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W
hen economic uncertainty lingers, so too does the 
perception that corporations have no option but to 
operate blindly. As a result of this business paralysis, 
confidence is undermined, and significant invest-

ments—whether in people or equipment—are stalled.
Even before President Donald J. Trump took office, he was vocal 

about his pro-business stance, something that resonated with many 
executives. Others, like Dr. Ronnie H. Davis, senior vice president and 
chief economist for Warrendale, Pennsylvania-based Printing Industries 
of America, Center for Print Economics and Management, remained 
cautiously optimistic.

“The most significant impact from the election for print is positive,” 
Davis said in Print+Promo’s 2017 State of the Industry Report, citing 
Trump’s proposed corporate tax reform and regulation reductions. “Both 
of these should be good for the economy and good for print.”

In January, Trump signed a two-page executive order requiring fed-
eral agencies to eliminate two regulations for every one they propose, 
though the timing was unclear. According to Bloomberg BNA, to date, 
the executive order has yielded just three regulations that aren’t exempt, 
out of more than 200 rules issued.

“Agencies have been better about finding savings, with 11 rules 
identified so far as deregulatory actions under Executive Order 13,771, 
Reducing Regulation and Controlling Regulatory Costs,” wrote reporter 
Cheryl Bolen.

As for Trump’s tax plan, the president intends to make changes to it 
during the next few weeks, so there may be an update by the time you 
read this. In the interim, print leaders are left with question marks for the 
short-term outlook. We do, however, have a clearer picture of financials 
for the most recent fiscal year.

Unfortunately, revenue for the reseller segment fell short of last year’s 
$2.57 billion, finishing at $2.36 billion. This showing is on par with 2013 
sales, which also totaled $2.36 billion. While we can’t make any sweeping 
conclusions based on this information, we do have some theories, start-
ing with the returning champion, Ennis Inc. The Midlothian, Texas-based 
supplier managed to hold on to the No. 1 spot, earning $356.9 million. 
Compare that to Print+Promo’s 2016 chart, where Ennis Inc. was listed at 
$569.0 million and, at quick glance, it looks alarming. Except, it’s not.

Last year, the company shed its Alstyle Apparel division, which 
accounted for a majority of Ennis Inc.’s promotional product sales. If 
you exclude the discontinued operations of Alstyle Apparel and refer 
to the supplier’s annual report, sales through Feb. 28, 2016 (the end 
of Ennis Inc.’s fiscal year) finished at $385.9 million.

It also is important to note that financial information for a few 2016 
heavyweights, including ABnote USA Inc., Performance POP, Joseph 
Merritt & Company Inc. and John S. Swift Co. Inc., was not made avail-
able prior to press time.

4over Inc., Glendale, Calif., and OneTouchPoint, Hartland, Wis., held 
on to spots two and three, respectively. Magnets 4 media, Washington, 
Mo., and Western States Envelope & Label, Butler, Wis., rounded out the 
top five again, but there was a catch. Magnets 4 media’s $4.36 million-
increase in sales (putting it at $113.3 million) was enough to bump the 
trade printer to No. 4.

Want to learn other interesting facts about our 2017 list? Of the top 
50 suppliers:

• 18 had revenue increases.
• 21 had revenue decreases.
• 7 finished evenly.
• 5 were new to the list.
Individual product sectors were a mixed bag. Labels & Tags reached 

$451.4 million (2016: $424.7 million); Web Solutions continued its upward 
trend, moving to $61.4 million (2016: $15.0 million); and Direct Mail sky-
rocketed to $167.7 million (2016: $87.3 million). New this year, we merged 
our Envelopes/Folders/Stationery category with Commercial Printing. The 
supersized category finished third among product sectors with $322.1 
million (2016: $271.5 million).

The remaining categories weren’t as successful. While still the No. 1 
reported sector, Printed Forms declined to $481.1 million (2016: $491.4 
million); Promotional Products fell to $263.1 million (2016: $430.0  
million); and Plastic Products/Cards accounted only for $14.4 million 
(2016: $54.7 million).

The “Other” category followed suit, generating $204.0 million, com-
pared to 2016’s $212.6 million. Common responses for this sector were 
packaging, jumbo rolls, digital printing, order entry software, integrated 
cards and labels, and fulfillment and distribution. Some of these entries 
may skew the “Other” category; the decision to consider integrated 
labels, for example, as miscellaneous is left to the supplier’s discretion.

