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Queue up Rod Stewart’s
1979 hit “Do Ya Think
I’m Sexy” over an image

of a 3-D printer and play it for an
office technology dealer looking
for a sexy technology to com-
plement his traditional product
offerings and what do you get?
You might get a good amount of
folks salivating over the profit
potential of 3-D printing along
with a healthy dose of skeptics
who aren’t ready to invest in a
technology that most of their tra-
ditional MFP customers aren’t
going to be buying now or later.
The reality is there’s a lot more

interest in 3-D printing within the
office technology dealer channel
than not. A recent Copier Careers
survey found that 74 percent of
respondents say the technology
will have a major impact on the
copier channel. And that’s the
channel talking, not 3-D printer
vendors.
Whether one takes the leap

into 3-D printing sooner or later
the analyst community that’s
closely tracking this emerging
technology recommends looking
before you leap.
David Ramos, a consultant

with InfoTrends, draws a parallel
between 3-D printing and high-
end production print for those
considering making the transition.
“I do a good job in Segments 1-4
and some Segment 5, and then
my OEM asks me to sell Segment
6,” explains Ramos. “Now I have
to invest a significant amount 
of human capital and financial
resources in order to do that.
Think about how much it costs a
company to invest in production
even today; it’s in the couple
hundred thousand dollar range

once you factor everything in,
and that’s the aspect they don’t
analyze—what is my investment
going to be to get into this space?”
Another consideration is the

business model for getting into
the 3-D printing market. “They
know the business model for 2-D
printing—chemicals on paper—
and what drives success, but this
is a completely different animal,”
emphasizes Ramos. “The term
‘3-D printing’ is a misnomer;
there are no comparisons or
commonalities between that 
[and 2-D printing.]”
Keith Kmetz, program VP,

IDC’s Imaging, Printing and
Document Solutions Research,
concurs. “Calling it printing

makes it sound
like spitting out
paper as with
printers and
MFPs, but that’s
not the case.”
The challenge

Ramos sees is
that the materi-
als used in 3-D

printing are materials that the
average office technology dealer
is not accustomed to. Plus,
depending on the application,
whether it’s rapid prototyping for
specialty manufacturing or mak-
ing a widget, each application
might require a different technol-
ogy and a different material.
“It’s not Segments 1-6,” says

Ramos, who might as well be
telling dealers who are selling 
3-D printers they’re not in
Kansas anymore. “If you’re a
dealer you’re going to have to
figure out which technology
you’re going to market based 
on your market conditions. 
You can’t market them all.”

Not that dealers can’t make 
the transition, but Ramos is dead
serious on making sure they
understand what they’re getting
into. “The jump for a dealer to
go to MPS is relatively small, the
jump for a dealer to MNS or IT
integration is a bigger jump, but
many have already worked with
some level of professional serv-
ices and software integration,”
explains Ramos. “Going into 
3D printing is double the leap of
going into managed IT services.
Because it’s got ‘printing’ in it,
everybody thinks I’m just going
to jump right into it.”
He recommends figuring out

how much you’re willing to
invest, which 3-D printing tech-
nology to focus on, and equally
important, whether or not you’re
going to bring in someone who
understands the technology and
knows how to sell it.
“You’ll need someone on 

your staff that is smarter than 
the client in every facet of CAD
development and application
development,” opines Ramos.
He adds that in the office tech-

nology industry, dealers aren’t
looking at the market and saying
what direction should they point
their organization in. “They just
blanket cover everything,” says
Ramos. “With this technology
you won’t be able to do that.
Law firms aren’t using this. You
are looking at specific sectors or
industries that will benefit from
this application or service, or
technology.”
He believes dealers are going

to have to get good at serving
different sectors of the market.
“And that’s not their forte at 
this point,” he adds. “Very few

Is 3-D Printing Ready 
for Prime Time?
  

continued on page 22
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independent dealers have a vertical mar-
ket approach within their own geogra-
phy. I’m not saying they don’t have
clients in certain sectors, but most of 
the time they don’t look at it this way.
With 3-D printing you need a more
refined approach.”
IDC’s Kmetz just returned from a

Select Dealer Group meeting where he
made a presentation on 3-D printing.
IDC’s forecast for 3-D printers is enthu-
siastic, showing double-digit growth 
patterns. “You don’t see that in your 
traditional markets,” says Kmetz.
IDC considers 3-D printers a viable

option for dealers looking to offset
declining traditional hardware sales,
declining page volumes, and declining
break-fix opportunities. “You need to
look at adjacent markets for growth
opportunities,” suggests Kmetz.
If 3-D printing is an adjacent market,

the next step is going into the market 
and identifying the most appropriate
customers for this technology. “Look at
your customer base and potential cus-
tomers who are making something that
might be better suited to a 3-D printer,”
states Kmetz. “You’re already providing
them with a 2-D printing solution; find
out if there is a possibility for 3-D too.”
There are plenty of verticals where a

3-D printer would fit nicely, and as Kmetz
points out, that’s any industry that makes
something. Worthy verticals include
manufacturing, healthcare, and the den-
tal market to name just a few. The talking
point is on how 3-D printing can accel-
erate production by producing materials
in house rather than outsourcing.
“The industry still needs to define the

Holy Grail in terms of what manufac-
turers or consumers are going to print 
in 3-D often enough to make it a worth-
while investment and receive a quick

