


Experience 
catalyst, inc. providence, RI

Senior Graphic Designer 10/2013 - Present  
Work closely with art director to conceptualize, design for in-house and client branding projects in print, 
web design, front-end development, email design and development and social media. 

CLA6ix design llc pawtucket, RI

Freelance Designer 08/09 - Present  
Maintain client relationships with buinesses, agencies and in-house departments with responsiblilities in all 
aspects of production and design for branding, print, web and  social media. 

One Bradford bristol, RI

Graphic Designer 06/2012 - 3/2014  
Work directly with the Managing Director in developing design solutions including branding, web, print, editorial, 
production and social media. One Bradford is a division of East Bay Newspapers. 

TriMed Media Group Providence, RI 

Senior Graphic Designer 09/2011-03/2012 
Work closely with art director to conceptualize, design, and oversee production of marketing materials relating to the 
publications including: e-newsletters, digital magazines, e-promotions, invitations, postcards, newsletters/direct-mail 
pieces, large-format signage, exhibit booth graphics, print advertising, and PowerPoint slideshows. As well as design 
and production of magazines, including; template set-up, editorial design.

Providence Business News Providence, RI 

Graphic Designer 04/08-09/2011 
Work directly with inside and outside sales staff, customers and printers to design and alter print and online  
advertisements for outside and in-house marketing materials. Responsible for layout and design of weekly newspaper 
and special sections along with updating website weekly with stories of each issue. 

Dominion Homes Media Norfolk, VA 

Key Account Designer/Art Department Coordinator 06/01 – 02/08 
Responsible for designing and altering print advertisements for assigned accounts requiring special attention. Also  
designing front covers and spec ads to attract potential clients; working directly with inside and outside sales staff,  
customers and printers to produce special projects and single advertiser magazines. Along with being responsible for 
coordinating all 4-color advertisements for over 40 different magazines and prepare files for press. 

Education 
Gibbs College Providence, RI 

2001 Certificate in Visual Communications 

Software 
Strong skills in Photoshop, Illustrator, InDesign, Quark XPress, Wordpress, HTML, CSS
Knowledgeable in Microsoft Office, Jquery, Flash, PHP, Final Cut pro, Premiere, After Effects, Drupal, Joomla 

**Portfolio available upon request and references available at www.linkedin.com/in/jeffcarreira

401.952.9079
jeffcarreira@gmail.com
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23%
PREMIUM

Fully engaged customers represent 
an average 23% premium in terms of 
share of wallet, profitability, revenue, 
and relationship growth. 
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Beyond Demand Gen, Expand Marketing Adds Real Value 

When it comes to customer marketing, Gallup found that fully engaged 

customers are more loyal and profitable than average customers – in good 

economic times and in bad. Across a variety of industries and target audiences, 

their research has consistently shown a powerful link between customer 

engagement and key business outcomes.

Their data reveals that a customer who is fully engaged represents an average 

23% premium in terms of share of wallet, profitability, revenue, and relationship 

growth compared with the average customer. In stark contrast, an actively 

disengaged customer represents a 13% discount in those same measures. In 

short, when customers believe they are getting more out of a business, they give 

more to it. 

Further, Rosetta Consulting (in their study, “The Economics of Engagement”) 

found clear top- and bottom-line benefits to engagement based on stronger 

loyalty, reduced competitive threat, greater advocacy, and increased opportunity 

for upsell and cross-sell. Top-performing brands in customer engagement 

experienced 50% higher revenue growth than all other brands, and 36% higher 

growth than their category average.
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20%
BETTER

Strong brands outperform  
weak brands by 20%.
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Beyond Demand Gen, Brand Marketing Adds Real Value. 

The proof of brand value is building. A recent study by McKinsey & Company 

showed that B2B companies with brands that are perceived to be strong 

outperformed weak brands by 20%. They found that decision makers are willing to 

pay a premium for strong brands because they believe established brands make 

their lives easier. They are seen as a source of information and reduced risk. Strong 

supplier brands are even seen as a way for a company to build its own reputation 

by association.

McKinsey & Company also found that brands have a strong influence on B2B 

purchase decisions. They found that professional buyers use the vendor’s 

reputation as a short cut that minimizes uncertainty and simplifies the evaluation 

process. In fact, their survey found that purchasing decision makers consider the 

brand as a central rather than a marginal element of a supplier’s value proposition 

- almost as important as the efforts of sales teams in encouraging them to make 

out a purchase order. 

For certain B2B segments, such as machines and components, brands were 

perceived to be particularly relevant. That’s because there’s a lot at stake for 

buyers. Their decisions impact a lot of people, the whole organization and, 

ultimately, their reputation and career. They need to trust their suppliers. A strong 

brand offers a shortcut to trust. Remember the old expression, “You don’t get fired 

for choosing IBM.”
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B2B Leaders Are Focused On All Three.  

Despite all the hype around demand generation, research 

conducted by Act-On Software shows that marketing leaders are 

not actually entirely focused on demand gen. In fact, more than 

85% report dedicating at least half of their effort to functions 

other than demand gen. 

They are spending roughly the same amounts of time and 

resources across three broad areas: branding, demand generation 

and customer (expand) marketing. And the top performers (those 

who are achieving or over-achieving their revenue goals) are 

52% more likely to have a significant portion of staff resources 

allocated to each of these three marketing functions. Top 

performers are also 23% more likely to have a significant portion of 

budget allocated to these marketing functions than the laggards.

TOP PERFORMERS VS. LAGGARDS

52%
MORE LIKELY

23%
MORE LIKELY
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Demand AND Expand. 

Top performers are 23% more likely 
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BUT WAIT…
Is demand generation still the rock  

star of marketing? Is it most responsible  
for producing business results? 
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The World Has Been Telling You To  
Focus On Demand Generation. 

In adapting to business uncertainty, B2B marketers have changed the way they 

market. Instead of leaning exclusively on branding and creative, now the focus  

is on techy, data-driven marketing, as defined by demand generation and its 

number-bound disciples – all enabled by tools such as Marketing Automation.  