Print+Promo added Signs/Displays/Wide-Format Printing as an option, 
as well. The category put forth $11.6 million in sales, so it will be interest-
ing to see how it performs in 2018.

Finally, the Top 50 Promotional Products Suppliers chart returned this 
year. Published in July 2017 from our sister publication, Promo Marketing, 
the list is based on 2016 revenue. To learn more, turn to page 32.

No one can say for sure how policy changes from the Trump admin-
istration and Congress will affect the business climate, but this much 
is certain: Printers have a big opportunity to make an impact with their 
clients’ work by staying involved and diversifying to fulfill a broader 
range of communication needs.

We congratulate each company that made either list and wish every-
one the best of luck in 2018. Check back in November to see how the 
distributors used their time.
(Editor’s note: Factors to consider when interpreting sales figures are ongoing 
industry consolidations and responses reporting idiosyncrasies.)

By Elise Hacking Carr

The Results Are In ...
An in-depth look at this year’s top suppliers
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 COMPANY REVENUE PRINCIPAL(S) LOCATION

1 Ennis Inc.*  $356,900,000 Keith S. Walters, Chairman/ Midlothian, TX 
   CEO/President

2 4over $235,000,000 Zarik Megerdichian, CEO Glendale, CA

3 OneTouchPoint $139,300,000 John Wallace, Interim CEO Hartland, WI

4 Magnets 4 media $113,360,000 Bill Korowitz, CEO Washington, MO 
 (Parent Company: The Magnet Group)

5 Western States Envelope & Label $100,000,000 Tom Rewolinski, CEO/President Butler, WI 

6 TST IMPRESO $97,000,000 Marshall Sorokwasz, CEO Coppell, TX

7 General Data Company Inc. $82,000,000 Pete Wenzel, CEO/President Cincinnati, OH

8 ADG Promotional Products $75,900,000 Bill Mahre, President Hugo, MN 
 (Parent Company: Taylor Corporation)

9 Outlook Group LLC $65,000,000 John Cappy, CEO Neenah, WI

10	 Diversified	Labeling	Solutions $61,475,879 Jim Kersten, CEO Itasca, IL

11 BCT International Inc. $60,104,033 Bruce Mars, President Fort Lauderdale, FL

12 Wright Business Graphics $58,899,401 Jim Wright, CEO Portland, OR

13 Ward/Kraft Inc. $56,630,258 Roger Kraft, Owner/CEO Fort Scott, KS

14 Gill Studios Inc. $55,860,000 Mark S. Gilman, Lenexa, KS 
   Chairman of the Board

15 Stouse LLC $51,907,000 Bruce Reed, CEO/President New Century, KS

16 I.D. Images LLC $48,000,000 Brian Gale, CEO Brunswick, OH

17 Repacorp Inc. $40,450,000 Rick Heinl, CEO Tipp City, OH

18 New Jersey Business Forms† $39,360,000 David Harnett, President Englewood, NJ

19 Nieman Printing $35,700,000 Joanie Nieman, CEO/President Dallas, TX

20 KDM Enterprises $35,500,000 Larry Newman, President Carpentersville, IL

21 Flesh Co $27,750,000 Roy Flesh, CEO St. Louis, MO

22 The Label Printers $25,000,000 William Kane, Chief Executive Aurora, IL

23 Design Distributors Inc.‡ $20,000,000 Adam Avrick, President Deer Park, NY

24 Maggio Data§ $19,800,000 Robert Maggio, President Hauppauge, NY

25 TLF Graphics Inc. $19,750,000 Robert P. McJury, Partner/ Rochester, NY 
   Vice President of Sales
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26 ID Label Inc. $18,700,000 Neil Johnston, CEO/President Lake Villa, IL

