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It almost seems anachronisticto use the term automation in
this century; however, auto-

mated data collection tools have
made a significant difference in
the way dealers provide service
and track service performance.
Admittedly, this task has been
automated for some time now,
but with the emergence of the
cloud and new services such as
MPS and Managed IT, automat-
ed data collection has become
increasingly important to a deal-
er’s service operations, and by
extension, sales. 
Let’s take a look at a group of

solutions providers who special-
ize in various forms of data col-
lection, focusing on what’s new
in terms of new solutions or
enhancements to existing solu-
tions; why dealers choose their
solution over others on the mar-
ket; and what kind of return on
investment dealers who imple-
ment their solution can expect. 

BEI Services
What’s new? 
BEI Services has been finishing
the development of API program-
ming interfaces for ECi’s OMD,
Lacrosse, and e-automate soft-
ware with the intent of making
data extraction from those pro-
grams more convenient. “This
will allow us to grab the data
whenever we need it from the
client so we can relieve their IT
staff from the job of sending it to
us, as well as change time frames
and how frequently we collect
data,” explains BEI Services
Founder and President Wes
McArtor. “The client still con-
trols whether or not we have
access, but this gives us the

option to poll their systems on 
a regular basis.” 
Earlier this year BEI Services

completed their integrated user
interface for the Overstock Parts
Network (OPN). BEI’s Advanced
Inventory Management (AIM)
product offers dealers a quick
view and understanding of their
inventory, and allows them to bet-
ter identify their aged and obso-
lete parts inventory. “We’re find-
ing that this is a huge problem in
the parts department where deal-
ers have 25, 30 or 40 percent of
their inventory that hasn’t been
touched in two years or more,”
reports McArtor.  
BEI Services is also creating

accountability tools that will help
management gain better control
over the service side of the deal-
ership. “Many dealers have more
parts in inventory than they need
because somebody is ordering
more than necessary or isn’t ana-
lyzing whether anybody will ever
use that part,” states McArtor.
“So they cling to it even after
they no longer have the equip-
ment in the field that can use it.
The tools we’re building will help
the parts manager be accountable
by asking, ‘Your usage dictates
you only need one, but you’re
buying five? Why is that?’” 

Why do dealers choose BEI
Services? 
“The key for every dealer is 
to continue to stretch their mar-
gins and service efficiencies,”
responds McArtor. “As efficient
as every dealer thinks they are,
without our data they really don’t
know. If the goal is to increase
margins, one way to do that is 
to decrease the amount of money
you’re spending on inventory and

how much obsolescence you’re
writing off.”
AIM and OPN are two com-

pelling reasons why dealers
choose BEI, and once the API’s
are completed, McArtor feels 
that this will bring more value 
to dealers. “Because their parts
department typically isn’t run by
someone with a lot of logistics
experience, we can be a big asset.
Once we get their inventory
issues straightened out, we can
start talking to these dealers
about our mainline products,”
says McArtor. “Once that hap-
pens we’ll be buying more inven-
tory, which will increase the
opportunity for them to save
money buying from the Over -
stock Parts Network.” 

What kind of return on invest-
ment can dealers who implement
your solution expect? 
“We have a worksheet where

we show them,” says McArtor.
“There are only two ways they’re
going to make more money in
service—reducing labor and parts
expenses. That’s it. If I want
more money or profit in service,
I’ve got to cut my labor or parts
expense, so the first calculation
we show them is how efficiently
they’re utilizing their labor. We
can make them more efficient by
either reducing head count or
allowing the growth of their rev-
enue base without adding head
count. Second, we’ll come back
with our Advanced Inventory
Management Process and ask
them how effectively they are
managing their inventory. If tech-
nicians are using too many parts,
that’s a problem. We can point
that out, and then show them how

What’s New in
Data Collection Solutions?
  

continued on page 24
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we can reduce the tech’s parts usage via
our technician incentive program (which
by the way has been reducing parts usage
on average 10% or more), and their parts
expense by buying from Overstock Parts
Network and eliminating obsolescence.”

ECi Software Solutions
What’s new at ECi?
This year ECi released an updated ver-
sion of e-automate, V 8.5. “In addition
we’ve had updated releases of e-info, and
our Remote Tech, and Remote Service
Manager products as well as a number 

of new partnership inte-
grations,” reports Brad
Sorenson, Director of
Development, Division 
of Service Technology at
ECi. “The bulk of what’s
new in V 8.5 is driven by
requests from our user’s
groups. Features such as
multiple contract overage
cycles as well as func-

tional features such as new direction field
level security in some of our core mod-
ules, allow them to control that data at
field level.” 
Over the next few months there 

will be another release of Remote Tech,
which includes initial support for offline
capabilities. “For techs that are out in the
field and can’t be consistently online this
gives them the ability to manage their
current call,” states Sorenson. “We’re
excited about that and also have another
release of e-automate that we’re planning
for this year along with a new product
offering later this year that’s focused 
on customer-centric service solutions as
opposed to equipment-centric solutions.”
Sorenson explains that this shift is 

necessary because the market is shifting
and ECi’s customers’ needs are shifting
towards more of a Managed Services
type of offering to compensate for agree-
ments and contracts with customers to
provide certain services for the customer,
not necessarily servicing a certain piece
of equipment. “Of course it encompasses
equipment but a broader array of services
as well,” states Sorenson.

Why do dealers choose ECi’s 
e-automate?
“Numerous reasons,” says Laryssa
Alexander, President, Division of Service

Technology for ECi.
“We have 18 years of
industry specific experi-
ence and proven prod-
ucts, and that puts us in
the position of being a
market leader. We not
only have a strong core
product, it’s also impor-
tant we’re surrounded by
other critical core solu-

tions like remote service, e-commerce,
and a customer service portal, analytic
tools, and CRM solutions. All of those
allow our dealers to have a well rounded
offering for their customers. 
We’re part of ECi Software Solutions,

which is a strong, profitable, stable com-
pany that continues to support our initia-
tives and drives strategic investments into
our division. We’re going to be here for
years to come, supporting our customers,
delivering solutions that will not only
help them now but will help them trans -
ition in so many markets such as what
Brad mentioned earlier, by offering more
customer-centric services, which is some
of the solutions we’ll be delivering.
When you look at all of that, that’s what
sets us apart from others—experience,
stability, and knowing we’re going to 
be here in the future.”   

What kind of return on investment can
dealers who implement your solution
expect?
“Depending on what people are looking
for and what they’re currently using and
where the dealership is coming from,
ROI can be incredible,” emphasizes
Alexander. “As hard as it is to imagine,
we still have dealerships that are running
on spreadsheets. They’re using multiple
software packages, one for accounting,
one for service, one for contracts; all that
means is there’s redundant data entry,
there’s a higher probability of inaccurate
information, and not having the ability to
do the analysis because everything is so
fragmented. By having one completely

integrated system it allows them to do
the same things with great efficiency
[and bring] real-time visibility into their
business. Even though it’s hard to set a
value on the ROI, there can easily be a
full-time employee or more that can now
be repurposed for more revenue-generat-
ing opportunities. I always think that the
bigger question for them is whether or
not you can afford not to have a solution
like e-automate in today’s competitive
environment.”

ECi FMAudit
What’s new at FMAudit?
“A reconstruction to our Central User
Interface with a modern look and feel
featuring increased user functionality and

simplicity,” responds
Kevin Tetu, VP of
Strategic Opportunities
and Partner Alliances for
ECi. “Along the same
lines we are revamping
our Adaptive Supply
Management (ASM)
module to include alert-
ing based on estimated

days remaining and have enabled auto-
mated supply order entry into ERP 
systems via ECi’s ESN technology.
FMAudit is bridging the gap between
MPS and MDS by offering our dealers 
a new strategic alliance with ROI Print
Manager for the industry’s first auto-
mated overlap of user and device data.” 

Why do dealers choose FMAudit?
“Being part of the ECi umbrella is valu-
able and significant for FMAudit and our
customers,” notes Tetu. “The relationship
provides us the unique opportunity to
offer priority access to integrations and
releases with sister products. We are 
able to offer unprecedented bi-directional
integrations with ERP systems and offer
flexible hosting options to accommodate
existing and new relationships. FMAudit
has a strong architectural platform and
reliable engine resulting in limited device
failure rates which allows us to continue
building on our already strong OEM
relationships.” 

New in Data Collection Solutions
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What kind of return on investment can
dealers who implement your solution
expect? 
“Because of our low upfront fees and
optional hosting infrastructures, in terms
of hardware and Internet bandwidth,
FMAudit is about one fifth the cost of
other solutions in the industry and our
customers can expect an eight-month
ROI,” concludes Tetu.

MWAi
What’s new at MWAi?
The key words when it comes to what’s
new at MWAi are SAP and FORZA. 

“Across the 20-year
history of MWAi, the
mission was to increase
efficiency and profitabili-
ty to the dealer in a very
competitive industry. We
focused on the service
organization and how to
help the dealer be more
efficient with service

calls, first call effectiveness, maximizing
the amount of service calls, etc.,” says
Gavin Williams, executive vice president.
“When we introduced SAP as an alterna-
tive choice, we quickly identified the
oppor tunities that were presented because
of stifled or limited technologies that in
one form or another dated back 40 years.” 
Williams explains that many dealers

typically have anywhere from 15-35 dis-
parate systems plugged into their central
business system. “There is no central
consolidation of information,” he notes.
“If your data is not consolidated, then how
do you know what needs to be addressed?
How do you know in real time if a
device or contract is profitable? It’s about
the management of the big data. SAP is
what brings that ability to the dealers
because, instead of having a separate
CRM program, a separate meter collec-
tion program, and a separate service pro-
gram, all of that information is rolled into
their central FORZA platform that han-
dles all those areas of business. Dealers
who go on FORZA with SAP can con-
solidate all of their systems into one.”
Williams adds, “SAP, FORZA, and

MWAi deliver to the dealer a centralized

point of data that is open source and can
be used internally or externally to drive
revenue.”  

Why do dealers choose MWAi? 
“Because of where they see their busi-
ness in the future; are they looking to get
into managed services, are they looking
to expand their managed print, are they
tired of the limitations in their infrastruc-
ture?” says Williams. “SAP is the most
installed ERP in the world with millions
of users. This benefits our industry by
providing the single most used analytic
engine driving the best companies in the
world. In today’s world auditing is not
only necessary, it is required. It is impor-
tant to have a GAAP-approved account-
ing system that follows normal account-
ing principles that dealers can stand on
because SAP is the most accepted ERP
in business today. This is the first plat-
form for the industry with sales, market-
ing, service, HR, warehouse, AP, AR and
con tracts built into the dealer’s platform.
Sales can now see what service is doing
and what the billing is doing. It increases
retention of existing customers and gives
dealers never before seen tools [for
processes] that they had to do manually,
which is now automated within the SAP
platform.”
Williams explains that MWAi intro-

duced SAP because it provided the best
framework for what the company wanted
to accomplish. “It was the only ERP 
that was open source, open architecture
that had solutions for best practices not
just in our industry but in all areas of 
the business. It’s not just about billing
copies. It’s also about all the components
around that—connected service, connect-
ed sales, the entire organization is con-
nected. Mobility for everybody is impor-
tant in today’s business, not just service,
but sales and everyone. It truly is by 
definition an ERP. Wikipedia ERP, and
compare what you have today, to what
MWAi FORZA delivers.” 

What kind of return on investment can
dealers who implement your solution
expect? 
“There’s two parts to ROI, hard costs and
soft costs,” explains Williams. “The hard
costs are straightforward; we add up

what every one of the dealer’s disparate
systems costs and provide them with a
straight cost comparison. Then you have
the soft costs. How many people does it
take to make a sale, deliver a sale, and
manage a contract? If you’re doing a
leasing deal in a legacy environment,
typically you have to input the same
information into many different systems
and the leasing company. With the leas-
ing integration you have automation all
the way from credit approval through
reconciliation. All of these processes are
tied into the soft costs and add up quick-
ly. How long and how much did it cost 
to close your quarter, your month, your
year, etc.? How much did it cost you for
that yearly outsourced accounting that you
have to go in and look at because you
don’t have a GAAP-approved system?”
Williams concludes, “Every dealer is

different but when you add up all the
costs and really dive into what the cur-
rent infrastructure costs, MWAi FORZA
provides the fastest ROI I have personally
ever seen of solutions.” 

PrintFleet
What’s new at PrintFleet?
“Our focus is on continuously improving
the performance and manageability of
our products, making them at once easier
to deploy and use and increasingly valu-
able in helping our customers drive com-

petitiveness and profit
improvement through
data-driven solutions,”
states David Morrow,
CCO. “Our development
roadmap is driven by
ease of use, data com-
prehensiveness and qual-
ity, end-to-end system
performance and relia-

bility, and our products’ overall utility 
in support of business-critical solutions
such as assessment, billing, supplies 
fulfillment and service management. 
“In keeping with this we have recently

made or are in the process of launching
significant improvements to our data 
collection agent, our user interface, our
core enterprise application and our suite
of Web services.”

New in Data Collection Solutions
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He identifies some notable initiatives:

Data Roll-up:
This enhancement dramatically reduces
the amount of system data needed to sort
through at any given time. This means
that data can be stored and retrieved
more efficiently and easily since the data
is a fraction of the size, without compro-
mising the usefulness of the information.
The data will be rolled up midnight to
midnight UTC. This ensures consistency
regardless of the time zone of the user 
or the device reporting data. 

