skills, hard work and a total focus on improvement,” 
said Russell Kavnat, Managing Director, Dashing Print, during an 
interview with the Weekend Australian.

It’s an amazing achievement, but greater still is how he and the 
team have transformed the business, where they have directed it, 
and the technology, systems and people they have put in place to 
secure the future. 

Russell said, “We got to a point where the business either needed to 
be joined with another business or I needed a proper management 
team and the next big plan.” 

“Once we got to that point I invested in a senior management team 
and brought in a Chief Executive and Chief Financial Officer.”

Dashing Print
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Russell’s mantra for business is to create, “a fantastic customer 
experience.” To do this, every aspect of the business has to be 
geared towards delivering an exciting, creative solution to the 
needs of the client.  

To fulfill the need for a creative, client driven focus, several actions 
were taken to reposition the business towards this end. The moves 
would take advantage of new technology and developing markets. 
It would also involve the acquisition of other businesses to create 
partnerships beyond the company’s traditional sphere of operation. 

In terms of technology, Dashing Print invested heavily with HP, 
picking up two new HP Indigo digital presses, supplied by Currie 
Group, two HP latex 3000 printers and an HP Scitex FB10000 
industrial press. The purchases were timed with Dashing Print’s 
relocation to bigger premises at Lane Cove and the acquisition/ 
merger of On Demand, a specialist wide–format PSP. 

Touted as a merger, it was really a clever acquisition of a printing 
business with expert staff, a solid balance sheet and an impressive 
list of clients, one that would compliment Russell’s strategy for 
expansions and a bigger presence in the world of wide-format. 
The move was completed when On Demand relocated to the Lane 
Cove premises, bringing all the operations under one roof. The plan 
was then to create specialist sections within the company to handle 
major aspects of the business. 

With the new technology and expertise, Dashing Print has  
been able to pursue other sections of the market, servicing  
existing clients with new options and sourcing new clients  
and winning them over with Dashing Print’s customer experience 
focus. 

It’s a potent combination that has reaped dividends, and seen  
the business expand into retail POS items, such as posters 
and floor graphics, as well as exhibition and display items  
including pull-up banners and window displays. The technology 
they now have will also let them look at markets such as outdoor 

STORY
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signage, packaging and a number of other options. The business 
has been built to be versatile enough not to rely on one sector of the 
market or one client. That way it can avoid any unforeseen changes 
in the market. 

Their service offering includes the likes of retail point-of-sale, 
exhibition and display, signage creation and installation, data 
management, direct mail, finishing services, materials and 
brochures and other general small format printing and mailing, as 
well as visual merchandising and design. 

Growth and development is imbedded in the company’s DNA, 
partly due to the fact that Russell is a self-confessed workaholic. At 
Dashing Print, he’s done the smart thing by assembling a team that 
shares his enthusiasm and drive for the business, to innovate and 
deliver an experience that will wow the customer and keep them 
coming back. 

Keeping customers coming back in this day and age also  
means responding to faster turnaround times, and really educating 
their customers as to what can be achieved. Something the 
company was able to cleverly address late last year when they 
held a very exclusive evening of creative thinking for 250 clients at 
Sydney’s Museum of Contemporary Art. It’s this type of creative 
engagement that is helping the company win and retain so much 
business. They show what they can do, and they can routinely 
deliver it. 

So what does the future hold for Dashing Print? You can expect 
something very exciting. They are very astute at reading the  
market, especially the retail space and the communication channels 
developing in this field. Portals, more personalised experiences, 
interactive technology and marketing and asset support are  
all areas that Dashing Print is looking at. Which fits in perfectly  
with Russell’s mantra to create a fantastic customer  
experience. 
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CNC Routers are an amazing 
piece of equipment. They have 
in recent years, certainly proven 
their worth as equipment 
that deserves a place in any 
business that manufactures 
signage. The capabilities 
and variety of materials 
that routers can be used 
with, makes them 
essential kit in this 
day and age. 

CNC 
Routers...
Advice for 
First-Time 
Buyers
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I
f you are considering adding a CNC router to your 
production capabilities, there are several considerations 
or questions that you need to ask yourself and the 
manufacturers/resellers of the router that you are looking 
at. It is important to understand exactly what you need 

and what you are getting when investing in CNC technology.

Where to start?
The first question to ask is, “What do I need the router to 
do?”

Say for instance you need a router because you want to cut 
3D letters from a variety of materials. You now have a base 
or benchmark to guide you when making a decision. You 
can refine your search further by considering some other 
simple questions, including: 
n     What type of materials do you plan to cut?
n   What is the most complex design you foresee cutting?
n   What kind of tolerances do you need to hold?

Keep in mind these are very  
basic questions. 

What kind of material do you plan on cutting?
The reason this should be the first consideration you ask 
is because it can quickly let you know if a certain type of 
CNC machine is applicable. For example, if your answer 
was steel, you can almost be assured that there may be 
alternative machines that will meet your needs such as CNC 
Water jets, plasma cutters, or lasers, which is another topic. 
CNC routers are usually associated with carpentry, which is 
why CNC routers are usually associated with woodworking 
only. However, there are many other materials that can be 
cut.

So, if your answer to question one was any of the following:
n   Wood
n     Particle Board
n     Plastic
n   Foam
n   Composites
n   Glass
n   Aluminum
n   Metals
n   Perspex

Then it is safe to assume that a router could still be the 
machine for you. Lets continue to the next question.

What is the most complex design you foresee 
cutting?
The complexity of the design is another important 
considerations. What do we mean by this? This is a 
reference primarily to the overall size and depth of cut per 
axis. Do you plan to use the machine for cutting, carving, 
drilling, or all of the above?

The versatility of a CNC router is one of its primary appeals. 
However, with its ability to cut, carve, and drill there are 
drawbacks, such as speed. Now for the most part, this is 

not an issue. In most applications CNC routers are quite 
fast and probably the fastest machine for the job.

However, if you are planning on only using this machine 
for cutting 2-D metal plate for example, a CNC water jet 
or CNC plasma machine would probably be more efficient.

The second consideration to make is the overall size and 
depth of cut. Most CNC Routers are only equipped for 2.5-
D cuts. Which is to say they are limited in one dimension as 
to how far they can cut without disrupting other surfaces. 
Imagine a sphere protruding out of a board. 

A standard 3-axis machine would not able to cut that piece 
if the sphere protruded any further than halfway. However, 
there are multi-axis CNC machines that can do the job.

There are also overall size considerations. CNC routers are 
great for larger cut and for small. However, if you are cutting 
very small parts then the chances are you may need a CNC 
milling machine or laser engraver. This brings us to our third 
question.

What tolerances are required on your final 
product? 
A router is capable of leaving a near perfect finish while 
surfacing and overall the tolerances are good. A decent 
machine, you should expect a tolerance of .001” or better 
for a given distance. 

However, if you are producing small parts that need to be 
mechanically functional, again a CNC milling machine, laser 
or other fabrications techniques are probably more suitable 
for your application.

The precisions and accuracy of the machine is something 
that should always be in the back of you mind as you 
search the market.

Even if you are a hobbyist or small business, it will be 
hard to find alternative machines with the capabilities and 
versatility of CNC routers within the same price range.

Once you have done your research and made a list of CNC 
routers you would like to look at, there are additional actions 
you can take that will help you make the right choice. 

CNC 
Routers...
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Get a first-hand user review
Before investing in a CNC router, or any 
woodworking machinery, for that matter: visit 
an existing user and get a firsthand account 
of the machine from someone who actually 
uses it on a regular basis. Try to visit on your 
own, without a salesman around. You’ll hear 
pretty quickly how effective it has been for 
them.
 
See it complete a job from start 
to finish
If you can’t find a shop running the CNC 
that you want to look at, another way to gain 
insight about the machine is by receiving a 
demonstration either in-person or online –
using something like Skype. This is the best 
way to understand how the machine works, 
and you can see it complete a job from start 
to finish.
 
Plan for the adoption process
Getting the right training is pivotal. Having 
someone who is trained to operate the 
machinery and who is actually able to 
articulate the process of using it to complete 
a job, is really critical. People who overlook 
this fundamental can end up with a machine 
that is under-used. This can lead to buyer’s 
remorse if the CNC isn’t paying its bills, 
because you aren’t using it to its fullest 
capability.

Access to technical and 
mechanical support is really 
important
Technical support and part supply has 
to be part of the package regarding any 
problems or questions that arise after 
buying the machine. Finding out where that 
support and the parts will be coming from 
in advance is key. There are many cases of 
businesses opting for cheaper machines, 
only to find out later that no parts or 
servicing was available for months, leaving 
the machine inoperable. 
 
What about spare parts?
Before spending any amount of money, know 
how much spare parts will cost: it’s almost 
guaranteed that something, ultimately, can 
breakdown on complex mechanical systems 
like CNC routers. Also enquire as to other 
costs such as servicing, software updates 
etc. You need to be aware of all possible 
costs. 

You will also need to have a good 
understanding about the major parts of a 
CNC router, that way comparisons will be 
easier to make. 

Types
There are three types of CNC router: industrial 
CNC routers, mid range CNC routers, and 
hobby CNC routers. 

Drive System
There are typically 3 types of drive systems 
on a router including Rack and Pinion, Lead 
Screw, and Ballscrew. Ballscrew is the most 
expensive but also withstands larger material 
size and yields better accuracy.

Motors
You have to know if your router motor is 
going to be compatible with all of your 
projects. There are two kinds of motors 
that usually used in CNC routers: servo and 
stepper motor. 

Servo Motors are best for high speed, high 
torque applications involving continuous 
load changes while Stepper Motors are less 
expensive and best for low-medium speed, 
high torque applications.

Spindles
This is the motor of the cutting process, the 
real router. There are several types of spindles. 
However, there are a couple things that you 
should know to make sure you could cut 
all of your projects with ease, this includes 
capabilities, load ratings, collet type and size, 
power requirement, RPM and noise.

Controllers
This is also one of the most important 
components in CNC router because this 

is the thing that connects the PC and the 
motor. There are two kinds of this: open and 
closed loop system. The open system is the 
simplest. The controllers only translate the 
data from computer then move the motor. 
While the closed system allows the motor to 
give feedback to the PC to ask for verification 
about the action it’s going to do.

Cutting’s Bed
There are several types of cutting’s bed that 
are available: the T-slot table top, the vacuum 
table top and the perforated table top.

Buy a large enough routing machine  
that can handle your typical material size 
while considering room for expansion 
or jobs that require longer material to be 
processed.

Software
Knowing the machine does what it is 
programmed to do, invest in advanced 
software that provides accuracy, efficiency, 
regular updates, etc. If you require 
manufacturing complex parts, a specialised 
software package may be required.

Vacuum
The more hold down strength, the heavier 
material you can cut. Look at how much 
vacuum pressure the machine has, and how 
well it is able to hold down material.

Dust Collection
CNC Routers can generate a lot of 
sawdust. Vacuum systems can clean up 
the atmosphere and the overall area of 
operation. Check to see approximately how 
much dust will be created, what type and 
weight of waste needs to be collected, and 
where should you place the vacuum system 
so it works most effectively.

Features
Look for Router systems that offer a variety 
of features. Simply put, machine features 
essentially make things easier for you. You 
want a machine that is productive, can 
process efficiently and requires little to no 
supervision once the settings are in place.

Price
Price will in most cases, reflect quality. There 
is always a temptation to look at cheaper 
models. However, the cheaper model now 
could end up costing a lot more than the 
model that was initially more expensive. If you 
can’t get parts can you afford to buy a whole 
new machine, or can you afford not to have 
the machine running?
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Graphic Art Mart has been an 
integral part of the Australian 
signwriting industry for over  
40 years. In the early days 
“before computers”, in an era of 
paints and air-brushes Graphic 
Art Mart was at the grass roots 
with clients helping them deliver 
the highest quality signage. 
With a reputation for embracing 
new technologies, Graphic 
Art Mart today leads with the 
broadest spectrum of products, 
knowledge and expertise to give 
the industry choice, advice and 
guidance. 

The recent change in ownership to Dotmar 
Holdings Pty Ltd, a division of Metal 
Manufactures Limited has had a significant 
and positive impact to an already highly 
successful operation. Mousa Elsarky, 
Graphic Art Mart’s well-established 
General Manager commented that  
“The first 6 months has seen unprecedented 
acceptance by customers and represents 
real competitive advantage for them.  
We will continue to push the boundaries 
of the sign writing industry to help our 
customers meet the challenges they face 
in providing world-class results for their 
clients”.

Astute investment has enabled Graphic 
Art Mart to expand its operations from its 
traditional heartland of Sydney and Brisbane 
to include Melbourne, Perth, Adelaide and 
Darwin.  More than just an office, each 
location is supported by experienced staff 
including a state manager, sales, customer 

support and most importantly inventory of 
graphic supplies.

A Customer Driven Company
Customer service is essential in driving 
Graphic Art Mart to excellence. There is a 
greater commitment to customers today 
at the local level, extending the quality 
of service they have always experienced 
across five dimensions:

Be National, Work Local
Franco Bortolin, State Manager in 
Queensland believes that “the fundamental 
impetus is to empower our people to serve 
our customers at the local level”. 

Local management provides the flexibility 
to cater for customer demand and listen 
to customers on local trends and needs. 
Investing in the expertise, knowledge 
and facilities that are easily accessible is a 
strength that customers benefit from directly. 
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Fred Parker, New South Wales State 
Manager sums the sentiment succinctly as 
“national solutions for local opportunities”.

Reliability and Assurance 
The ability to provide the right products 
dependably and accurately for each 
application, is complemented by the 
knowledge and courtesy of employees to 
convey trust and confidence. Locally based, 
technically capable sales and support staff 
have an in-depth understanding of the 
broadest range of products the industry 
has to offer. In each state, the sales teams 
are technically capable and can educate 
customers on new products as well as help 
solve problems quickly. 

