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“We spec only Progressive’s Ejector Pins.
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and where others’ gall, Progressive’s perform.”
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engineered for production
Molders shouldn’t experience tooling downtime due to inferior
ejector pins failing. To eliminate this, turn to Progressive:
• Best surface finish and hardness for 420 SS inserts
• No dishing or nicking due to a 48-50 HRC core
• Consistent quality, no need to size holes for pins
Don’t let substandard components bench your tools.
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SPEAK OUT ///

H

ello from the suddenly cold Midwest! As we approach
the end of the calendar year, we find ourselves coming
up on that most joyous of seasons when many in our
industry take some extended time off to relax. Yes, of course,
I’m talking about deer hunting season! I suppose there are a few
other events happening in December, and I hope that everyone
makes the best of this time.

Toby Bral

There is certainly no shortage of excitement in the association
and the industry as a whole. The AMBA was a sponsor for
the Plastics Industry Fly-In in Washington D.C., which was
definitely an interesting event. Much of the attention this year
was on the midterm elections, but it’s always great to get in front of our representatives and
make our stance known on the issues that affect us as moldmakers. I know they hear from a
lot of people on many different subjects, but if we aren’t in front of them with our message
then they are listening to someone else’s. The plastics industry, in general, has been dealing
with challenges and misconceptions in the marketplace, and it’s quite popular today to hate
on plastics when you don’t know the whole story. It’s important that we bring that story to
our lawmakers.
AMBA President
MSI Mold Builders

The moldmaking industry provides good-paying jobs to the marketplace, and in many cases,
the public has no idea there are so many valuable career paths in this industry. A strong
manufacturing base is critical to any successful economy, and I think that is commonly
overlooked today. Every economy needs to create something of tangible value to generate
economic growth and prosperity. Trading each other’s time for money is essential to
functions of the economy, but it all ties back to, and is supported by, creating something of
value (manufacturing, agriculture, raw materials, etc.). With service industries so prevalent
today, we need to be reminded that those industries are supported by making something
with raw materials at some level. I guess that’s enough of my manufacturing soap box for
now.
The AMBA is just closing the annual Wage and Benefits Survey, and I hope your companies
were able to participate. The survey provides great insight into how competitive we all
are in the labor market. The most common roadblock to growth today is the skilled labor
shortage and, with so much attention these days on finding and retaining the right people, I
think wage and benefit information is as important to have as it ever has been.
The association also is offering new opportunities in online peer networking sessions. We
have been conducting networking sessions for senior leaders over the past year and now
will be expanding to other functional areas, beginning with human resources and including
other functional areas as needed. This is a great opportunity to network with others in the
same job descriptions without having to spend the time and money traveling.
Of course, for those of you who don’t mind traveling, the AMBA Leadership Summit is
coming up in February. This executive event helps teach and build leadership traits while
creating a forum to reﬂect on the state of your business. This looks to be another great
event, especially for those who don’t mind a little warm weather in February!
As you can see, there are a lot of ways to get value out of your AMBA membership,
including events to fit most anyone’s needs. We, as your board of directors, are always
looking for ways to increase the value of the association to everyone in your company, so
please give us feedback as to anything you think would be of benefit to your membership.
As we turn the page to 2019, I am always excited to see what the next chapter will bring. I
wish you all a joyful, prosperous and exciting new year! n
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WHO’S BRINGING NEW LEVELS OF PERFORMANCE
TO COMPACT HOT RUNNER/MANIFOLD SYSTEMS?
At Plastic Engineering & Technical Services, we are.

for better process repeatability, and no over-pressurizing the

We define performance. For nearly 30 years, we’ve helped our

cylinders. It all adds up to a reduced sized hot runner system,

customers to produce more efficiently, with lower cycle times

shorter heating times and better tool performance.

and lower per unit costs.

We deliver value. We complement our hardware with

Our new compact stainless steel, modular unitized system

leading-edge analytical tools, including Moldflow® and

features flexible heaters that can be utilized on multiple designs,

MOLDEX3D software. We’ll work with you on design issues

so you don’t have to stock custom bent heaters. Our new drop

and optional gating solutions before the mold or hot runner

heaters provide more uniform heating and feature smaller

manifold system is ever built. Use us for the mold flow analysis

pockets and no clamps. They have in-line flow restrictors

and the manifold build, and we’ll do whatever it takes to make
your hot runner/manifold system work to your complete
satisfaction.
We’re committed to your success. Find out more.

Call us today at 248.373.0800 or visit us at www.petsinc.net.

BENCHMARKING

Actionable Strategies and
Best Practices for Recruiting Millennials
by Rachael Pfenninger, Project Manager, AMBA

L

ike
many
segments
of
the
manufacturing industry, workforce
development continues to plague
American mold builders. According to the
National Association of Manufacturers, in
Indiana alone, 87% of manufacturers indicate
difficulty in recruiting youth. At the same
time, according to a recent Deloitte Insights
report, more than half of the potential two
million jobs that will become available over
the next decade in manufacturing will likely
go unfilled due to a skills shortage.
To help combat this epidemic, the American
Mold Builders Association (AMBA)
recently published a study titled, “Best
Practices for Recruiting the Millennial.”
The report, which includes survey data from
56 mold builders across 17 US states, details
best practices and actionable items related
to recruiting, retaining and motivating the
millennial worker. For the purpose of this
study, a millennial is defined as someone
born between 1987 and 2000.

Changing the demographics
of mold building
Although
the
majority
of
mold
manufacturers employ some millennialaged employees, responses indicated that
79% of US mold builders operate facilities
where approximately one-third or less of
their employees are millennial-aged.

6

In an article titled “Workforce Gap Grows
as Boomers Retire,” Brian Forney, global
business manager for Training Services,
argues that the mold building industry
skews toward an older demographic because
high school students – and their guidance
counselors – associate manufacturing with dark and dangerous
plants that are low-tech, limited opportunity facilities.

guidance counselors, high schools, technology centers and
technical schools.

Actionable Tip: When recruiting millennial-aged employees,
manufacturers should ﬁrst address the preconceived ideas
educators and students have about jobs in manufacturing by
building relationships with and providing education to local

Millennial recruitment messaging and strategy
Despite the tendency to skew toward an older demographic,
mold builders did name several best practices in millennial
recruitment. For instance, 87% utilize both technical schools
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and employee, friend and/or family referrals, while more than
half build relationships with high schools and post jobs on
recruiting sites, such as Indeed.com and Ziprecruiter.com.
It is worth noting that although only 5% of respondents use
newspapers or radio to recruit millennials, traditional media
should not be disregarded as a recruitment tool. Recent
research at Bangor University demonstrated that touching
printed materials can actually have a more personal effect on
the millennial generation and can be particularly effective when
combined with other forms of messaging (digital or otherwise).
Actionable tip: Think about using a tiered approach when
marketing to millennials. For example, begin with a direct
mail campaign targeting leads from local technical schools,
alongside monthly plant tours for middle and high school
students. Launch or continue your campaign with a series of
radio ads or podcasts and/or a digital advertising campaign
on social media.

only 37% of the same respondents use LinkedIn to recruit
millennials and only 44% use Facebook. Notably, 44% do
not use social media at all to recruit the millennial generation,
while 6% or less use Snapchat, YouTube, Twitter or Instagram.
Company
Presence

Use to Recruit
Millennials

LinkedIn

67.86%

37.04%

Facebook

64.29%

44.44%

YouTube

26.7%

5.56%

Twitter

19.64%

3.7%

Instagram

7.14%

0%

Snapchat

3.7%

3.7%

No Social Media
Use

14.29%

44.44%

Social media presence in the mold building industry

Social Media: An Opportunity to Connect
Respondents also shared on which social media platforms their Because recent research conducted by the Pew Research Center
companies have a presence and whether or not they are used found that more than 88% of 18- to 29-year-olds use some form
for millennial recruitment. Interestingly, 64% of respondents’
AMBA Sprache:
EN (USA) profi
Format:
190,5x123,825 mm Thema: Image Eteile AS: 03.08.2018 page 8 u
companies Magazin:
have a LinkedIn
and/or Facebook
le, while

STANDARD PARTS FOR

DIE AND MOULD MAKING

Order now from our web shop!
www.meusburger.com

www.amba.org
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of social media, there likely is great potential to better connect
with millennials via social media. For example, over threequarters of surveyed adults aged 18 to 24 use Snapchat, while
71% of Americans in this age group also use Instagram. Close
to half use Twitter, while 94 percent use YouTube.
Actionable tip: Millennials are using a variety of social
media platforms, and yet mold builders are not using them to
recruit or share their message with the millennial generation.
Taking advantage of social media opportunities via Facebook,
YouTube, Instagram, Twitter and others allows companies
to show their work and culture in an organic, low-cost way,
providing an authentic opportunity to share their company
story with a very precise demographic.

Appealing to the millennial: benefits to emphasize
Respondents also provided data on which benefits they emphasize
when hiring millennial-aged employees. Interestingly, 87%
of those surveyed emphasize career growth, while more than
half emphasize teamwork, financial support and job perks.
To encourage and motivate millennials, 62% of respondents
provide verbal acknowledgement, while more than half offer
mentorship and perks, such as company lunches and ﬂexible
work
Anz_Ahours.
5850_7_5x4_875_America.qxp_Layout 1 05.11.18 08:17 Seite 1

We
update
your
status.
8
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Taking advantage of social media
opportunities via Facebook, YouTube,
Instagram, Twitter and others allows
companies to show their work and
culture in an organic, low-cost way.
Actionable tip: To cultivate an employment environment that
appeals to the millennial generation, host a company lunch or
offer ﬂexible hours to employees. Motivate employees by offering
incentives for reaching goals, and provide feedback when they
do well or face challenges. Provide insight into what role they
play in larger projects and give more responsibility when they’re
successful so that they can advance toward mastery of their skills.
To purchase a copy of the final report and see other
available benchmarking reports, visit AMBA.org/resources/
publications. n

The new HASCO status indicator A5850/...
With tool-free adjustability from colors
green (e.g. enabled)
yellow (e.g. due for maintenance)
red (e.g. locked)
blue (e.g. sampling)
Clear color coding shows different tool status.
Fixed in place by screws or with the magnet.

www.hasco.com
HASCO America Inc.
270 Rutledge Road, Unit B
Fletcher, NC 28732 USA
Toll Free 877-427-2662

INTERACTIVE
ONLINE TRAINING
Why wait? Now is the time to train your team!
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Knowledge

Our goal is to develop synergistic teams of
cross-trained professionals who can successfully
design and mold plastic components. When
knowledge flows from the part designer to the mold
designer to the process engineer, and back again, a
“Circle of Knowledge” is created within the team.
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Turning 25 years of experience
into state-of-the-art training

www.kruseanalysis.com

www.krusetraining.com

SOLUTIONS

The 3 P’s to Becoming an Engaged
Healthcare Consumer
by Dr. Josh Luke, faculty member, University of Southern California's Sol Price School of Public Policy

H

– or even an alternative – when a high-cost procedure is
recommended?

