
HPXpressions
Version 2.0 | Volume 002  | Q4 2017

THE IMPORTANCE
OF BRANDING



HPXpressions
From Tonya’s Desk by Tonya Kowa-Morelli

Value of a Brand by Joe Morelli

Ask the Expert with Victor Mullins

Manage Your Brand by Zach Shields

From Brand Zero by Nick Smith

Sigma Update
Letterhead Press Inc.

Huston-Patterson prides itself on delivering. We aim to listen to what our customers need, put it into 
production, and then deliver as promised. For us, this is where branding starts. Our brand; before our 
logo, before our colors, before our advertisements, is our work. Our quality of work and the way we 
conduct business is our brand. The responsibility of our image and our branding 
is to convey that message to those who don’t know Huston-Patterson. 

People can walk into stores and pick products right off the shelf for no other 
reason than they liked the packaging or trust the company that made it. Our 
clients don’t purchase what we sell off shelves. Our brand must reach them 
by other means. This is the challenge of branding when often your company 

has a behind the scenes role in most projects.

We have been in business for over 115 years 
but know that the landscape is changing 

and the competition is increasing. We have tightened our focus 
to make sure that every communication we make is consistent 
with our brand. We want to make sure that if you reach us on the 

phone, read our HPxpressions, see us in person, or find an 
industry publication with a Huston-Patterson ad; that each 
of those experiences are consistent. Real people, real 

experience. That is our brand.

Tonya Kowa-Morelli
President Huston Patterson
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I N  T H I S  I S S U E

The Importance of Branding
HPxpressions is a quarterly publication created by the 
team at Huston Patterson in collaboration with contributing 
authors. Each issue covers a specific theme that centers 
around the operations of the print and packaging industry.

If you would like to become a contributor, send in a tip/
question, or would like further information about Huston 
Patterson and HPxpressions, please contact us at:

The appearance of corporate logos does not imply 
endorsement by the respective entities of Huston Patterson 
or the content in HPxpressions.

123 W. North St. (Box 260)
Decatur, IL 62525-0260

1 (800) 866-5692 
hpx@hustonpatterson.com
www.hustonpatterson.com

NSD
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Just do it. The golden arches. These are three word phrases that bring everyone’s mind to one place. 
Obviously, McDonald’s and Nike are two examples of companies who’s branding is iconic. What 

about your company? Why is branding so important, even in our industry?  

In 2010 Kraft bought Cadbury for $19.5 million expanding their footprint in emerging markets. When 
asked specifically what it was that Kraft liked most about purchasing Cadbury, the answer wasn’t 
what you may think. The chocolate? Their assets? The recipes? Their people? No…they were quoted 
as saying that they bought their brand.  The same is true for many of the major acquisitions over the 
past few years- InBev acquiring Budweiser, Bill Gates buying Four Seasons, just to name a few.

Branding has become especially important in recent years. Now that the world is more connected 
than ever because of the Internet and social media, places with growing middle classes like China 
and Brazil are buying more. They are buying a lot more of everything, but specifically they are buying 
brands. Companies are now spending more money than ever to increase their presence because they 
recognize that when done properly it impacts their brand, which equates to a growth in revenue. 

At Huston Patterson we have spent a lot of resources on branding over the last decade. First with our 
HPx trademark and company rebrand and then today with the Real People marketing campaign. 
Granted we aren’t operating on a global scale or with the same platforms as companies like Nike, 
McDonald’s, Kraft or Four Seasons, but the principles are the same. Our competitors have similar 
equipment, similar materials, sell similar products and all have great people just like us, so what we 
have tried to do is create something that is significantly different than them. Our brand. No brand, no 
differentiation. No differentiation, no long term profitability.   

Branding is the combination of someone’s perception of a company’s customer service, reputation, 
advertising and logo. Today it is more important than ever. Nike and McDonald’s have built their brand 
over time and because of it they have the luxury of knowing people all over the globe immediately 
recognize who they are. On a much smaller scale, we hope to have that same brand recognition in our 
industry. With that in mind we will continue to grow, continue to succeed and as we evolve our brand 
will be front and center helping us reach our goals.

VALUE OF A 

B R A N D

by Joe Morelli
VP of Sales & Marketing

E D I T O R I A L

VP of Sales & Marketing
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WHAT ARE CAUSES AND 
CONSIDERATIONS OF PAPER CURL?