Next Generation DCA:
The benefits of a new DCA to customers
will be significant, including:
•  more reliable and up-to-date device
data 

•  lower network and server loads
•  a simplified install, activation, and
configuration
• DCA always stays up to date

•  cross-platform support 
• on device options
• mobile

•  faster turn-around on device support
•  remote administration

Web Services:
PrintFleet Optimizer (PFO) has been
built on a foundation which includes
‘RESTful’ Application Programming
Interface (API), which enables external
programs to access data without having
to use its UI to do so. By empowering
multiple third party integrations Print -
Fleet is enabling choice for all of the
dealers/resellers to choose who they wish
to work with for supplies fulfillment,
billing, service, and other unique options,
such as PrintReleaf.

Why do dealers choose PrintFleet?
“See all of the above,” responds Morrow,
“plus our move to SaaS and subscription
pricing models, which have reduced the
cost of entry into a PrintFleet-based MPS
program, our deep engineering relation-
ships with the OEMs and our global
reach.”

What kind of return on investment can
dealers who implement your solution
expect?

“Many analysts as well as some of our
competitors quote ROI for successful
MPS programs,” says Morrow. “We think
that a 30 percent or more reduction in a
dealer’s cost base is definitely achievable
with the right tools, the right supply
chain relationships, and the appropriate
focus on true data-driven automation of
core business processes. That adds up to
a healthy ROI. When you add in win rate
improvements through enhanced compet-
itiveness in the market, ROI is further
enhanced.” 

Print Audit
What’s new at Print Audit?
“Facilities Manager V3 was released
February 5th, 2014,” says Rob Thiessen,
vice president of sales. “With this release
we incorporated new alerting options
which were designed to improve and
enhance the automation of supplies and
service tracking and delivery.”

The latest version of
Print Audit’s Managed
Print Services tool has 
a new alerting system
designed to help MPS
providers eliminate
meaningless alerts and
increase the efficiency
of their service and 
supply management 

programs. Facilities Manager remotely
collects meter reads, automates supplies
fulfillment, and reports service informa-
tion for managing fleets of printers,
copiers, and MFPs. 
The new alerting system is in response

to complaints from dealers about receiv-
ing too many raw, often irrelevant alerts
from the printers and MFPs. To eliminate
this, Facilities Manager V3 Smart Alerts
allow dealers to customize the way that
alerts are triggered and cleared through
the use of filters. 
In addition, Print Audit has released 

an update for the Print Audit Facilities
Manager Web portal. Facilities Manager
3.1.0R includes fixes for issues found in
previous releases of the software as well
as new reporting and alerting enhance-
ments.  The latest version offers several
toner change detection enhancements,

including the ability to detect if a toner
cartridge has been changed based on the
toner serial number for devices that pro-
vide it. The latest release also allows
users to view the toner level and device
life count before a cartridge was changed
in order to track if cartridges are being
replaced too soon. 

Why do dealers choose Print Audit?
“Print Audit has the number one MPS
Software in the industry according to
Buyers Laboratory,” states Thiessen.
“Print Audit also has tools that enable
office equipment dealers to do more than
just track and manage printers. Print
Audit has user management capabilities
that the other companies don't. The com-
bination of both device monitoring tools
and user management capabilities is 
crucial to understanding and managing 
a customer’s print in general, i.e. printers
don't print, people print!”

What kind of return on investment can
dealers who implement your solution
expect?
Thiessen points out that the ROI for
using Print Audit's systems comes from
several sources, including: 

1. Proactive management of customer
sites - To block out competition

2. Uncovering opportunities through
more comprehensive data capture -
More revenue per customer including
local print devices and additional
aftermarket revenue for software as 
a service to manage workflow

3. Better automation of supplies 
and service management - through
"Smart Alerts" that reduce man hours
required to manage data 

“You can’t underestimate ROI,”
emphasizes Thiessen. “[Our solution]
allows you to be proactive, which helps
uncover opportunities more quickly and
blocks out competition. It’s to prevent
another dealer from taking advantage 
of the knowledge that you didn’t know
there are five printers out of toner within
your customer’s environment and saying
to the manager that normally deals with
you, ‘We’ve got some remanufactured
cartridges we can give to you real cheap

New in Data Collection Solutions
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and give them to you now.’ These are the
things you want to avoid because you
want to know when your customers are
out of ink before they do or when their
printer is down before they do. Being
proactive gives you an edge over compe-
tition and allows you to uncover opportu-
nity. You can’t place a number on it, but
that is significant for all kinds of com-
panies whose sole revenues are coming
from services and supplies delivered to
that customer.”
Another source of ROI is the automat-

ing of processes. “These systems elimi-
nate the need for your customer to take
any steps whatsoever in managing their
printer fleet,” emphasizes Thiessen. “You
don’t have to send service reps on site to
diagnose an issue. You can diagnose prior
to going on site and equip them with all
the parts, eliminating a second trip to a
site with parts. That’s another way that
these solutions create efficiencies.” �
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Ten years ago, the U.S. 
supplies industry was in
the midst of rapid growth

and change. Demand for cheaper,
non-OEM cartridges exploded
across channels. Retailers includ-
ing consumer electronics outlets,
mass merchants—even pharma-
cies and grocery stores—devoted
more shelf space to the category
and office superstores along with
various distributors offered an
increasing selection of brands
and SKUs. Remanufacturers 
discovered that outsourcing pro-
duction to Asia, Latin America,
Eastern Europe, and other regions
could be more profitable than
manufacturing products in the
States and many began to shut
down lines and limit manufactur-
ing capacity. Consolidation was
also rampant, as established third-
party supplies vendors looked to
grow through acquisition, and
banks and other investors lined
up to put their money into the
white-hot industry.
All the frenetic activity began

to abate after a couple of years,
however. While industry consoli-
dation continued well into the
Great Recession, the blush was
off the bloom. With the exception
of office superstores, most retail-
ers removed third-party supplies
from their brick-and-mortar
stores and focused exclusively 
on selling OEM SKUs. Cartridge
consumption fell as print volumes
nosedived during the economic
downturn and some of the reman
industry’s most well-known firms
including Nukote and Rhinotek
floundered. Banks grew stingy
after the recession and most in -
vestors were no longer interested
in placing bets on the declining
hardcopy market. Unable to secure

operating capital, a number of
third-party supplies vendors were
forced to fold up their tents.
But, things appear to be chang-

ing again. Starting last year, the
third-party supplies industry has
shown signs that money is flow-
ing back into the space. Certain
large remanufacturing enterprises
including Clover and Turbon have
made key U.S. acquisitions over
the past 12 months. Likewise, the
ownership of some of the North
American industry’s leading dis-
tributors such as Densigraphix
and Printer Essentials have
changed hands. I have also heard
that similar moves are afoot in
other regions like Europe and
Asia and that some offshore
firms are investing to strengthen
their positions in the U.S.

The Clover-MSE Merger
The deal that has gotten the most
attention came at the start of the
summer when Clover Technol -
ogies, the world’s largest third-
party supplies vendor, announced
jointly with the second largest
remanufacturer in the U.S., Micro
Solutions Enterprises (MSE),
their plans to merge. For Clover,
mergers and acquisitions are not
new. According to a Wall Street
Journal article published in 2003,
Clover president Jim Cerkleski
was looking to expand by gob-
bling up smaller remans more
than ten years ago. Clover’s first
big deal came in 2005 when it
acquired the North American and
European divisions of Ricoh
Printing Systems America (RPSA)
marketing third-party supplies
under the Dataproducts brand 
as well as others.
After the Dataproducts pur-

chase, Clover went on to acquire

some well-known U.S. aftermar-
ket firms including Cartridges
Are Us, GRC, and more. The
company was growing organical-
ly as well as through acquisition
and had many large clients
including various Big Box stores
such as Staples. In 2010, Golden
Gate Capital, a private equity
group that owns such brands as
California Pizza Kitchen, Eddie
Bauer, and J. Jill, as well as
many others, acquired Clover.
Purchasing the West Virginia-
based reman West Point Products
along with Clover, Golden Gate’s
acquisition was a roll-up of sorts.
In 2008, West Point had pur-
chased Multi-Laser, one of the
larger Canadian remanufacturers,
and was among the top 5 reman-
ufacturers in the U.S. when
Golden Gate made its move. 
Clover has continued to grow

through acquisition. In April 2010,
the firm has acquired Redmond,
WA-based Pinpoint, which man-
ufactures compatible cartridges
and ribbons for postage machines.
In addition to its U.S. acquisi-
tions, Clover purchased Europe’s
TRS Group, a remanufacturing
concern consisting of TRS AG,
TRS Swiss, and Sakaar Printing
Design and Engineering. Clover
also bought the German remanu-
facturer K+U Printware GmbH
and its empties-collection sub-
sidiary, Collecture.  Clover has
demonstrated an affinity for emp-
ties brokers, purchasing two of
the largest in the U.S., Environ -
mental Reclamation Services
(ERS) and Office Products
Recyc ling Associates (OPRA),
along with Reclaim-it in the U.K.
Clover made other acquisitions
as well including Depot America,
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a provider of new and refurbished 
printer parts and printers along with
repair service and technical support and
more recently, the mobile-device recy-
cling firms, Full Circle Wireless and
Wireless Source.
I think MSE’s most recent acquisitions

were in 2007, when the company pur-
chased Laser Imaging International (LII)
along with LII’s sister company Perfect
Ink and the Greenman Group, which was
based in the U.K. Over the past couple 
of years, MSE has made key investments
in its existing infrastructure rather than
making purchases outside the company.
In 2013, the company, which is based in
Van Nuys, CA, opened a 25,000-square
foot facility in Pennsylvania and doubled
the size of its East Coast sales and dis -
tribution center. It also expanded its
European distribution operations with the
purchase of a warehouse and offices in
the central Netherlands. This year, MSE
added a warehouse in Johannesburg to
better serve markets in South Africa 
and Southern Africa.
The MSE acquisition should add

somewhere in excess of $100 million 
in revenue to Clover’s coffers and most
industry watchers agree that the firm is
doing over $1 billion worth of business
annually. Beyond the added revenue, I
think the real value of the merger will 
be revealed over time. 
If OEMs continue to secure general

exclusion orders from the U.S. Inter -
national Trade Commission, adding

MSE’s large manufacturing center in
Southern California will be of high value
to Clover, which currently has several
other ink and toner facilities in the U.S. 
I understand that Clover and MSE also
have some fairly large clients, including
certain OEMs that market remans, as well
as office superstores and other retailers.
These large customers will welcome the
news that Clover will be able to produce
more products in the U.S. rather than rely
on imports that could be stopped at the
border. For these larger customers, the
merger means less supply chain worries.
And, last but certainly not least, adding
MSE may at some future date allow
Golden Gate to take Clover public, which
is a move the industry has long expected.

Bad News? All Depends 
The merger of Clover and MSE will not
have a big impact on most U.S.-based
remanufacturers. These companies are
much smaller than their giant rivals and
they have had to compete with Clover
and MSE separately for years. The com-
bined companies may allow for improved
internal efficiencies and, thus, better
profits for Clover and MSE, but it is
doubtful it will give either company any
pronounced advantage against smaller
competitors that the individual firms 
did not possess prior to the merger.
While I expect it to be a non-event 

for small U.S. remans, the marriage of
Clover and MSE will be a concern for
large international remanufacturers based
outside of the U.S. The merger strength-
ens the position of both companies in
overseas markets especially in Europe,
where MSE will give Clover more mar-
ket share as well as improved logistics
capabilities. In addition to strengthening
both companies’ presence abroad, each
firm outsourced some of their cartridge
production to foreign suppliers, and com-
bining the firms’ manufacturing assets
will make the merged company more 
self sufficient. As a result, I think that
Clover and MSE’s suppliers will see
their orders cut once the two companies
are fully integrated.
I suspect that the company that will be

most affected by the Clover-MSE hook-

up will be Hattingen, Germany-based
Turbon Group. For the past several years,
the firm has been quite vocal in its inter-
est in the U.S. market. Turbon, which is
traded on the Frankfurt Stock Exchange
under the symbol TUR, has told its
investors that the company is investing 
to grow its share of the U.S. color mar-
ket. Forced to go toe-to-toe with Clover
and MSE will make gaining that share
more difficult for the German firm.
However, Turbon made a couple of key
acquisitions in the U.S. prior to the
Clover-MSE deal, which have already
provided it with more share of the U.S.
market and reinforced its position in the
region. The company is also adding new
executives to its management team who
are veterans in the U.S. market.

