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MORE THAN 100 COMPANIES WERE NOMINATED IN

THIS YEAR’S QUEST TO FIND THE BEST COMPANIES

TO WORK FOR IN THE INDUSTRY. OF THEM ALL, 14

STOOD OUT FOR SPECIAL RECOGNITION. FIND OUT

WHAT MAKES THEM EXEMPLARY. By Tama Underwood
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BY NOW YOU’VE HEARD of
Yahoo CEO Marissa Mayer’s infamous
interoffice memo undoing the compa-
ny’s long-term acceptance of telecom-
muting. The decision affected hun-
dreds of Yahoo employees, who in
February had to choose between
unemployment and reporting to the
office each day. 

For years, Yahoo and the rest of
the brotherhood of big-name Silicon
Valley tech companies have used
perks such as telecommuting, free
food, bocce ball courts and on-site
eyebrow shaping as a means to
recruit and retain top talent. And it
has resulted in gaining many of them
high-ranking spots on mainstream
lists of the best places to work. 

Oddly, though, Mayer’s memo
heard ’round the world cites work-
place quality as the reason for the
change. It states: “To become the
absolute best place to work, commu-
nication and collaboration will be
important, so we need to be working
side-by-side. That is why it is critical
that we are all present in our offices.” 

These words triggered much
debate over whether or not working
from home is good for companies, for
employees, for working moms—
everyone had a point of view. But no
one had a definitive answer for the
long-term effects of allowing or disal-
lowing employees to office from
home. 

When this year’s crop of the indus-
try’s Greatest Companies To Work For
were selected, PPB thought it might
have the answer. After polling all 14
companies, the results were inconclu-
sive—fully half of those selected allow
at least some employees to work at
home, while the remaining half
requires employees to be in the office
every day. 

So what qualities make a company
one of the greatest to work for in the
industry? It turns out it’s a hard-to-
define mix of culture, freedom
(including but not limited to working
from home), respect and recognition.
Still not sure you understand? Meet
this year’s honorees and you’ll see.



ADG PROMOTIONAL
PRODUCTS
UPIC ADGPROMO
CATEGORY SUPPLIER
HEADQUARTERS
ST. HUGO, MINNESOTA
EMPLOYEES 300
ESTABLISHED 1965

Why employees love it—
Employees play a part in
developing their roles
and job descriptions.
“I’ve had a pretty direct
say in what my job and
responsibilities are and
where my time is spent
most effectively,” says
Joshua Russell, website
artist and layout editor
for ADG. “I love this
because I’m overseeing
the development of my
skill set, customizing it to
what I believe is most
important.”

How it celebrates success—
Parties, happy hours,
lunches and gift cards
are typical at ADG, and
the company also

rewards individuals with
trips to industry trade
shows and other events.
“We have many ways of
celebrating our successes,”
says Mary Kay Anderson,
who has worked for ADG
for 16 years. “We cele-
brate our success as a
team and learn from our
shortcomings in the
same manner—as a
team.”

What makes it the best—
Everyday is casual day at
ADG, but the culture
doesn’t support lazing on
the job. “Even when there
is a maelstrom of techni-
cal difficulties, customer
worries or other uncom-
mon problems, every-
body is still focused on
getting the job done
quickly and effectively,”
Russell says.

Tip for building a better work-
place—Develop inside tal-
ent, hire smarter, remove

bureaucracy, let people
make and be responsible
and accountable for deci-
sions. Always ask, “Is
there a better way?”

CULTURE AT A GLANCE

“We all have fun doing
our jobs, but at the end
of the day it’s about
achieving what we set
out to do.”

->->->->->->->->->->->->->->

ALLEGRA PRINT &
IMAGING 
UPIC allegra
CATEGORY DISTRIBUTOR
HEADQUARTERS
LITTLE ROCK, ARKANSAS
EMPLOYEES 23
ESTABLISHED 1991

Why employees love it—
Allegra Print & Imaging
encourages employees to
strive and help cus-
tomers get what they
need when they need it.