Responsiveness 
Responsiveness and the willingness to help 
customers and provide prompt service 
is mandatory. In each location customer 
service staff are highly trained and recognise 
that delivery of the right product, on time 
and accurately is a given. Graphic Art Mart 
will continue to be a leader in providing 
frameworks that enable customers to ask 
questions and get what they want as quickly 
as possible. Ranging from the service 
counter for walk in customers, service desk 
for telephone orders and internet ordering, 
the goal is to make it easier for customers 
to do business. 

The Tangibles
Having experts on hand in each location, 
showrooms demonstrating the latest 
technologies and well stocked warehouses 
is a natural progression for customer 
service excellence. These showrooms 
allow customers to see, touch, feel and 
test a range of equipment from entry-level 
printers/cutters to large flatbed printers and 
signage consumables. 

To be able to maintain service standards, 
local warehouses have invested in stock  
to cover the majority of customer needs. 
The objective is to shorten product 

delivery lead times to same day or next 
day whenever possible. This is particularly 
relevant to Adelaide, Perth and Darwin 
and their regional customers. According 
to Mike Liveris, Western Australian  
State Manager, “when the customer calls, 
it is easier to say yes, we have it!” 

Empathy and Understanding
Customer needs and expectations and 
which of these matter most to them are 
paramount. It is not just about selling 
product. Individual attention to customers 
to find the best solution brings real value 
to their business and how they can be 
profitable.  

Staying Ahead of the Curve
Graphic Art Mart is renowned for always 
being at the forefront of new technology, 
new products and application techniques. 
Investing in staff education and knowledge 
enables Graphic Art Mart to stay “ahead of 
the curve” and show clients better ways of 
doing things. 

World Class Products  
and Solutions
Graphic Art Mart has developed solid 
relationships with the major manufacturers of 
graphic supplies and equipment. Companies 
that are industry names such as Avery 
Dennison, Roland DG, Arlon Graphics, 
Mimaki, Aslan, Chemica, CWT and Sihl 
together with  local distribution expertise gives 
customers confidence that the applications 
for their clients will be successful. 

As such Graphic Art Mart has the most 
comprehensive range available to meet 
any customer challenge. Mark Canavan, 
Victorian State Manager states it very clearly 
“for customers, it is all about confidence 
– the quality of recognised market leading 
brands, combined with the expertise of 
a highly experienced, highly competent, 
knowledgeable and trusted local  
distributor”.

Supporting the Signage 
Industry 
Graphic Art Mart is a long-term supporter 
of the signwriting industry. With Visual 
Impact there has been a commitment to 
support trade shows and magazines in the 
most definitive manner. Whilst showcasing 
new products and technologies, it is also a 
forum for the latest techniques with hands-
on demonstrations.  

Training customers is also a major priority 
and takes a number of forms including 
direct client training programs and 
supporting TAFE colleges throughout 
Australia. Working with Avery Dennison, 
graphic supplies, tools, materials and 

subject matter experts are provided at 
little to no cost as an investment in helping 
bring a new generation of signwriting 
professionals into the industry.

Our People
With a leadership team boasting nearly 200 
years of industry experience there is a real 
understanding of the industry, trends and 
customer needs making it an attractive 
place to work.  Samantha Drewe former 
owner of Q1 Media now State Manager, 
South Australia was keen to stay on in the 
industry with Graphic Art Mart and work 
with what is arguably the most experienced 
leadership team in the industry.

Combine this experience with a strong staff 
commitment to the business. Over 35% of 
the Graphic Art Mart family have celebrated 
10 or more years of service. Customers 
can be certain of the continuing close 
relationship and that they are only ever a 
phone call or click away from getting the 
right advice.

Jessica Tailby, Marketing Manager sums 
up the attitude quite clearly – “Know your 
customer just as you would your own family. 
Satisfy the customer completely, and you 
will succeed”.

FOR CUSTOMERS, IT IS ALL ABOUT 
CONFIDENCE – THE QUALITY OF 
RECOGNISED MARKET LEADING BRANDS, 
COMBINED WITH THE EXPERTISE 
OF A HIGHLY EXPERIENCED, HIGHLY 
COMPETENT, KNOWLEDGEABLE AND 
TRUSTED LOCAL DISTRIBUTOR.
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At the recent Melbourne 
Formula 1 Grand Prix,  
Epson took full advantage of it 
sponsorship of Mercedes AMG 
Petronas F1 team, to launch  
a number of new products to 
the market. 

Epson has an extensive product array that 
stretches across the printing, labeling, 
projection and interactive markets. Epson’s 
best were on-hand to talk about how the new 
Epson technology will continue to lead the 
field and improve upon existing technology 
currently in use. The list of products included 
the new high speed large format SureColor 
production range, a new line-up of high-
brightness 3LCD projectors, third generation 
Moverio smartglasses for Augmented Reality 
and the development of – PaperLab – a 
papermaking system that turns waste paper 
into new paper.

Leading the charge was the Epson 44” 
SureColor P10070 and 64” SureColor 
P20070. These printers use a new ten colour 
ink set with an extended colour gamut and 
four levels of black and feature an advanced 
media management system that enables high 
production speeds with superior print quality, 
alignment precision, and linearity. Offering a 

    EPSON  
REVS UP ITS PRODUCT LINE 
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fast and cost-effective production platform, 
the SC-P10070 and SC-P20070 consume 
minimal power and use large pigment 
based ink cartridges to produce prints that 
dry quickly to be moisture and abrasion 
resistant. 

The additional features include Epson’s 
latest PrecisionCore™ MicroTFP print 
head technology is combined with a new 
ink set UltraChrome PRO which offers an 
extended colour gamut with deeper blacks 
and an additional fourth Black for superior 
toning and B/W reproduction. The new 
head enables superior print with enhanced 
operational durability and reduced 
wastage. Featuring the Nozzle Verification 
Technology sensing system, these printers 
can detect nozzle blockages automatically 
without having to eject ink.

Epson are, without doubt, the market 
leader when it comes to projection 
technology. Adding to that stable of market 
leading range is the latest and greatest 
with the launch of the new 25,000-lumen 
3LCD laser projector and like products. 
The projectors, which include the EB-
L25000U the innovative 25,000-lumen 
3LCD projector, are also the first to include 
inorganic 3LCD panels with a laser light 
source and an inorganic phosphor wheel. 
The graphics are incredible, the intensity 
of light and colour, the sharpness of the 
images is just brilliant. In total there are five 
new models ranging from 6,000 to 25,000 
lumens.

Whilst at the event, guests got to 
experience the third generation of 
Epson’s Moverio silicon smart-glasses 
for augmented reality. The Moverio BT-
300 features Epson’s own cutting edge 
silicon-based OLED (organic light emitting 
diode) digital display technology, enabling 
the device to be the lightest see-through 
binocular smartglasses on the market, and 
setting the new standard for augmented 
reality smart eyewear. 

The final release was the announcement 
of PaperLab, compact office papermaking 
system capable of producing new paper 
from securely shredded waste paper 
without the use of water. 

With PaperLab, Epson aims to give  
new value to paper and stimulate  
recycling and to shorten and localise a new 
recycling process in the office. In addition, 
PaperLab breaks documents down into 
paper fibres, so the information on them 
is completely destroyed. It produces 
about 14 A4 sheets per minute and 6,720 
sheets in an eight-hour day and users 
can produce a variety of types of paper to  
meet their needs, from A4 and A3 office 
paper of various thicknesses to paper for 
business cards, colour paper and even 
scented paper.

The technical ingenuity of the new 
technology puts Epson in the driving seat 
of so many industries, and reflects why the 
company is worthy to be at the same level 
as the like of the Mercedes AMG Petronas 
F1 team. 
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Before digital picture 
frames, iPhoto, Facebook 
and memory sticks, printers 
and photographers used 
to make small fortune from 
the production of wedding 
albums. In the West, the 
wedding album has suffered 
a slight decline in popularity 
as couples opt for digital 
alternatives. In other parts 
of the world, the printing 
of wedding albums is a 
booming business, and none 
more so than in India where, 
according to statistics, there 
are an average of 12,000 
weddings per day, with 
around 1.5 million photos 
taken per day. It’s a massive 
market, and thankfully for 
print businesses in the 
sub-continent, one that is 
growing at a significant rate. 
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wedding in India is  
a culturally significant 

event. These are lavish affairs, and 
an occasion on which people are happy to 

spend a lot of money. Some research 
suggests that some families spend 

as much as one fifth of their accumulated 
lifetime wealth on a wedding ceremony. The 
growing popularity of theme weddings has 
opened up new vistas for those associated 
with the industry. Over the years, weddings 
in India have become more organised as 
additional players have ventured into this 
rapidly growing market. This presents a 
huge opportunity for everyone related to 
the wedding industry, including print service 
providers. (Current estimates put the number 
of Indian print service providers offering this 
application at around 11,000.)

Given the size of the market and its growth, 
it’s no surprise to see a number of major 
manufacturers investing heavily in this region. 
This includes Fujifilm, HP, Kodak, Sony, 
Xerox, and Zeiss among others, all of who 
have a major stake in the multitude of print 
shops across the country. The battle for 
market share will only increase as more digital 
devices replace the traditional silver halide 
printers. It’s not surprising either when one 
considers the volumes and figures involved. 

The opportunity for production digital colour 
print in the Indian market is accentuated by 
the fact that many wedding albums today, 
as much as 70% of the total, are still being 
produced using silver halide processes. 

Silver halide, while producing high quality, 
has a significant drawback: simplex-only 
output. To make a photo album with dual-
sided pages, silver halide sheets must be 
glued back to back.

This adds a workflow step and increases the 
thickness of the album with no true benefit. 
Over time it is clear that more Indian wedding 
album volume will shift from silver halide 
to production digital print. This represents 
another good trend for print service providers 
in India who have embraced digital print.

The industry is estimated to be worth over 
$25bn and growing at 30% annually, it’s one 
industry that hasn’t seen a slowdown with 
over 10 million weddings held annually. Half 
of the nearly 900 tons of gold consumed in 
India is bought during the wedding season. 
Interviews that InfoTrends conducted 
indicate that a typical price per wedding 
album ranges from about 54,000 to 270,000 
rupees (the equivalent of $1,000 to $5,000).

A recent article suggested that, “With the 
increasing household wealth and more 
disposable income in India, the wedding 
market of the country could easily double 
within the next decade. Wedding albums and 
other wedding-related photo merchandise 
have a huge potential and are one of the big 
reasons for the success of production colour 
digital print in the Indian market. InfoTrends 
estimates that around 60% of the HP Indigo 
presses installed in India are being used 
for these kinds of photo applications. At a 

recent trade show in India, wedding albums 
were a prime application on display, with 
examples from Canon, HP Indigo, Kodak, 
Konica Minolta, Scodix, Xerox, and others. 
Ricoh showed similar examples in an off-site 
facility during the show.

The work being created is quite astounding. 
Every form of finishing is available including 
the likes of jewel encrusted albums and 
presentation boxes that more closely 
resemble works of art. The standards 
achieved rival the best examples of print 
anywhere in the world, and with some forms 
of digital print technology close to rivaling the 
quality of silver halide, the market is set to 
further transition to a digital base. 

The question these facts raise is, why has 
the desire for wedding albums within the 
Australian market seen a decline?

The clear issue is the advent of digital 
imaging and the growing trend towards 
digital albums. Western nations have a 
huge appetite for mobile technology and a 
preference for digital imagery to be stored 
and viewed electronically. This, facilitated 
by the increased costs of print have helped 
to drive consumer preferences away from 
traditionally printed albums. The choice 
then faced by photographers and printers 
is to either adjust their services to cater for 
electronic albums, or adopt a more proactive 
sales pitch, highlighting the quality and tactile 
beauty of a wedding album. PSP’s may also 
consider using the services of printers based 

COVER
STORY
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overseas in regions such as India, where 
this form of printing is a daily occurrence, 
cheaper but of very good quality. 

In Australia, more traditional PSPs are 
moving towards digital print technology, but 
the uptake is certainly slower than some 
markets overseas. The learning curve and 
cost to invest in new technology can see 
some hold-off on making the transition, but 
it is inevitable that at some point, a lot of 
print applications such as wedding albums 
will be created on digital print technology in 
the not to distant future. From an Australian 
perspective, one hopes that we will see a 
cultural/sociological preference shift back to 
printed albums. 

In the meantime, if you’re looking for a 
recession proof printing market, creating 
and printing wedding albums in India is a 
safe bet. 



With so many tradeshows and events 

on both here and overseas, we thought 

we’d take a look at the growing 

aviation graphics market. This is a 

really specialist field, with numerous 

licences, qualifications, courses and 

specialist materials required before you 

even touch an airframe. The effects 

look great, and it’s a very cost effective 

alternative to the traditional painting 

systems that add significant weight and 

cost to the operation of an aircraft. We 

also have a link to some videos that 

explain/ show just what is involved. 

ENJOY.

https://www.youtube.com/watch?v=31OVSzg9Okw

https://www.youtube.com/watch?v=8cqDO5baF5w

https://www.youtube.com/watch?v=EyxCXHVUmgA

https://www.youtube.com/watch?v=Go-PjCuLbOo
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ASGA Special Report

THE EROSION 
OF THE TRADES 

SKILL BASE IN 
THE SIGN  

AND GRAPHICS 
INDUSTRY

In the last edition of Visual Impact Magazine  
we talked about some of the issues facing  
the training and development of the next  
generation of print, sign and display professionals  
in this country. This is an issue that has many  
concerned. So much so that, in 2015 the ASGA 
commissioned a special report on the topic, which has 
taken just on a year to compile and be presented.  
The results should concern all who want to see the 
industry have a viable future. The ASGA have been kind 
enough to share with us the findings and recommendation 
of the report.
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Introduction
In 2015 the Australian Sign & Graphics 
Association (ASGA) recognised that 
action must be taken to build the skills 
base in their industry for the future. The 
challenge for the signs and graphics 
industry is more complex than just 
attracting enough apprentices and 
ensuring better qualification completion 
rates. In recognition of a number of issues 
impacting on the ability of the industry to 
ensure a skilled and flexible workforce, the 
Industry Testing and Assessment Centre 
(ITAC) was commissioned by ASGA to 
conduct research into current skilled 
worker trends in sign and graphics.