And why not? Demand generation has been the shiny, golden darling of  

marketing over the past several years. It has delivered impressive number of  

leads, opportunities and conversions. It has also helped marketers share  

numbers and results with management.   

Was it any wonder then that it became a media darling too. From analysts to 

bloggers to marketing strategists, demand generation has been at the top of  

the list. The more coverage it got, the bigger it got. It became the most  

important marketing approach.
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All Three Matter (Equally)  

To Your Success. 

BRAND.  
DEMAND.  
EXPAND.
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Date:

To:

email@emailaddress.com

Email Design by Jeffrey Carreira

April 6, 2013
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401.952.9079
jeffcarreira@gmail.com



Every day, every product you build, your reputation is on the 

line. We can relieve some of that stress. We are Metso. It’s our 

business to get you the right valve assembly for the job—one 

that exceeds all your expectations. In addition, each and every 

one of them is backed by a team of experts that’s available 

to you rain or shine, day or night, here or there. Because our 

ultimate goal is to help you make it great.

Reliability.
From point A to point B  

Learn more at metso-oem.com

MET-1809 Note Card_FNL.indd   1 4/23/15   4:13 PM

ready
set
ready
set
ready
go

Metso valve assemblies are built to help you succeed. They are pre-tested, 
qualified, conform to industry standards and are backed by a global  
support network. They’ll perform beyond expectations every second of  
every hour—so you can too. 

Use reliable products, and seize the day.

Sam Sample

XYZ Company

Everywhere, USA

Jack Miller, ASM
jmiller@metso.com
123-1234-12345

Log on to metso-oem.com and download free tools 
to increase your productivity. 

RapidDraw3D™ is a free specialized software that allows OEMs to seamlessly  
add valves, assemblies and connections to existing CAD drawings. 

Nelprof® 6 is a free, valve-sizing and selection software that allows engineers
to quickly and reliably select automated on/off valves and verify safety with our  
SIL module.

For more information contact your Metso representative: 

Metso is a single-source supplier  
of a wide range of manual and  
automated valve solutions.

Metso’s valve and control packages are assembled to  
ensure the reliability and reputation of your products.  
Not only are they delivered when and where you need 
them, but their components are designed and engineered 
to work together perfectly. This is a direct result of Metso 
being a single-source supplier. 

Safety first
Components designed together means longer product life 
cycle while maximizing efficiencies. And more efficiency 
means greater safety. In fact, each valve assembly maintains 
more than 35 certifications from relevant qualifying 
organizations and agencies worldwide making it easier 
to achieve your HSE goals.

Service you can count on
When you need help, you can depend on Metso  
service—no matter where you are. Our global reach  
allows us to be with you every step of the way— 
from product selection to installation to service  
support and follow-up. 

Insert the web key into your computer to learn more.  
After all, engineering and manufacturing require a  
reliable team and diverse technical expertise.

Success in OEM industries  
starts with trustworthy  
reliable partners

www.metso-oem.com

A place to learn more about 

Metso and find technical sizing, 

selection and drafting support. 

www.metso-oem.comwww.metso-oem.com

Log onto metso-oem.com to discover how Metso can  
become part of your competitive advantage. Also, get  
access to free software tools to increase your productivity 
including our valve sizing and selection software and a  
tool to seamlessly add valve assemblies to your existing  
CAD drawings.  
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USA
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Every day.
Every hour.
Every second.
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Welcome to Valmet Performance Solutions 
Reduce Costs. Increase Efficiency. Lower Emissions.  

GET MY DOWNLOADS

First Name*

Email Address*

Company

Last Name*

Title

Phone

First Name*First Name* Last Name*Last Name*

TitleTitle

CompanyCompany

Email Address*Email Address*

PhonePhone

Valmet knows pulp & paper

Valmet is a trusted partner in the pulp & paper 
industry, famous for a comprehensive array of reliable 
solutions from machine controls to process automation 
systems and information management. We take all of 
that knowledge, and nearly a century of experience, 
and put it into every consulting engagement.

Our engineers know boilers

When Valmet engineers step into your plant, they’re 
ready to baseline every aspect of your boiler operation, 
starting with a walkdown of all critical control 
equipment. Performance is measured on fuel and air 
handling equipment, air damper drives and more. 
Next, control system tuning parameters and other 
factors that a�ect boiler performance are reviewed 
and evaluated. Finally, they talk to operators and 
performance engineers to �nd out how things  
really work. 

Our engineers know steam networks

Valmet engineers review your steam network and its  
controls to see how the boilers, turbines, PRVs, and  
steam users interact. �ey examine upsets and changes  
in demand. �ey apply thorough understanding of  
steam networks to �nd opportunities for improvement

Valmet guarantees results

Multi-day fact finding, 
personnel interviews 
& process tests

2On-Site 
Data Collection

Fact Finding 
Meeting1

30-minute meeting to
identify needs & issues

Analysis3
Data analysis, baselining, 
number crunching &
identifying bottlenecks 
& improvement 
potential

Report and 
Present Findings4

• Improvement potential
• ROI   
• Recommended 
   Scope of Work
• Guarantees

7 steps to optimized process performance

Regular visits to assure 
peak performance

7Sustainability
Measure improvements above 
baseline & quantify 
performance outcomes

6Performance 
Analysis

• Design solution & review 
   with customer
• Enhance & tune base 
   controls
• Install & commission APC
• Train operators

5Implementation

Performance Solution Process

6

GO! 
Start the 
Project

 Advanced Process Control Solutions

Bring Valmet Intelligence to your process operation

Valmet Performance Solutions is seven steps in two distinct phases. In the study phase, our engineers work with customers to gather key information and develop return on investment metrics. In the implementation phase, we turn theory into 
reality, train sta� and measure performance improvements. 

Let Valmet deliver guaranteed results 
to your operation. Call 000-000-0000
or visit valmet.com.