ROI,” adds Kmetz who
is skeptical of consumer
applications, a market
he doesn’t consider
viable for the office
imaging dealer channel.
Scott Dunham,

research manager for
Photizo Group, agrees

with Ramos and Kmetz that selling a 
3-D printer is not at all like selling a
copier or MFP. “It’s a consultative sales
process, which is not something the
dealer channel is used to doing or is
opposite of what they’re doing,” opines
Dunham. “And decision makers aren’t
going to be anywhere close to who you
were talking to before.”
He too recommends doing research 

to qualify the opportunity and see if it’s
feasible, and determining whether or not
there are business model similarities that
one can create some synergy around
within their existing organization. Other
considerations include whether or not to
hire 3-D specialists. “Which I would say
you probably should,” suggests Dunham.
Also important is training existing

staff on how to use a 3-D printer through
the entire print process. “There’s a lot
that goes into it, it’s a pretty big under-
taking, so I would advise anyone in 
the imaging channel to dedicate some
resources to get into this if this is what
they want to do,” says Dunham.
As far as finding opportunities, does 

it come down to location, location, loca-
tion for targeting the right prospects in
the region the dealer serves or are there
opportunities that will eventually be
uncovered as 3-D printing matures?
“It’s not location, location, location;

it’s application, application, application,”
says Dunham. “There are copier dealers
doing this right now, not a lot; where
most have had success is picking a spe-
cific application that 3-D printing can
serve and serve well and starting there.”
He emphasizes that the most funda-

mental concept dealers need to under-
stand is there’s not a single 3-D printing
technology that’s right for everything,
and one needs to understand what the
different technologies can be used for
and what they can’t.
Two of the most prominent names 

in 3-D printing are 3D Systems and
Stratasys. Other vendors to watch are
EnvisionTEC and Mcor Technologies.
“All the big manufacturers are going

to an indirect sales model now and I
wouldn’t be surprised if they’re not
actively seeking more resellers,” says

Dunham. “3D Systems is most aggres-
sively doing this, particularly in our
industry.”

One dealer who does
a good job of research-
ing a technology or
service before leaping
into the fray is Chip
Miceli of DPOE in Elk
Grove Village, IL. He’s
not doing 3-D yet, but
he’s thinking about it.
“I believe it’s a prod-

uct we should be able to do well with,”
states Miceli. “3D Design looks like it
might be an opportunity for us and we’ll
probably be selling it before the year is
over. It just depends whether they want
us or not.”
Miceli could learn from three dealers

who are currently selling 3-D printers,
including Fraser-AIS in West Reading,
PA, Advanced Copy Technologies in
Crom well, CT, and Nova Copy in
Dallas, TX.
After hosting a successful open house

to announce their entry into the 3-D
space, Greg Gondek,
Advanced’s president,
found not only were
existing customers
interested in the tech-
nology, but the technol-
ogy was opening new
doors for Advanced.
He quickly discov-

ered that 3-D printing
involves a different

decision maker than he’s been used to
dealing with. “I don’t think we’ve seen 
a purchasing person yet on any of our
transactions, it’s heads of engineering
and C-levels.”
He’s also learned that customers and

prospects aren’t dummies about 3D
printing. “Some are more knowledgeable
than us,” acknowledges Gondek. “We
have a physics engineer on staff to inter-
face with all the engineers coming in to
see this product. They want to know all
about the materials and the properties of
the materials. It’s a detailed type of sale,
much more so than office equipment.”

  

continued on page 24
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For Fraser-AIS the best opportunities
to date have been within engineering
departments. According to Daniel Fraser,
new business development technology
for Fraser-AIS, the difference between
selling 3-D printers and copiers is that 
3-D printers are graded on their material

output. Usually, clients
don’t need to see the
machine. They need 
to see general output
samples or how their
samples print out.
Fraser contends that

it’s important for a
salesperson to under-
stand the chemical and

physical properties of the consumables
when selling a 3-D Printer. “Knowledge -
able clients are interested in tensile
strength, heat deflection, elongation 
at break, Young’s modulus, etc., and 

a salesperson should know how to speak
this language, otherwise you can lose

credibility real fast if
you aren’t up 
on your materials.”
NovaCopy CEO

Darren Metz has
learned to dial down 
his expectations when 
it comes to selling 3-D
printers. “The actual
sales we’ve been seeing

have been very low whereas the market
interest and the people that want to talk
about it are extremely high. Getting peo-
ple to buy that machine has proven to be
extremely difficult. There are a lot of tire
kickers, but not a lot of buyers. (For more
of Metz’s perspectives on 3-D printing,
see this month’s Dealer Spotlight.)
There’s going to be a lot more written

on 3-D printing in the coming months

just as there will be a lot more dealers
talking about the product. One thing is
for sure, whether one is already selling
3-D printers or still thinking about it,
everyone still has a lot to learn. �
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l Online Inventory Updated Daily
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l 

l Hablamos Espanol

l Falamos Portugues
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Phone:  510-746-2080   l   Fax:  510-601-9052   l   Sales@CopierNetwork.com   l   1937 Davis St. - San Leandro,  CA. 94577

APRIL SPECIALS!

In these tough economic times, our pricing & inventory will not be 
beat.  We have the newest repo’s as well as containers ready to ship.  
Two full warehouses of the best domestic & export equipment.  
Our knowledgeable sales staff & technicians have years of experience.  
We can ship coast to coast or internationally at the best price.