Turbon’s Purchases
In the second half of 2013, Turbon pur-
chased two well-known U.S. third-party
supplies vendors. In early September,
Turbon America, the U.S. subsidiary of
the Hattingen company, announced that 
it has acquired Clarity Imaging Technol -
ogies of Saddle Brook, NJ for an undis-
closed amount. Over the Christmas holi-
day, Turbon announced that it has pur-
chased the Woodland Hills, CA-based
remanufacturer International Laser
Group (ILG).
Clarity manufactures compatible toner

cartridges including those in its PageMax
line, which feature a patented technology
to deliver twice the yield of the equiva-
lent OEM cartridge. So-called extended-
yield or jumbo toner cartridges are popu-
lar these days and are being marketed as
ideal for managed print services (MPS)
programs due to the cartridges’ lower
page costs and user-intervention rates.
Prior to the Clarity acquisition, Turbon
offered extended-yield SKUs like those
in its Print Master Plus line, but not all 
of these cartridges offer twice the OEM
yield. Clarity’s compatible cartridges had
the added advantage of typically costing
significantly less to manufacture than
remanufactured cartridges, which should
provide Turbon with better margins than
remans, as well as a product that can be
priced more competitively.
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Turbon reached an agreement to pur-
chase ILG on Christmas Eve. Although
details of the acquisition were not 
disclosed, the firm issued an English-lan-
guage statement on December 27 saying
the sale was completed. ILG’s manage-
ment team has remained intact, and 
ILG continues to operate independently.
Turbon said purchasing ILG would help
it to grow total group annual “turnover”
(a.k.a. revenue) to €100 million ($139.5
million) and allow it to grow its share of
the North American market. The acquisi-
tion should help return Turbon to the
ranks of leading North American third-
party supplies vendors in terms of market
share and revenue. Prior to the recession,
Turbon began to lose share in the region
and the slide continued through 2011.
The acquisitions are bearing fruit, at

least in terms of Turbon’s top-line growth.
In April, the firm reported its preliminary
results for 2013 and provided guidance
for the current year saying, “We are plan-
ning a group turnover of over 100 mil-
lion euros and with an increase of pre-tax
profit in the group to more than 6.0 mil-
lion euros.” The goal seems ambitious
given the firm’s lackluster performance
last year. In fiscal 2013, Turbon’s consol-
idated revenue totaled €75.4 million, a
decline of 12.6 percent from the €84.9
million in revenue the firm recorded in
2012 and net profits withered. Now,
however, the German remanufacturer is
on track to hit its 2014 revenue target.
On May 14, Turbon reported its first-
quarter revenue more than quadrupled
compared to the same period in 2013,
jumping to €25.1 million this year 
compared to €6.3 million in the first
quarter of last year. The firm credited 
its Turbon America subsidiary and the
ILG acquisition for the revenue growth.
Turbon should also grow its sales in

the European market this year. On July 2,
The Recycler, a UK-based website and
monthly magazine that caters to Europe’s
third-party supplies industry, reported
that Embatex, an Austrian remanufac -
turer, and Turbon announced jointly 
that they have entered into a “long-term”
cooperation agreement. The two compa-
nies will cooperate in R&D and cartridge

development as well as other areas. In
addition, The Recycler said, “Embatex’s
management has decided to ‘transition’
its toner cartridge remanufacturing” from
its facility in Austria, to the Turbon plant
in Romania. The Embatex-Turbon agree-
ment is not a merger. Each company will
continue to operate separately, maintain-
ing different sales teams in their respec-
tive markets. By adding Embatex’s
remanufacturing, Turbon is expected to
produce approximately 700,000 more
toner cartridges annually.

Other Notable Acquisitions
While the M&A activities of the remanu-
facturing giants have grabbed a lot of
headlines, smaller companies have also
been investing in new assets and these
acquisitions have the potential to further
impact the industry’s competitive land-
scape. Perhaps the most interesting
moves came this summer from LMI
Solutions, a toner cartridge remanufac-
turer based in Phoenix, AZ. The firm,
which has joined the ranks of the Top 5
U.S. remanufacturers with the acquisition
of ILG and MSE, is now gunning to be

one of the region’s leading hardware
refurbishers. On June 13, LMI acquired
Global Printer Services (GPS) and at the
end of July it bought Printersdirect. GPS
employs approximately 60 full-time
workers and has manufacturing and dis-
tribution assets at its Madison, WI head-
quarters as well as in Minneapolis, MN,
and a distribution facility in Las Vegas,
NV. GPS claims to be the number-one
remanufacturer of HP printers and MFPs
in the U.S. and LMI estimates it shipped
over 18,000 refurbished printers in the
past 12 months. According to the
Printersdirect website, the Atlanta, GA-
based firm was established in 1995 and
has refurbished over 100,000 machines.
LMI has proven itself to be an inno -

vator in the remanufacturing industry.
Offering a print-management solution in
2006, it was an early MPS adopter. In
2011, the firm teamed up with the solu-
tions provider MWAi to support printer
OEMs and their channel partners as well
as third-party supplies vendors with an
integrated fulfillment solution for LMI
products. In 2012, LMI partnered with
Samsung to become a preferred third-
party supplies vendor to Samsung deal-
ers. The ability to offer its customers
refurbished hardware ought to be wel-
come. Dealers and VARs are finding they
can improve their MPS margins by plac-
ing refurbs rather than brand new equip-
ment. The selection of machines that
GPS and Printersdirect offers should be
able to support existing printer environ-
ments and provide good targets for
LMI’s aftermarket cartridges.
The channels that support the North

American supplies industry also seem
poised to consolidate. At the end of last
year, the XSE Group, which operates the
imaging supplies wholesaler Image Star,
acquired the assets of Printer Essentials,
a third-party supplies wholesaler head-
quartered in Reno, NV, for a little over
$2.6 million. The acquisition allowed
XSE to pick up Printer Essentials’ cus-
tomers and add a well-known third-party
brand name to its portfolio. Printer
Essentials, which had been owned by the
private-equity group Kayne Anderson
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Capital Investors, is being run independ-
ently and its brand remains intact. Printer
Essentials continues to sell its Premium
Imaging-branded line, while XSE will
sell its Hyperion-branded supplies.
Another well-known North American

distributor, Densigraphix Kopi, announced
some big changes this year. In May, the
35-year-old Montreal-based company
pronounced it had a new owner, a new
management team, and a new, shortened
name. Now officially known as the Densi
Corporation, the firm is run by Eric Melka,
who was appointed CEO after acquiring
100 percent of the company’s shares.
Densi’s founder and CEO, Camille
Cotran, has retired since Mr. Melka pur-
chased the firm. The new CEO appointed
Amir Rosenzweig as Densi’s senior vice
president of business development, and
Jane Todd as the firm’s chief financial
officer. According to the press release
announcing the changes, Densi plans to
grow its team, geographic reach, products
and services, and its customer base.

More to Come!
I have focused on changes in the North
American market for this article, but sim-
ilar M&A activities are going on around
the world. In addition to the Embatex-
Turbon alliance in Europe, one of the
region’s largest third-party supplies ven-
dors, Armor, recently announced it had
new owners. In April, seven members of
the firm’s top management team, includ-
ing CEO Hubert de Boiseredron, bought
a majority stake in the company. The firm
had sales €217 million ($301.4 million)
in 2013 and employs almost 2,000 work-
ers worldwide. Similarly, I have heard
that there are a couple of large firms in
China moving to consolidate the highly
fragmented industry in the south. While 
I have been unable to confirm the news, 
if true, a more consolidated Chinese in -
dustry would have a tremendous impact
on the global supplies markets.
Here in the U.S., I expect that we will

hear of more M&A news before the end

of the year. Although there are fewer 
and fewer large remanufacturers in the
region, without naming names, there are 
a number of companies in the channels
that seem ripe for the picking. I’m also
hearing rumors that the competitive land-
scape of suppliers to the industry is in
flux, with some large firms exiting the
market and others looking to enter. And,
of course, for years there have been
efforts to roll-up various small remanu-
facturing concerns to create a new 
regional powerhouse.
All I can say is, “Stay tuned!” �

Charles Brewer is the President and founder
of Actionable Intelligence. For more info, visit
www.Action-Intell.com.

Urge to Merge Irresistible





• www.enxmag.com l September 2014 We Saw It In ENX Magazine40

e n x

Business Profile

Dealers and resellers looking
for a reliable source of
OEM and compatible

imaging parts and supplies couldn’t
find a better partner to handle their
fulfillment than Pinnacle Sales, Inc.
The company, founded five years
ago this October, focuses on pro-
viding a combination of the most
aggressive pricing, dealer-based
knowledge and support and cus-
tomer service while providing a
value-added proposition like no
other Master Distributor in the
industry.  
One of the key benefits of part-

nering with Pinnacle is access to
more than 6,500 imaging supplies
of OEM and compatible toner,
ink, developer, drums, mainte-
nance kits, and ribbons. 
“We do it all,” says Jim

Loparich, Pinnacle’s founder.
Pinnacle carries OEM and com-

patible parts and supplies for an
array of brands, including Brother,
Canon, Dell, Epson, HP, IBM,
Konica Minolta, Kyocera, Lexmark,
Océ, OKI, Panasonic, Ricoh, Riso,
Samsung, Sharp, Source Technol -
ogies, Tally, Toshiba, Troy, Unisys,
Xante, and Xerox. 

Mission Accomplished
Ask Loparich about the company’s
mission and he’ll tell you it’s to
provide better fulfillment and sup-
port, delivery, service, quality and
pricing to dealerships. It’s a mis-
sion that’s been far from impossi-
ble the five years the company has
been in business, and it’s a mis-
sion that’s been accomplished
again and again. That’s why some
of the office technology industry’s
biggest dealers count on Pinnacle. 
“Our customer service is sec-

ond to none,” states Loparich.
“We have $5-million, $50-mil-
lion, $150-million dealers doing
business with us. They’ll say 

our customer service is incredible, 
and that’s what it comes down to,
having the best customer service
possible. Simply put, the Pinnacle
Team is outstanding.” 
Loparich knows what he’s talk-

ing about and what he’s doing,
having spent nearly 35 years in the
industry working for dealerships
as well as on the OEM side of the
business. There he witnessed the
manufacturer’s disjointed distribu-
tion policies, so when the time came
to start Pinnacle, he had a deep
understanding of how to ensure
that Pinnacle’s fulfillment and dis-
tribution could best serve dealers
and allow them in turn to best
meet the needs of their customers. 
Pinnacle has enjoyed consistent

growth from the beginning and
this year Loparich expects Pinnacle
to grow 20 percent over 2013. 
He also expects Pinnacle to move
more than 200,000 units of 
product in 2014. 

The Ultimate Source for
Sourcing Product
Another asset Pinnacle has is it
doesn’t have a physical inventory.
Products are sourced from more
than three dozen suppliers across 12
states and 40 warehouse facilities. 
“I’m a source for fulfillment,”

acknowledges Loparich. “I know

where to go to get the product.
We’re never married to one inven-
tory. I have 40 inventories to pull
from, and because I have multiple
locations around the country to
source product, it doesn’t matter
where I’m conducting business.
By not having all that overhead 
I can keep my costs low, which I
pass through to the dealer to give
them better pricing and cost struc-
tures than they currently have 
with their major suppliers.” 
All orders placed by 5:15PM are

blind drop-shipped the same day
via one to two-day ground to most
parts of the country. Plus Pinnacle
offers flat rate shipping no matter
the shipment’s destination. 

Unique Programs 
& Capabilities
Dealers and resellers appreciate
the unique programs Pinnacle has
created just for them. The latest is
contract remanufacturing. “We’re
going after OEM used drums for
MFPs; it doesn’t matter what
brand,” explains Loparich. “We
figure out if we can remanufacture
the item and once we do that, we
pick it up, deliver it to one of our
U.S. remanufacturers who reman-
ufactures it and returns it to us; we
then offer it to the dealer for any-
where from 20-50 percent less
than what they’d pay for an OEM
product. It’s keeping green as well
as cutting costs while providing
them with a high-quality product.”
Website sales tools provided by

Pinnacle include analysis and
reporting tools via the Pinnacle/
Dealer site. This allows Pinnacle to
provide dealers with sales reports
as well as information on such
things as volumes and quantities.
The database is a full SQL server
database commerce site. Pinnacle
can lay out the in formation any

Pinnacle Sales, Inc.
Celebrating 5 Years as “The Dealers’ Choice”  
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way the dealer requests for their customer
base. Dealers receive a confirmation for
every order the customer places.
“Another major benefit of doing business

with Pinnacle is we provide front end PO
capture integration for dealer ERP Systems
whether it’s OMD or e-automate,” reports
Loparich. “At the same time we can also
integrate back into the dealer’s system when
they process our invoices. Instead of hav-
ing to reenter our invoice and tracking info
into their ERP, we can send them invoice
files and integrate the data back into the
system to close out the order. Two hours of
data entry turns into two minutes with inte -
gration. That’s a huge cost benefit to them
and their people. We own the software com -
ponents and the dealer does not pay for it.
It’s just a benefit of doing business with us.”  
Pinnacle can also set up Websites on be -

half of the dealer so it looks like the dealer’s
front end or home page. Pinnacle then
does what it does best, the heavy lifting,
providing the back-end fulfillment. “Dealers
don’t have to worry about setting up an 
e-commerce Website for their customers to
log in and place orders,” notes Loparich.
“We do that at no charge to the dealer and
it’s transparent to their customers.”  
Pinnacle’s emphasis on top-notch cus -

tomer service extends all the way to a
dealer’s and reseller’s customer thanks to
preloaded Quick Order Forms (QOF), a
template, which Pinnacle has created, en -

abling customers to place an order from the
dealer’s Website. The form saves the cus-
tomer’s time and contains all the preorder
information—location, address, etc., and the
line items and descriptions of the products. 
“They can do that in literally 60 seconds

and be done with their order,” says
Loparich. “It’s simple, fast, and easy.” 

Understanding the Channel
Pinnacle’s staff understands the dealer and
reseller channel, and that’s not surprising
based on Loparich’s and his sales reps’
background in the industry. Loparich is
bullish on meeting with every new dealer
Pinnacle brings on board. “It’s important
to meet face to face,” he says. “Not all the
major suppliers have field sales reps that
make sales calls. I believe in that level 
of customer service and sales. I’ve been
doing that for almost 35 years.” 
Loparich’s sales reps have even more

years in the industry than Loparich. “We
have a lot of experience in understanding
the dealer channel,” states Loparich.
“That’s the key—understanding what deal-
ers need most to support their customers
in the field.”  
When meeting with prospects Loparich

often finds himself explaining his business
model, which he points out, if you look at
the Pinnacle Website you can’t tell if he’s
doing $10 million, $100 million or $10
billion. 

“It doesn’t matter,” acknowledges
Loparich. “When I explain the story that
we don’t have a warehouse and we’re a
virtual company and pull from multiple
inventories that I’m connected to via soft-
ware, then they understand it’s a great
business model. That’s how we skin the cat
as best as we can to keep costs down and
provide better fulfillment and a higher ful-
fillment percentage than our competitors.”
He reports the company is running at an

impressive 99.997 percent for same day
fulfillment. “That calculates to if I sold
100,000 cartridges today, we’d ship all 
but three,” boasts Loparich. “That means
something to dealers and resellers.” 