The research was to determine why there 
is such volatility in the number of signs and 
graphics apprenticeship commencements 
annually across all states and territories, 
why the number of apprenticeship 
commencements and completions has not 
kept pace with industry requirements and 
why has there been an overall reduction in 
the number of qualified workers employed 
in the industry.

Data for this research was gathered from 
state Trade Commencement Registrations 
(TCR), the National Centre for Vocational 
and Education Research (NCVER), the 
Australian Bureau of Statistics (ABS), and 
direct employer surveys.

The signs and graphics industry comprises 
over 7,600 businesses with an annual 
value of production worth $5.3 billion and 
growing. The industry has a history of 
continuous innovation to meet the demands 
of its customers.

The industry needs people with practical 
skills to manage and control the signs and 
graphics process where hands-on skills 
and creativity merge as one. People with 
similar abilities are needed to manufacture 
and install the finished signage product. The 
signs and graphics industry uses computers 
for most of the manufacturing and design 
process and requires people with above 
average computer literacy and strong 
creative skills The ASGA has recognised 
that action must be taken now to build a 
skills base for the future. What the signs and 
graphics industry is facing today is not just 
a problem of attracting enough apprentices 
and ensuring better completion rates. The 
challenge for the signs and graphics industry 
is far more complex.

In recognition of a number of issues 
impacting on the ability of the industry to 
ensure a skilled and flexible workforce, 
ITAC was commissioned by ASGA to 
conduct research into current skilled worker  
trends.

Since 2000, ASGA and the industry 
have witnessed volatility in the number 
of signs and graphics apprenticeship 
commencements annually across all states 
and territories. Despite industry growth, the 
number of apprenticeship commencements 
and apprenticeship completions has not 
kept pace with industry requirements.

Critically there has also been an overall 
reduction in the number of qualified workers 
employed in the industry.

Workers have been hired to fill employment 
gaps that have normally been performed by 
qualified tradespeople.

Although this situation can provide a short-
term fix for employers to meet existing 
demands, the erosion of a strong skills base 
across the industry will have a detrimental 
effect on its ability to drive continued 
business expansion and innovation.

Other issues raised at member forums have 
focused on what has been described as ‘the 
poor delivery of existing training’ by most 
registered training organisations (RTOs). 
Most RTOs use the traditional one day 
per week, face-to-face classroom training 
delivery. Compounding the reality of a poor 
delivery model there has been a reduction 
in the availability of training opportunities, 
particularly in the less populous states 
and territories. Only one RTO, based 
in Queensland, offers online training 
delivery. Potential recruits to the industry in  
many parts of Australia do not have the 
means to enter the industry due to the 
reduction of RTOs delivering the Certificate 
III in Signage.

Another grievance voiced by members is 
the mismatch of the actual training package 
qualification and the jobs skills requirements 
of the industry. The Certificate III in Signage 
has now been redesigned to align with 
the increasing use of technology in the 
industry and the development of industry 
specialisations. Although this is a positive 
result for the industry, the new Certificate III 
in Signage is unlikely to be ready for delivery 
until 2017.

There is recognition by the Federal 
Government that it is necessary to 
align vocational education and training 
more closely with the needs of industry 
development and the economy. This is 
indicated by the dissolution of the Industry 
Skills Councils and the establishment of 
Skills Service Organisations (SSOs). The 
Federal Government is undertaking a 
program of VET reform to ‘elevate trades 
and vocational education to the centre  
of Australia’s economy’ which reinforces 
the need for relevant, current and  
qualified people in the Australian  
workforce. The recognition by the 
Federal government of the importance of 
trade and vocational education is most  
welcome and timely for this report.  
Given the requirements of the signs and 
graphics industry to build a skills base to 
meet its needs, government support will  
be critical in addressing industry 
challenges.

This report is an attempt to provide 
a comprehensive review of current 
employment trends in the signs and 
graphics industry. Importantly, research 
including data collection and analysis 
is seen as essential by ASGA as a 
necessary foundation before embarking 
on the implementation of any strategies 
to improve existing worker training, or 
alternative training delivery methods for 
apprentices and trainees.

Executive Summary
Research and data highlighted in this report 
indicates a distinct erosion of the industry 
skills and knowledge base. The annual 
employment profile points to a declining 
level of the availability of skilled workers 
at a time when the industry is introducing 
higher levels of technology and innovation. 
Skilled workers leaving the industry are not 
being replaced in numbers necessary for 
long-term sustainability.

The industry currently employs almost 
8,000 tradespeople and has an 8% attrition 
rate or 640 tradespeople per annum. Of 
the 256 apprentice commencements 
(based on the 10 year average), completion 
rates of 70% mean that effectively there 
are 180 apprentices completing trade 
qualifications each year to replace 640 
qualified workers exiting the industry. The 
shortfall is being filled by staff with partial 
trade qualifications.
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Before the industry can grapple with recruiting 
more ‘job ready’ apprentices there is an 
urgent need to ensure that there are enough 
qualified, experienced workers available with 
skills and experience to provide on-the-job 
supervision and mentoring for apprentices. 
The signs and graphics industry skills base 
(the number of people employed who have 
successfully completed an apprenticeship 
in signs and graphics) has not maintained 
the growth required to keep pace with the 
expansion of the industry since 2000. It is 
critical to introduce strategies to counter 
employment trends, which have become 
more evident.

This report proposes a ‘two-step strategy 
for training’. Step one focuses on existing 
workers to recognise and upgrade their skills 

to supervise and mentor apprentices on the 
job. To be followed by step two, a strategy to 
increase apprentice numbers.

The Federal Government has undertaken 
a program of vocational education and 
training (VET) reform  to ‘elevate trades 
and vocational education to the centre of 
Australia’s economy’ that reinforces the 
need for relevant, current and qualified 
people in the Australian workforce.

ASGA is well placed to engage with the 
Federal Government to provide practical 
examples where VET reform within the signs 
and graphics industry can greatly enhance 
industry innovation and its economic 
contribution.

The implementation of reforms linked to 
upgrading skills of existing workers, re-

orientation of training to meet technological 
requirements of industry and nationally 
focused delivery of training will add greatly 
to strengthening the industry’s capacity and 
capability.

Currently the signs and graphics industry 
has very little control over the delivery of 
training and is hostage to various state VET 
policies.

An unintended consequence of State 
Governments opening up their training 
markets to greater competition for public and 
private RTOs has been that public RTOs (ie, 
government-funded RTOs such as TAFE) 
in response to a changing training market 
have been reducing the number of courses 
available for many industries. Decisions 

are being taken by various public RTOs to 
cut what are seen as expensive courses 
or those that don’t deliver larger numbers 
of students and concentrate energies on 
more profitable areas. Where signs and 
graphics qualifications have been retained, 
the hours of instruction are often reduced to 
save money which impacts directly on the 
quality of training provided. At the time of 
writing this report there are only nine public 
RTOs delivering training in the Certificate III in 
Signage in Australia.

It is unlikely given the current situation 
within state-based VET that services to the 
signs and graphics industry will improve. 
Any strategy to increase the number of 
apprenticeships and the quality of entrants 
will need to be led by industry. The days of 
passively relying on public RTOs to deliver 
the outcomes that industry requires are past.

If the current trend in industry and 
apprenticeship growth continues, it is 
forecast that by 2022 there will be insufficient 
trained people employed to allow employers 
to recruit candidates to commence 
apprenticeships.

There is significant employer dissatisfaction 
with current delivery methods of 
apprenticeship training by RTOs, which 
further reinforces the argument that there is 
an urgent need to introduce new models of 
training delivery. Added to this widespread 
viewpoint is evidence that more and more 
sign and graphics employers are negative 
about the value to their businesses of 
employing apprentices.

The signs and graphics industry has 
made little progress in promoting diversity 
within its workforce. The number of 
female and indigenous employees who 
have completed an apprenticeship is 3% 
for females and 1% for indigenous. It is 
forecast to fall even further by 2022. Of all 
full-time workers employed in the industry, 
97% are male and 3% female. This is well 
below the figure across all occupations 
of 61% male and 39% female. The signs 
and graphics industry does not meet the 
government policy for workplace gender 
equity. Employment for those that do not 
have English as their first language are also 
low in comparison with other industries. 
These workforce figures indicate that there 
is a large and untapped potential workforce 
that is currently being excluded.
 
Trends such as the increasing recruitment 
of non-qualified workers to fill vacancies 
are contributing to an overall decrease 
in the industry skills base. Recruits are 
being trained on the job to satisfy specific 
narrow production needs required by 
employers. Given the increased usage of 
technology and introduction of new signs 
and graphics processes the trend towards 
utilising partially qualified staff will impact in 
the longer term on the ability of enterprises 
to adapt to new and emerging business 
opportunities. The public awareness of the 
signs and graphics industry in Australia is 
extremely low, yet every person in Australia 
every day comes in contact with the 
products of the industry.

RECOMMENDATIONS
The recommendations listed below 
reflect the range of challenges — many 
interconnected — that ASGA faces in 
building the skills base for the future.
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Introducing a ‘two-step strategy for training’ 
is the main priority. This approach is to 
focus on existing workers to recognise and 
upgrade skills (ie, recognition of prior learning 
(RPL)). This will have two significant benefits 
to the industry. First, it will assist in arresting 
the erosion of the skills base and secondly, 
it will provide a pool of trade-qualified staff 
to oversee, mentor and supervise increased 
numbers of apprentices.

ASGA needs to initiate a major drive in all 
states and territories to arrest the erosion 
of the skills base by embarking on RPL for 
those employees recruited to fill vacancies 
previously undertaken by qualified signs and 
graphics skilled trades workers. 

Expansion of the recruitment of apprentices 
is the second component of the two-step 
strategy. A successful apprenticeship 
program requires a system of training 
delivery that can meet the industry’s current 
and future needs. The current dependence 
on state-based public RTOs is not meeting 
the needs of employers or employees. The 
industry, through its adaptation of constant 
technological change, can support the 
development of new delivery methods for 
use in the apprenticeship program.

Online delivery has a role to play as part of 
a blended approach to training in a Stage 
1 development and this must be pursued 
as an alternative to the traditional systems 
currently used by RTOs.

ASGA should form an alliance with a 
reputable RTO to assist in the successful 
implementation of a training delivery system. 
The priority for the delivery of training will be a 
uniform standard of training delivery available 
to all states and territories.

The RTO will require scope of registration to 
include the current Certificate III in Signage 
for delivery in all states. The apprenticeship 
system has been the building block for the 
development of a skilled workforce for the 
signs and graphics industry. At the same 
time some employers have expressed some 
dissatisfaction with the current apprenticeship 
structure. Group training companies have 
been formed to serve a number of industries. 
They essentially undertake much of the 

paperwork and reporting requirements and 
manage the placement of apprentices. Group 
training is ideally suited to small to medium 
businesses where there may be variations in 
workflow. Under group training, apprentices 
may work for a number of employers. This can 
be of advantage to the employer, who does 
not have the responsibility for the apprentice 
when the business is less busy and for the 
apprentice they can gain a broader range of 
skills whilst undertaking their apprenticeship 
as they are exposed to a variety of business 
enterprises.

 ASGA should consider partnering with other 
associations in the construction industry 
in developing a group training company 
to assist expanding apprenticeship 
commencements and completions

The Federal Government’s VET reform 
agenda has placed more emphasis on the 
needs of a skilled and flexible workforce to 
adapt to rapid technological change in the 
workplace and to maintain and improve our 
economic position in the face of increasing 
global competition. Changing the training 
delivery system to meet the needs of the 
signs and graphic industry will require 
significant investment.

ASGA needs to prepare a submission to 
obtain funding to develop an alternative 
delivery pilot for the Certificate III in Signage. 
The funding for this project will be available 
via the federally funded project ‘Apprentice 
Training, Alternative Delivery Pilots’ in the first 
half of 2016.

The sign and graphics industry does not 
meet the government policy for workplace 
gender equity. Employment for those that 
do not have English as their first language 
is also low in comparison with other 
industries. There is a large and untapped 
potential workforce that is currently being 
excluded. In order to develop a more 
diversified and flexible workforce will require 
a commitment from ASGA with support and 
encouragement from employers. A number 
of industries have introduced programs 
to increase diversity in the workforce. 
The construction and electrotechnology 
industries have implemented programs with 
various levels of success.

ASGA will need to introduce relevant 
industry-wide programs to promote the 
industry as female and indigenous friendly. 
This could include the offering of additional 
apprenticeships to females and indigenous 
youth.

Employers should be encouraged to recruit 
females and indigenous people. Excellent 
reasons for working in the industry should be 
highlighted — a leader in new technologies, 
stable employment, good working 
conditions, career paths, for instance. 
Experience from other industries indicates 
that in order to increase the recruitment of 
females and indigenous youth it is necessary 
that the work environment/culture and job 
tasks available are ‘female and indigenous 
friendly’.

 

ASGA must develop a community awareness 
campaign to highlight the importance of 
the industry and how it contributes to the 
wellbeing of the community.

The signs and graphics industry in Australia 
has a low profile. Most people would not 
even be aware that there is a signs and 
graphics industry. Signage is vital for people 
in their day-to-day existence. The industry 
is also a vital contributor to economic 
development.

ASGA must introduce programs at the high 
school level to highlight the benefits of a 
signs and graphics apprenticeship that can 
lead to many career opportunities.