Everyone trusts each
other to make good deci-
sions and relies on one
another for advice and
insight. In addition, the
company contributes
more than $15,000 each
year to nonprofit organi-
zations through in-kind
donations. 

How it celebrates success—
Rewards at Allegra often
take the form of company-
sponsored dinners or
heartfelt thanks. The
company also shows its
appreciation through
cash bonuses and
improving the work envi-
ronment. 

What makes it the best—
Allegra’s management
treats staffers honestly
and with respect, says
Rich Wiebe, creative
services manager at the
company. “Employees
have input on how things
can be done better and
are included in the
knowledge of how we as
a company are doing
financially and in the
field.”

Tip for building a better work-
place—Grant team mem-
bers ownership of their
projects and treat them
with respect. 

CULTURE AT A GLANCE

“As much as it may be
said in many places, at
Allegra we truly are a
small family.” 

->->->->->->->->->->->->->->
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The team at ADG Promotional Products
enjoys a casual dress code and is known
for being calm and collected.
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AMERICAN AD BAG
UPIC ADBAG
CATEGORY SUPPLIER
HEADQUARTERS
WOODSTOCK, ILLINOIS
EMPLOYEES 150
ESTABLISHED 1992

Why employees love it—Aside
from a casual work envi-
ronment that feels like
family, employees at
American Ad Bag say the

company genuinely cares
about its workforce.
“They sponsored a
‘biggest loser’ contest,
donating money and
prizes to help all of us
establish a healthier
lifestyle. I have never
seen this done before,”
says American Ad Bag
Material Manager
Michael Cross, who lost
16.8 percent of his body

weight in the contest and
walked away with $1,800.

How it celebrates success—
When employees go
above and beyond at
American Ad Bag, they
are often recognized
through profit sharing,
lunches made from
scratch by the owner or,
says one nominator
who’s been there six

years, applause through-
out the office. 

What makes it the best—“It
isn’t like working in a
strict, military-style
office,” says Gary
Semrow, son of the
owner and an employee
for 17 years. “Ideas and
hard work are greatly
rewarded.” Others agree,
saying it’s what the com-
pany doesn’t do that
makes it stand out.
“There is no pointing fin-
gers and no constant
reminder that an error
was made; we fix things
and move on,” says
employee Diane
Schreiber. “American Ad
Bag is the only company
I’ve worked for in 42
years that I can say that
about.” 

Tip for building a better work-
place—In a word: empow-
erment. “While we strive
to get every job completed
without a glitch, manage-
ment recognizes this
doesn’t always happen,”
says Julie Licona, credit
manager/health and
wellness director. “So
instead of a distributor
going to an American Ad
Bag manager to get a
problem solved, cus-
tomer service is author-
ized to make it right.”

CULTURE AT A GLANCE

“A close-knit group, the
majority of which has
been with the company
for five-plus years, that
works well together.”

->->->->->->->->->->->->->->

The 23 staffers at Allegra
Print & Imaging are a close-
knit family. In 2012, the com-
pany was named Business Of
The Year for firms with fewer
than 25 employees by
Arkansas Business magazine.

Staffers at American Ad Bag say the company really cares about its employees. It recently spon-
sored a “biggest loser” contest to encourage team members to adopt healthier habits.
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AMERICAN 
SOLUTIONS FOR
BUSINESS
UPIC AMER0005
CATEGORY DISTRIBUTOR
HEADQUARTERS
GLENWOOD, MINNESOTA
EMPLOYEES 550+
ESTABLISHED 1981

Why employees love it—The
No. 1 reason sales reps at
American Solutions For
Business (ASB) love their
company is the autono-
my it gives them.
“Working for ASB gives
me the ability to be my
own boss and run my
business the way that fits
for me,” says nominator
Jan Barrett. Others say
the company, which
offers an Employee Stock
Ownership Plan (ESOP),
allows freedoms that only
entrepreneurs enjoy. “It’s
like running my own
company, but with all the
benefits of a large com-
pany behind me,” says
John McKune, who has

been with the company
for 13 years. 