Don’t Do It Yourself 
When Pinnacle Can Do It 
Another compelling reason why dealers
prefer Pinnacle is that it frees up their
internal resources from having to search
for sources of hard-to-find products. “I
have 40 potential sources and that’s what
my people do on behalf of the dealer or
reseller,” says Loparich. “We let you know
within minutes that we’re on top of it and
you’ll know within an hour or two where
we can get it and at what price. If you want
your people doing that, go ahead. Most
would rather not; they want their people
doing something more productive. That’s 
a unique proposition for our company.”
Loparich acknowledges that it’s difficult

for the average distributor to be all things
to all people. “Because of our business
model we can because we have all of
these resources and locations. If a dealer is
locked into a single source and if they
don’t have it, they don’t have it. I don’t
have that restriction therefore I can be all
things to all people because I know where
to get it. That’s what separates us from
some of the other major players.”
And that’s why dealers and resellers have

found the perfect partner in Pinnacle. � 

Contact Information
Pinnacle Sales, Inc.
159 Crocker Park Blvd. 
Suite 400, Westlake, OH 44145
T: 440-734-9195z
F: 440-734-9196
www.psi-ohio.com
sales@psi-ohio.com

– By Scott Cullen

Pinnacle Sales, Inc.

Premier Partner Program Highlights 
Being a member of Pinnacle’s Premier Partner Program has its benefits, including:
•  Order Integration with Dealer ERP Systems 
•  Custom Dealer Website at No Charge 
•  Custom Dealer Color Labels on Cartridges 
•  Custom Dealer Packing List 
•  99.997% Same-Day Cartridge Order Fulfillment 
•  Private Drop-Shipping 
•  Batch Order Processing/Deliveries 
•  Inside Location Desktop Addressing 
•  Low Flat Rate Shipping Fee with 1-3 Day Ground Delivery Everywhere 
•  Warehouse/Distribution Facilities - CA, FL, IL, KS, MA, NH, NJ, NY, OH, TN, TX, VA 
•  Pre-loaded Order Templates for fast, easy on-line customer ordering 
•  2-Year Cartridge Guarantee 
•  Overnight delivery of replacements 
•  Obscure Product Sourcing 
•  Wide Selection of Lexmark and HP Fuser & Maintenance Kits 
•  Lexmark USA Origin Re-manufactured cartridges including BSD Models 
•  Extensive MICR Product Line 
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Charles Lamb Managed Services

Our sales engagements
begin with the discovery
and identification of one’s

key business objectives and ends
seven steps later at the Manage
and Adjust process. In the sales
team training exercises, we find
that few sales reps can truly
articulate the unique value of
their company or products.
This deficiency is significant and
wide spread and is a key reason
why sales reps have such diffi-
culty in communicating value
when prospecting or asking for
an introductory appointment.

Net New Business
Because of this, sales reps work
the easier path and thus live in
their current accounts and lease
renewal base. It’s a key reason
why many companies within our
industry don’t enjoy “net new
client” business revenue. Sales
reps who don’t have current
accounts represent that portion 
of your sales team caught in the
revolving door and typically
don’t make it. Understanding this
problem is so important because
without the proper fix, your com-
pany is on decline. Most sales
organizations I review don’t win
every renewal opportunity. So, 
if you have some renewals you
don’t win and your “net new”
engine is broken, your business
could be on a slow death march
or shrinking, at least.
The fact is you just don’t win

them all, which automatically
demands that NET NEW
BUSINESS REVENUE must
be a priority. One might think

that just training your sales reps to
recite and memorize your value
proposition will fix this problem,
but it won’t. This problem is
deeper than just applying a

value proposition, although
that’s a great start. To fix this
problem you must develop and
drive a sales process that supports
your market strategy, one that’s
sponsored from the top and one
that everyone clearly understands
through the lowest level.

Sales Process
The sales process doesn’t start at
the execution stage where you do
a rah-rah sales meeting and yell,
“Hit the phones and dial!” It real-
ly starts back at the Value Propo -
sition and Target Sweet Spot
stage. For consideration of this
article’s focus on sales processes,
let’s just assume the value prop -
osition is set and the target iden -
tified. Then the hardest work
begins. Just like at the gym,
you’re going to have to exercise
your muscles to be fit, meaning
your sales leaders will have to
drive expert and comfortable
presentation conversations with
their sales teams until they have 
it down. This is KEY for success
in what they’re about to do,
which is prospect for net new
business, and once they’ve set
an appointment there’s nothing
like blowing that appointment
with worthless babble in the
first five minutes. My observa-
tions support that if your sales
team’s comfort level is evident to
the prospect and they’re speaking
at a high interest/high value level,
it has the best possible chance 
in advancing opportunity while
matching your benefits to the
prospect’s needs and concerns.
No one is exempt from this

workout; everyone must prepare
for the push for new business.
Even the sales reps that are
always nailing quota have to 
participate. Here’s another thing;

your sales leaders should be
masters of your presentation
and should be able to deliver
that presentation best of all.
Please pay attention to these next
few lines! In almost every boot
camp a sales leader or sales rep
stands up and asks, “How can we
create or show some sort of dif-
ferentiation?” And when I ask
them to share with me how they
execute a first call and presenta-
tion with a prospect, they share
that they walk in and start bab-
bling about their company or
technology and give it their 
best shot and then hand out a
brochure! All I have to say is,
“@!@#$%^&*^ %$#@!” You
scream for differentiation 
and you go in and hand out a
brochure? Take your prospect
to a different experience; ask
for a conference room, present
like a consultant and talk about
how you and your company can
create success in their business.
Your first appointment presenta-
tion IS the beginning of your
sales process.
Creating an effective sales

process is more than mastering 
a presentation and entering notes
into a CRM; it’s a series of
learned and mandatory steps that
completely defines the best possi-
ble path of activity your sales
team should follow for pushing 
a sales opportunity to a deal.
Defining this process should
cover both sides of the relation-
ship, meaning, you’ve defined
what your sales reps should do,
as well as you’ve prepared for
the less than favorable things
your target may do. Have the
answers for the “what ifs!”
A great sales process is 

more than just a series of steps.

A Sales Process that Delivers
70% Forecast Accuracy
  

continued on page 46
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It’s reviewing everything you know about
the failure points of your deals and driv-
ing preventative activity and pre-objec-
tion handling communication into it.
If you note in this sales process illus-

tration the best path and process is shown
so that everyone clearly understands what
to do. Some would say this is micro-
managing and although I won’t argue that
some sales reps may not need this type 
of guidance, it’s the sales leader who is
ultimately responsible for KNOWING
and REPORTING on his sales funnel
what will really close. Only by defining
these sales stages or phases can the sales
leader present an intelligent picture to
senior management as to what is closing,
and how far out future business is.
Get this picture in your mind; a sales

leader with just five or six sales reps,
each driving five to ten opportunities 
in their funnel. That’s a minimum of 25
to 60 deals. Each deal is dynamically
changing and pushing and pulling on
time based on any one of a thousand rea-
sons. How will they forecast this moving
target without pushing each deal into a
process of some kind?
I’m NOT TALKING ABOUT

LEASE RENEWALS!! Our stats share
that most dealers close approximately
90% of their lease renewals. Renewals
aren’t the problem. I’m talking about a
healthy sales funnel with a solid mix of
net new opportunity blended with your
renewal business.
So let’s look at the steps and attributes

of the sales process in the illustration.
Remember this is only an example.
Services and hardware, especially with
renewals, will have completely different
sales processes and time lines, but, you
should be able to identify them all.
1. First appointment – Obviously you will
have the opportunity to meet clients/
prospects face to face and when that
time comes, you must be ready. Best
practice suggests that you do this in a
presentation in their meeting room and
it will not happen if you don’t train
your team to set this up from the start.
If the first appointment is rejected by
the contact, plug them into your auto-
mated marketing process. (Time-line –
two days max)

2. Trial close. Across our industry I hear
many sales leaders and owners talk

about stalling or failed deals. This step
is where you actually close for the first
time. Assuming the contact showed
interest and the timeline accepted, then
this is where you get your NDA signed
(trial close) and check credit. Once the
NDA is signed then I suggest a Diag -
nostic Discovery so that you can assure
yourself that this client meets the mini-
mum standards for advancing your deal
through the sales process. Make your
Go/NO Go decision and communicate
to your contact the news. (Time-line –
two to five days max)

3.Assuming you are a “GO”, send your
target an immediate email follow-up
communication that includes a marketing
piece that reminds them WHY they’re
engaging this process and the possible
values you’ll deliver. Set the second
appointment (if not done on the first
appointment). (Time-line – two days max)

4.Now you’re ready for the fleet assess-
ment process, where you communicate
with your contact and set up access to
their facilities (we’ll discuss the best
way to assess the environment in a
later article). Remember some clients
have security protocols so you have to
address this now. Send your contact a
sample email that they can use to com-
municate to their employees, sharing
your assessment process so all will be

ready. Send copies of your contract to
their legal department (if necessary), 
so that they can review and identify
any issues now vs. later. (Time-line – 
15-30 days max)

5.Gathering costs, interviews, and map-
ping devices are done in many ways.
The most important thing you
should do while you are capturing
the necessary information to build
value is, COMMUNICATE! Many
sales reps get buried in the assessment
and forget to keep their sales hat on.
The facts are when you leave them in
the dark for long periods of time, you
risk becoming a lower priority.
Remember in every step of your

sales process you should communicate
two to three weeks in advance, always
trying to expose ANY ONE who is dis-
engaging. It’s always better to find out
as early as possible so you don’t work
your team to death for no reason. I
suggest your proposal be delivered 
in a presentation form only; I don’t
recommend you (like a copier) hand
them a brochure and a proposal! Now
before you tell me, “That doesn’t
work,” I’ll tell you we successfully use
this process everyday. We simply set it
up in advance. This keeps them coming
to you with any questions, so set up

A Sales Process that Delivers 70% Forecast Accuracy
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follow up meetings to 
discuss any questions they
may have. If you’re a paper
proposal guy, you may not
get this. (Time-line – five
days max)

6.Once you’ve shared your
findings, adjust your pro-
posal and submit it for 
signatures. Remember as
professionals your sales
team should be expected 
to forecast accurately, so
account for holidays, com-
pany events, vacations, etc.
There is nothing like a
blown forecast because you
didn’t calculate holidays
and I promise, no one will
be mad if you bring in a
deal sooner than your 
projected close date.
These steps are just examples

and by no means am I saying
they are the only possible steps

within a sales process. I am
saying that every step in an
effective sales process should
be your guide to lead your
sales team to success. Each
step should critique your tar-
get’s engagement level, re sell
your value and close, even if it’s
just trial closes along the way.
I believe if you have 25 

to 60 deals floating around
without a sales process,
you’re blind. EVEN IF YOU
ARE CLOSING DEALS,
without an effective sales
process you’re not closing what
you could close! We’ve helped
sales organizations improve
their sales forecast accuracy to
above 70% simply by creating
and driving a sales process
that fits their deliverables.
Build it and they will sell! �

Charles Lamb is the President
and CEO of Mps&it Sales

Consulting. His firm delivers
proven methodologies and
processes that assist dealer
principals seeking the shortest
path to a successful transfor-
mation into the managed serv-
ices space. He's created com-
plementary solutions including
Funnelmaker, Gatekeeper, and
Shield IT services. His boot-

camps demonstrate immediate
results in raising the skill set
of those wanting a foundation
for selling managed service
deliverables. For information
on bootcamps, training, or
consulting engagements call
888.823.0006, e-mail him at
clamb@ mpsandit.com, or visit
www.mpsandit.com.
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If Bob Smith didn’t enjoy whathe was doing, it’s unlikely he’d
still be involved in the dealer-

ship he founded back in 1985 at
the ripe old age of 50. Prior to
starting Copiers Plus in Fayette -
ville, NC, Smith had already
logged 28 years in the industry.
Today, Copiers Plus has grown
into a successful family business
with five locations and a branch
office in Raleigh, NC all with a
foundation based on the basic
principles of honesty, integrity,
and total commitment to customer
satisfaction. Copiers Plus repre-
sents Kyocera, Canon, Muratec,
and OKI Data, and has enjoyed 
a fair amount of success with its
inPrint Managed Print Services
program as well as document
solutions. The latter two segments
of the business has grown 50-70
percent over the last three years
largely because of the implemen-
tation of mobile solutions, cloud
scanning, and print management. 
Copiers Plus has a long track

record of success—success that’s
been recognized by its primary
vendor Kyocera, which has hon-
ored the dealership with the
Kyocera Premier Dealer award for
more than 10 years. That award is
presented to less than 4 percent 
of Kyocera dealers and represents
year over year growth. Copiers
Plus has also been recognized by
Kyocera with a Kyocera Service
Solution Provider award for 10+
years as well, honoring the deal-
ership for maintaining the highest
services standards year over year.
The dealership has also been 
recognized locally with a North
Carolina Top 100 Business award. 
What’s impressive about 

Smith, aside from his longevity 
in the in dustry, is his willingness
to embrace new technologies,
services, and solutions along 
with new marketing approaches.
Consider that Copiers Plus uses

daily social media advertising
through Facebook, LinkedIn,
Twitter, Google +, and Manta.
The dealership also produces 
bi-weekly blogs and a quarterly
news letter, and regular e-mail
marketing campaigns. 
Recently, I had an opportunity

to talk to Smith about his dealer-
ship, the industry, adapting to
social media, and the challenges
and joys of running a successful
dealership. His responses were
succinct and to the point. 

How’s business? 
SMITH: 2014 is showing positive
signs of being our best year in the
past five or six years.

What segments of your business
are doing well for you? 
SMITH: The color copier/printer
market. 

Why is that? 
SMITH: As with any technology,
color copying and printing is now
much more affordable for the
small to medium size businesses
within any industry. 

