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OUR MISSION IS TO PROVIDE COMPREHENSIVE, WORLD-CLASS GRAPHIC ARTS SERVICES TO AMERICA'S LEADING ENTERTAINMENT
COMPANIES, ADVERTISING AGENCIES AND CORPORATE IMAGING GROUPS. OUR DEDICATION TO QUALITY IS DEMONSTRATED IN
EVERY ASPECT OF OUR BUSINESS - FROM INITIAL PLANNING THROUGH FULFILLMENT AND DISTRIBUTION.

Times

In Memoriam

t is with profound sadness
that we announce the
passing of Walter Hirt,
founder of Primary Color,
beloved husband, father of three
sons and grandfather of four.
Walter was born April 29, 1933 in
Nice, France and passed away at
his home in Fallbrook, California
Sunday, July 1, 2007

Walter’s lifelong quest for
adventure and achievement took
him from France to Switzerland,
England and in 1956 to South
Africa where he founded his own
lithographic printing company
— Hirt & Carter — in 1964. He was
highly regarded as an innovative
pioneer by his peers, his clients

Walter Hirt
1933 - 2007

dedication to quality and service
that today constitute the guiding
principles of Primary Color.
Walter’s inspiration and his
dedication to excellence will never
be forgotten.

Walter relished the unique
climate and geography of California
and found it an ideal location to
fuel his passion for gardening,
photography and for exploring the
hidden treasures of the surrounding

deserts and mountains.
As with everything he set out
to do, he did so with style
and enthusiasm.
Walter Hirt is survived by his
wife Elisabeth, his sons Ron,
Dan and Mike and grandchildren

and the industry he served. Typical of his achievements Julia, Adrian, Nicholas and Kayla.
while operating the firm in Johannesburg was the
prestigious 3M International Excellence in Lithography The family suggests contributions to the following
award for Point of Sale Material and the coveted Sappi organizations: Fallbrook Garden Club, P.O. Box 1702,
Fine Papers Printer of the Year award. Fallbrook CA 92088 Attn: President / Hirt or

When he moved to the United States in 1983, he Anza-Borrego Foundation, PO Box 2001, Borrego
brought with him an entrepreneurial spirit and a Springs, CA 92004 Attn: Hirt Fund
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Skyrocketing Postage Costs?

Mailing More Pieces
But Achieving
Diminished Results?

able to Realize
R%,; Objectives With

Your deitiqnal P
Campaigns?

You're a
Perfect
Candidate for
Marketing
Automation!

hat, exactly,

is marketing

automation?

According to

the Adobe
Variable Data Publishing Resource
Center, it describes “automating
the business processes involved
in marketing: campaign definition,
creation and execution; market
segmentation and targeting;
collecting and analyzing response,
and feeding back the response
into the system.”

Marketing automation involves the
blending of sizzling creative and
compelling offers with relevant data. When
this is successfully accomplished, print
campaigns become far more effective and
our impact as graphic arts professionals

is greatly enhanced. As Kevin Joyce,
Managing Director of Kodak’s Graphic
Communications Group, puts it, “I think
about workflow as the management of data
... The key to what our customers can bring
to their customers lies in how well they

can manage the data ... It raises the level of
the conversation way above the somewhat
mundane question about whether to buy
an iGen, an Indigo or a NexPress”

www.primarycolor.com

Print-on-demand
allows discerning
companies an op-

portunity to realize
verifiable returns
on investment.

In the graphic arts sphere, there are
two essential components of marketing
automation: web-to-print portals and cross-
media campaigns. Each has its own flavor
and purpose — the end result of which is
enhanced response and a demonstrable ROI
on one’s print investment.

Web-to-print portals allow consumers
(or employees, agents, etc.) to order printed
materials via the internet. Documents
can be either static or variable data and
are usually printed “on demand” A good
example would be a manufacturing
company with a distributed nationwide
sales force. Rather than stocking up each

PRIMARY

What's the
PROBLEM?

sales office with cases of printed literature

— most of which go unused, a web-to-print
portal allows sales execs or customer service
personnel to order what they need, when
they need it. If an end user is interested in

a specific product, a company agent can
order a customized brochure, catalog or
sales sheet that is tailored to a particular
application. Information contained in the
printed piece can be variable.

For example, if an end user specified the
deluxe “home model” of a vacuum cleaner
with a hepafilter attachment as opposed
to the “hotel model,” those images and
corresponding text can be called up and
incorporated into a customer brochure.
Why send a full-line catalog to someone
who is interested in a specific product?

Another nice feature of portals is the
fulfillment component. As an on-demand
service, a portal serves as the front end to
an ordering and distribution system. When
products are ordered, predetermined rules
are triggered and appropriate items are
sent — automatically. Web-to-print portals
provide an excellent avenue for limiting
print-spend to those items that clients,
end users or agents actually use. Print-on-
demand allows discerning companies an
opportunity to realize verifiable returns
on investment.