Lack of visibility is also a disadvantage when 
competing for recognition from potential 
recruits to the industry. VET is an increasing 
component within secondary schools. 
Students are able to enter traineeships and 
apprenticeships while completing the Higher 
School Certificate. Careers information 
and careers days are important vehicles 
for industry to communicate with high 
school students and their parents. Building 
a stronger industry profile and introducing 
programs to schools are not quick fixes, but 
should be viewed as important long-term 
strategies.
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MARKETS, 
  NOT 
MECHANICS:

One can rightly assume that 
the FESPA staffers were sick 
of hearing the phrase ‘in a 
drupa year’. Yes, 2016 will 
welcome that quadrennial 
festival of print and many 
are waiting for the inevitable 
swathe of technology launches 
that it will bring. However, 
wide-format punters could not 
have been displeased with a 
vibrant FESPA Digital 2016, 
which more than held its own 
in terms of emergent products: 
so much for the drupa effect.

FESPA Digital 2016 
in review

By JAMES MATTHEWS-PAUL
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Wide-format is sufficiently broad as a 
discipline that it commands a dedicated 
show on an annual basis and printers, 
commentators and exhibitions alike struggle 
to maintain a definition. It’s easier to view 
FESPA, then, as a digital ink-jet show with 
a tendency towards graphics production, 
although not exclusively. The ever-popular 
‘baby flat-bed’ Mimaki UJF-3042FX is 
the embodiment of an ink-jet inspired 
intersection between signage, industrial 
and promotional output; FESPA expands 
that to the macro level, demonstrating how, 
in our sector, progress is now measured in 
markets rather than mechanics.

GETTING BIGGER
The presence of textile at this year’s outing, 
and its billowing presence on the floor plan, 
is a salient example of this phenomenon. 
Despite the presence of a dedicated FESPA 
Textile hall, fabric fashioned its way onto 
stands across the three zones of the show, 
from the dedicated machinery of Kornit or 

MS through to EFI’s newly acquired Reggiani 
range and the auxiliary equipment and 
display systems contained within the catch-
all European Sign Expo. 

Kornit’s vivid, applications-led stand 
provided the platform for two major 
launches in the Storm II range of direct-to-
textile machinery and took some 20 orders 
for its Avalanche Hexa unit on the show floor. 
The 300 garments-an-hour Avalanche 1000 
is always a spectacle, however, and what is 
particularly impressive is the manufacturer’s 
commitment to exploring and explaining 
return on investment, web-to-print and the 
practical idiosyncrasies of adopting devices 
in its line. In applications terms, a range of 
direct-to-denim examples stick in my head, 
coveting the lucrative, fast-paced teen and 
young adult fashion market. MS Digital’s 
presence and printers were surprisingly stoic 
and blocky from this Italian company, but the 
entry-level JP3, which costs an accessible 
€65,000, and JP7 were churning out quality 
textile prints at a good rate throughout 

the day. Its development of a new graphic 
pigment marks it out as a developer of 
note, with the signs pointing to an increased 
interest in the production of machines for 
higher-volume but shorter-run wallpapers 
and interior decoration.

Korean manufacturer d.gen’s show footprint 
overflowed with bright output. The addition 
of colours across its range, from the new, 
entry-level Arachne Hexa to the 3.3m Teleios 
Grande H6 – which can reach an impressive 
177sq m/hr without compromising quality 
– does great favours, with orange and 
turquoise plus fluorescent pink and yellow 
creating electric pastel tones currently 
thriving on the high street. 

Nothing, though, can really beat the 
experience of walking into a printer: the 
ColorBooster DS from Dutch home-grown 
outfit Hollanders is a 3.2m double-sided 
textile printer intended for signage but, 
really, it’s fashion and décor where this 

curious engine stands to win properly. 
While we ponder how and where one 
might incorporate such auto-reverse type 
graphics, Hollanders has considered a 
number of permutations for this eight-colour 
machine, available as it is in either 3.17 or 
2.1m versions, with twelve or 16 of its Seiko 
508GS heads and a variable drop size of 
twelve to 36pl.

DIVERSIFY
EFI provides another excellent example of a 
company that simply refuses to encase itself 
in a single box; its six launches spanned the 
gamut from textile to super-wide, hybrid to 
flat-bed. Its major push was, of course, the 
new FabriVU soft signage series, of which 
the 3.4m was especially tantalising, offering 
a top saleable speed of 464sq m/hour or 
a top resolution of 2,400dpi. Remarkably 
for a manufacturer of this stature, EFI took 
an holistic approach to the showcasing 
of the Renoir Next 180, its beltless 1.8m 
unit, in concert with Klieverik – a reassuring 
symptom from a leading developer in 

a market that can be parochial. Such 
collaboration is necessary and popular; 
according to Senior Manager for EMEA 
marketing Adriana Puccio, this was the 
stand’s head-turner, and belies the secret to 
success in textile.

This was the sentiment echoed by Chris 
Brooke and Bruno Basso, the inventive 
brains behind their eponymous label, 
lauded by Tim Blanks of style.com as ‘the 
Pixar of clothes’. Designers like Basso & 
Brooke are increasingly frustrated by the 
silo mentality of what should be a furiously 
creative industry: prohibitive trade pricing 
and a lack of perspective have stymied  
the adoption of digital ink-jet in fashion, 
whether for prototyping or actual  
production. “The content is as important as 
the process,” counsels Basso, in words of 
warning that, while we may all be touting 
textile as our industry’s next trump, clarity of 
vision and genuine collaboration are critical 
to success.

Back to EFI, and away from textile. EFI has 
now digested its acquisitions, presenting an 
invigorating portfolio at the high production 
end of the market. The UV-LED, four-colour 
plus white Quantum LXr touts itself as an 
alternative to latex-type engines, loaded 
as it is with productivity options to take full 
advantage of its 210sq m/hour throughput, 
including an XY cutter, roll-to-sheet mode 
and low power consumption. Upgrades 
elsewhere in the catalogue – the LX3 Pro 
at the top of the GS line, the HS125 with 
improved yield from the previous HS100 
iteration – also attracted.

It’s telling that there were few significant 
releases in what we might call the traditional 
roll-to-roll area. One French printer told 
me that he suspected this was due to the 
longevity of the machines in this category. 
For example, an investment in Roland 
DG’s TrueVIS VG print-and-cut range, now 
available in 54 and 64”, is likely to stand up 
to consistent use over half a decade; I’m not 
sure if I agree with the manufacturer’s billing 
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of it as ‘the future of print-and-cut’ but the 
claims about colour vivacity ring true, while 
punters around the machine praised the 
new cut carriage, with its increase torque 
and therefore improved performance with 
an expanded range of media.

If you’re on the lookout for a budget 
workhorse, you’d be advised to cast an eye 
in the direction of the Mutoh ValueJet 1604X; 
at 11.5sq m/hour it’ll never win many races 
but it’s a nifty piece of engineering, offering 
drop sizes from 3.5 to 21pl and a motorised 
take-up roll. Similarly, in the budget flat-
bed category, the SwissQPrint Impala – 
supplied in Australia by Pozitive – provides 
an alternative to the previously unassailable 
Canon Océ Arizona range, wandering in as 
it does on a sub-€200k ticket.

BUSINESS AS USUAL
For many manufacturers it was business as 
usual. Epson pushed its UltraChrome GS3 
ink set into new areas within the SureColor 
range; Mimaki extended its roll-to-roll 
technologies up into a new productivity 
category at the top end with the UJF55-320, 
complete with dual-roll capability; Esko and 
Zünd delivered the latest iterations of their 

tried and trusted flat-bed cutting tables to 
the masses. Two intriguing developments, 
however, surpassed this: the renovation 
of the after-market ink market and the 
renaissance of realisation that materials, not 
printers, are the key to innovation.

Consider the ebullient presence of Sun 
Chemical, Bordeaux and other third-
party ink manufacturers: Sun’s release of 
its Suntex and Streamline offerings and 
their reception at the show indicates a 
renewed interest in the capacity of non-
OEM products to serve a purpose beyond 
cost efficiency. Bordeaux, meanwhile, is 
concentrating on a more holistic approach 
with its off-the-shelf, pigment-based ‘one 
ink for all fabrics’ which begins to address 
the confusion in the sign and display market 
about which fluid works with which material, 
thereby eliminating certain barriers to entry. 
This is the embodiment of a new, boundary-
free approach to creating what the end 
user wants – a phenomenal piece of print – 
rather than restricting production to known 
ecosystems.

Materials transcended that paradigm some 
time ago and it was in this field that we 
saw genuine intrigue at FESPA. Asphalt 
Art, a sister organisation to Continental 
Grafix, was rightfully proud of its Starwalk 
product, a repositionable floor graphic with 
a uniquely fabricated glue that allows for 
such reusability without loss of tack. Aiming 
to make itself a one-stop shop for ‘different 
media for different surfaces’, its conformable 
aluminium UV-curable/latex offering is 
specially designed to avoid looking like vinyl, 
while its TexWalk product adheres admirably 

to carpets while maintaining a deliciously 
low price point. Felix Schoeller’s wallpapers 
and canvases also didn’t fail to impress, 
while a diversity of transfer and sublimation 
paper specialists also enjoyed a strong 
showing at FESPA Digital. If you’re into 
blackboard-type films, make some time 
for Aslan’s BB910 and FF400 – the latter of 
which proposes a magnetic surface layer 
for temporary graphics. 

NEXT 
FESPA put on a laudable show for its tenth 
anniversary of Digital, and although certain 
show features were not thought through 
sufficiently – Printeriors and European 
Sign Expo are built on good ideas but not 
appropriately funded or supported – it was 
more than a reasonable outing considering 
its competition. The organisation strongly 
encourages Australian readers to attend 
FESPA Asia, taking place in Bangkok 
between 15th and 17th February; 
unfortunately the population size is not large 
enough for it to consider, yet, launching an 
event dedicated to this market. “We have to 
focus on markets where we are embedded,” 
states Neil Felton, FESPA’s Chief Executive – 
but I disagree.

The hard-working entourage that makes 
FESPA a reality fulfilled its usual effort of 
making sure that it had built sufficiently on 
previous years; as ever, there is more to be 
done. Is ‘industrial’ a hall, a demonstration 
area, a trail or an industry? Can ‘Printeriors’ 
sustain itself as an independent realm when 
interior décor is simply one of the more viable 
output channels for wide-format printers 
with the vision and audience? These are the 
questions the team must answer – but the 
truth remains that, in a drupa year, FESPA 
didn’t disappoint, even if the technological 
developments were outside the traditional 
remit of wide-format. As we’ve all been 
saying for some time, it’s not about the 
equipment any more: it’s what you do with 
it that counts, and to my mind it’s markets, 
not machines, that are the new making of 
our sector.
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Roll Ups & Pop Ups

Pavement Signs

Paper, Canvas & Textile Frames

Banner Systems

Poster Cases

Free Standing

Menu & Brochure Stands

How to best display your graphics or signage can be a tough 
choice! At Spandex we make the decision easy with our 
NEW Display Systems Range. 

Whether it’s roll ups or pop ups, pavements signs, banner 
systems, poster cases or frames - Spandex delivers a 
comprehensive range of high quality and competitively 
priced products to suit any display requirements.

Visit www.spandex.com/au/displays for further information
and pricing for our exciting NEW Display Systems Range. 
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OBJECTIVE
To tap into the lucrative millennial market 
segment whilst also appealing to their core 
target market of families required Nutella 
to engage with their customers on a truly 
personal level. Nutella realised that a product 
offering that appealed to individuals was 
key to the campaign’s mass appeal and 
success. To do so, Nutella adopted a one-
to-one marketing strategy that focused 
entirely on the concept of ‘Make Me Yours’ 
with customers invited to personalise their 
Nutella label. 

“Given that millennials are all about mobility 
and digitisation, the ability to integrate 
innovative labeling and packaging with social 
media is paramount,” Gareth Pearson, CEO 
at BMi Research

Nutella wanted to build a lasting relationship with its customers and attach a sense of community to its 
iconic brand. To achieve this, they needed to make each customer feel special and trigger an emotive 
response that encouraged deeper connections with the brand.

The solution was to build a campaign that focused on personalisation with customers being given the 
opportunity to receive printed labels, or purchase personalised jars, that displayed their name in the 
trademark Nutella typography. The campaign has been a great success in Australia with hundreds of 
thousands of customers engaging with the novel idea and sharing images of their jars on social media.

MAKE ME 
YOURS

Personalised Labels 

and Packaging  

CASE STUDY
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METHOD 
Nutella announced through multiple social 
media platforms that, for a period of time, 
customers who purchased a special jar of 
Nutella could request a personalised label 
which could be wrapped around the jar, 
replacing the standard Nutella label. 

The customer had to use an in-built  
Facebook app to scan the barcode on the 
Nutella jar and then type the name they 
wished to be used for their personalised 
label. The label would then be posted to 
the customer for them to stick onto their 
jar of Nutella. The accompanying letter 
encouraged people to upload photos of 
themselves with their personalised jars 
onto Nutella’s Facebook page and share 
the experience with friends through the 
#mynutella hashtag.

Originally, the campaign was due to last for a 
six week period creating a sense of urgency 
with Nutella fans who wanted to take 
advantage of the special offer. However, 
major retailer Myer saw the potential in 

offering the service in store as part of their 
‘Giftorium’ Christmas campaign. Partnering 
with Ferrero (Nutella’s manufacturer), Myer 
offered shoppers the opportunity to instantly 
purchase personalised jars, with special 
printers being deployed to all stores in order 
to print the personalised labels.

RESULTS 
The initial campaign launch was very 
successful with hundreds of thousands 
of customers accessing the online app to 
receive personalised labels for their Nutella 
jars. Millennials quickly became Nutella’s 
greatest and most vocal advocates with 
thousands of customers using social media 
to propagate their recommendations to 
friends and family and upload images of 
their personalised Nutella jars. 

For many, the concept was perfect to give 
to a friend or family member as a thoughtful 
and unique Christmas present. However, 
many would not have taken the steps 
required to receive the personalised labels 
via post, regardless of how perfect the gift 
may have been for its recipient. 

This apparent shortfall in the deployment 
of the campaign was perfectly filled by 

retailer Myer’s ‘Giftorium’ Christmas 
campaign. Myer was the only retailer 
in Australia who offered the service 
and it featured heavily in all of their 
stores nationwide. The success 
of the in-store personalised 
Nutella jars was astounding 
and became the top-selling 
item for their Christmas period. 
Myer sold more than 400,000 
personalised jars in Victoria 
alone with 50,000 being sold 
in their flagship store.

