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Wimmer to Celebrate 60th Anniversary

< In 1946, founder Joe Wimmer set up shop in
the garage behind his house. Joe’s employer at
the time, Rotary Lift, agreed to help him
purchase printing equipment, and in exchange,
he would handle their printing needs at below
market prices.

Today, almost 60 years later, Wimmer
Cookbooks has grown to be a part of the
nation’s largest commercial sheet-fed, half-web
printing company: Consolidated Graphics. With
more support than ever backing us up, we’re

immer Brothers Printing Company was
born in 1946 in a backyard garage, and has
been growing ever since. Now known as
Wimmer Cookbooks, the company is one of
the great success stories of our time.
Joe Wimmer, our founder, was working for
a meager $12 a week when he struck a deal
with his employer to handle all of their
printing needs at below market cost, if they
would agree to help him purchase the needed
equipment. Rotary Lift of Memphis readily
agreed, and unknowingly started Joe on his
way to establishing one of the largest and most trusted cookbook
publishing companies in the country. He quickly gained the
confidence and customer base to quit his job and open a print
shop of his own.
As his brother Jack was headed to Chicago, Joe passed him
on the highway, flagged him down, and asked if he wanted to go
into business with him. A deal was struck with a handshake in

the middle of US Highway 45, and Wimmer Brothers Fine

still the “Can-Do” printer we were back then.

Printing and Lithography became a reality. Located in an alley
in downtown Memphis, Wimmer Brothers made its mark as the
Can-Do printer in the area by taking on projects that other
printers wouldn’t or couldn’t handle.

When Joe’s son Fred took the reins, the Anything Is Possible
attitude was elevated to mission-statement status. Fred’s ability

Coninued on page 2



Company President Introduces Wimmer’s New Chief

One of my favorite artists is Thomas Kinkade. He is known all over the world as the
“Painter of Light.” His ability to take a blank canvas and bring it to life amazes me. Not only
do he and [ share a passion for scripture, we have a fondness for lighthouses. Many of his
paintings picture a lighthouse from a peaceful, serene setting to an angry raging sea.
Lighthouses are there to warn of impending danger. They also serve a purpose that is com-
forting. Can you imagine how welcoming a lighthouse is to a seaman that is returning home
after a long trip at sea? Softly saying “Welcome Home.” I think people are similar to light-
houses. If their foundation is built on honestly and integrity, they can stand tall. Others can
look up to them, their essence and their spirit can shine just like a lighthouse that is there
to welcome and warm... people can lead, guide and direct.

For nearly thirty years, Doug McNeill has been a vital part of Wimmer Cookbooks.
Today, much of the quality innovations and product improvements Wimmer offers were
developed by Doug. It is my pleasure to introduce Doug as the new Vice President of
Wimmer Cookbooks. Doug literally knows more about cookbooks then anyone I know.
Frankly put, he is a cookbook expert. That part of his resume alone qualifies him for the
position but that is not why he is sitting in the Vice President’s chair. He is sitting there
because he is like that lighthouse built on a solid foundation of honestly and integrity. Doug
stands tall, his light shines, leading, guiding and directing others.

Please join me in congratulating Doug and welcoming him to his new position. And if

you get the chance to meet him, just look for the tall guy with the bright spirit, chances are

that will be him.
God Bless,

W/"%ﬁy

Daniel Bail

Anniversary

Coninued from page 1

to think outside the box allowed Wimmer Brothers to explore
opportunities well beyond the traditional commercial printing
realm. A crystal-clear example of this occurred in 1968 when
sanitation workers went on strike in Memphis. Wimmer Brothers
printed placards bearing a slogan that, with the arrival of Dr.
Martin Luther King, would become the mantra of the civil rights
movement: [ Am A Man.

The Can-Do attitude continued when Wimmer Brothers was
asked to produce cookbooks for several women’s clubs in
Memphis. Following the printing of these books, Fred decided
they were on the cusp of a tremendous national market, and
thus, developed the beginnings of the recipe we use today to help
publishers produce a cookbook that meets their goals.

Wimmer took this cookbook idea on the road to Florida,
Maine, California, and all points in between. The quality of the
cookbooks and the successes of the publishers gave the company
a reputation that continues today. Success breeds success, and
Wimmer became the national leader in the regional cookbook
arena.

Over the years, Wimmer Cookbooks has helped raise millions
of dollars for our non-profit customers, and has produced high-
profile promotional and public relations projects for such
industry giants as Coca Cola, Tyson Foods, Walt Disney World

Doug McNeill

Vice President, Wimmer Cookbooks

and more. A After Joe Wimmer quit his job and recruited Jack as his
In the old days when Joe and Jack Wimmer were asked Can partner, the brothers moved in to their first commercial
You?, their eyes lit up, and the words Yes, We Can came rushing building located in an alley in downtown Memphis

out. That attitude is alive and well at Wimmer Cookbooks today. known as Whiskey Chute.