It’s very common that one hospital will charge 60% more for
the exact same procedure as a competing hospital, often located
directly across the street. To confuse this process even further,
would you believe that the same exact doctor will operate on
you at either of these hospitals? This is what happens when you
are led to believe “your insurance will pay for it.” These are the
six words that killed American healthcare.

Become an EHC
It is critical that individuals become Engaged Healthcare
Consumers (EHCs). How? Start by focusing on the three P’s:
Plan, Prevent and Personalize. Create a strategy that focuses on
preventive care as well as personalized care.

as your business or startup made a major purchase only
to find out later you overspent significantly? How often
are you making this same mistake with healthcare?
Moreover, it’s likely that your employees are making this
mistake every day, yet they may not even know they have
an option. Unless you, as an organization, take ownership
of educating your workforce, it’s likely your employees will
continue to overspend. And remember, if they are overspending
their own money, then you can multiply that by three or four
times for its financial impact on the company. For example,
a simple surgery can cost your company $30,000 to $40,000
more if the employee does not choose a center of excellence.

Your insurance will not pay for it
When you buy a new car, do you compare features and price?
When you buy a house, do you shop neighborhoods, school
districts and number of bedrooms? Of course you do. Why
don’t you do the same when it comes to your personal health?
Why are Americans afraid to ask a doctor for a second opinion
10
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Well, the short answer is that we have been led to believe that
our insurance will cover the costs so it’s not important. We
don’t monitor which facility we choose, and we don’t question
recommended procedures. But, that’s dead wrong. Each time
an employee chooses a higher-cost provider, that cost is added
in some form to the following year’s premium cost to your
company – which, in turn, is passed on to you. Year after year.
It’s inﬂation by design! Not your design, but by the hospitals,
insurers and pharma companies (among others) that benefit
from constantly increasing prices.

P#1 – Have a Plan: The first P is to take control of your
health by creating a healthy living plan. That plan includes
your dietary goals, as well as fitness and lifestyle habits. Also,
if you suffer from a condition or chronic disease that impacts
your health, your plan should include specialized steps to
specifically address those needs as well. Your plan also should
include several personalized and preventive medicine steps.

Update your plan at least annually, but daily monitoring and
tracking of diet and fitness habits are critical in shaping this plan
as well. There are plenty of tools available via mobile phone
application to track both diet and fitness. Also, research mobile
applications available to support you in disease management
efforts for any chronic diseases you may have, such as diabetes
or hypertension.
P#2 – Personalized Medicine Tactics: A number of
personalized medicine tactics should be considered, including
DNA testing and genome sequencing, as well as functional
and integrative medicine tactics. The more you can learn about
how your body differs from others, how your body metabolizes
medication and food, and how your body reacts in general to
different foods, exercises and lifestyle habits, the healthier you
will be. Implement these tactics into your plan!
P#3 – Preventive Medicine Tactics: The second key
component of your plan is to utilize the tools, resources and
technology available to assist you in monitoring and improving
health. From checking your blood pressure to diabetic
management to tracking exercise and dietary consumption,
a healthy living plan is the first step in practicing preventive
medicine tactics. It’s only a matter of years now before science
will identify the exact medication that is best for your condition
based on your personal metabolism, known as polygenic risk
scoring. At present, we are well on our way to that level of
personalization, so utilize the tools currently available.
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• Ultrasonic Polishers
• Micro-TIG Welders
• Laser Welders
• Diamond Abrasives
• Finishing Stones
• Mold Polishing Classes

To date, there has been little evidence suggesting any link
between price and quality in healthcare. In fact, those doctors
who engage in the discussion about fair pricing often are
getting higher quality scores than the high-cost provider. The
doctors and facilities that offer lower pricing and higher quality
are known as centers of excellence, often referred to as within
the narrow network. Once you begin your journey to becoming
an Engaged Healthcare Consumer, continue by shopping for
healthcare Centers of Excellence. This will save significant
dollars for both you and your employer.
So, while corporate America has finally stepped up to lead
the charge against hyperinﬂation in American healthcare,
individuals can do their part by becoming Engaged Healthcare
Consumers. The tactics listed above are simple and will start
you down your EHC path. n
Dr. Josh Luke is a celebrated speaker, award-winning Futurist,
a faculty member at the University of Southern California’s
Sol Price School of Public Policy and the author of Health
– Wealth: 9 Steps to Financial Recovery. Drawing on his
experiences as a hospital CEO, Dr. Luke delivers engaging
and entertaining keynotes that teach audiences simple concepts
on how individuals and companies can save thousands on
healthcare. For more information, visit www.DrJoshLuke.com.

Call or go online:
www.gesswein.com
800.243.4466
www.amba.org
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Demand for Speed and Quality Pushes
Mold Polishers to Meet Goals
by Nancy Cates, contributing writer, The American Mold Builder

L

ike nearly all companies in business for more than three
decades, Ultra Polishing, Inc., in Elgin, Illinois, has
experienced the growing pains of technological changes,
pressure to accelerate production and challenges with recruiting
and training a new generation. Throughout the years, partners
Lester Doniec, who serves as vice president, and Casey
Gwozdz, president, have focused on their goal of better service
for their customers.
Doniec recently took time from his schedule to talk with The
American Mold Builder about the operation.
Q. How did Ultra Polishing start, and what kinds of changes
have you seen?
We started the business in 1987 because we felt we could service
customers better. Our whole philosophy was that we wanted to
take the headache of polishing away from our customers, mold
shops and tool shops.
We saw the business start to change with the demand to get the
jobs done quicker. As polishers, we are one of the last resources
in building the tool, so we are always under pressure. When
we started, customers would call and tell us they have a job,
we would go out to look at it, pick it up, work it and return
the polished project. We took it to the next level by trying to
be proactive, asking customers when they have something
coming up. In the last 10 years or more, we’ve been even more
proactive by looking at the jobs while our customers are still
quoting them. That’s the biggest change we’ve seen: Now
we know about the jobs that are coming months in advance.
Then we try to work with our customers on the feasibility of
turning the jobs around quicker. That’s the big challenge in our
business – to get it done as quickly as possible.
Q. How has technology changed the equipment you use?
This business is so small and specialized that there’s only so
much you can purchase, so we improvise based on tools from
other industries to make our jobs a little easier. Some purchased
tools were insufficient in that they didn’t last, or they failed
ergonomically because they were uncomfortable to use.
From the moldmaking standpoint, the tools got better as the
machining equipment improved, but it became more intricate,
and the tolerances got tighter with more precision tooling.
Q. Why polish a mold?
We are involved with polishing everything from medical to
electrical or automotive industry molds. There are different

12
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ways to look at the process – polishing for looks and polishing
for function – along with geometry and non-geometry issues.
For example, interior parts that aren’t visible are mainly
polished for function. Anything visible can be polished for
appearance.
Auto body panels are an example of design, function and
looks combined. Think about a car door panel. Everything on
the inside of that door panel gets polished for function: How
quickly does the part come off the mold? Does it come off
easily? Does it come off without distorting the part? That’s the
purpose of the inside polishing. The outside of the door panel is
prepared for texture, painted part or colored part.
There is another phase of polishing that involves lenses and
intricate detail. Then polishing is not just for function but for
appearance and function combined. Look at headlight lenses –
things that you see through, things that reﬂect. We’re polishing
parts for watercraft, automotive and other uses in which
geometry and function come into play.
There are certain things that – without polishing – just aren’t
salable. It’s either not pretty enough – for example, the hood of

TECHNOLOGY
a Corvette – or functional enough – for example, a medical vial
that you need to see through.
Q. How does polishing improve mold function?
Let’s say you have ribs or fins sticking out of the part that must
be molded inside little crevices. If there are tool marks, EDM
(electrical discharge machining) or any kind of machining done
inside of those slots – if they’re not polished, they are going to
stick. If they stick, then the part is distorted, won’t pull out fast
enough or maybe won’t pull out at all, and it becomes a bigger
problem. Some materials are either more forgiving or less so.
If there are fine details or anything that tends to stick to parts,
those need to be polished.
Q. Various ﬁnishes from a “diamond buff” to “grit paper,”
“stone ﬁnish” and “dry blast ﬁnish” are available. What are
some examples of when a speciﬁc type of ﬁnish might be
used?
With painted parts – such as automotive hoods, doors or fenders
– we don’t need a mirror finish. Those parts get a fine paper
finish to help paint adhere to them. But, headlights or colored
parts that are not painted usually require the mirror finish –
grilles, for instance, or other parts to be chrome-plated later on.
A blasted finish is used for a matte finish. Certain rubber molds
need a blast finish for release purposes, or blast can be used for
a uniform finish when diamond or paper isn’t required.
Q. How much complexity is added to the task if the mold is
textured? What do the craftsmen need to be aware of when
working on textured molds?
What is very critical if the mold is textured is taking caution
not to damage the texture. Texture itself cannot be polished –
cannot be touched.
We recently completed a project with headlight components
that were partially textured elsewhere. Their customer did not
accept that vendor’s diamond polish and suggested that they
send it to us to be done correctly. It created a challenge since
the texture was right next to the diamond areas, so masking
and caution were necessary. If texture is damaged, then not
only does the texture have to be removed and reapplied, but the
stock goes away. In polishing near texture, we want to get in
and get out as if we weren’t ever there, keeping as much stock
as possible. That’s the whole concept of polishing.
Q. What steps are required to maintain the precise dimensions
of the mold when polishing?
We don’t have a CMM (coordinate measurement machine) here
because our customers have already done that. We have basic
measuring equipment: micrometers, digital drop indicators,
Nikon microscope. We check any dimensions that we can
before we start. Complex geometry takes a little more than
basic measurements. Our customers tell us roughly what stock
they have. If our craftsmen know the steel type, we can get very
close to knowing exactly what we can remove in polishing.