27 HCF Inc. $18,613,000 Robert Wilson, President Hillsboro, OH

28 The Allen Company $18,000,000 Stan W. A. Dohan, Blanchester, OH 
   MAS, MASI, President

29 MAR Graphics $17,708,000 Rick Roever, President Valmeyer, IL

30 CE Printed Products Inc. $15,532,539 Robert Ohr, CEO Carol Stream, IL

31 Team Concept Printing $15,241,018 Anthony Rouse, CEO/President Carol Stream, IL

32 Pro Document Solutions $15,021,781 George Phillips, President Paso Robles, CA

33 Complete Print Shop Inc. $15,000,000 Lam Bui, Founder/CEO Phoenix, AZ

34 PDF Print Communications Inc. $14,950,000 Kevin Mullaney, President Signal Hill, CA

35 BCSI $14,347,627 Tom Marchessault, Burnsville, MN 
	 	 	 Chief	Operating	Officer

36	 Graphic	Dimensions	Inc.ǁ $13,890,000 Jay Scammell, President Austell, GA

37 Data Papers Inc. $13,724,770 Jerry Wertz, CEO/President Muncy, PA

38 UMC Print $13,580,000 Shawn Boyd, President Overland Park, KS

39 AmeriCAL Inc. $13,500,000 John C. Peterson, President Omaha, NE

40 Royal $12,131,000 Ron Urness, Sole Director Brooklyn Park, MN

41 Action Printing $12,000,000 Darwin Bethke, General Manager Fond du Lac, WI 
 (Parent Company: Gannett)

41 Luminer Converting Group $12,000,000 Thomas Spina, CEO/President Lakewood, NJ

43 Allen-Bailey Tag & Label Inc. $11,980,300 Eugene S. Tonucci, CEO/President Caledonia, NY

44 ASAP Printing	 $11,500,000	 Jeff	Guevara,	Business	 Salt	Lake	City,	UT 
 (Parent Company: Four Cents Holdings Inc.)  Development Manager

45 Datatel Resources Corporation¶ $11,000,000 Allen J. Simon, President Monaca, PA

45 McCourt Label Company $11,000,000 David Ferguson, CEO/President Lewis Run, PA

47 AmeriPrint Corporation $10,909,440 Victoria Schulty, CEO Harvard, IL

48 Labels West Inc. $10,820,000 John Shanley, President Woodinville, WA

49 Bestforms $10,000,000 Joe Valdez, President Camarillo, CA

49 Bollin Label Systems $10,000,000 Mark Bollin, President Toledo, OH

49 Bradley Graphic Solutions Inc. $10,000,000 Robert J. Bradley, President Bensalem, PA

 COMPANY REVENUE PRINCIPAL(S) LOCATION
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*Includes sales of 360° Custom Labels, Adams McClure, Admore, Ad Concepts, Atlas Tag & Label, B&D Litho of Arizona, Block Graphics, Calibrated Forms, ColorWorx, Curtis 
Business Forms, Enfusion, Ennis, Falcon Business Forms, Folder Express, Form Manufacturers Inc. (FMI), FormSource Limited, GenForms, General Financial Supply, Hayes 
Graphics, Hoosier Data Forms, Independent Printing, Kay Toledo Tag, Major Business Systems, Mutual Graphics, National Imprint (NIC), Northstar, Printegra, Printgraphics, 
PrintXcel, Royal Business Forms, Special Service Partners (SSP), Specialized Printed Forms, Star Award Ribbon Company, Trade Envelopes, Tri-C Business Forms, Uncom-
promised Check Solutions, VersaSeal, Wisco Envelope and Witt Printing Company.
Note: The fiscal year for Ennis Inc. ended Feb. 28, 2017. Acquired Independent Printing in January 2017.

†Includes sales of InfoSeal LLC and Hampshire Label.

‡Includes sales of Anchor Computer and Green Light Envelope Printing.

§Includes sales of Maggio Printing.

ǁIncludes sales of New Dimension Labels and LaunchPad Intelligent Solutions.

¶Datatel Resources Corporation was acquired by Wise in October 2017.

All sales information provided by suppliers directly and may represent estimates on their part. This list does not include privately held companies that could not disclose 
their sales numbers.
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WHO WE ARE

Print+Promo is the leading source of business 

strategies for the distributor sales professional. 

Featuring a monthly print magazine, weekly 

e-newsletter (The Press), in-person events 

(Distributor Connect) and an updated website 

that includes a free product search database to 

sort through more than 300,000 promotional 

products, Print+Promo helps print industry 

professionals protect legacy revenue and grow 

new revenue streams.

