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 Calendar of Events 
Dates Event Sponsor Location 

01/24/03 
through 
01/26/03 

 
Conference 

 
Graphics of the Americas 

 
Miami, FL 

01/30/03 
through 
01/31/03 

 
CEO Summit 

Document Management 
Industries Assn. 

 
Naples, FL 

02/26/03 Print Week Graphic Arts Show Co. San Diego, CA 

04/13/03 
through 
04/16/03 

 
Conference 

 
National Postal Forum 

 
New Orleans, LA 

05/01/03 
through 
05/03/03 

 
Conference 

 
Gutenberg Festival 

 
Long Beach, CA 

05/18/03 
through 
05/22/03 

BFMA 
2003 

Symposium 

Business Forms 
Management 
Association 

 
Denver, CO 

Check the “Valuable Links” on Page 5 for additional information. 

This is the third installment in a 
series of articles on this topic.  In 
the inaugural issue on Ensight, we 
provided  definitions of various 
terms and addressed why people 
use forms. In the second issue, we 
discussed applying the analysis 
process to forms systems. In this 
final installment, we’ll discuss the 
fact-gathering tools you may use 
and the development of alternative 
solutions and recommendations. 
 
There are a number of fact-
gathering tools that you may wish 
to employ. Don’t think that you’re 
necessarily required to use them 
all. Select the ones that will pro-
duce the best result based on the 
time it takes to use them.   

Start with current system docu-
mentation (if you’re lucky and 
there’s any available). This can tell 
you what the intention was when 
the system was first developed, or 
(if it’s been kept current) when the 
system was last modified. Hope-
fully, the forms to be studied were 
designed appropriately to serve 
the system’s best interest. If not, 
you may find it advantageous to 
start from the beginning and build 
totally new forms. But before you 
do anything more, confirm that the 
system to be served by the form is 
still viable and doesn’t require 
changes that would result in 
downstream modifications to the 
form(s). Be sure to get the horse 
in front of the cart!  And if there 
are no existing forms, be sure to  
define the real needed. 

Interview the people who use the 
forms (or will use them) – NOT 
their bosses. It is essential to get 
down into the trenches, so to 
speak, and talk directly with those 
who must live with the forms on a 
daily basis. They are the ones who 
know (for sure) what information 
they need to capture and commu-
nicate to keep the system running 
smoothly. And they will know, too, 
in what sequence they generally 
encounter the information, which is 
usually also the logical sequence 
in which to write it onto the form(s).   
 

They will know, too, what informa-
tion is often lacking, causing them 
to double-back to find “the rest of 
the data.” 
 
 

  . . . more on Page 4  

By: Carl W. Brannon, CFC, CFSP 
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Who are the Real Majors? 
 
Talk about a controversial topic. I 
run the risk of upsetting my custom-
ers, but my intent is to make us 
think about our industry, what has 
happened to it, and where it may be 
headed. These are my opinions 
alone, and I am responsible for 
them. I have more than 30 years in 
this business, virtually all of it in 
Sales & Marketing. My major goal, 
over all these years, has been to 
deliver what my customers wanted 
in a way that generated profits for 
my company. That’s still my goal 
today. I try not to become too  
product-focused, too technology-
focused, or too set in my ways. I 
believe that continuous learning is 
the best way to serve my custom-
ers. This learning means active in-
volvement in my industry associa-
tions, as well as formal classroom 
work. Finally, I try to focus on get-
ting results. I don’t dwell so much 
on what is possible, but what is do-
able.  So, here goes. My take on 
industry leadership and the Real 
Majors. 
 

The answer to this question really 
depends on who is asking. Over the 
years, I’ve generally heard this term 
applied to the major directs, and 
they were the largest 10-12 compa-
nies in the industry that almost eve-
ryone looked to for leadership. We 
wanted to know what they were do-
ing. New products, new markets, 
new systems – they drove the ac-
tion. In fact, they trained the indus-
try. Most Independents and distribu-
tors used to work for one of the 
“majors.” That has changed.  
 