Check Our Website For Current Inventory

ID# 46436    Ricoh    Aficio MP 6002SP    
W863L200782    RADF; (RT4010) LCT; 
Duplex; (SR-4060) FIN; Print; NIC; Scan; 
Condition: Passes Paper  3  Total: 46k  $4,495

l Konica Minolta BizHub c220/280's 
       Starting at $750
l Kyocera Taskalfa 250ci/300ci's
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l Ricoh Aficio MP c300SR's 
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       Starting at $400
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       Starting at $400ID# 46220    Ricoh    Pro C720S    V8906000036 RADF; LCT; 

Duplex; (SR-5000) FIN; Print; NIC; Scan; (BK5000) Booklet Maker; 
Condition: Passes Paper   2   Total: 283k   Color: 237k   $6,495
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Business Profile

Is your web site integratedwith the major distributors 
in your industry? If not, our

shopping cart software is. Can
you have more than one vendor/
supplier per product in your cur-
rent shopping cart? If not, we do.
Can your ecommerce solution
send a PO to your suppliers with
one click? If not, ours does.

Introduction to Power-
eCommerce
Power-eCommerce was founded
in 2001 because there was a need
for a better ecommerce solution.
At the time the ecommerce solu-
tions were not very good. Power-
eCommerce’s founder and CEO
was a software engineer by trade
and set out to build a better
ecommerce shopping cart solu-
tion. It took six months for the
first version of the software to be
ready. After two years of working
on making the software better,
Power-eCommerce had a solid
shopping cart solution. Once they
had a good software platform to
work with, they set out to build 
a new software business. Starting
a new business with only one
customer in 2003, it was going 
to be a long road to getting in 

the black. Power-eCommerce 
has come a long way since 
from that humble beginning.
The core of the software 

platform is not the lines of code
that make it work but the phrase
“Constant Improvement”. Every
day improvements to the software
are made—some small some big,
trying to give our clients a better
ecommerce solution.
Some of the largest distributors

in the ink and toner business trust
us to run their websites. We have
100’s of clients in the ink &
toner/office supply business. Our
software is built for this industry.

Product Integration 
with Suppliers
One of Power-eCommerce’s 
most powerful tools is the Direct

Product Feeds from a number of
suppliers like: ACM, Azerty, Copy
Technologies, Nectron, Petra,
Printer Essentials, Supplies Net -
work, and Supplies Wholesalers.
Power-eCommerce is currently
adding 3 more suppliers and has
plans to add dozens more.
These product integrations get

these products on your site and
categorized with your prices from
the supplier(s). No need on your
part to figure out what printer
model a new part number goes
under—it’s done for you with
these products feeds. You can 
add your own products manually
or with an upload as well.
About two years ago Power-

eCommerce focused the company
on product integrations with sup-

Power-eCommerce
A powerful shopping cart solution
[with supplier integration] 
  

continued on 28
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pliers. Building these relationships with
suppliers has given our clients and the
suppliers the power to increase their sales
and save hundreds of man-hours. We
believe using our software technology
will benefit both the website owner and
the suppliers. We don’t charge any addi-
tional fees to our clients to access these
product integrations, but they do need to
have an account with the given supplier.

Multi-Vendor Support
You are not limited to just one supplier
like most ecommerce software. Power-
eCommerce has built in multi-vendor
support, whether it’s 1 vendor or 10,000
vendors/suppliers. Each product can have
as many vendors as you want as well. To
run any successful business you need to
rely on more than one vendor and this
has been built in to Power-eCommerce
since version one.

Build it and They Will Come!
NO! Build it and nothing. That’s right,
nothing. If you want to sell online it’s 
no different than selling to your local
market. Would you open a new office 
and just sit at your desk waiting for
someone to walk in without marketing it?
No. Nor should you open a website and
expect customers to find you. This is true
if you use Power-eCommerce software 
or another solution.

Unfortunately, people that are 
new to the internet and just had a web-
site created for them by a friend, them-
selves or even a web company, tend to
think that they will automatically be
inundated with new business right away,
with no efforts of marketing their new
website. Unfortunately the internet does
not work that way or that fast. Sure you
could have the site up for years and get
an order here and there but to get solid
business from your website you have to
work at it as hard as you do at every
other part of your business.
Not everyone needs their website 

to make them a lot of revenue—it’s 
more of an online store for existing 
customers or prospects to see a more 
professional overall picture of your com-
pany. For those that want to increase 
revenue by using their websites and
Power-eCommerce’s shopping cart it’s
easy: Marketing, marketing, marketing,
hard work, mistakes, headaches, and
Marketing, marketing, marketing.
Power-eCommerce does provide 

some tools/features to help with this, 
like data feeds to some shopping sites
and SEO optimization tools. The market-
ing tools that are built in to the software
are designed for you to manage without
charging you unnecessary fees. 

