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Usually, I wouldn’t date an Editor’s Note with 
recent news, but just this morning I saw some-
thing debuting from OpenAI: Sora, “an AI model 
that can create realistic and imaginative scenes 
from text instructions,” per its website. Type in 
“two pirate ships battle in a coffee cup” and there 
you have it. Some of the “imaginative scenes” 
(short videos) can be pretty convincing.

Yet another amazing “model” from the com-
pany that brought us ChatGPT. I’m imagining 
how sign companies might make use of this: “a 
Sprinter van wrapped in royal blue with bright 
orange accents drives down a street.” And I’m 
imagining those threatened by this, such as vid-
eo-production companies.

Technology has always brought change, 
sometimes radically so. Around four decades 
ago, computer-aided design and signmaking 
revolutionized the sign industry. To address the 
question of AI and signs specifically, we’ve cov-
ered or mentioned it in several parts of this issue 
— from our feature on ideas shaping the sign 
business (see page 26) to whether or not your 
peers already use AI, when they plan to (if ever) 
and what they fear most about it (see page 52).

I admit it: I’m a bit afraid of AI. Afraid it could 
render my creativity obsolete, replace me at my 
job, become dangerously self-aware and more. 
Luckily, (I guess?) OpenAI CEO Sam Altman also
claims to be a little afraid. “I think people should 
be happy that we are a little bit scared of this,” he 
told ABC News in an interview.

Whatever change AI brings to the sign indus-
try, on behalf of Signs of the Times, “I’ll be back.”

FACEBOOK
@signsofthetimes
magazine

INSTAGRAM
@signsofthetimesmag

X / TWITTER
@STsignmag

LINKEDIN
Signs of the
Times Magazine

1 Learn about 
transparent 
panels and other 
types of digital 
displays and 
EMCs. (Tech 
Products, p. 20)

2 Check out the 
various ways 
diverse sign pros 
and companies 
are or will be 
using AI technol-
ogy. (Revolution, 
p. 26)

3 Assess what 
you should and 
shouldn’t be do-
ing — and more 
— as a manager. 
(Maggie Harlow, 
p. 47)

4 Review your la-
bor and material 
cost percentages 
monthly, lest 
they devour 
your profit. (Dale 
Salamacha, p. 49)

5 Find out when, 
or if, our Brain 
Squad members 
plan to start 
using AI in their 
sign companies. 
(Buzz Session, 
p. 52)

5 SMART 
TIPS FROM 
THIS ISSUE

signsofthetimes.com

AM I, AI?
EDITOR ’S NOTE

Afraid of you, that is.
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THE LENS OF HISTORY
In case you didn’t know, prior to the inven-
tion of color photography, the world itself 
was black and white — signs, too! From 
around the web our studio content manag-
er Jeff Russ has curated a photo collection 
of historic and vintage signs that spans the 
1880’s up to 1980, captured in stunning 
black-and-white and sepia. View the his-
torical photo gallery at signsofthetimes.
com/032401.

ANIMATION AUCTION
The Cartoon Network Studios team vacat-
ed their Burbank, CA animation studio last 
year following a 2022 merger with Warner 
Bros. Animation. Western Sign & Awning 
(San Diego) was hired to remove the 
original Cartoon Network logo from the 
building, from which it hung for 23 years. 
An anonymous ebay seller purchased the 
full sign after its removal and proceeded 
to auction it on the website, letter by let-
ter. Read the news at  signsofthetimes.
com/032402.

TOP OF THE CLASS
The International Sign Association has 
announced its ISA Elite Class for 2024, 
which comprises 35 up-and-coming 
names representing the next generation 
of sign industry leadership. The program 
recognizes those who have been working 

in the industry for 
at least two years 
and are 35 years 
of age or younger. 
The Elite Class will 
convene for the 
first time at the 
International Sign 
Expo in Orlando, 
FL. See who made 
the list at 
signsofthetimes.com/032403.

SPACE CHALLENGER
Over the past three years Ion Art (Austin, 
TX) has completed several projects for 
high-tech rocket company SpaceX. Their 
latest is a laser-cut aluminum sign reading 
“GATEWAY TO MARS” 
latest is a laser-cut aluminum sign reading 

2    for the front 
of SpaceX’s Starbase on Boca Chica Beach. 
Just picking up the letters for installation 
was an adventure, say project manager 
Mónica Boulton and install manager Mark 
Ermis. Learn more about the project at 
signsofthetimes.com/032404.

CAFFEINE PARTY
Marco Peterie and Scott Moberg’s 
“Toasted Roasters” 
Marco Peterie and Scott Moberg’s 

3   coffee truck has 
been described as looking like a mul-
let — “business in the front and a party 
in the back.” With a vision for clear and 
effective communication, the owners 

commissioned a local car-
icature artist to impart the 
playfulness to the truck’s 
branding, alongside local 
company Go Graphix to 
print and install the wrap. 
Learn what challenges 
faced the installation team 
at signsofthetimes.
com/032405.

HOWDY OOPSIE
A billboard typo misspelling “Howdy” as 
“Hodwy” brought the gas station fran-
chise Buc-ee’s into the spotlight last year, 
prompting debate as to whether it was 
a genuine spelling error or a deliberate 
marketing ploy. In either case, more peo-
ple were paying attention to and talking 
about the beloved Texas icon. Read more 
about the case at signsofthetimes.
com/032406.

1 3

2

F I N D  Y O U R  F A V O R I T E  E X P E R T S  O N L I N E

BUSINESS OF 
SIGNS

MAGGIE HARLOW
signsofthetimes.

com/harlow

SHOP OPERATIONS
DALE 

SALAMACHA
signsofthetimes.
com/salamacha

ILLUMINATED 
SIGNS

ERIC E. LARSEN
signsofthetimes.

com/larsen



SHARE YOUR THOUGHTS WITH SIGNS OF THE TIMES 
Email us at editor@signsofthetimes.com

Inbox

R E AC H  O U T !  We always 
love to hear from you. Send 

your feedback and requests to us at 
editor@signsofthetimes.com.

Tancredi, Woodshed Stage Art, 
Cleveland, OH

READ AND  
REFERENCE

 Designer burnout scenario was 
a great article (see ST, January 
2024, page 46). I try to give my 
designers tasks away from the 
computer. It breaks the hold and 
keeps their eyes fresh. As a for-
mer designer who worked their 
way up to ownership, I know by 
first-hand experience. — Bobby 
Jordan, Fastsigns White Marsh-
Joppa, Joppa, MD

VISUAL MARKET 
 We recently worked with a 

marketing firm for an event that 
was about video/content creation 
for social media, website, etc. We 
brought an EMC to show how 
their already-designed videos can 
be used in other places to promote 
the sale of message centers. I 
think a good topic would be about 
EMC-design content and the ben-
efits of partnering with the video 
marketing industry in that aspect. 
— Sara Geiger, Fox Cities Sign, 
Appleton, WI

WEARY BUSINESS
 28 years and counting… This 

is a tough business and it keeps 
getting tougher. So much of what 
we do these days is not about 

established shops? — Nancy 
Wilde, Wilde Signs, Vernon, BC, 

Canada

 Current equip-
ment financing 
options. What are 
sign companies 
doing to pay for 
new equipment? 
What are typical 
rates and terms 
for purchases of 
equipment? — 
Kelley Campbell, 
Specialty 
Graphic 

Solutions, Vancouver, WA

 What are typical markup 
rates for materials, labor and 
outsourced goods? — Dominic 

signs. Landlord, muni, marketing 
approvals, CYA provisions and 
the need for 
over-communi-
cation seem to 
take the lead… — 
Bob Persichetti, 
Effective 
Sign Works, 
Burlington, NJ

READ AND 
ASK

 I had a con-
versation with 
another sign-
shop yesterday. This person 
commented on the challenges of 
all the mom and pop signshops 
that continue to start up. How 
does it impact the bigger or more 
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CIRCULAR
BOND
Roland DGA’s VersaSTUDIO BD-8 UV 
flatbed printer is capable of direct 
printing on substrates and 3D objects 
up to A5 size and 4 in. high. An 
optional rotary axis unit enables 
printing around cylindrical 
objects. The printer 
uses EUV5 inks that 
cure instantly under 
UV light, creating 
strong adhesion 
to fabric, leather, 
wood and plastics. 
rolanddga.com
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AUTOGRAPH WHITE
ON BLACK
Contra Vision
contravision.com
Perforated self-adhesive vinyl window 
film designed for vehicle graphics and 
overlaminates. Air release channels 
in adhesive enable easy bubble-free 
installation and minimize see-through 
distortion from squeegee overuse. Available 
in 40% and 50% transparency with 5.9 
mil. thickness. Suitable for UV-cure, 
solvent, eco-solvent, latex inkjet printing, 
screenprinting, curved windows and cold 
weather applications down to 32°F.

SINTRA XT THICK GAUGE 
SHEETS
3A Composites
3acomposites.com
Expanded PVC sheets in thicker gauges 
up to 19mm (.75 in.) and 25mm (.98 
in.). Consistent white point and hard 
surface suitable for exterior, direct print 
applications, including displays, wayfinding 
and monument signage, 3D letters, fixtures 
and furniture.

ANAPURNA H3200
Agfa
agfa.com
Wide-format hybrid inkjet printer boasts nearly 70% faster 
printing speed than predecessor. Features six-color plus 
white ink set and UV LED curing. Fast-firing printheads 
ensure throughput up to 216 sq. ft./hr. in production mode. 
Prints up to four boards simultaneously. Suitable for printing 
on corrugated boards and plastics, film, vinyl, banners, 
canvas and coated textiles.

XF 8
Fiery
fiery.com
Latest Fiery XF release for wide to superwide print 
production delivers seamless integration of over 2,400 
printer and 2,100 cutter types. Combines RIP, color 
management and workflow software in one. Drives multiple 
printers from a single server. FAST Processing Option 
reduces bottlenecks and minimizes idle printer time. Enables 
production of backlit signs, billboards, posters, fine art prints, 
packaging prototypes and proofs.
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IMAGEPROGRAF GP SERIES
Canon USA
usa.canon.com
60-in. GP-6600S and 44-in. GP-4600S inkjet 
printers feature seven-color ink configuration 
for high-quality graphics and posters at high 
speeds. Wax additive preserves prints through 
better resistance to abrasion-caused scratches 
on glossy and semi-glossy media. Ink sensing 
system automatically monitors ink ejection, 
alignment adjustment, and detects paper 
width, type and time estimates. 

ENCORE SH LAMINATOR
AGL
aglinc.com
Customizable and configurable laminator. Features 6-in.-diameter non-
crowned nip rolls with steel-wall construction and silicon coverings, 
cantilevered unwind supply shaft station, Repeatable Tension Brake 
System and preset heat-assist for warming up pressure-sensitive 
overlaminates.

VUTEK H3+
EFI
efi.com
Hybrid flatbed/roll-fed LED printer with enhanced printing and media-handling capabil-
ities. Upgraded vacuum table allows for better control of thicker media and thin, light-
edged materials. Two new clear-ink options print inline simultaneously with the image, 
with a gloss or matte finish. Gloss+ print mode can add flood or selective gloss effect to 
graphic prints.

ST PRODUCTS NEW PRODUCTS
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L et’s play a word-asso-
ciation game. If we say 
electric sign, what pops 
into your head first? 

Channel letters? Backlit signs? 
Neon? Yep, those are all signs 
and they use electricity, but we 
want to discuss programmable 
electric displays where the 
message can be changed to suit 
the customer’s needs. So let’s 
look at the popular market seg-

Tech Products

Electric Displays 
and EMCs
THEY’RE EVERYWHERE!

ST PRODUCTS  T ECH PRODUCTS

ments, what products address 
the needs and where everything 
is headed in the future.

The simplest types are post-
ers, sort of the entry point into 
electronic signs. These look 
like flat-panel TV sets and are 
typically used in restaurants, 
hospitals and other service 
facilities. Often the screens are 
networked either via hardwire 
or cellular, while software 

BY CHRIS AND KATHI MORRISON controls the information and 
graphics being displayed.

The next step up is where 
things start to get interest-
ing. We encounter kiosks all 
the time. They could be in 
the hospital clinic or an auto 
service center — heck, gas 
pumps are becoming more like 
kiosks every day. The current 
trend insists that kiosks have 
higher resolution displays and 
more intuitive interactivity. 
Touchscreen interfaces have 
become more prevalent and 
companies are finding the 
kiosk a good place to slip in 
additional advertising.

The signs we just described 
are what you could call the ‘up 
close and personal’ side of the 
business, really designed for 
viewing by a single or small 

group of individuals. How do 
you address the multitudes? 
The most popular method for 
enclosed areas such as audito-
riums, arenas and other large 
spaces is a video wall. In this 
case, a number of panels com-
prise a giant monitor, which 
displays live performers, lec-
turers and on-field closeups at 
sporting events so that large 
crowds can see everything. 
Some stage performers will also 
use video walls for mood-setting 
graphics like fire or spaceships 
or whatever fits the perfor-
mance. Between acts or during 
timeouts these signs can conve-
niently display advertising.

Speaking of advertising, 
probably the best known 
electronic signs are digital bill-
boards. We’ve discussed these 

TRANSPARENT COLOR LED 
FILM
LG Electronics
lg.com

10MM HIGH RESOLUTION LED 
SIGN
Watchfire
watchfiresigns.com

FLEXMOD
PixelFLEX
pixelflexled.com

MARCH 2024   21

are actually a good 
area to get your feet 
wet if you are inter-
ested in getting into 
the electric display 
business.

What are some 
of the new inno-
vations available 
today? The trans-
parent panel is 
probably the most 
exciting. Installed 
on glass doors, 
windows, bus stop 
shelters and other 
transparent surfac-
es, the panel uses 
a motion sensor 

to display messages. Another 
interesting development is the 
use of curved panels, which 
allow for varied geometric 

TEC H PR O D UCTS  ST PRODUCTS

signsofthetimes.com/techproducts

shapes as well as a better field 
of view. These technologies 
are available today.

In the future, who knows? 
Changes may come from the 
audience-recognition side, 
using biometrics and AI to 
specifically target ads and 
messages. Looks like Blade 
Runner may finally be com-
ing true. Technologies such 
as vision tracking and audio 
input can make informational 
signs and kiosks more effec-
tive in the future.

So, that’s a small run-
down of this growing market 
segment in our business. 
Informational digital posters 
and small-scale electronic 
billboards are great areas to 
start with. Just look around; 
they’re everywhere.

More businesses 
are using digital dis-
plays and EMCs due 
in part to flexibility 
of programming.

ALLURA
ThinkSign
thinksign.com

55” VHR-R SERIES
Samsung
samsung.com

DIGITAL
MENU
BOARDS
Daktronics
daktronics.com

in the past but they are pop-
ping up everywhere. Your first 
thought may be the giant bill-
boards you see on the road but 

schools, churches and shopping 
centers are using them to adver-
tise events, sales and fundrais-
ers as well. The smaller signs 
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Las Vegas’ famous (or infamous) Desert Inn, 1966. 
The hotel’s top floor served as celebrity/tycoon 
Howard Hughes’ home and base of operations for 
four years during this period. Room service! — Jeff 
Russ, SOT Facebook curator

We post six times/
week at facebook.
com/signsofthe-
timesmagazine. 
Check us out and 
like or comment on 
your favorite posts. 
One may be our 
next post of the 
month.

OUR 
FACEBOOK 
POST
OF THE 
MONTH
This Signs of the 
Times Facebook 
post attracted the 
most views, likes, 
comments and 
shares among our 
nearly 10k follow-
ers last month.

MANAGER’S TO-DO 
LIST FOR MARCH

March

ST PRODUCTS  CALENDAR

signsofthetimes.com

THE BIG DATES

National Employee 
Appreciation Day, the first 
Friday of March annually, lands 
on MARCH 1 this year. Show 
your employees how much you 
value them by doing a little 
something extra: a bagel break-
fast, pizza lunch or letting them 
leave early would all work.

WEEK 1

MAR. 1-9
MARKETING March is 
when Russell Toynes, 
Studio Dzo (Austin, TX), 
begins circling back with 
clients from the previous 
year and following up on 
projects that were com-
pleted. “Typically these 
check-ins spark new job 
discussions,” he says. 
Similarly, Bobby Jordan, 
Fastsigns of White 
Marsh-Joppa (Joppa, 
MD) plans to look at the 

previous year’s orders 
and call on clients.

TRADESHOWS Keith 
Davis, KRD Design 
(Chester Springs, PA) will 
be doing his final prep 
for the ISA International 
Sign Expo 2024 in 
Orlando, FL, where he 
will be presenting.

WEEK 2

MAR. 10-16
CUSTOMERS In March, 
Cindy Ballard-Guminski, 

AlphaGraphics Oceanside 
(Oceanside, CA) conducts 
“email and phone touches 
to past clients that require 
tax preparation signage or 
mailings,” she says.

STORAGE Kelley Campbell, 
Specialty Graphic 
Solutions (Vancouver, WA) 
plans to sort through her 
shop’s cold-weather gear 
and tools. “Toss what’s no 
longer in good shape,” she 
advises. “And clean up/
store the things you’ll keep 
for next winter.”

WEEK 3

MAR. 17-23
SEASONAL “We 
will be concen-
trating on the 
spring cleaning 
companies,” 
offers Ted DeWitt, 
Signarama-Covina 
(Covina, CA), 
meaning landscap-
ers, HVAC ser-
vices, roofing and 
plumbing outfits. 
“All home service 
companies will be 
getting busy that 
time of year,” he 
says. Meanwhile, 
Earl Walker, 
Image360 Tucker 
(Tucker, GA), will 
send out gradua-
tion reminders to 

local schools. “We typi-
cally produce over 2,000 
signs in May,” Walker 
reports.

SOCIAL MEDIA Chad 
Lawson, Sign Pro of 
Skagit Valley (Mount 
Vernon, WA), is starting 
a new social media push. 
“Something we have 
never done in the 
past,” he says. It’s 
never too late!

WEEK 4

MAR. 24-31
MANAGEMENT “Build a 

marketing plan!” urges 
Adam Brown, Sign Effectz 
(Milwaukee). “Not just 
tactics, but a plan that ana-
lyzes your target market 
and your Ideal Customer 
Profile (ICP),” he says. “If 
you’ve never performed an 
ICP exercise, do that first.”