NAPCO Media. Total Retail’s parent company, is 

a leading B-to-B media company specializing in  

creating community through content via 

integrated media programs, video services, 

marketing services, events and event 

management, custom content, eLearning and 

market research. NAPCO Media has rapidly 

expanded its portfolio to include NAPCO  

Video Services, NAPCO Events, NAPCO 

Marketing Services and NAPCO Research. 
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S
uccessful leaders have many talents, beginning  
inside the plant. Whether implementing cost-control 
measures (especially in managing employee costs  
and materials) or substituting capital for labor, they 
take steps to increase efficiencies—and the results  

are significant.
But the true magic arguably happens when leaders think beyond 

the plant. They read between the lines and respond with a higher level 
of value add, in terms of services and customer knowledge. They con-
sider their customers’ goals, their own goals, and the skills and costs 
that are involved in meeting both sets. Most importantly, successful 
leaders practice humility and humbleness. Because, really, do any of 
us have it all figured out?

It’s a theme that permeates this year’s prestigious Top 50 Suppli-
ers list. Take Ennis Inc., for example, a $356.9 million-dollar-producing 
trade printer. Company Chairman, CEO and President Keith S. Walters 
doesn’t pretend to have the answers and even said as much, stressing 
to Print+Promo that great teams always find a way to win when they 
work together. Then, there’s Tom Rewolinski, CEO and president of 
$100 million-dollar generator Western States Envelope & Label. Though 
he admitted it’s challenging to stay quiet sometimes, he trusts his team 
to solve problems and prefers to create a collaborative atmosphere.

In the following section, we get to know the executives behind six 
of our top 10 suppliers. Find out what they had to say about their 
accomplishments, business influences and the future.

By Elise Hacking Carr

Leading executives present their vision for the industry
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What was your company’s biggest accomplishment over the 
last year?
Keith S. Walters: [I’d say] the acquisition of Independent Printing 
and its increased capabilities to our company. Independent brings 
a strong brand name and reputation to Ennis. Independent is 
known for its presentation folders and checks, but [the company] 
is also a major producer of traditional and digital commercial 
print, bringing capabilities we don’t have in our other facilities. For 
instance, Independent has a Fuji J Press that allows for the digital 
printing of full-size presentation folders in small or 
personalized quantities.

What is your company’s top priority for 2018?
KSW: The continued pursuit of additional printing 
companies that bring value to our customers.

Besides sales numbers, what makes a top supplier?
KSW: [It’s the combination of] breadth of product lines, 
technology/e-commerce assistance, sales assistance, 
consistency in product and service, and the ability to adapt to 
unusual needs.

What is the biggest challenge facing the industry today, and 
how can we work toward a solution?
KSW: Obviously, [there is] the continued decrease in the demand 
for many printing products and finding products with a better life 
cycle, but I believe the value of consistency in a company is under-
valued. One of our industry’s biggest challenges is to believe in the 
organizations that got the industry to where it is today and its ability 
to adapt to the changing environment. We need to keep our indus-
try in the right frame of mind if we plan to succeed in the future. 
None of us have all the answers, but great teams find a way to win.

What is the toughest part about being in charge?
KSW: That depends on the personality of the individual. I actu-
ally believe it is harder to not be in charge. Of course, there is no 
one to blame for decisions that don’t go as planned, so why waste 
the time? Encourage the organization to forget the past and move 
forward. I don’t think you can ever look surprised or disappointed 
when in charge. Maybe that is the hardest part.

Whom do you admire most as a business leader?
KSW: Actually, there are many people I admire, but not solely as a 
business leader. Success in business has much in common with 
sports success, in my mind. Our company is run very similar[ly] to  
the sports teams on which I have always participated. A great coach 
is first a person with values the team can believe make sense. 
Admiration in business requires success, which has a lot to do with 
the opportunities that present themselves. Having the team ready to 
react to the situations as they present themselves are the leaders I 
admire. If it looks easy, I know the work it took to make it that way.

Is there anything you would like to add that we haven’t  
already discussed?
KSW: It is critical to improve your organization every day. The idea 
that individuals in my role constantly come up with grand strate-
gies that change companies and industries is overrated. Leaders 
should work to prepare their organizations for the “game.” That is, 
in my opinion, the real value a leader brings to an organization. I 
have been on many sports teams in my life, and I have yet to see a 
coach play during the game!