So what definitions should we ap-
ply? Let’s focus on the definition of 
industry and keep this conversation 
directed at the traditional forms in-
dustry. Look at size. If revenues 
were the primary determinant, Cor-
porate Express is the leader. A 
Burhman company, they have ap-
proximately $9 billion revenues. 
Channel? If we mean “major direct”, 
there are only 4-5 left. Profitability?  

 Opinion 

By: Ray H. Killam, CFC, CFSP 

These past few years have not  
been kind. Leadership? Tough to 
define today in this industry. The 
industry is changing so rapidly. 
Longevity? This industry has gone 
through its life cycle in just 40-50 
years. Many casualties. 
 

Over the years, I generally tracked 
competitors in eight categories.  

1) Major Directs 
2) Regional Directs 
3) Independents 
4) Distributors 
5) Specialty 
6) Specialized Channels 
7) Franchises  
8) Technology.  

Nothing magical about the catego-
ries – it just gave me a framework 
to use. Most of these you know. 
(Specialty would be companies 
that produced a special product, 
such as direct mail, labels, com-
mercial print.  Specialized chan-
nels are companies that focused 
on a vertical market, or catalog, or 
telemarketing. Franchises are the 
American Business Forms and 
Proforma type companies that of-
fer services to distributors. Tech-
nology included the electronic 
forms vendors, eCommerce pro-
viders, Digital printer manufactur-
ers.) 
 

Most of mega trends are well 
documented. Yet, some compa-
nies are still in denial. I find it use-
ful to examine trends in terms of 
long-term change. Today, I would 
argue that there really isn’t a 
“Forms Industry” because most 
companies involved with forms 
generate the majority of their reve-
nues from non-forms products and 
services. It is unclear to me what 
industry most of these companies 
really operate within.  
 

I still consider myself a forms pro-
fessional. Forms are still used by 
every business, organization and 
governmental unit. Forms provide  

structure to business transactions  
and business processes.  
 

That hasn’t changed. However, the 
“form” of the form has changed 
dramatically. So has the industry. 
So have our trade associations. 
And, they will continue to change 
because our customers will con-
tinue to change. 
 

Let’s take a history lesson. Our 
industry really took wings in the 
1950s and we all grew rapidly.  
When the first “all points address-
able” (graphics-capable) printers 
were introduced, the industry said 
“Not our business. Don’t see how I 
can make money here.”  Then 
came sheet printers. Same story. 
No money here. We let others, 
such as Xerox and the printer 
manufacturers do it, with quick 
printers and in-plant printers pro-
viding the distribution. Roll proc-
essing was the same. We were 
slow to lead our customers into 
this arena and non-forms compa-
nies were all too happy to inno-
vate.  
 

The introduction of the Xerox 
Docutech probably will be re-
corded as the real beginning of the 
end. Xerox promoted “black and 
white forms on the fly” and the in-
dustry stayed on the sidelines. 
User demand for color (always 
there and important) was ad-
dressed by the digital color printer 
manufacturers but was neither  
promoted nor embraced by the 
industry leaders. 
 

Well, the 1990s changed every-
thing again. The Internet and the 
World Wide Web drove a new kind 
of demand. Digital documents 
were needed, but forms compa-
nies stayed out of it (ok, some of 
us tried, but we lacked the sales 
infrastructure to make it happen). 
Same with the eCommerce boom.  

. . . more on Page 7  
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 Industry Leader Profile 

Ensight was pleased to interview 
this edition’s Industry Leader  - 
   Margaret Tassin, CFC, CFSP  
 

Ensight: How did you arrive at 
your present position?  
Tassin:   Like most forms profes-
sionals, I got into this business  
accidentally. I didn't know anything 
about the business or have a burn-
ing desire as a child to become a 
forms professional. When I moved 
to Houston, I was looking for 
something different. The woman at 
the employment agency pulled out 
a job card and said "We can't fill 
this job; we don't understand 
it. Why don't you go see about 
it?" The position was with a forms 
management company. That was 
25 years ago. Since then, I’ve 
been responsible for forms man-
agement, desktop publishing and 
typesetting, print services, copier 
services, surplus office equipment, 
stationery and business cards,  
records management, records  
center, and imaging.  
 

