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ISSUE SPECIAL FEATURE TECHNOLOGY WATCH CONSISTENT FAVOURITES

THE INDUSTRY’S BEST COLUMNISTS
Our readers benefit from the knowledge and experience 
of the industry’s best columnists, who deliver insight into 
management, sales, and business planning.

TRADE TALK: NEED-TO-KNOW NEWS
One of our most popular sections is full of the most significant
news in the printing industry: mergers, takeovers, startups,
busts, equipment installations, personnel changes, and 
corporate changes.

PRINT WATCH: 
ECONOMIC PULSE
This is Graphic Monthly’s exclu-
sive market research section 
focused on sales roundups of
public printing companies, 
regular updates on printing 
shipments, and trade figures.

NEW PRODUCTS
This is our readers’ favourite 
section, a catalogue of the latest
offerings for every function in 
the print shop from estimating to
the bindery.

ONTARIO NEWS 
(ONT COPIES ONLY)
An exclusive news section for the
industry in Ontario.

JAN/FEB POST-RECESSION STRATEGIES TECHNOLOGY SURVEY:
How to kick-start growth An in-depth look at technology use

SPECIAL REPORT: DIRECT MAIL

MAR/APR WEB TOOLS TO GROW YOUR SHOP CONTENT REPURPOSING
How to use the internet for profit Tools to take content from print to digital

SPECIAL REPORT: PHOTO PRINTING

MAY/JUNE THE GOLD LIST IN-LINE VS OFFLINE FINISHING
The best ranking  of the top 100 printers Options for digital presses
in Canada

SPECIAL REPORT: LABELS AND PACKAGING

JULY/AUG THE INKJET ISSUE OFFSET PRESSES
The opportunities, the markets, All the technology upgrades
the equipment

SPECIAL REPORT: BOOK PRINTING

SEPT/OCT GRAPHICS CANADA SHOW GUIDE DIGITAL PROOFING 
Get the most from your show experience An update on the latest offerings

SPECIAL REPORT: SPECIALTY PRINTING

NOV/DEC PRINTER OF THE YEAR SPECIALTY FINISHING
Who will it be this year? How to finish each job properly

SPECIAL REPORT: SIGN PRINTING

2011 EDITORIAL CALENDAR: Relevant insightful content in every issue
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TRADETALK

Quad/Graphics of Sussex, Wisc., has
announced plans for restructuring its
Canadian operations. The plan includes a
$23 million investment in its infrastruc-
ture and manufacturing platforms, clos-
ing the St.-Jean-sur-Richelieu, Que., print-
ing plant, and refocusing the Edmonton
plant on inserts and directories.

The company’s planned multi-million
dollar investment will go into upgrading
equipment and infrastructure. Some of
the money will also go to enhanced

training and education for employees. 
In addition, the company says it will
expand its cross-media marketing ser-
vices for retailers, publishers and other
advertisers. 

The St.-Jean-sur-Richelieu printing
plant employs approximately 270 and
sits on a 240,000 sq. ft. facility. Client
work will be moved to other plants. The
company will have eight remaining
plants in Canada. 30 positions will also
be eliminated in Edmonton. 

Remote document printing from mobile
devices seems like a natural fit for quick
print shops. But so far, the service has
been dominated by hotels and airport
lounges catering to business travellers, as
well as internet cafés and university
libraries serving the student crowd.

That’s about to change. In September,
St. Joseph Communications announced
a partnerhip with solutions provider
PrinterOn. Its PrintSpots mobile print
technology allows users to print
documents to any PrintSpots-enabled
printer in the world using a smartphone
or laptop. St. Joseph has activated
PrintSpots at seven of its 45 ePRINTit
document printing centres across
Canada. The seven include five in the
Ottawa-Hull area, one in Halifax and one
in St. Laurent, Quebec. The rest of the
ePRINTit centres will be PrintSpots-
enabled within the next 12 months.

Users of the service forward their 
e-mail with attachment to the unique 
e-mail address of the desired ePRINTit
site and they will be e-mailed a secure
code that will be used to release their
documents from the printer. Customers
pay for their documents only after they
are printed, at the pick-up location. All
unclaimed and unprinted documents are
purged from the system within 72 hours.
Claimed documents are purged from the
system after they are printed.

Meanwhile, in November, 1,800 FedEx
Office stores across North America will
become Public HP ePrint locations.
These locations will also use PrintSpots
technology. Public HP ePrint locations
are an extension of HP’s ePrint
Enterprise solution, which integrates
mobile-to-print capabilities within an
organization’s internal IT infrastructure. 

—Nancy Clark

QUAD/GRAPHICS restructures
Canadian operations

CALENDAR
November

07-09
CONVERGE - THE NEXT GENERATION IN
PRINT AND COMMUNICATION
SERVICES
Memphis, TN
CONTACT: converge.printing.org

12-14
2010 PRINTING INDUSTRIES OF
AMERICA FALL ADMINISTRATIVE
MEETINGS
San Francisco, CA 
CONTACT: printing.org/event-calen-
dar/5712

20-22
PRINT WORLD 2010
The Direct Energy Centre
Toronto
CONTACT: printworldshow.com

20-22
DESIGN CITY 2010
The Direct Energy Centre
Toronto
CONTACT: designcityshow.com

December

05-07
COLOR MANAGEMENT CONFERENCE
Phoenix, AZ
CONTACT: printing.org   

February 2011

24-26
GRAPHICS OF THE AMERICAS
Orlando, FL
CONTACT: 
graphicsoftheamericas.com

Print shops catch on to
MOBILE TO PRINT

CPIA to set up a task force 
to consider future
At its annual meeting on October 14, CPIA
members agreed that the association’s board
is to set up a task force to examine how to
infuse CPIA with short-term cash and pre-
sent options for the association’s survival
going forward.