Cross-media campaigns are close
relatives to web-to-print portals. Their

265 Briggs Ave., Costa Mesa, Ca. 92626
Tel: (949) 660-7080



popularity has grown exponentially in the
last year or so, with marketers increasingly
specifying this innovative approach as front-
line. In cross-media, one is engaging in “opt-
in” marketing. The essential component is
the pURL (personalized URL).

Here’s how it works. A company arrives
at the conclusion that its traditional direct
mail campaign has lost its effectiveness,
and that a .5% response rate is simply
unacceptable. The company may also want
to learn what its customers think — rather
than the marketing department assuming
what customers think.

Imagine, for the purpose of illustration,
that this company sells travel packages. In
a cross-media campaign, an initial mailer
would be designed to pique the interest of a
potential traveler. Prominently displayed in
the text one would find a pURL (i.e., www.
funtrips/janedoe.com). Once Jane accesses
the pURL, the fun begins. Jane is asked
a series of questions, beginning perhaps
with desired destination. Should she select
“South Pacific,” the following questions
would pertain to such a vacation. She might
be asked what specific area of the South
Pacific she finds most appealing. She might
also be queried about her preference of
in-port activities. If Jane favors snorkeling
as opposed to shopping, her trip would be
further tailored to meet her preferences.

Once a survey has been completed, a
highly individualized brochure (or email)
is created and sent to the requestor. It is
especially important to remember that this
information has been requested — it’s not
Jjunk mail! It’s also not intrusive. No one
asked for Social Security number, copies
of W2s or the name of one’s firstborn. The
entire idea of cross-media is to provide
compelling information that a prospect or
client specifically asked for.

The promise of cross-media is that
response rates are much higher than
traditional direct
mail campaigns.

It’s not unusual to
accomplish results

in the 5-20% range,
depending, of course,
on the presentation of
a compelling offer and an
understanding that traditional
envelope-based packages are
rapidly waning in popularity and
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Primary Becomes

GRACoL 7
Master Printer

Company Earns Prestigious G7 Process Certification

n prepress and print production, adherence to standards
allows a company to offer certifiably accurate color
throughout the manufacturing process — from file creation
through manipulation, proofing and ultimately to on-press

approval. Primary Color has always been well ahead of the
curve when it comes to process control, and has done so again,
with G7 certification.

Today’s print buyers are looking for service providers that
offer better matching between proofs and press sheets. SWOP
(Specifications for Web Offset Publishing), our industry’s most
common standard, offers consistency in rotary offset production.
Unfortunately, the standard must be “tweaked” to apply to higher
quality sheetfed production; thus, the TR001 dataset. According
to Jay Sato, Primary’s Chief Technology Officer, “If SWOP was an
archery target that everyone was trying to hit, TR001 would be the
bull’'s-eye”

It is also important to note that our industry has a global
production standard — ISO 12647-2. IDEAlliance defines it as
“process control for the production of half-tone color separations,
proof and production prints” Although the standard defines
such critical factors as ink, paper and dot gain, it does not define
the all-important ingredient — appearance. Given this vacuum,
IDEAlliance set out to create an industry standard using the
worldwide ISO benchmark as its foundation.

G7 is a methodology. Its parent is GRACol (General
Requirements and Applications for Commercial Offset
Lithography), whose purpose is, according to a well-established
industry source, “... a way of utilizing existing ISO standards
in a more efficient and effective way. The G7 methodology is
revolutionary because it is the first specification designed to reliably
and efficiently match the visual appearance of multiple devices by
defining gray balance and neutral print density curves instead of the
traditional method of measuring TVI for each color”

G7 begins where SWOP leaves off. For high-impact sheetfed
offset production, GRACol is a far more precise standard. G7,
based on visual metrics (i.e., density) as opposed to mechanical
metrics (i.e., dot gain), focuses on standardizing gray balance

and neutral density, regardless of ink color, press manufacturer
and other mechanical factors. G7’s ultimate goal is to identify a
“universal neutral print density curve” (NPDC) that can “apply to
every dot shape and screen frequency”

What will G7 do for me? As a print buyer, G7 offers an
environment in which proofs are tailored to the press; there is
a symbiotic relationship between the two, while guesswork is

acceptance. effectively eliminated. From Primary’s perspective, G7 allows us

Although marketing
automation is one of Primary’s
newest service offerings, it has
generated an extraordinary
level of interest among our
clients. For a more detailed
description, ask your Primary
account executive to arrange a
brief presentation.

N7
GRACoL Digital
Proofing Bar 3

to mandate color accuracy at all levels. It also allows us to work

z
7

.

with printers worldwide who may be manufacturing color-critical

\Y

branded work.