Ensight: Tell us about your  
personal accomplishments as they 
relate to the forms industry.  
Tassin:   I am one of the few peo-
ple who are doubly certified - by 
both the National Business Forms 
Association (NBFA), now Docu-
ment Management Industries  
Association (DMIA), and by the 
Business Forms Management  
Association (BFMA). I’m a Certified 
Forms Consultant (CFC) and a 
Certified Form Systems Profes-
sional (CFSP). I served on the 
NBFA’s CFC Accreditation Board 
for five years as the end-user rep-
resentative and on the original 
board that developed the CFSP 
examination for BFMA. Working 
with the top people in our field was 
a fabulous experience. 
 

I’ve been an active member of 
BFMA since 1982. My first role 
was to lead the CFC study group 
in the Houston Chapter. (I quickly 
learned the best way to study for 
the exam was to lead the study 
group.) Then, I served as chapter 
president for two years. (Houston  

handle that. But as offices and 
homes become more automated 
the paradigm shifts and we need 
similar but different skills. Forms 
analysis broadens to require an 
even deeper understanding of how 
the information is used because 
answers to questions can change 
the design of the form dynamically. 
And, reading from and writing to 
databases requires more skills as 
does establishing automated work-
flow. Design graphics can become 
extremely simplified, but question 
and caption writing and question 
sequencing are as complicated as 
before. 
 

For traditional forms vendors the 
picture is very murky. Conventional 
paper forms are diminishing in  
importance and electronics are 
replacing them in many cases. Yet, 
it’s been difficult for forms vendors 
to segue into the electronic forms 
business. Large business proc-
esses are being handled by ERP 
systems, so on-screen entry and 
automated output are replacing 
many high volume forms that went 
with earlier systems. There is little 
room in this picture for the tradi-
tional forms vendor. 
 

Ensight:  What's your personal 
message to the people in the  
forms industry? 
Tassin:    Continental Airlines says 
it really well and briefly. "Work 
hard, fly right." I might add "stay up 
with technology and what it can 
and cannot do for you" and 
"embrace change." You aren't go-
ing to get anywhere if you don't 
work at it and stay current with 
technology and other changes 
around you.  
========================== 
 
Contact: 
Margaret Tassin, CFC, CFSP 
Phone:     713.546.6028      
Margaret.Tassin@PZLQS.com 

was international Chapter of the 
Year both times.) I was the first 
featured speaker coordinator for 
the annual international BFMA 
Symposium and later headed the 
Symposium program committee. 
Sharing knowledge is important to 
me. I’m a regular speaker at 
BFMA Symposia and other educa-
tional events. There aren't a lot of 
ways to learn about our industry, 
so I see person to person commu-
nication as a great way to spread 
the knowledge.  
 

North American Publishing devel-
oped the Business Forms Hall of 
Fame in 1992. I was one of the 
four initial inductees. In 1997,  
I was recognized by my peers 
through the Award of Excellence 
as a consistent and dedicated 
contributor to BFMA.   
 

Ensight:  Please give us a state-
ment of your personal philosophy? 
Tassin:   Well, the angel sitting 
on one shoulder says "be nice" 
and "do your duty." These are  
important things to me. Doing your 
duty means doing the right thing, 
easy or tough. Perhaps that is why  
providing forms management as a 
service is the way I do business.  
The demon sitting on my other 
shoulder says, "Well maybe, but 
you’re awfully impatient when  
people aren’t what you think they 
should be or don't do what you 
think they should." True enough, 
but I like to think the angel is win-
ning. 
 