The CPIA had initially proposed that
members vote on a motion allowing it to set
up as an independent federal association,
separate from provincial associations, with
direct members and the ability to raise its own dues. The motion, and background
material, had been sent to members before the annual meeting, outlining why CPIA
felt the restructure was necessary. But, CPIA chair Dean McElhinney withdrew the
motion at the meeting before members had a chance to vote on it, saying it might be
more beneficial to have a discussion instead to find common ground.

The discussion made it clear that there is broad concensus for a national organiza-
tion that speaks for the industry, but opinions diverged on how to keep the current
structure working.

Under current contracts, printing companies are members of CPIA only through
the FARAs, which also collect fees and remit them to CPIA. In provinces where no
FARA exists, membership to the CPIA is direct. Many industry observers have
described this structure as an uneasy alliance over the years giving rise to conflicting
interests, communications issues, and differences about how to run a national body.

CPIA membership has been in decline in recent years with a negative impact on the
association’s finances. The recession only made the situation more serious as more
members fell by the wayside. Since 2002 membership has dropped off 50% to just
over 300 members and in 2009 CPIA incurred a loss of $138,823, forcing it to dip into
its reserves. Without an infusion of cash, it can only operate for several more months.

PrinterOn is a mobile 
printing provider. Its
PrintSpots application
allows users to print 
documents to any 
networked printer 
anywhere in the world
using a smartphone 
or laptop.

L
Will the digital world kill printing? Not if
these people can help it. Examples of
companies extolling print on paper:

DOMTAR: PAPER BECAUSE CAMPAIGN
Large ads have been cropping up lately in
the The New York
Times, The Globe &
Mail, Fast Company,
Audubon and
National Geo graphic,
among others,
extolling paper’s
sustainability and
effectiveness. The
campaign, launched
in September, includes banner ads and
short videos.
paperbecause.com

GLOBE & MAIL GOES ALL OUT
“We believe in print,” said John
Stack house, editor-in-chief of The Globe
& Mail, on CBC Radio. The proof? A
massive redesign of the paper, unveiled
on October 1st, and an 18-year, $1.7
billion contract with Transcon tinental 
(see Masterpiece, pg. 64).

PAZAZZ PRINTING BACK ON YOUTUBE
Owner of
Montreal’s
Pazazz
Printing,
Warren
Werbitt is
back with

Printing’s Alive 2, a follow-up to his
hugely popular video from 2008 which
has over 212,000 hits on YouTube.
youtube.com/watch?v=FYHWAgSGgNk

U.K. GROUP DISPELS MYTHS
The Two Sides initiative is a non-profit U.K.
group of graphic arts associations, paper
producers and merchants, prepress and
print providers and publishers. Its goal 
“is to promote the responsible production
and use of print and paper, and dispel
common environmental misconceptions” 
twosides.info

PIA: THE TRUTH ABOUT PRINT  
The U.S. printing industry association
gathers together several resources to
communicate the value of print. Check
out the “Value of Print” poster.
printing.org/valueofprint

THE LIST

NAPL and BCPIA sign membership agreement
The National Association for Printing Leadership, one of two national printing indus-
try associations in the U.S., and the British Columbia Printing & Imaging Association
have signed an agreement which offers BCPIA active members a new category of
affiliate membership in NAPL. 

The agreement immediately provides BCPIA’s with access to many of the tools and
resources NAPL offers, including research studies, special executive briefings and white
papers as well as a reduced premium membership rate to the national association.

PrintSpots-enabled printers are being installed
at seven ePRINTit locations; more will follow

For all the latest printing news,
installations and events, go to
www.PrintCAN.com
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COVERSTORY

How to fashion a web-to-print 
system that works for you

by BOB ATKINSON

WEB-TO-PRINT is a term that’s been getting a lot
of play recently. But despite a growing number of
print shops—some very high profile—that are
taking advantage of what this technology has to
offer, the term remains somewhat muddled and
fuzzy. What exactly is it, and how do you get it?

Web-to-print is a set of software tools and meth-
ods for offering secure web-based job quotes,
ordering, file uploads, tracking, proofing, approval,
payment and, to a certain extent, job creation. It’s
all available 24/7 from anywhere with a high-
speed web connection. These services can be
offered through a general online storefront with
your company’s logo and branding or, for your
larger, regular customers, through any number of
private customized online storefronts to your
shop—one for each customer.

Generally, web-to-print systems are based on a secure
website that connects to online databases for customer
accounts and a variable-data-printing system. The sys-
tems generate press-ready—or nearly press-ready—
PDF files for output to film or plate. Many web-to-print
programs also connect to the MIS and/or workflow
software to automatically enter jobs into accounting
and workflow systems.

Sound complicated? Well it is—under the hood.
But the good news is that these systems can be very
easy and inexpensive to set up and use, and they offer
a way to substantially boost business and the bottom
line—and in this economic climate that’s a great idea.

Web-to-print has been around for almost ten years,
but in the past two the number of companies offer-
ing it has grown enormously. There are now well
over 100 companies in this sector, including many of
the major print shop suppliers. Competition is dri-
ving prices down and the features and sophistication
of the products up very quickly. 

My own non-scientific survey of adoption of this
technology tells me that about 25% of Canadian
print shops and print brokers are using web-to-print

web2print
Building blocks of 
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