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ABSTRACT	
	
This	research	paper	dissects	47	essays	covering	success	stories	from	leaders	of	the	graphic	
communication	industry	that	appear	in	the	Ben	Franklin	Honor	Society	BFHS	Book	of	Wisdom.	
	
Content	Analysis	is	the	research	method	used	to	identify	and	quantify	the	categories	of	
recommendations	and	their	rankings	of	significance	used	by	some	of	the	most	successful	graphic	
communication	professionals	spanning	the	latter	half	of	the	20th	century	to	the	present.	
	
The	results	show	that	focusing	on	professional	development,	education,	and	training	of	staff	at	all	
levels;	carefully	developing	leadership	and	managing	strategies;	and	practicing	overall	employee	
respect	and	support	are	the	most	relevant	areas	for	achieving	organizational	goals	and	objectives.	
	
The	BFHS	Book	of	Wisdom	is	a	resource	of	knowledge	to	assist	graphic	communication	
organizations	in	planning	management	strategies	to	enhance	success	on	all	levels.	The	book	is	
available	from	Printing	Industries	of	America	using	the	contact	information	that	appears	at	the	
end	of	the	study.	
	

----------------------------------------------------------------------	
	

INTRODUCTION	
	
This	research	analyzes	the	findings	from	the	book,	the	BFHS	Book	of	Wisdom,	comprised	of	47	
essays	describing	success	stories	from	leaders,	past	and	present,	of	the	graphic	communication	
industry.		
	
BFHS	stands	for	the	Ben	Franklin	Honor	Society.	The	Society	has	approximately	285	members	
nominated	and	elected	into	the	Society	for	their	lifetime	achievements	and	success	in	graphic	
communication.	The	list	of	members	is	a	“who’s	who”	in	the	graphic	communication	industry	
during	the	latter	half	of	the	20th	century	and	during	the	21st	century:	the	leaders,	the	developers,	
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the	educators,	the	scientists,	the	technologists,	the	critical	thinkers,	the	association	executives,	the	
“captains	of	industry,”	and	more.		
	
The	knowledge	and	experience	of	this	group	is	cumulative	wisdom	that	is	lost	with	every	passing	
member,	and	never	to	be	shared	with	newcomers	to	the	field	and	those	desiring	a	path	to	success.	
This	missed	knowledge,	experience,	and	wisdom	is	the	key	to	perpetuating	the	industry’s	
continued	growth	and	success,	because	every	member	of	the	Ben	Franklin	Honor	Society	was	
successful	in	advancing	their	careers	and	organizations	to	tremendous	heights—artists,	designers,	
educators,	technicians,	scientists,	association	leaders,	CEOs,	presidents,	and	other	high-level	
managers.		
	
My	thoughts	were	that	something	must	be	done	to	preserve	and	share	this	vast	body	of	knowledge	
into	perpetuity;	that	there	must	be	an	“intellectual	thread”	that	runs	through	this	organization	for	
the	benefit	of	the	graphic	communication	industry	and	its	new	and	up-and-coming	members.	With	
each	passing	member	there	is	loss	of	what	I	consider	the	most	important	human	asset—
knowledge!	
	
The	outcome	was	a	publication	that	documents	and	preserves	the	knowledge,	experience,	and	
wisdom	of	BFHS	members	to	be	shared	with	present	industry	professionals	and	with	students	in	
graphic	communication	educational	programs;	the	next	generation	of	industry	leaders.		
	
This	paper	analyzes	the	BFHS	Book	of	Wisdom,	and	presents	its	findings	of	the	most	relevant	
practices	that	led	to	member	success.	
	

RESEARCH	METHOD	
	
A	Request	For	Proposals	(RFP)	was	sent	to	the	BFHS	members	inviting	essays	documenting	their	
success	stories.	Of	the	approximately	285	members,	47	essays	were	received.	
	
Content	Analysis	is	the	research	method	used	for	this	study.	It	explored	the	question:	What	are	the	
critical	considerations	for	achieving	leadership	and	managerial	success	in	the	graphic	
communication	industry?	
	