ANALYSIS At the 
end of March, 

Dominic Tancredi, 
Woodshed Stage 
Art (Cleveland, 

OH) reviews wins, 
losses, sales, etc. for 

Q1 for a meeting with his 
bookkeeper in early April.

Update our 
price list.”
Louise Fischer

Trimline Signs & Graphics, 
Rocky Mountain House, 

AB, Canada

“Beware the Ides Of March,” 
goes the famous quote from 
Shakespeare’s Julius Caesar, 
referring to MARCH 15. The 
title character should have 
heeded the warning, as mem-
bers of the Roman Senate 
stabbed Caesar to death on this 
day in 44 B.C. “Et tu brute?”

Global Recycling Day on 
MARCH 18 creates the oppor-
tunity to review the recycling 
efforts at your sign company 
and home. It’s possible, if not 
likely, that at least some items 
you’re trashing can be recycled, 
thus reducing the amount of 
waste bound for landfills.

Finally, MARCH 28 is National 
Black Forest Cake Day, evi-
dence there’s a “national day” for 
just about everything. No one’s 
quite sure how this got on the 
national calendar — or this one 
— but here’s your chance to try 
some Schwarzwalder Kirschtorte. 
Enjoy!



Sponsored Content

B
ased in Auburn, NY, 
A&M Graphics is the 
area’s premier shop 

for signage, vehicle graphics, 
murals, ADA and wayfinding 
systems, and related products 
and services. The company has 
earned designations as 3MTM 
Certified Graphics Installation 
Company and 3MTM DI-NOCTM 
Architectural Finishes Preferred 
Installer. 

CAPACITY NEEDED FOR 
INCREASED VINYL PRINT WORK. 
In 2022, the company saw 
some large-scale vinyl print 
work projects on the horizon 
that would require an increase 
in print capacity. Matthew 
Ferguson, Creative Director and 
President of A&M Graphics, 
knew it was crucial to add 
another printer to its line-up to 

increase their horsepower. “I’ve 
had a great experience with 
Mimaki up to this point and was 
browsing their offerings when I 
viewed a post about the Mimaki 
CJV330 printer,” said Ferguson. 
“The great experience I have 
had with Mimaki, its represen-
tatives, and technicians in the 
Rockaway, New Jersey office, 
and my dealer are all factors 
that have me only looking at 
Mimaki,” said Ferguson, who 
worked with Keith Howard at 
Glantz to acquire the unit. 

MIMAKI CJV330 PUT THROUGH 
ITS PACES. 
One of the projects for which 
this printer was purchased was 
a large exterior mural depict-
ing the life of Harriet Tubman, 
the American abolitionist and 
social activist who called A&M 

www.mimakiusa.com

Mimaki 
CJV330 
Helps A&M 
Graphics 
Increase 
Production

Graphics’ small town of Auburn, 
New York, home until her death 
in March of 1913. A&M Graphics 
was approached by the Harriet 
Tubman Boosters organiza-
tion and local artist Arthur 
Hutchinson who designed the 
mural. The company printed the 
mural on 3M SV480mC Envision 
Wrap film as it was installed 
on an exterior painted block 
wall. The final product, approxi-
mately 26 feet by 61 feet, spans 
the entire side of a downtown 
building and garnered national 
press coverage upon its unveil-
ing. “Once we completed the 
installation of the mural and 
removed the scaffolding, the 
artist was in disbelief as to just 
how vibrant the colors of the 
final product turned out to be,” 
said Ferguson.

NEW TECHNOLOGIES 
IMPROVE PRODUCTIVITY. 
“One of the most imme-
diate benefits of the 
CJV330 is the print 
speed,” said Ferguson. 
“With the type of pre-
mium work we complete, 
we are always printing in 
the highest quality print 
modes and this machine 
still prints amazingly 
fast.” The ID Cut feature 
is also a benefit. “Being 

able to produce multiple prints 
on the same roll with registra-
tion marks and a barcode for 
the Mimaki CJV330 printer to 
automatically recognize and 
continuously cut jobs without 
constant human intervention 
has been game-changing for 
us,” said Ferguson.

The new media handling fea-
tures have helped productivity 
as well. The three-roll Media 
Changer offers the ability to 
quickly load several media 
types and saves time as opera-
tors no longer need to fully 
dismount and re-mount rolls. 
Additionally, when the media 
is on the machine, the team 
knows it is acclimated to the 
ideal environment for immedi-
ate printing.

“The Mimaki CJV330 printer 
has enabled us to increase our 
production volume and dramati-
cally shorten the time it takes 
for us to turn a project around. 
Quicker turnaround means 
we get paid quicker and are 
on to the next project,” said 
Ferguson. “I believe Mimaki is 
the best printer manufacturer 
out there right now, and the 
new features they continue to 
put out prove this.”

Mimaki CJV330-160

Photo credit: A&M Graphics
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BY DEBORA TOTH

IDEAS SHAPING 
THE SIGN BUSINESS

R E V O L U T I O N :

Four sign pros discuss ongoing 
trends and challenges.
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THE IMPACT
OF AI

One of the hottest trends making 
headlines right now is AI. How 
will it affect the signmaking 
industry? The four-person dis-

cussion began by addressing AI’s current 
role and use in the sign industry and where 
it will be expanding. Young, who owns a 
consultancy company with over 100 mem-
ber sign companies, proclaimed that AI 
is here to stay — large and in charge. Her 
viewpoint comes from knowledge gathered 
from hundreds of signshops that feed her 
information organically.

What happens when you place a crystal ball in front of four 
expert signmakers to predict the future? Signs of the Times
Editor-in-Chief Mark Kissling, who organized just such a meeting in 
January, moderated an intelligent and enlightening discussion about 
current and future trends in the business — artificial intelligence 
(AI), growth markets, disruptions in the industry, hiring and training 
new employees. Taking part in the virtual roundtable were Pablo 
Guerrero, president of Amigo Arts (Monroe, WA); Earl Walker, pres-
ident of Image360 Tucker, (Tucker, GA); John Yarger, CEO of North 
American Signs (South Bend, IN); and Teresa Young, president Sign 
Biz, (Dana Point, CA). These four experts represent different parts 
of the US as well as different shop sizes, sign services, demographics 
and viewpoints.
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IDEAS SHAPING
THE SIGN BUSINESS
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“The most intriguing use of AI for me 
is virtual people used on electronic digital 
signs inside convenience stores,” she says. 
“There are three Chevron trial stores in 
southern California, which depict a virtu-
al sommelier who you can ask questions 
about which wine to pair with what type 
of meal you are having. They are very real-
istic.”

On the traditional sign side, Young says, 
AI is exploding. In the next 12-18 months 
she predicts that AI will be able to easily 
produce vehicle wrap designs for near-
ly any make and model using available 
templates and vector files. She also sees 
AI being used by signmakers to generate 
sign messages and other written material.  

Guerrero, who owns a small, full-service 
custom signshop, was more cautious about 
AI’s impact. “AI will be a good prompt for 
ideas and concepts as well as streamlining 
the design process, but I don’t think it’s 
refined enough for production,” he says. 
“I’m seeing too many consistent frame-
works through AI. Yes, AI can help build 
interactive projects and give you a recipe 
where to start but at a certain point, there 
will be a bland design aspect to it and you’ll 
need physical people to push it forward.”

Yarger, who oversees a large operation 
that produces signs for national instal-
lation, tended to agree with Guerrero. 
“When you ask AI to do your writing, it 
is helpful to give you structure, but the 
unique voice and final editing still need to 
be there and [right now] that can only come 
from a human,” he says. “AI is certainly 
great for all sorts of office texts or starter 
outlines.”

GROWTH
MARKETS

A nother hot topic is the antici-
pated growth of certain markets 
or industries. Where should 
signmakers concentrate their 

sales forces in the next three to five years? 
Which markets will see the greatest rate 
of growth in revenue during that time, and 
why? The panelists named a number of 
markets to watch, including multi-family 

dwellings and restaurants.
“Covid stalled the growth of new restau-

rants but we’re now seeing an uptick in 
restaurant openings and I believe that will 
continue for the next three years,” Yarger 
says. “People are once again 
going out in droves. There 
are new signage concepts 
going into these spaces, 
both locally and national 
chains as well.”

In the Atlanta metro 
area, an enormous num-
ber of new apartments are 
being built due to the need 
for affordable housing, 
says Walker, who operates 
a franchise shop along with 
his wife. “Typically when 
new management comes 
in they switch out the graphics,” he says. 
Another growth market: drive-thru restau-
rants. “One of my best customers got a 

boost in their business due to the growth 
in drive-thru. We did a wonderful build 
out for them.”

Young agrees: “Multi-family housing 
will be booming for the next three to five 

years or beyond. There’s 
massive growth and oppor-
tunities for the sign indus-
try.”

Guerrero has seen a 
resurgence in handmade 
custom signage. “It’s on a 
10-year cycle,” he says. “It 
was popular back in 2010 
and now we’re getting con-
tracts for it again. Here in 
our Seattle metro market, 
people are doing more, 
small boutique things and 
asking for projects that 

are more highly crafted to be tailored to 
their small, niche demographic. For exam-
ple, churches not only want handcrafted  

  Multi-family 
housing will be 

booming for the 
next three to five 
years or beyond. 
There’s massive 

growth and 
opportunities for 

the sign industry.”
TERESA YOUNG
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furniture but customized signage as well. 
And we’ve taken on customers like crazy 
mini-golf places lately. The cool stuff dried 
up and now it is coming back.” 

Walker agreed: “People want to express 
themselves more and, as signmakers, we 
can be their channel to allow them to do 
that.”

NEW BUSINESS 
IDEAS AND 
DISRUPTIONS

N ext, the panel moved to sharing 
the best new ideas that applied 
to their sign businesses. Rapt 
attention was paid to Guerrero 

who described his usage of augmented 
reality (AR — not to be confused with VR, 
virtual reality) as a value-added offering 

to his customers. “Augmented reality is 
very forward thinking,” he says. “I’ve used 
it for a customer’s perspective monument 
sign. Using AR, I could allow the custom-
er to walk around the entire sign and see 
how the sign would look in 
their foyer, all by using this 
new Google technology.” 
Or, say you’re designing a 
food court sign for a cus-
tomer. You can anchor 
that sign where it’s going 
to be and the customer 
can walk with their phone 
under the sign, around the 
sign, and see it as though 
it were already installed. 
“It’s a great sales tool and 
will be used more and more in the next 
three years,” Guerrero adds.

Which possibly disruptive influences 
to the sign industry need to be addressed? 

R E VO LU T I O N :  I D E AS  S H A P I N G  T H E  S I G N  B U S I N E S S

Two topics rose to the forefront: sup-
ply-chain disruptions and increasing 
retirements of sign business owners  — 
not oft-cited aging out of skilled installers.

Supply chain disruptions continue to 
plague manufacturers, 
including signmakers. 
While it started during 
Covid, Yarger says, these 
disruptions continue. 
“Everything is stretched. 
Like last summer, due to 
the Barbie movie, every-
one was trying to find pink 
but it was difficult,” he 
says. “The ongoing China 
situation is fraught with 
problems. I hope it doesn’t 

get worse and become a crisis.”
Another ongoing disruption? What 

Walker calls “veterans cashing in their 
chips.” ST’s 2024 Big Survey found that 
nearly half of respondents are 60 or older 
and though 19% never plan to retire, that 
still portends a tsunami of retirement 
that may crest anytime now and flood the 
industry over the next decade or more. “I 
went to visit one of my [subcontracting] 
fabricators recently and was surprised 
to learn that he had sold the business,” 
Walker says. “He’s not the only experi-
enced and skilled tradesman to retire. This 
will be a disruptive influence in the market 
until we gain some new hires that are well-
trained to pick up the skills that have been 
lost with retirees.”

HIRING

U sing that discussion about retire-
ment and losing experienced 
workers, the group transitioned 
their focus to one of the major 

disruptive factors today for signmakers 
and the greater realm of businesses: hir-
ing new employees. Workers are short 
in number, turnover rates are high, and 
finding reliable employees with the best 
skillset is hard. It’s a hiring crisis. What 
can owners and managers at sign compa-
nies do to attract and retain new and young 
employees?

Walker emphasizes education. He likes 

  Augmented reality 
(AR) is very forward 

thinking ... I could 
allow the customer 
to walk around the 
entire sign and see 
how the sign would 

look.”
PABLO GUERRERO
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to talk to students about different proj-
ects and stress that signage is everywhere. 
Look at your grocery stores, he says, or the 
fancy signage at a local Walmart. Young 
took it upon herself to 
make a video to show kids 
the world of signs. Her goal 
was to pique their inter-
est and get young students 
thinking about signage as 
a career.

Guerrero plans to cut 
back his office hours and 
begin teaching. “Our high 
school offers CTE (Career 
Technical Education). I’m 
looking forward to getting 
into the classroom and 
showing students how to take a pencil 
sketch on a napkin, creating the design, 
selling it and seeing it through produc-
tion,” he says. “It’s my way to give back 

to the industry.” Guerrero wants to make 
it a fun class and show the students how 
to wear many hats. “I want them to be a 
rockstar signshop designer,” he says. “I 

was once just like them — a 
kid drawing designs on my 
computer that eventually 
led me to open my own 
business.”

On the other side of the 
coin, the panelists encour-
aged their peers to “fill up 
the slack” and change their 
attitudes toward younger 
employees. A generation-
al shift is taking place 
from aging Baby Boomers 
through Millennials and 

Gen Z; it’s up to sign company owners to 
learn how to deal with them as both cus-
tomers and employees.

“Find a 25- to 35-year-old who is eager, 

teachable and has a good character,and 
create a novel environment that is exciting 
and fun,” Young says. “Rather than a typ-
ical workday, offer to hire them as part of 
a bank of installers and designers who will 
only have to work for hours a week when 
they choose,” she says. “They get their own 
free time within the confines of your rules 
and good systems, and you’ve created an 
environment that is perfect for them. Give 
them a virtual checklist to communicate 
with them at home.”

But the group agreed training is the key. 
At Yarger’s North American Signs, man-
agement works to develop an atmosphere 
of collegiality and comradery. Beyond that, 
management needs to look at employees as 
less permanent and more fluid. “If I can get 
two years out of this person, it’s okay. If I 
get more that’s awesome,” he says. “Some 
new hires are not the right fit and it’s 
important not to take an attitude toward 
them because they might eventually come 
back to you. When they come back, they’ll 
have more experience and that’s valuable 
to me and my company. In turn, they’ll 
value us more because they can compare 
us to other experiences and value what we 
have to offer.”

Walker concurs. “The days of staying 
with a business for 25 years are over. The 
days of getting that gold watch are over,” he 
says. “When you are working with design-
ers, if they stay past two years, that’s great. 
But as an owner I’ve come to the conclu-
sion that I have to let my old way of think-
ing go. I have to take a different approach. 
Yes, it’s tough. But every time we hire a new 
designer, she or he brings in fresh ideas. 
That’s a positive.”

TRAINING

F inally, the panelists noted that 
there can never be enough train-
ing after finally finding the perfect 
new team member. By training a 

person closely, a manager will be able to 
assess how well positioned the person is 
for their job and the company and perhaps 
weed out a new hire that won’t make it. As 
Young described, “it’s like having two full-
time jobs. You’re running your business 

  When you are 
working with the 
designers, if they 

stay past two 
years, that’s great. 
I have to let my old 
way of thinking go. 

Yes, it’s tough.”
EARL WALKER
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and you’re training, or you’re managing 
your department and you’re training. It’s 
exhausting,” she adds.

One of their tips is to create a mentor 
for the new hire. Studies have found that a 
mentor or a buddy system helps to retain 
a new employee. With one, the newbie 
would have someone to eat lunch with, to 
ask questions about company policy and 
to form a friendship. Often these mentors 
become both a friend and ally within the 
company and perhaps stay with them 
throughout their career. 

Due to the lack of new hires, today’s 

managers might need to step up to the 
plate. “When I was in my 20’s doing 
super-creative stuff, the market was filled 
with people like me,” says Guerrero. “Now 
I’m in my 40’s; there aren’t people filling 
up the slack. Today, we’re charged with 
teaching this younger generation with 
what we need and navigating the idiosyn-
crasies of their particular age.” We’re in 
a climate, he feels, where people are a bit 
less willing to take risks and start new busi-
nesses. “Perhaps it is people like us that 
will need to kickstart a resurgence and get 
more involved,” he says.

If you have a 
revolutionary idea 
you’d like to share, 
email it to editor@
signsofthetimes.

com.
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A hobby or skill becomes a profession when it 
results in formal agreements, contracts and 
food on the table. A hobbyist or practitioner 
likewise becomes a professional after devot-
ing weeks, months or years of time and toil to 
their trade. Very particular experience and 
deep understanding of a field comprise the 
telltale marks of professionalism — for those 

in the sign industry, those marks can be something more, something 
specific to their chosen niches and a badge of pride. Here are some of the 
foremost marks of a sign pro, according to our Brain Squad.

 You speak in cast and 
calendar, in IJ180, 480, 
35, in 3M, Avery and 
ORACAL, in Foamcore, 
Acrylic, Gatorboard. We 
know the differences and 
the uses. Steve Linville, 
Linville Design Studio, 
Farmington Hills, MI

 You understand every 
step of the process to get 
the project completed 

on time, within budget 
and code compliant 
with a result of a happy 
client and profit for the 
company. Greg Abbott, 
Abbott Image Solutions, 
Wilmington, OH

 You have the ability to 
train your crew to perform 
their jobs with compe-
tence. You have the ability 
to assist your customers 

in achieving superior 
results by providing 
expert advice. Michael 
Snow, Innovative Sign 
Systems, Vista, CA

 You are able to tell 
the difference in sign 
lighting that has had 
LEDs replaced. Matt 
Robinson, Eastern 
Sign Tech, Burlington, 
NJ

KNOWLEDGE

EXPERIENCE
 You know when 

to turn down a 
potential order 
or turn away a 
potential client. 
Dominic Tancredi, 
Woodshed Stage 
Art, Cleveland, OH

 ...you’ve felt the 
power of a 60Ma 
transformer and 
lived to talk about it!