There are a number of conditions & applications 
that can cause or contribute to paper curl. In my 
opinion there are 3 main points to consider to 
help minimize the issue.

MOISTURE CONTENT: I have always referred to 
paper as being similar to a sponge. It can take 
on water and it can give it off. Paper reacts to 
the relative humidity (moisture in the air) and 
the temperature changes in the environment. 
If the RH increases, the paper will absorb the 
moisture. If the RH decreases, the paper will 
lose moisture. The fibers of paper are shaped 
like straws. As they absorb water they expand 
in diameter. This swelling of the wood fibers in 
the paper will therefore cause the paper to curl. 
Precautions should be taken during the months 
of extreme weather change to stabilize the 
paper to a constant RH Value. Moisture content 
is the number one cause for warp in paper.  

TRANSPORTATION: HP maintains a constant 
temperature and humidity throughout all of our 
facilities. However, as sheets leave our facility 
they get exposed to the outside conditions. To 

minimize the chances of the weather impacting 
the sheets we recommend transporting labels 
in a protective manner. We wrap litho labels in 
moisture barrier kraft wrap in order to keep the 
moisture in and keep the unwanted effects of 
the environment out. We also shrink wrap each 
skid in order to provide another barrier between 
the sheets and the environment. In addition, 
we do our best to minimize the amount of time 
sheets have to spend in a truck. Especially during 
hot, summer months - the longer a skid of paper 
sits, the more chance it will have to get exposed 
to extreme environments, ultimately impacting 
the paper’s moisture content.  

STORAGE: Upon arrival at our client’s facility, 
the labels should stay wrapped in the moisture 
barrier kraft wrap as long as possible. The minute 
a package is opened the paper will begin to take 
on the characteristics of the environment. In most 
cases this is the hot and humid environment of 
a box plant. In an ideal world, labels should be 
stored in a temperature and humidity controlled 
environment. Most box plants do not have 
that luxury, so instead do your best to keep the 
labels wrapped up and away from dock doors or 
equipment that may give off extreme amounts 
of heat. 

4 | HPxpressions 2.0 | Volume 002 | Q4 2017



MANAGE YOUR 
BRAND

by Zach Shields

In the Old West your brand meant (literally) labeling your assets. It represented your calling 
card, your market share, your insurance against competitors trying to rustle up your business. 
You stamped your company logo on your bovine stock-in-trade.

Your BRAND, in short, meant YOU. Competitors saw it and steered clear – if you represented a 
solid outfit – or toed the edge of the margin if you didn’t command respect in the marketplace.

Fast-forward a century or so and the rules are the same. Whether we sell polo shirts or shipping 
crates, customers and competition alike must respect our mark. Establishing a brand identity 
distinguishes you from the crowd. 

Set the metaphor aside as you work through the mental process. A logo, after all, is just 
a means to an end. What it REPRESENTS is the core concept. Think from the customer’s 
perspective. What return on investment are we offering that nobody else does?

The most important thing to bear in mind is that branding is long-term, not instantaneous. 
It’s an organic product, something grown from the fertile soil you establish with clients. 

Of course, the steak ultimately has to speak for itself. Branding fully embeds when the quality 
of what we offer matches the reach of a marketing strategy. Consider this bit of wisdom from 
Starbucks founder Howard Shultz:

“Mass advertising can help build brands, but authenticity is what makes them last. If people 
believe they share values with a company, they will stay loyal to the brand.”

This is a different sort of statement, but ties back to our basic premise. Customers either 
believe in who you are and your capacity to provide what they need, or they don’t. Your ability 
to connect is bound to their belief that your contribution will make them more successful. Or 
more relaxed. Or more fulfilled.
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Do I like to think about how my java originates in sustainably-sourced South American 
Rainforests? If I do, and I ALSO enjoy the end product, I’m likely to stay loyal. 

Does that high-schooler think those perfectly distressed jeans will score him points with the 
ladies? They may or may not. (But from a sales perspective it’s a really good starting point.)

When two factors merge – quality and a clear message – a market is ripe for cornering. 
To shift back to our operative example: think about the last time you browsed the meat 
counter. Does Black Angus beef really taste better than that of competing breeds? Or is 
it just one type of high-quality cow among many, but whose value is optimized by the 
registry’s brilliant marketing campaign? 