What segments of your business
would you like to see do better? 
SMITH: Managed Print Services. 

What will it take to do that? 
SMITH: Actually, we have taken
the first step in achieving this 
by hiring an MPS expert and IT
specialist to champion our efforts.
It has made all the difference in
the world in that he has inspired
the Account Managers to become
more involved and believe in the
program. Recent MPS contracts
have really opened their eyes to
the benefits of Managed Print
Services to them and to the cus-
tomer. Also, the use of success
stories will help us present the
MPS Program more effectively. 

What skills were you looking 
for your MPS expert? 
SMITH: Ideally, an MPS Specialist
should have outside copier sales

experience and have elevated
themselves into a position of sell-
ing Managed Print Services and
have a full understanding of its
process and benefits to the cus-
tomers. Ideal candidates outside
of the industry would be cell
phone sales reps, phone book
advertising reps, and satellite 
television and radio reps.

Do you think your existing 
people can be trained to sell 
MPS effectively? 
SMITH: It depends on a sales 
person’s longevity in the industry.
Those that are veterans in the
field are often of the “box” selling
mindset. Millennials are the ideal
target age for high-tech selling.
One reason that those with a
“box” selling mentality are not
ideal is that they are accustomed
to a quick turnaround on the sale.
Managed Print Services takes
longer due to the in depth analysis
process but yields a greater return.

How did you come up with the
concept of inPrint as your Man -
aged Print Services program? 
SMITH: We felt that with the
implementation of a Managed
Print Services Expert that we 
had streamlined the process into 
a “Program” uniquely our own
and wanted to name it in order 
to better project its benefits.
inPrint represents the integration
of all aspects of a business print
environ ment into one solution.
Remote monitoring and distribu-
tion of supplies, service, and vol-
umes make the inPrint solution
intelligent, intuitive and inclusive.

Do you expect to get into Managed
Networked Services as well? 
SMITH: We have already begun
integrating this aspect of the 
business into our service solution.
Our Fayetteville and Asheville
locations have a full time IT
Specialist on staff. We also utilize

Catching Up with Bob Smith
of Copiers Plus
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We understand how difficult it can be for you to 
make a profit on printers, so we make it simple. 
As our dealer, you’ll get exclusive pricing on our 
remanufactured HP printers while we support you, 
as a silent partner, with our dealer only products.

Printer Pricing for Dealers!
Remanufactured HP Laser Printers

No One Knows HP Printers Better
When choosing a source for HP remanufactured printers, what should
you look for? A company whose expertise is in printer sub-assembly
repair, developing solutions for the most problematic HP parts, and
creating innovative one-of-a-kind technical tools? A company with 
superior technical support and HP service training? A company that
has built a reputation in the past decade based almost singularly on
quality? If these are the questions that you are asking when looking
for a source for your printers, then Metrofuser is the answer.

Dealers Only 
While most other remanufactures sell direct to end-users (through
their company-owned stores, eBay and Amazon), we choose to sell 
to a dealer-only network. The Metrofuser model was built around the
idea of servicing and partnering with our customers, NOT competing
with them.

MpsClass Printers
Chosen for effectiveness in manage 
print environments, the MpsClass 
devices are the best in their respected 
categories, color monochrome and multifunction.

Remanufacturing Evolution™
We believe remanufacturing is not only an eco-friendly
alternative, but is also a chance for the part to evolve
from its original state. At Metrofuser, each repair 
generation is an evolution to greater quality and 

performance – a continuous improvement from the original factory
model. From implementing engineering upgrades and component 
level redesigns all the way through to process engineering efficiencies,
the evolution and innovation never stops at Metrofuser.

Technical Support
At Metrofuser, dependable help and reliable advice is always just 
a call away. So you can do more with less worry. Your technicians
have access to a myriad of support options.

Multi Point Distribution
Will call pickup and shipping points in Santa Ana, California and
Roselle, New jersey.

Guaranteed Firmware Compatibility
Metrofuser assures the most current, proven and compatible toner
friendly version. 

888-FUSERS-1 (387-3771)
www.metrofuser.com

Scalable Warranty Options
6-18-24 Month scalable warranty options offer dealers full control
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HP 2025N   21 PPM Legal/Letter
HP 2055DN  39 PPM Legal/Letter
HP P3015N 40 PPM Legal/Letter
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HP 4300N   45 PPM Legal/Letter
HP 4250N 45 PPM Legal/Letter
HP 4350N 55 PPM Legal/Letter
HP M603N  50 PPM Legal/Letter
HP 4515N  62 PPM Legal/Letter
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Remote Tech technology to improve our
IT Service to our customers.

What will you need to do to do that 
effectively? 
SMITH: Continue to work with the current
IT Service process and to perfect it prior
to opening it up as a Solution to all of 
our customers.

You’ve been growing through acquisitions.
What’s the biggest challenge of making
an acquisition? 
SMITH: First, integrating new branches
into the Copiers Plus workflow process
and making staff in the branch offices feel
like an intricate part of Copiers Plus as a
whole. Secondly, reaching and informing
the acquisitioned customers of the change
in a timely manner and building their
confidence in Copiers Plus. 

Your dealership has embraced social
media, why do you think that’s important?
SMITH: Because your marketing must go
where the people are. Since every business
everywhere is a candidate for what we have

to offer and since everyone in every busi-
ness is on social marketing, we are there. 

As someone who has been around for
awhile, was the concept of social media
difficult for you to grasp? 
SMITH: It was not. Our Director of
Marketing was very much on the fore-
front of social media and began our social
media marketing campaign years before
our manufacturers. 

What specifically are you posting about
on social media? 
SMITH: We post about all of our products,
our programs, our solutions, our business
as well as “Bob’s Stolen Quote of the
Day” and industry humor. We feel that
diversification in advertising will ensure
that we reach the interest of every
prospect possible.

Do you still enjoy doing what you’re doing? 
SMITH: After 55 years in the industry
there are still different challenges every
day but this industry has been good to
me. There is always something new,

something better and that motivates me 
to come up with better solutions to these
challenges in order to ensure that “The
PLUS always stands for Service”. 

What’s the best thing about what you do? 
SMITH: Knowing that Copiers Plus and
its employees are dedicated to giving the
best customer service in the industry and
are committed to continuing that tradition.

What’s the one thing you know now
about running a dealership that you wish
you knew when you founded Copiers
Plus in 1985? 
SMITH: How quickly and drastically the
industry would change and how to be bet-
ter prepared to deal with these changes.

How does the rest of the year look for
Copiers Plus? 
SMITH: I feel that 2014 will be our 
best year since 2008. Loyal, dedicated
employees along with the most up to date
technology, equipment, and inPrint will
help Copiers Plus see this to reality. � 
– By Scott Cullen

Bob Smith of Copiers Plus





The career track of the small
business owner is generally
quite different from the

leadership of a large, Fortune
1000 organization. Where large
companies promote leaders
through their ranks or hire those
with specific leadership skills,
small business owners are entre-
preneurs, often with a vision of
the kind of work they want to do
or a particular skill or expertise
that they are looking to use to
move away from a job and into
ownership. They bring enthusi-
asm, drive, ambition, vision and
their own ideas to their company.
As such, business owners dive

into “the doing”. They drive new
business by leveraging their
expertise and the early days of
most small businesses have a lot
of “we’ll do anything to generate
revenue.” 
Through research we can cor-

relate the most profitable IT serv-
ice providers as those who have
also reached a level of maturity
in their business. This is often
standardization of their toolkits
and customer base, deep process
focus, and an investment in their
own business.
Thus, as IT solution providers

transition from their initial few

customers to building their man-
aged services practice, they begin
to find the benefits of standardi-
zation and process development.
While the “School of Hard
Knocks” offers a robust degree
program, on the job learning is
often inconsistent. What it usually
lacks is some understanding of
how to run a business and grow it,
and in particular, how to develop
a business plan. Practical knowl -
edge is invaluable in helping a
business grow, but it needs to be
complimented with an invest ment
in organization and planning.
A solid foundation in develop-

ing business skills has two very
practical applications. First, speak -
ing the language of business to
other proprietors ensures that the
solutions that are being discussed,
proposed, and implemented solve
their business priorities and not
just their technical ones. When
surveyed, business owner’s top
priorities are around their compa-
ny’s growth, moving into new
markets, and reducing operational
costs, not implementing IT.   
Second, this understanding of

business is applicable within their
own company. Building a scala-
ble solution provider requires
proper implementation of strong

processes and controls. This
involves documentation, plan-
ning, and communication; all
business skills that can be grown
and developed. 
For many solution providers,

the first step in this process is
building a solid business plan.
Business planning is not difficult,
and often best implemented
through the development of a
simple, one page plan. Most
important is ensuring that it is
used on an ongoing basis with
impact. A document that sits in 
a desk drawer is of little use. 
Developing, honing, and mas-

tering business skills and moving
beyond the technician, and ulti-
mately to the owner of a business
is an important growth step for
solution providers. By doing 
so, they can stand out from the
competition, deliver superior
service, and generate stronger
business growth and profitability.
The most successful solution
providers have embraced this,
and invest in these critical skills
on an ongoing basis. Learning to
run a business can be intimidat-
ing at first, but pays dividends 
in the long run. �

Dave Sobel is responsible
for fostering the growth and 
success of GFI MAX Partners. 
As Director of Partner Community,
he helps promote collaboration,
education and innovation among
GFI MAX Partners. In 2013, 
he was recognized for the 4th
consecutive year as one of the
top virtualization experts globally
as a Microsoft MVP for Virtuali -
za tion and was appointed Chair
of the Mobility Community for
CompTIA.

MSPs Need to Practice
What They Preach
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“How much is my 
business worth?”
“What would a buyer 
pay for my company?”
“How should we value 
the business we would
like to buy?”
We are asked these questions by
our clients and prospects almost
every day. How businesses are
valued is perhaps the most dis-
cussed topic in the M&A industry.
Everyone seems to have an idea on
the best way to value businesses,
the right multiples to apply, the
correct formulae to utilize.
Unfortunately, there is no magic

elixir when it comes to business
valuations; no simple single
method for determining the right
selling price for a company; no
set way for a buyer to value a 
target acquisition.
I teach classes on “How to

Value Businesses.” After spend-
ing three hours with my students,
explaining in detail the formal
methodology and “how to” of
business valuations, it never fails:
after class I am approached by
several attendees who each ask,
“OK, Jim, I understand about 
valuations, but can’t you just tell
me a good multiple of earnings
for a business like mine?”
Beginning with this month’s

article, we begin the discussion of
how you can value your own busi -
ness or value a business you are
trying to acquire. While it may
seem pedantic, the place to start
our discussion is with who values
businesses and the purpose of the
valuation. If we can understand
who values companies and why,
we can then more easily discuss
how to value your own business.
In the USA, you do not need a

specific license or even any spe-
cific training to get paid to value

a business. The AICPA and sever-
al other organizations offer their
own educational/certification 
programs for business valuation
specialists. However, there are 
at least four other organizations
offering “certifications” in busi-
ness valuations. With so many
options and certifications, it is
often hard for you, the business
owner, to determine who truly 
is a business valuation expert as
well as which is the right one 
to serve your specific needs.

Formal Valuations
Business valuations essentially
come in two forms: formal and
informal. Formal valuations are
usually completed by CPAs, valu-
ation specialists or investment
bankers. They involve a very
detailed look at three fundamental
approaches to business valuation:
Asset valuation, Capitalization 
of Earnings, and Comparative
Transactions. 
Formal valuations are usually

done for a specific purpose 
where the valuation specialist
may be called upon to “defend”
or “explain” his/her findings. For
example, a business owner going
through a divorce may elect to get
a formal valuation of his/her busi-
ness. Formal valuations are often
completed for business owners to
help them determine how to value
the shares they are transferring/
selling to their children, heirs or
employees. Finally, any company
organized as an ESOP or thinking
of doing an ESOP will be required,
by statute, to have a formal valua-
tion completed annually.
A separate subset of formal val-

uations is “fairness opinions.” A
fairness opinion is a formal valua-
tion prepared by an investment
bank or other professional group
to determine whether the terms of
a transaction (merger, acquisition,
stock buy-back, etc.) are fair.
These are highly formalized

valuations and subject to contro-
versy regarding the independence
of the group providing the opinion.
Formal valuations are fairly

standardized in form and func-
tion, but not always in terms of
substance. There are software
programs available, used by many
valuations specialists, which 
provide step-by-step instructions
for completing the valuation and
preparing a narrative report.

Informal Valuations
Unlike formal valuations, infor-
mal valuations come in various
shapes and sizes. Just about 
anyone can provide an informal
valuation of a business. Most
often, these are prepared by CPAs,
investment bankers, business 
brokers, bankers, and lawyers.
Informal valuations are generally
focused upon earnings multiples
and comparative analysis. 
What are the differences between

formal and informal valuations,
and when should you use each?

PRICE: Generally speaking, 
formal valuations are much more
expensive than informal valua-
tions. Formal valuations cost more
because they are much more in-
depth, involve much more work
on the part of the valuation spe-
cialist, and usually include an
opinion letter which subjects the
valuation expert to certain liabili-
ties. Many investment bankers
and business brokers will provide
clients and prospects with infor-
mal, market based valuations at
no charge.

SCOPE: Formal valuations are
necessarily thorough and include
the “math” behind the calcula-
tions and conclusions. Informal
valuations are not as detailed and
usually do not include the specific
calculations and data review. If
you want to see the math, you
will want a formal valuation.

How to Value Your Business

Part 1: Valuation Fundamentals
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Jim Zipursky Exit Strategy
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If we can
understand

who values
companies and
why, we can
then more easily

discuss how
tovalue

your own

business.



GREATER PHILADELPHIA
EQUIPMENT COMPANY

Many More Models of Feeders
and Finishers available

Special Shipping
Discounts!

