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Bob Payne
Printcrafters inc., WinniPeg
By NaNcy BOOmER

There’s a palpable energy in the voice of Bob Payne, presi-
dent and CEO of Winnipeg-based Printcrafters Inc. that 
gives one the immediate sense that he is a man on a mis-

sion. And his mission is ambitiously simple—to create a $1 billion 
printing company.

“I’ve always been driven, always pushing myself harder,” says 
Payne. “I’ve learned that, to succeed in this business, you have to 
persevere more than the people who are trying to stop you.”

The 42-year-old Payne is a third generation commercial printer 
who learned the business from his father and grandfather. An appar-
ent natural, he spent most of his high school years working the mid-
night shift at the former Canadian Publishers (since acquired by 
Transcontinental Printing Inc.), learning everything from binding, 
stripping, presswork and sales. He also played junior hockey during 
that time, a sport he believes has helped him succeed.

“Playing hockey has really been a big contributor to my print-
ing career,” says Payne. “It taught me how to work effectively as 
a team, about passion, hard work and pushing yourselves hard 
toward a common goal.”

As team captain, Payne has led Printcrafters from a start-up oper-
ation with 11 employees in 1996 to the $28 million, employee-
owned company with 180 staff members that is today. He believes 
the company is on track to surpass the $100 million mark within 
the next five years. He predicts company growth will accelerate over 
the next decade, ultimately leading them to their $1 billion goal.

In the past few years, Printcrafters purchased Westcan Printing 

Group, Dave’s Quick Print and the business book of Kildonan 
Printing (2002) Ltd. And Payne’s company acquired GB Graphics 
this past March. The operation has grown from a local sheetfed 
printing company to a major commercial printing operation, spe-
cializing in the production of books and magazines for some of the 
largest publishers in the world. 

The tremendous growth of Printcrafters has altered Payne’s role 
over time, but he says he still “has a finger on the company’s pulse—
just from a greater distance.”  

Back in the day, Payne routinely worked 15- to 16-hour days. And 
while that drive is still very much alive, he has recruited a top-notch 
management team to take care of the daily operations, while he now 
spends more time planning strategy for the bigger picture. 

“In a sense, I’m still a hands-on manager because I still see a 
copy of every docket and every cost sheet that goes through the 
company,” says Payne, noting his tough-but-fair approach. “But 

my management team prides itself on problem solving, so I don’t 
need to be involved in every aspect of the operation as I was when 
we first started out.”

Payne says the commercial printing business is fraught with “lots 
of challenges, lots of stress and lots of pressure,” but his competi-
tive nature wouldn’t have it any other way.

“In this industry, you need to have very, very thick skin and you’ll 
have to put your life, your family, everything on hold for about 10 
years—and then you still might not make it,” says Payne. “Once 
you jump into this, you’re all alone. You have to meet the expecta-
tions of your staff, shareholders and customers, and making just 
one big mistake could put everyone out of work.”

“But I really like it. And if you really like what you do, it’s not 
work—it’s a way of life.”

“If you really like what you do, it’s not 

work—it’s a way of life.”