Ensight:  Where do you see the 
forms industry heading in the  
future? 
Tassin:   Change, change and 
more change. There will always 
be a need for forms, that is, struc-
tured information gathering and 
retrieval. But the various methods 
for doing that task change every 
day. Pen and paper will always be 
with us and we need the skills to   
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 Forms Analysis  -  continued 

In conjunction with the interviews, 
observe the process.  Often, an ana-
lyst will see extra steps that the per-
son doing the process is completely 
unaware are there. (They’ve “done it 
that way” for so long, that it seems 
natural, even though these extra ef-
forts waste valuable time in their rou-
tines.) This applies directly to the 
fields on the form(s). Check each 
one carefully to be sure that the infor-
mation that is being captured is actu-
ally needed in the format and in the 
position in which it appears. Ask 
yourself, “What would happen if this 
field were omitted?” If the answer is 
“nothing,” then leave it off the new 
version of the form. 
 

Along with your own observations, 
you may find it useful to prepare 
work measurement records and/or 
flow diagrams. Mapping the workflow 
(and being sure to include everything 
pertinent) often points up areas 
needing improvement. Remember, 
the goal is to provide the best possi-
ble form(s) to serve the system being 
studied. Smoothing the workflow 
speeds the process. Speeding the 
process judiciously results in an 
overall improvement of the system.  
That makes the analysis process 
worthwhile. 
 

Once you have gathered the facts, 
use that information to develop alter-
native solutions. Define multiple po-
tential approaches, then use decision 
tables (cause and effect grids) and 
brainstorm with fellow workers and 
the people who live with the system 
to decide on which is the best solu-
tion. Once the best solution has been 
identified, it’s time to develop the rec-
ommendations for management. 
 

The audience evaluation process 
(understanding who your audience is 
and having an idea ahead of time 
regarding how and to what they will 
respond) helps prepare for a suc-
cessful presentation. Example: will 
these people react better to inductive 
(particular to general) or deductive 
(general to particular) logic se-
quences? What’s the most effective 
style of presentation for them – slide 
show? hand-outs? round-table   

discussions? Select the most  
appropriate delivery technique and 
practice before you preach. 
 

Remember that the tie-in between 
the analysis process and the final 
design process includes several 
elements.   

Implementing the system 
means working with the us-
ers, determining system own-
ership, obtaining authority 
from the responsible party to 
study the system, and moti-
vating enthusiasm for change.   
Documenting results includes 
writing procedures, making 
presentations to management 
and to the affected workers.   
Evaluating the modified sys-
tem is done by developing 
measurement criteria up front, 
monitoring progress during 
the process workflow modifi-
cation phase, integrating 
workflow changes into the 
existing systems, concluded 
by preparing and presenting 
an evaluation of the improved 
processes to all concerned. 

 

The final step, after all the work-
flow changes have been approved, 
is to design (or redesign) and to 
deploy the forms that serve the 
improved business system. Among 
the many design elements that 
warrant consideration are these. 

Adhere closely to industry 
standards and accepted  
design conventions. 
Make instructions available 
where they are needed (near 
the field in question). 
Structure the data element 
sequencing intuitively. 
Always include a descriptive 
title, a form number and an 
edition date. 
Use plain language. 
Remember the power of white 
space and the impact of color. 
Select the best media for the 
forms – paper, electronic 
(server-based), Internet 
(browser-based).  

 
Once the work is completed, get 
ready for the next project because 
now you have real experience in 
the improvement of workflow. 

 New / Improved Products 

The FormDriver Technology (FDT) 
utility now available from We Do 
That! Technologies (Huntington 
Beach, CA)  provides a compre-
hensive and inexpensive solution 
for the difficulties associated with 
collecting data online and it simpli-
fies the routing of data collected 
online to wherever it needs to go 
within an organization. 
 

The FDT utility automates the 
transfer of data from online forms 
(written in html, asp, jsp, or pdf) 
into both application databases 
and electronic documents that 
travel via a defined workflow. And, 
it also provides reporting and 
tracking of the data and the vari- 

ous processes that use it. 
 

The FDT utility can create a new 
database or use an existing one 
in MS Access, SQL Server, Ora-
cle, DB2, or Sybase. It maps the 
database fields to the forms, 
processes the data, and creates 
user specific reports controllable 
by passwords. All this can be set 
up in just a few minutes. 
 