Content	Analysis	is	a	method	for	quantifying	qualitative	information	gathered	from	interviewing,	
historical	research,	and	descriptive	research.	Hence,	it	is	often	used	in	combination	with	other	
research	methods	in	developing	results	and	drawing	conclusions.	The	BFHS	Book	of	Wisdom	is	an	
example	of	historical	research.	Further,		“content	analysis	is	a	research	technique	for	the	objective,	
systematic,	and	quantitative	description	of	the	manifest	content	of	communication.”		The	key	
words	are	objective,	systematic,	quantitative,	and	manifest.	(Nafziger	and	White,	181)*	
	
Objective	means	that	the	categories	used	to	analyze	content	must	be	defined	so	different	people	
can	analyze	the	same	content	and	get	the	same	results.	Systematic	means	that	the	selection	of	
content	to	analyze	information	must	be	based	on	a	formal,	predetermined,	unbiased	plan.	In	other	
words,	the	researcher	does	not	examine	only	those	elements	in	the	content	that	happen	to	fit	a	
hypothesis	and	ignore	all	the	others.	Quantitative	means	that	the	results	of	the	analysis	are	
expressed	numerically.	Manifest	means	that	the	analysis	is	ordinarily	of	a	direct	and	simple	kind,	
such	as,	for	example,	“everyday”	street	language	of	a	certain	group,	jargon	of	a	particular	
profession	or	industry,	and	so	on.	It	requires	reading	“on	the	lines,”	not	“between	the	lines.”	In	
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other	words,	the	researcher	takes	literally	what	is	said	or	written,	and	does	not	use	
interpretations	that	stem	from	researchers’	biases.	(181-182)*	
	
In	sum,	the	six	considerations	in	Content	Analysis	are:	
	
1)	It	is	a	technique	for	objective,	systematic,	and	quantitative	description	of	manifest	language.	
2)	Categories	are	used	to	analyze	content.	
3)	Different	people	are	able	to	analyze	the	data	in	the	same	way	and	get	the	same	results.	
4)	Selection	of	the	content	is	based	on	a	predetermined,	unbiased	plan	covering	all	data	collected.	
5)	It	requires	reading	“on	the	lines,”	not	“between	the	lines.”	
6)	The	results	are	expressed	numerically.	
	
The	47	essays	included	551	key	words	or	expressions	related	to	achieving	leadership	or	
managerial	success	in	graphic	communication.	They	fell	under	11	categories	and	were	ranked	
based	on	the	number	of	key	words	or	expressions	under	each	category	representing	advice	on	
leadership	and	management	practices.	
	

RESULTS	
	

The	Content	Analysis	categories	and	rankings	(N=551)	are:	
	
CATEGORIES	
CHANGE	=	18	
COMMUNICATION	=	23	
COMPANY	=	47	
CUSTOMERS	AND	MARKETS	=	46	
EMPLOYEES	=	64	
INDUSTRY	AND	COMMUNITY	=	24	
LEADING	AND	MANAGING	=	114	
PRINCIPLES	AND	PHILOSOPHY	=	58	
PRODUCTS	AND	SERVICES	=	20	
PROFESSIONAL	DEVELOPMENT,	EDUCATION,	AND	TRAINING	=	118	
TECHNOLOGY	=	19	
	
RANKING	
		1)	PROFESSIONAL	DEVELOPMENT,	EDUCATION,	AND	TRAINING	=	118	
		2)	LEADING	AND	MANAGING	=	114	
		3)	EMPLOYEES	=	64	
		4)	PRINCIPLES	AND	PHILOSOPHY	=	58	
		5)	COMPANY	=	47	
		6)	CUSTOMERS	AND	MARKETS	=	46	
		7)	INDUSTRY	AND	COMMUNITY	=	24	
		8)	COMMUNICATION	=	23	
		9)	PRODUCTS	AND	SERVICES	=	20	
10)	TECHNOLOGY	=	19	
11)	CHANGE	=	18	
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OVERVIEW	OF	RECOMMENDATIONS	FOR	LEADERSHIP	AND		
MANAGERIAL	SUCCESS	BY	CATEGORY	

	
PRINCIPLES	AND	PHILOSOPHY	
Each	of	the	47	BFHS	Book	of	Wisdom	authors	espoused	a	series	of	principles	and	philosophies	as	
the	undergirding	for	their	success.	Included	are	the	premises	of:	working	to	achieving	professional	
aspirations	and	dreams;	being	adventurous;	instilling	an	atmosphere	of	innovation	in	the	
workplace;	advocating	the	importance	of	best	practices;	promoting	a	can-do	attitude	throughout	
the	organization;	having	a	commitment	to	achieving	organizational	objectives;	having	common	
core	organizational	values;	and	conquering	fears.			
	