With its G7 certification, Primary joins an elite group of worldwide

graphic arts service providers that have mastered the art of color
science. As a GRACol 7 Master Printer, Primary stands proudly
apart from its competitors.
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0 many
observers,
remote
proofing
represents a

major breakthrough in graphic

communications workflow.

The concept of viewing accurate

color on a remote monitor — literally

seconds after it has been finalized in

prepress — changes the dynamics of how we

work together.

The benefits seem obvious, and yet there
are many skeptics among us. How can there
be such a disparity in thought, where some
believe remote proofing to be akin to
a graphic arts “holy grail,” while others
continue to view it as unproven, untested
and untenable?

As an industry, we've done a rather poor
job of touting the benefits of remote proofing.
We simply haven't provided our clients with
enough information about the different types
of installations that are available, and how
they are best deployed in a digital workflow. If
one accepts the premise that remote proofing
works and that it is beneficial, the next step is
to examine the options.

REMOTE SOFT PROOFING

This is the “anywhere, anytime” solution.
Prinergy-generated PDFs are automatically
posted to the primaryEproof site, where
authorized stakeholders can view them. It’s
as easy as opening an email. In fact, that’s
exactly what it is. Stakeholders receive an
email and once opened, clicking on a URL
will launch the proof.

Now, it goes without saying that not every
monitor is color accurate. In fact, few are.
With remote soft proofing, one can view
a file on any computer with an internet
connection and a browser. It must be
understood, however, that one is viewing for
content and position only. Color may look
“good,” but unless the monitor is calibrated,
and unless one is viewing in correct lighting

conditions, it cannot be considered accurate.

Remote soft proofing is commonly used

at uncalibrated workstations, at home, in
airports, at Starbucks or while on vacation. A
viewer can make annotations, see comments
made by others, measure color with the on-
board densitometer and then communicate
in real time with the production staff at work,
or with the Primary team. It works 24/7.

REMOTE HARD PROOFING

Primary has several installations where

a calibrated Epson printer is part of the
proofing workflow. In such cases, files are
sent to a device (which is maintained by
Primary) and output for manual distribution
in the client environment. Comments and/or
approvals are duly noted, and the hard copy
is sent back to Primary, via courier or sales
staff, where corrections are made. When the
next round is ready, another file is sent to the
output device, and the cycle repeats itself.
Remote hard proofing has been popular for at
least a decade, but most adherents are those
who still don’t believe one can view accurate
color on a monitor.

Closer
Than You
May Think!

REMOTE, CALIBRATED

MONITOR PROOFING

This method represents the best

use of remote technologies, coupled

with bulletproof color science. In its

ideal configuration, the end user (i.e.,

an advertising agency or corporate

imaging department) would have a

seat license for Kodak’s MatchPrint
Virtual (MVP) system and at least one
calibrated Apple Cinema Display or an
Eizo monitor, housed in a light-correct
viewing environment.

With MPV, the end user is the “hub,” where
ICC profiles are stored for each required
viewing environment. When a proof arrives
from Primary Color, the system automatically
launches the Primary environment, thus
assuring that one is viewing color exactly as
Primary intends. Both companies are viewing
identical color, in identical conditions.

Color science has improved exponentially
in the last few years, which allows one to
view color on a monitor with an indiscernible
difference from hard copy proofing. With
this workflow in place, corrections can be
accomplished in minutes rather than hours
or days. Real-time, accurate communication
allows all parties to work far more efficiently,
with “interpretation” becoming a thing of
the past.

The promise of remote proofing
is that it greatly enhances the
accuracy of communication
among and between
stakeholders in critical color
environments. Mistakes and
misinterpretations decrease
dramatically, along with
job-cycle time. With global
stakeholders often separated
by continents, remote proofing
offers the peace of mind that
comes with knowing your
audience, or your client, is
seeing exactly what you want
them to see —right now!

“Change is the law of life and those who look only to the past or present are certain to miss the future”

-~ Lu‘. ' J
iSTOCKPHOTO.COM
—

www.primarycolor.com

—John F. Kennedy
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“Eggs''tra-ordinary Project!

Over the years, Primary Color has been fortunate to work with
many of America’s leading agencies and their high-visibility
clients. We're very proud of our work and its frequent place of
honor in display cases, on walls, billboards, convention centers
and the like. One recent project, however, “broke” with tradition
and ended up “splattered” in some very unusual places.

hen Kastner & Partners
approched Primary Color
account executive Andrew

Hill about its Gravity Challenge USA
promotion for drink manufacturer Red
Bull, the conversation was about
“realism.” The goal? To print
broken, splattered eggs on
floor graphics and make them
look real. No rough and grainy
texture allowed!

