
Under the 
N E W S L E T T E R

M a y  2 0 1 7

INSIDE THIS ISSUE: 

Page 2
Campaign Against 
Competitors

Page 3
Creative Cuts and Folds

Page 4
Featured Client Solution

Page 5
Uniquely Bound

Page 6
Brand: The Foundation of 
Your Marketing

Page 7
Training for the Digital Age

Page 8
Mary Keitt Retires After 16 
Years



Under The Sun Newsletter  Page 2

Speaking out against your opponents is a 
tricky situation. You must be completely 
spot-on with your approach or you will 
risk alienating your loyal customers 
if it looks even the slightest bit petty. 
Your consumers will give you clues that 
you have permission to go after your 
competitors, and it’s important to pick up 
on those hints. You’ll see them in social 
media and hear them in your customer-
facing interactions.

It will be important to follow the brand 
culture you’ve created when speaking of 
your competition. You cannot stray at all 

from what’s established, or you will be 
perceived as fake or desperate. Humor 
can bring a light touch to the effort while 
getting the point across without alienating 
your current consumers.

One last thing to remember is not to name 
your competition directly. Doing so will 
instantly create a negative campaign, 
which cannot be your goal. Remember 
the “Apple vs. PC” commercials? That was 
a successful, humorous campaign Apple 
launched against Microsoft Windows 
without ever naming them. 

When is it right to create a marketing campaign that is based on being better than your competitors? 
There comes a time when it feels right to point out what the competition is missing instead of solely 
focusing on your key benefits. A successful strategy to show that you are better, faster, and bigger than 
your competition is possible if you keep in mind a few important details.

CAMPAIGN AGAINST 
COMPETITORS

»  Talking about your competition 
can be tricky. Listen to your audience 
and stay true to your established      
brand culture.

»  A good time to think about calling 
out the competition is when your 
niche has reached a saturation point 
or growth ceiling.

»  Emphasize differences through 
humor. Take direct shots but never 
by name.

Down to Business
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Think of it this way: when you order 
pieces online, you are stuck with 
common choices from a menu of things 
that have been done before. You see 
something you like, and you order it. 

What about opting for something you’ve 
never seen before? 

When you walk into our print shop or 
work with us through our website and 
ask about what’s new and different, we 
can show you creative ways we can cut 
and fold your piece that will create very 
compelling campaigns. Your customers 
will be intrigued with the reveal of a new 
surprise with each section they unfold.

We will help you stand out from your 
competitors who order the same old 
thing from a big-box website. Your 
advertising pieces will look fresh and 
unique because they are custom        
and new.

You don’t have to work with an 
expensive marketing firm to have 
creative and compelling marketing 
pieces designed for your business. 
We have graphic designers and print 
professionals just itching to use their 
creativity, and who are consistently 
learning new techniques and skills        
to bring you the best promotional         
pieces possible.

Did you know that working with a local printer opens up a world 
of creative opportunities you might not have known about? “To escape fear, you have to 

go through it, not around.”
 — Richie Norton

CREATIVE CUTS, 
UNIQUE FOLDS

Business 
Quotes

“What would you do if you weren’t 

afraid?” 

― Sheryl Sandberg

“Rejection is an opportunity for  

your selection.” 

― Bernard Branson

“The best way to predict your future is to 

create it.” 

― Peter F. Drucker

“Price is what you pay. Value is what 

you get.” 

― Warren Buffett

“Persistence. Perfection. Patience. 

Power. Prioritize your passion. It keeps 

you sane.” 

― Criss Jami

“Don’t set your goals by what other 

people deem important.” 

― Jaachynma N.E. Agu

“If you are deliberately trying to create 

a future that feels safe, you will willfully 

ignore the future that is likely.” 

― Seth Godin

“The absence of a message sometimes is 

a presence of one.” 

― Hasse Jerner
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• Rabbits like licorice.

• A cat has 32 muscles in each ear.

• The average human brain 
contains around 78% water.

• The average person walks the 
equivalent of twice around the 
world in a lifetime.

• The first Burger King was opened 
in Miami, Florida, in 1954.

• Coca-Cola launched its third 
product, Sprite, in 1961.

• Porsche also builds tractors.

• According to manufacturer 
Spalding, the average lifespan 
of an NBA basketball is 10,000 
bounces.

• Dark-roasted coffee beans 
contain less caffeine than 
medium-roasted ones (the longer 
a coffee is roasted, the more 
caffeine is burned off).

• The croissant was invented               
in Austria.

• French fries are originally            
from Belgium.

• Peru has more pyramids than 
Egypt.

• Instant coffee was invented in 
1901.

• Isaac Newton invented the cat 
door.

• Shakespeare invented the words 
assassination and bump.

• You can only see a rainbow if you 
have your back to the sun.

FEATURED CLIENT 
SOLUTION

Did You Know?

Our featured client solution this month comes to us 
from Village Church, located in Blythewood, South 
Carolina. Our Grand Format team fabricated and 
installed both indoor and outdoor signage for the client.

To schedule a signage consultation, contact your Sun representative or 
email info@sunsolutionsusa.com.

Fabricated on 6 mm PVC

Fabricated on 6 mm PVC

Fabricated on black ACM with wooden 
posts and custom metal brackets

Fabricated on black ACM with wooden 
posts and custom metal brackets

Fabricated on black ACM with 
custom metal brackets
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Listen 
How actively do you listen to your customers? 
This goes beyond what customers tell you 
face-to-face. Are you also listening to how 
often they communicate? What messages 
are they telling others through social media? 
What is their chosen way of communicating 
with your company?