Additionally,	being	perceived	as	credible	and	dependable	were	listed	as	vitally	important	in	
achieving	respect	and	will	instill	a	sense	of	curiosity	as	being	a	positive	attribute	of	the	workforce;	
being	dedicated	to	the	organization’s	development	and	growth;	being	honest,	trusted,	and	
relevant;	doing	more	than	asked	and	doing	more	than	what	is	expected;	and	doing	what	you	say	
you	will	do.	
	
Added	to	this	was	having	integrity;	doing	what	makes	your	“heart	sing”;	having	empathy;	
encouraging	creativity;	being	ethical	and	lawful;	having	a	curiosity	and	willingness	to	experiment	
with	new	ideas;	being	fair	and	consistent;	being	goal	oriented;	and	having	confidence	in	your	
abilities	and	those	of	your	peers.	
	
Being	humble	and	knowing	what	value	means	and	always	providing	it	were	considered	important	
as	well	as	looking	forward	to	going	to	work	and	having	some	fun	in	doing	so;	having	a	sense	of	
“love”	for	your	work	and	profession;	being	committed	to	a	mission	of	helping	others;	and	having	
confidence	in	your	ability	to	handle	difficulty	challenges;	and	having	a	positive	attitude.	
	
It	was	advocated	that	being	innovative	and	proactive	were	important	to	achieving	success,	but	
taking	a	break	every	once	in	a	while	was	also	important	in	restoring	vitality.	Trusting	team	
members;	understanding	organizational	values	and	practicing	it;	having	a	sense	of	personal	values	
for	work,	peers,	and	community;	having	a	vision	for	the	future;	and	following	your	heart	in	day-to-
day	dealings	and	interactions	also	contribute	to	success.	
	
CHANGE	
The	need	for	assessing	when	changes	are	needed	was	considered	important	to	organizational	
growth	and	included	viewing	and	embracing	change	as	a	good	thing	for	improving	and	achieving	
goals	and	objectives;	when	essential	to	better	serve	customer	needs;	and	when	change	enhances	
job	satisfaction.	It	also	refers	to	being	the	“change-agent”	of	your	organization	to	achieve	changes	
that	are	deemed	necessary	to	improve	the	work	environment,	human	relations,	technology,	and	so	
on.	Being	flexible	and	open	to	change,	particularly	in	the	fast	developing	digital	world,	was	
considered	an	important	attribute	for	being	successful	in	a	career	path.	
	
COMMUNICATION	
Under	the	heading	of	Communication,	authors	included	the	importance	of	absorbing	as	much	
information	as	possible	about	job	responsibilities,	their	organization,	and	industry.	They	
expressed	the	importance	of	all	ideas	being	considered	regardless	of	from	whom	they	came	and	
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from	any	level	of	the	organization.	The	importance	of	asking	questions	and	providing	responses	
with	clarity	in	effective	communication	was	also	expressed.	When	putting	forth	a	communication	
meant	for	individuals,	small	groups,	or	for	the	organization	at	large,	a	“communication	plan”	
should	be	developed	that	“speaks”	to	the	audience	for	which	the	communication	is	intended	and	in	
a	way	that	the	specific	audience	identifies	with.	When	facts	are	reported,	they	should	first	be	
checked	and	verified	for	accuracy.		
	
Managers	are	encouraged	to	become	excellent	communicators	by	participating	in	public	speaking	
opportunities,	by	seeking	advice,	ideas,	and	strategies	from	professional	and	experienced	
communicators,	by	speaking	at	industry	meetings	and	events,	by	visiting	local	schools	to	speak	to	
classes	about	topics	of	interest,	and	by	simply	sharing	knowledge	with	groups	whenever	possible.		
	
Two	other	recommendations	on	communication	provided	by	authors	are	(1)	to	develop	employee	
teams	in	which	each	member	leads	discussions	or	provides	reports	as	part	of	developing	group-
speaking	comfort,	and	(2)	to	communicate	by	telling	stories	and	then	giving	examples	relevant	to	
the	communication	being	provided.	
	
COMPANY	
Company	refers	to	those	considerations	related	to	the	internal	environment	of	the	organization	
that	leads	to	success	and	growth.	These	are	areas	for	employee-	and	management-focus	including	
continuous	improvement;	creative	restructuring;	creative	shift	scheduling;	making	sure	that	the	
company	credit	is	in	good	standing;	ensuring	that	customers,	staff,	and	other	stakeholders	sense	
corporate	stability	and	the	availability	of	needed	financing	to	run	the	company.	Additionally,	
establishing	niches,	focusing	on	competencies,	helping	one	another,	identifying	problems	and	
implementing	good	suggestions	were	considered	important	along	with	a	focus	on	improving	the	
physical	work	environment	and	improving	performance.	Interacting	with	colleagues	and	
discussing	the	latest	management	and	technology	methods	to	enhance	productivity	was	
considered	important	for	success,	as	well	as	knowing	what	will	happen	if	the	company	does	not	
make	a	profit.		
	