Primary’s team rose to the
occasion and proposed an
outdoor adhesive laminate

that would allow precise texture and
color reproduction without the usual
“outdoor overlam look and feel.” The
pieces were printed on our VUTEk
5330 8/color 660 dpi flatbed UV
machine and then die cut on
our precison Multicam “XYZ"
CNC router. Red Bull's Mike
Poznansky remarked, “They

look phenomenal. The tight die

cut and quality of print make

them seem so real and, without
a doubt, will draw some eyes.”

We agree. See for yourself.

Triga Sets Sail with

Princess Cruises

PRIMARY

NEW BEGINNINGS

When a family or a company moves to new
quarters, its almost a given that something
important will be lost in transit. Fortunately for
Primary Color, nothing important remained
behind during its recent move from Irvine to
Costa Mesa.

Primarys new 65,000-square-foot facility is
state of the art in every regard. It was designed
with rapid response, and future growth, in mind.

eshop oor layout was designed for maximum
throughputand e ciency in mind.

e new building  unlike the old facility

allows oursta to spread out their various
operations. In addition, adequate warehouse
space is now available for the company s large-
scale ful llmentand distribution contract
engagements. O ce space, conference rooms
and customer lounges in the new facility are
plentiful and well appointed. Customers can
now take advantage of facilities that allow both
business productivity and relaxation. Were very
proud of our new facility and invite each and
every one of you to visit us at 265 Briggs Ave. in
Costa Mesa. Were so pleased with the results
that we ve decided to do it again in August, when
we Il be moving our Culver City operation
to El Segundo.
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“Giclee
printing

is a logical
extension of
our focus on
excellence.
Output for
fine artis a
synthesis

of our
proven color
management
techniques
and our
emphasis on
achieving
impeccable
quality.”

&

FSC

Mixed Sources
Product group from well-managed
forests, controlled sources and
recycled wood or fiber
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he latest addition to Primary’s array of products and services is Giclee, which is a term for the

process of making fine art prints from a digital source using ink-jet printing.

Primary’s newest addition is a state-of-the-art Cruse scanner, which is more advanced than the
technology used at the Getty Museum or the Vatican Archives. In Giclee printing, image capture accuracy
is key. For this reason, the Cruse scanner is unbeatable. It is absolutely precise in all areas, from the lens
to the table and the lighting.

The Cruse scanner can handle thick or mounted originals up to four inches in depth. It can also
accommodate original creations up to 8 wide x 12’ long. An added benefit of the scanner is that originals
need not be removed from their frames.

According to Primary’s President Dan Hirt, “Giclee printing is a logical extension of our focus on
excellence. Output for fine art is a synthesis of our proven color management techniques and our
emphasis on achieving impeccable quality”

While Primary Color provides scanning and output services, a partner company, ARTdeSoul, provides
artist management and representation services. ARTdeSoul, housed in Primary’s Costa Mesa facility,
endeavors to represent, publish, market and distribute the finest original contemporary art from around
the world. According to Barbara Kaufman, President of ARTdeSoul, the company “markets both the
original art and Giclees globally through our website, exhibitions, events and partnerships with hotels,
corporations, hospitals, architects, interior designers, cruise ships and auctions”

For information about Primary’s Giclee services, please contact your sales executive. Inquiries
regarding artist representation, marketing and distribution should be directed to Barbara Kaufman at

(949) 500-5100 or via email at barbara@artdesoul.com. For a comprehensive overview of ARTdeSoul,

please visit the company’s website at http://www.artdesoul.com.

Digital Signage Goes Mainstream

Digital signage has become one of the hottest growth areas in the graphic arts industry. A form of
out-of-home advertising, digital signage is displayed on electronic screens or digital signs, and can be
changed via pre-programmed schedules or by manual intervention. One of its principle benefits is that
a physical sign need not be changed; it’s done electronically.

Digital signage has many forms — scrolling message boards, LCD or plasma display panels, electronic
billboards, projection screens or OLED’s (organic LED’s) that can be controlled electronically via a
computer or other control mechanism. Popular in retail, digital signage is rapidly gaining acceptance in
airports, sports venues and other high-traffic locations.

One of the principle benefits for graphic arts professions is that digital signage campaigns create a
need for vast amounts of content. An airport installation, for example, might be programmed with
a Benihana ad in German to be viewed by the passengers of an arriving Lufthansa flight, a Wolfgang
Puck ad in Japanese for an arriving JAL flight and a Panda Express ad in Portuguese for a Varig flight
arriving from Brazil. With digital signage, the variations are endless, as are the graphic and content
possibilities.

If you're interested in learning more about digital signage, ask your Primary sales executive to

arrange an introductory meeting.

PRIMARY Tel: (310) 841-0250 and (949) 660-7080




