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FOREWORD (&)

This book is a fresh approach to an old and honored profession.

Many new processes and new materials

affecting printing have appeared in recent years.
. Many new users of printed communications, in areas of

corporate management which never before have done any printing
planning, have broadened the scope of this medium.

Finally, in our fast increasing population, there are many new persons
who are participating in the graphic arts for the first time.

For those reasons, and because everyone benefits when knowledge of

an industry is shared, Kimberly-Clark Corporation has prepared

and published this book.

This is not a comprehensive treatise on printing mechanics, but rather a
basic introduction to help planners, buyers, and users of printed
promotional material enjoy a greater return from their printing dollar.
Kimberly-Clark salutes you who have helped increase the importance
of printing in the past, and you who will continue to increase

the stature of this profession as you increase your own.
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BEPRIES BARSEEMEE AR
MODERN PRINTING

significant force in today’'s economy

tresasnrser st

Before considering printing processes and details, let’s look first at the importance of
the printed word-today — who buys i, why, and how commereial printing is used.

" Thanks to neic products, new markets, and a constantly increasing population,
U.S. industry has leaned more heavily on printing each year. Since this medium is

the ‘only m of mass ¢ nications of a | ot nature, it :-mdom';.*(';.ﬂy will
‘continue to be a major force on the world scene — a key tool-of U.S. business and

industry.
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NEW USES.. “soft sell”

Many “products” of the printing press are
familiar to every adult: school books, news-
papers, magazines, pasters, store displays, cat-
alogs, advertising leaflets and broadsides, etc.

Newer uses have helped increase the popu-
larity of commercial printing. Some of the
new “soft sell” uses, coveringsseveral corporate
areas, explain a service or tell industry’s story
instead of trying to make an immediate sale.

In public relations, printing is called upon
for many distinguished assignments: fully illus-
trated annual reports to stockholders; “facili-
ties” books telling an institutional story of a
corporation or one of its divisions such as
Research; welcome or lohby haoklets: external
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publications to create a favorable corporate
image”; special purpose publications covering
such specific areas as distributor relations;
hrochures slanted to stockholders outlining a
corporation’s multiple products, etc.

In the area of personnel, relatively new
uses of printing are deployed to achieve com-
munication from management to employee:
professional-leoking company publications
iformerly called “house organs}: recruiting
books for hiring the best possible emplovees;
hooklets to explain the many benefits offered
such as profit-sharing, retirement, pensions,
group insurance, etc.

In cther areas there are the “how to” book-
lets: instruction guides, manuals, etc.
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NEW USES..."hard sell”

In advertising, merchandising, and sales pro-
motion, products or services in our compétitive
times are sold through all media: newspapers
and magazines, television and radio, and
“direct advertising” (defined as direct mail
and all other printed material having a con-
trolled rather than mass distribution).
Hardly a week passes without some new
application of print in this tremendously im-

portant area. Self-serve dispenser cartons, nov-
elty mailing pieces, elaborate 3-dimensional
motion displays, sparkling catalog inserts,
die-cut folders and brochures, beautiful as
well as functional packaging—the list is prac-
tically limitless.

It is significant that the role of printiag in
today's world encompasses every civilized age
group from kindergarten on. As the perma-
nent medium of communications, printing is
a vital, necessary force whose importance has
increased every decade. The future of printing
is beyond all imagination. '
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BASIC “INGREDIENTS”

Vilwngh ol the component parts of different printed picees ave ruvely identical, there

are similar basic ingredients involved in the average commercial job.