The consumer is left to decide – and has. Leanly-produced, deeply marbled cuts translate 
well to the grill. You won’t see that distinctive black outline disappearing any time soon, 
especially when a provider can also assure you that an animal has been grass-fed and 
raised free of growth hormones. Doesn’t that make a shopper at least consider paying an 
extra few bucks for her ribeye?

Now consider a less feel-good, more bottom-line economic perspective. 

“Your brand is what other people say about you when you’re not in the room,” opines 
Amazon founder Jeff Bezos.

Say what you want about his company and its impact on local economies; 
he’s been successful because online shoppers understand these two elements: 

1. Amazon will help them find what they’re looking for

2. Buyers trust that they can rely on the provided service 

To take the Bezos quote a step further – your brand is what people think about you when 
they hear your name or see your logo. At the end of the day they might prefer to shop locally, 
but know for a fact that Amazon offers selection, service and often competitive pricing they 
can’t find anywhere else. It’s reliable. It’s fast. It’s convenient. The sales platform delivers on 
its implied promise, which is to bail you out when you have a week to go ’til Christmas.

By extension, you’re going to cultivate a wide distribution radius if suppliers know your 
mufflers are efficient, come with a bankable warranty, and fit a wide range of makes and 
models. By making their job easy, you become an easy choice for them. 
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Coherent marketing plans push brands out to the public eye in the broadest possible manner, 
while also tailoring itself to hit target demographics. Sometimes this means direct consumers, 
if we’re talking fashion; other times it means a partnering company that consumes a product 
we provide earlier in the supply chain. Pima cotton, say. Either way, it’s vital for customers to 
develop confidence in what we offer. 

Yet it’s all for naught, even if business can manufacture the best available product, unless 
somebody notices and sees that what you say holds water. If nobody knows about it, your 
product gathers dust in a warehouse. Distinguishing these items from those of competitors 
makes all the difference. 

Maybe your product isn’t even a thing. Maybe it’s a service. Have a bed and breakfast? Your 
task is to offer up evidence of what makes a stay with you memorable. Putting your core 
operating principles out front of your message is a valuable practice. Presumably, you believe 
in what you have to offer. So tell people why. 

It’s not enough to say: Private chalet overlooking hidden lake in the Swiss mountains. In addition 
be sure to tell B & B browsers how you fell in love with the scenery and when and why you feel 
such a connection to this one special corner of the planet. Even the most appealing mountain-
top retreat won’t sell itself.

The game has changed somewhat due to the advent of social media. It’s possible to push 
your brand 24-7, remaining nimble to respond to (or at least comment on) sudden shifts in the 
marketplace. Depending on the size of your operation you may have a marketing manager 
who can stay on top of that information stream. If not, this is a good time to tap your millennial 
grandchild for advice. Because every moment someone else is telling their story means 
someone’s not listening to yours. 

Ultimately, your properly-branded product will stand on its own two feet. (Or four, if you in 
fact raise cattle.) And telling your own story is a heck of a lot more compelling than rustling 
someone else’s. 
fact raise cattle.) And telling your own story is a heck of a lot more compelling than rustling fact raise cattle.) And telling your own story is a heck of a lot more compelling than rustling fact raise cattle.) And telling your own story is a heck of a lot more compelling than rustling 
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A brand new local brewery is coming to our hometown of Decatur, Illinois. This has been a long-time 
passion project of the owner Tim Fyke that has finally started to take shape over the last year or two. 
The core of the business is to provide high quality, locally created craft beers to the community that is 
underserved as far as microbreweries go.

Hammering out all the logistics has been a challenge for Fyke and his team as opening any new 
endeavor would be. Eventually a location was picked and the brewery was on the path of becoming a 
reality. Carpenters were hired. Brewing equipment was ordered. Recipes started to be developed. A 
food truck was even purchased to add to the experience. The brewery was well on its way. Except, 
what would it be called?

The original names for the brewery revolved around Abraham Lincoln and his time spent in the 
area. Other names were discussed but they almost always came back to Lincoln. It was a safe 
and comfortable choice given the history and geography of the area. Abraham Lincoln spent 
time in Central Illinois as a lawyer, politician, and famously as a rail splitter. Lincoln was 
everywhere, and it was determined that maybe it just wasn’t the best fit.