HP Resellers
HP is now requiring resellers of its prod-
ucts among other requirements to have a
website with ecommerce functionality in
order to buy from a tier one distributor. 
If you are struggling with this, Power-
eCommerce can have you running in one
or two days. See some demo sites at our
website Power-eCommerce.com. �

Check Out these Online Demo Sites
MyDemoStore.com
ACMdemo.com
AzertyDemo.com
CopyTechDemo.com
NectronDemo.com
SuppliesNetworkDemo.com
SuppliesWholesalersDemo.com

Contact Us
Power-eCommerce.com
4920 Atlanta Hwy Suite 138
Alpharetta, GA 30004
Toll-free: 800-231-9966
Telephone: 678-890-5801
E-mail: sales@power-ecommerce.com

Gary Katz, COO
818-724-5900 Direct Line
678-890-5801 x 1027

Joe McMillian, Software Support Manager
678-890-5801 x 1026

Bill Vargas, Founder
678-890-5801 x 1020

Power-eCommerce

e n x   

“Supplies Wholesalers has found the Power eCommerce platform 
to be a very robust shopping cart solution for our dealers and by
seamlessly integrating our complete inventory file and capturing the
orders into our ERP system electronically, we’ve streamlined the
ordering process for our dealers.”
Bob Willmes, CEO & Founder, Supplies Wholesalers

“Being Customer #2 for Power-eCommerce was a risk at the time
that has paid off over the 10+ years we have been using them. They
are a lot bigger now but I still have the CEO’s cell number if I can’t
get him at the office. The software was great to begin with and they
are always making it even better.”
Jamie Dellinger, Owner, Cheaphpprinters.com

“We have been pleased with the deployment of the Power-
ecommerce solution. This platform has provided us with a solution
allowing us to scale our online business significantly, while at the
same time improving our processes and providing a complete
online solution for our customers.”
Ian Elliott, President, Print-Rite NA

What Our Customers Say
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Well, now that the num-
bers are in for 2013
and we’re lumbering

through the first quarter of 2014,
I think it’s safe to say that the
recovery—such as it is—has
arrived. The market in North
America has demonstrated con-
tinued improvement over the 
past couple of years and Europe
is sputtering back to life. Japan
also looks poised for growth as
its GDP makes modest gains,
and economic conditions in other
Asian countries such as India
have likewise strengthened.
Hardware manufacturers are
reporting that total unit ship-
ments worldwide are up and
most companies are seeing some
degree of revenue growth and
improved profitability.
When the Great Recession

ended, we had high hopes that
the market would come roaring
back to life and we’d return to
the market of 2008, where sus-
tained growth was the norm and
annually declines were unheard
of. That was not to be, of course.
Instead, we faced several years
of interrupted recovery. After a
rocky 2010, the natural disasters

in Asia in 2011 stymied econom-
ic growth and led to supply chain
problems, which was followed
by another year of uncertainty as
Europe grappled with the region’s
sovereign debt crisis in 2012. Well,
all that appears to be behind us
now and while the growth in the
U.S. market is still short of robust,
at least it has been ongoing.
I think that it’s now clear to

most of us that we’ll never get
back to 2008. The measures that
companies have employed to 
better manage their printing costs
have worked. Various services
have been rolled out to help 
firms better operate and monitor
their printing environments and
processes. Cost-containment
efforts taken by most companies
have driven down output, and 
as the demand for hardcopy has
declined, so has the need for new
hardware and supplies. Sad but
true. With that said, however, most
companies in the printer and cop-
ier space are doing far better than
they have done in a long time.
After years of slumping sales, 
it appears we are on the road to
sustainable growth albeit modest.

It Is What It Is   
In the waning days of January
and throughout February, hard-
ware manufacturers reported
their earnings for most—or all—
of 2013. Helped by a weaker
yen, many of the Japanese com-
panies had good news to report.
While there is still plenty of
room for improvement, the U.S.-
based OEMs also reported that
the 2013 reported market is
showing the most promise 
since the recession.
Xerox is typically among the

first manufacturers to report its

financial results during earnings
season and such was the case in
the recent quarter. On January
27, the firm said that it experi-
enced slight declines in sales 
and profits in the fourth quarter
of 2013 as well as for the entire 
fiscal year. Xerox’s quarterly 
revenue declined 3 percent from
$5.8 billion to $5.6 billion, 
while annual revenue declined 
1 percent from $21.7 billion to
$21.4 billion. The firm’s operat-
ing margin slipped 1.3 points 
to 9.3 percent during the fourth-
quarter as net income tumbled 
9 percent from $335 million 
in the fourth quarter of 2012 
to $306 million. Full-year net
income was $1.159 billion, off
about 3 percent from $1.195 bil-
lion in fiscal 2012. CEO Ursula
Burns observed that the lack-
luster results were in line with
the firm’s previous guidance and
indicated the company is well
positioned for 2014.
Lexmark reported the day

after Xerox saying it had finished
the year with a stronger than
expected fourth quarter. Lexmark
had revenue of $1.006 billion, up
4 percent from $967.4 million in
the year-ago period. For the full
year, Lexmark did not do as well
with total annual revenue down
3.4 percent from $3.798 billion
in 2012 to $3.668 billion in 2013.
Although down, the company
said that excluding the negative
impact of its inkjet business, rev-
enue for the full year would have
actually increased 4 percent.
Lexmark’s operating margin was
15.0 percent in the fourth quarter
versus a mere 6.3 percent in the
fourth quarter of 2012. For all of
fiscal 2013, the company had an
operating margin of 11.2 percent

It Ain’t 2008, but the Recovery
Has Arrived Nonetheless  

Charles Brewer News Briefing

continued on 32
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more than double the 5.0 percent record-
ed in 2012. Net earnings also improved
significantly in the fourth quarter sky-
rocketing some 257 percent from $26.3
million in the fourth quarter of 2012 to
$94 million last year. Lexmark’s net
earnings also experienced strong gains,
surging 143 percent from $107.6 million
in 2012 to $261.8 million this year.
Of the three U.S.-based OEMs, Hewlett-