Also	considered	important	is	knowledge	of	one’s	discipline	and	learning	about	emerging	
opportunities	and	new	ideas.	It	was	suggested	that	successful	companies	hold	open	houses	for	
their	customers,	and	partner	with	people	having	complementary	skills.	Encouraging	employees	to	
promote	growth	opportunities	for	the	organization	and	customers,	and	having	management	
promote	and	recognize	employee	abilities,	are	essential	to	success.	Staying	abreast	of	latest	trends,	
establishing	strong	internal	relationships,	trying	new	ideas,	having	a	successful	appearance,	and	
promoting	the	virtues	of	hard	work,	are	all	viewed	as	important.	
	
CUSTOMERS	AND	MARKETS	
Successful	companies	practice	customer	service	including	providing	advice	and	opinions	to	
improve	customers’	businesses;	assuming	responsibility	for	customers’	success;	going	above	and	
beyond	what	is	expected;	analyzing	customer	needs;	being	on	your	clients’	team;	serving	as	a	
consultant	to	customers;	having	the	client’s	best	outcome	in	mind;	helping	clients	achieve	their	
goals.		
	
It	was	stressed	that	it	is	also	important	to	get	to	know	customers	personally,	knowing	clients’	
long-term	goals,	and	learning	what	customers	expect	of	you.	Hosting	luncheons	for	clients	is	one	
way	of	achieving	a	personal	knowledge	of	a	client’s	objectives	and	goals.	Overall,	helping	to	make	
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customers	successful,	helping	to	solve	problems,	and	helping	client	businesses	are	ingredients	for	
success.	Added	to	this	are	showing	up	when	expected;	understanding	your	customers’	market;	
rethinking	strategies	for	customer	engagement;	and	providing	a	sense	of	loyalty.	Finally,	never	
relying	on	one	big	client	was	also	recommended.	
	
In	the	area	of	markets,	analyzing	market	dynamics,	assessing	the	market	for	needed	products,	
developing	market	strategies,	and	establishing	partnerships	within	your	markets	are	considered	
important	for	successful	growth	and	development.	Additionally,	understanding	market	trends	
related	to	sales,	finances,	Internet	marketing,	market	problem	solutions,	and	networking	within	
markets,	are	also	considered	important	for	success.	
	
EMPLOYEES	
The	authors	stressed	that	focusing	on	employees	is	considered	a	high	priority	among	successful	
companies.	For	example,	annual	performance	reviews	are	considered	a	must,	so	employees	know	
how	they	stand	with	their	companies	and	where	improvements	may	be	necessary.	These	provide	
the	opportunity	to	discuss	organizational	goals	and	where	employee	teams	must	change	to	help	
meet	short-	and	long-term	objectives	of	the	company.	It	also	is	an	opportunity	to	discuss	
compensation,	i.e.,	salaries,	benefits,	bonuses,	etc.	Successful	company	management	compliments	
everyone	equally	and	compliments	team	cooperation.	The	authors	stressed	considering	all	
employee	suggestions	and	encouraging	creativity.	
	
A	common	theme	among	many	of	the	authors	is	the	promotion,	respect,	and	cultivation	of	respect	
for	diversity	and	inclusivity;	respecting	cultural	differences,	promoting	culturally	diverse	teams	
and	teamwork,	and	total	inclusion	in	the	workplace.	Many	of	the	authors	stressed	respecting	
diverse	opinions,	and	respecting	employees	regardless	of	their	opinions.	Employees	being	part	of	
teams	are	highly	recommended.	Employee	teams	are	encouraged	for	evaluating	proposed	
equipment	and	for	input	to	long-range	strategic	planning,	and	for	being	part	of	decision-making	
where	appropriate.	Perhaps	the	most	important	attribute	of	employee	satisfaction	is	feeling	
trusted	and	being	involved	in	identifying	the	kind	of	organization	they	work	for.	Employees	should	
participate	in	recommending	new	technology,	systems,	and	equipment.	It	was	noted	that	
employees	like	to	be	to	be	“cross-functional”	and	considered	change	agents.	Management	should	
encourage	employees	to	participate	on	committees,	and	management	should	engage	every	staff	
member.	
	