How it celebrates success—
“The most notable is
when a note goes out
about someone’s success
and their peers go out of
their way to congratulate
them and cheer them
on,” says Tracy
Hernandez, an ASB
employee for 15 years.
Emails and write-ups in
the company newsletter
help spread word of
achievements, and twice
annually the company
hosts get-togethers to
recognize the best in
sales and operations. 

What makes it the best—
Admirable qualities at
ASB run the gamut, from
an open, fair and honest
culture to a generous
commission structure.
“Everyone truly cares
about the customers and
the other associates,”
says nominator Randall
Olson. “Salespeople are

treated like customers by
the internal support
team and company man-
agement, rather than a
necessary evil.”

Tip for building a better work-
place—“As a company
grows, it doesn’t have to
lose the personal or little
things that were impor-
tant in the beginning,”
says Faith Anderson,
director of communica-
tions/public relations,
“like remembering birth-
days, anniversaries,
acknowledging and shar-
ing in each other’s suc-
cesses and offering
opportunities to get
together for fellowship
and sharing.”

CULTURE AT A GLANCE

“We try to do the right
thing for the right rea-
son while being consis-
tent in how we sup-
port, care about and
share with each other.”

->->->->->->->->->->->->->->

ATLAS EMBROIDERY
& SCREEN PRINTING 
UPIC AtlasEmb
CATEGORY SUPPLIER
HEADQUARTERS
FORT LAUDERDALE, FLORIDA
EMPLOYEES 100
ESTABLISHED 2002

Why employees love it—
Insiders at Atlas
Embroidery & Screen
Printing say the atmos-
phere is so much fun that
workdays fly by.
“Everyone is courteous,
helpful and more often
than not walks around
Atlas with a smile on
their face,” says six-year
Atlas staffer Adam
Cohen. 

How it celebrates success—
Parties, birthday cakes
and monthly bonuses
based on company per-
formance are the norm at
Atlas. “We are always get-
ting rewarded (and that
means a whole lot),” says
nominator Siggy Rivas.
Simple thank-you’s are
also given with every
paycheck.

What makes it the best—
Staffers at Atlas say the
work environment is fun,
safe and relaxed. “[Owner
Michael Lombard] makes
us feel so comfortable
and relaxed at work,” says
nominator Kimberly
Gardella. “I do not get
scared to go up and talk
to him when there is a
problem.” 

Tip for building a better work-
place—“Try different
ideas and not a follower

THE GREATEST COMPANIES TO WORK FOR

American Solutions For Business’s leadership team is beloved for granting autonomy to its
employees. From left are: Bill Johnson, vice president of supply chain management; David Del
Zoppo, vice president of finance and accounting; Katie Hallstrom, human resource manager; Glenn
Miller, vice president of integrations/operations; Larry Zavadil, founder and CEO; Justin Zavadil, vice
president of sales/vendor relations; Kim Hoffmann, human resource manager; Wayne Martin, vice
president of strategic operations support; and Mike Pfeiffer, vice president of information systems.
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be,” says Owner Michael
Lombard. “Ownership of
a job without microman-
agement is instrumental
in a successful organiza-
tion.”

CULTURE AT A GLANCE

“A sense of family, fun
and trust within the
work environment
ensures loyalty,
longevity and hard
work. Our people are
stakeholders and part-
ners in our company.” 

->->->->->->->->->->->->->->

BULLPEN 
MARKETING 
UPIC BULLPEN
CATEGORY DISTRIBUTOR
HEADQUARTERS
HOUSTON, TEXAS
EMPLOYEES 13
ESTABLISHED 1997

Why employees love it—
Employees at Bullpen
Marketing say the company
embraces individuality
and fosters creativity.
“Bullpen encourages each
of us to come up with our
own ideas and input for

each project,” says staffer
Lindsey Bowsher.
Employees are given con-
stant access to innovation
tools such as gigantic
white boards and Red
Bull, and no idea is a bad
one. “I feel comfortable
being open and honest
with my colleagues with-
out fear of being made
fun of,” adds Bowsher.