In areas that we can measure, we check ourselves frequently
to know where we are. Usually the machine marks and tool
marks that are left serve as our guides. That is set up in the good
working relationship with our customers. We are always stock
conscious here, particularly on jobs that require tight tolerances
or when the geometry needs to be maintained from part to part.
Q. Can a mold that has been in use and lost functionality be
polished again to regain function?
It depends on what kind of tool it is and what materials are
being used. We have to be careful with repolishing because it
does remove material. For example, if there’s ribwork or little
slots, the part can have buildup that gets a little sticky and
hampers functionality. It can be repolished, but we have to be
careful with size. Also, lenses or clear mirror finishes can get
discolored or scuffed from washing or being handled. They can
be repolished and refurbished to be brought back to the original
luster, but it must be done carefully.
Different types of tooling can require different schedules for
maintenance or refurbishing. We’ve found that some speaker
grille inserts need to be refurbished more often. After opening
and closing many times, some of these need to be refurbished
by doing just a little work more frequently – instead of a major
project later on – to last a lot longer.
Q. How much time should be built into a schedule for mold
polishing? What factors inﬂuence the length of time required?
That’s a good question, and the answer depends on the type and
how much work we are talking about. The scope of the work
inﬂuences the length of time. It all depends on the complexity
of the job, the size of the job and whether multiple people can
work on it to turn it around quicker. As an extreme example, if
it’s 1,000 hours of polishing, it obviously cannot be done in a
week, but if it’s 50 hours, then we can do it. It depends on the
requirements of the project.
Q. How much polishing can be automated and how much
must be done by hand? How do you determine which is
appropriate for a task?
We looked at polishing machines years back, but it didn’t work
out. In terms of polishing tools, each job is individual, based
on size and complexity. We might start with hand polishing
and then use certain hand tools. The more complex the job, the
more caution has to be taken in using power tools. Power tools
in the hands of a capable person are very important, but it all
comes with expertise.
Q. How many of your employees are involved in the polishing
and ﬁnishing process, and how are they trained to specialize?
We have about 56 employees, and 45 or so are involved in
polishing. The training starts with very simple tasks: helping
the craftsmen, cleaning, watching. Some trainees have more
page 14 u
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talent with intricate, precision work. Others do better with
larger, more open projects. As the training goes on, they usually
end up specializing in what they like to do, so that’s how we
funnel them over the first six months.
It takes about three years of experience to be a polisher – not
an expert, because that takes more experience. That experience
is critical in making decisions about how to approach the
work because you can’t put the stock back. Some mistakes
are irreversible or, at best, very difficult to correct. It is a
painstaking process to teach and to learn. We need all kinds of
craftsmen, and we’re very fortunate to have a variety of people
who are experts at very different jobs.
We’ve been working on an apprenticeship program. In fact,
both Casey’s son and mine are starting in the business. We
have three in apprenticeship right now, and we’re working
on documentation to track the progress of apprentices. We
want a solid training structure to transform our apprenticeship
program.
Q. How has technology affected stafﬁng?
Polishing is becoming much more technical than it used to be
20 or 30 years ago. We’re not just cleaners or industrial buffers
– we’re polishers. We have to develop the talent differently.

Easier.
Faster.
Stronger.
Mold Design - Die Design - NC Programming

It’s very difficult to find people. How do we entice them to come
in? Everybody wants to be a moldmaker and run high-end CNC
machines, so why do they want to polish? We are looking into
working more with technical schools and high schools to figure
out how to reinvent ourselves for the next generation.
Q. What do experienced mold polishers wish their customers
knew? What would make the polisher’s job easier, or allow
the polisher to do a better job for the customer?
We’re very fortunate that a lot of our customers give us a solid
lineup on what to do on the jobs, but still a few here and there
are lacking in the communication process. We try to follow up
with our customers before we start working on the tool. We’ve
been in this business a long time and are fortunate that we know
our customers and typically know what they need.
It helps to know why the customer wants a specific finish or
what will be made with the tool. Is there a functional issue?
Where is tolerance most critical? That’s important and needs to
be communicated clearly.

www.3dsystems.com/software/cimatron
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Timing can be an issue, and better advance planning is great.
Sometimes customers fall behind and don’t plan far enough
ahead to allow a window for polishing. Due dates are so
important, and they must be planned with adequate time for
completion. Whatever the project, if it’s not prepared correctly,
the customer will reject it, and you can’t sell the part. Now you
have a failed part … and all the time in the world. n

///
Heimatec Announces Coolant-Thru Tooling
Heimatec Inc., Prospect Heights, Illinois, announced a new
coolant-thru feature on all of the company’s current line items.
Coolant-thru technology
facilitates faster, cleaner
cutting on larger and
deeper parts where chips
and excess heat build-up
are significant challenges.
Heimatec now offers
high-pressure
coolantthru designs up to 1000 psi on straight and 2,000 psi on angle
head tools. A full range of styles and pressures is available
immediately, according to the company. For more information,
visit www.heimatecinc.com.
HRSflow Adds Compact Stack Mold Actuators
HRSﬂow, headquartered in San Polo di Piave, Italy, announced
a low-height actuator for hot runner valve gate systems,
specifically
for
the
construction of stack
molds and available
for PP, ABS and PC/
ABS. This technology’s
advantage derives from a
staggered arrangement of
the cylinders to the side of the nozzle and the use of rocker
levers to transmit the movement from the cylinder to the needle
and tip solution used. Stack molds made with this arrangement
have much lower construction heights than those in which the
cylinders and needles are aligned. For more information, visit
www.hrsﬂow.com.
Liftomatic Introduces Customized
Portable Drum Handler
Material handling equipment manufacturer Liftomatic Material
Handling, Inc., Buffalo Grove, Illinois, recently introduced a
customized portable drum handler for C1D1 applications, the
C1D1-DCM. The C1D1-DCM is a self-contained handling
device for lifting, lowering and moving all types of steel, plastic
and fiber drums. The unit incorporates an electrically enclosed
and spark-free power drive, as well as power lift and lower for
moving drums quickly and efficiently
by any operator in all plants, warehouses
and laboratories. Features include a
steering/throttle handle for forward/
reverse drive, lift and lower features
and tight turning radius for aisle and
restricted workspace facilities. The
transporter offers a standard lift height
of 20" to allow for palletizing on standard or spill pallets and
handles up to 1,000 pounds per drum. Additional features include
a fully counterbalanced configuration for “head-on” work with
pallets, cabinets, etc., and a heavy-duty, deep-cycle industrial
grade battery. For more information, visit www.liftomatic.com.

PRODUCT

Makino Introduces ATHENA
Makino, headquartered in Mason, Ohio, introduced ATHENA,
the voice-activated intelligent assistant for machine tool users
that makes humans more effective at translating, assimilating
and analyzing data. Using ATHENA, Makino operators have
access to the information they need, such as set-up, instructions
and inspection diagrams at the machine. ATHENA learns by
interacting with users over time, constantly expanding her
skills to help the operator do many tasks: set-up and run the
machine, manage tooling, maintain or repair the machine,
and learn the machine and related processes. ATHENA is
ideal for job shops and die mold environments where there
is a large amount of manual work between operator and
machine. ATHENA is designed as an add-on option and can
be retrofitted on any new or existing Makino machines with
the Pro5, Pro6 and Hyper i control. For more information,
visit www.makino.com.
GF Machining Solutions Debuts Milling Solution
GF Machining Solutions, Lincolnshire, Illinois, recently
debuted its new Mikron MILL P 500 U high-performance
milling solution for the
North American market. It
features dynamic material
removal capabilities and
high stiffness. The Mikron
MILL P 500 U also enables
continuous machining of
complex forms and tough
materials while shortening
process time. The machine’s
symmetrical design and thermostability deliver ±2 μm precision
and process reliability that are essential to manufacturing parts
for aerospace and machinery, as well as to making automotive
molds. For more information, visit www.gfms.com.
Milacron Introduces ThinPAK-Series Hot Runner
Milacron Holdings Corp., Cincinnati, Ohio, announced the
launch of the Mold-Masters ThinPAK-Series hot runner for
thinwall applications. New ThinPAK-Series nozzles feature
a robust gate seal and cutout to withstand the high pressures
required for thinwall packaging molding operations. The
ThinPAK-Series nozzles also feature precisely balanced
thermal profiles for excellent process control, and the gate
seals are serviceable from the parting line. The enhanced gate
features a more robust design that incorporates high-strength
material and a larger contact area. Utilizing an enhanced valve
disk bushing design, any weepage is controlled and directed to
easy-to-clean areas. This design extends service intervals by
up to three times, minimizing interruptions to operations. The
nozzle and manifold seal provide greater reliability even on
cold start-up, providing a wider processing window. For more
information, visit www.milacron.com. n

www.amba.org
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WHEN IT COMES
TO SHIPPING
ADVANTAGES
FOR AMBA,
WE’RE BREAKING
THE MOLD.
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MEMBERS RECEIVE SHIPPING DISCOUNTS ON our broad portfolio of STANDARD,
GUARANTEED, ACCELERATED, EXPEDITED, and SPECIALIZED FREIGHT SERVICES
HOW TO TAKE ADVANTAGE OF MEMBER BENEFITS:
1. Visit ENROLLHERE.NET
2. Enter your information and association name.

3. QUESTIONS? Call 800-647-3061 or email ASSOCIATIONS@YRCFREIGHT.COM

© 2018 YRC Worldwide Inc.

ECONOMIC REPORT

If You Can’t
Convince Them,
Confuse Them

I

t often has been remarked there are two things that
nobody should ever watch being made – sausage and law.
Unfortunately, we have elections every two years and must
witness one of these endeavors whether we like it or not. There
always is a lot at stake in an election but, at the same time, too
much attention can be lavished on the process. How important
is politics to the economy and the conduct of business?
What inﬂuence do the various players have on the business
community and/or the consumer? This is sometimes difficult
to determine, as it varies with the issue – and some sectors
of the economy are affected more than others. Two issues that
bear some further examination would be the whole trade war/
tariff war situation and the question of overall growth of the
economy and how long this growth path can be sustained.
It helps to clarify a few things as far as the connection between
politics and the economy. The media often try to oversimplify
complex issues, and this leads to misunderstanding. One of the
most common errors made is putting far too much inﬂuence in
the hands of the president. The reality is that almost all of the
power of the executive branch over the economy is indirect.
The framers of the US Constitution were universally wealthy
businessmen and landowners who were fighting to keep control
of that wealth. The government was going to be one dominated by
people like themselves – male landowners. They did not want a
strong central executive and designed a system without one. The
power of the purse was theirs – Congress would have complete
control over taxing and spending decisions, and the president
had only advisory inﬂuence. The presidents also had what Teddy
Roosevelt referred to as the “bully pulpit,” as they could use their
popularity with the public to put pressure on the legislators.
Even in the beginning there was a desire to create a national
bank that was somehow above the political fray, but it was a
century later that the concept of the independent central bank
was born. After a series of financial crises, the Federal Reserve
was created in 1913, and today the majority of the central
banks in the world are independent so they can make the tough
decisions regarding monetary policy. The only inﬂuence the
president has is to appoint members of its board of governors
whose terms do not coincide with those of the president or
members of Congress. The Senate has the power to approve or
reject these presidential choices.

by Chris Kuehl, managing director,
Armada Corporate Intelligence

The bottom line is that the success of the economy in 2018 is
due, in part, to the decisions that have been made by Congress
as far as spending increases and tax cuts, as well as the decision
by the Federal Reserve to lower interest rates to record levels
and leave them there. But this activity alone would not have
pushed the economy to hit over 3.0% growth in Q2 and Q3 of
2017 and 4.2% growth in Q2 of this year. Both the Fed action
and the decisions by the Federal Reserve are incentives for the
business community and the consumer. If there is no response
to these attempts to stimulate, the economy stalls – regardless
of how much government encouragement is tried.
This economic surge has taken place because the business
community elected to expand to meet the demand that was
provided by the consumer. It became something of a virtuous
circle, with confident consumers buying enough for business
to justify expansion and hiring – something that made the
consumer that much more confident. If this is the underlying
driver of the current period of economic growth, what could
happen to slow that growth?
Assuming the government does not engage in a dramatic
slowdown attempt, the threat would have to be directed
at consumers – either their attitude or their ability to keep
consuming. The government could take steps to stall the
economy by hiking taxes or drastically reducing what it spends.
This would take place only if there was suddenly a desire to
take the debt and deficit seriously. There has been precious
little evidence of that, and it will certainly not show up in an
election year.
There are, therefore, three threats that should be taken seriously
and contingencies made for in the upcoming year.