 ...you’ve felt the 
comfort of an under-
sized body harness 
and can’t put your 
arms over your head 
and you know the 
value of kitty litter 
when a truck blows 
a hydraulic line. 
Adam Brown, Sign 
Effectz, Milwaukee

You, too, have your 

vehicles wrapped. 
The same would 
go if you sell elec-
tric or EMC signs. 
Paul Havenaar, 
Sign Impressions, 
Kalamazoo, MI

 You know you’re 
a sign pro when you 
are always trying to 
learn and develop 
all of your skills 
and realize other 
like-minded individ-
uals can teach you 
a thing or two. Rob 
Tafflock, Tafflock 
Signs & Graphics, 
East Northport, NY

 You have nothing 
else to learn. Brett 
Jeltema, Fresh 
Coast Signs and 
Graphics, Spring 
Lake, MI

YOU KNOW YOU’RE A SIGN PRO WHEN ...

……

YOU 
KNOW 
YOU’RE 
A SIGN

PRO 
WHEN…
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YOU KNOW YOU’RE A SIGN PRO WHEN ...

 You can’t drive 
anywhere without 
obsessing about 
every sign you 
drive by. Jeremy 
VanderKraats, 
Signs by Van, 
Salinas, CA

 You know you’re 
a sign pro when you 
have more photos 
of signs on your 
phone than pets or 
family members. 
Matt Brasel, Indigo 
Signworks, Brasel, 
ND

 ...you have RTA 
vinyl stuck to your 
clothes and hair at 
the end of the day.

 ...you go to a new 
exhibit or attraction 
and you’re trying to 
see/figure out how 
they made the signs.

...you get geeked 
about white ink and 

varnish. Karrie 
Brock, Fastsigns of 
Toledo, Toledo, OH

 You stop in a 
parking lot to check 
the quality of a wrap 
installation on a car 
you’re walking by 
on your way into the 
store. Or you step 
over to get a close-up 
look at how the inte-
rior dimensional sign 
is made before sitting 
down in the waiting 
room at your den-
tist’s office. Kelley 
Campbell, Specialty 
Graphic Solutions, 
Vancouver, WA

 That sign that has 
needed service for 
the last two years just 
drives you crazy even 
though it’s not your 
client. Bob Burke, 
Burke Enterprise, 
Oakdale, CT

 When you break 

O F F - W O R K

 You have a good back-
log of work. Not because 
you’re the cheapest but 
because you deliver an 
exceptional product, on 
time and on budget. Louis 
Pascuzzi, Economy Sign 
Co., Danbury, CT

 You can take the impos-
sible situation and make 
it work. Ben Phillips, 
Phillips Signs Inc., 
Seaford, DE

 You don’t design a 
great-looking sign that is 
impractical to fabricate.

 You don’t throw quotes 
from the hip or guessti-
mate quote prices.

 You don’t badmouth 
other sign companies; 
you just outshine them. 
John Miller, Signs by 
Autografix, Branford, 
CT

 You start your morning 
with plenty of pep in your 
step, by lunch you have 
solved three deadline 
issues... two unexpected 
employee quirks... one 
supplier missed delivery... 

and a flat tire on your 
service truck..... and close 
out the day with an unex-
pected sale you quoted six 
months ago. Bob Chapa, 
Signarama Troy | Metro 
Detroit, Troy, MI

 You say “NO” more 
often than “YES” to 
unusual projects. David 
Gonzalez, Toronto 
Channel Letters, 
Toronto

 You can estimate any 
project possible within 
scale of project. Gary 
Wildner, GW Sign & 
Paint Co., Cape Coral, 
FL

 You don’t budge on 
a price you’ve given. 
Peter Poanessa, Keene 
Signworx, Swanzey, NH

 You are proud of the 
work you are putting out. 
Louise Fischer, Trimline 
Signs & Graphics, Rocky 
Mountain House, AB, 
Canada

 Your installation trucks 
are out all day with work 
and your team is dedicated 

to finish before coming 
back! Shaun Ensign, 
Legacy Sign Group, 
Westville, IN

 You make it look like 
the design. Joe Gibson, 
Ramsay Signs, Portland, 
OR

 ...you arrive at the job 
site that hasn’t been sur-
veyed correctly and suc-
ceed with the task at hand 
regardless.

 ...wear a Brain Squad 
T-shirt under your winter 
business shirts.

 ...can read the com-
ments on Facebook’s 
“Those Damn Sign Guys” 
and not resort to 6th grade 
communication skills but 
instead try and under-
stand the a****** posting 
the dumb as f*** comment 
or question. Edward 
DeZuzio, Butler Sign 
Co., Wayne, NJ

 ...you’d rather tell them 
to check the breaker box 
instead of charging for a 
service call.

 …you tell your client the 
sign is still in permitting to 
buy yourself an extra week 
for fabrication.

 …your kid’s softball 
team wins first place in the 
banner contest. Russell 
Toynes, Studio Dzo, 
Austin, TX

 You know how much 
time is needed to fabricate 
and install per project.

 You’re driving at night 
with your family and your 
little guy says, “Hey dad, 
they need an LED retrofit 
on their sign.” David de 
Los Santos, D-signs & 
Awnings, Allentown, PA

OBSESSION

WORK
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Toynes, Studio Dzo, 
Austin, TX

 You know how much  You know how much 
time is needed to fabricate 
and install per project.

 You’re driving at night  You’re driving at night 
with your family and your 
little guy says, “Hey dad, 
they need an LED retrofit 
on their sign.” 
Los Santos, D-signs & 
Awnings, Allentown, PA
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YOU KNOW YOU’RE A SIGN PRO WHEN ...

down a font to your 
wife on vacation.

 When you point 
out all the cool signs 
to your wife on vaca-
tion.

 When your wife 
leaves you at the pool 
because you won’t 
stop complaining 
about the lack of 
and unclear safety 
message of the pool 
signs. Chad Lawson, 
Sign Pro of Skagit 
Valley, Mount 
Vernon, WA

 When you do not 
read signs but feel 
them to see how they 
are constructed or 
mounted. Andrew
Akers, Image360 

Your hairdresser tells 
you your hair always 
smells like ink. Sabrina 
Davis, Port City Signs & 
Graphics, Wilmington, 
NC

You have more trips 
to the dumpster with 
liners than trips back 
home. Marco Milliotti, 
Image360 South 

Orlando, Orlando, FL

You are constantly 
pulling studs and screws 
out of the dryer! Bobby 
Jordan, Fastsigns of 
White Marsh-Joppa, 
Joppa, MD

You work long hours, 
put up with good and 
bad customers, deal with 

employees, pay more 
taxes than you would 
like, think you’re making 

a lot of money till all the 
bills come in, have days 
that are like a dream 
and some days that are 
nightmares. I can go on 
and on! Cody McElroy, 
Commercial Signs, 
Houma, LA

You start running out 
of large equipment pur-
chases on your dream 
list. James Cota, JC 
Signs & Graphics, Clear 
Lake, MN

FINAL THOUGHTS

 When your client gets 
featured in various forms 
of media and receives 
accolades due to the 
branding and/or imagery 
you’ve helped establish, 
however large or small. 
Derek Atchley, Atchley 
Graphics, Columbus, OH

 People that I don’t know 

RELATIONS
refer me to jobs. Jeffrey 
Cross, Cross Signs, 
Seminole, FL 

 A prospective customer 
shares that they’ve spoken 
with several other sign 
companies and you are the 
only one that wanted to 
schedule an on-site discov-
ery survey. Joe Allen, So 

Easy Signs, Middletown, 
OH

 A client sends a card 
that says that they appre-
ciate that I take notice 
to detail for specific sign 
projects. That’s what 
we do! Cindy Gillihan, 
Gilly’s Super Signs, 
Placerville, CA

 ...your customer base 
views you as the go-to first 
choice for service/support. 
Don Budde, CalComp 
Graphic Solutions, 
Cypress, CA

 You do not let the cus-
tomer dictate everything. 
Harold Pedley, Sign 
Engineering, San Juan, 
PR

 Other sign professionals 
come to you for input and 
advice. Ian McLellan, 
Hill House Graphics, 
Bristol, RI

 More work comes 
from repeat and referral 
than advertising,  you 
do not advertise at all, 
and your business is still 
growing. Larry Mitchell, 
SignChef, El Dorado 
Hills, CA

PUBLICITY
&  C U S T O M E R

… you 
recognize 
bad 
kerning
from the 
first half-
second.

DC-Silver Spring, 
Kensington, MD

 Your family pulls 
you away from look-
ing at methods of 
attachment while 
shopping. Keith 
Davis, KRD Design, 
Chester Springs, 
PA

 ...you are driving 
down the street and 
keep saying, “We did 
that, we did that, we 
did that…”

 ...when you see a 
vehicle with graphics 
on it pass by and say, 
“That’s installed 
crooked.” Ted 
DeWitt, Signarama 
Covina, Covina, CA

 …you can decon-
struct a sign mentally 
faster than it takes to 
pass the sign while 
driving.

 …you can’t follow 
a movie or TV show 
because you’re 
constantly looking 
at signage. Kevin 
Obregón, Brown 
Graphics, Dallas

Commercial Signs, 
Houma, LA

of large equipment pur-
chases on your dream 
list.
Signs & Graphics, Clear 
Lake, MN
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BusinessSELL MORE / SPEND LESS / MANAGE WISELYTSTST

BENCHMARKS
Office park 
signs that 
make clients 
want to go in 
to work.
PAGE 44

MONTHLY 
SALES SURVEY

UPUP

WAY UP: 20%
OR  MORE

WAY UP: 20%
OR  MORE

DOWNDOWN

SAMESAME

14%21%

31%31%

1%8%

47%26%

7%14%

WAY DOWN: 
20%

OR  MORE

WAY DOWN: 
20%

OR  MORE

How do you 
expect your 
March 2024 
sales to 
compare with 
March 2023?

How did your 
January 2024 
sales compare 
with January 
2023?

signsofthetimes.com

ONE QUICK QUESTION: When do you envision AI 
will be used in your business, if not already? p. 52

REAL DEAL: The Case of the 
Reluctant Retiree p. 50p.66

At its core, culture is human connection, argues 
the business author and marketer Seth Godin. 
Over hundreds of thousands of years, our brains 
have evolved to excel at interacting with other 
humans, and as a result we feel most fulfilled 
when we do. It’s why the more technology colo-
nizes the world, the more important it becomes 
to add human touches throughout your oper-
ation. Godin says every member of your sta�  
should be trying to “figure out how to take that 
customer who just came in or is on their way 
out and make them feel 10 percent better by 
saying something, doing something, interacting 
with them. Not because it’s in the manual, not 
because they memorized it, but because they 
see a way to connect to another person.” It’s the 
sort of action that will allow your company to 
truly stand out at a time when most service is 
either abrupt or automated.

ADD MORE 
HUMAN 
TOUCHES

A LOOK
BACK
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Tip Sheet

ST BUSINESS  FR ES H IDEAS TO BETTE R YOUR BUSINE SS

signsofthetimes.com

“EVERY GREAT 
DREAM 
BEGINS WITH A 
DREAMER.”
 HARRIET TUBMAN

QUOTE OF THE MONTH

M A R K E T I N G
THE HUMAN
TOUCH

1 Think of the dreaded “M” 
word as a component of busi-

ness development, not sales, says 
James Keppel of CLI Services 
(Denver). “Show your work, talk 
about the process and tell every-
body where the bodies are buried,” 
he explains. A good anecdote 
about a project, process or client 
interaction helps to humanize the 
story, the people and the results. 
“Don’t allow your work to be 
viewed as a commodity.”

Q U O T I N G
FRIENDLY REMINDER

2 “Follow up!” recommends 
Russell Toynes of Studio 

Dzo (Austin, TX) on old quotes 
that never received a response. 
“Follow up in a non-pushy, ‘just 
circling back on this’ way. Don’t 
leave a bag of money hanging on a 

limb,” he adds. To help customers 
understand what they are getting 
at a job’s end, Cody McElroy and 
Commercial Signs (Houma, LA) 
spell out their quotes in detail.

C O L L A B O R A T I O N
THE WORK OF OTHERS

3 Ask a peer to review your 
work before submitting if 

more than three revisions have 
occurred, whether to design 
or estimating, advises Bob 
Persichetti of Effective Sign Works 
(Burlington, NJ). Ian McLellan 
of Hill House Graphics (Bristol, 
RI) encourages delegating and 
overseeing when possible, with 
patience. “Do not micromanage,” 
he stresses.

D E S I G N
BREVITY IS WIT

4 The best signs quickly com-
municate problem-solving 

values and benefits that appeal 

to a client’s needs 
or wants, according 
to Larry Mitchell of 
SignChef (El Dorado 
Hills, CA). Pick 
words and graphics 
that immediately 
express benefits. 
“Some of the best 
headlines are only 
two words: ‘WAR 
ENDS!’ – ‘CANCER 
CURED!’ – ‘FREE 
GAS!’ I’d buy that 
newspaper!”

R E S O U R C E S
BOOK CLUB

5 Comprehending 
and optimizing 

processes are par-
amount for expan-
sion, says Patrick 
Clifford of Clifford 
Signs (Kokomo, IN), 
regarding a lesson 
he learned from 
reading Michael E. 
Gerber’s book The 

E-Myth Revisited. Derek Atchley 
and Atchley Graphics (Columbus, 
OH) recommend The Lean Deal
by Michael Althoff of Yellotools 
fame. “Very good content that we 
are adapting into our own pro-
cesses and more,” Atchley says.

T R A I N I N G
SLOW BUT
STEADY

6 Make use of the online train-
ing that the International 

Sign Association (ISA) provides 
for new employees, advises 
Sara Geiger of Fox Cities Sign 
(Appleton, WI). “Having them 
learn starting with Signs 101 has 
helped tremendously for people 
new to the industry,” Geiger says. 
She often hears employees com-
plain about past companies that 
offered them minimal to no train-
ing, which then subjected them 
to management’s wrath. “Slow 
down, take the time, it pays off!”

TIP 
BRIEFS

When mounting a sign 
with studs embedded, 
prior to installation, tooth-
paste provides a good 
alternative to mark the 
wall.
Jeffrey Chudoff, 
Fastsigns of Maple 
Shade, Maple Shade, NJ

The subscriptions for 
software may seem a little 
overwhelming, but they 
are the only way to have 
the latest and greatest 
computer-aided software.
Tim Ward, Sign Solutions, 
Frederick, MD

I recently brought back 
the 4 x 8-ft. calendar on 
standoffs for the shop and 
sales team to schedule 
properly. Digital calendars 
are great if you’re at your 
desk all day. I wanted 
everyone to see what is 
scheduled.
Bobby Jordan, Fastsigns 
of White Marsh-Joppa, 
Joppa, MD

Never trust realtors.
Marti Etheridge, Laguna 
Bay Printworks, Laguna 
Vista, TX



44   MARCH 2024 signsofthetimes.com

 OFFICE PARK SIGNS

Benchmarks

ARCHITECTURAL MONUMENT
 The new sign for East Shore Business Park (La Porte, IN) 

was designed with the architecture of the building in mind, says 
Legacy Sign Group’s (Westville, IN) Marketing Coordinator Megan 
Swick. The shop’s fabricators used a CIDAN CNC Metal Folder, 
AXYZ CNC Router and acrylic flat cut out (FCO) elements. For the 
background, they direct-printed ACM with a wood-grain graphic. 
The aluminum tenant panels have vinyl copy and graphics with 
a cultured stone veneer base. Fabrication required three weeks 
and installation took one, for which Legacy’s team used an Altec 
Digger Derricks truck. 

The pandemic made ghost towns 
of many, but office park signs are 
back, directing employees and visi-
tors to which companies are where. 
Following are five designations of 
various types and styles for profes-
sional building sets. 

WHITE 
COLLAR 
WORKSITES
Collections of companies
and their signs. 
BY MARIE ADAMICK AND MARK KISSLING

BENCHMAR KS  ST BUSINESS

SIGN OF LAND
 To reflect the civil and environmental engineering consulting, landscape architecture and land 

surveying specialties of client Environmental Design Partnership (EDP; Clifton Park, NY), AJ Sign 
Co. (Burnt Hills, NY) crafted a multi-tenant monument with reverse-lit LED channel letters mount-
ed on a rustic and environmentally friendly wood alternative material. To complete this project, 
says AJ Sign’s Director of Marketing Tim Szablewski, the designers used SAi Flexi, Gerber OMEGA, 
Adobe Illustrator and Photoshop, while fabricators and installers put the shop’s MultiCam Apex3R 
CNC router, Roland TrueVIS VG2-640 printer/cutter and Elliott L60 Boom Truck to use.
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TEAM ENDEAVOR
 JC Signs & Graphics (Clear Lake, 

MN) designed and installed this sign 
for Lakewood Health Systems in 
Staples, MN. After presenting four 
design options provided by Minneap-
olis-based firm The Sign Producers, 
JC Signs & Graphics fabricated the 
monument with an assist from Ed’s 
Signs (Sauk Rapids, MN) spec’ing the 
same steel siding used on the build-
ing and ¾-in. acrylic push-through 
letters, backlit by Principal Industries 
LEDs. “The main monument was a 
unique sign all the way around. That 
made it fun to fabricate,” says James 
Cota, JC Signs’ owner. 

RUSTY OR RUSTIC?
 Atchley Graphics (Columbus, OH) created this sign for long-standing friend Lakeside Forest 

in neighboring Westerville, OH. The primary panel and secondary logo were cut by a fiber laser. 
The panel of Corten steel at the top that’s meant to rust was brushed silver, which contrasted 
a sheet of DiBond cut on Atchley Graphics’ Summa F1832. The logo was laser-cut from ⅛-in.-
thick, powder-coated steel. “There were multiple ‘cooks in the kitchen,’ which led to some un-
anticipated bottlenecks,” says Derek Atchley, the shop’s owner. The choice of Corten confused 
clients initially as well, resulting in some “interesting phone calls.”