“The personalisation of 
interactions fosters greater 

customer loyalty which 
ultimately results in the holy grail 

of marketing – namely improved 
ROI,” Gareth Pearson, CEO at BMi 

Research. 

CONCLUSION 
Over the past couple of years, the concept 

of mass personalisation has emerged as 
a powerful differentiator for brands who 
are eager to give their products a USP in 
increasingly competitive markets. Especially 
among millennials, who demand more 
from the brands they choose to engage 
with, offering a personalised experience is 
essential for developing customer loyalty. 
Combining the power of customised printed 
packaging with social media is a highly 
effective tactic for forging strong customer 
engagement. 

Today’s consumers want to feel unique 
and by offering something personalised 
and affordable, brands can achieve this 
and reap the rewards. The trend towards 
personalised packaging and printed 
marketing material will no doubt continue 
to rise with marketers capturing and utilising 
more customer data than ever before. The 
ability of printers to adapt to these changes 
and offer personalised components to 
a brand’s product or service offering will 
become essential as marketers continue 
to seek evermore effective ways to engage 
with their customers.

MAKE ME 
YOURS

Personalised Labels 

and Packaging  

CASE STUDY

Article courtesy of  
valueofpaperandprint.com.au  

Value of Paper and Print is a campaign 
launched by TSA Limited, promoting the 
efficacy and engagement of paper and 
print as a relevant, effective and modern 
media channel.
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Personalised Packaging
While not new, the diversity that 
packaging can take now is astounding. 
The ability to truly personalise products 
sits at the cutting edge, with campaign 
examples such as Coke bottles, Nutella 
jars and gift boxes tailored for either 
business to business or business 
to customer. The next evolution in 
personalised packaging will come from 
virtual shopping. 

Soon, the customer will not need to enter 
the supermarket at all. 

By linking the mobile device through 
the Internet, customers can receive 
“suggested” items for purchase. 
Packaging can be ordered in real time, 
personalised or designed to promote other 
products when the deliveries have been 
made. The artwork can be automatically 
generated from a library of images 
that utilises the data generated from 
previous purchase history, to determine 
the advertising most appropriate for 
the customer. Farfetched you say? Not 
according to the below photo taken at the 
Mobile World Congress.

Augmented Reality
Again, augmented reality is not a new 
concept, but organisations like Blippar and 
APositive have taken this field to a whole 
new level. Essentially, augmented reality is 
a printed hyperlink to an interactive digital 
experience. 

APositive has already done this for the 
comedian Wil Anderson and for World 
War 1 exhibits. Visitors use the free 
APositive app to augment parts of ‘The 
Trumpet Calls’ exhibition at the Library 
Museum. Digital information includes WW1 
images, audio, battle field soundscapes, 
holograms, animated floor maps and 
a historically accurate, full scale 3D 
interactive model of an 18 Pound Field 
Gun that fires when tapped. However, 
the list is endless, printed material that 
is a fraction of the cost of digital design 
can be produced taking customers to 
an interactive spare parts catalogue, real 
estate open homes, or view clothing with 
3D effects. The link however begins when 
scanning a printed link from a mobile 
device.

Print on Demand
Purchase decisions made by consumers 

There is no doubt that mobile technology is continuing 
to develop at a rapid pace. An example of this was the 
success of the Mobile World Congress held in Barcelona 
in late February, with record attendances and ticket prices 
starting at $1200 AUD. 

As we look across the printing landscape, what 
opportunities can we see for the printing industries  
to cash in on this evolving trend?

MOBILE TECHNOLOGY 
IN A PRINTING WORLD

By STEVEN STRANG 
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using information and applications  
through mobile technology are increasing. 
As this trend grows, the opportunities to 
benefit from this new development also 
increase.  Whether it’s printing posters  
of your favourite sports star with a caption 
personalised for you, or a certificate of 
authenticity to support a purchase,  
or a mobile image integrated to a 
postcard, the list of possibilities grows at a 
rapid rate. 

But what if we take this to the next level of 
mobile engagement?

With the E-Health initiative, allowing 
records to be available online through 
the Federal Government, these records 
can be linked to mobile devices. If you 
consider that Fitbits monitor your health  
and fitness why can’t it read your 
vital signs, or you send an image to 
your practitioner of medications being 
completed and they send you back a 
script for further medication via mail? 
There are many possibilities.

Marketing Automation
Marketing automation has become 

far more sophisticated in recent years. 
Complex data strings – integrated 
in live time taking in customer 
preferences – opens the door to omni 
channel communications. Within those 
communication streams we can focus 
on the printed material that can be 
personalised with images and text based 
on data generated through an automated 
platform. Even impersonalised, you 
could adhere links like QR codes to 
direct customers to websites that can 
be personalised on the fly depending on 
who you sent the information in the first 
place. Organisations like Excel Australasia 
have taken this a step further by acquiring 
a Mobile Applications development 
organisation in Thailand, truly providing an 
omni channel offering.

What are the benefits?
The benefits are myriad, the most obvious 
being a broader offering to your client to 
enable revenue uplift and creating multiple 
products being delivered to your client. 
This makes you a more valuable partner 
as you help them through the rapidly 
increasing complexity that customer 
communications are becoming. A recent 

study calculated that in the next 15 
years, innovation levels would be 20 
times greater than the previous 15 years. 
Clients are looking for innovative partners 
that can help them navigate these new 
environments.

How can this be achieved?
For most printers, investing in this kind of 
technology and staying up to date with this 
amount of change would be considered too 
complex and expensive. Now, more than 
ever, the need to partner with organisations 
that have the expertise you need is 
imperative. Printers can bring their skills and 
relationships and augment these offerings 
with new technology that will allow them to 
prosper now and into the future.

Steven Strang (MBA) has 20 years’ 
experience in communications process 
improvement for the region’s 
largest organisations. 
Entrepreneurial and passionate 
about innovation, Steven 
has held executive roles 
traversing heritage and digital 
technologies in print and IT. 
Steven is an automation and 
change management engineer 
who thrives in a disruptive 
state. Follow his blog  
@Linkedin Steven Strang
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TAKING IT TO

  
Clever. Really clever. That’s all 

you can really say when you see 

creative work and printing and 

sign-making of this calibre.  

Here are some more examples 

of great ambient ads from around 

the world.

FEATURE
STORY
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Late last year saw some interesting 
developments with the formation of Rowmark 
Australia, as a totally independent supplier of 
Rowmark engraving laminates, plastics and 
materials. It represented a significant change in 
the landscape, as it had previously been one of 
the best selling products for Project Engraving & 
Digital prior to their move into the Trotec family. 
But that’s change, and it happens all the time. 

What was good to see was a very familiar face 
in Tom Johns, heading up the front-of-house ... 
so to speak. 
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We got to have a chat with Tom at Visual 
Impact Brisbane to find out what had 
happened, to learn more about Rowmark 
Australia and, how they will continue 
to be a premium supplier of engraving 
laminates, plastics and materials to the 
Australian market. 

Why did you decide to work with 
Rowmark in Australia?
I have spent the last 20 years working with the 
Rowmark products in one way or another. 

After being made redundant last year, I was 
focused on developing my own business and 
Rowmark was the furthest thing from my mind! 

But later that year, I received a phone call from 
Richard Zydonik from Rowmark USA, whom I 
had known since working with him during his 
time at Vision Engravers. He wanted to discuss 
the market and distribution of Rowmark 
products as the existing Australian distributor 
had released their own brand earlier in the year. 

Knowing that the market wanted Rowmark’s 
premium products it was too good an 
opportunity to refuse. By the time I got off the 
phone I was booking space at the 2015 Visual 
Impact show in Melbourne which was only a 
couple of weeks away.
  
What was involved to get the 
company started in Australia?
It was a frantic couple of weeks to get things 
organised and underway. 

I had only received the 1300 phone number 
days before the Trade show, had no staff and 
no premises secured. With only a business 
card and a stand full of fabulous sign samples, 
Rowmark Australia was launched.  

My sister, Cindy Poole (a Glass artist from 
Esperance WA) came across to help and 
support me on the stand. The Tradeshow 
was a huge success and we received many 
positive responses from the people attending, 
which reinforced that the market wanted 
Rowmark quality and a range they could trust. 
The business model that was first discussed 
changed as Rowmark USA realised that 
the future of manufacturing is controlling the 
supply chain from the factory to the customer. 
Australia became their first direct to market 
distribution centre.

Where is Rowmark Australia based? 
Rowmark’s requirements were for a Sydney 
location, a large warehouse with good access 
to all transport, accessibility, parking, and 
fairly centrally located. Seven Hills was just 
down the road from the old Project Engraving 
Supplies warehouse in Auburn and the 600m2 
warehouse met the brief. 

After problems with the lease, which was not 
finalised and signed until November, Cory 
Bourne came onboard to take on the role of 
CEO of Rowmark Australia.  By then, we had 
a 40-foot container sitting in the warehouse 
carpark and orders waiting to be dispatched. 
Yvonne Burgess then joined the team, being 
both friends and colleagues with these guys 
for almost 20 years, we continue to work with 
each other’s strengths to bring to the market 
60 years of combined experienced with the 
Rowmark products.

Is the company stocking the full 
range of products?
Rowmark manufactures over 2000 products, 
with 586 colour combinations from 28 different 
product groups and in 5 different finishes. It is 
a massive range of which we have access to 
the full range of materials, gauges, finishes, 
plus the ability to provide custom colours on 
demand.

Currently, we stock approximately 80% of the 
products and we continue to increase the 
product ranges based on the demand and 
feedback from customers.
 
What factors distinguish the Rowmark 
range better than the competition?
Rowmark is the number one, world class 
manufacturer of engraving laminates, setting 
the quality standards in all markets and 
recognised as the premium products of choice.
 
Rowmark understands that if their customers are 
to be profitable, they need quality products that 
stands the test of time, with a choice of materials 
to suit most applications and conditions.
 
Is delivery available Australia wide?
Rowmark Australia is a national supply 
company and dispatches stock to all corners 
of the country by road, rail, air and even sea to 
neighbouring island nations.

What are the biggest markets for the 
range in the Australian market?
The biggest markets for the Rowmark 
material is the laser engraving market and 
full laserable product lines particularly our UV 
stable Lasermax range, which has become 
an industry standard for badges, labels 
and signs across all industries. Following 
closely is Flexibrass for the awards, trophy 
and promotional markets, with Rowmark’s 

traditional laminates meeting the demand for 
the rotary engraving requirements.

Are you seeing the products used in 
emerging markets?
Yes, the Education market has embraced 
Lasers for Industrial Technology such as Art, 
Design, Landscape, Textiles and we have seen 
the request for different substrate growing 
steadily.

For Rowmark, the sign and print industry with 
UV-LED printing is another emerging market. 
So much so that their 2016-colour chart 
includes a new icon highlighting UV-LED print 
compatibility on selected products. 

Reverse Lasermark and Ultramattes are 
substrates ideal for Braille signage. Their 
smooth front surface also makes them the ideal 
laminates for infection control signage, opening 
up new opportunities in the Health, Age Care 
and Food Industries.

Are customers using the product in 
ways not previously imagined? 
Absolutely, the beauty of our industry is that 
with a laser and Rowmark’s range of popular 
and new substrate, they are limited only by their 
imagination. 

We have seen fantastic examples in all different 
markets from artwork to awards, cake toppers 
to jewellery and POS logo’s to labels. We 
requested the guys from Rowmark USA to 
make some “sample signs” to show the way 
with the ColorHues masterpiece, centre stage 
in the display.

What new products can we expect to 
see released in 2016?
The new TrophyFlex, Laserable, Micro-surface 
laminate with a durable surface is designed for 
trophies, promotional and labeling. UV-LED 
printable, complete with adhesive and priced 
to impress, will certainly make its mark.

The biggest release for 2016 will be our ability 
to offer R&D custom manufacturing runs, 
based on patterns, or CMYK colours to match 
the large corporate branding and specific client 
requirements.  

Are there plans to expand the brand 
into different states?
Yes, we are looking at expanding our national 
footprint in the near future to be able to provide 
timely deliveries and to service our customers 
around the country.

  To find out more about Rowmark Australia,  
you can call 1300 023 370 or visit  
www.rowmark.com.au
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Composites Are Forever
Available through BJ Ball’s ICON media 
range, MasterBond is a premium aluminium 
composite with an easy-peel film (leaving no 
residue) and extra-strong bonding adhesives. 
It’s as reliable as it is innovative — something Q 
would be proud of.

LiCense to print
Available in generous 1220x2440mm or super-
sized 1500x3050mm panels, MasterBond  
comes in matt or gloss, with either a 0.21 or 
0.3mm skin. MasterBond is easy to cut, bend  
or fold and is suitable for digital printing, 
making it extremely versatile for both indoor 
and outdoor applications.

the substrAte Who Loved me
MasterBond is as flat and rigid as a freshly 
pressed tuxedo, but can be worn anywhere 
— from shopfronts, to point of sale displays, 
to interior decorations and also suitable for 
building and construction applications. 

From bJ bALL With Love
MasterBond is available as part of BJ Ball’s 
ICON Wide Format media range. If you’re 
already registered with i_consignment it’s as 
easy as adding it to your inventory. If you aren’t 
registered and would like to be a part of our 
automated media replenishment system, then 
get in touch with us at info@bjball.com.au.  
And remember, the name’s bond, masterbond.

the nAme’s bond…

unless you’ve been living under a rock for the past 50 years, you’d be 

familiar with the british secret agent with a penchant for fast cars, 

creatively-named ladies and martinis that are shaken, not stirred.