How it celebrates success—
“The part I like is that
company successes don’t
always mean company

sales,” says four-year
employee Suzi Senna.
“We congratulate
employees who volunteer
for a cause they believe
in. There are pats on the
back after a lot of team-
work and effort for put-
ting on a showcase or
client event.” Bullpen’s
team also celebrates
birthdays, work anniver-
saries and even wed-
dings.

What makes it the best—
Those behind the wheel

at Bullpen don’t take
themselves too seriously.
Staffers say the executive
team isn’t above per-
forming menial tasks
such as filing or empty-
ing recycling bins. “We
always hold ourselves
accountable for things
that go wrong, says
Senna. “It’s refreshing to
work for a company with
morals and values I share
in my personal life.”

Tip for building a better work-
place—Work hard. Play
hard.

CULTURE AT A GLANCE

“Not only do we think
of our coworkers as
family, we consider
most of our clients to
be our friends. Our cul-
ture is very casual, but
always remains profes-
sional.”

->->->->->->->->->->->->->->

Employees at Atlas Embroidery & Screen Printing describe the
atmosphere in the office as fun and happy. Says one staffer: “I love
going to work because it feels like I’m working with family and friends.”

The team at Bullpen Marketing celebrated the company’s
Sweet 16 in April with a client happy hour.
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CLUB COLORS BUYER 
UPIC CLUBCO
CATEGORY DISTRIBUTOR
HEADQUARTERS
SCHAUMBURG, ILLINOIS
EMPLOYEES 60+
ESTABLISHED 1992

Why employees love it—“I
matter,” says Jason Heiss,
who has worked at Club
Colors Buyer for three-
and-a-half years. “The
management team val-
ues and truly cares about
the employees.” Heiss
recalls a time when com-
pany management
ordered takeout and
organized an impromptu
lunchtime get-together
when a winter storm
made roads too treacher-
ous to venture out.

How it celebrates success—
High-fives are prevalent
in the office, which cele-
brates all wins regardless
of their size. Contests
with cash awards and
other fun prizes motivate
the sales team, and “Fun
Fridays” mark the end of
each week with lunches,
casual attire and fun
activities. 

What makes it the best—
Staffers say daily team
meetings and ongoing
professional develop-
ment make Club Colors a
standout company.
“Employees are encour-
aged to share their suc-
cesses and failures,” adds
Heiss. “Club Colors cre-
ates and values a team
environment.”

Tip for building a better work-
place—Allow your team

to share in the creation of
your offering. This buy-in
will ensure your cus-
tomers are heard.

CULTURE AT A GLANCE

“Its competitive edge is
a result of the team’s
creative approach to
servicing customers. We
encourage each team
member to play a part
in the collective success
of the company.” 

->->->->->->->->->->->->->->

ePROMOS
UPIC EPROMOS
CATEGORY DISTRIBUTOR
HEADQUARTERS
NEW YORK, NEW YORK
EMPLOYEES 107
ESTABLISHED 1998

Why employees love it—“Many
companies are afraid of
change and discourage
individuality,” says staffer
Stephanie Cofell.
“ePromos understands
that if someone has an
idea, that means they 

were inspired, and they
embrace that.” The com-
pany is also open to
telecommuting, with 19
employees working
remotely full-time. 

How it celebrates success—
Contests, shout-outs,
cash prizes and catered
lunches and parties are
just some of the ways
ePromos practices posi-

tive reinforcement.
“When you are success-
ful, you know it,” says
Debra McCance, who has
been with the company
four years.

What makes it the best—
ePromos team members
say the company makes
them feel as though they
belong. “There is a power-
ful feeling of acceptance,”

Staffers at Club Colors Buyer celebrate the re-opening of the
firm’s revamped warehouse and screen printing operation. 

Team members at ePromos leap in unison at the
company’s St. Cloud, Minnesota, sales office, which
opened in 2011. ePromos is based in New York City. 

“ePromos understands that if
someone has an idea, that
means they were inspired,
and they embrace that.”
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McCance says. “When
you have a complaint or a
problem, you are listened
to and treated with
respect, with a resolution
and change where possi-
ble. My vote counts here.”