Background: American 
Bituminous Power Partners 
LP asked Valmet to 
examine the two 
Circulating Fluidized Bed 
(CFB) boilers and controls 
at their Grant Town, West 
Virginia plant with the 
hope of improving 
performance and lowering 
the costs of production. 
�e study included physical 
examination of all 
components, control 
system baselining, and 
in-depth discussions with 
the plant personnel. 

Solution: Valmet increased 
the control system’s 
intelligence by adding our 

combustion management 
system to  
the existing DCS. Our 
Advanced Process Control 
(APC) took over bed 
inventory, O2 control, 
combustion pro�le 
optimization and fuel/air 
master controls.

Key Result: A nearly 7% 
reduction in limestone 
usage over the operating 
range. By improving the 
calcium to sulfer capture 
ratio the plant was able to 
avoid the cost of installing 
a $12 million post-
combustion �ue gas 
treatment system.

Background: Like many 
pulp mills, Celulose Nipo-
Brasileira S.A. (Cenibra) 
was challenged to keep 
their steam network in 
balance. When process 
steam demand was not met 
by primary biomass boilers, 
auxiliary boilers were used 
to make up the di�erence, 
o�en using more expensive 
fuel oil. Also, steam venting
was a chronic problem.

Solution: To maintain the 
ideal balance and with an 
eye on reducing fuel 
consumption, Cenibra 
purchased our Steam 
Network Manager. �is 
decision also helped ful�ll 
a more comprehensive plan 

to improve process 
stability, produce uniform 
quality and lower costs.

Key Result: Vented steam 
has been reduced an 
astounding 90%. Fuel costs 
are down and the carbon 
footprint of the power 
boilers has been slashed by 
the equivalent of 2,200 tons 
per month of CO2 
emissions.

Grant Town wins by 
reducing limestone 
consumption.  
Saves $12M.

Reducing vented steam by 90%.  
Just another day at the office  
for Cenibra.

Our Advanced Process 
Controls know how to 
optimize your operations
Once performance improvement goals 
are agreed upon, Valmet implements 
an Advanced Process Control (APC) 
solution for meeting or exceeding 
them. Our APC, with its dynamic, 
intelligent processing, can permanently 
reduce the amount of raw materials 
and energy required to deliver a target 
production output by focusing on 
process optimization and stability. 

Typical results include:

• Cost savings – Less energy and raw 
materials are required to deliver target 
production yields.

• Reduced process variations – Process 
variations are minimized, improving
product quality and operations.

• Asset performance optimization – 
Assures the best return on your
investment.

• Better operational reliability and 
�exibility – More stable processes means 
less wear on production equipment.

• Long-term results – Process and 
production performance are continually 
monitored to ensure that gains are
maintained over time.

• Safety – Process controlled within limits 
of safe operation.
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Maximizing your mill’s perfor-
mance is critical to pro�tability.  
You know that consuming less 
energy and raw materials to  
meet production targets means 
delivering more to the bottom 
line. But achieving exceptional 
performance gains without 
introducing risk and unforeseen 
costs has always been a challenge. 
Until now.

Valmet Performance Solutions  
is a consulting service that 
investigates, baselines and 
analyzes every aspect of your 
boiler operation and steam 
network. �en we work with  
your powerhouse team to o�er 
actionable and a�ordable 
recommendations. 

With the extensive due diligence 
that goes into our Performance 
Solutions Analysis, we are 
con�dent in o�ering performance 
guarantees that typically provide 
a return on investment (ROI) of 
one year or less. A true win–win. 

Reduce Costs. Increase Efficiency.
Ensure Uptime. Save Money. 
Guaranteed.

Valmet Performance Solutions
Pulp & Paper Powerhouse

Did you know?
Valmet Corporation is a leading global supplier of 
technologies, automation and services to the Pulp & 
Paper, Power Generation and other process industries. Our 
12,000 professionals around the world work closely with 
our customers to solve challenges and move their 
performance forward – every day.  

Valmet’s services cover everything from maintenance 
outsourcing to mill and plant improvements. Valmet’s 
advanced automation solutions range from single 
measurements to mill and plant-wide turnkey 
automation projects.

Valmet has over 200 years of industrial history and was 
reborn through the demerger of the pulp, paper and power 
businesses from Metso Group in December 2013. Valmet’s 
net sales in 2014 were approximately EUR 2.5 billion. 
Valmet’s head o�ce is in Espoo, Finland and its shares are 
listed on the NASDAQ OMX Helsinki Ltd.

401.952.9079
jeffcarreira@gmail.com
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    Choose Your  
Own Adventure JIM THORPE GETAWAY GUIDE

LEFT PHOTO: No 9 Mine - Photo Courtesy of No. 9 Coal Mine & Museum  RIGHT PHOTO: Mauch Chunk Lake, Photo Courtesy of Andrea Trower

Family Roadtrippin’?

 If you want a place for the whole family to enjoy all year 
long, your best bet is to give the Lake Harmony area a try, just 
up the mountain from Jim Thorpe. Split Rock Resort offers 
very family-friendly accommodations with tons of amenities 
to keep everyone from toddler to teenager, to mom and dad, 
to grandma and grandpa happy. With H2Ohhh Indoor Water 
Park, bowling alley, and movie theater under the same roof, 
most kids won’t even want to leave the building. If you can 
convince them to dry off and step outside, you have easy 
access to Jack Frost and Big Boulder Ski Areas and lots of 
restaurants worth trying, like Nick’s Lake House, Boulder View 
Tavern, and Shenanigan’s, not to mention Lake Harmony 
itself. 
 Looking for a smaller, quieter lake to spend the time? Take 
a short drive down the mountain to Mauch Chunk Lake Park. 
Equipped with lifeguards, snack stand, and playground, your 

family can enjoy a picnic and hours of fun in the sun. If it’s 
not really outdoor weather, you can seek out several fascinat-
ing and educational museums nearby. The No. 9 Coal Mine 
Museum tunnels you down to show you where and how local 
miners used to work. It is also a great tour to pair with ghost 
walks in Old Mauch Chunk in October for the Halloween-
loving family. Back in to the town of Jim Thorpe, explore the 
Old Jail Museum. See how the warden’s family lived side 
by side with the inmates and learn about the mysterious 
handprint and the Molly Maguires. On your way back up the 
mountain for more Split Rock fun, you will want to stop by the 
Bear Mountain Butterfly Sanctuary. “The Butterfly Lady” is 
happy to have you. Stay for some crafts, take in one of the 
presentations, check out the frogs, or simply sit and visit with 
the butterflies in the Flutterarium. With all that Jim Thorpe has 
to offer families, yours will beg you to return year after year. 