The table indicates ten ingredients along with some of the wsual sources or

suppliers. Note that there is a choice of suppliers in sevoral cuses, depending on

how the job is assigned.
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For the heginner, a thumb-nail description of
each of the ten ingredients follows:
1. COPY R4%

This is the written part of the job: the text,
descriptions, headlines, tabular matter, ete.
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2. LAYOUT Mhditst

This is the “blueprint” — an artist’s conception
of the finished job. Lavouts are usually pre-
pared on transparent paper with pastels or
pencil. then mounted on opaque sheets. Lay-
outs car be very rough, semi-comprehensive,

-7
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Usually it i= prepared before Livout is made,
althougl in some cases copy is written to fit
a pre-conceived Javoet, Old-timers have their
cope finalized before it leaves the tvpewriter to
avard chimges that can canse unnecessary costs,
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or so comprehensive that nothing is left to the
imagmation. Normallv they are the same size
as the finished work.

Chunges and corrections can be made casier
anel B mieee conmomically on the Taveut than
in the mone finished stages of the jr\h_
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3. FINISHED ART %4

This includes illustrations, hand lettering,
charts, color blocks, ete. ready to be made into
plates. 1t follows the layout as a guide. Fin-
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4. PHOTOGRAPHS K

Similar to finished art, photographs can he
corrected i necessary by retouching, before
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5. COMFOSITION grkk

This is eopy st in tvpe — either machine set
or hand set. Proofs are usually submitted in
“galley” form to be read for corrections. 1t
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6. LETTERPRESS PLATES &k

Printing plates for letterpress are usually made
on metal throngh a photo mechanical proc-
ess. (Wood, plastic, and other materials are
also used.) The qualitv of the engraving, ob-
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ished art should be checked carefully, since any
changes made later will require new plates.
Artwork usually is made larger than final size,
in order to allow reduction for the sharpest
possible reproduction.
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niates are made. Glossy prints ol black and
white negatives are usually used. In the casc
of color photography, several types of originals
are used. (See Chapter 10,
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is important to make all corrections on these
first proofs. Errors on the part of the type-
setter are not charged to the customer
Changes made from original copy are called
“alterations,” and are charged for.
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viously, determines the quality of the repro-
duction. Proofs are easily pulled for inspection
before the job is run, cither in page form, or
pasted up into 2 complete dummy. (See Chap-
ter 13.)
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Aexible metal plafé' through a mechanical
7. LITHOGRAFPHIC PLATES"’F‘H& process of photo-chemistry. Proofs are avail-

[n offset lithography, everything — type matter, able, in a somewhat more complex operation.
photographs, art, etc. — is transferred to a thin {See Chapter 12.)
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8. PAPER FI#,

Unlike some of the other ingredients, printing
papers come in an astonishing variety of
brands, types, weights, textures, colors, and

TR AR S A FR A B
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9. PRESSWORK EP &)

After plates are approved, the job finally is
ready to be run. The size and tvpe of press.

EMAR WEER ALz # o kb AEENEEIESIR) 0 R
RIS BRI T ~ AT ~ 1R i w9 el

10. PROCESSING Ef A& %
Finished press sheets go to the bindery or
processor for any of a number of operations,
depending on the job. These include laminat-
ing, die-cutting, embossing, cutting, folding,
punching, stitching, collating, trimming, etc.
(See Chapter 16.)
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prices. There is always the right paper for the
specific job. It is important to know in advance
what paper will be used because many of
the other ingredients will be pl d accord-
ingly. (See Chapter 14.)

EIbisn Lo ARG S e S RRAG SRRR
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inks, and method of running will have been
determined. Once the press is started, no
changes should be made by the customer.
{See Chapier 15.)

E ik b o B TSRy o BHE S RIRE
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These highlights of some of the steps from
conception to finished preduct indicate that
o great deal of careful planning is required
to make the final printed job an efficiently
produced product, with quality tailored to
fulfill the ultimate objective.
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[ Element of printing )

— gl i { Prioting Plate }

) ¥ { Origigal )

] 4 { Printing ink )
#EIE | Printing object |
E) i P { Printing Press }
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"¢ THE PRINTER

L

In the last chapter o table listed carious “ingredients” of the printed job, along

with sources for each. Of all the sources, the printer is by far the most responsible

for the final product.
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THE PRINTER 1S. YOUR KEY
MAN—LET HIM HELP YOU