PUZZLE PIECES
 For their new facility, Sunshine Fuels & Energy (Bristol, RI) 

contacted local signshop Hill House Graphics. The logo was 
created from ¾-in. PVC cut on a CNC router. The shop recessed 
a ⅜-in. channel for LED backlighting. The yellow and black on the 
sign are vinyl, with the red letters CNC-cut PVC, painted with a 
high-gloss automotive clear coat. The process took three weeks. 
“The biggest challenges on this project came in the design stage, 
as there were so many unique pieces to this puzzle that had to be 
worked out,” says Ian McLellan, Hill House’s owner. 

O N L I N E  E X T R A !  See more Benchmarks projects at 
signsofthetimes.com/benchmarks. 
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E very once in a while you see a 
wrap that’s so unique, so well 
done, you just know the shop 
was involved way beyond print-

ing a customer file and installing it. That’s 
exactly what happened when an employee 
of Redline Designs (Tampa, FL) who’s 
a Vans shoe and apparel enthusiast ‘to 
boot,’ wanted their VW Golf Sportwagen 
wrapped to look like a big Vans sneaker.

The design called for the roof to display 
the shoe top: tongue, eyelets, white laces 
and insole branded with the Vans logo. 
The sides feature a wavy stripe textured 
— by design, not material — to resemble 
leather or suede and ‘stitching’ across the 
front and rear quarter panels. The rocker 

MARK KISSLING ON PRINTS AND WRAPS

IF THE SHOE 
FITS, WRAP IT
A Florida wrap shop gets its kicks with an 

employee’s a� inity for Van’s footwear.

Finishing Partners Gfp 463TH Laminator.
Another indication this originated 

within a signshop: The wrap was designed 
to look good as well as be easy to install, so 
it required almost no lineup points from 
panel to panel. Nothing to have to shoe-
horn here! Four installers completed the 
job in an eight-hour day.

The car gets a lot of attention out in 
public, Redline Design reports. People 
are always wanting to touch the leather 
stripe or the suede to feel if it actually has a 
texture to it. Never stop being creative, the 
shop says.

panels land the design on solid footing by 
mimicking the sides of foam-rubber soles. 

Redline’s art department created all 
textures, stitching and other elements 
from scratch using Adobe Photoshop and 
Illustrator. The process took about eight 
hours to design the files and break them 
down for production. No proofing was 
necessary — wouldn’t you love that? Just 
the input of the vehicle owner was needed 
for the color and style of shoe.

Once everything was ready, the shop 
printed the wrap on General Formulations 
GF 830 AutoMark Cast with DRIFT 
Technology using their HP Latex 570. 
They then applied GF 840 AutoMark 
Matte Laminate by way of their Graphic 

Recite along with me: “There once was a young wrap 
pro who drove in a shoe…”

This Vans sticker bomb 
under the VW emblem 

was a little “Easter egg” 
that the owner of the ve-

hicle wanted to include.

MARK 
KISSLING 
is Signs of 
the Times’ 
Editor-in-Chief. 
Contact Mark at 
mark.kissling@
smartwork
media.com.

The textures for both the stitching and the stripes are part of the 
design, not the vinyl itself.

CALL FOR PROJECTS! Want to see your print or wrap project here?
Send a few pics and a brief description to editor@signsofthetimes.com.
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Woulda Coulda Shouldas are collected from the Signs of the 
Times Brain Squad and shared anonymously. You can join the 
Brain Squad at signsofthetimes.com/brainsquad

WOULDA COULDA SHOULDA
Things you wanted to say to frustrating clients, but didn’t.

MAGGIE HARLOW ON THE BUSINESS OF SIGNS

NEW OFFICE
Who dis?

MAGGIE 
HARLOW is the 
CEO of Signara-
ma Downtown 
Louisville (Lou-
isville, KY), one 
of the largest 
and most pres-
tigious locations 
for the global 
sign franchise 
Signarama.   
Contact Maggie 
at maggie@
signaramadown
town.com.

I recently moved from my sign compa-
ny office to another newly built-out 
office in our building. It was exciting, 
as I had the chance to fully design the 

new space to meet my needs and desires! 
But I was immediately daunted by the 
idea of moving everything in my office, 
including dusting it off, tossing things out 
and moving into a new desk and office 
arrangement.

The assessment of my office contents, 
and relocation of all of them, turned out 
to be very illuminating. They gave me a 
chance to really consider the day-to-day 
work I’m doing, the work I want to be 
doing and probably most importantly, 
what I want to stop doing day-to-day.

All of that sorting, cleaning and tossing 
got my mind focused on four really great 
questions that helped me envision my 
future role as CEO.  

The good news is you don’t have to 
move offices to really assess the “con-
tents” of your actual work — you can walk 
through the same questions anytime 
you are ready to examine how you might 
change your work effort and results!

What should I do more of? Ask your-
self what is working well. What do you 
love to do? What roles are you playing that 
are working well and moving the needle 

hard stop and free yourself.
What should I start doing? There’s 

almost always something in my work I’ve 
been avoiding or not doing when I should. 
Things like getting to the gym, doing 
performance appraisals or long term 
business planning work — there are things 
we know we should do, that we just don’t. 
Invite yourself to make the effort (maybe 
again?) to do the things that you know will 
improve the health of your business or 
even yourself.  

I’m still getting settled in my new office 
and desk. It’s a work in progress, but the 
feeling of a fresh start, a new way and new 
results have me motivated to keep work-
ing at it!

What should I do more of?
What should I do less of?
What should I stop doing?
What should I start doing?

These questions can help you, your 
coworkers, your team or even your family 
develop new ways of thinking, planning 
and working!

in the right direction? How could you 
design your work to give you more time 
and energy to focus on what draws you in? 
Consider calendar redesign, delegation or 
even hiring fractional help where needed.

What should I do less of? Look for 
things you do less of, or look for things you 
seem to always put at the bottom of your 
‘to do’ list every time. For me, writing esti-
mates was something I had to commit to 
do less of, as it ended up sucking me into 
the maelstrom of project management 
when I really was supposed to be leading 
the entire organization. What things can 
you let go of and stop doing? Be honest 
with yourself here. Maybe you do certain 
things because you don’t trust others to 
do them. Have a deeper conversation with 
yourself and your team if you don’t trust 
others to do work they really should be 
doing!

What should I stop doing? This is 
different from doing less of something. 
Maybe it’s an activity like volunteer work. 
Maybe it’s hunkering down in your office 
and not getting out to see your team. 
Maybe it’s working late or on weekends 
rather than figuring out effective solutions 
to your overburdened to-do list. Whatever 
bad habits or activities you have that you 
really know you shouldn’t do, consider a 

C O LUMNS  ST BUSINESS

With some customers, I’m tempted 
to incentivize them to move on 
away from my company.

“HERE ARE $20 AND 
DIRECTIONS TO MY 
NEAREST COMPETITOR.”

“ALL I ASK IS A 
CHANCE TO

EXCEED YOUR 
EXPECTATIONS”

LINE TIME

It’s a way to remind the customer 
how hard you’ll work for them. 
Source: Stephen Satterwhite, 
Signs Designed of Charlotte, 

Charlotte, NC
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Podcast” because it will be about the 
people of the sign industry. Signs of the 
Times will be our media sponsor, which 
will allow us to cover all aspects of the sign 
industry and get the word out about the 
show. Our first commercial sponsor is Van 
Ladder, “The bucket truck that simplifies 
sign work.” (See what 
I did there?) We plan 
on having six episodes 
ready to roll out in 
the debut and some 
special things will be 
happening at the Sign 
Expo as well. We will be 
stationed at the  Signs of 
the Times booth (2900) 
with a full podcast setup 
recording live.

For each episode, I 
plan to interview sign 
people, the oddball kids 
at the general contract-

ST BUSINESS  COLUMNS

N ow is just as good a time 
as ever to make an official 
announcement. One of my 
recent columns mentioned 

the idea of a podcast, which generated 
some interest from readers and got me 
to do some serious thinking since my son 
Jacob and I own a podcast production 
company, Bourbon Bay Productions. 
Jacob runs several podcasts out of the 
studio. People either record a podcast and 
send it to him for edit and upload, or he 
runs the boards for people looking to start 
a podcast but not wanting to invest in all 
the equipment upfront. He also teaches 
podcasting for the local Boys and Girls 
Clubs where the kids get to create their 
own shows.

So here it is — the official announce-
ment! I will be debuting a podcast on April 
10, the first day of the ISA International 
Sign Expo 2024 in Orlando, FL. The 
podcast will be called “The Sign Industry 

ERIC E. LARSEN ON ILLUMINATED SIGNS

PODCASTING
CALL

“The Sign Industry Podcast” will debut
at the ISA Sign Expo.

ing playground. I want to talk about your 
history in the sign industry, how you got 
started, what your specialty is and any 
crazy tricks you can share that make your 
projects go smoother. If you have equip-
ment that is used in the sign industry, 
let’s talk about how you came up with the 
ideas or go over the ins and outs of your 
product.

The Sign Industry Podcast will be 
dropped twice a month for starters. I have 
a day job so first things first. But if we find 
it to be popular, we will be expanding to 
three or four drops a month. Each show 
will be recorded in the evening so as not to 
disturb our busy sign working days. Most 
interviews will be by phone to start and 
later we will be getting into video.

The podcast will be available on sign-
softhetimes.com as well as all podcasting 
outlets including Apple, Spotify and 
others. We are going to see how things 
move along and then look at expanding 
our reach with YouTube. As signmaking is 
one of the world’s oldest professions, the 
possibilities are endless of what we can 
talk about with you. I will explain later in 
episode one of the podcast…

In the meantime, if you have an idea for 
a podcast subject, or would like to be con-
sidered for a podcast interview at the Sign 
Expo or on a future episode, please reach 
out to me at ThoseGuysHaveAShow@
gmail.com.

Happy listening.

signsofthetimes.com

This was at the bottom of a cover letter: “With me you 
get a motivated employee who is used economically, 
process oriented thinking and taking responsibility and 
self- directed. Keep in mind i don’t take the first o� er - I 
just look around. I think your company is not the right 
fit for me. You have not the right to save my CV on your 
computer, notebook tablet or smartphone or other elec-
tronic devices !!!! Kind regards.” On another: “I have grate 
attention to detail. I am looking to re-enter the work force 
after the recovery of my sugary so now I am looking for 
another job.” I wonder how ‘grate ‘ that ‘sugary’ went... 
Source: Dawn Homa, Signarama Brighton, Brigh-
ton, CO

TRUE TALES

ERIC E. 
LARSEN is the 
lead designer 
of the Historic 
Theatre Mar-
quee Division of 
Wagner Electric 
Sign Co. (Elyria, 
OH). Contact 
Eric at eric@
wagnersign.com.

RESUMES
AS COMIC RELIEF

Join the debut of The Sign 
Industry Podcast, hosted 
by Eric E. Larsen, at the 
ISA International Sign 

Expo 2024 in Orlando, FL, 
April 10-12, in Signs of the 

Times’ Booth 2900.
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I was just thinking, Rick and I have 
been in this business a looong time. 
And then realized that June 1, 2024 
will mark my 40th year in business! 

Four decades ago I was 16 and hand-
painting signs out of my mom’s garage. 
Now, clients we still have to this day walk 
through our new, beautiful, 30,000-sq.-ft. 
facility packed with equipment, a horde 
of employees bustling about, and 
ask, “Did you ever think it was 
going to be this big, Dale?”

“Hell yeah,” I answer. “I just 
didn’t think it was going to take 
this damn long!” Where did all the 
time go?!

Yet here we are, all these years 
later, and you’d think Rick and I 
would have this whole deal down 
to a science… But nope, that is not 
the case. We still learn lessons 
every single day.

2023 was far from an excep-

tion. It very well could have been our 
worst year ever. We took on too many 
large projects, didn’t take care of our best 
clients, had employees who weren’t pull-
ing their weight, took too long to finish 
jobs, and had clients flat out refuse to pay 
us — prompting last month’s column, 
“Word of 2024: NO!” (see ST, February 
2024, page 41).

But saying no to loser proj-
ects was just the beginning. 
We had to make drastic, cul-
ture-changing decisions to fix 
our business. Yep, even after 
all the years of hard-earned 
experience.

A business’s one and only 
“job” is to turn a profit. As 
owners, we are merely stew-
ards to facilitate that goal. 
When times are difficult 
and the cash is not flowing 
in the proper direction, you 

go into Panic Mode and allow 
less important things to fall by 
the wayside. Like studying your 
financial reports. Which is not
less important, but when you’re 
scrambling to cover payroll, the 
last thing you want to do is look 
at how much money you are not
making… We know it, so why rub 
it in our faces, right?

Wrong. Your financials hold 
the key to success. I know you 
don’t want to spend the time (and 
risk a potential kick to the pri-
vates if things don’t look good), 
but they are the roadmap to busi-
ness success. Unfortunately, we 
fell into that trap by not review-
ing them weekly, as typical. So, in 
December we sat down, poring 
through them with gritted teeth. 
No fun, but we instantly pin-
pointed our issues. 

Quick rundown: First, print 
your Profit & Loss statement with a per-
centages column! Massively important 
because percentages are what we all need 
to focus on. “Income” represents 100% of 
your loot (duh), then start subtracting… 
cost of goods sold (COGS), payroll, over-
head, etc. I can’t speak for your company, 
but we traditionally had a 28% material 
cost: $10,000 job, we spent $2,800 on 
vinyl, paint, aluminum, etc., to build that 
sign. 

Payroll is our highest cost. Shoot for 
32% (although we rarely get it under 
36%). Those two eat up 60-64%, leaving 
about 36%. Subtract your rent, insurance, 
taxes, loans, etc., and whatever is left is 
your net profit (very simplified).

What we discovered is that 2023 ate 
up 41% on COGS, and 41% payroll. 82%?!
Way too high! We were dying! 

Too high a COGS means you need to 
raise your prices! You’re too cheap! 

Too high a payroll means you have too 
many employees. Gotta let some go. 

We did both at the end of year, and 
January immediately showed 20% and 
35%, respectively. Wrangling in a 30% net 
profit. Oh yeah!

And if this was done throughout 2023, 
months of anguish and heartache could 
have been avoided.  

#StillLearningLessons

DALE SALAMACHA ON SHOP OPERATIONS

BALANCE $#!+
Monitor your financial statements every 

month, people!

DALE 
SALAMACHA 
is the co-owner 
of Media 1 Wrap 
This (Sanford, 
FL). Contact 
Dale at dale@
media1signs.
com.

Scan this code to watch 
“What Makes a Successful 

Company?” Then sub-
scribe to the “Media 1 Wrap 
This” channel on YouTube 
for more episodes featur-

ing Dale and Rick.

For months last 
year, Dale and 
Rick neglected 
their P&L and 
that came back 
to bite them 
hard in their 
back pockets.
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Real DealCreated by ROLF L’MAO, Signs of the Times’ mascot. 
Email him at editor@signsofthetimes.com.
Created by 
Email him at editor@signsofthetimes.com.
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a bother,” said Jayla 
McCreedy, the sec-
ond in command at 
Smithy Designs. “Tim 
thinks he’s pumping 
people up but most of 
the time he’s taking 
them off task.” Over 
the past few years, 
some employees even 
developed a game and 
system of code words 
to “hand Tim off” to 
someone else when 
having to get some-
thing done right away. 
They even kept score.

Tim had taken 
his first job in a dif-
ferent sign company 
40 years before, and 
then in 1986, with 
the publication of 
Mike Stevens’ land-
mark text, Mastering 
Layout, he began training on the 
‘old tools’ as a sign designer, just 
as a design revolution was starting 
to take place. The Stevens classic 
closed with a chapter on the future 
of sign design, stating, “Computers 
will soon be used to design signs…” 
Tim had scoffed at that.

Having started his own com-
pany a quarter century before, 
now the designers at Smithy were 
asking how Tim wanted AI to be 
integrated into their workflow. AI 
was something that simultaneous-
ly annoyed, unnerved and over-
whelmed Tim. He had laughed at 
his father’s hurried retirement 
from running an auto parts com-

pany at the end of 1999 to avoid 
the “certain chaos Y2K would 
bring.” But something about AI 
was different.

Tim complained to everyone 
and anyone who would listen that 
AI would never, ever match the 
skill and creativity of a human 
being, but just two weeks before, 
his lead designer had a laugh 
showing him two designs for an 
upcoming project: one hers and 
one generated by AI. Tim had not 
been able to discern which was 
which. Even so, the comparison 
left Tim unmoved by the role AI 
might play at Smithy Designs. 
“Am I the only one who’s seen 

Real Deal scenarios are inspired by true stories, 
but are changed to sharpen the dilemmas 
involved and should not be confused with 
real people or places. Responses are peer-
sourced opinions and are not a substitute for 
professional legal advice. Please contact your 
attorney if you have any questions about an 
employee or customer situation in your own 
business.

Terminator?” he sometimes asked.
Jayla and half a dozen other 

employees had spoken many 
times about buying Tim out, 
which seemed the best not only 
for Smithy Designs but for Tim as 
well. But each time they broached 
the subject with him, Tim’s reply 
remained as predictable as a com-
puter-generated response:

“I’m not going anywhere!”

Tim Smith, owner of Smithy 
Designs in Johnson City, TN, 
opened his just-delivered copy 
of Signs of the Times’ 2024 Big 
Survey and immediately turned to 
the section on retirement plans. 
Tim had participated in the sur-
vey. “Ha!” he exclaimed out loud 
as he sat at his desk in his oth-
erwise empty office. “I’m not so 
different!”

He was referring to the set of 
questions and responses on the 
age at which the survey takers 
planned to retire, their exit strate-
gies, the states of their retirement 
plans and what they’ll do on their 
first day of retirement. “See,” he 
said to no one in particular. “About 
14% don’t plan to retire.”

Neither did Tim, though sev-
eral external forces were exerting 
pressure on him to do just that. 
Not least of all, his family, espe-
cially his wife often said to him, 
“I’ve had it up to ‘here’ with your 
complaining about work!” His 
daughter also let Tim know he 
wasn’t spending enough time with 
his grandchildren — even on week-
ends — because he was logging 50 
hours per week or more at Smithy 
Designs.

But it’s not as though he was 
spending his time at the shop 
designing signs — as he had at the 
start of his career — or fabricating 
them or really almost anything 
productive. Tim fancied himself 
as a King Henry V-type manager. 
“I like to walk amongst my troops 
and inspire them,” he often said.