A MESSAGE FROM THE VICE PRESIDENT:

As we approach our 60th year in business, I wanted
to take this opportunity to thank all of our publishers
and retail customers for your business. I had no idea
when [ started to work at Wimmer in the spring of 1976
as a press helper, that I would some day take over the
helm of the leading cookbook company in the nation.
[ literally grew up in the cookbook business. For the past
20+ years I have been in production management and
I'm very proud of our employees and their commitment
to improving the quality of life through the services of
our company offers. I've seen the transformation of our
business from printing simple cookbooks to publishing
books that tell a story and preserve family traditions.

Being in the production environment, I did not have
much customer contact until a few years ago when we
decided to have our annual cookbook seminar in
Memphis. During the customer tour of our plant I was
fortunate enough to witness one of our publishers see
their books for the first time. It was as if they had seen
their baby being born. In that moment I got to see first-
hand the importance of what we do. Next spring I will
celebrate my 30th year with Wimmer Cookbooks and
my commitment is that we will continue to improve our
services to you, our customer. Whether your goal is
to raise money for charity or publish a cookbook as a
business venture, our company is committed to helping

you be successful. .
ﬂw\a M/

It’s Not Just the Sale —
It’s the Customer

In the self-publishing business — whether you are an individual
or a committee member — sales are extremely important. When
introducing your cookbook, you aim to sell the first printing as
quickly as possible. Then, once your book has been in circulation
for a while and, more specifically, once you have a point of
reference, your focus becomes selling more than you did last year.

While these are great goals, [ ask you to think about the
attention you are paying your customer. If your customer is a book-
store, are you following up to see how well your cookbook is selling?
And, in the case of a personal friend, do you ask what recipes they
have tried recently and make suggestions for ones they “simply
cannot miss?” In general, do you return calls on a timely basis? And,
is it still worth your time to prepare food samples?

The author of an article entitled “Chasing the Wrong
Customers?” makes an important observation: “Communicating
with customers may be one of the least-valued aspects of
marketing, but it certainly has a higher payoft.”

Additionally, within the body of the article, there is reference
to a study prepared for Tivoli Partners which found that “four out of
ten marketers spend less than 25 percent of their marketing budget
on retention, (and) only one out of ten spends 75 percent or more
of their marketing dollars to keep the customers they have.”

Does that surprise you? It surprised me. And, the irony in all of
this, of course, is the fact that it is much easier to keep an existing
customer than to find a new one.

So, as you approach fall and the upcoming holiday season, give
thought to your customers and, more specifically, to what you are
doing to keep their business — to keep them buying from you,
talking about you and, in the case of a friend, speaking to you.

Sarah Baurle
Publishing Consultant
sbaurle@wimmerco.com

What's The Point?

Newver allow the process to dominate the purpose

The Taj Mahal stands as one of the eight wonders of the
ancient world. Construction began in 1631 by Shah Jahan as a
memorial to his beloved wife, Mumtaz Mahal, who died after
giving birth to their fourteenth child. Shah Jahan threw himself
into the project as a way to deal with his grief.

Legend has it that one day as he inspected the progress of
the project, he became agitated by the amount of clutter lying
around and he ordered the workers to get rid of all the mess.
They hastily obeyed his order, and, in the process, discarded the
remains of his beautiful Mumtaz. The process of building the
memorial had overshadowed the point of the memorial in the
first place.

Unfortunately, I have seen this same thing happen to
cookbook committees. The process of doing all the “stuff” you
have to do obscures the “Why?” of it all. That’s why I encourage
you to ask yourselves “What’s The Point?” from time to time.
While many parts of the process are fun and rewarding, they
should never be allowed to become the point.

What is your point? [s it going to shows, or doing tastings, or
preparing reports, or giving speeches? NO!! The point is a safe

bed for someone to sleep in, or it is new playground equipment,
or it’s job-skills training. Maybe it is a brand-new backpack filled
with notebook paper and a pencil box full of pencils that have
never been sharpened. Or it could be ........ well, you will know
the answer when you ask yourself, “What’s The Point?”

Years ago, | was conducting a Marketing Workshop in
Houston. I began, as usual, by asking each attendee to tell
something about their cookbook businesses. As we went around
the room, I heard about $30,000.00 goals for the year, hopes for
winning a Tabasco Award, plans for completing a reprint—all
wonderful, to be sure, but just processes. Then Dorothy Weston
stood up and said “I represent an organization here in Houston,
called The Rose, that provides mammogram screenings for
women who can’t afford to pay, but don’t fall under Government
guidelines for free screenings. When I sell 10 copies of our
cookbook, | can give someone a mammogram.”

She understood the point.

Freddie Strange
Publishing Consultant
fstrange@wimmerco.com