1. Ennis Inc.  
Principal: 

Keith S. Walters,  
Chairman, CEO  
and President

ONE OF OUR INDUSTRY’S BIGGEST CHALLENGES IS 
TO BELIEVE IN THE ORGANIZATIONS THAT GOT THE 

INDUSTRY TO WHERE IT IS TODAY AND ITS ABILITY TO 
ADAPT TO THE CHANGING ENVIRONMENT.

– KEITH S. WALTERS, CHAIRMAN, CEO AND PRESIDENT, ENNIS INC.
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What was your company’s biggest accomplishment over the 
last year?
Bill Korowitz: Hiring more great people [stands out].

What is your company’s top priority for 2018?
BK: [We want] to get closer to our customers and 
get answers to our customers faster.

Besides sales numbers, what makes a top  
supplier?
BK: World-class customer service [is a must].

What is the biggest challenge facing the industry 
today, and how can we work toward a solution?
BK: We need more sales training for suppliers and 
distributors alike. Money and time [are issues, too].

What is the toughest part about being in charge?
BK: Making decisions without enough information to make a  
great call.

Whom do you admire most as a business leader?
BK: Peter Seidler, managing partner for Seidler Equity Partners. I 
think he’s very down-to-earth, but super smart, and proves to me 
every day that both of those qualities can co-exist.

4. Magnets 4 media
Principal: 

Bill Korowitz, CEO

What was your company’s biggest accomplishment over the 
last year?
Tom Rewolinski: We’ve made a lot of progress on multiple fronts, 
so it’s tough to name the biggest. The driver to our many accom-
plishments [was] getting everyone focused on our strategic plan. 
So, I would say the development and communication of our strate-
gic plan has been our biggest accomplishment.

What is your company’s top priority for 2018?
TR: [We want to] continue to grow by being the first choice for our 
customers. We will do this by providing solutions, 
new innovative products and staying true to our 
mission statement–“Your Message is our Mission.”

Besides sales numbers, what makes a top  
supplier?
TR: A top supplier is reliable and works with a 
customer to provide solutions. They aren’t just an 
order taker.

What is the toughest part about being in charge?
TR: [It’s] resisting the urge to suggest solutions to problems your 
team is working on. Let your team solve the problem. I am here to 
create an atmosphere of collaboration and ensure a safe environ-
ment so everyone’s ideas are considered. 

Whom do you admire most as a business leader?
TR: Jeff Bezos of Amazon. He is [a] visionary and has created an in-
novative team that continues to not only disrupt with new ideas, but 
they can implement those new ideas successfully.

5. Western States  
Envelope & Label

Principal: 
Tom Rewolinski,  

CEO and President
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What was your company’s biggest accomplishment over the 
last year?
Bill Mahre: We continue to grow and be profitable. In any market-
place that is a major accomplishment. From a product standpoint, 
the launching of our new Luminate products has been a big hit. Two 
different pen styles, battery charger and flashlights with light-up 
messaging features using new technology provides 
end-buyer clients that unique marketing element and 
“wow factor” to highlight their brands in a simple, 
but very impactful, manner. When we launched the 
Luminate Delta pen in January at PPAI, the lines at 
our booth to get a personalized pen sample were 
overwhelming. We knew then it was going to be a 
big win in the marketplace. More products to come 
in 2018.

What is your company’s top priority for 2018?
BM: Our tagline is “Quicker—Easier—Better,” which we will con-
tinue to emphasize. The core is to continue to find ways that we 
can make it easier for distributors to do business with ADG. Identify 
products that can be brought to market that have a distinct point-
of-differentiation and provide end-buyers with creative marketing 
and messaging tools. Sounds easy, but it is a daily priority for 
ADG’s people.