Regarding that: “Mostly, it’s 

THE CASE OF THE

RELUCTANT 
RETIREE
A signshop owner perhaps should, but 
won’t, let go the reins.
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what matters immediately — that 
he is a distraction in the business. 
It’s a courageous conversation 
that needs to be had. Getting the 
founder of a business to accept 
they’ll need to step aside is a chal-
lenge that should be approached 
gently and incrementally. As far as 
technology goes, his team needs 
to “sell it” rather than “say it.” I 
wouldn’t hand over my business 
to managers who didn’t take 
the initiative to show me how it 
made sense. Sometimes initiative 
requires acting and asking for for-
giveness rather than permission; 
just better be right!

KEVIN OBREGÓN
BROWN GRAPHICS INC.
DALLAS

Get the family, grandkids includ-
ed, to force a four-week-long vaca-
tion for Tim. Then let the team 
pursue AI whole-heartedly. In the 
interim, open the fl oodgates to AI 
and with results in hand, invite 
Tim back (for a day, hopefully) 
so he can see how the team has 
integrated AI to the point where 
it brings in more jobs, decreases 
design time, decreases overhead 
costs and makes workfl ow more 
fl uid. If it starts to replace humans, 
call Sarah Jeanette Connor ASAP.

MARK R. ESTES
VISUAL SOLUTIONS
SAN ANTONIO

To me, retirement is primarily a 
fi nancial question. If he can fi nan-
cially a� ord to retire, he should 
seriously consider a buyout from 
his employees. One of the toughest 
things to do from my perspective 
is sell a business. If he has buyers 
ready to purchase and it is a fair 
proposition, he should seriously 
consider it.

SUSAN J. HAUSSMANN-
COLLINS
SOUND REPROGRAPHICS INC.
BAINBRIDGE ISLAND, WA

The sta�  should consider buy-
ing Tim out or proposing a plan 
whereby the employees buy the 
business in increments, that 
outlines the evolution of responsi-
bilities from Tim to the employee 
shareholders.

STEVEN LENDE
OKOBOJI GRAPHICS
SPIRIT LAKE, IA

If you have an old boss like Tim 
at Smithy Designs and are tired 
of the place, come to me. I have 
a great sign and design business 
you can purchase and use AI to 
advance your career here. I am 
Steve and ready to step out and 
retire from Okoboji Graphics.

PATRICK H. CLIFFORD
CLIFFORD SIGNS INC.
KOKOMO, IN

Well, I am 70 years old and I think 
I may have the same type of sign-
shop operation as Tim has. Being 
frank, I am troubled to read Tim 
is missing out with the grandkids’ 
‘quality time.’ Those times will 
never come back. They are a gift to 
cherish and honor. The memories 
they will hold will be with them 
when they are gone. I am fascinat-
ed with the kids’ memories. They 
are truly a sponge wanting input. 
My favorite age is between 7 and 

T H E  B I G  Q U E S T I O N S

Tim owns Smithy Designs and is ‘only’ in his 
early 60’s, so should he not stay on as long 
as he wants? How can Jayla, the other 
employees and Tim’s wife convince 
him it’s time to step aside? What have 
you done if you’ve encountered a situation 
similar to this?

11 years old. They are glowing for 
information if you can make it a 
story. Not a lecture. They love it! 
My suggestion? Read The E-Myth 
Revisited by Michael E. Gerber. He 
is “addressing a signifi cant need in 
the small business market: busi-
ness owned primarily by people 
with technical skills but few busi-
ness skills, and 
no place to go to 
get meaningful 
help.” If I were 
in Tim’s posi-
tion, sell it and 
retire. Enjoy the 
kids while they 
still have him. 
They need his 
values and love.

VITTORIO 
NERI
ROLAND DG 
EMEA
ITALY

This is a tough 
situation. My father left his 
business because he was tired of 
struggling to get reasonable sales 
margins. After six months, he 
fell into a sort of depression, but 
eventually started another busi-
ness. I believe Tim may follow a 
similar path, which would create 
a new problem for his family and 
the company. Tim is not refusing 
new resources like AI because he 
doesn’t understand their poten-
tial. He simply feels that he’s not in 
control since he didn’t build them 

himself. One solution could be to 
assign Tim a specifi c project that 
is separate from his current busi-
ness. Alternatively, he could o� er 
his experience to an association. 
However, if there is a way to make 
him aware that he’s damaging his 
own company by refusing to leave 
space for others to grow, he may 
be more receptive to change. Tim 
is quite sensitive about the compa-
ny he built from scratch, so speak-
ing with an external consultant 
may be the best way to approach 
the issue.

BUDGET SIGNS
Tim’s retirement should be entire-
ly up to him, but he is working too 
hard. Someone should suggest 
that Tim might enjoy more “Tim 
time” if he cut his hours to four or 

six a day. He’s 
earned himself 
a reward for his 
years of hard 
work, and his 
sta�  can do 
without him 
for a few hours 
a day. He may 
fi nd he likes 
being more 
part-time, and 
decide to go full 
retirement on 
his own, even-
tually…

JIM SHAW
SIGNARAMA SUNNYVALE
SUNNYVALE, TX

I’m in my early 60’s and just start-
ed my own sign business after a 
career in the sign industry in other 
areas. I plan to work another 10 
years then turn the business over 
to my wife who’s 20 years younger. 
I can’t a� ord the Henry V model. 
That said, it’s his business to stay 
or leave at his discretion, even if 
he runs it into the ground in the 
process. Tim’s team should take 
some time to talk to Tim about 

It’s his business 
to do with 

whatever he 
wants. Retire, 
stay working, 
either way it 

has to be Tim’s 
choosing.

ROBERT D. BURKE
BURKE ENTERPRISE

OAKDALE, CT

Want to comment on Real Deal 
scenarios, too? Sign up to receive the 
stories by email each month before 
they’re published at signsofthetimes.
com/research.



52  MARCH 2024 signsofthetimes.com

BUZZ SESSION WITH THE

YES 49 %
ChatGPT for writing 
letters, responses, sales, 
marketing posts, etc.  We 
also use AI for some minor 
design renders. Shaun 
Ensign, Legacy Sign 
Group, Westville, IN

For ideas and inspiration 
mostly. Sara Geiger, Fox 
Cities Sign, Appleton, 
WI

Just about in any way 
possible. Mascots, photos, 
design direction, content, 
backgrounds, marketing 
the business, and many 
many more. Edward 
Shinn, Ed Shinn Signs, 
Mt. Morris, MI

We use AI for some 
marketing materials, 

newsletters and job 
postings. Scott Muller, 
Trademark Visual, 
Phoenix

Some clipart stuff... still 
trying to figure it out as 
I am old. Geoff Orlick, 
Quality Designs Ltd., 
Campbell River, BC, 
Canada

NO 51%
AI has no application in 

Do you 
currently use 
AI for anything 
related to your 
sign business?

When do you envision AI will be used 
in your business, if not already?

What worries you the 
most about AI?

DO YOU OR 
DON’T YOU

our business current-
ly. Vince Cvijanovic, 
Graphic Components, 
Greensboro, NC

I’m not yet but I’m think-
ing about it and may start 
a trial subscription to 
see how it works. Steve 
Rowe, Speedpro Affinity 
Solutions, Sarasota, FL

Not something we 
have yet explored, but 
will be looking for pro-
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ductive uses. Stephen 
Russ, Ortwein Sign Co., 
Chattanooga, TN

Only an idiot would push 
the proliferation of this 
incredibly dangerous 
technology. Jake Zani, 
Rule Signs & Graphics, 
Randolph, VT

Scares me and no need. 
Raychel O’Donoghue, 
Lexington Signs & 
Graphics, Burlington, MA

Ready to 
share your 
thoughts 
on issues 

important to signage pros in 
the pages of Signs of the Times
magazine? If you’re an owner 
or top manager of a US or 
Canadian-based sign company, 
you can sign up to participate in 
our quick, inspirational monthly 
surveys at signsofthetimes.
com/brainsquad.

JOIN THE 
BRAIN SQUAD!

It will render my creative 
contributions obsolete  

It will make signs lacking 
originality or style 

It will become self-aware 
like Skynet in Terminator

It will replace jobs, possibly my own 

All of the above 

Other (none, not worried)

We 
already 
use AI

Within six 
months/
looking 
into it

In six 
months 

to a 
year

In a 
year or 

two

In two 
to five 
years

In five 
years or 

more

Never Other 
(tinkering, 
only when 

forced)

39%

7%
13%

6% 7% 4% 6%

18%

8%

31%

25%

14%

15%

6%

We will announce the five recipients in 
our April issue and online. Also, please 
join us at the ISA International Sign Expo 
in Orlando on Thursday, April 11 at 4 p.m. 
in Booth #2900 for a cocktail reception 
to honor the winners!

Honorees are selected 
by an esteemed panel 
of industry judges and 
former award winners.

signsofthetimes.com/womeninsigns
LEARN MORE AT

CELEBRATE THE 
2024 WINNERS!
signsofthetimes.com/2024womeninsigns 
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When I consider ADA signage, 
there are a lot of variations 
and pricing has been all 
over the place. How do we 
try to avoid this becoming a 
commodity like so many other 
products over time?

The keyword lies within the 
question: variations. Many 

signs that have become commodi-
ties over time are fairly standard 
in design, size, shape, color and 
more. Think restroom signs. Sure, 
custom restroom signs exist that 
depart from the familiar picto-
grams in white on a blue back-
ground: stylized “Cowboys” and 
“Cowgirls” signs in a Western-
themed restaurant, for example. 
Are these more expensive for cus-
tomers? Of course, which is why 
the cheap commodity versions 
dominate the market. The thing 
about ADA signs, however, is that 
once they accomplish their ADA 
goals — the necessary information, 
braille dots, etc. — there’s room 

and reason to customize them. 
ADA signs can complement a 
design or color theme, reinforce 
branding, and also just plain be 
more interesting than commodity 
versions. Read about five design 
and production guidelines in “The 
Basics for Beautiful ADA Signage” 
by Diane Goforth, owner of 
Goforth Signs in New York (see ST, 
October 2020, page 22).

Interested to hear how 
everyone’s 2023 compared 
with 2022.

While we didn’t quite hear 
from everyone, a representa-

tive cross-section of your peers 
has already participated in our 
2024 Big Survey. And as fortune 
has it, the Big Survey mailed with 
the March issue (and was also 
posted on our site at signsofthe-
times.com/big-survey). In the 
opening section, The Basics, we 
report on sign companies’ total 

sales last year and compare them 
to 2022. In Earnings and 
Retirement, we ask about personal 
income last year and expectations 
for 2024, and if people feel their 
earnings are keeping up with the 
cost of living. Finally, in the State 
of the Industry section, we exam-
ine sales volume and net profit 
changes from 2022 to 2023 and 
expected changes from last year to 
this.

 

How do other successful 
signshops find more 
outsourcing and 
subcontracting opportunities 
to grow their businesses?

Savvy sign companies, we like 
to think, consider the whole-

salers who offer outsourcing and 
subcontracting services and also 
advertise right here in Signs of the 
Times. Check ’em out! Meanwhile, 
our Illuminated Signs columnist 
Eric E. Larsen also took up this 

Want to see your questions featured in this department? Send your emails to:

ask@signsofthetimes.comAsk
question in “To Wholesale or Not 
to Wholesale?” (see ST, November 
2023, Page 44). You may not find 
the best companies to work with 
on the first page of your Internet 
search, he advises. Similarly, you 
may find some companies that 
look a bit “fishy.” Eric likens the 
experience of finding qualified, 
reliable outsourcing outfits to 
buying a used car. You’ve got to 
check out any subcontractor thor-
oughly — get behind the wheel 
and kick the tires, as it were. Find 
out how long they’ve been in busi-
ness, projects they’ve contributed 
to and what their facility and 
equipment look like. Ask for ref-
erences. As is often the case in 
life, the cheapest is rarely the 
best. Submit fabrication and 
instructional drawings with a list 
of materials you expect to use. 
“Honest wholesale companies 
will have no problem dealing with 
your demands and might even 
work with you on cost,” Eric says.
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SUPPLY DIRECTORY

ARIZONA
MESA

Graham’s Neon, 456 N. Country Club (85201), 
Phone: 480-962-NEON (6366), Fax: 480-962-6300, 
Web: grahamsneon.com

TUCSON
Cook & Co Signmakers, 134 S. Tucson Blvd. Tucson, AZ (85716),

Phone: 520-622-2868, Email: office@cooksigns.com,
Web: cooksigns.com

GEORGIA
ATLANTA

Reece Supply Co. of Georgia Inc., 5755 Oakbrook Pkwy. (30093), 
Phone: 770-326-7920, Fax: 770-326-7927, 800-776-0115

LOUISIANA
NEW ORLEANS

Reece Supply Co. of Louisiana, Inc., 1017 Dealers Ave., Harahan 
(70123), 504-733-7799, 800-776-0130, Fax: 504-736-0056

MISSOURI
SPRINGFIELD

Encompass-More, Inc., 28625 Harvest View Rd, Stoutland, MO 
(65567), Phone: 855-286-3368, 
Email: sales@encompass-more.com
Web: encompass-more.com

CALIFORNIA
FRESNO

Commercial Neon, Inc., 5547 N. Golden State Blvd, Fresno, CA 
(93722), Phone: 559-275-7500, Fax: 559-275-4431,
Email: info@cnisign.com, Web: cnisign.com

NORTH CAROLINA
CHARLOTTE

Reece Supply Co. of North Carolina Inc., 2700 Hutchison McDonald 
Road, Suite N, Charlotte, NC (28269),
Phone: 704-6263669, 855-425-1140,
Email: north_carolina@reecesupply.net

OKLAHOMA
TULSA

Reece Supply Co. of Oklahoma, 3148 S. 108th E. Ave., Ste. 130, 
Tulsa, OK (74146), Phone: 918-556-5000, 800-520-2300, 
Fax: 918-556-5001, Web: reecesupply.com 

TEXAS
EL PASO

Reece Supply Co. of El Paso, 1530 Goodyear Dr., Suite J, El Paso, TX 
(79936), Phone: 915-592-9600, 877-776-0128, Fax: 915-592-9050, 
Web: reecesupply.com

WISCONSIN
ANTIGO

Northern Advertising Inc., N. 4220 Neva Rd., Box 92, (54409), 
Phone: 715-623-3000, Fax: 715-623-4738, 
Email: neon@northernadvertising.net,
Web: northernadvertising.net

HOUSTON
Reece Supply Co. of Houston, Inc., PO Box 1753, (77251), 

Phone: 713-228-9496, 800-776-0113, Fax: 713-228-9499
IRVING

Reece Supply Co. of Irving Inc., 3820 Valley View Lane, Irving, TX
(75062), Phone: 972-438-3131, 800-776-7448, Fax: 972-721-1758

SAN ANTONIO
Reece Supply Co. of San Antonio, Inc., PO Box 200081, 

Phone: 210-657-6760(78220-0081), 210-662-6898, 800-776-0224, 
Fax: 210-662-6945

TELL 20,000+ SIGN SHOPS EVERY MONTH 
IN OUR SERVICES DIRECTORY.
Contact Vernita Johnson
(513) 263-9313  vernita.johnson@smartworkmedia.com

DO YOU INSTALL OR 
MAINTAIN SIGNS?

signsofthetimes.com
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ALABAMA
AUBURN-OPELIKA 

River Signs LLC, 4626 Miller Rd., Unit C, Columbus, GA (31909), 
Phone: 706-507-4488, Fax: 706-568-6459, 
Email: riversigns@knology.net, Web: riversignsystems.com

MOBILE
Wrico Signs, Inc., 3345 Halls Mill Rd. Mobile, AL, (36606), 

Phone: 251-478-8020, Fax: 251-478-8142,
Email: signs@wricosigns.com

PHOENIX CITY 
River Signs LLC, 4626 Miller Rd., Unit C, Columbus, GA (31909), 

Phone: 706-507-4488, Fax: 706-568-6459, 
Email: riversigns@knology.net, Web: riversignsystems.com

ALASKA
ANCHORAGE

Universal Sign & Lighting, P. O. Box 770883, Eagle River, AK (99577)

ARIZONA
Graham’s Neon, 456 N County Club (85201), 

Phone: 480-962-NEON (6366), Fax: 480-962-6300, 
Web: graphamsneon.com

BULLHEAD CITY
Yesco, 1140 Interstate Place, (86442), Phone: 928-763-8887, 

Fax: 928-763-1898
FLAGSTAFF

Yesco, 5702 E. Railhead Ave., (86004), Phone: 928-526-2028, 
Fax: 928-526-1668, Web: yesco.com

PHOENIX 
Bootz & Duke Sign Co., 2831 W. Weldon Ave. (85017), 

Phone: 602-272-9356, Fax: 602-272-4608, 
Web: bootzandduke.com

Yesco, 6725 West Chicago St., Chandler, AZ (85226-3335), 
Phone: 480-449-3726, Fax: 480-961-5923, Web: yesco.com

TUCSON 
Addisigns, 3808 East 38th St. (85713), Phone: 520-748-1540, 

Fax: 520-571-9120, Web: addisigns.com

Cook & Co Signmakers, 134 S. Tucson Blvd. Tucson, AZ (85716), 
Phone: 520-622-2868, Email: office@cooksigns.com, 
Web: cooksigns.com

Palo Verde Signs Inc., 3302 S. Palo Verde Rd., Tucson, AZ (85713),
Phone: 520-884-4322, 800-584-8069, Fax: 520-884-5060,
Email: mark@paloverdesigns.com, Web: paloverdesigns.com 

Yesco, 3782 E 43rd Place, Tucson, AZ. (85713), 520-512-0062, 
Fax: 520-512-0155, Web: yesco.com

YUMA 
Penn Sign Co., 707 8th St. (85364), 928-782-2501, 

Fax: 928-343-4076, Email: sales@pennsigns.com
Signmasters LLC, 1165 S. 4th Ave. (85364), Phone: 928-782-7497, 