In	recruiting	new	employees,	equal	opportunity	and	offering	a	fair	income	is	considered	critical	to	
the	organization’s	reputation	as	a	good	one	to	work	for.	Fairness	in	all	respects	is	critical	to	
employee	satisfaction	and	in	finding	talented	people.	Once	hired,	all	employees	should	know	their	
tasks	via	explicit	job	descriptions,	and	management	should	pursue	and	gain	buy-in	from	formal	
and	informal	leaders.	Buy-in	is	gained	by	trust.	
	
Gender	equity	is	a	visible	topic	in	industry	and	commerce	today,	and	graphic	communication	is	no	
exception.	Also,	having	employees	review	their	supervisors	is	also	a	way	for	top	management	to	
access	fairness	and	equality.	Many	of	the	authors	agree	that	hiring	good,	bright,	cooperative	
people,	and	people	willing	to	work	hard	and	have	good	ideas,	are	essential	to	success.	
	
The	importance	of	talent	should	not	be	overlooked.	Identifying	who	the	leaders	are,	formal	and	
informal,	and	having	buy-in	from	them	are	essential	to	achieving	goals	and	objectives.	
Management	should	make	sure	that	employee	interests	are	congruent	with	their	job	descriptions.	
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In	sum,	investing	in	people	and	learning	their	strengths	and	weaknesses	are	important	
management	functions.	Recognizing	the	value	of	a	new	generation	of	multi-ethnic/racial,	gender-
neutral	employees	and	providing	opportunities	for	underrepresented	groups,	goes	a	long	way	in	
creating	a	healthy	and	well-respected	workforce.	Industry	associations,	for	example,	can	assist	in	
locating	such	qualified	personnel.	Finally,	many	of	the	authors	recommend	the	priorities	of	
pursuing	responsible	people,	relying	on	employees	for	advice,	respecting	and	appreciating	
employees,	and	providing	secure	jobs	as	being	essential	to	retaining	talent	with	the	proper	
attitude.	It	is	also	deemed	important	that	employees	participate	in	job	specialties	that	they	really	
enjoy.	Realizing	that	there	are	times	when	employees	pursue	new	employment,	they	should	be	
encouraged	to	leave	a	job	on	excellent	terms	and	“with	a	blaze	of	glory.”	
	
INDUSTRY	AND	COMMUNITY	
Participation	in	industry	and	community	were	considered	to	be	important	activities	of	successful	
companies.	Such	companies	serve	as	advocates	for	their	industry,	become	resources	for	and	
develop	knowledge	of	suppliers,	and	follow	industry	trends.	The	idea	is	to	get	involved	with	the	
greater	industry,	and	to	give	back	for	the	success	that	the	organization	enjoyed	by	helping	to	
improve	the	industry	for	all	members.	This	often	involves	volunteering	and	participating	in	
industry	associations	on	boards	and	committees.	Not	only	is	this	encouraged	for	organizational	
management,	but	for	all	organization	members	as	part	of	professional	development	and	learning	
more	about	their	industry.	In	other	words,	get	the	whole	team	involved.		
	
Experienced	professionals	should	also	consider	becoming	mentors	for	newer	employees	about	
industry	trends,	opportunities,	and	promotions.	Newer	industry	members	should	have	the	
opportunity	to	learn	from	those	having	a	track	record	of	success.	Specifically	related	to	the	graphic	
communication	industry,	advocates	should	promote	the	importance	of	print	and	its	important	
contributions	to	knowledge	and	learning	throughout	the	ages,	and	help	to	improve	the	public	
image	of	the	industry	as	being	high-tech	and	contemporary.	Offering	to	speak	at	community	
service	and	related	organizations	about	the	industry	is	a	good	way	to	promote	the	industry	and	
your	company.	Finally,	develop	a	“friends	list”	and	communicate	regularly	on	the	virtues	and	
achievements	of	the	graphic	communication	industry.	The	list	can	comprise	family	and	
community	members	as	well	as	those	not	part	of	the	industry,	but	benefit	from	the	industry.		
	
LEADING	AND	MANAGING	
As	would	be	expected,	advice	on	leading	and	managing	represented	one	of	the	most	detailed,	
extensive,	and	explicit	author	categories	including	advice	such	as	accepting	the	responsibility	of	
some	failure;	addressing	issues	in	a	timely	manner;	anticipating	and	preventing	problems	before	
they	occur;	showing	appreciation	for	clients;	coworkers,	and	suppliers;	and	learning	from	bad	
decisions.	
	