1t is one thing to have him give you his

ED BIA Bl U7 B 3R E RS AR TS TR
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BUYER-PRINTER 3% £ f1¢f §
RELATIONSHIP R #98j4

Many buyer-printer relationships are pleasant,

h n‘ Hefact v, and ec ically sound
because they are based on trust and respect.
How is this relstionship built? How can it
be more prevalent? Since both buyer and
seller benefit from the ideal relationship, it
might be wise to review some of the habits
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SEVERAL TYPES €pR| g &4 30
OF PRINTERS

JOB PRINTERS are usually neighborhood
firms specializing in short run announcements,
husiness cards, forms, ete.

THE SMALL COMMERCIAL PRINTER,
with from 10 to 20 emplovees, does form work
and probubly some advertising color work.

Rk CRARTRRAZAIE-

lowest price for vour set of specifications. It
is amother to work with him from the incep-
tion of the job, making use of his knowledge
and expericnce so that there is no waste and
no inefliciency from start to finish,

LR T 5 e R R A S E AR B L) B
PREBBIET, $BRR AR RE

of the successful buyer-printer relationships.

Good buyers will tell you that they have
not one or two, but several sources far their
printing. They fully realize the advantages
that different printing houses can give, de-
pending on the assignment Through experi-
ence the buyer knows exactly which firms
can be relied upon in each category. He neoer
demands more than his printer is equipped
to give him—and he never occepts less.
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LARGE COMMERCIAL PRINTERS include
specialists and general purpose printers with
from 20 emplovees to a thausatd or more,
with a variety of different tvpes of equipment
and facilities,

Then there are specialiss among the me-
dium and large printers—those whose primany
output is packaging materials or displays or
publications or continuous forms, et

—12 —



Y printers can offer creative help. Many
will have valuable suggestions on selecting
type faces and paper stocks, and can give
gowd counsel based on their experience. A
few others have full time professional serv-
ices under the same roof as their production
equipm. . and can offer advertising planning,
copywriting, luvout, and finished art.
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DIFFERENCES W by £ 5

IN QUALITY

In printing, as in almost any trade or business,
vou usually get what you pay for. Lahor costs
in a given locality are about the same, and
material costs are usually identical. Thus the
difference in price is almost giways due to
the difference in quality. The time spent on
a printing job is often the key to its cost.
And remember that it takes longer—all along
the line—to produce a fine looking job than
an "ordinary” job. From art and typography
to plates and paper, through presswork and
binding and finishing, you can get medincre
workmanship or vou can get the finest quality.
It depends on what vou want vour printed

EFBIRAE » BCE R0 AR . Bl
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Many printers fall into more than one of
the categories discussed above. It is important
to know which source to select far any given
job in order to get the best results from your
printing dollar.
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promotion to accomplish.

Certainly no wise buser would insist on
the finest artwork, the best available paper,
hand lettered tvpe, multi-color process print-
ing, and expensive binding for a throw-away
piece that had no significance so far as results
are concerned On the other hand, it wounld
be just as bad to plan carefully for a prestige
promotional piece, then ruin it with poor
materials and workmanship. In this latter case.
the “cheapest” job turns out to Le the most
expensive, since it would be best not to print
it at all. For all assignments the wise huver
turns to the printer who will give him the
right quality for the particular job at the
minimum cost.
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COSTLY PRACTICES k&K #
To get the best results from both a cost and
quality standpoint it pavs to work as closelv—
and as Fairlv—as possible with vour printer
Here are a1 few practices which do NOT
result in efficient purchasing:

Price squecsing—the beat-down-the - price

method of buying

REAMSERYE LS BTHESENSE
5B o AF BLEDBI K FfE 55 oI AT Ak dadk T
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Price squeesing : # . B{E E/E0I6H
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ble rush

Repeated d di for unre
service.
Pigcemeal delicery of material to the printer.
Cenr ant changing of copy, color, cuts, plan-
ning, etc.
The more vou tell your printer, ond the better
vou understand his problems, the more he
can help you.
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