Fax: 928-782-1515, Email: sales@yumasignmasters.com, 
Web: yumasignmasters.com

ARKANSAS
FORT SMITH 

ABC Printing & Signs., 10 W. Woodson Ave, Fort Smith, AR (72916), 
Phone #: 479-638-8608, Email: sean@abcprintingandsigns.com, 
crystal@abcprintingandsigns.com, 
Web: abcprintingandsigns.com 

CALIFORNIA
CONCORD

Golden Gate Sign Co., Inc., 2500 Bisso Lane, Suite 200, Concord, CA 
(94520), Phone #: 510-336-3838, Fax #: 510-336-3830,
Web: goldengatesign.com

FAIRFIELD 
Golden Gate Sign Co., Inc., 2500 Bisso Lane, Suite 200, Concord, CA 

(94520), Phone #: 510-336-3838, Fax #: 510-336-3830,
Web: goldengatesign.com

Solano Signs, 1070 Horizon Drive, Suite F, Fairfield, CA (94533), 
Phone: 707-427-0400, Email: sales@solanosigns.com 
Web: solanosigns.com

FRESNO 
CNI Signmakers, 5547 N. Golden State Blvd., Fresno, CA (93722), 

Phone: 559-275-7500, Fax: 559-275-4431, 
Email: info@cnisign.com, Web: cnisign.com

Fresno Neon Sign Co., 5901 E. Clinton (93727), Phone: 559-292-2944, 
Fax: 559-292-2944, 559-292-2980, Web: fresnoneon.com

LOS ANGELES 
Absolute Sign Inc., 10655 Humbolt St., Los Alamitos, CA (90720), 

Phone: 562-592-5838, 800-898-5444, Fax: 562-592-6198, 
Email: support@absolutesign.com, Web: absolutesign.com

Image System Signs Inc., 3271 Fletcher Dr, Los Angeles, CA (90065), 
Phone: 323-931-6630 / 323-864-1800, 
Email: info@imagesystemssigns.com, 
Web: ImageSystemsUSA.com

Mall Signs & Service, N. Hollywood, CA (91607), 
Phone: 818-764-1909, 818-470-4228, Fax: 805-522-7000, 
Email: mallsgnsvc@aol.com

Yesco, 10235 Bellegrave Ave., Jurupa Vallley. CA (91752), 
Phone: 909-923-7668, Fax: 909-923-5015, Web: yesco.com

MONTEREY
Northwest Signs, 120 Encinal Street, Santa Cruz, CA (95060), 

Phone: 831-469-8208, 888-788-8614, Fax: 831-469-8172, 
Email: jeff@northwestsigns.com, Web: northwestsigns.com 

OAKLAND 
Golden Gate Sign Co, Inc., 2500 Bisso Lane, Suite 200, Concord, CA 

(94520), Phone: 510-336-3838, Fax: 510-336-3830,
Web: goldengagesign.com

ORANGE COUNTY 
Absolute Sign Inc., 10655 Humbolt St., Los Alamitos, CA (90720), 

Phone: 562-592-5838, 800-898-5444, Fax: 562-592-6198, 
Email: support@absolutesign.com, Web: absolutesign.com

SACRAMENTO 
Western Sign Co. Inc., 6221 A Enterprise Drive. Diamond Springs, CA 

(95619), Phone: 530-622-1420, 800-974-4676, Fax: 530-622-9367, 
Email: Keith@westermsign.com, Web: westernsign.com

Yesco, 4119 S. Market Court, Suite 10, Sacramento, CA (95834), 
Phone: 916-419-8101, 800-578-0189, Fax: 916-419-8108, 
Web: yesco.com

SALINAS 
Northwest Signs 120 Encinal Street, Santa Cruz, CA (95060),

Phone: 831-469-8208, 888-788-8614, Fax: 831-469-8172, 
Email: jeff@northwestsigns.com, Web: northwestsigns.com 

SAN DIEGO 
New Image Creative Sign Inc., 8631 S. 187th St., Kent, WA (98031), 

Cell: 206-909-6996, O�ce: 253-395-5600, Fax: 253-395-3322, 
Email: shari@newimagecreative.com, 
Web: newimagecreative.com

Refined Signs & Mailboxes, 1980 Peacock Blvd, Suite B, Oceanside, 
CA (92056), Phone: 760-230-1547, Email: info@refinedsigns.com
Web: refinedsigns.com

Signs Done Fast, Inc., 3205 Moore St. San Diego, CA (92110),
Phone : 619-265-7446, Email: info@signsdonefast.com,
Web: signsdonefast.com

SAN FRANCISCO
Golden Gate Sign Co. Inc., 2500 Bisso Lane, Suite 200, Concord, CA 

(94520), Phone: 510-336-3838, Fax: 510-336-3830, 
Web: goldengatesign.com

Johnston Sign Co., Inc., 1310 Commerce St. Unit M, Petaluma, 
CA (94954), Phone : 707-829-7332, 707-829-9059, Email: 
johnstonsigns@comcast.net, Web: johnstonsigns.com

SAN JOSE 
Northwest Signs 120 Encinal Street, Santa Cruz, CA (95060),

Phone: 831-469-8208, 888-788-8614, Fax: 831-469-8172, 
Email: jeff@northwestsigns.com, Web: northwestsigns.com 

SANTA CRUZ
Northwest Signs, 120 Encinal Street, Santa Cruz, CA (95060),

Phone: 831-469-8208, 888-788-8614, Fax: 831-469-8172, 
Email: jeff@northwestsigns.com, Web: northwestsigns.com 

SANTA ROSA
Johnston Sign Co., Inc., 1310 Commerce St. Unit M, Petaluma, 

CA (94954), Phone: 707-829-7332, 707-829-9059, Email: 
johnstonsigns@comcast.net, Web: johnstonsigns.com

SIMI VALLEY 
Mall Signs & Service, Simi Valley, CA (93065), 

Phone: 805-522-7000, 818-470-4228, 
Fax: 805-522-7000, 
Email: mallsgnsvc@aol.com

VACAVILLE 
Solano Signs, 1070 Horizon Drive, Suite F, Fairfield, CA (94533), 

Phone: 707-427-0400, Email: sales@solanosigns.com 
Web: solanosigns.com 

COLORADO
COLORADO SPRINGS 

Yesco, 5011 List Drive, (80907), Phone: 719-385-0103, 
Fax: 719-385-0106, Web: yesco.com

DENVER 
Colorado Sign Helpers, P.O. Box 33388, Denver, CO. (80233), 

Phone: 303-257-3691
Yesco, 11220 E. 53rd  300 (80239), Phone: 303-375-9933, 

Fax: 303-375-9111, Web: yesco.com
PUEBLO 

Ralph’s Neon & Electric Inc., PO Box 1467, (81002), 
Phone: 719-564-9120, Fax: 719-566-8369, 
Email: ralphchili03@msn.com

DELAWARE
NEW CASTLE 

Tupp Signs, 457 E. New Churchmans Rd, New Castle, DE (19720)
Phone: 302-322-1600, Fax: 302-322-2715

WILMINGTON
Abco Signs, 6710-B Rudderow Ave., Pennsauken, NJ (08109), 

Phone: 856-663-6001, Email: info@abcosigns.com,
Web: abcosigns.com

Tupp Signs, 457 E. New Churchmans Rd., New Castle, DE (19720), 
Phone: 302-322-1600, Fax: 302-322-2715 
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SAVANNAH
Asl Sign Services, 1310 17th Avenue S, Unit B1, Myrtle Beach, SC 

(29577), Phone: 843-748-0411, Fax: 843-748-0439,
Email: service.aslsigns@gmail.com,
Web: aslservicesmb.com

HAWAII
LIHUE

Sign art, 4453 Laukini Road, Lihue, HI (96766),
Phone: (808) 246-6812, Fax: (808) 245-8797,
Email: sales@signartkauai.com, Web: signartkauai.com

IDAHO
BOISE 

Yesco, 416 East 41st Street, (83714), Phone: 208-345-2982,
Fax: 208-345-3064, Web: yesco.com

COEUR D’ ALENE
Yesco, 5000 E. Seltice Way, Post Falls, ID (83854), 

Phone: 208-773-4718, Fax: 208-773-2739, Web: yesco.com
IDAHO FALLS

Yesco, 1530 W. Sunnyside, (83402), Phone: 208-522-7558,
Fax: 208-524-3840, Web: yesco.com

LEWISTON
Sign Crafters, Inc., 1006 16th Ave., Lewiston, ID (83501), 

Phone: 208-798-7446, Web: signcraftersinc.net
POCATELLO

Yesco, 275 South 5th 100, Pocatello, ID (83201-3072), 
Phone: 208-234-2121, Fax: 208-232-9410, Web: yesco.com

TWIN FALLS
Yesco, 254 Highland Ave., (83301), Phone: 208-733-1433,

 Fax: 208-736-1906, Web: yesco.com

ILLINOIS
Ace Sign Co., 2540 S. 1st St., Springfield (62704), 

Phone: 217-522-8417, Fax: 217-522-6842, 
Email: info@acesignco.com, Web: acesignco.com

Doyle Signs, 232 W. Interstate Road, Addison, IL (60101), 
Phone: 630-543-9490, Fax: 630-543-9493, 
Email: jdoyle@doylesigns.com, Web: doylesigns.com

ADDISON
Omega Sign & Lighting, 1401 W. Jeffrey, Addison IL (60101),

Phone : 630-237-4397, Fax: 630-237-4398,
Email: sam@omegasignchicago.com,
Web: omegasignchicago.com

ST. AUGUSTINE
B&S Signs, Inc., 2764 S. Collins Ave., St. Augustine, FL (32084), 

Phone: 904-824-3323, Fax: 904-829-0216, 
Email: sales@bnssigns.com, Web: bnssigns.com

ST. PETERSBURG
Davidson Sign Services Inc., 910 Harbor Lake Ct., Safety Harbor, FL 

(34695), Phone: 727-726-3555, Fax: 727-726-3556, 
Email: davidsonsigns@aol.com, Web: davidsonsigns.com

GEORGIA
ANS Signs, 700 West Ninth Street, Adel, GA (31620), 

Phone: 229-896-4500, Email: signs@anssigns.com, 
Web: anssigns.com, Contact: Chris Posey

ATLANTA
NAI Sign Services, 48 Bloodroot Dr., Cleveland, GA (30528), 

Phone: 706-219-1225, Fax: 706-219-0017, 
Email: jim@NAIservices.com, Web: NAIservices.com

COLUMBUS 
River Sign LLC, 4626 Miller Rd., Unit-C, Columbus, GA (31909), 

Phone: 706-507-4488, Fax: 706-568-6459, 
Email: sales@riversignsystems.com, 
Web: riversignsystems.com

HIRAM
ImagePro Signs & Lighting, 127 Highland Falls Blvd., Hiram, GA 

(30141), Phone: 770-443-333, 1-888-562-4346,
Email: Larry@ImagePro-Signs.com, 
Web: ImagePro-Signs.com

LA GRANGE
River Sign LLC, 4626 Miller Rd., Unit-C, Columbus, GA (31909), 

Phone: 706-507-4488, Fax: 706-568-6459, 
Email: sales@riversignsystems.com, Web: riversignsystems.com

MACON
The Sign Store, 1836 Broadway, Macon, GA (301201), 

Phone: 478-785-0610, Email: bobby@signstoremacon.com, 
Web: signstoremacon.com

MARIETTA
HDUsigns.com, 1229 Hayes Industrial Drive., Marietta, GA (30062), 

Phone: 770-792-8898, Email: info@hdusigns.com, 
Web: flyingdonkeycreative.com

DISTRICT OF COLUMBIA
J and M Services, Inc., 12055-B Tech Rd. Silver Spring, MD. (20904), 

Phone: 301-622-4290, Fax: 301-622-7011, 
Email: jon@jandmservicesinc.com

FLORIDA
USASIGNS Inc., 7230 NW 46 ST, Miami, FL (33166),

Phone: 305-470-2333, Email: info@usasigns.us,
Web: usasigns.us

CLEARWATER 
Davidson Sign Services Inc., 910 Harbor Lake Ct., Safety Harbor, FL. 

(34695), Phone: 727-726-3555, Fax: 727-726-3556, 
Email: davidsonsigns@aol.com, Web: davidsonsigns.com

DAYTONA BEACH 
Asl Sign Services, 1310 17th Avenue S, Unit B1, Myrtle Beach, SC 

(29577), Phone: 843-748-0411, Fax: 843-748-0439,
Email: service.aslsigns@gmail.com, 
Web: aslservicesmb.com

FORT LAUDERDALE 
Economy Sign Co., 1760 NW 22nd Street, Miami, FL (33142) 

Phone: 305-633-4800, 800-883-9992, Fax: 305-633-4899
Email: info@economysignco.om, Web: economysignco.com

KEY WEST 
Marathon Electric Sign & Ltg, 10690 Aviation Blvd, 

Marathon Shores, FL (33050), Phone: 800-749-0922,
Fax: 305-743-0922, Email: dpmthelectric.com,
Web: marathonelectricfla.com

MARATHON 
Marathon Electric Sign & Ltg, 10690 Aviation Blvd, 

Marathon Shores, FL (33050), Phone: 800-749-0922,
Fax: 305-743-0922, Email: dpmthelectric.com,
Web: marathonelectricfla.com

MELBOURNE
SignAccess, Inc., 7205 Waelti Drive, Melbourne, FL (32940), 

Phone: 321-752-9040, Fax: 321-752-1990, 
Email: linda@signaccess.com, Web: signaccess.com

MIAMI 
Economy Sign Co., 1760 NW 22nd Street, Miami, FL (33142) 

Phone: 305-633-4800, 800-883-9992, Fax: 305-633-4899
Email: info@economysignco.om, Web: economysignco.com

Signalite, Inc., 7230 NW 46th St, Miami, FL (33166),
Phone: 305-406-3054, Email: info@signaliteinc.com,
Web: signaliteinc.com

NAPLES 
Lykins Signtek, Inc, 5935 Taylor Rd, Naples, FL (34109),

Phone: 239-594-8494, Email: contact@lykins-signtek.com
Web: lykins-signtek.com 

PENSACOLA 
Plastic Arts Sign Co., Pensacola, FL. 3931, W Navy Blvd Pensacola, FL 

(32507), Phone: 850-455-4114, Web: plasticartssigns.com
SARASOTA

Gulf Coast Signs of Sarasota, Inc., 1713 Northgate Blvd. (34234), 
Phone: 941-355-8841, 800-741-1916, Fax: 941-351-3154, 
Email: m.gross@gulfcoastsigns.com,
Web: gulfcoastsigns.com

Lykins Signtek Of Sarasota, 580 Central Ave, Nokomis,  FL (34275), 
Phone: 941-484-9169, Email: contact@lykins-signtek.com, 
Web: lykins-signtek.com 
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KENTUCKY
FLORENCE

ABC Sign Inc., 2336 Iowa Street, Florence, KY (45206),
Phone: 513-241-8884, 888-355-NEON (6366),
Fax: 513-241-8978, Email: tom@abcsign.com
Web: abcsign.com

LOUISVILLE
Showtime Sign & Design, Inc., 803 S 12th Street, Louisville, KY 

(40210), Phone: 502.582.5107, Email: bart@showtimesign.com, 
Web:showtime.com

MAYFIELD
Greer Neon Co Inc., 325 West Broadway, Mayfield, KY (42066),

Phone: 270-247-4682, Email: michael@greerneon.com
MURRAY 

Greer Neon Co Inc., 325 West Broadway, Mayfield, KY (42066),
Phone: 270-247-4682, Email: michael@greerneon.com 

PADUCAH 
Greer Neon Co Inc., 325 West Broadway, Mayfield, KY (42066), 

Phone: 270-247-4682, Email: michael@greerneon.com 

LOUISIANA
MONROE 

Agnew Sign & Awning Inc., 351 Exchange St., West Monroe, LA 
(71292), Phone: 318-323-2202, 888-280-4208, Fax: 318-323-2215, 
Email: tpulliam@agnew-signs.com, Web: agnew-signs.com

NEW ORLEANS
A-1 Signs Inc., 3950 Metropolitan St., (70126). 504-947-8381 

Phone: 800-486-8381, Fax: 504-947-8790, 
Email: sales@a-1signsinc.com, Web: a-1signsinc.com

MAINE
SB Signs Inc., 466 Shunpike Road, Williston, VT (05495), 

Phone: 800-896-7269, Fax: 802-863-9772, 
Email: info@sbsigns.net, Web: sbsigns.net 

BANGOR 
Bangor Neon Signs, 1567 Hammond St. (04401),

Phone: 207-947-2766, Fax: 207-942-5931, 
Email: contact@bangorneon.com, Web: bangorneon.com

MARYLAND
J and M Services Inc., 12055-B Tech Rd. Silver Spring, MD. (20904), 

Phone: 301-622-4290, Fax: 301-622-7011, 
Email: jon@jandmservicesinc.com, 
Web: jandmservicesinc.com

Sterico Signs & Designs, 8411 Helgerman Court, Gaithersburg, MD 
(20877), Phone: 301-948-8088, Email: sterico@stericosigns.com, 
Web: stericosigns.com

ABERDEEN 
Pollitt Signs, Inc., 718 Girard Street, Havre de Grace, MD. (21078),

Phone: 410-939-4050, Fax: 410-939-3255, Web: pollittsigns.com  

KOKOMO
Huston Signs,1915 E. North St., Kokomo, IN (46901), 

Phone: 317-804-9009, Email: corkyh@hustonelectric.com, 
Web: hustonsigns.com

LAFAYETTE
Huston Signs, 2723 Old Romney Rd., Lafayette, IN (47909), 

Phone: 317-804-9009, Email: corkyh@hustonelectric.com, 
Web: hustonsigns.com

SOUTH BEND
North American Signs, 3601 Lathrop St. South Bend, IN (46628), 

Phone: 574-234-5252, Fax: 574-237-6167, 
Email: sfd@northamericansigns.com, 
Web: northamericansigns.com

IOWA
DES MOINES 

Eagle Sign Co., 605 S.W. 37th St.,Grimes, IA (50111), 
Phone: 800-307-8186, Fax: 515-243-5313, 
Email: rich_thompson@eaglesign.net, Web: eaglesign.net