Receive the Message
It is one thing to listen, but you need to go 
beyond simply listening and receive the 
message. It is tempting to receive only the 
positive feedback and then categorize and 
push away any negative feedback as being 
made by “complainers.” 

When you are receptive to every message 
your customers give you, only then are you 
armed with the knowledge that can affect 
your strategy for growth and for being better 
at how you deliver your product or service.

“I’m sorry. We’re out of umbrellas. 
May I offer you a rain check?”

Business 
Funnies®

What we give equates to what we 
receive when it comes to great 
customer service. 

Listen 
and Receive

UNIQUELY 
BOUND

Customer Care

Binding holds things together, no matter the objects. It is an often 
overlooked feature that can make a big impression. 

Temporary binding can be appropriate for inexpensive options or when 
documents may need to have pages replaced at some point, like certain 
manuals or product documentation. Try these options:

Simply Bound
• Three-Hole Punch 

• Spiral Bound 

Glued
• Thermal Tape Binding

• Velo Binding

Make a statement with book-style binding. 

Stitched
• Saddle-Stitches

• Hardcover

• Case-Bound

Your options are boundless when it comes to the perfect look for your 
finished documents.

Binding makes an impression, and many styles and 
options are available for your materials!
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BRAND: THE FOUNDATION 
OF YOUR MARKETING

Your brand should define your unique 
benefit or offering to the markets your 
organization serves. Educating your brand 
internally to your employees can be just as 
important as educating your customers.

Communicating your company’s message 
in advertisements, online media, cross 
media marketing campaigns, and the 
design of your print collateral should reflect 
the overall brand of your company in both 
visual appearance and messaging. 

It is easy to have your brand message 
diluted or lost over time, so a constant 
education or awareness of your company’s 
brand can avoid this misdirection.

To monitor your progress, measure your 
marketing initiatives to see how effective 
your brand is being communicated and 
understood by your prospects and existing 
customers.

For more information on our marketing 
services, visit www.SunSolutionsUSA.com.

Building a great brand is the foundation of a good marketing strategy.
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It is tempting to take your training 
completely online. Tools for e-learning 
are readily available and relatively 
inexpensive. They allow you to 
engage your learners in an active way, 
immersing them in scenarios with sight 
and sound. 

Keep in mind, however, that adults learn 
through experience, and each person 
has a learning trigger that may be 
different than the next. That means that 
one person may learn better by auditory 
means, another by physical means, and 
yet another by visual means. 

Auditory learners will do well with online 
videos and live-instructor lectures.

Kinesthetic (physical) learners need 
hands-on experience to grasp any new 
concept. They have to do the work to 
understand it.

Visual learners absorb new information 
by seeing it or reading about it. 

E-learning, combined with live 
instruction and paper manuals, is 
the best way to incorporate all three 
learning styles. Even though we each 
have a learning style that works better 
than others, combining styles lights up 
multiple areas of the brain and deepens 
learning and understanding. 

Practice makes perfect with all learning. 
Adults are experiential learners, and 
even though the learning style that 
we are most comfortable with is good 
for introducing new concepts, it is in 
the doing that we begin to understand 
enough to repeat what we’ve learned.

Bring your e-learning out into the 
physical world through external rewards 
and allow learners to “level up” through 
some hands-on experiences with 
trainers or shadowing other employees. 
Keep manuals in printed form for 
reference. This combination reaches 
all learners and will help you create 
the best learning environment for your 
team.

Presence – Bringing 
Your Boldest Self to 

Your Biggest Challenges 

by Amy Cuddy 

Best known for a 2012 TED talk 
on body language shaping your 
personality, Amy Cuddy, a Harvard 
psychology professor, has written 
a book about finding your courage 
and confidence and applying it to 
big challenges as well as those small, 
everyday things. The little things add 
up and influence how we deal with the 
big things, and it is in the little where 
we can be “present.”

Cuddy tells readers not to worry about 
how others perceive them because 
that essentially gives others power 
over you. She also tells readers that to 
achieve “presence” it is not necessary 
to go on some big spiritual journey or 
awakening. It’s in the daily, moment-
to-moment awareness where things 
can be tweaked or adjusted. Body 
language, the clothes we’re wearing, 
and even eye contact can make all 
the difference.

A fascinating piece of Cuddy’s book 
is the scientific study supporting the 
advice that she gives readers. She 
blends the science with the narrative 
so well that readers get just as caught 
up in the “why” as they do in the “how” 
of creating a more present life.

TRAINING FOR 
THE DIGITAL AGE
Learning tools have changed a lot over the years, but 
learning styles have not. Does your employee training 
meet the challenge of today’s learners?

Books in Review
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Gage Mizzell
Linda Scott
James Stroman
Miranda Chavez

5/09
5/15
5/17
5/19

Dawn Joyner 20 years

M AY  Birthdays

M AY  Anniversaries

SUN SOLUTIONS IS PROUD TO BE A 

The team at Sun Solutions would like to thank 
Mary Keitt for giving 16 wonderful years of service. 

We wish her all the best in her retirement! 

*Please note that anniversaries are recognized beginning at 3 years, followed by 5 
years and then onward in increments of 5.

Roger Woods
Guillermo Sanchez
Dylan Fouste

5/19
5/25
5/27