JIM THORPE GETAWAY GUIDE
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What would you do if 
your child couldn’t learn?

We are a nationally recognized private special education school for children  
with complex learning profiles. Our expert, caring team of  professionals, state  

of  the art sensory arena, small class size and unique Immersion Model provide  
students with an optimal environment for academic and social success. 

Learn more at www.thewolfschool.org

with complex learning profiles. Our expert, caring team of  professionals, state with complex learning profiles. Our expert, caring team of  professionals, state 
of  the art sensory arena, small class size and unique Immersion Model provide of  the art sensory arena, small class size and unique Immersion Model provide 

O P E N  H O U S E
SUNDAY, DECEMBER 8, 2013
1:00 to 3:00 PM

“““Rather than my child always 
struggling to �t into a school, this 
school strives to �t my child.

-A Wolf School Parent

“

JOIN US FOR THE WOLF SCHOOL’S SECOND ANNUAL JOIN US FOR THE WOLF SCHOOL’S SECOND ANNUAL 

Monday, September 21, 2015

Valley Country Club 

251 New London Ave., Warwick, RI 02886

Registration: 11:00-11:30 AM 
Light Lunch: 11:30 AM – 12:45 PM 
Shotgun Start: 1:00 PM 
Cocktails & Awards: 4:30-5:30 PM

Format Choice & Prizes:

One Best Ball of  Foursome; Play Your Own Ball 
Gross Format with 1st Place Cash Prize  
Net Format with 1st Place Pro Shop Chits

Entry Fees:

Gross Format: $700 per foursome 
Net Format: $600 per foursome 
Includes lunch, golf cart, giveaways & one cocktail ticket per player

Corporate Sponsorships & Tee Signs availableCorporate Sponsorships & Tee Signs available

215 Ferris Avenue
East Providence, RI 02916
www.thewolfschool.org

with Wolf

When: Monday, September 21, 2015
Where: Valley Country Club

Download a registration form  
at www.thewolfschool.org

For more information contact  
Mara at 401-432-9940 x27  
or mscoliard@thewolfschool.org

The Wolf School is dedicated to providing an  
educational environment where children with  
learning differences can become successful  
secure learners.

                    

When:
Where:

Download a registration form 
at www.thewolfschool.org

For more information contact 
Mara at 
or mscoliard@thewolfschool.org

The Wolf School is dedicated to providing an 
educational environment where children with 
learning differences can become successful 
secure learners.

V IS IT.   LEARN MORE.  VOLUNTEER.  DONATE.

Transform the lives of students with complex learning  

differences. Give families hope for their children’s future.  

Believe that every child is a learner.

401-432-9940
WWW.THEWOLFSCHOOL.ORG

215 FERRIS AVENUE, EAST PROVIDENCE, RI  02916       
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401.952.9079
jeffcarreira@gmail.com



Meet the new Ashcroft:
Focused on protection.

Defining what we stand for:

A new sense of purpose.
Over the past several years, Ashcroft has 

made major strides in the transformation of 

who we are as a company. You’ve been a  

big part of that success. But we can’t rest  

on our laurels. The competition is too �erce. 

The market is changing too rapidly. We need 

to stay ahead of it.

So we’re evolving. It’s high time for us to 

show the world all the changes and  

improvements we’ve made. It’s time for  

Ashcroft to have a brand that re�ects  

who we really are. 

To us, a brand is so much more than a logo 

and a tagline – it’s the promise we make to 

the world. It’s represented not only in our 

products and services, but also in our people 

and our everyday actions – it comes through 

the customer’s full experience of Ashcroft. 

With this brand as our common focus,  

we’re looking to establish an even greater 

level of trust with customers and prospects – 

those who need to deal with the continual  

challenges of pressure and temperature 

measurement in their processes. 

This book is designed to provide you  

with the information you need about our  

new brand. It is intended to help you  

understand what we expect of you as we 

look to elevate our 160-year track record  

of industry leadership to a new level.

Protecting people, processes and profits.

A concept born over 160 years ago.

When Edward Ashcroft founded our  

company in 1852, his vision was to  

manufacture safer and more sophisticated 

measuring instruments. 

Today, we’re building on Mr. Ashcroft’s  

vision and making it central to our brand.  

The central theme is PROTECTION.  

It’s our promise. Our claim. Our passion.  

It’s the reason we exist. 

By always striving to manufacture and  

deliver the most innovative and well-crafted 

pressure and temperature gauges on the 

planet, coupled with superior customer 

support, we aim to protect our customers’ 

people, processes and pro�ts. This way, we 

ful�ll our purpose and become the company 

people can trust. And maybe even make the 

world a better place along the way. 

In the beginning, it was enough to talk about 

what we offered. As competition grew, we 

needed to show how our superior and  

reliable products were different. Today,  

it’s more about why we do what we do –  

the higher order bene�t we bring to the  

world – in order to connect with customers,  

prospects and partners on a deeper level.  

To gain trust. 

Make no mistake about it: Ashcroft is already 

considered the premium manufacturer of 

instruments for pressure and temperature 

measurement. Now, we need to explain to 

the world what drives us to be the best,  

why we take so much pride in our work,  

and the values we share together.

Our Value:

Communicating the WHY
of what we do.

OUR VISION
A world where our customers’ people,  

processes and pro�ts are never at risk 

because of Ashcroft measurement  

instruments.  