Packard’s printer business was strongest
last year and it appears that will be the
case in 2014. The firm’s fiscal year runs
from November 1 until October 31 and
on February 26 it reported its first quarter
financial results for fiscal 2014. Revenue
from HP’s former Imaging and Printing
Group (IPG) dropped from $5.9 billion
in 2012 to $5.8 billion, which represent-
ed a decline of about 2 percent. The good
news was that the group’s unit shipments
were up and it achieved an operating mar -
gin of 16.8 percent, up 700 basis points
compared to the first quarter of 2013.
Although IPG’s revenue continues to hover
at the levels recorded during the recession,
for the past seven quarters, its operating
profits have been at or above 15.5 per-
cent. The group’s earnings before taxes
reached $979 million in the first quarter
of this year compared to $967 last year.

Better In Japan
Although it missed its guidance, Canon
reported on January 29 that it had grown
full-year sales and profits for the first
time in three years. The firm declared it
is becoming “increasingly apparent” that
the worldwide economy will recover in
2014. Canon had net sales of ¥1.035 tril-
lion compared with ¥951.4 billion in the
fourth quarter of fiscal 2012, an 8.8 per-

cent increase. For the full year, Canon’s
sales totaled ¥3.731 trillion, a 7.2 percent
increase from ¥3.480 trillion in fiscal 2012.
Canon said in addition to the positive
effects of favorable currency exchange
rates it experienced “steady sales growth
for MFDs and laser printers, along with
an increase in sales of inkjet printers,
made possible through sales-promotion
efforts despite the harsh conditions posed
by the shrinking inkjet printer market.”
The company’s operating profit for the
quarter was ¥93.5 billion, up 20.4 per-
cent from ¥77.7 billion the year prior and
its operating profit for the entire fiscal
year was ¥337.3 billion, up 4.1 percent
from ¥323.9 billion in 2012.
Konica Minolta also reported stronger

year-over-year revenue and profit growth
at the end of January thanks to the weak-
er yen and significant growth in sales of
A3 color MFPs and color and mono-
chrome production printers. For its third
quarter, which ended on December 31,
2013, the firm reported net sales of ¥232.4
billion, up 19.9 percent from ¥193.9 bil-
lion during the same period in 2012. For
the first nine months of its current fiscal
year, which ends in March, Konica
Minolta had net sales of ¥682.9 billion,
an 18.2 percent improvement from its net
sales of ¥577.7 billion during the first
nine months of 2012. Up 116.2 percent
to ¥14.7 billion from ¥6.8 billion in the
third quarter in 2012, Konica Minolta’s
operating income improved dramatically
during the third quarter and net income
jumped 94.0 percent from ¥2.7 billion in
2012 to ¥5.2 billion. For the entire year,
Konica Minolta currently forecasts total
sales growing 14.4 percent, with operat-
ing income up 38.8 percent growth, and
net income gaining 19 percent.
Ricoh reported on January 31 that its

financial performance also improved
with solid growth in its production print-
ing business along with improved sales
of managed document services (MDS)
and color MFPs. For the three-month
period ending December 31, Ricoh’s 
net sales totaled ¥555.9 billion, an 18.4
percent increase over last year’s third

quarter. Ricoh’s operating profit margin
reached 5.8 percent as the company’s
operating income soared 147 percent
from the year-ago period to ¥32.3 billion.
Net income for the third quarter was
nearly ¥18.9 billion, a gain of 237 per-
cent compared to the third quarter of
2013. For the nine-month period from
April 1 to December 31, 2013, Ricoh’s
net sales totaled ¥1.612 trillion, marking
a 16.2 percent year-over-year increase
from ¥1.387 trillion in the previous fiscal
year. Ricoh raised its net sales guidance
of ¥2.18 trillion, which was given in
October, to ¥2.2 trillion. The company
lowered its operating income outlook
from ¥140.0 billion to ¥120.0 billion,
however, and now expects net income 
of only ¥70.0 billion rather than the
¥80.0 billion previously forecasted.
On February 4, Brother announced that

it had net sales of ¥163.5 billion during
its third quarter, a 23.2 percent increase
from ¥132.7 billion in the year-ago period.
Third-quarter operating income for the
firm totaled ¥11.4 billion versus ¥6.1 bil-
lion in the previous fiscal year, up 85.8
percent. Net income also improved dra-
matically from last year’s Q3 net loss of
¥2.6 billion to net income of ¥5.3 billion in
the third quarter of the current fiscal year.
Printer sales helped fuel the company’s
overall growth. Net sales for Brother’s
Printing and Solutions business totaled
¥115.4 billion in the third quarter, up
23.3 percent from ¥93.6 billion in last
year’s third quarter. Within this segment,
sales of communications and printing
equipment were ¥103.6 billion, up 23.3
percent year-over-year. The Printing and
Solutions business’s third-quarter operat-
ing income was ¥8.4 billion, up a robust
gain of 136.9 percent from the year-ago
period. For the full year ending in March
2014, Brother anticipates that sales in its
Printing and Solutions business will total
¥431.4 billion with sales of communica-
tions and printing equipment accounting
for ¥384.9 billion of that total. The Printing
and Solutions group’s operating income
for the year is expected to be ¥27.3 billion.