Threat 1: Inflation
The first and probably most pressing is inﬂation. By most
accounts, this should have been a bigger issue by now. The
price has risen on industrial commodities this year, but not as
fast or as persistently as had been expected. Oil nearly doubled
in price earlier in the year but then leveled off. There was a
surge in terms of metal pricing, but that has leveled off a little as
page 18 u
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STOP MILLING AROUND!

LET SUPERIOR SQUARE YOUR BLOCKS

AND MACHINE YOURCLAMPING SEAT HOLES
GUN DRILLED WATERLINES
C’BORES FOR QUICK DISCONNECTS
ROUGHED CAVITY & CORE POCKETS
CLAMPING SLOTS

users and producers still are trying to determine what will and
will not be included. What we have not seen is wage inﬂation,
although there are some signs that it will manifest by the start
of 2019 and maybe even before this year is out. The rate at
which wages are rising has reached 2.9% after languishing
at between 2.0% and 2.5%. The latest statements by the Fed
are basically assuring the business community that current
reactions to inﬂation remain on track. That said, all it would
take to push inﬂation out of control would be some crisis that
affects oil or an extension of the trade war that affects metals
even more profoundly.

Threat 2: Politics
The second threat would be more political and thus harder to
predict. Trump’s attacks on Saudi Arabia caused oil prices to
jump temporarily, and his threats against cars from Europe and
Canada have reverberated through the industry. The trade war
with China is becoming a new version of the Cold War, and that
can easily spiral into actions that overtake both nations. Given
enough time, the US can find other sources for the products
imported from China, but that could be several months to a year
in development. Some production would shift back to the US –
but not all that much, as prices would be too high.
Threat 3: Labor
The third threat is a continuation of an old threat but one that gets
worse every year: a labor shortage in manufacturing, construction,
transportation and others. This shortage is worsening as more
and more Baby Boomers elect to retire – about 10,000 a day.
The US has long been able to address this ongoing labor issue
through immigration, but that has become much harder and more
controversial. In past years, the US business community would
be content with hard-working immigrants just looking for a job,
but now the need is for skilled and educated people. They are far
harder to attract and keep.

EYEBOLT HOLES

Every year presents a new set of challenges for anyone in
business: The only real constant is change, after all. In a year
that politics and elections push to the forefront of people’s
attention, it is impossible to ignore the inﬂuence. This year, the
economy is doing well, but there are warning signs galore that
will force companies to plan for less favorable environments. n

Dual Spindle Milling
up to 16” hi x 48 square
NEW
SCAN
FOR VIDEO!

WWW.SUPERIORDIESET.COM
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Chris Kuehl is managing director of Armada Corporate
Intelligence. Founded by Keith Prather and Chris Kuehl in
January 2001, Armada began as a competitive intelligence
ﬁrm, grounded in the discipline of gathering, analyzing and
disseminating intelligence. Today, Armada executives function
as trusted strategic advisers to business executives, merging
fundamental roots in corporate intelligence gathering,
economic forecasting and strategy development. Armada
focuses on the market forces bearing down on organizations.
For more information, visit www.armada-intel.com.
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Educational Outreach Award Winners
The AMBA recently honored three member champions with the
AMBA 2018 Educational Outreach Awards. Coinciding with
Manufacturing Day, these awards
recognize those AMBA members who
– through strategic partnerships with
schools, programs and/or students
– have made significant efforts to
increase interest, raise awareness and
build skills within the mold building
industry.

Elevate Your Travels from Routine
to Extraordinary
The 2019 AMBA Leadership Summit, Feb. 27 through
March 3 at the St. Kitts Marriott Resort & The Royal
Beach Casino, provides
the perfect opportunity
for mold building
executives to strengthen
their leadership skills
and build industry
relationships while
rejuvenating and
recharging their mental
mindset amidst the warm
tropical breezes of the
Caribbean.
All attendees will have
the opportunity to join
AMBA senior leaders for
an engaging leadership
workshop, hosted by Dr.
Mark Brouker, on creating high-performing teams. The
workshop, titled “A Skill-Building Workshop for Today’s
Leaders,” will concentrate on helping participants
• identify and understand the traits of great leaders,
• build personal leadership skills and
• develop a plan for self-growth and team strength.
In conjunction with the workshops, attendees will have the
opportunity to sail along the scenic southeastern coastline
of St. Kitts during the AMBA Sail and Snorkel excursion
and also to sample the heritage and culture of St. Kitts,
where adventurers will explore the lush, picturesque
island landscape and famed sites. To register for this
members-only event, visit AMBA.org/summit.
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Awards this year were distributed to three winners: 1st Place
Winner – Charles Daniels, Wepco (Middlefield, Connecticut);
2nd Place Winner – Lou Romano, ROMOLD, Inc. (Rochester,
New York); and 3rd Place Winner – Tim Myers, Century
Die Co. (Fremont, Ohio). Scholarships were awarded in
the amounts of $1,000, $750 and $500, respectively, which
will go to the recipients’ educational institution or program
of choice. The AMBA congratulates the 2018 Educational
Outreach Champion Award winners and extends a special
thanks to all who participated in this year’s award program.
For more information, visit AMBA.org/resources/scholarshipopportunities.

AMBA Launches New Website
In fall 2018, the AMBA announced the official launch of
AMBA.org, a website devoted to the AMBA mission of
providing workforce development solutions, networking
and benchmarking opportunities and industry promotion for
members’ success.
Complete with refreshed branding, improved usability, clearer
navigation and mobile-friendly features, the new AMBA
website drastically improves ease-of-use for members,
allowing better access to key industry resources. New to the
site, Careers in Mold Manufacturing is a primary resource
for students, parents and teachers looking for information
on pursuing a career in the industry. Also new to the site are
recruitment tools, where AMBA members can find materials,
videos and “how to” playbooks and reports to assist in
attracting youth to mold manufacturing.
“Launching this website reinforces the AMBA’s goals of
serving the needs of our membership and addressing key

///
industry challenges, particularly workforce development. It
also allows our members to more easily access information
and resources, which allows us to continue moving our
association’s mission forward,” said Kym Conis, AMBA
managing director.

ASSOCIATION

performance and forecasts and expectations for 2019. Specific
topics to be covered will include company demographics,
market outlook, current business conditions, quoting and
backlog and more. Only participants will receive a free copy
of the final report.

For more information and to view the new site, visit
AMBA.org.

Survey Opportunities
Managing the Sales Pipeline – Deadline Approaching
Don’t miss an opportunity to participate in AMBA’s current
survey: Managing the Sales Pipeline. The survey asks
respondents for data on best practices in tracking and viewing
future jobs and quote trends; how current and future jobs
impact manufacturing capacity; how to empower employees
and improve business efficiency through automation; and the
tools needed to train and empower sales staff. To participate
today and receive a free copy of the final report, visit AMBA.
org/events.
Annual Business Forecast – Soon to Launch
In early January, the AMBA will launch the AMBA 2018
Business Forecast Survey, which uses economic indicator
questions to review 2018 performance, fourth quarter

2nd Annual iWarriors/Alliance Golf Outing
Breaks Records
In late September, Alliance Specialties and Laser Sales
partnered with iWarriors to host the second annual iWarriors
Golf Scramble at Countryside Golf Course in Mundelein,
Illinois. This year, the event broke records by gathering 120
attendees from across the US to raise $27,400 in support of
iWarriors, whose mission is to honor severely injured members
of all branches of the Armed Forces by providing them with
personalized iPads. To learn more about the iWarriors mission
and to donate, visit www.iwarriors.org.
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Rapid Mold Base Program Now Available!
No charge machining flexibility to meet your exacting requirements and is backed by our
guaranteed quote and shipment turnaround times!
PROGRAM DETAILS

MOLD BASES INCLUDED:
• A-Series Mold Bases
• B-Series Mold Bases
All Sizes from 88-2436

STEEL & PLATE THICKNESS INCLUDED:
• #3 Steel from 7/8” to 5-7/8”

NO CHARGE FEATURES

Relocations or omissions including:
• Assembly Screws, Center Holes, Guided Ejection,
Leader Pins & Bushings, Return Pins, Stop Disk in
Ejector Plate
Buy select PCS products and receive
your machining at no charge:
• Side or Top Locks
• Cycle Counters

SPECIAL TERMS

Rapid Mold Base Guarantee:
• Quote in 1 Business Day
• Ships within 5 Business Days
PLUS: Special Promotion!
• FREE Shipping

RAPID MOLD BASE GUARANTEE

Receive a $250 credit on your next order if your mold base is not quoted or shipped as outlined by this program.

Quote Online Now at www.pcs-company.com/rapidmb
or call 1-800-521-0546
www.amba.org
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New Members

Save the Date for AMBA Conference 2019
Save the date for AMBA Conference 2019, May 8 through 10,
at the Westin in Itasca, Illinois. During this annual conference,
industry professionals come together to learn about best
practices and industry trends, explore leading-edge benchmarks
and engage in premiere networking opportunities. Conference
attendees will
• come away with ideas from inspiring content,
• discover new technologies and trends from industry
suppliers and
• connect with peers to discover tangible solutions and
takeaways.
Visit AMBA.org for details and registration, coming soon.

The Mold Polishing exPerTs

iso 9001-2008 CerTified

Allegiance Mold
Ted Stender, President
269.443.2532
Allegiance Mold LLC builds and services quality plastic
injection molds and provides laser welding services for
the automotive, medical and consumer product industries.
Expertise, combined with state-of-the-art machinery and
technology, enables Allegiance Mold to produce prototype and
production molds with some of the shortest lead times in the
industry.
Sioux Chief Mfg.
Jeremiah Winnat, Tooling Manager
816.425.9900 www.siouxchief.com
Founded in 1957, Sioux Chief is an American manufacturing
company that develops and produces a wide range of unique
products for the rough plumbing industry. Sioux Chief creates
and markets products for wholesale and retail distribution under
the supply, drainage, support and specialties product groups.
SMC Ltd.
Mike Hahn, Tool Room Manager
715.247.3500 www.smcltd.com
SMC Ltd. is a contract manufacturer that provides full service
solutions for the medical device, diagnostics and pharmaceutical
industries. With over 30 years of experience, SMC Ltd. creates
complex products from concept to completion, including
design development, tooling and molding through engineering
and finished device assembly.