You may contact the company 
via their web site at www.e-fdt.
com.  They invite you to visit 
their site and test drive the utility 
which can be built without writing 
a single line of code. 
 

Phone them at 714.847.9050. 
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Name 
  

 
Title 
  

 
Company 
  

 
Address 1 
  

 
Address 2 
  

 
City 
  

 
State                            ZIP Code 
          

 
Telephone 
  

 
e-Mail 
 

     

Rate:  $300 / year  
(access to Enformation Central, a resource area 

and archives for EGI members only) 
To subscribe, fax 208.575.7274 or  
phone 417.861.1003 — or send email to:  
webmaster@essociatesgroup.com 

 I’d Like Member Privileges ! 

Adobe Systems, Inc. (Acrobat, Accelio, PDF Forms)                                                    www.adobe.com 
Association for Information and Image Management  (AIIM International)                         www.aiim.org 
Association of Records Managers and Administrators (ARMA International)                   www.arma.org 
Business Forms Management Association (BFMA)                                                         www.bfma.org 
Document Management Industries Association (DMIA)                                                   www.dmia.org 
Evincible (Comprehensive Security Software Applications)                                      www.evincible.com 
Forms Management Data Systems for Distributors (Quantum 2000)                    www.quantum2k.com 
International Association for Document Technologies (IADT)                                      www.the-iadt.org 
National Association of State Chief Information Officers                                                www.nascio.org 
Strategies for Management, Inc. (Print Marketing)                                                 www.drjoewebb.com 
The Association for Work Process Improvement                                                              www.tawpi.org 
The Ben Graham Corporation                                                                                  www.worksimp.com 
Xplor International                                                                                                             www.xplor.org 

 Valuable Links                                                                       (see our web site for additional links) 

 Enformation Central — Reference Tools to Help You 

PureEdge e-forms products.   
 

 ClickWrap Signatures - a 
“self-sign” technology suitable for 
low-risk, internal applications. 
 

 Authenticated ClickWrap Sig-

 New / Improved Products 

PureEdge Solutions of Victoria, 
British Columbia recently an-
nounced a new electronic signa-
ture encryption product called 
Authenticated ClickWrap (ACW), 
to be used with the company’s 
XML e-form products.  It is a  
patent-pending alternative to 
PKI-based signatures. 
 

Three distinct types of electronic 
signatures complement  the 

       natures - for secure transac-
tions with known parties. 

 

 Digital Signatures - for secure 
transactions with unknown par-
ties supporting technologies 
from VeriSign and Entrust. 

Essociates Group, Inc. is proud to announce and invite you to join  
Enformation Central, a members-only reference area on our web site,  

www.essociatesgroup.com.   
Resource documents currently accessible from this page include: 

Glossary of Useful Terms 
Complete list of valuable web links 
Full editions of all past EnsightTM newsletters 
Items / columns originally published in EnsightTM  
• Industry Leader Profiles 
• Feature Articles 
• Opinion Articles 
• Hints for Better Forms 
• Government News 
• Technical News 

 

Typical knowledge reservoir items being added include: 
EGI Training Materials 
EGI Presentation Materials 
Forms Management Tools 
• ROI Calculator 
• Cost Comparison Worksheet 
• Call for Forms documentation 
Testimonials from satisfied EGI clients 

 

Sign up today to begin taking full advantage of this valuable resource.  
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 About Essociates Group, Inc. 

Essociates Group, Inc. serves 
the forms industry by providing our 
business and government clients  
an experienced consultation re- 
source offering expertise in devel- 
oping and improving the workflow 
of forms-related processes.   
 