Apart from his incredible grace under pressure, one of 007’s most 

striking features is his uncanny ability to be virtually indestructible. 

in the world of digital wide format, there’s only one substrate that 

can boast an equal level of strength, flexibility and cool –  

and coincidentally, it’s also named bond …

masterbond.
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A premium aluminium composite 
panel with a hi-tech easy 
peel film, leaving no residue 
on the panel. Masterbond is 
exceptionally flat, rigid and 
suitable for direct digital 
printing. 

Available in 3mm, 1220 x 2440mm or 
1500x3050mm, Matt/Matt or Matt/Gloss 
Finish, 0.21 or 0.3 Skin 

Come away with 
MasterBond and get 
the real experience 
with definition and 
performance!

THE NAME IS BOND…. 

MASTERBOND

Visit www.bjball.com.au or contact your local BJ Ball office to arrange a sample:

NSW: 02 8863 1200   VIC: 03 8794 3550   QLD: 07 3490 5800   SA: 08 8425 1000   WA: 08 9281 7600   TAS: 03 8587 3444                          

Find us on:

the nAme’s bond…
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“It’s really got us scratching our heads” says David McCracken, Sales 
and Marketing Manager at Visionary Digital. “Tiles, plasterboard, 
concrete, brick, timber, steel and even asphalt are some of the 
surfaces our savvy customers appear to be using TexWalk on. Even 
stranger is that many of these surfaces are outdoors”. 

McCracken says that since commencing his new role in February 
this year, his first priority was to further his knowledge on the product.
He picked up the phone and started calling customers. At first 
it seemed it was being used for its intended surface, carpet. 
Exhibitions and retail couldn’t get enough of it. It didn’t take long for 
that to change though. “Feedback came flooding in that TexWalk is 
far more versatile that we ever imagined” says McCracken. 

“The number of new ways  
customers are using it is amazing” 

When digging into the story of TexWalk it’s clear 
things are certainly not what they first appear.
At least that’s what the distributors of TexWalk 
have recently discovered. 

TexWalk installed over tiles 
outdoors for a 6-month 
campaign at Melbourne 
printer Fleetmark

TexWalk explores  new frontiers...
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The game changer for McCracken was at a meeting with GSP Print, 
a Sydney based printer owned by media giant APN. “I arrived at their 
offices to see a huge TexWalk print applied to a brick wall at the front 
entrance being used as their main corporate signage”. GSP Plant 
Manager Mark Grima confirmed the TexWalk print had been applied 
to the brick wall for two years. “After our main entrance sign was 
damaged in a storm we thought we’d try something different. It’s 
worked better than we expected” said Grima. 

Fleet signage specialists Fleetmark based in Dandenong installed 
TexWalk outdoors on their tiled office entrance. It was left on the tiles 
for 6 months and endured Melbourne winter rains plus some sizzling 
40-degree summer days. 

“Performance was exceptional, it didn’t lift in the wet or shrink in the 
heat” says Tom Matthews, Visionary Digital MD. “When we removed 
it after 6 months it didn’t leave behind a trace of residue”. “We were 
also impressed with the print durability since it does not require an 
over laminate” adds Matthews. TexWalk is the first breed of floor 
media to have a built in textured non slip surface so it does away 
with the over lamination process, which is an impressive cost and 
time saver. 

OPG Global is a Melbourne based retail display specialist who used 
TexWalk to create a super realistic brick wall effect. The textured matt 
finish of TexWalk actually looked and felt like brick. It was applied to a 
plasterboard wall in the upmarket Melbourne Emporium. 

Other examples of the versatility of TexWalk include short term use 
on asphalt for outdoor events and timber start ramps for national 
cycling events. It has been used to spice up office space. Recently Vic 
Roads (NRMA equivalent) tested it on timber and steel sound barriers 
alongside freeways and bike paths. The idea here is to digitally print 
street art and apply in these areas to reduce unsightly tagging. Taggers 
tend to respect existing graffiti and don’t tag over the top of it. 

So it seems there is nothing TexWalk can’t do? “On the contrary” 
says McCracken. “It’s great to hear about the huge variety of surfaces 
TexWalk is being used on but we haven’t done the necessary testing 
so we can’t yet endorse it for use on these surfaces”. 

It’s clear McCracken feels TexWalk is shackled to carpet and is keen 
to realise its full potential but quite simply the R&D has not been 
done yet to go down that track. “It pains me to say that currently 
we can only endorse TexWalk for use on carpet. We know it can do 
so much more… but we need to test it properly first before we can 
make those claims”. 

Watch this space… 

  For more information, please visit www.visionarydigital.com.au

TexWalk applied over carpet at 
an indoor exhibition effectively 
convey an outdoor lifestyle feel

Realistic brick effect at 
Melbourne Emporium  
produced by OPG Global

IMAX Melbourne applied TexWalk 
to stairs, printed and installed by 
Visual Solutions Australia

TexWalk explores  new frontiers...
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In days gone by, the physical proof was 
one of the most important elements of 

the print process. It was what customers 
signed off on, it formed the basis of the 

print contract – hence contract proof – and 
was the ultimate guide to how the finished 

job would appear. Arguments raged around 
the accuracy of proofs, disputes which 

some times ended up in court. When digital 
inkjet proofing came along, offering a faster 

and cheaper means of producing hard 
copy proofs, discussion revolved around 

whether or not a proof generated from 
digital data alone was sufficiently accurate 
to be called a proof. Then along came soft 
proofing – proofing on-screen with nothing 

at all produced on a substrate – and the 
same questions about accuracy and 

customer acceptance were raised again.

STORY

EXISTENCE 
OF PROOF 

BEYOND DOUBT
By SIMON ENTICKNAP FOR VI MAGAZINE

FEATURE
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These days, there are vast amounts of print 
produced for which no physical proof is 
ever made. For instance, look at the volume 
of online print purchases – photobooks, 
marketing collateral, even publications 
– which get the click of ‘OK’ from buyers 
without anything resembling a physical 
proof being needed. In many areas, a soft 
proof or a PDF is deemed sufficient.

From this, you might suppose that proofing 
is a dying art, so to speak, its importance 
much reduced in this age of instant output 
and digital everything. It’s notable that in the 
lead-up to this year’s drupa show, proofing 
barely gets a mention in the pre-show 
publicity from the major prepress vendors. 
From their perspective, with a focus on 
digital print and inkjet, it’s not where the 
action is.

Instead it has been left to the likes of GMG 
and CGS, the two major German colour 

specialists, to be the main drivers in this 
field. An overview of their current product 
solutions, beyond the core proofing 
capability, highlights where this market is 
shifting. So, for instance, there are tools 
for managing consistent colour across 
multiple processes and devices – offset, 
digital, gravure etc – which recognises that, 
increasingly, colour is process-independent 
and must look the same no matter how it is 
made. Similarly, there are specialist proofing 
tools for packaging which acknowledges 
the increased importance of this sector 
in the print market as well as its specific 
demands such as the greater use of spot 
colours and a wide variety of substrates.

While the volume of hard copy proofing 
may not what it used to be, the process 
itself is continuing to evolve and, in some 
sectors, its role is becoming increasingly 
important. The prime example of this is 
packaging. The physical proof has always 
been a key element of the packaging sector 
but these days, too, it goes far beyond the 

requirement to match the finished carton or 
packet to a one-off proof.

Russell Cavenagh at DES,which represents 
CGS-ORIS in the region alongside EFI 
Colorproof, part of the ever-popular Fiery 
XF suite of colour tools for digital print 
engines, says the company is heavily 
involved with local packaging companies 
and brand managers who are looking at 
colour management not just in terms of 
matching a particular job to a proof but 
rather across multiple sites and products. 
The major FMCG manufacturers are able 
to engage with suppliers on a regional 
scale and brand managers are looking for 
a consistent look and colour quality across 
all markets and products. For the big 
packaging companies which have multiple 
sites, this means delivering predictable, 
repeatable results across all processes, 
shift after shift, day after day. A physical 
proof still has a role to play in this process 

but increasingly it is about being able to 
show that the supplier can print to a known, 
measurable standard and maintain that 
level of accuracy.

The same applies to the bigger commercial 
printers which also operate multiple sites 
and print processes. Andreas Johansson 
at Kayell, distributors of the GMG colour 
management systems, points out that 
in addition to meeting customers’ 
expectations, a demonstrated advantage 
of a standardised process is that it delivers 
cost benefits as well with fewer make-
readies, fewer repeats, less wastage and 
reduced consumable consumption. For 
these larger printers, colour management is 
simply part of having a systematic approach 
to efficient large-scale production.

So where does that leave the smaller 
printer? To proof or not to proof? What level 
of colour management is necessary?

There’s no doubt that proofing and colour 

management can be a significant cost to 
smaller companies and one that is hard to 
pass on to customers. Russell Cavenagh 
says that smaller packaging suppliers 
should look at it as the “entry ticket” to the 
next market level; the bigger the customers 
the more likely it is they will require a 
measurable process. In these markets, the 
cost of proofing pales into insignificance 
compared to having to write off a run 
of millions. Packaging is a part of the 
manufacturing process, so if the product 
fails because it doesn’t look right on the 
shelf then it can be highly damaging to the 
brand – and the supplier.

Andreas Johansson agrees that while 
certification is vital for larger printers it can 
be harder to justify for smaller businesses. 
He believes there needs to be more 
education of print buyers as to the value 
of using a colour certified printer, not just 
with print quality but also the environmental 

benefits with reduced wastage. Equally, for 
some customers, colour standardisation is 
prerequisite. Global brands such as BMW 
understand the process involved and how 
to drive it down the supply chain.

Ultimately, it is the old adage of ‘horses for 
courses’. The old contract proof may no 
longer have the revered status of old but 
colour management is still just as critical, 
if not more so, particularly in the prestige 
print markets and packaging.

           Accurate colour begins with 
           precise  measurement and while 
these days many output devices come 
with built-in spectrophotometers, 
there are also a number of easy-to-use 
portable devices on the market that 
can be used to make spot readings and 
ensure consistent day-to-day colour. 
Two of these are the X-Rite eXact 
(available through DES) and the Barbieri 
SpectroPad (available from Kayell), both 
of which can be used for CMYK and spot 
colours and are compliant with the latest 
FOGRA51-certified proofing papers with 
optical brighteners.
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Here at Visual Technologies – we are firm believers in quality education.  As they say, 
knowledge is power, and this is so true.  BUT unfortunately when it comes to LEDs and 

lighting a sign, it would seem that knowledge gets left behind and price means everything.

CONTRIBUTOR
STORY

By Rob Gentle  
Visual Technologies Digital 
Signs and LED Supplies
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Gone are the days of buying something 
that is actually made to a decent 
standard that will last for years to 
come. I can still remember playing with 
my dad’s electric train set that never 
stopped for years and years it just 
kept going, even after he had used it 
for all his childhood. These days, you 
would be lucky to get something out 
of the box without it breaking. We live 
in a throw out world with short lived 
products that are almost designed not 
to last, but yes, they are cheap, and 
everyone seems to want cheap.

In many cases, the sign game seems 
to be following a similar recipe:
1.  Win the job by quoting a cheaper 

price than your competitor (often 
under-quoting it)

2.  Manufacture the sign as cheaply 
as possible to cut costs, use cheap 
acrylic, LEDs and un-certified power 
supplies (because they’re cheaper)

3. Test the lighting for 5 minutes in the 
workshop... all looks good, the sign 
will light for 100,000 hours, won’t it?

4.  Send out the finished product 
and forget about it. Who cares if 
it doesn’t work in 12 months time, 
someone else can deal with it, right?

Whilst this is a recipe for disaster, 
it seems this is where the market is 
currently at in many cases. And it’s 
often the big sign companies that 
are the culprits here. More often than 
not, the end client doesn’t even know 
what they are getting inside their 
illuminated signs. Even if a particular 
product has been specified, often 
they’ll end up with a non-approved 
low grade alternative. When it comes 
to warranties, some clause ridden 
service contract usually is usually 
signed (somehow), that virtually 
negates any product warranty periods 
and ends up costing the end client if 
something goes wrong.

Everyone is trying to drive their prices 
down to remain competitive, which 
is part of business. In an illuminated 
sign scenario, this often translates to 
the use of the cheapest LED product 
you can find. The humble LED is often 
the first item on the chopping block 
as LEDs are supposed to last 100,000 
hours, what could go wrong? Many 
things can go wrong with an LED in a 
sign, that’s why it’s so important that 
you at least buy reputable LEDs and 
power supplies. Go with something 

that comes with a decent “real” 
warranty. Importing your own, or using 
an unknown brand with little history, is 
very risky business. You only have to 
look at Europe or the US to see they 
went through a similar pattern before 
they started to use quality again... I 
wonder why.

We get many calls from people whose 
original suppliers have left them in 
the dark as they have either closed 
business, do not stock that product 
line anymore, don’t want to honour 
the original warranty period, or simply 
don’t care. As mentioned in previous 
articles, check your supplier’s product 
warranty and read the fine print. Quite 
often, the words “5 year warranty” 
may sound impressive, but if you read 
the fine print, there tends to be some 
rather interesting clauses that make 
the 5 year warranty suddenly seem like 
more of a 2 year warranty. Examples of 
these are “based on running 10 hours 
per day maximum use” or “based 
on use of an automatic timer to limit 
operation to less than 12 hours per 
day”.
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In an attempt to keep quality but offer 
a product line that competes with the 
economy price point the market has 
been driven to, we set out on a hunting 
expedition. The target was a quality 
manufacturer that offers decent warranties 
but also competitive pricing. Few and far 
between...yes! The answer we found is 
a company from Europe called BaltLED 
(www.baltled.com).

BaltLED have been in the market 
for over 10 years and are a rapidly 
growing manufacturer with skilled staff, 
fresh enthusiasm and a high level of 
professionalism. They are very popular in 
the European market space and have a 
growing following in other countries.

They manufacture an excellent range of 
cost effective LED sign lighting products 
that cover all scenarios from shallow 
channel letters to big deep light boxes and 
more. Research and development is high 
on the agenda at BaltLED which means 
they confidently bring a quality product to 
market that performs rather well, and suits 
price sensitive customers.