New Partners
Promac North America
Guila Carraro, Administrative Manager
248.817.2346 www.promac.eu
Promac North America is the service department of Promac s.r.l.,
designer and manufacturer of CNC machine tools established
in Venice, Italy, in 1995. Its working centers, ranging from 3- to
6-axis, are capable of milling 100% of the mold from start to
finish (deep drilling included) and are completely customizable
to customer needs. n

Polishing Services
•
•
•
•
•

All SPE-SPI Standards
Diamond Lapping
Textured Surface Prep
Benching
On-Site Support

Capabilities
•
•
•
•
•

50+ Polishers
30 ton Capacity
24 hours – 7 days
Pick-up and
Delivery
3-D CAD File
Capabilities

Partnerships
•
•
•
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Welding
Plating
Texturing
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Schaumburg, IL
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Ph: 847-352-5249
Fx: 847-352-4052
sales@ultrapolishing.com

ultrapolishing.com
Fall 2018

Your partner
for successful mold making
INCOE provides Mold Makers with Hot Runner
Technology

solutions

throughout

the

entire

process — from engineering mold review and
filling simulation to on-site technical support.
Our global commitment is to be your partner —
producing value in your process — and ultimately
delivering satisfaction where it counts.

www.incoe.com
North America | Europe | Asia | South America
© 2018 INCOE® 04/18

www.amba.org
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PLASTEC West 2019 Returns to Anaheim
By Liz Stevens, contributing writer, The American Mold Builder

N

orth America’s largest design manufacturing conference,
PLASTEC West, will take place at the Anaheim
Convention Center in Anaheim, California, February 5
through 7, 2019. A resource for technologies, education and
networking connections across the entire concept-to-market
product cycle, the event will include Innovation Summits, the
MD&M Medtech Conference, free education and more. The
educational experience is geared for professionals at any point
in the advanced design and manufacturing industry, delivering
access to strategies and techniques for faster development
cycles, lighter products and lower costs. The show’s focus is
two-fold: smart manufacturing and 3D printing.
In 2019, the expo will welcome over 19,000 attendees and more
than 1,900 exhibitors, in addition to offering in excess of 30
hours of education. New features include a product showcase
of live, interactive, 15-minute product demos; new Tech
Basecamps for experiential exploration of cutting-edge end
product technology; and a Design Dome, featuring interactive
design activities and prototyping workshops led by worldrenowned design companies. Also new this year is an Exhibitor
Scheduler for pre-scheduling appointments with exhibitors at
their booths before attendees arrive.
In the Tech Theater, which is presented in a classroom
format, suppliers will showcase their latest technologies, so
attendees can ask questions, get answers and find solutions to
engineer into their projects. The Golden Mousetrap Awards,
America’s biggest awards event for the advanced design and
manufacturing industry, will be presented. From the Gadget
Freak of the Year to the Lifetime Achievement Winner, the
awards introduce attendees to the industry’s most innovative
members. And, the event’s Booth Crawl offers opportunities to
network the easy way – over drinks and bites while on a tour of
the must-see exhibitors.
This year’s conference will feature several tracks of interest to
mold builders looking to keep abreast of industry developments,
including a Chief Robotics Officer (CRO) Summit, a Smart
Manufacturing Innovation Summit and a 3D Printing Innovation
Summit. The CRO Summit is designed for executives who
oversee the deployment of automation, AI, robotics and the latest
intelligent technologies at their organizations. This one-day
summit provides deep-dive education and a chance to connect
with peers while discussing the latest regulatory challenges,
shifting consumer behavior and tactics to maintain a competitive
edge. Tracks include: How to Secure Funding to Support an
Automation Implementation, Devising a Metrics System to
Measure ROI and Strategies to Secure Management Buy-In.
24
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The Smart Manufacturing Innovation Summit spans two days
to offer greater depth in a booming industry with the theme,
“Advancing Smart Manufacturing Systems Using Robotics,
Machine Learning, AI, Big Data & IoT.” Professionals will
have direct access to prominent industry leaders and speakers
covering collaborative robots, AI, machine learning, big data,
sensing technologies and Industrial IoT. Track topics include
Supply Chain 4.0 Powered by AI, IoT and Blockchain; Getting
Rapid Manufacturing Results with AI and IoT; and The Rise of
the Digital Twin.
The 3D Printing Innovation Summit includes three immersive
days exploring “New Materials, Tools & Techniques for the
Advancement & Development of Additive Manufacturing
Processes.” With a focus on metals and other materials, tools
and techniques, and new concepts in additive manufacturing,
as well as advancements in medical device 3D printing and

PREVIEW
bioprinting, its tracks will include: How Multi-Materials
Will Transform Additive Manufacturing, Metal Additive
Manufacturing for Aerospace Applications and 3D Printing &
Blockchain: The Next Steps in Additive Manufacturing.
The four-track MD&M Conference will cover New Technologies
& Next-Gen Design, Product Development & User-Centered
Design, Technical Solutions, and Regulatory and Quality
Update. New Technologies & Next-Gen Design will highlight
emerging technologies in the design and manufacturing industry
and detail how to apply them to new or existing medical devices.
Product Development & User-Centered Design will explore
market trends to tailor medical devices for users while learning
strategies to speed them to market and ensure adoption. Technical
Solutions will cover up-to-the-minute thinking in technical
sessions covering materials, testing, prototyping, manufacturing
techniques and more. And, Regulatory and Quality Update will
feature need-to-know updates and regulatory compliance topics
from FDA updates and quality control to new EU regulations
affecting products sold in Europe.
In addition to the featured summits and conference tracks, a
host of free content and activities will be offered, including a
Welcome Luau, the Design Dome and the new Tech Basecamps.
For 2019, PLASTEC West attendees can purchase an Expo
Pass or one of the many variations of the Conference Pass, and
group discounts are available for Conference Passes.
Be sure to visit these exhibitors of interest to those in the mold
building industry at PLASTEC West 2019:
3D Systems
A.J. Tuck Co.
Accede Mold
American Mold Builders Association
Boride Engineered Abrasives
CGS
Crescent Industries, Inc.
Custom Mold & Design
Diamond Tool and Engineering
DMS (Die Mold Service Company)
Gesswein
GPI Prototype & Mfg. Services Inc.
HASCO America, Inc.
INCOE Corp.
M.R. Mold & Engineering
Matrix Tooling, Inc./Matrix Plastic Products
MGS Mfg. Group
Milacron/Mold-Masters/DME
Minco
Prestige Mold, Inc.
Progressive Components
PTA Plastics
Pyramid Mold & Tool

Booth #3419
Booth #2898
Booth #4051
Booth #805
Booth #3882
Booth #5280
Booth #1672
Booth #2959
Booth #3950
Booth #4020
Booth #3864
Booth #3714
Booth #4071
Booth #3980
Booth #1346
Booth #2092
Booth #3158
Booth #3969
Booth #2825
Booth #2159
Booth #3945
Booth #979
Booth #3934
n

μm Accuracy
With the EROWA ITS clamping system,
workpieces as well as electrodes are held
securely and precisely. The guaranteed 2μm
accuracy ensures the highest degree of
repeatability from one part to the next.

www.erowa.com
www.amba.org
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Transitioning the Business on Your Terms
by John T. Carter, Insyght Transitions

T

he primary goal of
business owners is to
“cash in their chips” and
retire from their businesses
on their terms. Ideally, this
includes selling to a larger
company for a huge windfall
or transferring the ownership
to an existing owner, the
key employees or businessactive children. The problem
is that most contractors and
other small business owners
don’t prepare their businesses for this all-important, once-in-alifetime event. Instead, they roll the dice and hope that the chips
will fall in their favor. Unfortunately, most of these transfers are
unsuccessful and result in seller’s remorse.
The question is: How do contractors and other business owners
prepare for the successful sale or transition of their businesses,
and when should they begin the process?
The answer is: Owners need to create and build transferable
value in their companies and create an exit plan that
accomplishes their goals at least two to three years from their
targeted exit date.

Building transferrable value
Regardless of whether an owner plans to sell the business to
another contractor or competitor, or transfer the ownership
to the other co-owner, key employees or business-active
children, it’s critical that the business can operate at a high level
without the owner’s ongoing involvement. By creating a selfsustainable company, the business’s real inherent value – as a
cash ﬂow machine – can be replicable and transferrable to the
targeted successor.
Creating transferrable value, which is converted to dollars
upon the sale or transfer of the business, results from the
implementation and ongoing support of the following value
drivers. Each value driver works independently to increase
the likelihood that the business can continue to grow, improve
market share and increase cash ﬂow after the owner’s departure.
Value Driver #1
The first and most important value driver is the development of
a well-trained and motivated successor management team. The
team should be composed of key employees who are responsible
for setting the company’s objectives; monitoring activities
and company performance; and managing and mentoring the
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other employees. Each team member brings unique skill sets
and, collectively, they work together to build a championship
organization. Buyers and targeted successors (perhaps the key
employees) will pay a huge premium for a strong successor
management team that has a proven track record. Likewise,
failing to identify, train or motivate a successor management
team gives the buyer or successor the sense that the owner has
been running a “one-person band” that can’t be sustained after
the owner leaves.
Value Driver #2
The second critical value driver is having documented and
applicable operating systems that can create reoccurring revenue
and help the company weather inevitable economic downturns.
Having systems that have been “tweaked” and refined for
success – and documented and replicable (by your successor
management team) – enhances the value of the business and
helps ensure that any successor will be able to continue and
grow the business. Documented systems that address product
or service delivery, product quality and reliability, pricing
and cost management, business development and customer
relations increase the inherent value of the business and allow
the buyer to increase the company’s operational performance
and profitability.
Value Driver #3
Next, make sure that the customer base is well diversified
and that the business does not generate more than 15% of its
revenue from any one specific source. As contractors, most
business comes from a limited number of sources; however,
it’s important to determine if new products and services – or
modified versions of the current offerings – can be “upsold”
into the current customer base. How can the existing offerings
be marketed to new customers or the existing customer base’s
contractors and suppliers?
Value Driver #4
In addition, it’s critical that the business utilizes established
financial metrics, such as audited financial statements from
reputable third parties, and has properly safeguarded all of
its proprietary trade secrets, IP and customer and supplier
relationships. Being able to validate the transferable value
through prior year net earnings and ensuring that customers will
continue to buy from the business after the owner’s departure
is mission critical to transferring the business and maximizing
its financial return.

Selecting the right transition strategy
Once a constant level of transferrable value has been maintained,
it’s time to determine which transition strategy is right for
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the owner. Generally, owners look to sell and transition their
businesses to larger or comparable customers or competitors
(strategic buyers) or to transfer their ownership to a co-owner;
key employee or key employee group; or one or more businessactive children.
If the owner doesn’t have the luxury of transferring the business
to someone internal, or if the goal is to maximize the payout at
the time of sale, then creating an exit strategy for a strategic
sale will make the most sense. However, to attract the ideal
buyer and maximize the purchase price, the owner will need
to be able to prove that transferrable value has been created by
implementing the previously mentioned value drivers. Buyers
must be assured that the owner’s absence from the business
will have no bearing on its future cash ﬂow and growth.
The pre-sale and acquisition process will consist of multiple
ups and downs as the parties go through due diligence and
the negotiation process. Ultimately, the goal is to minimize
the buyer’s future risk by providing a business that is selfsustainable and replicable – and that can create reoccurring
revenue after the owner’s departure.
For those who are fortunate enough to have co-owners, key
employees or business-active children who are motivated
to continue growing the business and provide the owner a
platform for retirement, then there are numerous internal
transition strategies.

everything from favoritism and low employee moral to outright
mutiny. However, if owners have done a good job of creating
standardized operating systems (value driver #2) – including
hiring requirements and employee performance standards – it’s
possible to bring in, develop and ultimately promote businessactive children into a leadership and successor role. As with key
employees, there are various tools and techniques that need to
be employed to ensure their development and ongoing support
of the non-family employees.