OUR MISSION
To constantly push the limits of  

innovation to deliver the world’s most 

trusted measurement instruments.

OUR CORE VALUES

Think customer first. 

Every action, plan and project should start 

with the customer in mind. We always 

need to see the world through their eyes. 

We need to know their business and  

applications, anticipate their needs and 

act proactively to protect them.  

Never settle.

Being the best means always improving, 

never being satis�ed. That’s why we try 

to �nd new ways to look at and solve a 

problem. We believe there’s always an 

opportunity to improve the performance 

of a product – and a better way to deliver 

it to customers and partners.

Challenge the status quo. 

Never be satis�ed or complacent with 

your personal performance or the  

performance of the company.  

Yesterday’s answers aren’t always the 

right answers. At Ashcroft, we need to 

actively challenge each other to improve. 

Respect each other. 

We can only do this together. We need  

to celebrate our diversity, share our  

ideas, and amplify our collective thinking. 

The way to achieve great things is by  

embracing the power of “us.”

Think beyond borders.

That means outside the box.  

Across geographic borders. Outside  

your factory. Beyond your function.  

Outside your comfort zone.

Our customers are faced with a diverse 

range of applications challenges – more  

than ever before. That’s why Ashcroft is  

focused on developing a �exible and  

adaptable portfolio of products: each with  

a rich set of variations to meet evolving  

customer demands. Continuous R&D  

and customer-focused innovation are  

more critical to our success than ever.  

Today, our biggest enemy isn’t other  

companies. It’s the status quo. The key  

is for us to be thinking about solutions,  

as opposed to thinking about products.  

Ashcroft needs to be the company that  

sees the big picture. Anticipating the  

next challenge. Delivering new answers.  

It’s really a matter of enhancing our daily 

mission through the practice of these  

key attributes:

INNOVATION. Use our collective imagination 
and individual creativity to craft the best solution 
for each and every customer.  

EXPERTISE. Maintain a passion for learning 
throughout Ashcroft, to create a value-added 
resource for our customers.

AGILITY. Be able to quickly adapt our  
operations to serve key target markets and  
individual customer needs.

DECISIVENESS. Develop the intense  
discipline needed for swift and accurate  
decision-making across the enterprise.

VITALITY. Bring a positive spirit to our work 
that celebrates every aspect of our business  
experience, while creating a lively and vibrant 
environment.

Intelligent and streamlined solutions.

For a world of highly  
specialized challenges.

Making a personal connection.

Earning trust every day.

In a world where people-to-people  

interactions are electronic and less personal, 

the value of genuine connection and  

engagement has never been more important. 

In order for people to “trust the shield,”  

everyone at Ashcroft needs to build open and 

collaborative relationships, including making 

the customer a bigger part of the process. 

Trust is just a concept until we make it real by 

ful�lling our daily commitments.   

OUR CUSTOMER- 
DRIVEN APPROACH. 
n Listen deeply and understand fully,  

before taking action.

n Make it your business to know the  

people you’re serving.

n Create a bond, as opposed to  

making a sale.

n Consider what a speci�c customer needs, 

inside the markets we serve.

n Apply innovation to everything you do.

n Take ownership of issues and follow 

through completely.

As you’ve seen in the preceding pages,  

our brand is much more than a logo or  

a statement. 

The only real way to communicate our  

story is to live and breathe our brand  

promise every day. And as a valued  

team member, your role is to actually  

“be” the Ashcroft brand.

HOW?  
By directing all of your energy towards  

helping protect our customers’ people,  

their processes and their pro�ts:

n With every product or service

n Through every employee

n Across every channel and touchpoint

n In every corner of the world

This renewed sense of purpose and unity is 

what will make us successful and our brand 

a more trusted one. Together, it will be  

exciting to see what we can accomplish.

Transforming our brand:

By truly living it.

401.952.9079
jeffcarreira@gmail.com



Assess Your Workflow 1

Ask yourself, is your turnaround time really as fast as you 
think? Or are there gaps in your workflow where work 
“sits” for extended periods of time causing productivity 
delays without your knowledge? 

Slow turnaround times tend to stem from two places: 
slowly executed steps, and slow transition from one step 
to another. While both can be the result of reliance  
on manual processes – which can be addressed with  
enhanced automation – it’s the transitions among steps 
that would benefit the most from exploring new ways  
to automate. 

Another question that can help you determine if a  
deeper assessment is needed is: In the past month,  
have you had to reprint any work due to errors as a  
result of manual processes? 

As Alexander Pope famously said, “To err is human;  
to forgive, divine.” Unfortunately, deadlines are not  
always so divine. With shorter runs bringing on tighter  
deadlines, error-driven reprints don’t just cost you time 
and money – they can cost you customers. If you find 
your shop encountering these problems, looking for  
ways to limit opportunity for human error is in your  
best interest. 

It’s not news to you that inactivity represents lost  
revenue. When operators are waiting, they can’t be 
working, even on other projects – they don’t want to 
hold up the current deadline. You know there’s work to 
be done, and you know your operators aren’t lazy, so 
what’s the holdup? The answer: the workflow. Consider 
finding ways – or working with a consulting partner to 
uncover ways – to maximize uptime, not just for your 
devices, but for your operators.

It’s often useful to think of print shops as a human body.  
Operators are the head; devices, the hands; and so on. But  
the lifeblood, running throughout the shop and providing  
what every part of the “body” needs, is the workflow. 