Recovery Has Arrived
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After experiencing steady declines in
net sales and significant operating losses
for several years, OKI Electric Industry’s
efforts to improve its printer business
appears to be bearing fruit. OKI President
Hideichi Kawasaki commented that per-
formance of each of the firm’s main busi-
ness segments was steady and “there was
a sense of overall economic recovery.”
The company does not break out quarter-
ly results separately in its financial state-
ments. Instead, it reported results in early
February for the period from April 1, 2013,
to December 31, 2013 during which time
OKI had net sales of ¥317.8 billion, a 4.6
percent improvement from its sales of
¥303.7 billion in the first nine months 
of the previous fiscal year. Although OKI
had an operating loss of ¥0.7 billion and
a net loss of ¥1.3 billion during the first
nine months of the last fiscal year, in the
first nine months of the current year its
operating income was ¥10.4 billion and
net income totaled ¥14.5 billion. Net sales

in OKI’s printer business totaled ¥89.2
billion for the first nine months of the
current fiscal year versus ¥81.5 billion in
the year-ago period, an improvement of
9.4 percent. The group’s operating income
in the current fiscal year stands at ¥1.3
billion versus last year’s operating loss 
of ¥9.0 billion. Unit sales of both color
and monochrome LED printer declined
as OKI sought to better define its sales
strategies. The company said sales of 
its newer models designed to compete
against copiers, however, were favorable.
Because of the way that certain firms

like Samsung report their quarterly finan-
cial results, it is impossible to glean any
insight into their actual printer and copier
business. As a result, we do not cover
certain firms. Anecdotally, however, I
have been hearing that Samsung contin-
ues to make inroads into the U.S. market,
although shipments of its low-end
machines appear to have been off in the
past year. I assume that other firms such

as Sharp and Toshiba are doing okay—or
even better than okay—in the U.S. Recent
news from Sharp that it will supply HP
with engines for LaserJet-branded copiers
ought to give the Japanese firm a nice
shot in the arm when they hit the market.
So, all in all, I think that 2014 will be

a pretty good year for our industry. Of
course, there is plenty of uncertainty and
doubt. As I wrote this piece, for example,
the situation in the Crimea was tense and
the world economy will surely suffer if a
major dustup occurs in Ukraine or some
other region. But failing something cata-
strophic, I expect the markets to continue
to strengthen this year and the industry 
to grow modestly. �

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

Defining key business
objectives to establish
your company’s primary

direction and creating a market
strategy that outlines your value
to the marketplace are founda-
tional components for energizing
any marketing plan. In this arti-
cle, I’ll discuss my observations
from reviewing good and not so
good marketing practices. A great
marketing plan fulfills the key
business objectives and market
strategy goals. It provides clarity
and direction for sales organiza-
tions to market successfully.
Often, when I ask a dealer

how they market their company,
besides getting a blank stare,
they often point at the sales
bullpen and say, “With my sales
reps!” If your sales reps create
the only approach to your mar-
ketplace, don’t be surprised
when they walk away with cus-
tomers once they’re through
working for you.
An excellent marketing plan

introduces and anchors your
company to the senior manage-
ment of prospects and customers;
this approach helps to protect
your opportunities and account
base from walking away. Still,
I’m amazed at how little market-
ing execution is going on out

there. It’s foundational
toward creating the value

that someone pays
for, as well as

creating the differentiation that
sales reps scream for.
So what does “marketing” 

do for you? A marketing plan
breathes life into your business
and creates (from intense research,
preparation, and process), every
step your company takes toward
satisfying sales objectives. The
best marketing teams want real-
time data about the results and
will require accurate and timely
feedback. Revitalizing success
doesn’t happen by accident, so it
takes solid processes and expert-
ise to drive it forward. It’s not
free, but when done right, deliv-
ers one of the highest ROI values
for the money. It doesn’t matter
whether it’s internal or out-
sourced, just as long as your
marketing team completely
understands their mission and
your objectives.
If you think you can’t afford

it, think again. You can’t afford
not to have a solid marketing
plan. If cash is tight, build a
smaller sales team and shift dol-
lars to marketing. Drive your
team with excellent marketing
and sales execution, and when
the timing is right, hire a new
senior sales professional, bring-
ing them into a positive, fast
paced environment.
A marketing plan reviews and

prepares everything so there is
nothing left to chance. I’d like 
to highlight a few areas that are
often ignored or left unanswered:
the development and delivery 
of your value proposition, cam-
paigns and communication, sales
process and accountability, and
sales compensation.

Value Proposition
Often in a sales boot camp, I’ll
ask attendees to share their value
proposition and what their com-
pany does that the competition
doesn’t. The answers would
amaze you, and in most cases,
they have no idea what I’m talk-
ing about. Obviously, these sales
reps could be the problem, and
they simply haven’t been listen-
ing during their sales training.
However, my follow-up inter-
views uncover that marketing is
“missing in action,” and it does
not exist in their company. A
value proposition should come
from the owners through market-
ing. If you leave your company’s
value proposition up to the cre-
ativity of sales reps, you’ll prob-
ably find yourself in situations
you can’t fulfill. I’ve seen it take
some dealers as long as a month
to come up with a true value
proposition. When someone asks,
“Why should we do business
with you and your company?”
you should have the answer.
Creating your value proposi-

tion is marketing’s responsibility,
and it’s invaluable to your com-
pany. It should share your under-
standing of successful business
execution and why you’re the best
possible choice for partnership.
And it should be true! Telling
someone you’ve been around for
30 years is not a value proposition.
While it’s a great thing, it has less
to do with the perceived values
most clients find acceptable. Your
value proposition defines values
that a prospect would seek and
want to receive once they do
business with you. It’s about

Building A Successful Managed Services Business
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them; it’s not about you. It is about you
knowing them better than anyone else and
reflecting that knowledge into values
they’ll want to receive.