Putting it all together
Regardless of revenue, number of employees or overall size, a
successful business transition starts with an understanding of
the universal objectives: When does the owner want to leave
the business? How much money does the owner need to get
out of the business? To whom does the owner want to leave the
business? By answering these key questions, a transition strategy
can be customized to allow an owner to build transferable value
in a business and select the transition strategy that makes the
most sense for each situation. By putting it all together in a
comprehensive plan, an owner will be able to leave the business
on his or her terms. n
For more information regarding the contents of this article,
please contact John T. Carter at jcarter@insyghttransitions.com.

Generally, the Shareholder or Operating Agreement will dictate
the buy-out terms and valuation metrics in the event a co-owner
elects to buy out the other owner when the time comes. The
challenge is to periodically update those terms and conditions
so that they reﬂect the specific transition goals and objectives.
Unfortunately, most owners don’t continuously amend these
terms as their needs change or after they decide on a course of
action. Annual reviews and revisions are a must.
As mentioned, developing a key employee successor team
serves multiple purposes. Primarily, it provides a readymade buyer. If done properly, transitioning the ownership to
key employees can prove to be best of all scenarios. It allows
owners to transfer their businesses when they want to whom
they want and under what conditions they require – and for the
targeted amount of post-tax dollars that are needed to sustain
the owner’s retirement lifestyle. There are many steps in this
process to ensure the development and long-term motivation
of key employee successors; however, it’s my professional
opinion that this strategy generally yields the best results for
most owners.
Finally, many contractors with family businesses look to “gift”
or “sell” their ownership to their business-active children.
Although this endeavor helps ensure the family’s legacy, it
comes with many pitfalls and risks, which need to be accounted
for and addressed in the planning phase. These include
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Key Employee Buy-In Transition:
A Case Study
by Lara Copeland, contributing editor, The American Mold Builder

J

ohn Carter, principal at JVMC Transitions Group, LLC,
works with business owners to prepare their companies
for sale to outside buyers or internal transition to family
members/key employees in a manner that works for all
parties involved. Recently, Carter collaborated with John Hill,
president and owner at Midwest Mold Services located in
Roseville, Michigan, to help him transition his business to two
key employees.

employees first buy the non-voting equity over a period of time
and then ultimately acquire the voting equity when the owner
is ready to leave the business.”
The idea behind this type of transaction is that the money used
to buy Hill’s stock from him is predicated on the profitability of
the business. As a result, the money does not come directly out
of Hill’s successors’ pockets; rather, it comes from the business,
which in turn pays the successors, who then pay Hill. This is a
typical succession plan for smaller manufacturing companies
when the owner has retained the business for a long time and
invested time in developing good key employee successors.

Preparing for transition
In the last 20 years, Hill has taken the company, an injection
mold builder and plastic part manufacturer for high/low
volumes and prototypes, “to a highly profitable company
with strong growth prospects,” Carter remarked. “He built a Transaction phases
great organization with loyal employees with a strong work “We can think of this transaction in two major phases, and
ethic while facilitating a friendly culture,” a crucial prelude the first phase is the prep phase,” Carter said. The purpose of
this phase is to restructure the
to the kind of work Carter
governance of the corporation,
does. When Hill came to
so that the key employees handle
Carter a couple of years ago
He wanted to transition the
more key strategic decisions in
as the sole shareholder of
the business. “We put them on
the company, he wanted to
company to two key employees
the board of directors so they
transition the company to two
could sit with Hill and be a part
key employees over time but
over time but didn’t know how to
of all key strategic decisions in
didn’t know how to structure
structure the deal.
the business,” he said. This was
the deal. Each of the key
done 18 months to two years
employees had been with the
before the actual transition plan
business for a long time, and
they represented operations and business development. Carter kicked in. In this case, Hill retained his final decision-making
noted that it is important for key employees to come from authority as chairman of the board while also retaining all the
different functions of the business because they will need each stock.
other’s skills and strengths to continue growing the business
The second phase is the actual transition process, which also
through the owner’s transition process.
can be broken into two main processes. First, a valuation, or
As opposed to trying to prepare the business for a third-party estimated value, of the stock was conducted. Because the goal
sale to a larger organization, “where you lose control in the was to sell to the two successors a minority of the shares over
process and you really have no say in the end result,” Carter a seven-year period, the parties needed to understand and agree
explained that Hill wanted to continue the company legacy by to what the value of those shares was. Second, Carter worked
passing it on to his key employees. He felt these key employees to figure out the appropriate “lack of marketability” discount to
would be able to successfully maintain the culture while also be added to that valuation.
continuing to build the infrastructure of the business he carefully
created. “A lot of his decision was based on maintaining the “Essentially this reduced the value by another 20 to 25%. The
legacy of the company and managing the process and financial reason we do that is because we want to come up with what we
outcome of his transition plan, unlike in a third-party sale.” Hill think the real value of the stock is worth, but we also are trying
already had invested five years in grooming both employees to to minimize the value so we can then minimize the purchase
handle key operations of the business before Carter entered the price requirements that are going to have to be met by the
scene. “Then when I got involved, we looked at creating what
page 30 u
is known as a two-phased key employee buy-in, where the key
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successors,” Carter explained. This reinforces the idea that the
purpose is not to maximize the price for Hill initially but to try
to minimize the actual amount of money the key employees
have to pay for the stock over the next seven years. “Our goal
in this transition is to maximize the value of the company by
reinvesting the business, and we also want to pay as much
money out to Hill by way of other mechanisms over the course
of the seven years before he retires,” he added.
Once the numbers were figured out, Carter created a series
of stock purchase agreements and other legal transaction
documents. These documents stated that, for the successors
to be eligible to buy a percentage of the 49% minority shares
each of the next seven years, the company had to obtain a
minimum percentage of EBITDA (Earnings Before Interest
Taxes Depreciation and Amortization) that increased from year
one to year seven. “By showing that increase in EBITDA, that
tells us that the company is making money and its level of free
cash ﬂow is increasing enough that the company can afford to
pay these guys money that they would then turn around and
use to buy Hill out,” Carter said. The takeaway here is that the
“triggering event” that would allow the successors to purchase
up to a certain percent of the non-voting stock each of the seven
years was the company reaching a minimum threshold amount
of EBITDA for each of those seven years.
VISIT US AT
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“Additionally, the purchase process was not a given,” Carter
stated. “Once the parties signed the agreement, it didn’t mean
they automatically bought 49% of the stock.” This only occurs
if the company was increasing in value each of the seven years.
“So, if there’s a recession in the middle years and the company’s
not cash-ﬂowing, then these guys are not buying equity those
years,” he said. This would then extend the seven years.
Furthermore, the stock is revalued each year, and presumably it
will cost more each year because it will be worth more.
This transaction was structured so that if the company had a level
of free cash ﬂow through enough EBITDA, the company would
bonus the successors, paying them the money needed to buy
out Hill’s stock. “But instead of writing a check outright, that
money would be held in an escrow account in their names. At
the beginning of the following year, the escrow agent would then
take that money and pay it directly to Hill for that percentage
of stock that’s being allocated to each successor.” Those
successors still are responsible for paying income taxes on that
money. Carter made clear that this is not a charity opportunity
and not a guarantee for the successors, but the upside is nobody
is borrowing money from a bank, and the successors are not
contractually obligated to make these payments to buy Hill out if
the company is not profitable. “So, it’s a win/win,” he concluded.

Looking ahead
At the end of the seven years, Hill’s successors will have
acquired all 49% of the non-voting stock. Along the way, when
the company is profitable and pays dividends, the successors
also get paid dividends. A portion of the dividends, or the
performance bonuses, always will be earmarked to make sure
there is enough money in escrow each year to buy out Hill’s
succeeding interest. At the conclusion of year seven, the parties
will reevaluate and follow through on one of two options. If the
company continues to grow and the economy does well, all three
parties could come together and sell to a large strategic buyer or
private equity-funded buyer to completely cash out. The other
option is that Hill would revalue the profitability at the end of
year seven and revalue the stock’s worth, and then he’d set up a
final transaction to sell that 51% equally between his successors.
They would then do a leveraged buyout and go to the bank to
borrow whatever was needed to buy Hill’s voting share.
“We like that transaction because the successors at that point
in time have control of the business, and they are the ones who
should be responsible for the debt service in buying Hill out.”
Furthermore, it is quite likely the successors also would provide
some form of personal guarantee when borrowing that money,
which is fair because they now own the business.
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Carter said this kind of transition will work for 60 to 70% of
the businesses under $20 million that belong to AMBA. The
obvious caveat is that the company must continue to grow. It
serves as a layer of protection, too, because the successors are
vested. n
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Finding New
Talent through
Apprenticeships
at ROMOLD
by Lara Copeland, assistant editor,
The American Mold Builder

I

n the community of Gates, New York, just
west of Rochester, sits ROMOLD, Inc., in
an 11,500-square-foot facility. Near Route
490 and New York State Thruway, the precision
manufacturer’s services include parts and tool
consulting, plastic injection mold design, plastic
injection mold engineering, plastic injection mold
manufacturing and diecast mold manufacturing.
Working with customers in the US and beyond,
ROMOLD serves a variety of industries, including
optical, office and imaging equipment, medical
devices, aeronautical, automotive, packaging,
sporting goods, US Department of Defense and
consumer products.
Committed to continuously improving, ROMOLD
works diligently to recruit a talented workforce,
despite the skills gap in manufacturing that
plagues the industry. The company’s long-focused
efforts in education have served it well, leading
ROMOLD to future employees who are skilled
and dedicated to achieving the best results in
design, programming, measuring, machining and
maintenance.
Recognizing the shortage of skilled labor in the
industry, the company maintains a relationship
with local high school districts to arrange tours
for students who may one day be looking for
a career in manufacturing. Furthermore, the
company sponsors students in robotics programs
and apprentice contests, while also pursuing adult
students looking for a career change.