Being	a	“servant-leader”	is	deemed	important,	where	leading	involves	serving	the	needs	of	those	
who	report	to	you	so	they	can	be	most	effective	in	performing	their	tasks.	This	is	important	in	
breaking	down	silos,	building	a	team,	and	building	an	organizational	foundation	that	is	long	lasting.		
	
Taking	calculated	risks	and	accepting	difficult	challenges	was	also	considered	part	of	effective	
leadership	and	management,	as	well	as	taking	corrective	actions	and	solving	problems	quickly.	
Consulting	with	teams	and	individuals	at	all	levels	of	the	organization	often	leads	to	creative	ways	
of	solving	new	and	old	problems.	Exploring	the	roots	of	problems,	and	particularly	with	young	
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people	with	creative	ideas,	is	encouraged.	However,	what	is	most	important	is	listening	and	
showing	that	you	care.	Listening	before	talking	is	a	principle	of	respectful	and	effective	
communication.	This	applies	to	communicating	with	people	on	all	levels:	below	you,	above	you,	
and	with	peers.	Respecting	the	concerns	and	positions	of	all	is	imperative	for	good	leadership	and	
management.		
	
Practicing	the	“reverse	pyramid”	approach	to	management	leads	to	being	respected.	The	approach	
involves	an	attitude	of	reporting	to	your	team	as	opposed	to	them	reporting	to	you	as	a	priority.	
You	commit	to	supporting	their	needs	for	doing	their	best	jobs	possible.	You	commit	to	meeting	
regularly	with	employees,	mentoring	for	professional	development,	motivating	employees,	
pursuing	employee	suggestions,	and	never	discounting	or	ignoring	an	idea.	Other	recommended	
leadership	and	management	approaches	are	never	making	unfair	exceptions	with	personnel,	
treating	everyone	equally	as	valued	human	resources,	disciplining	everyone	equally,	offering	
rewards	and	incentives	for	work	well	done	and	for	having	positive	attitudes,	having	an	“open	door	
policy”	where	anyone	may	enter	your	office	when	the	door	is	open,	pursuing	employee	
suggestions	and	encouraging	questions,	and	publically	recognizing	good	employee	ideas	and	
achievements.	Surround	yourself	with	people	and	advisors	who	know	what	you	don’t,	and	give	
them	credit	for	ideas	that	you	may	be	responsible	for	implementing.		
	
Respecting	each	other’s	unique	abilities	on	all	levels,	and	always	saying	“thank	you”	and	asking,	
“What	you	can	I	do	to	help?”	goes	a	long	way	to	being	respected	as	a	leader	and	manager.	
	
There	is	agreement	among	the	authors	that	disruptive	forces	and	surprises	will	always	be	part	of	
doing	business,	including	dealing	with	difficult	customers,	difficult	departmental	issues,	and	
difficult	employees.	It	is	imperative	that	management	owns	up	to	problems	and	learns	how	to	
anticipate	and	deal	with	such	situations	respectfully	and	diplomatically	to	retain	customer	loyalty	
and	employee	cooperation	and	support.	Look	at	adversity	as	opportunity,	and	look	to	process	
failures	before	employee	failures.	Decision-making	should	occur	at	all	levels	of	organizations.	It	is	
suggested	that	wise	management	delegates	responsibility	and	authority	when	appropriate	at	the	
level	the	decisions	mostly	affect,	except	when	decisions	must	be	made	at	higher	levels.	This	is	
known	as	“management	by	exception.”	
	
Effective	and	respected	management	includes	employees	in	long-range	planning	and	in	setting	
goals.	As	part	of	planning,	eliminate	facets	of	a	business	with	little	or	no	future	growth,	encourage	
people	to	go	beyond	in	fulfilling	plans,	and	express	that	it	is	okay	to	make	hard	and	gut	decisions	
based	on	past	experience.	However,	reflect	on	your	options	before	making	snap	decisions	and,		
when	possible,	pay	attention	to	and	manage	“by	the	numbers”	in	determining	the	probability	of	
successful	decision-making.	Quantify	what	you	can	and	track	results.	Work	to	maximize	your	
effectiveness	in	leadership	and	management	by	minimizing	disruptions,	downtime,	and	
weaknesses.	Navigate	and	move	forward.		
	