Campaigns and Communication
When you speak about marketing cam-
paigns and communication and every-
thing that entails, it forces one to ask the
question, “Who do I want to tell - what?”
Proper communication, whether through
campaigns or other methods, is definitely
marketing’s responsibility. The root of
communication comes from key business
objectives (what you want) and market
strategy (what they want) polished by
your value proposition. The way I look 
at it is, the communication component
owns the value and strategies, and the
campaign component owns the execution,
timelines, and process.
When we help a dealer set up market-

ing communication, few really understand
what an undertaking it can be. To deliver
effective sales and account management
communication, know who you want to
communicate to, what you want to tell
them, what are the possible outcomes,
and what follow up actions are required.
The diagram above shows how large

and complicated the marketing campaigns
and communication tasks really are. If 
we divide the business between non-cus-
tomers (prospects) and customers, you
can immediately see the paths of commu-
nication required. Once you’ve defined all
of the people you want to communicate
with, establish what you want to tell them
and how often. For this type of commun-
ication, I recommend a service such as
www.funnelmaker.com. It’s not important
that your marketing communication go
out to everyone right away. Most market-
ing groups will prioritize, and most busi-
ness owners agree to “protect the base.”
Consequently, that is where I would rec-
ommend you start. You can phase in all
campaigns of marketing communication
later. When sending marketing communi-
cation to customers, it can be in the form
of newsletters, technical advancements,
etc. Remember, it’s not about you, it’s
about helping your clients become more
successful using the advancements in
technology that you deliver.

Sales Process and Accountability
Rarely do I see sales and marketing lead-
ers working together in the development
of sales process and accountability prac-
tices. I often find that sales leaders like
running their own show and don’t neces-
sarily realize the value of their marketing
counterpart. Engaging marketing in the
development of sales processes complete-
ly aligns every action and presentation
your sales team makes to key business
objectives and market strategy. This cre-
ates clarity for the entire sales team. The
sales leader now can manage specific
goals and practices and, thus, hold every-
one accountable to a defined process and
activity level. This refinement and defini-
tion seems to be a strong motivator for
most sales reps, as they now know what
the company wants and how they can
make money.

Compensation and Marketing
In closing, I want to include a quick
thought about making sure that marketing
is involved in the creation of your sales
comp plans. In our engagements, I get to
see successes and failures tenfold, and
one of the biggest deterrents of success 
is when a comp plan doesn’t align with
the key business objectives and market
strategy of a company.
For example, when a dealer tells me

they sell managed services and their
comp plans are based on a 30-day, equip-
ment gross profit plan, I know there’s a
problem. Talk about a revolving door!
They go through sales rep after sales rep
not realizing that it’s the comp plan that
makes it impossible for them to succeed.
This disconnect wastes money and can

injure client relationships. Managed serv-
ice deliverables have a longer sales cycle
than a single month. Many deliverables,
due to the assessment process associated,
drive 120 days or more. Sales compensa-
tion must be based on reality and offer
the best possibility for success, aligning
with your company’s desires; you won’t
starve your sales team into success. This
issue is wide spread in our industry and
is one of the most popular requests we
deal with at MpsandIT Sales Consulting.
I believe the marketing skillset is

“missing in action” in most distressed
sales organizations. The insight gained
from a true marketing professional is
invaluable. If you can’t afford one, let’s
connect and I’ll help you find your path.
This is most important; marketing isn’t
just blasting your social media pages and
sending emails. It’s much deeper than
that. When I see a business owner, a mar-
keting guru, and a sales leader in a room
with a white board, I know success is 
on the way! �

Charles Lamb is the President and CEO of
Mps&it Sales Consulting. His firm deliv-
ers proven methodologies and processes
that assist dealer principals seeking the
shortest path to a successful transforma-
tion into the managed services space. He's
created complementary solutions includ-
ing Funnelmaker, Gatekeeper, and Shield
IT services. His bootcamps demonstrate
immediate results in raising the skill set
of those wanting a foundation for selling
managed service deliverables. For infor-
mation on bootcamps, training, or con-
sulting engagements call 888.823.0006,
e-mail him at clamb@mpsandit.com, 
or visit www.mpsandit.com.
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Darren Metz is CEO of
NovaCopy, a company 
he founded back in 1999.

Since its founding it has become
one of the top Konica Minolta
dealers in the U.S. and has offices
in Dallas, TX and Memphis,
Nashville, Chattanooga, Jackson,
and Nashville, TN. NovaCopy 
is also on the bleeding edge of 
3-D printing, having started
down that path three years ago.
Clearly, Metz and NovaCopy 
are serious about 3-D with that
technology prominently featured
on the dealership’s website,
www.novacopy.com.
Metz was kind enough to 

share his experiences in man -
aging his dealership as well as
observations about the industry
along with the challenges of
being one of the first dealers in
the U.S. marketing 3-D printers.

You founded NovaCopy in 1999,
but actually started in the office
equipment business back in the
1980s when you inherited, at a
young age, your late father’s
typewriter business. Are you still
having fun after all these years?
Metz:  I’m having a ball.