WE ARE OPEN

“We Have Thousands of Copiers & Accessories For Sale On Our Premises At All Times”

We Have Thousands of Copiers & Accessories For You To Choose From!

Our Copiers For Sale List can
be faxed or emailed to you!

Ph: 215-788-7111
Fax: 215-788-4445
gpec1@verizon.net

www.printcontrollers.com

3907 Nebraska Ave., Newportville, PA 19056

Please Call, Email or Fax
The Equipment You

Are Looking For!

Visit Us Online At:We Are Now
Selling Parts From
Off-Lease Copiers

l  Boards
l  Lasers
l  Fuser Units
l  Hole Punch Units

$295
$295
$295
$295
$295
$295
$295
$295
$195

$195
$295
$295

$195
$125
$125
$295
$195
$295
$295
$195

Toshiba

Print/Scan  Enabler for 523/603/723......
Print/Scan Enabler for 520/600/720........
Print/Scan Enabler for 353/453.................
Print/Scan Enabler for 352/452.................
Print/Scan Enabler for 232/282.................
Print/Scan Enabler for 230/280.................
Print/Scan Enabler for 202L.......................
Print/Scan Enabler for 203L/233/283.....
Print Enabler for 230/280............................

$295
$195
$195

KD1250 Fax Option ......................................
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................

Many More Options Available, Call For Pricing

Sharp
Print/Nic for 208/208D.................................
Print/Nic for 237/277....................................
Print/Nic for 257/317....................................

$295FXX2 Fax Option..............................................
$195FXX3 Fax Option..............................................

Fax Option for MX2700/4501....................
Fax Option for 168.........................................
Fax Option for 208S/208D..........................
Fax Option for 237/257/260/277/317.....
Fax Option for 355/455/MX350/450.......
Fax Option for 503/453/363/283..............
FN7 Saddle Stitch Finisher MX350/450..   
FN6 Finisher for MX350/450.......................

$395MX FN10 Saddle Stitch Finisher................
MX FNX9 Finisher...........................................
MX DEX7 Two Tray Paper Pedestal..........

$195
$295

Ricoh
More Fax Options & Print Controls Available, Call For Pricing

Print/Scan 6001/7001/8001/9001.........................
Print/Scan Option 6000/7000/8000.....................
Print/Scan Option 5500/6500/7500.....................
Print/Scan Option 4000B/5000B...........................
Print/Scan Option 3500/4500.................................
Print/Scan Option 2051/2060/2075.....................
Print/Scan Option 2510/3010.................................
Print/Scan Option 2550B/3350B............................
Print/Scan Option 3025/3030...............................
Print/Scan Option 3035/3045...............................
Post Script for Ricohs.............................Call for Pricing

Fax Option for MPC 6000/7500..............................
Fax Options for MPC 5502/3502............................
Fax Options for MPC 5501/4501/3501/3001.....
Fax Option for MPC 3500/4500..............................
Fax Option for MPC 2050/2550..............................
Fax Option for MPC 2000/3000..............................
Fax Option for MP 2550/3350.................................

Fax Option for 2851/3351........................................
Fax Option for 3025/3030/2510/3010..................
Fax Option for 3035/3045/3500/4500.................
Fax Option for MP 4000/5000................................
Fax Option for MP 4001/5001................................
Fax Option for 5500/6000/7500/8000..................
SR 790 Finisher for 2851/3351/4000/5001.........
SR 970 Finisher for 5500/6500/7500/8000.........

SR 4000 Finisher for 5500/6500/7500/8000......

Panasonic
Fax Option C262/322..................................................
Fax Option C264/354..................................................
Fax Option for 2310/2330/3010/3030.................
Fax Option for 6030/8045/8060.............................
Fax Option for 8020....................................................
Post Script w/PCL 8035/8045/8060......................

$395
$295
$295
$350
$295
$295
$195
$350
$195
$195

Fax Option for MPC 6501/7501..............................$395
$295
$395
$395
$295
$295
$295
$195

Fax Option for MPC 2800/3300/4000/5000.......$295
$295
$195
$195
$295
$395
$295
$195
$295

SR 3020 Saddle Stitch Finisher...............................$395
SR 3030 Finisher.......................................................... $295

SR 3000 Saddle Stitch Finisher...............................$395

$395

$295
$295
$195
$195
$195
$195

$295
$295

$495
$295
$295
$195
$295
$195
$195

$195
$295
$295
$195
$295
$295
$295

Kyocera/Mita

Print Nic Scan for 6030/8030...............................
$395Print Nic 620/820.........................................................

Print Nic for 6030/8030..........................................
Print Nic Scan for 3035/4035/5035....................
Print Nic for 3035/4035/5035...............................
Print Nic Scan for 2530/3530/4030....................
Scan Option 620/820..............................................
Scan Option for 1650/2050/2550.......................

Fax Option for 1650/2050/2550..........................
Fax Option for 2530/3530/4030..........................
Fax Option 2560/3060............................................

$395
$295

Fax System S..............................................................
Fax System Q.............................................................

Fax Option for 3035/4035/5035..........................
Fax Option for 3050/4050/5050..........................

$395
$295

Finisher DF 760B.......................................................
Finisher DF 780B.......................................................

Finisher DF 710 for 3050/4050/5050................
Finisher DF 730 for 3050/4050/5050.................

Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................

$295Fax Option for IRC 5030/5035/5045.................

Finishers Available................................Call for Pricing

$295
$295
$195
$195
$195
$195

$295

$295
$295

$395

Canon

$295
$195
$295
$195

Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 7200/8500/105...................
Print Kit for 2020......................................................

Fax Option for IRC 2550/3080/3480..................
Fax Option for IRC 2880/3380..............................
Fax Option for IRC 3200/3220.............................
Fax Option for IRC 4080/5185.............................
Fax Option for 2270/2870/3570/4570..............
Fax Option for 3025/3030/3035/3045..............

$295Fax Option for 3245/3235/3225.........................
Fax Option for 5070/5570/6570.........................

S1 Finisher for 2270/2870/3570/4570..............
S1 Finisher for 3025/3030/3035/3045..............

$295Y1 Finisher..................................................................
$395Y2 Finisher..................................................................
$195Z1 Finisher..................................................................

W2 Saddle Stitch Finisher for 5180/5185........
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REASON FOR VALUATION: A good
rule of thumb is: if your valuation is
going to be scrutinized by someone/
somebody other than you, you probably
need a formal valuation. For example, if
you need a valuation for a partner issue
which may end up in litigation, you need
a formal valuation. If a third party outside
your business is going to contest the
transaction, get a formal valuation.

TYPE OF VALUE: Formal valuations are
generally focused on the price of the shares
of your company and often do not take
into account what the business might be
worth on the open market. Informal valu-
ations generally are concerned with mar-
ket value and marketability of the busi-
ness and try to answer the question: what
might a buyer pay you for your business?

Buyers Determine Value
If you are looking to sell your business,
we always suggest you start with an
informal valuation to determine a fair 
and reasonable expected target price for
the company. However, it is important 
to remember buyers are who really deter-

mine the price of businesses for sale, 
not the seller or your advisor. 
A case in point: a few years ago, we

were engaged by a client to sell his multi-
location chain of imaging equipment
dealerships. Our client believed his com-
pany was worth a certain price (for con -
fidentiality purposes, we cannot divulge
the exact price). We did our informal 
valuation and told our client we thought
the business was worth 20% more than 
he thought…which he did not believe. We
went to market without a price and ended
up creating a bit of a bidding war between
two buyers who both bid 35% more than
the seller expected for the business. End
of the day, the buyers of the business
were the ones who decided the price 
for the company, not us or our client.
As you can see, there are more to busi-

ness valuations than just asking someone
for a number. Before you can determine
the value of your business, it is critical to
understand the reason for the valuation and
the best expert to perform the task for you.
In next month’s article, we will look at

specific valuation methodologies, espe-

cially those used to value equipment deal-
ers and supplies wholesalers and resellers.
In the November article, we will discuss
multiples in business valuations…and
why they usually do not work.
If you have specific questions about

valuations or how to value your own 
business, we are happy to answer them
for you. �

Jim Zipursky is the Managing Director of
CFA-MidWest, an investment bank serv-
ing the middle market. Jim is a registered
representative of Silver Oak Securities, Inc.,
member FINRA/SIPC. For more informa-
tion visit www.cfaw.com/omaha. Follow Jim
on Twitter (@jazcfane) for articles and
information about M&A. For more infor-
mation about Exit Strategies or Selling
Your Business, feel free to contact Jim at
(402) 330-2160 or jaz@cfaomaha.com.

Valuation Fundamentals
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Dell 2150 

Dell 2660 Xerox 242  

Xerox 6600 

Dell 1250c 
Dell c1660w 
Dell c1760nw 
Dell 2150cn 
Dell 5130cdn 
Dell c2660dn 
Dell c3760 
Dell 7130cdn 

 ……. and more 

Xerox  
Phaser 6010 
Phaser 6600 
Phaser 7100 
Phaser 7500 
WorkCentre 7425 
WorkCentre 7525 
Docucolor 242  
…… and more 

Dell 5130

 

Xerox 7100

 

Extensive Line of Dell & Xerox Compatible Products!
Most Competitive Pricing, Reliable Quality

Contact: sales@itcsupplies.com
1-877-933-5558



Net New meetings are the
lifeblood of any dealer-
ship, and it is the fiduciary

responsibility of the salespeople
and their managers to make sure
their dealership continues to grow
and prosper. One aspect of this
“Net New meeting process” is to
prospect effectively using a vari-
ety of approaches, and this article
will focus on one single aspect of
prospecting: the Telephone Call. 
When selling business tech -

nology products, there are three
benchmarks that must be reached
to achieve a sale. 
These benchmarks, or “mini-

sales,” can be summarized as
follows:
1. Should I meet with you? (Get -

ting the meeting is the first sale)
2. Should I let you make a pro-

posal? (Writing & Presenting the
proposal is the second sale)
3. Should I implement your

recommendations? (Closing the
proposal, is the third & final sale)
Since we know that it takes 3-4

meetings to write a proposal and
3-4 proposals to close one sale,
the typical sales rep should be
setting a minimum of 6 to 8 Net
New meetings each week to have
a successful career. To achieve
these goals, prospecting for Net
New meetings is critical.
To answer the first question,

“Should I meet with you?”, you
must first convince your ideal
prospect to agree to a meeting
and, unless you have a well oiled
machinery of constant referrals,
the only other option is to prospect,
and to prospect effectively.
In the business technology

community most sales reps get
paid a salary plus commission. We
can break that structure into the

following: the salary is for all the
daily activity it takes to consum-
mate and support a sale; as well
as service, support and upsell your
current clients. The commission
is for your Net New sales results.
It is both the right of the dealer-
ship to expect this performance
and the fiduciary obligation of the
salesman to fulfill his sales quote.
When accepting this arrange-

ment (salary plus commission) it
must be understood that in return
for any salary, the dealership has
a right to expect a sales executive
to engage in a certain amount of
prospecting activity as part of
their daily and weekly plan. 
How much time should a sales-

person spend prospecting? Many
coaches and academics propose
that a salesperson should spend 
as much as 40% of their day
prospecting. If done properly,
your goals should be accom-
plished in about half that time. 
To understand what someone

should expect from their pros -
pec ting activity, here are some
industry standard prospecting
metrics:
• Phone 1/4 (Industry standards
suggest that a rep should set at
least one new meeting for every
three to four decision makers
they reach “live” during that
calling period.)

• Email 1/15 (one meeting set
for every 15 emails sent
requesting a meeting)

• Foot Canvassing 1/10 (one
meeting set for every ten 
companies visited)

• Social Media 1/6 (a rep should
make one appointment for
every six LinkedIn interactions)
With these numbers in mind

here are some specific tips regard -

ing the calling aspect of this 
program:
The prospecting for the week

should begin on a Friday when
the salesperson blocks out 4 nine-
ty minute calling sessions in their
calendar for the upcoming week,
and the salesperson should set a
goal of working on at least 40
prospective companies.
The best time to call is as 

follows:
• Monday afternoon (usually
between 4:30 pm and 8 pm)

• Tuesday and Wednesday morn-
ing (7:30 am to 9:45 am)

• Thursday morning or afternoon
(it may be effective to call during
lunch hour as the full time “gate
keeper” may be on break and
the person answering the phones
might be more likely to connect
you with the appropriate party)

• Friday afternoon  (many execu-
tives are surprised when I call
late in the day on Friday and
are usually quite impressed that
I am working “as hard as they
are.” This same theory holds
true for calling on a weekend)

• Saturday (10:00 am to 12 Noon)
• Sunday (6pm to 8:30 pm)
Weekend prospecting can also

be accomplished by sending a
“delayed email” during the week
that is set to send at a predeter-
mined time. This is a great way to
get your email to stand out from
the crowd, and it also sends a
message to the prospect that you
are a hard working sales rep, and
someone that a company presi-
dent may want to partner with in
looking at technology alternatives.
Call preparation: Each rep

should have a list of 40 pre-
researched firms identified along
with some basic information

Net New Meetings:
The Life Source of the Business 
Technology Dealership 
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Kate Kingston Prospecting
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before calling. This should include the
name of the company, industry, executive
name and title, nature of the business, and
“how they make money.” You should also
have an idea of the basic size and geo-
graphical information about the company
to guide you as to the potential size of
their technology before you call. 
We have also discovered that it is far

better to call 40 prospects 5 times each 
as opposed to calling 200 prospects, once.
Calling the same prospect more than once
shows tenacity, creates momentum, creates
a better chance of opening a dialogue, 
and shows the prospect that you are truly
interested and focused on getting that 
first appointment, and the odds of getting
an appointment with that prospect are far
greater than getting an appointment on 
a single call. Getting that appointment 
is usually called “luck”.
When calling a prospect, we follow

this approach:
• Be prepared.