Cost-effective strategies to man- 
age forms and maximize workflow 
productivity are our specialty.  
We’ll help you determine a system 
that best satisfies your organiza- 
tion’s needs: 
 

  eForms—electronic forms  
       (with or without intelligence) 
 

  iForms—Internet forms 
 

  A combination system that  
       may also include existing  
       paper forms 
 

Beginning with a Forms Assess- 
ment Study (which will include  
improvement recommendations), 
we’ll help you to develop and  
implement an effective eForms 
Strategy designed to save you 
money.  Our study will include  
program design requirements,  
project objectives, forms technolo- 
gies to be used, parameters for 
forms development, user accep- 
tance, return-on-investment calcu- 
lations, and business advantages.  
Where appropriate, we can also 
help you to build a Forms Portal 
to enhance user access points for 
your forms. 
 

Keep in mind: 
 Forms are the lifeblood of all 
business endeavors, large or 
small.  Forms provide structure 
to business transactions, keep a 
record of those transactions, and 
facilitate communications. 
 

 Many forms should be elec- 
tronic.  Some may start out as 
paper, but be converted to elec-
tronic.  Still others will exist only 
on paper.  We’ll help you define 
the differences. 

 

 The goal isn’t to eliminate paper 
forms, but to support your work- 
flow in the most cost-effective 
manner possible. 

 

 Traveling Training Course Announced 

Understanding Forms: A Complete Guide For Design & Management 
 

This three-day survey-style course is designed to present and discuss 
the essential information needed by the forms professional for creating 
and managing forms in today’s demanding business environment. It  
covers critical material and a variety of topics for people new to forms so 
they may understand fully the diversity of skills and knowledge required 
for paper, electronic and Internet forms. 
 

At the conclusion of this course, student(s) will be equipped with the  
basic understanding of the four components of every form, the interaction 
of these components and how that defines effective forms, the funda- 
mental knowledge for development of effective forms, and access to a 
current information source* for use as a reference and guide to additional 
training. 
 

Each class session includes overview lectures, discussion, quizzes, team  
exercises and handout materials. 
 

Interested persons include: 
Forms Designers                         Forms Analysts 
Forms Managers                         Graphic Designers 
Records Managers                      Methods Analysts 
Information Technology professionals with an interest in, or  

responsibility for, business forms development 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
 

Cost: 
First registrant from an organization                                            $349.00 
 

Each additional registrant from same organization  
registering for the same class                                                      $299.00 
 

BFMA members receive a 10% discount 
First registrant from an organization                                            $314.00 
 

Each additional registrant from same organization  
registering for the same class                                                      $269.00 
 

Discounted one year membership fee to join BFMA  
if subscribed when registering for class                              ADD: $135.00 
              (Regular price = $175.00) 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
 

* Enformation Central 
Class registration includes a one-year membership to the members only 
area at Essociates Group, Inc.’s website  -  www.essociatesgroup.com 
which includes industry articles, hints and tips for better forms, valuable 
links and essential tools for the forms professional.    
              (Resource is valued at $300 per year) 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
For the class schedule and locations,  

please see page 7 of this issue of Ensight. 



ensight   

A periodic publication of Essociates Group, Inc. for the forms industry 
Volume 2002, No. 3  -  Winter 2002  -  Page  7 

 Opinion - cont’d from Page 2 

meeting the current and projected 
needs of our customers – look to 
Kinko's and Ikon. Look to systems 
integrators and software companies 
such as BEA Systems, IBM, 
Deloitte and Touche, I2 Technolo-
gies, and Broadvision.  
 

For eCommerce, many players are 
involved but leadership remains 
elusive. Microsoft, IBM, Oracle are 
giants and could eventually domi-
nate the forms needs of our cus-
tomers. 
 

What a mess. These two camps 
are evident when listening to 
speakers at events such as the 
BFMA Symposium. Forms profes-
sionals leaning to the SVAM 
(“Software Vendors are Morons” )
camp are fighting the software ven-
dors, including their own in house 
IT departments, who tend towards 
the CAS (“Customers Are Stupid” )
camp.  
 

+ + + + + + + + + + + + + + + + + + 
 

In the next issue of Ensight, we’ll 
discuss these two camps and the 
coming of “Year X.” Maybe we’ll 
even come to some conclusion 
about who the majors really are. 