In	sum,	authors	recommend	using	planning	committees	to	set	goals	and	objectives,	and	prioritize	
them;	ponder	the	lessons	learned;	predict	how	training	will	shape	earning	potential	and	use	
predictions	to	drive	planning;	set	visions	for	the	organization	and	encourage	team	members	to	be	
self-starters	in	meeting	goals;	have	a	firm	grasp	on	pricing	and	costing;	and	promote	the	adoption	
of		“cooler”	production	capabilities.	Additionally,	share	praise,	show	understanding,	stay	focused,	
and	use	strategic,	creative	and	critical	thinking.	Think	about	the	next	evolution	of	the	organization	
and	timetables	for	achieving	results.	Be	a	supportive	team	member,	promote	the	value	of	
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accountability,	and	work	with	people	that	you	can	trust.	Work	harder	than	those	that	report	to	
you,	but	set	aside	time	outside	of	work	and	recommend	this	to	all	employees.	Finally,	reduce	
stress	with	humor…tell	a	lot	of	jokes.	
	
PRODUCTS	AND	SERVICES	
Successful	companies	in	graphic	communication	offer	products	and	services	that	are	traditional	
but	also	those	that	evolve	as	customer	needs	evolve.	The	more	recent	evolution	includes	
fulfillment	and	management	of	client	digital	files	as	press	runs	become	shorter	with	more	variable	
data	and	personalization.	Hence,	authors	have	recommended	that	ancillary	services	and	
diversification	of	products,	services,	and	technology	continue	to	increase	as	well	as	niche	
marketing	of	print	and	non-print	services.	Successful	graphic	communication	companies	should	
consider	“customer	solutions”	as	part	of	their	products	and	services.	Additionally,	it	is	highly	
recommended	that	companies	divest	of	unneeded	products,	thereby	not	holding	onto	resources	
for	products	and	services	no	longer	requested	or	offered.	However,	expanding	product	offerings	
and	fulfillment	services	is	essential	in	serving	the	needs	of	today’s	graphic	communication	clients.	
For	example,	Internet	and	website	services	have	become	part	of	the	graphic	communication	
industry’s	new	product	and	services	offerings.	Another	offering	of	successful	companies	in	this	
industry	is	outsourcing	for	specialized	and	value-added	services	that	are	not	easily	or	cost-	
effectively	performed	internally.	
	
PROFESSIONAL	DEVELOPMENT,	EDUCATION,	AND	TRAINING	
Professional	development,	education,	and	training	were	deemed	to	be	one	of	the	most	important	
categories	for	sustained	growth	and	development	of	organizations.	The	ability	and	priority	to	
analyze	and	learn,	and	being	educated	and	supporting	education	of	staff,	formally	and	informally,	
is	considered	to	be	a	constant	among	successful	organizations.	Supporting	educational	programs	
and	employee	professional	development	is	considered	essential.		
	
Managers	are	encouraged	to	contribute	time,	knowledge,	support,	and	resources	to	ensure	that	
employees	are	sufficiently	experienced	and	trained.	Each	person,	regardless	of	position	in	the	
organization,	should	find	a	mentor	and	be	a	mentor	to	those	less	experienced.	Managers	and	
supervisors	should	lead	by	doing	and	by	example,	and	participate	in	life-long	learning.	This	
includes	formal	learning	as	well	as	on-the-job	hands-on	learning	and	ongoing	training.	
	
Managers	should	provide	opportunities	up	and	down	the	organization	for	growth	and	
improvement	as	part	of	professional	development.	The	organization	should	be	committed	to	its	
staff	remaining	current	in	their	specialty	areas.	Committing	to	studying	hard	and	daily	is	
considered	essential	to	having	a	well-trained	staff.		
	
Apprenticeships	should	be	encouraged	as	well	as	using	association	resources	for	professional	
development.	Participating	on	industry	committees	and	boards	provides	the	opportunity	to	learn	
from	a	diversity	of	individuals	and	experiences.	Becoming	credentialed	is	often	the	prerequisite	
for	promotions	and	advancements.	Hence,	there	are	industry	boards,	industry	events,	industry	
expositions,	associations	such	as	local	PIA	affiliates,	panels,	seminars,	workshops,	conferences,	
expositions,	training	programs,	internships,	and	individual	industry	and	organization	leaders	and	
professionals	that	represent	development	and	credentialing	opportunities.	For	younger	
individuals	just	starting	out,	there	are	junior	executive	development	programs.		
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The	overall	sense	from	the	authors	is	for	young	people	to	go	to	college,	excel	academically,	
graduate	with	an	undergraduate	degree,	and,	to	stay	“ahead	of	the	pack”	go	to	graduate	school.	For	
those	aspiring	to	reach	top	management,	there	should	be	consideration	to	pursue	an	MBA	and	to	
develop	a	firm	understand	of	accounting.	There	are	many	opportunities	for	scholarships	in	the	
graphic	communication	field	and	through	community	organizations	that	support	education.	
	