Some of their products include the Crown 
OPTO Star X (X0, X1 and soon to be 
released X3 and X4 series), and the Crown 
OPTO Star range of back lighting modules. 
Highly efficient, highly versatile, but best of 
all, cost effective.

For edge lighting, they make some 
impressive constant current driven 
modules which are surprisingly bright 
(we’ll talk about constant current in a 
future article). These include the Crown 
TWIN Star, Crown DUO Star and the 
Crown EDGE Star modules. Again, they 
offer maximum illumination from a small 
package size with excellent light uniformity, 
heat dissipation and high efficacy.
 

One of the other main reasons we found 
BaltLED to be so impressive is the strong 
warranty periods they offer. They have 
two warranty periods depending on the 
product line. Majority are 5 year replacement 
warranty, but based on 24 hours per day 7 
days per week operation! Their economy line 
of product carries a 3 year 24/7 replacement 
warranty, which in many cases is more than 
sufficient for entry level or short term sign 
illumination. The important item of note is 
the fact that their warranties are all based 
around L70 and LM-80 testing data from 
the LEDs used in each product. This gives 
confidence and certain reliability to product 
performance and lifetime.

Along with BaltLED, companies such as 
SloanLED, GE, OSRAM and TRIDONIC, 
make products that are designed to not only 
last the distance, but reduce installation time, 
power consumption, and provide consistent 
lighting output and colour for many years. I 
can’t see any reasons why you would run 
the risk of using low grade, unknown LED 
modules that come with what we like to call 
“turn on warranties” or fake warranties. You 
are just creating a headache for yourself or 
someone else in the not too distant future.

 If you would like any further 
          information on BaltLED or have  
any other questions or need some 
honest advice, feel free to contact us at   
www.visualtechnologies.com.au
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Wall Tux 252 Blockout is 6.0mil woven polyester with an opaque intermediate layer for block out. 
GF know their products and do not have grey or black adhesive, Wall Tux has clear repositionable 
and removable adhesive so you have no chance of leaving black glue on the wall or a black stain.
Available now: 1370mm x 30m , 1524mm x 30m

Wall Frog 250 is the same face film as Wall Tux, 4.0mil. Wall Frog is double coated before 
adhesive is applied so it can be die or profile cut for logos and characteratures.
Available now: 1370mm x 30m, 1524mm x 30m

Graphitex 234 is the premium option for speedy and effective application of large wall paper 
and feature walls. 7.0mil thickness allows stretch free application for multi drops without the 
risk of film stretching during applications. Double coated for a premium non fray applications.
Available now: 1370mm x 30m & 1524mm x 30m

We are now stocking 
the complete range 
of Concept wall films.

MADE IN THEUSA
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With every new 
dawn you have the 
chance to sweep 
clean.

Have you noticed the rate of change in 
your business is speeding up, yet the 
productivity and profits are seemingly 
drifting apart?

Perhaps there are some obvious reasons 
like – we are slaves to mobile phones, we 
are online and connected 24/7. We have an 
overload of information, phone calls, people 
asking you questions, quotes to do today, 
job sheets to process, clients to visit, just 
stuff to do and loads of stress … and your 
effectiveness and output has declined.

They are the obvious reasons. We are 
suggesting it is YOU who lets this happen. 
The following may serve as a template to 
let you consider how you arrived at this 
point and, how perhaps you can clear the 
decks and make life easier, more fun and 
more profitable. If you are interested, then 
read on.

Your business may have morphed into a 
situation that can be either:
1.  Organic: Originally you probably 

designed your factory and offices taking 
great delight in getting it just right. Over 
years another machine arrives, new 
people joined your business and so 
on. These resulting slow and gradual 
changes are potentially like a creeping 
cancer robbing the health of the 
efficiencies you planned. While worst of 
all robbing your productivity and profits.

2.  Planned: Whereas just as the new 
machine and people are necessary for 
growth, ponder that specific moment in 
time when you introduced those assets 
to your layout and employment pool. 
I’m all for growth and increased profits. 
By taking a few moments to plan at 
critical times, it may pay huge dividends 
to your business.

When your company grows, the levels of 
complexity, management and production 
process exponentially multiply. Many lose 
sight of simple yet highly critical changes 
while struggling to comprehend why 
the frustration of additional mistakes, 
production delays and lost profits causes 
such pain! I put to you if you have one 
staff member and you are a sole trader 
that is a 100% change! Or another 

example – you invest in a new printer – 
your old printer output was 20sqm per 
hour, the new one produces 45sqm per 
hour – that is a 125% increase in capacity. 
Just two of my questions are “Where 
are you going to sell it? And, how is the 
output going to be designed, prepressed, 
printed, laminated, packed and installed?”

  LETS CONSIDER A  
  CASE STUDY: 

Rapid Organic growth 
For 30+ years of highly successful trading, 
Company “A” who prides itself on agility 
and customer focus is offered an instant 
and huge opportunity. In reaction – 

by JOHN HADFIELD | KiM

CONTRIBUTOR
STORY

PLANNED OR 
 ORGANIC
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Company “A” installs new high output large 
format printers increasing the factories 
capacity around 10+ fold – that is equal to 
100’s of square meters per hour. So, what 
is the problem one may ask? 

Potential Risks
In previous growth phases the old formula 
always resulted in success, nowadays 
however 2016 brings many changes – 
from massive capital investment, rapid 
staff increases and many more issues. 
Although many hundreds of thousands 
have been invested in machinery, little has 
been invested in people, understanding 
the space, skill sets, processes, increase 
in space and logistics required.

Threat
This opportunity opens the door to 
becoming an enormous risk if deadlines 
and installs are missed. The “new client 
can easily move to another printer yet 
company “A” will face serious issues to find 
work to feed those hungry machines and 
repayments! 

Potential Solution
Hopefully it is not too late to revise the 
“ROG” (rapid organic growth) and re-plan 
certain areas which offer the greatest 
risks, and this is always achieved by 
careful planning, although it is a complex 
process by planning the end-to-end work 
flow can ensure they are minimising risk 
and building layers of safe guards to 
protect all areas from risk.

How can you re-planned  
and look to evaluate changing 
Organic to Planned where 
needed?
The more co-ordination required and 
more complex the process becomes 

PLANNED OR 
 ORGANIC

“COMPLEX IS EASY, 
DEVELOPING SIMPLICITY 
IS COMPLEX!” I STAND BY 
HIS COMMENT. THAT IS 
WHY PLANNING IN THE 
BEGINNING IS FAR SIMPLER 
THAN RETROSPECTIVELY! 
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then, obviously in hindsight, the more 
refinements are needed. Consider the 
end-to-end view from the sales operation, 
quoting, office administration, production 
planning, print, assemble through to 
goods outward and delivery have become 
an increasingly complex and ever-
changing batch of processes dependent 
on sites, time frames and the like.

Developing process, polices and systems 
must be a tailored via focused look at your 
specific needs and desired outcomes. 
Typically, driven in co-ordination with all 
areas including the clients, suppliers and 

stakeholders. Yes, involving the whole 
end-to-end operation and people can 
add unnecessary complexity. There 
is a saying my son Ben often uses in 
software development – “Complex is easy, 
developing simplicity is complex!” I stand 
by his comment. That is why planning 
in the beginning is far simpler than 
retrospectively! 

These are 6 quick approaches that may 
help:

TRENDS:
1.  Change direction: Over the last 

few years, many of businesses have 
survived by mainly cutting prices – this 
is dangerous and ineffective. Profits and 
costs have bottomed out. Businesses 
will have to change how they engage 

the customers to develop clients and 
learn to find profit and growth through 
selling value, NOT just price.

2.  Everybody in the team should be 
onboard: It is very naive to think your 
people don’t see the pain. However it is 
reflected in static wages for  
one. Try to educate and encourage 
them to understand everyone is 
responsible to create the product with 
perfect results. Build responsibility to 
increase output, pride of work and 
effectively customer delight!  Focus 
culture on “Everyone supports the sale 

– NEVER accept comments like ‘its not 
my job”.

3.  Merge, Sell or Buy: Right now the 
smart money is on the move. If you 
ended up in the organic quagmire and 
just don’t have the energy, passion or 
will to continue as you are then perhaps 
its time to PLAN what your future is? 
Who knows you might find very exciting 
opportunities that you have overlooked 
and reinvent a happier and more fulfilled 
life for you and your family by just 
considering – “What is the future for 
you?”

ACTIONS:
1.  Shake it up: If you have the energy 

for it, we highly recommend – wake up 
tomorrow, go to work with a new ethos 

and throw out those old rose coloured 
glasses and change! Create you own 
mantra that ensures you excite your 
team whether you employ 2 or 200 
people. 

2.  De-Junk and De-clutter: Whether 
it’s your office, factory or even that 
messy car, frankly I don’t care where 
you start, It’s all about where you finish. 
In all honestly the process actually 
never finishes if you truly embrace 
improvements then you will soon get 
your head around “The process of 
continuous improvement”. If you would 
like it, I have a document that can help 
you on that journey – email me on 
john@controlzone.com.au ask for  
“5S article.”

3.  Optimise everything: Yes it’s a big 
call. It is more about looking at a single 
piece of your own personal puzzle 
and drilling down to achieve the best 
results! Lets look at systems briefly – if 
you cant find a quote of job sheet for 
“xyz customer” in a few seconds, copy 
it, pdf to email then once accepted 
convert to a job in under a minute or 
so – well you are costing yourself time 
and therefore money – find a software 
system that will help optimise your time 
or better still allow the process to be 
passed on to someone else dedicated 
to client fulfillment! 

WHAT IS THE ANSWER?
Start now, not tomorrow. The speed of 
the change is breathtaking and above 
all, is increasing not slowing. My very 
best advice is, “don’t sit on your hands” 
and think in past tense like how great 
it was yesterday – think tomorrow and 
act. So, talk to your consultant, mentor, 
association or even us to help you plan 
your new sunny future. 

             SUMMARY
             Your challenge is – each company, 
each proprietor has their own set of in-house 
usually unwritten rules that will require 
consideration and an understanding of your own 
circumstances to achieve successful results. 

To help you, we offer a free one-hour meeting 
to discuss your opportunity, we can shed some 
light on how to leverage the current or future of 
your business.  Please give us a call or send an 
email to john@controlzone.com.au 
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The process is called heuristics, and astute marketers utilise such 
to expedite sales and, in appropriate circumstances, to dismiss 
the effective entry of competitive and substitute products, 
services and apps.

One effective means to expedite and to optimise sales is brand 
management. For many consumers it simplifies the decision-
making process for many consumers. This is a case of heuristics 
in action.

They, the consumers, recognise the brand, labelling and 
packaging, are reassured by experiences with previous 
purchases, are encouraged by a good reputation and the loyalty 
of peers, friends and family members, influenced by third-party 
endorsements and comments (particularly on social media) and 
conclude that in purchasing that brand they will avoid making a 
wrong purchase decision.

In many instances the entire process is completed within 2 
seconds.

For circumstances in which the brand is not known there is no 
easy decision, each of which will be subjective, relative, and 
biased on imperfect information.

n  Is it fashionable?
n Does it represent good value?
n  What is the measure of quality?
n What is its utility – life expectancy?
n Does it represent the best available option?
n  How does one quantify the risk?

With unknown and untrusted brands there are no easy or fast 
answers. Informed decisions are typically more accurate, astute, 
fulfilling and satisfying.

An understanding of the process, its application and the 
consequences provides insights to key contributing factors to 
the success in Australia of the German discount supermarket 
network, Aldi, the recent failure of Dick Smith stores and 
the ongoing under performance of many mortgage brokers, 
insurance brokers, financial planners and real estate agencies. 

The latter four sub-groupings place too much emphasis 
on enhancing sales closure techniques. At best, that will 
incrementally increase sales conversion ratios. Real, substantial, 
strategic and sustainable growth is best achieved by opening the 
door (to more prospective customers and clients), – in preference 
to closing the sale.

This is where heuristics fulfils an essential role.
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SHORT-CUTS 
TO SALES Consumers do, consciously and 

subconsciously, take shortcuts in  
their buying decision processes. 
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Much of the over-performing success of Aldi in Australia can 
be attributed to the initiatives and strategies of the two major 
domestic supermarket chains, Coles and Woolworths.

Among their competitive, head-to-head campaigns was the 
promotion of generic or house-brand product ranges. In raw 
statistical terms they both could be deemed to have been 
successful. The category has increased over a decade from 
around 12% of sales to between 23% and 28%. 
 Interestingly, the overall market shares of the two combatants 
did not change substantially over the period. However, to some, 
the profit margin argument would have been and is justification 
enough.

On recognised, established, branded products like Coca-Cola, 
Colgate and Heinz the typical market ups are around 23%.  
With housebrand products the average mark-up is some 32%. 
The differential is alluring. 

However, the consequences, possibly unforeseen and projected, 
have been profound. A key percentage of the consumer public 
have come to accept and possibly to prefer the house-brand 
products, influenced somewhat by a pricing incentive.

However, that too made the house-brand -oriented market 
positioning, presence and value-packaging of Aldi more 
accepted, and possibly attractive.

Australian consumers have been quicker to embrace Aldi and its 
offerings than many others in its global network. In Britain, the 
company enjoys around 3.8% market share, while in Australia 
in the three states in which Aldi has operated since its arrival 
around 2000, market share is between 11% and 14%.

Recognising the brand, understanding the “cheap, cheap” 
marketing position and accepting the quality and value of the 
housebrand have seen heuristics kick in to expedite its presence, 
growth and competitiveness.

It seems that for some, there is not a lot to think about in 
deciding which to patronise, and to prefer Aldi. 

The process has been helped by the confused, and often 
conflicting marketing messages of Woolworths, which have 
variously been:
n The Fresh Food People
n Everyday Lower Prices
n 2000 Specials, Each Week
n Cheap, Cheap
n Green
n Be Rewarded (in preference to loyalty points)

There’s a lot to think about in each and all of these messages.