• On the first call, if he/she picks up, pitch
for a meeting seven to ten days in the
future. Otherwise leave a full voicemail
pitch. Follow this immediately with an
email, reiterating your voicemail and
again, request a meeting.

• Follow this with a second phone call
three days later and a second email 
five days later.

• When you reach a prospect, either set
the appointment or move the prospect to
a future list. At the end of the week, you
should replenish the list to start every
Monday with a full list, researched and
ready to repeat the process For example, if
you made 8 net new meetings you would
be left with 32 prospects to work on.
In conclusion, it is critical for mana-

gers to manage the prospecting activity 
of their reps. They need to collect the 
batting average sheet for each sales 
executive in order to help gain an under-
standing of where your sales executive 
is getting the most hits for Net New

meetings, what’s the big ROI for their
prospecting time, and what method 
best suits their aptitude (and territory).
Knowing this in formation will help 
a manager or a sales executive create
activity in the calendar that will bear the
most fruit. Mapping that out over the
workweek allows for managers to help
salespeople accomplish their goal and do
what they agreed to do when they signed
up at your dealership. Spend adequate
time effectively prospecting to set 6 to 
8 new meetings a week. 
Net new meetings are the life blood 

of any dealership and it is your sales
reps’ fiduciary responsibility to the deal-
ership to spend the time to get it done.
Happy prospecting! And remember Make
More Meetings, Make More Money! �

Kate Kingston is president of The
Kingston Training Group. She can be
reached by calling 646-831-5184 or via 
email kkingston@kingstontraining.com

Net New Meetings
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ACM Technologies Inc. 73
Phone: 800-722-7745
www.acmtech.com

All Leasing Services 47
Repo/Offlease Copiers, Printers 
and Faxes 
Phone: 866-727-3750/ 949-727-3750
Fax: 949-727-3850
www.alscopiers.com

Aster 53
Phone: 562-404-9315/888 533-9926
Fax: 562-404-9570
usasales@goaster.com

BEI Services 8
Phone: 307-587-8446
www.beiservices.com

Carolina Wholesale 38
One of the largest office machine 
and supply distributors in the USA 
Phone: 800-521-4600
Fax: 800-356-9169
sales@cwholesale.com
www.cwholesale.com

Copier Network 12
Coast to Coast Service 
Extensive Canon and Ricoh Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 38
Canon & HP Parts & Supplies
Phone: 888-889-9598
anisark@csihouston.com
www.RemanCartridges.com 

Direct Precise Imaging 66
100% USA made Products
Phone: 888-376-7311
www.directpreciseimaging.com

DocuWare Corporation 30
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi e-Automate 23
Phone: 1-866-342-8392
www.e-automate.com

Electronic Business Machines 71
Copiers/Printers Parts & Supplies 
Phone: 800-832-6522 
Fax: 859-281-6328
www.ebmky.com

EpartsRoom 69
Solutions for Circuit Boards 
& PCB's, Hard Drives, Fuser & 
Fixing Parts, Finishers and Sorters 
Phone: 877-503-7278
www.epartsroom.com

Escalera 71
Copier Moving Devices 
Phone: 800-622-1359/530-673-6318
Fax: 530-673-6376 
www.escalera.com

Elite Dealer Nomination 69
www.enxmag.com
www.theweekinimaging.com

Frontier Imaging 48
Distributor of Copier, Printer 
& Fax Supplies 
Phone: 888-530-8811
sales@frontierimaging.com
www.frontierimaging.com

Funnel Maker 58
Phone: 888-823-0006
funnelmaker.com

Future Graphics 43
Phone: 1-800-394-9900/818-837-8100
Fax: 1-800-394-9910/ 818-838-7047
www.fgimaging.com

GE Capital 27
Phone: 203-749-6011
Aaron.Kingi@gecom
Phone: 203-749-2133
Engelbert.Herrera@ge.com
www.geasset.com/copiers

GFI Max 55
Phone: 1-888-243-4329
gfimax@gfi.com
www.gfimax.com/enx

GreatAmerica 
Financial Service 13
Phone: 800-234-8787
www.greatamerica.com

Greater Philadelphia 
Equipment Co. 57
Copiers, Accessories, Fax Options 
& Print Controllers 
Phone: 215-788-7111
Fax: 215-788-4445 
gpec1@verizon.net
www.printcontrollers.com

Hytec 71
Phone: 800-883-1001 / 
407-297-1001
Fax: 407-297-4310
www.hytecrepair.com

IDS-International 
Digital Solutions 21
Authorized Toshiba Distributor 
for Copiers, Printers, Fax OEM 
Parts & Supplies 
Phone: 888-372-3700
Fax: 562-921-1167
suzannecarter@idswc.com

Impression Solutions 11
Full Line Kyocera Copystar 
Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Ink Direct Corporation 30
Phone: 714-775-8255
http://onlineinkdirect.com

Intercom Exporting Inc 59
Minolta Copiers, Parts & Supplies
Phone: 800-960-1119
Main: 954-978-2121
Miami: 305-757-7878
Fax: 954-978-2412
sales@intercomcopiers.com
www.intercomcopiers.com

ITC Supplies 59
Phone: 877-933-5558
sales@itcsupplies.com

Jamex 52
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Display Advertisers Index
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Mars International 15
Wholesaler of Pre-Owned Copiers
Phone: 866-866-MARS (6277) /
973-777-5886
Fax: 973-777-5889
www.marsintl.com

Metrofuser 51
Phone: 1-888-387-3771 /
908-245-2100
Fax: 908-245-2900
www.metrofuser.com

Midwest Copier Exchange 31
Phone: 847-599-9001
info@mwcopier.com
www.midwestcopier.com
www.thinkarcoa.com

Mito Color Imaging Co., Ltd. 7
Color toner cartridges, HP mono 
cartridge with patent free OPC gear
Phone: 86-756-2535246 2535256
Fax: 86-756-2535769
sales@mito.com.cn
http://www.mito.com.cn

MSE 33
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquarters
Phone: 800-418-4968 US-East Coast
www.mse.com

MWA Intelligence, Inc. 10
Phone: 800-875-2371
www.mwaintel.com

Nation Wide Repair Service 69
Complete Office Equipment 
Repair Service 
Phone: 866-655-8676
Tech Support: 800-798-1814
www.nwrsinc.com

National Copy Cartridge 39
Phone: 619-562-6995
Fax: 619-562-6899
www.NationalCopyCartridge.com

Nectron International Inc. 45
Phone: 281-240-2222
Fax: 281-240-0468
www.nectron.com

Ninestar Image Tech Limited 49
Phone: 626-965-6662/909-869-0730
sales@ggimageusa.com
sales@seinetecusa.com
www.ggimage.com

NuWorld Business Systems 16-20
Copier, Printer, Fax & 
Business Machine Supplies
Phone: 800-729-8320
Fax: 800-829-0292
www.nuworldinc.com

OKI 6
www.okidta.com/ESLaunch

Parts Drop 64
Phone: 201-387-7776
www.partsdrop.com

PCI Premium Compatibles 72
Phone: 866-574-8804
sales@premiumcompatibles.com
www.premiumcompatibles.com

Pinnacle Sales, Inc. 41
Phone: 440-734-9195
www.psi-ohio.com

Power eCommerce 25
Phone: 800-231-9966
Power-eCommerce.com

Printer Essentials 3
Phone: 800-965-1180
Fax: 775-850-2630
www.PrinterEssentials.com

Ross International 15
Buy and Sell Used Copiers
Phone: 800-240-7677 /
973-365-9900
Fax: 973-473-8800  
purchase@ross-international.com
www.ross-international.com

RPT Toner 4-5
Phone: 888-778-8663
Fax: 630-694-9060
rpttoner.com

Seine Tech USA 61
Toner Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736 
sales@seinetecusa.com 

Static Control 2
Phone: 919-774-3808 International
Phone: 800-488-2426 Toll Free
www.colorcontrol.info
www.scc-inc.com

Supplies Wholesalers 74-75
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Toner Cycle-Ink Cycle 37
Phone: 1-877-894-8387
www.inkcycle.com

Toshiba 76
Contact Authorized Distributors
ACM Technology: 800-722-7745
Collins Distributing: 800-727-0884
IDS: 888-372-3700
Supplies Network: 800-729-9300
www.business.toshiba.com

TSA World 29
Phone: 1-800-633-6626
Fax: 1-800-635-5388
sales@tsaworld.com
www.tsaworld.com

Turbon USA 35
Toner Cartridge Remanufacturer
Phone: 702-492-0640 / 
800-282-6650
glorgan@turbongroup.com
www.turbongroup.com

Uninet 9
West Coast: 424-675-3300
East Coast: 631-590-1040
sales@uninetimaging.com
www.uninetimaging.com/enx

World Of Fax 65
Fax, Copiers & Laser Printer 
Parts Specialist
Phone: 1-800-634-9329 /
1-866-FAX-PARTS
WorldOfFax.com
CopierPartsStore.com
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Business Card Directory

Call
Now

Toners l Inkjets l Laserjets Drums l MICR’s
Developers l Ribbons l Copy Cartridges l Maintenance Kits

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

Contact Joe: sales@CWItoner.com
ph: 310-828-2225  l  fx: 310-828-2262
2880 Colorado Blvd., Santa Monica CA 90404

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

We Buy & Sell Cell Phones | Empty Inkjet & Toner Cartridges | OEM Surplus | Laptops & IT Equipment

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

“We want your empties.
So does everybody else.”

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

Contact us now. It really 
does pay to work with us!

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

YKC, Inc. 
One Broad Ave #8
Fairview, NJ 07022

Hela Chang
helachang@gmail.com

Phone: 201-313-0055
Fax: 201-313-0077C 2009 Asay Media Network

USA, North & South America Welcome

Used
Copier Sale 

303-465-3134
TRI RESOURCES INTERNATIONAL

9421 Winnetka Ave
Unit L

Chatsworth, CA 91311
(866) 260-3069

Fax 818-407-0374
Monica@therightcartridge.com New Lexmark

T652 DN printer
$1129

HP 9500 MFP C8549A 
refurbished by HP

comes with 1 year onsite
warranty. Toners and
drums not included.

$899.99 New HP CP4025N
w/o toner CC489A

$629.99

HP 6015x Q3933A 
printer refurbished
by HP comes with

1 year onsite warranty
$2999

Digital Duplicators
Risograph & Ricoh
Bought & Sold
RZ990
RZ220
RZ390
RZ590

JP8000
JP8500
JP4500
JP3000

1700
3700
3750
3770

MZ790

HQ7000
HQ9000

Rebuilt Duplicators
Retail Ready
Full Tech Support
Full Parts Support

***All Models*** 
***Available***

---------------------------------

email: culver-enterprises@swbell.net

SELLING

Phone: 405-912-1700
Fax: 405-912-1900

MASTERS
• OEM 
• Compatibles 

CALL NOW!
Now Available!!
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TECHNOFIX
Office Products

w
w

w
.Te

ch
no

fix
.co

m

SAME DAY 
AND DROP 
SHIPPING 

AVAILABLE 

l scanners
l fax 

l printers
l copiers

AUTHORIZED DEALER 
& SERVICE CENTER FOR

&

Tel: 818. 545. 8888    Fax: 818. 545. 8890
e-mail: rmoradian@technofix.com

1412 East Wilson Avenue - Glendale, CA 91206

OEM PARTS & SUPPLIES
Call for HP Mono and Color 

Laser Printer OEM Parts

Fax, Copier &
Laser Printer Parts Specialist

FREE PARTS RESEARCH FOR

NO PARTS #’s NEEDED TO ORDER
WE STOCK FUSER UNITS, FEED KITS, DRUM KITS,
CIRCUIT BOARDS & MANUALS 
l HARD DRIVES FOR ALL COPIERS IN STOCK. ALL BRANDS
l NETWORK & SCANNER OPTIONS IN STOCK 
l FAX KIT OPTIONS FOR ADD ON TO ANY EXISTING COPIER
l FUSER UNITS & CIRCUIT BOARDS. ALL MODELS IN STOCK
l Order parts without parts #
l Parts Ship Same Day
l Free parts diagrams

(Live friendly assistance all day) 

Call Us For Free Parts Research
Dial: 1-800-634-9329 or 1-866-FAX-PART
Visit our websites at: WorldOfFax.com and CopierPartsStore.com

CANON

CANON

Calendar

LabelExpo Americas 2014
Sept. 9-11/Rosemont, IL
www.labelexpo-americas.com

Imaging Supplies Coalition
(ISC) Conference
Sept. 14-16/Las Vegas, NV
www.isc-inc.org

6th Receipt Printing, 
Barcode Printing, POS 
Equip & Tech Expo
Sep 25-27/ Shanghai, China
www.chinashexpo.com

Graph Expo
Sep 28-Oct 1 / Chicago, IL
www.graphexpo.com

RemaxAsia Expo 2014
October 16-18/Zhuhai, China
www.iRecyclingtimes.com

ELFA 53rd Annual
Convention
Oct 19/ San Diego, CA
www.elfaonline.org

BTA Southeast Event
October 24-25/Asheville, NC
www.bta.org

Executive Connection
Summit (ECS) 
October 27-30/Scottsdale, AZ
http://ecs.mwaintel.com

ECI Connect Conference
Nov. 10-12, 2014/Las Vegas, NV
www.ECiSolutions.com

Industry Events & Trade Shows
Below is the Industry events updates with website info.
Visit enxmag.com/INDUSTRY_CALENDAR.htm for more info.
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Classified Ads

1-888-376-7311

COLOR   I   MICR   I   NICHE   I    MPS 

DPI The Leader In
New Development
& Niche Products

Call Us For Daily Specials!