TECHNOLOGY	
The	primary	advice	regarding	technology	is	to	understand	that	printing	technology	continues	to	
evolve	and	embrace	multimedia	approaches.	One	should	develop	a	sense	of	emerging	technologies	
and	explore	innovative	technology.	Further	advice	is	to	explore	goals	for	process	control,	color	
management,	develop	and	adopt	standards	and	standard	procedures,	and	to	help	print	buyers	
understand	technology	such	as	how	to	compare	and	evaluate	proofs.	Progressive	companies	are	
encouraged	to	invest	in	technology	and	to	keep	up	with	leading-edge	technology.	
	
There	is	also	the	recommendation	that	printing	equipment	is	typically	long-lasting	and	that	
companies	should	develop	a	sense	of	how	to	maintain	and	modify	older	equipment	to	enhance	
their	lifespan	to	prolong	productivity	and	profitability.	Today,	it	is	important	to	promote	
interactive	technologies,	replace	craft	with	science,	and	overall	understand	technology	trends.	
	

CONCLUSION	
	
Interestingly,	two	of	the	top	three	rankings	(1)	and	(3)	are	employee-focused:	Professional	
Development,	Education,	and	Training,	and	Employees.	They	are	not	Customers	and	Markets,	not	
Company,	and	not	Products	and	Services.	This	is	an	insight	on	leadership	and	managerial	
priorities	among	the	authors.	Indeed,	Leading	and	Managing	was	ranked	second	as	a	priority	but	
only	slightly	below	employee	professional	development.	The	difference	is	insignificant.	
	
One	might	have	predicted	that	Customers	and	Markets,	Company,	and/or	Products	and	Services	
would	top	the	list.	However,	this	was	not	the	case.	A	logical	conclusion	is	that	in	well-managed	and	
successful	organizations,	the	thinking	is	that	focusing	on	employee	development,	satisfaction,	and	
respect	are	sound	management	practices,	and	will	lead	to	meeting	company,	customer,	market,	
and	product	and	service	goals.	
	
Having	organizational	principles	and	a	philosophy,	and	participation	in	industry	and	community	
service	is	always	helpful	in	defining	an	organizational	culture,	but	are	not	considered	required	in	
meeting	internal	company	goals	or	servicing	clients.	
	
A	surprising	observation	is	that	Communication	ranked	eighth	in	the	Content	Analysis.	Perhaps	
this	is	because	good	communication	is	an	inherent	requirement	of	most	of	the	categories.	What	
might	also	seem	surprising	is	Technology	and	Change	being	ranked	(10)	and	(11),	the	bottom	two	
rankings.	A	logical	conclusion	is	that	organizations	have	no	control	over	technological	
developments,	i.e.,	new	technologies	that	become	available.	However,	they	have	to	react	to	them	
either	by	adoption	or	not.		
	
The	tendency	in	the	graphic	communication	industry	is	to	put	off	new	technology	adoption	unless	
adoption	is	required	to	stay	in	business	and	remain	competitive.	The	preference	is	often	to	avoid	
such	expenditures,	and	use	available	finances	for	other	internal	needs.	Similarly,	the	industry,	for	
the	most	part,	is	conservative	and	prefers	sticking	with	familiar	conditions	and	practices,	unless,	
again,	change	becomes	necessary	to	stay	in	business	and	remain	competitive.	Hence,	technology	
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and	change	are	typically	not	on	the	“radar	screen”	until	they	become	a	necessity.	There	are	
exceptions.	However,	most	graphic	communication	organizations	work	on	small	margins	in	a	very	
competitive	industry,	and	are	overextended	in	capital	expenditures.	Hence,	funding	is	typically	not	
available	for	discretionary	investments.		
	
Finally,	in	conclusion,	the	BFHS	Book	of	Wisdom	is	a	resource	of	knowledge	to	assist	graphic	
communication	organizations	in	planning	management	strategies	to	enhance	success.	To	acquire	
one	or	more	copies	of	the	book,	contact:			
			
Ms.	June	Crespo	
Director,	Board	&	Affiliate	Relations	
Printing	Industries	of	America	
301	Brush	Creek	Road	
Warrendale,	PA	15086	
Phone:		412-259-1778	
Email:		jcrespo@printing.org	
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