And as any doctor will tell you, no matter how healthy you are, you can always be  

healthier. Even if your shop is operating at its highest capacity – you’re taking in as  

many orders as you can possibly handle, you’re filling them as fast as you can (and  

hitting deadlines), and you’re pleasing customers left and right – there’s good news  

and there’s bad news. The bad news is, you could do better. The good news is, you 

can do better. The fact is, it’s quite likely that where you think your business 

ceiling is, isn’t where it actually is. Through the implementation of key best  

practices, you can see your shop’s capabilities reach far beyond what  

you ever thought was possible. To get there, follow these three steps:

As Alexander Pope famously said, “To err is human; 
to forgive, divine.” Unfortunately, deadlines are not 
always so divine. With shorter runs bringing on tighter 
deadlines, error-driven reprints don’t just cost you time 
and money – they can cost you customers. If you find 
your shop encountering these problems, looking for 
ways to limit opportunity for human error is in your 

It’s not news to you that inactivity represents lost 
revenue. When operators are waiting, they can’t be 
working, even on other projects – they don’t want to 
hold up the current deadline. You know there’s work to 
be done, and you know your operators aren’t lazy, so 
what’s the holdup? The answer: the workflow. Consider 
finding ways – or working with a consulting partner to 
uncover ways – to maximize uptime, not just for your 

Analyze Operations

If you ask your operators if there is a certain step that  
demands tedious action and attention to detail, there’s 
an excellent chance their faces will flash with a moment 
of recognition – or pain. It seems every shop has one 
– and, for many, it’s imposition – that step that takes 
so long to complete and is so repetitive, that operators 
often find themselves wondering why a machine couldn’t 
be doing it. Maybe it should, so operators can get back 
to more expertise-intensive tasks, like expanding your 
shop’s capabilities or service offerings with an eye  
towards supporting new markets.

As you well know, tracing the source of errors is the key 
to addressing and preventing them. Sometimes, that 
source is repetitive, unengaging tasks that demand  
operators’ full attention for long stretches. Taking them 
off of these tasks, leaving them to automated processes, 
frees up their well-trained minds for other tasks around 
the shop and can reduce or eliminate errors.

At the end of the day, you run a business. Unexpected 
expenditures are a pain. Unnecessary expenditures are  
intolerable. No one wants to see their money and  
resources wasted, so it’s understandable that such  
occurrences would stick in your memory. But the  
important next step is analyzing the causes – and  
potential remedies – of those losses.

2

“CCS [Printing] prides itself on 
being technology-forward…
We’re excited to be able to get 
into new markets and provide 
new services together with the 
Ricoh team so that we can  
continue to grow our business  
as we’ve been growing in the 
last several years. We’re just  
really excited.”  

Kevin Sullivan 

President, CCS Printing 

Looking to learn more?
This guide is part 1 of a 2 part workflow series for commercial printers. Part 2, which will be  
released on February 2nd, will explore some of the “expertise gaps” seasoned printers often 
have that can cause their business to plateau. Targeted at shops that are doing well for  
themselves but want to expand their capabilities to ascend even higher, this next piece will  
unpack the value of allowing a consulting partner to show the way to growth, leveraging  
proven techniques they’ve used with other shops just like theirs. 

In the meantime, if you would like to speak with a Ricoh Production Print Specialist about  
your specific workflow, request a consultation at go.ricoh-usa.com/contact-pps-full 

© 2016 Ricoh Americas Corporation. All rights reserved. Ricoh® and the Ricoh logo are registered trademarks of Ricoh Company. 
All other trademarks are the property of their respective owners.

Integrate Disparate Systems

In the past year, have you had any jobs come through 
your web storefront that someone missed, and were not 
produced in a timely fashion, if at all? The only thing 
worse than a dropped deadline is a lost opportunity to 
take on a new job. Tight communication between your 
customer-facing job ordering mechanism and your  
prepress process is absolutely vital. Errors can cost you 
lost orders, declining business, and worst of all,  
bad word of mouth.

Oftentimes, information is lost or altered in the manual 
handoff between operators, devices and/or tasks. Don’t 
let it affect your output. You and your operators have 
always had to keep a lot of information straight, but  
with runs becoming shorter and shorter, the same level 
of work brings a lot more data points – deadlines,  
requirements, and so on – to track. Without a solid 
system in place to track it all – and optimize how your 
people, processes and technologies are addressing them 

– your shop can start to fall behind. Time-saving changes
can get you back on track, and put vital operator-hours 
back in play for business-growing projects.

An experienced consulting partner may be able to help 
you implement these steps – and answer the questions 
that help you determine how to proceed. 

3

Ask yourself, is your turnaround time really as fast as you 
think? Or are there gaps in your workflow where work 

slowly executed steps, and slow transition from one step 
to another. While both can be the result of reliance 
on manual processes – which can be addressed with 
enhanced automation – it’s the transitions among steps 
that would benefit the most from exploring new ways 
to automate. 

Another question that can help you determine if a 

the lifeblood, running throughout the shop and providing 
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you ever thought was possible. To get there, follow these three steps:

3 Steps
to Reassess and  
Refresh Your Print
Shop to Boost
Business Growth

The Production Print Guide  
to Workflow Automation

PART 1

Unlock the  
Value of Your 
Unstructured 
Data.

Not all business information �ts  
neatly into a database. 

Your business runs on information, and much  
of it isn’t structured. What’s your plan for making 
the most of all your data?

Think about all of the information your business 
generates on a daily, monthly or yearly basis: Email 
messages. PDF �les. Handwritten forms. Paperwork 
submitted by fax or email. This unstructured data is 
a potential treasure trove of information for driving 
productivity, revenue, cost ef�ciencies, worker  
mobility, time to market and stronger customer  
relationships. But that’s true only if you have the 
right process and tools for capturing – and using – 
this information. In this paper, Ricoh explores the 
why, what and how of unlocking the value of  
your unstructured data.

Reports by industry  
analysts suggest that  
unstructured data is 
growing at a rate of  
62 percent a year.  
By 2022, 93 percent  
of digital data will be  
unstructured.1

Why: Valuable business information ‘trapped’  
in your unstructured data

You may have a handle on your structured data – that 
is, data in a �xed �eld within a record or �le, such as a 
relational database or spreadsheet. But there’s another 
category of information that’s a potentially untapped 
goldmine: unstructured data. Unstructured data includes 
the vast content in email, social media, videos, photos 
and audio �les, documents, PDFs, instant messages,  
presentations and blog posts. 