Ask about our Free Shipping 
offer & Empty Toner Cartridge

Buyback Program!        Same Day & Blind Drop Shipping!

We Design it... We Develop it...
We Manufacture it...

"Tailored towards your needs".
Cut costs, streamline processes and print for less with 

our Extended Yield Brand (Managed Print Services).

aNO MINIMUM ORDER  
aMICR AVAILABLE
aBLIND DROP SHIPPING  
aNEWEST RELEASES

Made In
The U.S.A. 
Since 1994aWE BUY EMPTIES

aRE-BUILD YOUR EMPTY PROGRAM SAVE!

All of DPI products are
manufactured 100% in the USA!

www.directpreciseimaging.com

AUGUST 2014 RELEASES  
•  Brother TN 336 Colors
•  Samsung 203 MICR
•  Source Tech 9720 & 9730 MICR
•  Lexmark M5155 
•  Lexmark MS or MX MICR and MICR Drum
•  Dell 2360 or Dell 5460 MICR and MICR Drum
JULY 2014 RELEASES  
•  Lexmark C-540 Extended Yield MPS   
•  Brother DR-221 Drum Unit
•  HP CF-283A Monochrome and MICR
JUNE 2014 RELEASES
•  Sourcetech 9612/9620 Extended 10K MICR
•  Lexmark X-746/748 Colors
•  Dell 2375 13K Extended Yield
MAY 2014 RELEASES  
•  Lexmark C-746/748 Colors
•  Okidata B-710 MICR
•  Dell 5130 Drum Unit
•  Xerox Phaser 6700 Drum Unit

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com

ISSUE: 
There are reports of Color LaserJet CP5525 printers failing 
with a black, blank, or no display on the control panel.
These failures will show the following symptoms: 
•  Display is blank – no words or graphics are visible.
•  The backlight of the display may be ON or OFF.
•  The Heartbeat LED (callout 3 below) IS NOT lit.
•  The “Smiley Face” Formatter Connectivity LED 
(callout 1 below) IS lit

SOLUTION: 
Remove and re-seat the formatter along with the SSD/HDD.
If a device failure meets the above criteria, replace the 
formatter (part number CE707-69002). �

Printer Tech Tip

TECH TIP
HP Color LaserJet CP5525 Printer Series - 
Blank, Black, or No display on control panel

This Tech Tip is contributed by Laser Pros (www.laserpros.com).
Email any questions to marketing@laserpros.com.

Figure 1: Blank display symptoms
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The Xerox 4110 style copiers are powerful and fast
(110 ppm). These are heavy hitters compared to what
I usually tackle in these articles. We’re seeing more

and more of these relatively big machines and now with
good aftermarket drums and other components on the hori-
zon, it makes sense to see how the drum cartridges come
apart for rebuilding.
The first group of models (4110, 4112, 4127, 4590, and

4595) all share the same drum cartridge, although over time
there have been many part numbers. The most current part
number for the 4110 version of the cartridge is 13R646 (or
013R00646). Other part numbers include: 13R635, 13R639,
13R653, 13R610, 13R640. It is unclear which cartridges are
for which markets among these part numbers. If you install
a cartridge in a machine and it is rejected as being “invalid”
or “wrong cartridge,” you will need to experiment to find
out which cartridge part number will work in that machine.
The difference between cartridge reorder numbers is really
just the difference between the chips, or CRUMs (Customer
Replaceable Unit Monitors) which are found on the car-
tridges. These CRUMs also keep track of the copy count and
need to be replaced to reset the drum count for the machine.
From reports in the field, most machines will accept the
13R646. Another difference among these is that some, but
not all of the cartridges, have an “anti-tamper” plate in front
of their release latches. The anti-tamper plate is designed to
keep a customer from removing the cartridge without the
use of a screwdriver. 
Recently a new group of models have been released 

which use a drum cartridge which is extremely similar to 
the 4110 version. It comes apart the same way and uses 
the same drum and other components; however, it also has
some substantial changes from the 4110 version. This new
cartridge we’ll call the “D95 version.” It is found in the
machine models D95, D110, and D125. These started out
using part number 13R666 (013R00666) which later was
replaced by 13R668 (013R00668). 
The first difference is the location of the CRUM chip. 

The 4110 version used an RF (Radio Frequency) type of
chip which can be found hiding underneath the rear end 
of the top cover of the drum cartridge. It doesn’t make any
physical contact in the machine. The D95 version now uses

a physical contact type of chip which is exposed and mount-
ed on the top of the front end cover.  The other immediately
noticeable difference is that the 4110 version has a pre-
transfer corona along the bottom left side of the cartridge,
while the D95 version is missing the pre-transfer corona
entirely.

PROCEDURE
Note that most of the screws are #1 Philips head / 5.5mm

hex driver. A few have fine metal thread, so keep track of these
so they go back in the same places where they belong as they
are responsible for making ground contacts in some cases.

1. Remove the Top Cover (4 screws) For the 4110 version of
these cartridges, you will find the RF (Radio Frequency)
CRUM chip which is hiding under this cover near the
rear end of the cartridge (see Photo #1). If you’re working
on the D95 version of the cartridge, the CRUM will
instead be found on the top of the Front End Cover.

2. If there is a black plastic plate in front of the yellow
release handle, remove it (1 screw). This is an anti-
tamper plate designed to make the cartridge less tempting
for the customers to remove from the machine. It makes
it necessary to have a screwdriver in hand, so it makes the
customer think twice, which is a good thing since they
are then less likely to damage the drum or accidentally
expose the drum to excessive light.

Britt Horvat Technical Tips

Rebuilding the Drum Cartridges for the WorkCentre®

4110 / 4112 / 4127 / 4590 / 4595 and D95 / D110 / D125

Photo #1: D95 version vs. 4110

Xerox® 4110 Style Drum Cartridges
— Keeping the Beat 

continued on page 68
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3. Remove the Front End Cover (2 screws from the front end).

4. Take off the Drum Picker Finger Assembly (2 screws),
and the metal plate on the bottom left side of the cartridge
(2 screws). This plate sits just below the pre-transfer
corona (see Photo #2). *NOTE that the D95 version of
the cartridge is missing the pre-transfer corona, although
the metal plate is still there.

5. Remove the Lower Right Corner Cover held by 2 clips
(see Photo #3).

6. Remove the 
Pre-Transfer Corona
Assembly by removing 
1 screw from the front end
(see Photo #4). Then you
can shift the corona assem-
bly towards the front end of
the cartridge to remove it.
CAUTION: This particular
screw has a fine machine-
threading. Don’t mix it up
with the coarser plastic-
thread screws because 
this one makes a vital
ground contact).

7. Remove the 
Pre-Charge Corona
Assembly by removing 
1 screw from the rear 
end and then shifting 
the assembly toward 
the rear to remove it 
(see Photo #5). 

8. Restring the Corona Wires on the Pre-Transfer and
Pre-Charge Corona Assemblies (these two wires are
shorter than the ones in the charge corona assembly). 
Be gentle and patient here so as not to break the new
corona wires (4110PCW).

9. Remove the Charge Corona Assembly which is held on
by 1 screw from the rear end (see Photo #6). Rebuilding
the charge corotron is an important part of getting good
life out of a rebuilt cartridge. You will replace the charge
grid and the 2 charge corona wires. Wear surgical gloves
when handling the new corona wires and grid to avoid
oils from your fingers getting on these components
because fingerprints can cause copy quality issues.

a. First remove the Charge Grid by releasing the latch
near the Front End (see Photo #6). 

b. Then pop off the End-Block Covers from the Front
and Rear End-Blocks. They are simply clipped-on. 

c. Next you’ll want to pop off the piece of the
Cleaning Shuttle which is above the wires. It is
clipped in place and a gentle prying with a tiny flat-
head screwdriver will release it (see Photos #7 & 8).
This piece has one larger white pad on top which
cleans the charge grid and two tiny pads which clean
the wires. Likewise there is a pair of similar tiny
brown pads on the inner portion of the shuttle as well.
When they are available (coming soon – 4110CCPK)
it will be a good idea to replace all 5 of these peel-
and-stick cleaning pads.   

d. Take note of how
the Corona Springs
are situated at the
Front End-Block.
They have the longer
hook on the terminal,
and the short hook on
the corona wire’s end
ring. (see Photo #9)

Xerox® 4110 Style Drum Cartridges

e n x   

Photo #4: Front End View

Photo #9: Corona Springs

Photo #2: Drum Picker Finger Assembly & the Metal Plate under the
Pre-Transfer Corona

Photo #3: Lower Right Corner Cover

Photo #6, 7 & 8: Restringing the Charge Corona Springs

Photo #5: Rear End View
continued on page 70
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FINALLY A QUALITY ALTERNATIVE TO EXPENSIVE CIRCUIT BOARD REPAIRS

When attention to the bottom line becomes the only detail!

www.epartsroom.comToll-Free 877-50-EPART

Discover Immediate Cost Savings 
For Any Service Department

SERVICES Epartsroom Nation-Wide Hytec 

High Quality PCB Yes Yes Yes

Extended Warranty 1 Year 1 Year 1 Year

Product Availability Yes Yes Yes 

Lowest Price Guarantee Always No No 

Hassle Free Returns Always No No 

Environmental Standards Always No No 

Shipping Discounts Always No No 

Costly Expedited Fees Never Yes Yes 

Required Core Return Never Yes Yes 

Non-Repairable Fee Never Yes Yes

Full Year Warranty   
No Hidden Fees

Lowest Price Guarantee
No Advance Exchange Fee
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e. Restring the Corona Wires These two – 4110CCW—
are longer than the ones in the pre-charge and pre-
transfer corona wires. Be patient and gentle. Attach 
the end on the white peg on the front end-block first
and then lay the wire all the way across and attach 
the spring to the other end of the corona wire. Use a
spring-hook to gently stretch the spring until it can
hook around the metal terminal at the rear end of the
corona. Be sure that the wire is routed correctly at
either end and that it is riding on the tiny cleaning pad
on the cleaning shuttle. Reinstall the outer cleaning
shuttle piece with the cleaning pads on it and reinstall
the charge grid. Again, no fingerprints on the grid or
wires! If you suspect you may have gotten any finger-
prints on them, use isopropyl alcohol to clean the 
fingerprints off.

10. Now for the Drum itself (4110DR). Turn the cartridge
on its right side so that the drum is facing upwards.
Remove the 3 screws from the rear drum hub (refer
back to Photo #5), and 3 screws from the front drum
hub (refer back to Photo #4). CAUTION: these 6 are the
fine metal-thread types of screws. Don’t get them mixed
up with the coarse plastic-thread screws. Then, while
holding onto the drum, extract the front and then the

rear drum hubs and
lift the drum out 
of its cradle. When
reassembling, use 
a small dab of
Plastislip grease or
similar light lubri-
cant grease in the
drum hubs, since

they serve as the bearings for the drum. When installing
a new drum, keep it shielded from light as long as pos -
sible during the reassembly procedure to prevent the 
possibility of “light-shock” damage to the drum.

11. Replace the Drum Cleaning Blade – 4110DB 
(2 screws). 

12. Vacuum the Cleaning Brush and the cavity behind 
it, taking care not to damage the Mylar Recovery
Blade. If the recovery blade (4110RB) gets damaged or
is coming unglued, replace it with a fresh peel-and-stick

recovery blade. First make sure you clean off the old
one and any adhesive thoroughly.

13. For a thorough cleaning, remove the Cleaning Auger
Cover (3 screws). Be very careful with the foam gasket
on this cover (see Photo #11), as removing the cover
will disturb this gasket. You’ll need to be gentle and do
as little damage to the foam gasket as possible so that
it’ll keep doing its job when you’re done. With the
cleaning section top cover off, you will get better access
to the cleaning auger which moves the waste toner away
from behind the cleaning blade to exit the cartridge
through the sliding shutter at the rear end. Be gentle, but
clean out as much of the waste toner as possible using 
a vacuum. Keep an eye out for any broken or worn out
parts, such as the waste auger, the gears which drive it,
or the shutter mechanism at the rear of the auger. 

14. Reassemble it all! Be sure to use starting powder so
that the blade doesn’t stick to the drum, and rotate the
drum a few times by hand to make sure it starts right. 
If you want to use toner as your starting powder, you
need to keep some of the toner from behind the cleaning
blade for this purpose. Do not use toner from the waste
bottle, nor from a toner cartridge, because both have
gritty developer material mixed in. Also pay attention 
to where the metal-thread screws belong (the 3 each for
the front and rear drum hubs, and 1 more that attaches
the pre-transfer corona assembly). 

Congrats! You’ve got it licked! 

Hopefully this article will give you a good head-start in
rebuilding these cartridges. Have a great summer! �

Xerox® 4110 Style Drum Cartridges
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Britt works for The Parts Drop, a company whose primary business is providing parts, supplies 
and information for Xerox brand copiers, printers and fax machines. You can find more information,
including many of Britt’s past ENX articles on their website, (www.partsdrop.com) If you’d like to
read more about Xerox brand office equipment, there’s also a complete listing of past articles under
contributing writers on the ENX website (www.ENXMAG.com)

Photo #10: After the Drum is Out

Photo #11: Waste Auger Cover’s Foam Gasket
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Electronic Business Machines

1408 Versailles RD.
Lexington, KY 40504

Ph. 800.832.6522
Fax 859.281.6328
www.ebmky.com

The PRODUCTS you want, the SERVICE you deserve!

Authorized Parts Distributor

New OEM Parts
Fuser Exchange

Printhead Exchange
Tech Support

Transfer Belt Assemblies
Printhead Exchange

Fusers purchase or exchange
M/A Kits purchase or exchange

Parts - Supplies - Circuit Board Repair
Keyboard Rebuild - Machine Refurbish

ROYAL®