Pro Image Sign & Lighting., 907 W 2nd Ave, Indianola, IA (50125), 
Phone: 515-962-5188, Email: tdewitt@pisignco.com,
Web: pisignco.com 

Signs ‘N More, 751 NE Broadway Ave, Ste A,  Des Moines, IA (50313), 
Phone: 515-285-8700, Email: kylesignsnmore@hotmail.com, 
Web: signsnmoreiowa.com

KANSAS
KANSAS CITY 

KC Sign Express Inc., 5033 Mackey, Overland Park, KS (66203), 
Phone: 913-432-2500, Fax: 913-432-2882, 
Email: sales@kcsignexpress.com, Web: kcsignexpress.com

Schurle Signs, 1545 N. 3rd Street, Lawrence, KS (66044),
Phone: 785-832-9897, Fax: 785-842-1772,
Email: sales@schurlesigns.com, Web: schurlessigns.com

LAWRENCE
Schurle Signs, 1545 N. 3rd Street, Lawrence, KS (66044),

Phone: 785-832-9897, 800-779-7446, Fax: 785-842-1772,
Email: sales@schurlesigns.com, Web: schurlesigns.com

MANHATTAN 
Schurle Signs, 1545 N. 3rd Street, Lawrence, KS (66044),

Phone: 785-832-9897, 800-779-7446, Fax: 785-842-1772,
Email: sales@schurlesigns.com, Web: schurlesigns.com

TOPEKA 
Schurle Signs, 1545 N. 3rd Street, Lawrence, KS (66044),

Phone: 785-832-9897, 800-779-7446, Fax: 785-842-1772
Email: sales@schurlesigns.com, Web: schurlesigns.com

CHICAGO 
Omega Sign & Lighting, 1401 W. Jeffrey, Addison IL (60101),

Phone: 630-237-4397, Fax: 630-237-4398, 
Email: sam@omegasignchicago.com, 
Web: omegasignchicago.com

ROCKFORD 
Image Signs, 7323 N. Alpine Rd., Loves Park, IL (61111), 

Phone: 815-282-4141, Fax: 815-282-4157, 
Email: sales@imagesigns.com, Web: imagesigns.com  

SPRINGFIELD 
Ace Sign Co., 2540 S. 1st St., Springfield (62704), 

Phone: 217-522-8417, Fax: 217-522-6842, 
Email: info@acesignco.com, 
Web: acesignco.com

I.D. Signs, 3555 Ogden Rd., (62711), Phone: 217-793-2200,
Fax: 217-793-2258, Email: sales@idsignsil.com, Web: idsignsil.com

INDIANA
EVANSVILLE 

Husk Signs, 1115 Indy Ct., Evansville, IN. (47725), 
Phone: 812-473-2000, 800-909-HUSK, Fax: 812-867-0848, 
Email: kip@husksigns.com, Web: husksigns.com

Sign Crafters, 1508 Stringtown Rd. Evansville, IN (47711)
Phone: 812-424-9011, 800-742-3655,
Email: brendaowens@signcrafters-inc.com,
Web: signcrafters-inc.com

FORT WAYNE 
Graycraft Signs of Warsaw, Fort Wayne, IN. 3304 Lake City Hwy.

Warsaw, IN (46580), Phone: 574-269-3780, 
Email: signsales@graycraftsignswarsaw.com, 
Web: graycraftsignswarsaw.com

INDIANAPOLIS
Huston Signs, 1105 E 181st St., Westfield, IN (46074), 

Phone: 317-804-9009, Email: corkyh@hustonelectric.com, 
Web: hustonsigns.com

Sign Craft Industries, 8816 Corporation Dr., Indianapolis, IN (46256)
Phone: 317-842-8664, Email: cblackwell@signcraftind.com
Web: signcraftind.com 
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RENO 
Yesco, 800 Bennie Lane, Ste B, Phone: 866-777-6989,

Web: yesco.com

NEW HAMPSHIRE
Signs Now Nh, 71 Bridge St, Pelham, NH (03076), 

Phone: 603-635-2292, Email: info@signsnownh.com,
Web: signsnow.com/newhampshire

NEW JERSEY
Abco Signs, 6710-B Rudderow Ave., Pennsauken, NJ (08109), 

Phone: 856-663-6001, Email: info@abcosigns.com, 
Web: abcosigns.com

NEW YORK
CAD Signs NYC Corp., 169 Lodi St, Hackensack, NJ (0760),

Phone : 201-267-0457, Email: alex@cadsigns.net
Web: cadsigns.net

North Shore Neon Sign, Llc., 295 Skidmore Rd, Deer Park, NY (11729)
Phone: 631-667-2500, Fax: 631-667-2509, 
Email: nbyrnes@northshoreneon.com,
Web: northshoreneon.com

Schurle Signs, 1545 N. 3rd Street, Lawrence, KS (66044),
Phone: 785-832-9897, 800-779-7446, Fax: 785-842-1772,
Email: sales@schurlesigns.com, Web: schurlesigns.com

ST. LOUIS 
Plasti-Lite Signs, 9915 Gravois Rd., ST. Louis, MO (63123), 

Phone: 314-843-4888, Email: plastilitesigns@yahoo.com,  
Web: plastilitesignsstlouis.net 

Piros Signs, Inc., 1818 Old State Rd. M, Barnhart, MO (63012), 
Phone: 636-464-0200, Fax: 636-464-9990, 
Email: dbrand@pirossigns.com, Web: pirossigns.com  

S636.464.9990 fax

Simon Sign Erection Co., Inc., 2729-33 St. Louis Ave. (63106), 
Phone: 314-652-5900, Fax: 314-652-6311, 
Email: office@simonsign.com, Web: simonsign.com

MONTANA
BILLINGS 

Sign Products Inc., 1425 Monad Rd., PO Box 20955, Billings, MT. 
(59104), Phone: 406-252-6348, 800-532-4753, 
Fax: 406-252-6654, Email: sales@signproductsinc.com

BOZEMAN
Signs of Montana, 400 Bryant St., Bozeman,MT (59715), 

Phone: 406-586-8326, Fax: 406-585-9737, 
Email: bruce@signsofmontana.com, Web: signsofmontana.com,
Contact: Bruce McCallum

Sign Solutions Bozeman, 6674 Maltese Lane, Bozeman, MT (59718), 
Phone: 406-585-7446, Email: designer@signsolutionsbozeman.
com,  Web: signsolutionsbozeman.com

NEBRASKA
Mayhew Signs Inc., 4413 E US Hwy 30, Ste 2, Grand Island, NE 

(68801-9401), Phone: 308-382-7230, Fax: 308-382-7100,
Email: ray@mayhewsigns.com, Web: mayhewsigns.com

NEVADA
ELKO 

Yesco, 1154 W. Main Street (89801), Phone: 775-738-5710, 
Fax: 775-753-7678, Web: yesco.com

LAS VEGAS 
Yesco, 5119 S Cameron St. (89118), Phone: 702-876-8080, 

Fax: 702-944-4500, Web: yesco.com

MICHIGAN
FLINT 

Earl Daup Signs Ltd., 6060 Birch Dr., Flint, MI (48507),  
Phone: 810-767-2020, 800-968-7446, Fax: 810-767-2004, 
Email: gdaup.eds@gmail.com, Web: earldaupsigns.com 

MONROE
Toledo Sign Co., 2021 Adams, Monroe, MI (46204), 

Phone: 419-244-4444, Fax: 419-244-6546, 
Email: brad@toledosign.com

MINNESOTA
MINNEAPOLIS 

Install This Sign & Awning Co., 4835 Lyndale Ave., N., Minneapolis, 
MN (55430-3639), Phone: 612-588-8466, 
Fax: 612-588-8461, Email: info@installthissign.com, 
Web: installthissign.com

Albrecht Sign Company, 7775 Main Street NE, Fridley, MN (55432)
Phone: 763-754-2899, Email: info@albrechtsigncompany.com, 
Web: www.albrechtsigncompany.com

ST. PAUL 
Install This Sign & Awning Co., 4835 Lyndale Ave., N., Minneapolis, 

MN (55430-3639), Phone: 612-588-8466, 
Fax: 612-588-8461, Email: info@installthissign.com, 
Web: installthissign.com

MISSOURI
BRANSON 

Native Signs , 8203 State Hwy. 65, Branson, MO (65616),
Phone: 417-337-8341, Email: sales@nativesigns.com, 
Web: nativesigns.com

KANSAS CITY 
KC Sign Express Inc., 5033 Mackey, Overland Park, KS (66203), 

Phone: 913-432-2500. Fax: 913-432-2882. 
Email: sales@kcsignexpress.com, Web: kcsignexpress.com
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CANTON 
Canton Sign LLC., 222 Fifth Street, Canton, OH (44702), 

Phone: 330-456-7151, Fax: 330-456-7152, 
Contact: Timothy J. Franta, Email: cantonsign@aol.com, 
Web: cantonsignco.com

CINCINNATI 
ABC Sign Inc 2336 Iowa Street, Cincinnati, OH (45206),

Phone: 513-241-8884, 888-335 NEON (6366), Fax: 513-241-8978, 
Email: tom@abcsign.com, Web: abcsign.com

CLEVELAND 
Apex Pinnacle Services Llc Dba Apx. P.o. Box 603117. 1750 E. 55th 

Street. Cleveland, OH (44103), Phone: 216-551-7900, 
Cell: 216-570-9999, Email: Msh@Apx12.com, Web: apx12.com

Signature Sign Co. Inc., 1776 East 43rd St., Cleveland, OH (44103), 
Phone: 216-426-1234, Fax: 216-426-1261, 
Email: signaturesignco@sbcglobal.net, 
Web: signaturesignco.net

COLUMBUS 
Branham Sign Co. Inc., 127 Cypress St., Reynoldsburg, OH (43068), 

Phone: 740-964-9550, 888-976-7446,  Fax: 740-964-9558, 
Email: tbranham@branhamsign.com, Web: branhamsign.com

DaNite Sign Co., 1640 Harmon Ave., Columbus, OH (43223),
Phone: 614-444-3333, Email: info@danitesign.com, 
Web: danitesign.com

Sign Vision Co. Inc., 987 Claycraft Rd. Columbus OH (43230), 
Phone: 614-475-5161, Fax: 614-864-0302, 
Email: sales@signvisionco.com, Web: signvisionco.com

DAYTON 
DaNite Sign Co., 1640 Harmon Ave., Columbus, OH (43223), 

Phone: 614-444-3333, Email: info@danitesign.com, 
Web:danitesign.com

FINDLAY
Toledo Sign Co., 2021 Adams, Toledo, OH (46204), 

Phone: 419-244-4444, Fax: 419-244-6546, 
Email: brad@toledosign.com, Web: toledosign.com

SPRINGFIELD 
DaNite Sign Co., 1640 Harmon Ave., Columbus, OH (43223), 

Phone: 614-444-3333, Email: info@danitesign.com, 
Web: danitesign.com

TOLEDO 
Reason Sign Co. LLC., 2115 Loxley Rd. Toledo, OH (43613), 

Phone: 419-787-3223, Fax: 866-756-4016, 
Email: matt@reasonsign.com,  Web: reasonsign.com

Toledo Sign Co., 2021 Adams, Toledo, OH (46204),
Phone: 419-244-4444, Fax: 419-244-6546,
Email: brad@toledosign.com, Web: toledosign.com

Sign & Lighting Services LLC, 530 Rt. 104, Ontario, NY (14519), 
Phone: 585-265-4462, Fax: 585-265-4473, 
Email: kwright@slsny.net, Web: sign-lighting.com/

UTICA
Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 

(13211), Phone: 315-463-7446, Fax: 315-463-7449
WATERTOWN 

Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 
(13211), Phone: 315-463-7446, Fax: 315-463-7449

NORTH CAROLINA
CHARLOTTE 

Qc Signs & Graphics. Inc., 13331 York Center Rd, Suite B, Charlotte, NC 
(28273), Phone: 704-247-5533, 
Email: michael@qcsignscharlotte.com,
Web: www.qcsignscharlotte.com

HICKORY 
Sign Systems Inc., 315 9th Street Lane S.E., Hickory, NC (28602), 

Phone: 828-322-5622, Fax: 828-322-8652, 
Web: signsystemsnc.com

WILMINGTON 
Asl Sign Services, 1310 17th Avenue S, Unit B1, Myrtle Beach, SC 

(29577), Phone: 843-748-0411, Fax: 843-748-0439,
Email: service.aslsigns@gmail.com, Web:aslservicesmb.com

OHIO
AKRON 

Ellet Sign Co., 3041 E. Waterloo Rd., Akron OH (44312), 
Phone: 330-628-9907, Fax 330-628-8347, 
Email: gpeters@elletneon.com, Web: elletneon.com

ALBANY 
Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 

(13211), Phone: 315-463-7446, Fax: 315-463-7449
Saxton Sign Corp, 1320 Route 9. Castleton, NY (12033), 

Phone: 800-942-NEON (6346), 
Email: sales@saxtonsign.com, Web: saxtonsign.com, 
Contact: Pat Boni

INSTALLATIONS
DESIGN  MFG  SURVEYS  PERMITS

1-800-942-6366 

sales@saxtonsign.com www.saxtonsign.com 

1320 Rt. 9
Castleton, NY 12033

Quality Signs Since 1932

BINGHAMTON
Matzo Electric Signs Inc., 40 Homer St., Binghamton, NY (13903), 

Phone: 607-724-1823, Fax: 607-724-1475, 
Email: matzosigns@gmail.com, 
Web: matzosigns.com

Rapp Signs Inc., 3979 State Route 206, Greene, NY (13778), 
Phone: 607-656-8167, Email: signs@rappsigns.com, 
Web: rappsigns.com

BUFFALO 
Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 

(13211), Phone: 315-463-7446, Fax: 315-463-7449
Sign & Lighting Services LLC, 530 Rt. 104, Ontario, NY (14519), 

Phone: 585-265-4462, Fax: 585-265-4473, 
Email: kwright@slsny.net, Web: sign-lighting.com 

CORTLAND 
Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 

(13211), 315-463-7446, Fax: 315-463-7449
ROCHESTER 

Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 
(13211), Phone: 315-463-7446, Fax: 315-463-7449

Sign & Lighting Services LLC, 530 Rt. 104, Ontario, NY (14519), 
Phone: 585-265-4462, Fax: 585-265-4473, 
Email: kwright@slsny.net, Web: sign-lighting.com

SYRACUSE 
Kassis Superior Sign Co. Inc., 6699 Old Thompson Rd., Syracuse, NY 

(13211), Phone: 315-463-7446, Fax: 315-463-7449
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OREGON
PORTLAND 

Garrett Sign Co. , 811 Harney St., Vancouver, WA (98660)
Phone: 360-693-9081. 800-994-1191,  Fax : 360-693-5948, 
Email: sales@garrettsign.com, Web: garrettsign.com

Security Signs, 2424 SE Holgate Blvd. (97202-4747), 
Phone: 503-232-4172, Fax: 503-230-1861, 
Email: info@securitysigns.com, Web: securitysigns.com

PENNSYLVANIA
ABCO Signs, 6710-B Rudderow Ave., Pennsauken, NJ (08109), 

Phone: 856-663-6001, Email: info@abcosigns.com, 
Web: abcosigns.com

PITTSBURGH 
Accel Sign Group Inc., 5600 Harrison St. (15201), 

Phone: 412-781-7735, Fax: 412-781-7757, 
Email: contact@accelsigngroup.com 

Adm Sign Works, 3414 Charlotte St., Pittsburgh, PA (15201), 
Phone: 412-621-2211, 877-264-7446, Fax: 412-621-1099, 
Email: doug@admsigns.com, Web: admsigns.com

Pittsburgh Sign and Lighting LLC., 1061 Third Street, North 
Versailles, PA (15137), Phone: 724-327-4431, Fax: 412-646-2242, 
Email: pghsignandlighting@hotmail.com, 
Web: pghsignandlighting.com

Sign Stat, 412 Harrison Dr., Jeannette, PA (15644),
Phone: 724-527-7475, Fax: 724-527-7477, 
Email: info@signstatsigns.com and, or 
sales@signstatsign.com, Web: signstatsigns.com

WASHINGTON 
Shamrock Signs, 535 Forest Ave. Carnegie, PA (15106), 

Phone: 412-279-2800, Fax: 412-279-2848, 
Email: info@shamrocksigns.net

SOUTH CAROLINA
Asl Sign Services. 1310 17th Avenue S. Unit B1, Myrtle Beach, SC 

(29577), Phone: 843-748-0411, Fax: 843-748-0439,
Email: service.aslsigns@gmail.com, Web: aslservicesmb.com

CHARLESTON
Coastal Signs, 2583 Bengal St., N. Charleston, SC (29406-9771), 

Phone: 843-813-5388, Email: tom@coastalsigns.net
Miller Signs, 2302  Air Park Road, North Charleston, 

SC (29406), Phone: 843-747-1920, 800-968-8543, 
Fax: 843-747-7151, Email: sales@millersigns.net, 
Web: millersigns.net
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Iconic Sign Group Llc., 5819 Leopard St., Corpus Christi, TX (78408, 
Phone: 361-883-7446, Fax: 361-883-7747,
Email: chris@iconicsg.com, Web: iconicsg.com

DALLAS 
Accent Graphics Inc., 523 E. Rock Island Rd., Grand Prairie, TX 75050, 

Phone: 800-810-3044, Fax: 800-810-3045, 
Email: sales@accentgraphicsinc.com, Web: accentgraphicsinc.
com

Barnett Signs inc., 4250 Action Drive. Mesquite, TX (75150), 
Phone: 972-681-8800, Fax: 972-681-8824, 
Email: kelly@barnett signs.com, Web: barnettsigns.com

LNS Signs Inc.,  11330 Luna Rd, Dallas, TX (75229),
Phone: 972-790-8900, Email: SALES@LNSSIGNS.COM,
Web: LNSSIGNS.COM 

DEL RIO 
Orange Designs | Sign & Graphic Solutions, 2104 N. Bedell Ave, Ste. 

C, Del Rio, TX (78840), Phone: 830-313-7243, 
Email: Email: office@orangesignstx.com, 
Web: orangesignstx.com

EAGLE PASS 
Orange Designs | Sign & Graphic Solutions, 2104 N. Bedell Ave, Ste. 