Non-forms innovators rushed to fill 
a need they didn’t understand.  
 

We saw them as the enemy, but 
our customers didn’t. They wanted 
the technology, but lacked the sup-
port both internally and externally 
to implement forms technology. 
So, the IT departments took it 
over. Their view of forms was pri-
marily one of elimination and indif-
ference. Their forms are a 
“caption-blank” arrangement sim-
ply to front end their databases. 
The data was of primary impor-
tance. Who cared about the con-
tainer. Where were the leaders? 
 

As a result, everything changed. 
Certainly we still have traditional 
players in large, visible roles. They 
have largely abandoned the Asso-
ciations because they see them-
selves in a different industry. The 
technology players got a real dose 
of reality when the economy 
tanked and companies stopped 
with the major technology spend-
ing. Also, it’s just possible they still 
don’t understand forms!  Digital 
players, such as Kinko's, Ikon, 
Xerox, and others are aggressively 
pursuing forms printing and are 
finding a receptive customer base. 
Non-traditional players, such as 
internal IT departments, systems 
integrators, application service pro-
viders, consultants, and eCom-
merce specialists are all making an 
impact. 
 

So who are the Majors? In forms 
technology, an emerging major is 
clearly Adobe. Acrobat PDF is eve-
rywhere. They bought Accellio 
Corp. (Jet Form). They announced 
that they see electronic documents 
exceeding $3 billion in revenues 
for them in 2-3 years.  
 

Look out for Microsoft. They have 
all that cash. They could make 
PDF obsolete or at least less im-
portant. They can already provide 
most of the functionality directly 
from the IE browser, but haven’t 
released it yet.  
 

In forms innovation? Well… In 
business solution innovation –  

 Training Class Schedule for Early Part of 2003 

January 
01/22-24/03  Washington, DC 
01/27-29/03  Hartford, CT 
 

February 
02/19-21/03  Indianapolis, Indiana 
02/24-26/03  Toronto, ON, Canada 
 
March 
03/19-21/03  Los Angeles, CA 
03/24-26/03  Las Vegas, NV 
 
April 
04/09-11/03  Philadelphia, PA 
04/14-16/03  New York, NY 
 

Many other locations to follow. 

For class description, see page 6 
of this issue of Ensight. 
 

Classes are scheduled as follows.  
Registration forms are available 
on the web sites of both Essoci-
ates Group, Inc. and Business 
Forms Management Association. 
Upon receipt of your registration, 
we will invoice you. 
 

Essociates Group Inc. and BFMA 
reserve the right to reschedule 
and/or cancel classes. Minimum 
enrollment: 15 attendees. 
 
 

December, 2002 -  no classes 

 Hints for Better Forms 

ZIP Code 
As an acronym for the U.S. Postal 
Service’s “Zone Improvement 
Plan,” the word ZIP must always 
be displayed in all capital letters. 
When written as “Zip” or “zip,” it’s 
a verb meaning “to close” or “with 
vigor.” 
 

Field Size 
The field length ideally should 
reflect adequate space for entry 
of the specified variable data and 
should not be controlled arbitrarily 
by the length of the caption. 
 

Instructions 
Locate the form completion  
instructions as near to the field 
requiring explanation as possible. 
Directions located at the top of 
the form, or at the bottom of the 
form or on the back of a paper 
form are easily ignored and are, 
therefore, usually ineffective. 
 
 

(We’ll gladly accept your sugges-
tions for this feature in future  
issues. Please direct your special 
requests and/or design tips to the 
Editor.) 
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NECCC Workgroups Formed 

National Electronic Commerce Co-
ordinating Council identified four 
general areas to be addressed by 
individuals representing both in-
dustry and government, including: 
  Electronic Payments 

Mission: To update the 1999 
NECCC Electronic Payments 
Primer to include a succinct de-
scription, benefits and barriers to 
governmental applications and 
criteria relevant to application 
o  Sub Workgroup: 