All told, unstructured information accounts for a  
whopping 80 percent of the information we’re all  
creating.2 In other words, most of your business  
information doesn’t reside in structured databases.  
Instead, it’s trapped in social media accounts, on  
websites, in the cloud, on various servers, desktops  
and devices – and on paper. It’s easy to imagine the 
insights and opportunities that are lost when this  
information remains isolated and idle.

Naturally, the �rst step in making information more  
useful is digitizing it. Increasingly, SMBs (small and  
medium sized businesses) are moving from paper-based 

business processes to electronic work�ows. But taking 
the time to gather and capture volumes of data pays off 
only if the information is then searchable, actionable and 
immediately available. 

When information is mobile, it opens up a world of  
possibilities for:

• Reducing your labor costs through higher  
productivity

• Accelerating alignment with a host of line-of- 
business (LOB) processes

• Identifying trends so you can more quickly resolve 
potential problems – and seize emerging  
opportunities

• Fueling more effective collaboration, nurturing 
innovation and speeding time to market

• Quicker processing of business transactions

But until you’re using a consistent method for capturing, 
storing and accessing documents, your unstructured 
information will be isolated – and its value unrealized.

What: Tapping into unstructured data
It’s easy to grasp the potential bene�ts of your unstruc-
tured information. What does it take to get there? Ricoh 
has identi�ed three essential steps required for success: 
extracting data, indexing and storing information, and 
integrating content into work�ows.

Extracting data 

One of the best ways to begin capturing the value of  
unstructured information is through data extraction  
software. This software uses Optical Character Recognition 
(OCR) technology to automate data entry tasks involving 
machine-printed forms, such as invoices. When the forms 
all have the same format, OCR can automatically convert 
speci�c regions of the page to usable data. Advanced data 
extraction software is also able to locate common data  
elements on forms with many different formats. For  
example, this software can automatically identify vendor 
name, invoice number and department name on invoices.

You can use data extraction software to:

• Read data from electronic documents (such as  
Microsoft Word and Excel �les or PDF �les)

• Recognize handwritten data from forms using  
intelligent character recognition (ICR)

• Automatically sort and classify documents

Indexing information

Once you’ve extracted data from unstructured  
information, indexing enables you to apply that  
data to individual documents so they are easy to  
�nd. Document indexing is the process of associating 
extracted data to individual documents.

Four questions to help improve your 
data management
Successful management of both structured and unstructured 
data depends on getting the best information at the right 
time to the right people. And that means asking questions  
in four key areas: processes, technology, culture and  
socialization. To maximize the effectiveness of your data 
management, consider:

1. How can we change our processes and technology to 
eliminate or cut across silos of information?

2. What technology might help us reduce bottlenecks in 
the gathering and conversion of information?

3. What analytical skill sets might we need, and what 
experiential knowledge do we already have?
For example, can we better leverage our iWorkers’  
experience to unlock the value in unstructured social
media data?

4. Do we have the understanding and organizational 
support to enact such a transformation?

What: Tapping into unstructured data continued

There are different types of indexes. Default system 
indexing might include the date, author or some other 
identi�er that describes the document. If your documents 
are text documents, the OCR from the extraction  
process will enable full-text search so you can �nd a 
phrase contained in the documents. Document indexing 
becomes especially useful when working with speci�c 
types of documents. For example, an accounting  
department working with invoices will extract key  
elements, such as vendor name, invoice number and  
department. Through indexing, the extracted data is 
applied to the invoices. When you want to locate an 
invoice, you can narrow your results by searching on 
invoice number. When associated documents are linked 
within a content management system, all of your  
related documents are immediately available by:

• Invoice number
• Vendor name
• Department
• Purchase order number
• Date 
• Amount

Integrating content into line-of-business  
(LOB) work�ows

Once documents with unstructured information have 
been captured and indexed, they can be securely stored 
or they may need to be routed for further processing 
involving an LOB application. LOBs are a set of vertical or 
horizontally speci�c software that are vital to running a 
business; examples include an accounting system or ERP 
system. The goal is to tie all of this together, automating  
work�ows and improving security and compliance. 

How: Content Management

What’s next: What to look for in a content management tool

We’ve covered why unstructured information is  
important and what to do to unlock its value. How,  
exactly, can you get started? One of the best approaches 
is implementing a Content Management platform –  
the systematic organization and deployment of a  
company’s information. 

Content Management includes records management, 
content taxonomies, work�ow controls and security.  
Best-in-class content management systems incorporate 
�ve basic functions:

• Capturing information entered into a system 
• Managing information so people who need it can 

�nd it easily (and those who don’t need it can’t 
access it)

• Storing information in a centralized repository 
that’s appropriate for your business

• Archiving information for long-term storage and 
possible future use 

• Delivering information to the right people and/or 
applications at the right time

Content Management gives you the structure and 
process control to move information – including un-
structured data – between various formats and into the
hands of the people who need it: managers, workers and
customers. Once accessible and affordable only for large 
or global enterprises, content management solutions are
now within reach for SMBs thanks to the availability of
affordable, scalable solutions.

Building your own platforms for converting unstructured 
data into structured records can be time consuming and 
expensive. In fact, you may not even be sure what you 
need. To fully unlock the value of your unstructured data, 
seek an off-the-shelf content management solution  
that offers:

• Ease of use. Look for a user-friendly interface so 
users won’t get discouraged and substitute their 
own solutions. The solution should integrate with 
the tools and applications your users rely on every 
day – from Microsoft Of�ce to LOB applications. 
Documents should be organized by type, and users 
should be able to �nd them through search, not 
just by using the index.

• Compatibility. A good tool needs to integrate 
smoothly with your existing infrastructure –  
including software applications and hardware,  
such as servers, PCs and tablets, as well as 
multi-function printers.