Apprenticeship program partners
with New York Department of Labor
ROMOLD has maintained its talented workforce
Photos courtesy of ROMOLD, Inc.
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by joining forces with New York State (NYS) Department of
Labor. The company began its moldmaker apprentice program
with NYS Department of Labor just five months after opening
its doors in 1997. This program requires 8,000 hours of on-thejob training and a minimum of 144 hours of related instruction
at an NYS-approved and accredited school.
“On average, this program takes four years to complete,” said
Cheryl Kuhn, administrative assistant at ROMOLD.
ROMOLD’s first female moldmaker apprentice, Niayah Blair,
was hired in May 2017, shortly after she graduated from
Monroe Community College (MCC) with an associate degree
in precision machining. She has been in the apprentice program
more than a year and said she is proud of the work she has
accomplished as an apprentice moldmaker with ROMOLD.
She hopes to show other women that achieving a career in
manufacturing is possible.
Additionally, ROMOLD recently welcomed a second female
moldmaker apprentice into its program, setting the total
number of apprentices currently enrolled at three. When
employees complete the stringent requirements, they receive
their Moldmaker Journeyman Certification.

Taking advantage of local grant programs
Kuhn said ROMOLD also tries to take full advantage of many
grant programs offered. “The Monroe Manufactures Jobs
(MMJ) grant program connects graduates of local institutions,
like MCC, with local manufacturing companies, such as
ROMOLD.
To be considered for the grant, an employer and employee
must meet specific requirements. First, the employer must be
a manufacturer residing in Monroe County, New York. The
employee must be a graduate of MCC with an associate or
certificate in precision machining or certificate in optics and
be employed in his or her first job for at least one year postgraduation. Through Monroe County, the MMJ grant awards
$1,500 to both employer and employee.
The MMJ grant program’s success lies in the fact that it
requires all participants to take responsibility in fulfilling
their individual role. The apprentice works and meets
academic requirements while the sponsoring company
provides training and mentorship, and the school provides
curriculum – in addition to the county providing the bonus
upon completion.
Recently, Blair was awarded the MMJ grant. “We are proud of
her for meeting these requirements and becoming the first female
moldmaker apprentice to achieve this honor,” Kuhn exclaimed.
In addition to the acknowledgement from Monroe County
Executive Cheryl Dinolfo at the check presentation ceremony,
Blair also received recognition in her nearby hometown of

This program requires 8,000
hours of on-the-job training and a
minimum of 144 hours of related
instruction at an NYS-approved and
accredited school.

Greece, New York, for her accomplishment. The first recipient
of the MMJ grant in 2009 also was a ROMOLD employee.
ROMOLD tries to take advantage of other grant opportunities,
too, to further encourage employees to enter the moldmaking
field.
“We participate in the United Way of Buffalo & Erie County
American Apprenticeship Initiative (AAI),” Kuhn said. AAI
provides apprentices with funds toward tools and tuition
assistance.
“We also are in the process of applying for the Apprentice
Expansion Grant through NYS Department of Labor,” which
offers employers with a registered NYS apprentice program
reimbursement for on-the-job training of apprentices, she
explained, “and the NYS DOL Empire State Apprenticeship
Tax Credit for companies with a registered NYS apprentice
program.”
Lou Romano, owner and president of ROMOLD, believes the
future of manufacturing lies in the education and mentoring of
the younger population. “He strives to provide an innovative
workplace with state-of-the-art technology,” Kuhn shared.
Romano said that, while it may be difficult to find potential
moldmakers, the majority of ROMOLD’s apprentices come
from job fairs at Monroe Community College Applied
Technology Center.
“Since its inception, ROMOLD has been a huge advocate of
Monroe Community College Applied Technology Center,
which, in turn, helped form its relationship with workforce
development,” Kuhn explained.
To further facilitate filling the skills gap in manufacturing,
Romano is on the board for the Rochester Technology &
Manufacture Association (RTMA), Monroe Community
College Advisory Board (MCC’s ATC) and participates in
MCC’s Industry Roundtables to help secure grants focusing on
apprenticeship opportunities within Rochester. n
www.amba.org
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Hypertherm Introduces Corporate
Venture Capital Arm
Hypertherm, Hanover, New Hampshire, announced the
formation of a corporate venture capital arm, Hypertherm
Ventures, to foster greater interaction with the technology
venture community. Hypertherm Ventures is seeking
partnerships with universities, start-ups, entrepreneurs and early
stage companies to commercialize advanced manufacturing
technology in strategic interest areas. Those areas include
industrial cutting, welding and thermal processing, robotics
and automation, machine learning and augmented intelligence,
industrial Internet of Things, additive manufacturing/3D
printing, and nanotechnology. For more information, visit
www.hypertherm.com.
BeAM Joins Forces with CGTech
The team at BeAM’s solution center in Cincinnati, Ohio, turned to
toolpath simulation provider, CGTech Inc., for help with verifying
the millions of lines of
code needed to drive its 3D
printer. Irvine, Californiabased CGTech and its
VERICUT brand is a leader
in toolpath simulation and
optimization software, and
the VERICUT Additive
module is the latest in a
series of software tools designed to make manufacturers more
efficient and their equipment safer. With the ability to simulate
all aspects of the 3D-printing process, VERICUT can eliminate
downtime and scrapped workpieces, validate machine operating
parameters, maintain the entire part build history, clearly identify
programming errors and more. The software does all this by
reading the same G-code data file that the machine uses. There
are never translation errors, and it doesn’t matter where the
code originated, whether it was generated by a CAM system,
a custom application, text editor or composite from any of
these means. For more information, visit www.cgtech.com or
www.beam-machines.com.
HASCO Hot Runner Division
Boosts Production Capacities
HASCO, Ludenscheid, Germany, announced it has taken
measures to grow, including hiring many new employees,
making investments in machinery and plants, and extending
the product portfolio. These steps have led to growth in sales
and strengthening of the company’s position in the hot runner
market. In a bid to tap additional market and sales potential,
HASCO is investing in the further expansion of its hot runner
production capacities. A high-precision NLX-series lathe from
DMG Mori and a Studer cylindrical grinding machine have
been added to the machine ﬂeet at the company's Guntramsdorf
site in Austria. This opens up additional machining options and
allows the production of complex precision components for hot
runner nozzles. For more information, visit www.hasco.com.
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INCOE Completes Move
into New Global Headquarters
INCOE Corporation USA announced the successful move
of three facilities in the Metro Detroit area into its new
138,000-sq.-ft. global
headquarters. The move
took place throughout
the month of August.
Formerly headquartered
in Troy, Michigan,
INCOE located its new
facility within Oakland
Technology Park in Auburn Hills, Michigan. The $20+
million facility is designed to improve operational efficiency
within the organization by situating dependent processes in
closer proximity to one another. Within the office area, open
collaboration spaces along high-traffic pathways have been
created to provide casual meeting spaces. The 85,000-sq.ft. manufacturing area was designed around a central space
containing quality control, inventory management and shop
offices to maximize process ﬂow. A section of the facility is
reserved as a customer knowledge center, including a 2,400-sq.ft. molding laboratory. Within this area, INCOE and its industry
partners will hold large training and informational seminars,
which also will include hands-on training inside the molding
lab. The molding lab is expected to be fully operational by the
end of the year, with three KraussMaffei injection molding
machines. For more information, visit www.incoe.com.
Thomas Releases Results from Report
Thomas – a data, platform and technology company based in
New York, New York – released results from the “Manufacturing
Perception Report,” which examines Americans’ perceptions
about the manufacturing industry – from careers to automation.
While a majority of respondents reported they were very or
somewhat familiar with the manufacturing industry (76%),
the survey results reveal Americans are largely unaware of the
robust state of the manufacturing sector. The survey found a
generational divide when it comes to the quality of US products.
Baby Boomers and Gen X are more likely than millennials and
Generation Z to think the quality of US products is superior;
however, there is a strong affinity for American-made products
overall. Just over half of the respondents say the manufacturing
sector is very important to national security. Though a majority
of respondents say they would be likely to encourage others
to pursue a career in manufacturing, the industry is facing a
large skills gap, resulting in a need for job opportunities to be
filled by the next generation. For more information, visit www.
thomasnet.com.
Federated Insurance Partners with IBHS
AMBA-recommended insurance carrier Federated Insurance®
has partnered with the Institute for Business and Home Safety
(IBHS) to reduce commercial and residential property losses
associated with extreme weather events and natural disasters.

///
By using an Open For Business-EZ® plan – a focused effort
for restoring business using the human and physical resources
available – there will be help for getting business back up
and running. Using the program’s 13-piece continuity plan,
essential functions of business will be identified and recovered,
revenue will be sustained and employees will be informed
of their responsibilities. Through IBHS, Federated is making
available many valuable resources related to disaster and
recovery planning businesses. These tools are being offered at
no cost to association members as another benefit. For more
information, visit www.federatedinsurance.com.

2018 Moldex3D Global Innovation Talent
Award Winners Announced
CoreTech System (Moldex3D), Hsinchu, Taiwan, a provider of
plastics simulation solutions, announced the winners of the 2018
Moldex3D Global Innovation Talent Award (GITA). The award
recognizes the most innovative projects that used Moldex3D
to develop cost-effective solutions for plastics manufacturing
challenges. This year’s competition attracted entrants from
more than 20 countries across the Americas, Europe and Asia
Pacific regions. The winning entries represent a wide range
of plastics simulation applications across industries including
automotive, energy, medical, electronics, household appliances,
furniture and moldmaking. Pegatron took top honors in the
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Company category, using the integration of Moldex3D injection
molding simulation and ANSYS structural analysis to optimize
mold designs, reduce shrinkage induced by fibers and validate
the strength of slimmer, lighter tablet components. Slovak
University of Technology – Faculty of Materials Science and
Technology (MTF STU) took first prize in the Student category.
Its winning entry addressed the challenges of molding thickwalled automotive parts. Moldex3D’s predictive capabilities for
warpage enabled the MTF STU team to quickly explore possible
solutions and make adjustments to the mold before cutting the
tool, achieving significant cost savings and better dimensional
stability. For more information, visit www.moldex3d.com.

DME Signs Partnership Agreement
with Hawk Mold and Die Supply
Milacron Holdings Corp., Cincinnati, Ohio, announced that its
DME product brand has signed a distribution agreement with
Hawk Mold and Die Supply, Inc., of Pipersville, Pennsylvania.
The agreement transforms Hawk Mold and Die Supply into a
DME-exclusive East Coast distributor and warehouse. Hawk
Mold and Die Supply’s move to partner with DME marks a
significant transition for the organization, having previously
been a premier stocking distribution channel for a competitor
for over 30 years. For more information, visit www.milacron.
com or www.hawkmold.com. n
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Tooling Industry Outlook:
Uncertainty Ahead
by Dianna Brodine, managing editor, The American Mold Builder

A

t the end of October, Harbour Results, Inc.
(HRI) and OESA released the results of
the annual study on the current state of the
automotive vendor tooling industry, saying the
industry is on track to miss the previously projected
tooling spend for 2018 by $2.2 billion. Less than
a month later, General Motors announced largescale layoffs of more than 14,000 employees and
the closure of five plants in North America. Ford
also is expected to announce layoffs in early 2019
after its CEO suggested the tariffs enacted by the
Trump administration could cost the company
$1 billion, and Fiat-Chrysler already has enacted
short-term layoffs at certain North American
facilities.
North America isn’t the only area experiencing
challenges in the automotive arena – China
posted declines in auto sales for three straight
months in the latter part of 2018, according to the
China Association of Automobile Manufacturers
(CAAM).
Bright spots remain, however. Despite failures by
the automotive industry to maintain the gains of
2016 and 2017, HRI anticipates annual tooling
spend will remain stable through 2021, offering
encouragement for toolmakers with a high
percentage of transportation-related customers.