Besides sales numbers, what makes a top supplier?
BM: Everyone would initially probably say customer service, which 
should actually be expected and the standard of any organization. 
Our emphasis has also been on trying to get things right the first 
time in an expedited manner. If distributors and their clients know 
what to expect from ADG, and we can deliver that consistently 
over time, our reputation and business results will continue to 
grow. A good example of that vision is our ADG Service Advan-
tage Fee. A few years ago, I was frustrated with the large number 
of industry add-on fees suppliers were using and the complex-
ity they brought to our business model. The ADG team analyzed 
what it truly cost to bring an order through the system, and what 
we found has helped us immensely, as we now have one simple 
order charge ($15G) that covers set-ups, rush charges, third-party 
billing, proofs and drop ships. Distributors know clearly what to 
expect from ADG and have really enjoyed not being inundated 
with multiple fees on their orders. [It’s] not a complicated model, 
but it clearly works for distributors.

What is the biggest challenge facing the industry today, and 
how can we work toward a solution?
BM: [I’m] not sure there is just one major obstacle, but a couple 
come quickly to mind. Recently, there have been a number of 
equity firms and large organizations entering the promotional prod-
ucts space (i.e., Walmart). I have heard some people get excited 
because they think that these folks “love promo items and our 

industry growth,” which is why they are entering, but another thing 
these moves tell us is that there are a lot of inefficiencies in our dis-
tribution model. (That is kind of how Walmart and equity firms have 
been successful.) We need to drive out unnecessary costs by being 
more disciplined and find ways to leverage technology so that 
bringing products to market via the supplier/distributor model will 
continue to be a value add going forward. That leads directly into a 
connecting area, which is the need to create and install standards 
for our industry. Technology continues to exponentially get deeper 
into buyers’ everyday lives, and in many ways provides simpler 
experiences. Going forward, we need to look at everything we do 
and try to make it quicker, easier and better.

Whom do you admire most as a business leader?
BM: [I admire] leaders who continue to do what is best for their 
people through mentoring, training and maintaining high ethical 
standards. I was fortunate enough to spend the first 14 years of my 
career at Procter & Gamble, and one of our previous CEOs had a 
wonderful saying: “You can take away my brands and factories, but 
if you leave me the people, we can rebuild this company within 10 
years.” [That] says a lot about what is really important for an organi-
zation to be successful.

Is there anything you would like to add that we haven’t already 
discussed?
BM: Compliance and product safety will continue to be major  
topics in our industry. Making sure we have proper testing results/
documentation and identify[ing] ways to ensure that quality 
products continue to be provided will be the standard by which 
top-notch companies will be evaluated. When a poor quality prod-
uct enters the market and makes the news, it negatively affects 
everyone in our industry.

8. ADG Promotional  
Products
Principal: 

Bill Mahre, President
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What was your company’s biggest accomplishment over the 
last year?
Kevin Hayes: Our company’s biggest accomplishments were adding 
resources and capacity to support significant newly acquired custom-
ers. We added short-run digital and flexo presses to support the growth 
of private brands and the proliferation of SKUs for all brand owners. 
We also invested in the latest pre-press artwork technology/software, 
which collaborates with brand owners and their design houses.

What is your company’s top priority for 2018?
KH: Bringing on new channel partners to leverage our expertise 
in packaging and the investments we have made in pre-press and 
printing technologies.

What is the biggest challenge facing the industry today, and 
how can we work toward a solution?
KH: In several areas, traditional print processes are being replaced by 
digital applications. The industry’s challenge is to find new products and 
markets to replace legacy business. We have successfully reengineered 
our company around packaging and data management solutions.

What is the toughest part about being in charge?
KH: To me, that question is really [asking] what the toughest part about 

crafting the vision and purpose of the company [is]—the toughest part 
is managing strategic timing of investments in technology and people 
development. This is always an ongoing process; however, making the 
right moves at the right times will dictate our future growth and profit-
ability. Ultimately, we want to offer the right value proposition for our 
customers and prospects.

Whom do you admire most as a business leader?
KH: In general, I admire leaders who innovate and change market 
paradigms, all the while creating intense employee satisfaction and 
customer loyalty. Examples include 3M, Salesforce.com, Southwest 
Airlines and Google.

9. Outlook Group LLC
Principal: 

Kevin Hayes,  
Executive Vice  

President

WHO WE ARE

Print+Promo is the leading source of business 

strategies for the distributor sales professional. 