Tip for building a better work-
place—Make it fun for
people to do their jobs.
One of our core values is
that it doesn’t have to feel
like work.

CULTURE AT A GLANCE

“We work hard, and we
have fun together.
There’s a real sense of
community here.”

->->->->->->->->->->->->->->

EVANS 
MANUFACTURING,
INC. 
UPIC EVANS
CATEGORY SUPPLIER
HEADQUARTERS
GARDEN GROVE, CALIFORNIA
EMPLOYEES 135
ESTABLISHED 1983

Why employees love it—
Employees at Evans
Manufacturing, Inc. have
a tendency to stick
around and say it’s the
company’s emphasis on
up-to-date equipment,
willingness to provide
training and tools for
staffers with disabilities,
and dedication to mak-
ing the workplace fun

that keep them onboard.
“We’re like Hotel
California. Employees
check in, but they never
check out,” says Jim
Schneiderman of Evans
Manufacturing, Inc. 

How it celebrates success—
Food plays a prominent
role in rewarding staffers,
with potluck lunches,
outdoor barbeques and
custom coffee drinks
made in-house as part of
the company’s recogni-
tion program. Other
times, individuals are
awarded with promotion-
al products or cash.

What makes it the best—
“Evans is always willing
to help me professionally
and personally,” says

Danel Lauder, a 22-year
employee who is deaf.
“After meetings, my
supervisor meets with
me one-on-one to make
sure I understand every-
thing that was covered.
They have also provided
Wi-Fi so I can use my
laptop to make or receive
phone calls.” 

Tip for building a better work-
place—If you focus
employees on perform-
ance aimed at the cus-
tomer and encourage
them to be creative and
resourceful, you can
come up with some really
great things. It’s sup-
posed to be fun. 

CULTURE AT A GLANCE

“We take a creative
approach to all aspects
of our business—we try
hard not to be just like
everyone else.”

->->->->->->->->->->->->->->

GEMLINE
UPIC GEMLINE
CATEGORY SUPPLIER
HEADQUARTERS
LAWRENCE, MASSACHUSETTS
EMPLOYEES 320 (U.S.) 
100 (CHINA)
ESTABLISHED 1958

Why employees love it—“It is a
culture of continuous
improvement,” says 29-
year Gemline veteran
Debbie Downie. Others
agree, saying the company
constantly strives to
improve work processes,
morale, and training and
professional develop-
ment. “There is a con-
stant vibe in our organi-
zation that leads people
to bringing their personal
best every day,” says
nominator Susan
Kamacho, human
resources business part-
ner manager.

How it celebrates success—
Small achievements are
recognized daily through
emails, cheers or 

The culture at Evans Manufacturing, Inc. plays a huge role in the
company’s high employee retention rate. Says one staffer: “I feel just
like Dorothy in the ‘Wizard of Oz.’ ‘There’s no place like Evans.’”

Meet this year’s Greatest
Companies and check out
their staff-made videos at
pubs.ppai.org. 
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applause. Kudos for big-
ger accomplishments are
extended via organized
events such as lobster
bakes, Continuous
Improvement (CI) Day, in
which everyone shares
with each other what
they’ve done during the
year, and Employee
Appreciation Week, in
which a daily activity
says “thank you” to the
team.

What makes it the best—
Employees like that the
company offers freedom
to learn and grow, says
staffer Marcia Talbot.
“We are encouraged to
learn something new
every day, and do,” adds

staffer Moira Gaudet.
“We embrace new tools
and ideas and are never
afraid of failing.” 

Tip for building a better work-
place—The recipe to a
great company lies in

each and every person
who works for it, and we
have superb people—
they share their opinions
and ideas, engage with
each other to bring them
to fruition and then we
share in our successes. 

CULTURE AT A GLANCE

“Our culture is based on
a foundation of strong
values and engaged/
empowered associates
who are consistently
focused on continuous
improvement of self and
processes. Through this
culture, we are able to
attain a strong respect
for each other and an
alignment of our
processes that provides
value to each of our
associates and our cus-
tomers.”