Forecast data and commentary
2018 was supposed to be the big year for tooling.
“The industry experienced a boom in 2017 with
$10.3 billion in tooling spend and, based on the data, we
expected 2018 to reach over $11 billion,” said Laurie Harbour,
HRI president and CEO. “However, due to a number of vehicle
cancelations and delays, we are predicting the year to be closer
to $9.2 billion. The industry is $2.2 billion below forecast
through the first three quarters of 2018, resulting in a six-point
dip in tooling shop utilization to 79 percent.”
The key factor driving decreased tooling spend is the decreased
number of North American vehicle launches predicted
between 2019 and 2021 – 153 vehicles – versus the number of
vehicles launched in North America between 2016-2018 – 183
vehicles. Furthermore, the Detroit 3 automakers, which source
approximately 80% of their tools in this region, according to
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Harbour Results estimates, are forecasted to source only nine
vehicles in 2019.
Factors in the slow down include a continued shift in consumer
demand to SUVs and CUVs, away from sedans. In addition,
the loan market for autos is tightening as banks such as Wells
Fargo and Bank of America have reduced their auto lending
portfolios by nearly 18% and more than 4.5%, respectively,
according to quarterly earning disclosures reported by Forbes.
Still, the shifts affecting 2018’s projections could provide some
stability for future years, as HRI anticipates that some of what
page 39 u

YOUR TOTAL SOLUTION TO
DIE/MOLD MACHINING
HIGH PERFORMANCE,
LOWER PRICE,
BEST VALUE!
JJ SERIES

Hardmilling up to 70 RHC

BEST TOOL-LIFE,
TIGHTEST TOLERANCE
IN THE INDUSTRY!
CVD DIAMOND

· Coated endmills for graphite,
ceramics & composite

HARD SERIES

Hardmilling up to 62 RHC
CBN SERIES

Hardmilling up to 72 RHC

· Full inch & Metric tooling sizes
· Pre-laser measured and
labeled to 0.0001” with a
100% inspection rate

UNCOATED SERIES

Aluminum, Stainless, Plastics,
Titanium & Non-ferrous

· Specializing in long-reach
and micro tooling

TO PLACE AN ORDER, ASK A QUESTION OR RECEIVE A CATALOG, CLICK OR CALL US TODAY.

SALES@EDMSALESINC.COM / 800.888.9080 / EDMSALESINC.COM

Mention this ad to receive a FREE T-SHIRT & DRILL CHART.

Steel for the Future

Superior visibility is the new standard
in automotive lens tooling. Finkl Steel
produces the highest quality mold steel
guaranteed to SPI A1 finish for enhanced
plastic injection clarity. Headlights have
improved, shouldn’t your steel?

Chicago
Composite
Sorel

800-DIE-BLOCK
800-521-0420
800-363-5540 (USA)
800-363-9484 (CAN)

www.finkl.com
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COMPETITIVE
ADVANTAGE

: strategic
networking

Don’t miss valuable
opportunities to engage!
Join other mold building
executives at events like the AMBA
Conference 2019, Leadership
Summit, plant tour workshops,
virtual peer networking and more.

AMBA.org/Events
Upcoming...
DECEMBER

5

DECEMBER

14

WEBINAR: PEER NETWORKING FOR
SENIOR LEADERS
WEBINAR: PEER NETWORKING FOR hr

survey deadline: MANAGING THE
SALES PIPELINE WITH AUTOMATION

DECEMBER

17

F E B R UA R Y

27

survey launch: annual
BUSINESS FORECAST

2019 AMBA LEADERSHIP SUMMIT
ST. KITTS

M AY

8-10

amba conference 2019
ITASCA, IL

M O N T H LY U P D A T E

collaborate and engage
at amba conferences

The driving value behind the AMBA’s annual and bi-annual conferences lies in
the powerful opportunity for attendees to engage with and learn alongside
industry peers.
While each conference is unique, all provide lasting takeaways. The biannual AMBA Leadership Summit connects AMBA members with leadership
workshops and peer connections, while the AMBA Conference 2019
provides access to best practices
and industry trends, leadingedge benchmarks and premiere
networking opportunities for both
AMBA members and non-members
within the mold building industry.
"AMBA’s conferences facilitate
meaningful connections with key
industry leaders," said Carol Ebel,
president, Janler Corp., Chicago, IL.
"These networking opportunities
Photo courtesy of Creative Technology Corp.
allow the kind of one-on-one or
group discussions with peers that provide tangible solutions and takeaways."

MAKE CONNECTIONS AT
CONFERENCE EVENTS
AMBA Leadership Summit
St. Kitts | Feb. 27 - Mar. 3

AMBA Conference 2019
Itasca, IL | May 8 - 10

• Build personal leadership skills
• Develop a plan for self-growth
while rejuvenating
rejuvenating
• Make meaningful peer connections
• Discover practical behaviors that
improve team performance
improve

• Discuss leading-edge best practices
• Connect with like industry
professionals
• Take away ideas from inspiring content
• Discover new technologies and trends
from industry suppliers

Register now at AMBA.org.

Register soon at AMBA.org.

Get the competitive advantage for your company.
AMBA.ORG | INFO@AMBA.ORG | 317.436.3102
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was planned for 2018 will spill into 2019 to help level out the
tooling spend for the next three years. The Detroit 3-dominated
North American tooling market (approximately 80% of D3
tooling is produced in North America, according to Harbour
estimates) is seeing a lot of quote activity, but it’s focused on
design work, so the actual hours put into tooling production
won’t happen until 2019.
In addition to the 2019 forecast of $8 billion in automotive
vendor tooling, Harbour IQ estimates future North American
tooling spend to remain relatively stable, with 2020 totaling
$8.2 billion and 2021 at $9 billion.
Based on quote activity and the forecasts, toolmakers may feel
confident. However, it’s yet to be determined how much impact
new tariff restrictions will have on pricing for car parts, steel
and resin, and fuel surcharges also will have an effect.
“This forecast is based on current data and information, but
issues like tariffs, automaker restructuring and/or an economic
recession could drastically impact the forecast, resulting in a
dip in tooling spend as much as $2 billion,” said Harbour.

The shifts affecting 2018’s
projections could provide some
stability for future years, as HRI
anticipates that some of what was
planned for 2018 will spill into 2019
to help level out the tooling spend
for the next three years.

outsourcing in 2017, prepare for the future,” she continued.
“It is important that tool shops continue to focus on improving
operations, making smart investments in people and technology,
and strategic planning to remain competitive in the near and
long term.” n

“As the tooling market contracts, it is important that shops,
specifically small shops that benefited from the increased

Hard Metal?

When it comes to hard milling, our
DEMON line delivers unparalleled performance.

Graphite and
Green Carbide?

Machining graphite & need an extremely sharp cutter?
Choose our STEALTH & LIGHTNING lines.

DIAMOND DONE RIGHT
Made in the U.S.A.
For the toughest jobs & finest details, manufacturers rely on Crystallume

To learn more, call 1-800-789-4322
©2018 Crystallume

www.crystallume.com
www.amba.org
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DON’T MISS
PLASTICS INNOVATIONS
AT PLASTEC WEST
PLASTEC West is where serious professionals find the
technologies, education, and connections to stay ahead in
the global advanced manufacturing community. In addition
to more than 1,900 cutting-edge suppliers showcasing the
latest solutions in injection molding, automation, molds & dies,
materials, product design and more, PLASTEC gives you access
to the industry’s leading educational offering with the 3D Printing
and Smart Manufacturing Innovations Summits, the MD&M
Medtech Conference, and free industry education at the Expo.

ANA H EIM C ON VEN T ION C EN T ER

REGISTER NOW at PLASTECWest.com/AMBA
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Use promo code AMBA
for free expo registration

What people

are saying...
AMBA’s MRO Program with Grainger makes it easy
to get the best prices on all of our supplies – without
unnecessary effort spent on comparison shopping. Grainger
helps us keep up with the high demands of our operation by
saving us time and money – it’s that simple.”
– Ken Glassen, Kaysun Corp.

Grainger offers AMBA members signiﬁcant discounts off
13 categories, including:
•
•
•
•

Motors
Safety (people)
Electrical
Safety footwear

• Power transmission
• Safety (facility)
• Hand tools

• Material handling
• Abrasives
• Power tools

• Lubrication
• Welding
• Machining

Members also receive a discount off all other Grainger catalog
and online products, as well as FREE shipping (restrictions apply).

Start saving with

today!

Visit www.amba.org
Grainger hotline: (888) 326-8605
Other freight charges will be incurred for such services as expedited delivery, air freight, freight collect, sourced orders, export orders, hazardous materials, buyer’s carrier, shipments outside the contiguous U.S. or other special
handling by the carrier.
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Webinar: Understanding Violence in the Workplace Today, Dec. 3, www.amba.org/events
Webinar: Peer Networking for Senior Leaders, Dec. 5, www.amba.org/events
Webinar: Peer Networking for HR, Dec. 5, www.amba.org/events
Webinar: Toxic Substances Control Act (TSCA) Reform: An Update on Implementation
and Hot Topics, Dec. 12, www.amba.org/events

FEBRUARY 2019
PLASTEC West, Anaheim Convention Center, Anaheim, California, Feb. 5-7, www.plastecwest.com
Webinar: State of the Mold Building Industry, Feb. 19, www.amba.org/events
AMBA Leadership Summit 2019, St. Kitts, Feb. 27-March 3, www.amba.org/summit

MAY 2019
AMBA Conference 2019, Itasca, Illinois, May 8-10, www.amba.org/events
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- 3D CAD Available
- 58,000 Combinations
- Interchangeable Plates
- Finish Ground ±.001”
- P20, #3 Steel A, B & AC Plates
- Guided Ejection Optional
- Center Hole Optional
- 420 Stainless Steel Series Available
- Ships Same or Next Day

Coming to You,
Fast, Flexible & Precise
DME XPress™ Mold Bases
DME the originator of “the Standard” mold base, has a
NEW off-the-shelf mold base with high tolerance,
interchangeable plates available in over 58,000
configurations and ships immediately through our
DME Speed™program. Visit our eSTORE and check out
our NEW XPress mold base configurator.
DME XPress Mold Bases
Now available in:
XPress A-Series
XPress B-Series (NEW)
XPress SS-Series (NEW)
& XPress PLUS
(“PLUS”= additional machining services)
(“SS”= Stainless Steel)

DME, your Mold Technology Solutions Provider.
Contact us for your next molding project.
Call toll free at: 800.626.6653
Or visit us at: store.milacron.com
Keyword search: XPress