Featuring a monthly print magazine, weekly 

e-newsletter (The Press), in-person events 

(Distributor Connect) and an updated website 

that includes a free product search database to 

sort through more than 300,000 promotional 

products, Print+Promo helps print industry 

professionals protect legacy revenue and grow 

new revenue streams.

NAPCO Media. Total Retail’s parent company, is 

a leading B-to-B media company specializing in  

creating community through content via 

integrated media programs, video services, 

marketing services, events and event 

management, custom content, eLearning and 

market research. NAPCO Media has rapidly 

expanded its portfolio to include NAPCO  

Video Services, NAPCO Events, NAPCO 

Marketing Services and NAPCO Research. 
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What was your company’s biggest accomplishment over the 
last year?
Jim Kersten: We implemented a new companywide ERP  
system. This was a major undertaking, transitioning our corporate 
office and five production locations while continuing to maintain a 
high level of service to our distributor customer base.  
The new system fundamentally changed the way we 
run our business by providing effective automation 
to our processes and instilling greater controls  
over all areas of our company. It also creates an  
opportunity to provide our distributors with better 
and real-time information.

What is your company’s top priority for 2018?
JK: Our No. 1 priority for 2018 is to ensure we 
continue to completely meet the needs of our dis-
tributors. We have been very fortunate to enjoy a strong business 
partnership with them, which has allowed us to grow our company. 
In the past year, we have added substantially to our production 
platform, systems and personnel. Our key focus, as we prepare for 
the upcoming year, is to make sure we are hitting on all cylinders 
to provide the best service, delivery and quality to our distributors. 
In other words, [we want to] take the investments we have made 
and turn them into a value proposition for our customers, which, in 
turn enables them to increase the value they provide to their end-
user customers.

Besides sales numbers, what makes a top supplier?
JK: It is really about managing the details—doing what you say you 
will do and continuing to reinvest in your company so you remain 
viable in the marketplace. Our distributors are valued customers 
who have other options for their label production needs. It is our 
job to listen to them; they are our eyes and ears in the field. Then, 
take the necessary steps to ensure we are giving our distributor 
partners what they need to be successful, whether that is marketing 
support, production options, data, distribution capabilities or other 
enhanced services.

What is the biggest challenge facing the industry today, and 
how can we work toward a solution?
JK: A major issue confronting the pressure-sensitive label market 
is recycling in order to minimize landfill needs. The very nature of 
our product (different face stocks, adhesives and liners) makes it 
difficult to recycle. This is an issue that is being addressed at all 
levels of our industry, including raw material providers, converters 
and end-users. Working together, we have learned from each other 
and are starting to see areas of opportunity become reality, such 
as new materials; chemicals and element components that are 
friendlier for the environment; reduced material thicknesses; waste 
being turned into an energy source; recycled components being 
utilized in our base materials; and the development of new methods 

for separating label waste to achieve higher levels of recycling. This 
is definitely a team-based process that has started to gain traction 
between industry members.

Whom do you admire most as a business leader?
JK: Over my career, I have had the opportunity to work with 
many excellent business leaders, both in large and small compa-
nies. One, in particular, is Bob Hakman who founded Diversified 
Labeling Solutions 32 years ago. He is the archetypal entrepreneur: 
He started with nothing, built a business based on a passion, 
considers his employees his family, is focused on growth and is 
completely dedicated to meeting customer needs. Over the past 
six years that I have worked with Bob, I [have been] constantly im-
pressed by his work ethic and mission to always improve how the 
business is run. I admire Bob. He figured out how to be successful 
on his own; he has the innate intuition to scope out opportunities, 
identify risks and determine the best way to approach both.

Is there anything you would like to add that we haven’t  
already discussed?
JK: There is another challenge our industry is facing: succession 
planning. The label industry is going through a significant change 
as baby boomer manufacturers and distributors are retiring at a 
steady clip. There is a lack of people lined up to replace them. This 
is a topic that comes up at every industry meeting or event that I 
attend. Many in the Generation X and millennial age groups have 
opted to look more toward technology and social media for careers 
rather than the brick-and-mortar business of labels. Those who 
have followed baby boomers into labels have seen that there is a 
future in this business, and they are doing quite well. The issue is 
that we need more of them. In our company, we have embraced 
the younger generations and are working hard to recruit, train and 
promote this next generation of leadership. 
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