Sometimes when this happens it takes dozens of names, research, votes, and test 
audiences. But this was not the case this time. One day when walking in the parking 
lot of their construction site, the name came to the team. This brewery will be housed 
in the lower level of Marquis Beverage, a local coffee roaster. The facility has bays for 
deliveries on the lower level on the back side of the building. One of these large bays 
would be developed into the home for the brewery. Above the entryway was a sign 
that simply read, “Door 4”, and it just seemed like a logical fit for a name.

Brand names can come from anywhere. Many rely on the names of people; be 
it their own, names of relatives, or even public figures. Wendy’s, Papa John’s, F o r d 
Motor Company, Tesla, Wal-Mart, and countless others use peoples’ names in their business 
brand. Some are descriptive to their product or service like Jiffy Lube, General Electric, or Dunkin 
Donuts. Some take inspiration elsewhere including, Nike, Apple, and Starbucks. In this case, the name 
Door 4 Brewing Co. was born out of its location.

Once the name was settled it became time to visualize what that brand could look like. What kind of 
logo could represent Door 4? Some initial brainstorming lead to suggestions of “door” related imagery 
including keys, locks, handles, and even doors. Others pointed to other brands that they liked for 48 | HPxpressions 2.0 | Volume 002 | Q4 2017



inspiration. Perhaps the best thought was to just make a logo 
where the “4” could stand on its own.

The intended use of a logo can often determine how 
the logo should look. In craft beer, the opportunity 
for the logo to be put on hundreds of different 
cans or bottles, is almost certain. It would need 
to look just as good on a Halloween inspired 
label as it would on a label covered with an 
abstract painting. Development of the logo 
moved quickly into a seal. If done properly, 
each eventual home for the logo could be 
made with little consideration for the logo. 
A painting made for a label, a vinyl wrap for 
a vehicle, or a screen-printed shirt could all 
be made as intended and the logo should 

work with all of it.

Once this ideology was accepted, the 
primary logo came together quickly. The 
next step was to make a logo for the food 
truck that would be similar but be able to 
stand on its own as well. The circle shape of the 
brewery seal was turned into a tire shape for the food 
truck. The wheat symbols were exchanged for spatulas and lug nuts were even added. When 
viewed side by side, it is far easier to tell that the logos are significantly 
different. But when separate, they both equally invoke Door 4 and 
serve their purpose to make the brand visually recognizable 
with the enlarged number 4.

Branding is more than just the name and the logo. It is the 
voice of the business. It is the quality of the product. It is the 
quality of service. It is the experience. The team at Door 
4 expressed that they wanted to be a destination. It was 
important to realize that beer can be bought and enjoyed 
a l m o s t anywhere. Good beer, or even great beer 

can be purchased at the store. The experience 
of coming down to the brewery had to be far more valuable to 

the consumer than just great beer at a drinking establishment.

Their team has been working on adding features like the food truck, 
dessert pairings, custom merchandise, a tap room, state of the art technology, 

and other ways to engage their audience when they open in the fourth quarter 
of the year. There is no denying that the construction of the brewery or actual 
brewing of the beer is paramount. But it would be unwise to discount the value 
of the branding to the success of the brewery. Door 4 has already had tens of 
thousands of engagements and interactions on social media without even 
pouring a single pint. Their brand is recognizable and anticipated. People 
have expectations already because of the brand. Look for them to deliver 

on those expectations well beyond the first tapping of their kegs.
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Sigma Update . . . movers & shakers! 
The big news at Sigma Graphics is the purchase of a new van! We got a great deal on a GMC Savana 
Cargo van! Considering that our 1994 Dodge Ram 350 had 270,000 miles on it, we are thrilled to have 
this van. It’s especially nice to have all the logos and company info updated as well. 

We’ve recently replaced our 
jogging system for the cutter, 
with a Colter & Peterson jogger 
plus air remover. It jogs the 
sheets waiting to be trimmed 
by aligning them to the gripper 
and side guide before being 
moved to the cutter. It also 
indicates, by weight, how many 
sheets are on the table. This 
allows the operator to adjust 
lift size and keep an accurate 
count of each lift.
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