The demise of the Dick Smith chain is regrettable, interesting and 
in some ways, was predictable. Its genesis was in 1968 as an 
electronics store, which specialised in imported, often unbranded 
goods from Asia (primarily Korea). Consumers were assured 
and comforted with the presence of qualified, experienced staff 
members who were referred to as “Techsperts”.

The operation was sold to Woolworths which operated it until 
around 2013 when it was sold to a USA-based equity funds 
management practice.

A majority of the purchase price was reportedly funded by 
the disposal and contraction of the in-store inventory. Not 
necessarily a good idea, in seeking to satisfy the expectations 
and demands of Now consumers.

Subsequently the product range was broadened, to include 
computers and television sets, featuring brand-names that were 
unfamiliar to many established consumers. That is inconsistent 
with the use and benefits of heuristics.

Arguably, the final nail in the coffin was the 70% store-wide, 
network-wide discounting of products.

The desire to generate increases in consumer traffic, revenue 
and profits was met with customers taking pause (possibly 
over some period of time) and questioning the value of previous 
purchases which were secured at full-prices.

Store traffic and revenue did not increase. Therefore, 
paraphrasing the words of recently deposed Australian Prime 
Minister, the bricks-and-mortar Dick Smith will soon be: 
 

Dead. Buried. Cremated.

If only the financial wizardry of the equity fund management 
discipline recognised, respected and applied the principles of the 
heuristics process. 

           THE AUTHOR:  Barry Urquhart, of Marketing
           Focus is a respected business strategist, 
consumer behaviour analyst and high impact 
conference keynote speaker. 
 
Mobile: 0419 835 555 
Email: Urquhart@marketingfocus.net.au
Web: www.marketingfocus.net.au

Marketing and Business Strategists
MARKETING FOCUS
Marketing and Business Strategists
MARKETING FOCUS
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How many times have we heard a 
successful person say, “If I knew what 
I know now, I’m not sure I would have 
started this business?”  We look at this 
successful person and say, “WHAT?”  
You have it all, you’ve made it; what the 
heck are you griping about?  The truth is, 
this successful businessperson probably 
made a lot of mistakes, learned from 
their mistakes, evolved, and became 
successful in spite of them.  This successful 
businessperson probably had a lot of 
tenacity and attended the school of 
hard knocks.  Do you have to attend 
this school?  NO!  Today you have trade 
shows, Internet forums, trade magazines, 
and information to help you minimise that 
learning curve! Hopefully I can add to your 
success.  Let’s get started!

So, you have a laser or you’re thinking 
of buying a laser and you want to make 
a business plan.  Of course that is a 
good start, but is that going to make you 
successful?  Well, your business plan will 
cause you to think, “What am I going to 
make?  How much is the raw material 
going to cost me?  How much am I going 
to sell it for?”  But will that be an honest 
assessment?

I am convinced you will sell yourself on 
any new venture that you wish to pursue!  
Sorry to break the news to you, but I have 
never heard anyone state the facts about 
the mindset of a true entrepreneur!  If we 
(I plead guilty) believe we need a machine 
to make ourselves grow and expand 

our business, the business plan will be 
convincing for us to buy that machine!

To tell you the truth, if I want something, 
I can persuade myself very easily.  Heck, 
I’m willing to bet I am my most influential 
salesman.  I trust me; we would never lie 
or make false claims to ourselves, right?  
If you don’t believe me just look at all the 
expensive exercising equipment I have 
convinced myself I would use faithfully over 
the years and I still fill out a Santa suit quite 
nicely.☺  Point made?

How can I make sure my business plan is 
not simply a sales pitch I’m giving myself? 
When I look at someone’s business plan I 
like to jump to the marketing plan, first. 

ENGRAVERS
– SUCCESS TACTICS

Business Plan?  
or  Marketing Plan?

by TOM “BUZZ” BERNARD

PART 1



You can actually have the best idea, a 
great product, low material cost, high 
retail value, and a good mark up for 
wholesaling, yet still fail!  How?

Failure to have a marketing 
plan will make you go 
through that school of 
hard knocks.  If you 
don’t have the tenacity 
to try new ideas, 
your business will then 
close. I have customers who 
need to buy a second laser to 
keep up with production and others who 
are still struggling.  Does that make one 
entrepreneur better than the other?  Heck 
no, but what did that other business do 
differently?  What can I do to jump to the 
head of the class and graduate from the 
hard knocks school?  It is really simple if you 
have a good product.

Exposure. This is the key word for a 
marketing plan. How am I going to get 
exposure for these great products I make?  
Whether I own a transmission shop, 
restaurant, or a laser business, I need 
exposure.  I need potential customers to 
see what we make and how great we are.  
How do I do this?  Where do I start?  First 
let me go back to the business plan.

Your business plan should detail what your 

(initial) ideas are for the service/products 
you wish to sell.  I highlighted “initial” 
because your business will evolve over 
time, and your products/service most likely 
will change. 

Once we have the groundwork to start with, 
then a marketing plan can be put together. 
Let’s say you plan to make your own 
product line.  I like to use a big white dry 
erase board and start brainstorming all the 
ways to make sales (get exposure).  This is 
the beginning to my marketing plan.  Right 
now you don’t care how you plan to do all 
this marketing, but you want to list all the 
possibilities, and make sure to allow room 
for new ideas.  Some ideas you may never 
want to use, but list them anyway.  This 
may percolate a new source from a different 
angle.  The marketing plan should affect 
your business plan as well. These two go 
hand in hand.  Do you need a storefront?  
Are you going to be a home business?  

Your marketing plan may help you 
decide. 

If you already have a storefront business 
and you are adding a laser to the mix, 
that’s great that you already have some 
exposure.  If you are just starting out and 
you want to open a storefront, please wait 
and hear me out before you make that final 
decision.  The storefront location could 
conservatively cost you $2000 a month, 
just for rent.  Phone, heat, insurance, 
electricity and a whole pile of other costs 
may be incurred to maintain that location.  I 
dare say a storefront location may cost you 
a minimum of $30,000 a year.  What kind 

of exposure will you get for that outlay of 
annual cost?  What other options could you 
have with that sort of money?  Don’t forget 
the many other one-time charges that are 
included when first opening up a storefront.  
The build-out, signage, permits, and even 
utility deposit can add up!  How about the 
travel cost (at today’s petrol prices) for you 
to travel to work each day? 

Let me put it this way.  I will use a pizza 
shop analogy for a storefront retail location.  
Let’s assume I had a pizza shop and made 
the best pizza around, and everyone loved 
my pizza and my great personality.☺  They 
would travel just to see me and eat my 
pizza. How big of a geographic area could 
my pizza shop service?  How far would 
people be willing to travel?  Would you 
travel 20 miles to get a pizza?  My point is 
if you have just a single storefront location, 
your area of sales could be limited, unless 
you market your products nationwide.   

The 
Internet does 

help expand your 
retail business but does no 

justice when selling a great looking 
product that can’t be seen, touched, or 

admired for its beauty!  The bigger your 
market area the more sales you can  
make.  Could you make a product that 
could be shipped to an outlet in another 
state?

Do you think I am trying to sell you on a 
home-based business?  You bet!  Can 
I still operate a retail space without a 
storefront? YES!  The more I write I can see 
that we might need to add several more 
articlesarticle to this topic. 

If I started a marketing plan (this should be 
an evolving document) how would I start?

– SUCCESS TACTICS
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Go over to your dry erase board and see 
how many legs you can come up with 
(Definition: legs are each idea to pursue).  
Please see the flow chart I have included.  
Let’s start with Exposure/Sales at the top.  
How many ways can I get exposure?  I 
think the first two legs should be Retail and 
Wholesale.  Then, start brainstorming ideas.  
If you look at the chart (which is far from 
complete) it took me less than 5 minutes to 
come up with these ideas and I have run 
out of room.  The whole time spent doing 
this exercise has given me a few more 
product development ideas that could 
be made using a laser. Many a business 
will start out with one business plan for 
products, but find they have a niche that 
brings more profit. This happens through 
marketing, exposure, and sales! 

Stop; this article will be too long and I 
won’t have space to give you at least one 
of my examples for exposure, so I need 
to jump ahead.  I will definitely add more 
ideas in my next article.  Let’s say I have 
a home business (this will work for a store 
front business as well) and I wanted to get 
exposure to build my business.  I want to 
get wholesale accounts.

Let me stress this point, I hate cold-call 
selling, so this idea is for those individuals 
who have my personality trait. 

I call it “GIVE-TO-GET”. (Day dreaming) 
Hmmm Buzz’s “GIVE-TO-GET” sales 
technique book is now out in paperback 
(anything is possible!).

Coming back to reality.  Military, pets, 
sports, professions, etc… are just some 
product themes that will sell nationwide.  
I will use a military product to explain 
because of the readily available pictures 
I have to show you.  In the picture you 
will see products at different price points.  
The Wall Tributes are 12” in diameter 

and I have a material cost of $1.00.  I 
know of several military surplus stores 

in Georgia.  What if I made up 10 of the 
most desired Wall Tribute designs I know 
of, such as Marines, Navy, Paratrooper, 
Army, and so on.  Ten (10) Wall Tributes 
with a total material cost of $10.00.   
If I went to a military surplus store and 
asked to drop off these items to see if 
they will sell for them (at no charge), what 
are your chances they will accept?  
Free merchandise to prove it sells is a 
no-brainer!
 
Of course let them know the suggested 
retail price is $25.00 and the wholesale 
price is $12.00. Mention you will be back 
in two weeks, and if the products sell, will 
they consider putting in an order?  If not, 
you will retrieve the leftover items and not 
bother them again.  

If only 10 locations end up becoming 
wholesale accounts, that is still more 
locations for exposure than your single 
retail store!  Now, concentrate your time 
on how many different types of locations 
could or would sell military products 
(statewide and nationwide).  That is just 
one simple marketing idea.  I would 
certainly give a company a chance at my 
store if it didn’t cost me anything to test 
the market.  Would you?  Do you think 
locations that sell military items could also 
sell hunting, fishing or even man’s best 
friend (dog) products? Once you land an 
account, each time you ship an order you 
should send a “Give-To-Get” new product 
idea to expand your line with them.  
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If more exposure can cause more sales, I 
wouldn’t want to stop using this concept!

How many wholesale locations could you 
pick up this way?  If you took one month’s 
retail store rent ($2,000) and asked yourself, 
“How many “Give-To-Get” packages can I 
make and how many wholesale locations 
can I acquire???”  What are your chances 
for success, now? 

Even if your “Give-To-Get” packages cost 
you $100 each, (maybe providing a display 
rack) how many accounts would you need 
before you were too busy to keep up?  If 
your business was set up this way, could 
you still be making sales while attending 
the next trade show and seeing my latest 
seminar?  The best business is one that is 
making sales while you’re doing something 
else!  I see success in your future!  Go have 
some fun while I go hit the treadmill.

Tom “BUZZ” Bernard
LaserBuzz – www.laserbuzz.com
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$114,999+GST

EOFY SPECIAL
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*Freight not included. *Offer expires Thursday June 30, 2016. *No back orders.
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UV Flat Bed Printer
4 head with 2.5m 
roll-to-roll
Market leading UV Flat bed printer. 
Using Konica Minolta 1024 heads, 
1440 x 1440 dpi this unit has 
impressive roll to roll and flat bed 
speed. Using 4 heads and 4 colours 
with high speed of 33sqr mtrs an 
hour. 2500mm roll to roll feature 
included in price. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $123,937

UV Flat Bed Printer
8 head with 2.5m 
roll-to-roll
Market leading UV Flat bed printer. 
Using Konica Minolta 1024 heads, 
1440 x 1440 dpi this unit has 
impressive roll to roll and flat bed 
speed. Using 8 heads and 4 colours 
with high speed of 67sqr mtrs an 
hour. 2500mm roll to roll feature 
included in price. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $143,937

4 HEADS 
4 COLOURS

8 HEADS 
4 COLOURS

UV Flat Bed Printer
4 head
Grand Size UV Flat bed printer. Using 
Konica Minolta 1024 heads, 1440 x 
1440dpi this unit has large 3200mm 
x 2000mm print bed, 4 heads and 
4 colours with high speed of 33 
sqr mtrs an hour. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $115,000

4 HEADS 
4 COLOURS

UV Flat Bed Printer
8 head
Grand Size UV Flat bed printer. Using 
Konica Minolta 1024 heads, 1440 x 
1440dpi this unit has large 3200mm 
x 2000mm print bed, 8 heads and 
4 colours with high speed of 67 
sqr mtrs an hour. 3 Year Parts Only 
Warranty*, excludes heads.

RRP: $136,125

8 HEADS 
4 COLOURS

4 Head Turbo
Hybrid roll-to-roll 
printer
Hybrid roll to roll printer with 
conveyor belt feed, comes with two 
retractable tables for true flat bed 
printing. Width 2500mm with table 
weight for board 50kg. 4 Konica 
Minolta 1024 heads, 1440 x 1440 
dpi. 38 sqr mtrs an hour. 3 Year Parts 
Only Warranty*, excludes heads.

RRP: $103,000

8 Head Turbo
Hybrid roll-to-roll 
printer
Hybrid roll to roll printer with 
conveyor belt feed, comes with two 
retractable tables for true flat bed 
printing. Width 2500mm with table 
weight for board 50kg. 8 Konica 
Minolta 1024 heads, 1440 x 1440 
dpi. 74 sqr mtrs an hour. 3 Year Parts 
Only Warranty*, excludes heads.

RRP: $123,937

4 HEADS 
4 COLOURS

8 HEADS 
4 COLOURS
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BEST

1300 369 669
sales signsheet.com@

Australia

1300 369 669
sales signsheet.com@

Australia

0800 800 699
sales signsheet.co@ .nz

New Zealand

0800 800 699
sales signsheet.co@ .nz

New Zealand

www.signsheet.com

www.signsheet.com

“We understand your requirements and do whatever it takes to meet them.”

“We understand your requirements and do whatever it takes to meet them.”

Why we are different ?

Why we are different ?
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