C, Del Rio, TX (78840), Phone: 830-313-7243, 
Email: office@orangesignstx.com, 
Web: orangesignstx.com

FORT WORTH 
Accent Graphics Inc., 523 E. Rock Island Rd., Grand Prairie, TX 

(75050), Phone: 800-810-3044, Fax #: 800-810-3045, 
Email: sales@accentgraphicsinc.com, 
Web: accentgraphicsinc.com

Barnett Signs Inc., 4250 Action Dr., Mesquite, TX (75150), 
Phone: 972-681-8800, Fax: 972-681-8824, 
Email:  kelly@barnettsigns.com, Web: barnettsigns.com

HOUSTON
Bakers’ Signs - Manufacturing, Inc., 11201 F.M. 1485 Rd., Conroe, TX 

(77306), Phone: 936-446-1239, Fax: 936-231-1220, 
Email: matt@bakerssigns.com, Web: bakerssigns.com

SOUTH DAKOTA
ABERDEEN

Service Signs, Inc., 2502 East Melgaard Rd, Unit 5, PO Box 1172, 
(57401), Phone: 605-225-6845, 800-658-3317,
Email: cory@servicesignsinc.biz

TENNESSEE
KNOXVILLE

Allen Sign Company., 2408 Chapman HWY, Knoxville, TN (37920),
Phone: 865-573-3524, 800-844-3524, Fax : 865-579-0356
Email: tom@allensign.com, Web: allensign.com

Neon Service Co. Inc., 1007 May Avenue, Knoxville, TN (37921), 
Phone: 865-546-6251, Email: tsaffles@aol.com, 
Web: neonserviceco.com

Signco Inc., 3101 Northwest Park Dr., Knoxville, TN (37921), 
Phone: 865-947-2086, Fax: 865-947-2089, 
Email: info@signco-inc.com, keith@signco-inc.com,
Web: signco-inc.com,
 Contact: Keith Pankey, Owner 

NASHVILLE 
Bozman Sign, 862 Easthagan, Nashville, TN (37217), 

Phone: 615-331-0805, Web: bozmansigns.com

TEXAS
AMARILLO 

Hoarel Sign Co., 819 NE 7th (79107), PO Box 1832, (79105), 
Phone: 806-373-2175, 800-852-5859, Fax: 806-373-2329, 
Email: linda@hoarelsign.com

AUSTIN 
A-1 South Texas Sign Erectors, LP, 20286 FM 2252, San Antonio, TX 

(78266), Phone: 830-609-6246, Fax: 830-609-4560, 
Email: ewetz@a1signstexas.com, 
Web: a1signstexas.com

COLLEGE STATION 
A-1 South Texas Sign Erectors, LP, 20286 FM 2252, 

San Antonio, TX (78266), Phone: 830-609-6246,
Fax: 830-609-4560, Email: ewetz@a1signstexas.com, 
Web: a1signstexas.com

CONROE 
Bakers’ Signs – Manufacturing, Inc., 11201 F.M. 1485 Rd., Conroe, TX 

(77306), Phone: 936-446-1239, Fax: 936-231-1220, 
Email: matt@bakerssigns.com, Web: bakerssigns.com

CORPUS CHRISTI 
Homeport Sign Service & Lighting Maint. Inc., 1702 Saratoga, 

PO Box 271074, (78427), Phone: 361-851-8735, Fax: 361-851-2692, 
Email: homeportsigns@aol.com
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GILLETTE 
Sign Products Inc., 1664 Terra Ave., PO Box 482, Sheridan, WY. 

(82801), Phone: 307-672-3145, 800-532-4753, Fax: 406-252-6654, 
Email: sales@signproductsinc.com

SHERIDAN
Sign Products Inc., 1664 Terra Ave., PO Box 482, Sheridan, WY. 

(82801), Phone: 307-672-3145, 800-532-4753, 
Fax: 406-252-6654, 
Email: sales@signproductsinc.com

CANADA
VANCOUVER, BRITISH COLUMBIA 

Top’s Lighting 2003 Ltd., Sign Installation & Service, 8750 Heather 
St., Vancouver, BC. (V6P359), Phone: 604-327-4040, 
Fax: 604-324-5613, Email: topslighting@shawbiz.ca

TORONTO, ONTARIO 
The Brothers Markle Inc., 3530 Pharmacy Ave M1W 2S7, 

Phone: 416-495-9888, Fax: 416-495-9996

MONTREAL-QUEBEC
Barbo Signs Inc., 395 Boul Industriel, St. Eustache J7R 5R3, 

Phone: 450-473-0783, Fax: 450-473-9066, 
Email: pbisaillon@barbosigns.com, Web: barbosigns.com

PUERTO RICO
SAN JUAN 

Sign Engineering Llc., PR #1, KM 25.0, San Juan, PR (00926),
Phone: 787-790-1330, Fax: 787-790-2825, 
Email: harold.pedley@signeng.com, Web: signeng.com

BREMERTON 
Hanson Sign Co. Inc., PO Box 928, Silverdale, WA (98383), 

Phone: 800-603-6015, Fax: 360-613-9515, Web: hansonsigns.com

PORT ANGELES 
Hanson Sign Co. Inc., PO Box 928, Silverdale, WA (98383), 

Phone: 360-613-9550, 800-603-6015, Fax: 360-613-9515, 
Web: hansonsigns.com

SEATTLE 
City Lites Neon Inc., (dba City Lights Sign Company), 

902 NW 49th St., (98107), Phone: 206-789-4747, 
Fax: 206-789-3316, Email: info@citylightssign.com, 
Web: citylightssign.com

New Image Creative Sign Inc., 8631 S. 187th St., Kent, WA (98031), 
Cell: 206-909-6996, Office: 253-395-5600, 
Fax: 253-395-3332, Email: shari@newimagecreative.com, 
Web: newimagecreative.com

Western Neon, 2902 4th Ave. S. (98134), Phone: 206-682-7738, 
Email: info@westernneon.com, Web: westernneon.com

TACOMA 
New Image Creative Sign Inc., 8631 S. 187th St., Kent, WA (98031), 

Cell: 206-909-6996, Office: 253-395-5600, Fax: 253-395-3332, 
Email: shari@newimagecreative.com, 
Web: newimagecreative.com

VANCOUVER
Garrett Sign Co., 811 Harney St., Vancouver, WA (98660),

Phone: 360-693-9081. 800-994-1191, Fax: 360-693-5948, 
Email: sales@garrettsign.com, Web: garrettsign.com

Security Signs., 2424 SE Holgate Blvd, Portland, OR (97202),
Phone: 503-232-4172, Fax: 503-230-1861, 
Email: info@securitysigns.com, Web: securitysigns.com

WISCONSIN
Lemberg Sign And Lighting, 4085 North 128th Street, Brookfield, 

WI (53005), Phone: 262-781-1500, Fax: 2652-781-1540,
Email: info@lembergelectric.com, Web: lembergelectric.com, 
Contact: Eichelle Thompson

KENOSHA 
Lemberg Sign And Lighting, 4085 North 128th Street, Brookfield, 

WI (53005), Phone: 262-781-1500, Fax: 2652-781-1540,
Email: info@lembergelectric.com, Web: lembergelectric.com, 
Contact: Eichelle Thompson 

MADISON
Capital City Neon Sign Co. Inc., 4226 Neptune Court, Madison, WI 

(53714), Phone: 608-222-1881, Fax: 608-222-1889,
Email: ccsigns@sbcglobal.net, Web: capitalcitysigns.net

Lemberg Sign And Lighting, 4085 North 128th Street, Brookfield, 
WI (53005), Phone: 262-781-1500, Fax: 2652-781-1540,
Email: info@lembergelectric.com, Web: lembergelectric.com, 
Contact: Eichelle Thompson

MILWAUKEE 
Lemberg Signs & Lighting, 4085 North 128th Street, Brookfield, 

WI (53005), Phone: 262-781-1500, Fax: 262-781-1540, 
Email: info@lembergelectric.com, 
Web: lembergelectric.com,
Contact: Eichelle Thompson

OSHKOSH
Lemberg Sign And Lighting, 4085 North 128th Street, Brookfield, 

WI (53005), Phone: 262-781-1500, Fax: 2652-781-1540, 
Email: info@lembergelectric.com, Web: lembergelectric.com, 
Contact:  Eichelle Thompson 

WYOMING
CODY 

Sign Products Inc., 1664 Terra Ave., PO Box 482, Sheridan, WY. 
(82801), Phone: 307-672-3145, 800-532-4753, Fax: 406-252-6654, 
Email: sales@signproductsinc.com

LUBBOCK 
Garrison Bros. Signs, Inc., 2523 E. 50th St., (79404), 

Phone:  806-744-1161, Email: matt@garrisonsigns.com, 
Web: garrisonsigns.com

SAN ANTONIO 
A-1 South Texas Sign Erectors, LP, 20286 FM 2252, 

San Antonio, TX (78266), Phone: 830-609-6246,
Fax: 830-609-4560, Email: ewetz@a1signstexas.com, 
Web: a1signstexas.com

UVALDE 
Orange Designs | Sign & Graphic Solutions, 2104 N. Bedell Ave, Ste. 

C, Del Rio, TX (78840), Phone: 830-313-7243, 
Email: office@orangesignstx.com, 
Web: orangesignstx.com

UTAH
Yesco, 1605 S. Gramercy Rd., Salt Lake City, UT (84104), 

Phone: 801-487-8481, Fax: 801-467-3447, Web: wyesco.com
OGDEN 

Yesco, 1605 S. Gramercy Rd., Salt Lake City, UT (84104),
Phone: 801-487-8481, 801-486-1351, Fax 801-399-9648, 
Web: yesco.com

OREM
Yesco, Yesco, 1605 S. Gramercy Rd., Salt Lake City, UT (84104),

Phone: 801-226-1600, Fax: 801-762-0036, Web: yesco.com
SALT LAKE CITY

Yesco, 1605 S. Gramercy Rd., Salt Lake City, UT (84104), 
Phone: 801-487-8481, Fax: 801-467-3447, Web: wyesco.com

ST. GEORGE 
Yesco, 4679 S. River Rd. St. George, UT (84790), 

Phone: 435-628-0350, Fax: 435-628-3090, Web: yesco.com

VERMONT
SB Signs Inc., 466 Shunpike Rpad. Williston, VT 

(05495), Phone: 800-696-7289, Fax: 802-863-9772. 
Email: info@sbsigns.net, Web: sbsigns.net

VIRGINIA
J and M Services, Inc., 12055-B Tech Rd. Silver Spring, MD. (20904), 

Phone: 301-622-4290, Fax: 301-622-7011, 
Email: jon@jandmservicesinc.com, 
web: jandmservicesinc.com

RICHMOND 
Talley Sign Co., 1908 Chamberlayne Ave., PO Box 27386, (23261), 

Phone: 800-842-6366, 804-649-0325, Fax: 804-643-1721

WASHINGTON
BELLEVUE 

New Image Creative Sign Inc., 8631 S. 187th St. Kent, WA (98031), 
Cell: 206-909-6996, Office: 253-395-5600, Fax:  253-395-3322, 
Email: shari@newimagecreative.com, 
Web: newimagecreative.com
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CANON SOLUTIONS AMERICA, LARGE 
FORMAT SOLUTIONS
ITASCA, IL 
TEL: (800) 714-4427
EMAIL: us.info@csa.canon.com
URL: csa.canon.com
[ PAG E 29 ]

FELLERS
TULSA, OK
TEL: (800) 654-8405
EMAIL: info@fellers.com
URL: fellers.com
[ PAG E 13 ]

GEMINI
CANNON FALLS, MN
TEL: (800) 538-8377
EMAIL: signage@geminimade.com
URL: geminisignage.com
[ PAG E 17 ]

INTEGRITY SIGN SOLUTIONS, INC.
NEW ALBANY, IN
TEL: (866) 280-SIGN (7446)
EMAIL: sales@integritysign.com
URL: integritysign.com
[ PAG E 7 ]

INTERNATIONAL SIGN ASSOCIATION
ALEXANDRIA VA
TEL: (703) 836-4012
EMAIL: info@signs.org
URL: signs.org
[ PAG E 40 ]

JDS SIGN SUPPLY
SIOUX FALLS, SD 
TEL: (855) 661-2388
EMAIL: signsupply@jdsindustries.com
URL: jdssignsupply.com
[ PAG E 11 ]

KEYSTONE TECHNOLOGIES
LANSDALE, PA 
TEL: (800) 464-2680
EMAIL: info@keystonetech.com
URL: keystonetech.com
[ PAG E 14 ]

KING PLASTIC CORPORATION
NORTH PORT, FL 
TEL: (941) 493-5502
FAX: (941) 497-3274
EMAIL: marketing@kingplastic.com 
URL: kingplastic.com
[ PAG E 4 ]

MIMAKI USA, INC.
SUWANEE, GA
TEL: (888) 637-3580
EMAIL: usa.info@mimaki.com
URL: mimakiusa.com
[ PAG E 24 , 25 ]

MIRATEC SYSTEMS 
ST. PAUL, MN 
TEL: (651) 222-8440
EMAIL: sales@miratecsystems.com
URL: miratecsystems.com
[ PAG E 31 ]

MUTOH AMERICA
PHOENIX, AZ 
TEL: (480) 968-7772
FAX: (480) 968-7990
EMAIL: sales@mutoh.com
URL: mutoh.com
[ PAG E 3 3 ]

NOVA POLYMERS, INC
BRYAN, OH
TEL: (888) 484-NOVA (6682)
EMAIL: info@novapolymers.com 
URL: novapolymers.com
[ PAG E 18 ]

PRINCIPAL INDUSTRIES
SAN ANGELO, TX
TEL: (325) 227-4577
EMAIL: sales@pindustries.com 
URL: pindustries.com 
[ I N S I DE BACK COVE R ]

QUALITY MANUFACTURING LLC
ST. PAUL, MN
TEL: (800) 243-5473
EMAIL: qualitymfg@qualitymanufacturing.com
URL: qualitymanufacturing.com
[ PAG E 3 5 ]

SDS AUTOMATION
BOULDER, CO
TEL: (303) 710-8735 
EMAIL: james@sdsautomation.com
URL: sign.sdsautomation.com
[ B E LLY BAN D, 5 ]

SHOP! MARKETPLACE
MONTCLAIR, NJ
TEL: (212) 981-0245
EMAIL: info@shopassociation.org
URL: shop-marketplace.com
[ PAG E 55 ]

SIGN BUILDERS
BIRMINGHAM, AL
TEL: (800) 222-7330
URL: signbuilders.com
[ PAG E 6 ]

SIGNS365
SHELBY TOWNSHIP, MI
TEL: (800) 265-8830
URL: signs365.com
[ BARN DOOR , 54 , BACK COVE R ]

SQUARE COIL
SAN DIEGO, CA
TEL: (844) BUY-COIL 
EMAIL: sales@squarecoil.com
URL: squarecoil.com
[ PAG E 3 ]

SUMMA AMERICA
BEVERLY, MA
TEL: (978) 522-4606
URL: summaamerica.com
[ PAG E 17 ]

THINKSIGN, INC.
LOUISVILLE, KY
TEL: (877) 767-9949
EMAIL: support@thinksign.com
URL: thinksign.com
[ I N S I DE FRONT COVE R ]

UNION ELECOM
REP. OF KOREA
TEL: +82-32-668-9560~4
EMAIL: overseas@unionelecom.co.kr
URL: unionelecom.co.kr
[ PAG E 9 ]

VCG (VISUAL COMMUNICATIONS GROUP) / 
SIGNSEARCH
EAGAN, MN
TEL: (800) 566-4162
EMAIL: contactvcg@vcgcorporate.com
URL: vcgcorporate.com
[ PAG E 23 ]

VYTEK LASER SYSTEMS
FITCHBURG, MA
TEL: (978) 342-9800
EMAIL: sales@vytek.com
URL: vytek.com
[ PAG E 3 5 ]

WELD-ON SIGN & DISPLAY, A DIVISION OF 
IPS ADHESIVES
DURHAM, NC
TEL: (919) 598-2400 
EMAIL: assemblysales@ipsadhesives.com
URL: assemblyadhesives.com
[ PAG E 12 ]

WILKIE MFG. L.L.C.
OKLAHOMA CITY, OK 
TEL: (405) 235-0920
FAX: (405) 236-3324 
EMAIL: brian@wilkiemfg.com
URL: wilkiemfg.com
[ PAG E 19 ]

WORLD WIDE SIGN SYSTEM
BONDUEL, WI 
TEL: (800) 874-3334
EMAIL: sales@wwsign.com
URL: wwsign.com
[ PAG E 8 , 54 ]
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If you’re in New Brunswick, NJ, you 
might run across this PVC- and 

handcrafted sign. The blue, yellow and 
white sign was created and installed by 
Gary Johnson of Great American Sign 
(Basking Ridge, NJ) for a candy store 
at a new adventure park, Rock ‘N’ Air. 
See more signs like this on Instagram 

@greatamericansign.
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A LOOK BACKA LOOK BACKLOOK BACKLOOKA LOOK BACKLOOK BACKLOOK

An announcement inside this 
February 1911 issue reads thus: 
“Beginning with the March Issue 
Signs of the Times will publish 
a regular department devoted 
to Metal Signs. This Metal Sign 
Number [issue] demon strates 
the activity in the Metal Sign 
field. Signs of the Times will 
keep this department filled with 
live articles and information 
con cerning metal signs.” Live 
articles? By early radio or car-
rier pigeon? See this and other 
issues dating back to 1906 at 
signsofthetimes.com/archive.

THE BALLAD 
OF “BUD” 
ATKINSON
Page 28 of this issue 
includes a 12-stanza 
ode to “The Champion 
Sign Writer,” Frank 
H. “Bud” Atkinson. A 
sample couplet: “At 
‘spacing,’ Bud seldom 
erred / But if he did, he 
never cared.”

CLOSER LOOK
This guy, Mr. I. H. Sawyer, 
wasn’t a signmaker. Dude 
was the advertising 
manager for Brown Shoe 
Co. in St. Louis. Please 
don’t ask us to feature 
your client’s portrait on 
our cover!

The world leader in sign information 
for 117 years and counting.

IRON
MAN