• Security and compliance. A content  
management solution should have multiple levels 
of security and access controls. The solution should 
allow your company to de�ne who has access to 
information and what they are able to do with that 
information (read only, edit, delete). It should also 
offer auditing controls that empower you to  
monitor and report on that access to meet the  

regulations applicable to your business. Some  
content management systems can also help  
your company adhere to regulations pertaining  
to the retention of certain types of documents  
and information.

• Centralized storage. Insist on a content  
management solution that provides a centralized 
repository for consolidating and storing your  
business data – structured and unstructured, 
scanned paper documents or electronically  
generated �les – throughout its lifecycle. You  
want a single point of access to information to 
replace multiple silos.

• Scalability. Companies often start small, with an 
initial focus on a single department. It is a sound 
approach as long as you make sure the solution 
offers the scalability to expand throughout the  
organization. Content management solutions can 
be implemented and managed by the individual 
business, or you can opt for a Software as a Service 
(SaaS) approach where the solution is hosted and 
managed by a provider. The SaaS approach can  
offer additional disaster protection bene�ts because 
the system is managed by skilled IT professionals 
and is completely off-site and safe from anything 
that can impact your business.
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Summary

About Ricoh

Your business is growing – and so are the volumes of 
unstructured information. In fact, reports from IDG and 
Gartner suggest that unstructured data is growing at a 
rate of 62 percent per year – and that by 2022, 93  
percent of digital data will be unstructured.1  

How will your SMB respond? Will you continue with  
business as usual? Or will you seize the opportunity to 
take control of your unstructured data? 

With the right approach – and the support of the right 
content management system – you can unlock the value 
of your unstructured information. So that all data can 
�ow through your business based on what it is, who 
needs to access it, and where and when they need it.

Ricoh is a global technology company that has been 
transforming the way people work for more than 80 
years. Under its corporate tagline – imagine. change. – 
Ricoh continues to empower companies and individuals 
with services and technologies that inspire innovation, 
enhance sustainability and boost business growth. 
These include document management systems, IT  
services, production print solutions, digital cameras, 
and industrial systems.

Headquartered in Tokyo, Ricoh Group operates in over 
190 countries. In the �nancial year ending March 2015, 
Ricoh Group had worldwide sales of 2,231 billion yen 
(approx. 18.5 billion USD).

For further information, please visit  
go.ricoh-usa.com/Work�owContent

1 http://documentmedia.com/article-1600-the-convergence-of-it-legal-and-records-managers-to-address-unstructured-data.html
2 For more stats about unstructured information, please see https://www.trustwave.com/trustednews/2013/07/infographic-�nding-big-bene�ts-big-data/
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“ Working with Jeff on the marketing communications 
tools for MPX, pre-launch, was a pleasant experience. 
Not only is Jeff creative, he picks up really quick on 
concepts and executes fast. He is an unassuming worker 
who delivers above expectation. In his quiet way, Jeff 
demonstrated his involvement and commitment to MPX 
team goals. If there is any, I would welcome the op-
portunity to work with Jeff again and recommend him to 
others seeking fast and desirable results.” 

Helga Melgar, Client Services Manager
TriMed Media Group

“Jeff is, by far, one of the best designers I’ve ever had 
the pleasure of working with. As Production Director, one 
of my responsibilities is to act as a mentor of sorts, yet I 
have also been able to learn from Jeff. He is extremely 
creative, knowledgeable, professional, responsible and, 
at the same time, fun to work with. He approaches each 
and every task with a great deal of enthusiasm no matter 
how large, small, complex or simple. He is a pleasure to 
work with.” 

Darryl Greenlee, Production Director
Providence Business News

“Jeff’s work is excellent. He is creative and works well 
under tight deadlines. Our clients also appreciate the 
work he does on their ads, which sometimes are created 
from very rough copy provided by them.”

Nancy Adeszko, Marketing and Events Manager
Providence Business News

“Jeff is the best employee I’ve ever managed. He asks 
questions when appropriate, handles issues on his own 
with confidence and always puts the big picture ahead of 
immediate interests.”

Jim Keane, Production Manager
Dominion Homes Media

“Jeff is a true professional who gets things done. His 
work is exceptional and always on time. I would welcome 
the opportunity to work with Jeff again. He is someone I 
can always count on.”

Akantha Susko, General Sales Manager
Dominion Enterprises for Homes.com

“Jeff is a talented artist and designer. But, not only 
that, Jeff is also highly skilled at meeting deadlines and 
company objectives. He is thorough, pleasant, dedicated 
and just an all-around excellent team player always will-
ing to help out the company and his co-workers. I would 
recommend Jeff for any position in the graphic design, 
production world and would welcome the opportunity to 
work with him myself again too!”

Erin Cullipher Ruane, Vice President, 
East Division and National Marketing
Harmon Media Group

“Jeff was not only an outstanding graphic designer but 
also a leader among his peers. Jeff’s ability to get the 
job done correct and on time; every time was surpass by 
no one. Jeff’s hard work and willingness to stay until the 
job was complete to the customers’ satisfaction while 
never complaining was crucial to the success of this 
department and our business. Jeff is truly an outstand-
ing, creative, hard working individual that would be a 
tremendous asset to any organization.”

Jack Mott, East Coast Vice President
Dominion Enterprises

“Jeff is certainly dedicated. He worked on the print side 
of Harmon Homes and was one of the best designers I 
have ever seen. When I was under deadline and needed 
changes, Jeff never said no. He did it. He made every 
project a reflection on him and didn’t put it to print until 
he knew it was the best! I can say that I appreciated Jeff 
for the work that he did, and knew if he was in charge of 
one of my books it was going to be done right.
I would highly recommend Jeff for Designer work,  
or manger of a group of designers.”

Micki Andino, General Sales Manger
Harmon Media Group

“Jeff is a hard working, dedicated, teamplayer that 
always goes that extra mile! He was always someone I 
could count on to get things done. I highly recommend 
him as a valuable asset to any company.” 

George Hamparzoumian, General Sales Manager
Dominion Enterprises

Available online at www.linkedin.com/in/jeffcarreira

401.952.9079
jeffcarreira@gmail.com