->->->->->->->->->->->->->->

IMPERIAL
MARKETING 
UPIC IMPE0001
CATEGORY DISTRIBUTOR
HEADQUARTERS
SOUTHFIELD, MICHIGAN
EMPLOYEES 114
ESTABLISHED 1984

Why employees love it—
Everyone genuinely cares
about each other’s well-
being and personal suc-
cesses. “Imperial cares
about its employees and
provides an engaging
atmosphere where your
opinion matters,” says
Julie Russell, account
director for Imperial
Marketing. 

How it celebrates success—
Employees at Imperial

Gemline’s culture promotes continuous learning and improvement in
both company processes and employees’ professional development. 

Some staffers at Imperial Marketing have worked for the company for
more than 20 years, forging lasting friendships along the way.

“We are encouraged to learn
something new every day, and do.
We embrace new tools and ideas
and are never afraid of failing.” 
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are praised for jobs well
done and goals reached
on a daily basis.
Management provides
snacks weekly, and
department lunches and
year-end monetary
rewards recognize
employees for their roles
in the company’s success.
Employees also receive
sporting event and con-
cert tickets for their dedi-
cation and hard work.

What makes it the best—
Those who work at
Imperial Marketing say
the management team
provides employees with
the tools they need to
reach their personal
goals—and it’s just a nice
place to work. “[It’s] a fun
environment,” adds
Russell. 

Tip for building a better work-
place—Treat your
employees well. Make
their work environment
aesthetically comfortable
and praise them when
appropriate. A little com-
pliment boosts morale
and only takes a few sec-
onds.

CULTURE AT A GLANCE

“Imperial Marketing is a
family-oriented compa-
ny providing a friendly
and fun environment in
which to work.”

->->->->->->->->->->->->->->

MID-NITE SNAX
UPIC midnight
CATEGORY SUPPLIER
HEADQUARTERS
MINEOLA, NEW YORK
EMPLOYEES 80
ESTABLISHED 1991

Why employees love it—
Almost all of those nomi-
nating Mid-Nite Snax
agree that the company
fosters a friendly, family-
focused atmosphere.
“[It’s] family oriented,
understanding and inter-
ested in what is going on
in their employees’ lives,”
says five-year staffer
Diane Schaffer. Frank
Hayes and Ruth Smith are
impressed by how the
company listens to
employees’ ideas and acts
on them. “While they do
not demand perfection,”
says Smith, “they instill a

Staffers at Mid-Nite Snax love more than just the company’s deli-
cious snack foods—they say it’s a fun and welcoming environment
in which to work.

This Year’s 14 Honorees
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desire to do your best at
all times by standing
behind their employees.”

How it celebrates success—
Accomplishments at
Mid-Nite Snax are
rewarded with Kudos
candy bars. At year’s end,
the employee with the
most “kudos” wins a flat-
screen TV. Other celebra-
tions include Halloween
parties, bowling parties
and summer barbeques.

What makes it the best—“The
owners take so much
pride in their business,”
says Margaret Dengler,
the company’s marketing
director. “Both owners
are here before anyone
else every morning and
stay later than everyone
else. They care about
their employees and their
well-being, expressing
concern if you are out
sick rather than being
annoyed.”

Tip for building a better work-
place—Appreciate your
employees and acknowl-
edge those who go above
and beyond, even if it’s
just verbal. Feeling
appreciated can go a long
way.

CULTURE AT A GLANCE

“Our company culture
is to do whatever it
takes to make it hap-
pen for the customer,
including staying late
and working on week-
ends, while maintain-
ing a fun and enjoyable
atmosphere for our
employees.”

->->->->->->->->->->->->->->

PINNACLE DESIGNS
UPIC PINNACLE
CATEGORY SUPPLIER
HEADQUARTERS
SAN FERNANDO, CALIFORNIA
EMPLOYEES 53
ESTABLISHED 1980

Why employees love it—“As
Sister Sledge sang, ‘We
are family.’ The owners
treat everyone as an
equal, and we are a team,”
says Julie Ditchik,
Pinnacle Designs’ director
of sales and marketing. 