1.     Electronic payments 
  Identity Management 

Mission: To identify and assess 
what systems and processes gov-
ernment organizations are using 
to create, manage, and authenti-
cate on-line identities and author-
ize access to information or ser-
vices based on criteria related to 
that identity and appropriate role 
o  Sub Workgroups: 

1.      Authentication and au-
thorization systems and 
processes 

2.      Policy and legal issues 
  Records Management 

Mission: To address and analyze 
best practices for creating and 
maintaining electronic records as 
they relate to legal issues 
o  Sub Workgroups: 

1.      E-mail: legal & records 
management issues 

2.      Creating and maintain-
ing proper electronic 
recordkeeping systems   

3. Generating and retain-
ing signed electronic 
records 

4.   Lessons Learned 
Mission: To review recent history,  
examine successes and non-
successes, discuss what is hap-
pening today and to summarize 
trends for the next year. 
o  Sub Workgroups: 

1.     Electronic Benefits 
Transfer 

2.     Return on Investment 
3.     E-Procurement 
4.     E-Signature Statutes 

For more information, contact the 
NECCC Program Administrator. 

Eveanna B. Berry 
NASACT/NECCC 
2401 Regency Road, Suite 302 
Lexington, KY  40503 
859.276.1147 phone 
ebarry@nasact.org 

Summary:  
Graph Expo 2002 Charts Evolu-
tion in Printing Technology – 
Are you prepared to keep pace? 
Author: Ivars Sarkans, president 
of consulting firm Sarkans & Asso-
ciates of Los Angeles, California 
 
At Graph Expo 2002, held in  
Chicago in early October, the  
atmosphere was one of cautious 
optimism about the future of the 
printing industry. Most exhibitor 
presentations featured the key 
technologies that are reshaping 
the printing industry. Dominant 
focus was on: 
  Advances in digital workflow 
  Digital printing, with more 

high speed color machines 
approaching offset print  
quality 

Other highlights included  
computer-to-plate systems and 
digital plates, digital color proofing, 
and e-commerce initiatives 
 
“Workflow,” in the context of print-
ing plants, refers to the way op-
erations and production devices 
are linked. The workflow systems 
exhibited at Graph Expo 2002 fo-
cused on two types of advances. 
  Solutions to problems that 

have limited the effectiveness 
of existing workflow systems, 
such as software restrictions 
regarding choice of devices 
and limited scalability. 

  Extension of the prepress 
workflow automation concept 
by providing links between all 
components of the printed 
product supply chain. 

 
The International Cooperation 
for the Integration of Processes 
in Prepress, Press and Post-
press (CIP4) announced the new 
Job Definition Format (JDF), a  

development enabling advances 
in workflow systems. JDL was de-
veloped as a common XML-based 
communications data format to 
link individual machine production 
control software, printing plant 
MIS software and e-Commerce 
initiatives. The JDF standard sup-
ports job ticket specifications from 
origination to delivery. 
 
Movement of digital printing, 
mostly focused previously on 
black and white production, to-
wards color seems to be shaping 
up as a battlefield among the 
three giants – Heidelberg,  
Hewlett-Packard (Indigo), and 
Xerox.  
 
Heidelberg showed its Nex-
Press2100, a 4-color machine with 
maximum sheet size of 13.8” x 
18.8” – with rated speed of 4200 
full color pages per hour. iGen3, 
from Xerox, is also a 4-color press 
producing 6,000 full color pages 
per hour.  Hewlett-Packard’s  
Indigo w3200 web-fed seven-color 
dual engine digital press touted 
8,000 pages per hour and use of 
unique “electro-ink.” 
 
Computer-to-Plate equipment on 
display featured a mix of thermal 
imagers (for long run plates) and 
violet laser machines (for shorter 
runs and smaller format presses).  
 
__________ 
 
Excerpted from an article originally 
printed in the DMIA’s “Business 
Printing Technologies Report.” 
Contact the author for the com-
plete article. Ivan Sarkans may be 
reached by telephone at 
323.221.7791 or by email at  
isarkans@sarkans.com.  His web 
page is http://www.sarkans.com. 
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