How it celebrates success—
Once a staff member
reaches 15 years at
Pinnacle, the company
hosts an informal cere-
mony in the office where
the owners share memo-
ries and the staffer gives
a speech. The company
has also been known to

“Both owners are here before
anyone else every morning and
stay later than everyone else.
They care about their employees
and their well-being, expressing
concern if you are out sick rather
than being annoyed.”

A Look Back
2013 marks the third year for PPB’s Greatest Companies
To Work For. Here’s a look at past honorees. 

2012
Akran Marketing
Ariel Premium Supply, Inc.
BrandVia Alliance, Inc.
Commotion Promotions, Ltd.
HALO Branded Solutions
iClick
Jack Nadel International
JournalBooks/Timeplanner Calendars
PSA Worldwide Corp.
Raining Rose, Inc.
Spartan Promotional Group, Inc.
Sunflower Marketing, Division of M-C Industries, Inc.

2011
Ash City
Indoff, Inc.
Mercury Promotions & Fulfillment
National Premium
Pinnacle Promotions, Inc.
SanMar
Sonic Promos
The Book Company
Tic Toc
Walker-Clay, Inc.

Who Are The Industry’s
Best Bosses?

On the heels of identifying the industry’s best
companies to work for, PPB is starting its
annual search for the industry’s best bosses.
We’re looking for some of the most respected
people managers out there—those who lis-
ten, set good examples and help their subor-
dinates achieve their top-level performance.
If you consider your boss among the indus-
try’s best, send in your nomination before the
July 12 deadline.

Nominations for the PPB 2013 Best Bosses
open June 25. Find the link at pubs.ppai.org.



J U N E  2 0 1 3    P P B    59

THE GREATEST COMPANIES TO WORK FOR

stage carnival- and casino-
themed parties at the
office.

What makes it the best—
Everyone at Pinnacle has
a passion for what they
do. “I cannot work for a
company I am not pas-
sionate for, and ask any-
one who knows me … I
am addicted to Pinnacle
Designs,” Ditchik says. 

Tip for building a better work-
place—Treat everyone as
an equal. From the ware-
house and shipping
department to the sales
and marketing group,
emphasize the fact you
are a team who works
together to create fine
relationships and prod-
ucts.

CULTURE AT A GLANCE

“We focus on creating
and implementing
innovative new ideas
and products.” 
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Why employees love it—
Employees at Talbot
Marketing Canada are
given the freedom to
work independently, but
they’re not left out in the
cold. “Our managers take
time for questions so
each employee feels they
are part of the process,

and often part of the
solution,” says recently
retired Talbot veteran
Karen Northgrave, who
spent 35 years at the
company. 

How it celebrates success—In
2011, when Talbot cele-
brated its 125th anniver-
sary, the company made
its employees a part of
the celebration by creat-
ing contests in which
staffers competed for one
of four cross-Canadian
trips. An all-expense-paid
Caribbean cruise for
sales reps and select
internal staff marked the
end of the year. Profit
sharing and holiday cele-
brations are also used as
staff rewards.

What makes it the best—
Staffers say Talbot looks
after its employees with
full benefits, including a
fully funded pension pro-
gram in addition to a

retirement savings plan.
“It’s unheard of to have
two pension programs
within one organization,
and one of those fully
funded,” adds
Northgrave. 

Tip for building a better work-
place—Listen to your
employees. Share with
them everything that is
happening in the company,
and don’t work in silos.
You need everyone
pulling together and

working collectively,
albeit differently, to meet
the overall companies. 

CULTURE AT A GLANCE

“Talbot cares about
each and every person
associated with the
company. We work to
accentuate everyone’s
strengths.”

Tama Underwood is an
associate editor for PPB.

The 53 employees at Pinnacle Designs go on group outings to malls and bowling
alleys, and the annual Halloween party is one of the year’s highlights for staff.

Canada’s Talbot Marketing is in its 127th year, making it the
oldest on this year’s list of honorees. 

ppb