How’s business been the last 
12 months?
METZ: The past 12 months have
been among the most challeng-
ing. We had about 20 percent
organic growth and then we
switched from OMD to e-auto-
mate and around the same time
acquired a $6-million dealership.
We’ve had tremendous growth,
going from a run rate of about
$40 million a year to about $60

million a year in the past 12
months while changing our core
systems.

What segments of the business
are doing well?
METZ: One thing about Nova -
Copy that’s a bit different from
other dealers our size-$60 million
dealerships—is we’re a single
line dealer with Konica Minolta.
That’s a bit different. We’re doing
really well with production print
and follow Konica Minolta’s lead
in that space. We were recently
awarded their Production Print
Dealer of the Year.
While the office copier busi-

ness is in decline, the digital
printing press business is actually
on the increase. It’s a growth
industry for us with extremely
high revenues. We’re with the
right manufacturer who has an
outstanding product line.

What are you doing right 
in production print?
METZ: In production you have to
execute on the service, you have
a different customer expectation.
The service call time can be 4-8
hours. The way you run a break-
fix service for office copiers
doesn’t translate to the produc-
tion print space when you have
guys spending $10,000 a month
per machine and it takes 8 hours
to do a PM. You can’t do the five
calls per day model with pro-
duction. It’s a different service
dynamic and it took us a while to
adjust to that. We’re now running
two service departments—one
for production and one for 
office copiers.

I understand you’re doing 
well in A4 too?
METZ: Reluctantly, due to 
market demands, our A4 business 
is expanding, and like the rest 
of the industry we wish that it 
wasn’t. We’re dealing with lower
revenue per unit with a lot of the
same transaction costs and the
same connectivity burden. The
machines are just cheaper and
price oriented. We’re experienc-
ing success in A4 even though
we long for the good old days of
A3 only and higher quality prod-
ucts and higher sales prices.

Even though you’re reluctantly
doing well with A4, you must 
be doing something right?
METZ: On A4 it’s giving in to
marketplace realities. Obviously
customers don’t need 11 x 17
and they’ve gotten wise to the
fact they can get the speed and
competitive cost per copy in the
A4 space. Lexmark and HP have
done a great job of undermining
the traditional BTA channel and
we’re just reacting to what they’ve
done with their product lines.
Konica Minolta has recently

come out with some A4 products
that are on par with HP and
Lexmark who have been kings 
of the hill in that space. Now that
we’ve got a competitive product
offering we’re able to compete 
in an area where we just tried to
argue with the customer and get
them to buy that A3 instead of
that Lexmark A4 or whatever.
Now we can get down in the dirt
on price and speeds and feeds 
in the A4 space.

Talking 3-D Printing and the
Office Technology Business 
with NovaCopy’s Darren Metz
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What segments of your business can be
doing better?
METZ: We would definitely like to see
more success in our 3-D space. We spend
a lot of time and effort on that. We became
a 3D Systems dealer about three years ago
and have a tremendous amount of invest-
ment in demo inventory and marketing.
The actual sales we’ve been receiving
from that have been very low whereas
the market interest and the people that
want to talk about it are extremely high.
Getting people to buy that machine has

proven to be extremely difficult. There are
a lot of tire kickers and not a lot of buyers.

Is there anything you can do to change
that dynamic?
METZ: We’re at the beginning of a new
technology and a lot of it is customers
understanding how to adapt what we call
rapid manufacturing or additive manufac-
turing. Adapting additive manufacturing
technology to transform the prototyping
and design process is causing many cus-
tomers to rethink the way they do busi-
ness. We think time is going to make 
that happen.
Education is a big part of it so a lot of

our marketing efforts are geared towards
seminars and Internet activity [around 
3-D printing]. Typical buyers spend a 
lot of time on the Internet researching a
product so we have to do educational
marketing. It’s just a matter of educating
the marketplace and the manufacturers
themselves who we represent, 3D
Systems, the leader, introducing products
at a price point and with a feature set
that’s acceptable to the customer.

What was the original inspiration to 
get into 3-D?
METZ: I’m reminded of an old Micro-
soft ad I once saw with someone with 
a dinosaur on their head. Being in the
copier business we feel like we’re just
dinosaurs running around and on the
horizon we can see mushroom clouds, 
but so far the weather is still good. Clearly
there’s tremendous shifts taking place, and
customer buying power is a generational
thing. As today’s twenty something’s
become tomorrow’s managers, they defi-
nitely don’t have the propensity for paper
that today’s Baby Boomers have. That’s

what keeps us up at night and constantly
on the lookout for alternative revenue
streams like Managed Services, which 
we didn’t opt for. We chose the 3-D route,
the road less traveled if you will.

Who are the customers for 3-D?
METZ: It’s a totally different customer.
Businesses that are buying may be the
same people buying [from you already],
it may be a hospital or an auto parts
manufacturer, but it’s a totally different
decision making process and totally dif-
ferent areas of influence. For 3-D the buy-
ers are engineers, directors of research and
development, people who wouldn’t get
anywhere near a copier decision and are
all of a sudden knee deep in some very
technical performance considerations on
a 3-D type transaction. We have found
that nothing on the sales side transfers
over into the 3-D world. So we have 3-D
specialists. That’s where we have a lot of
expense. We have three people, a president
of 3-D systems and two 3-D specialists
dedicated to that space on the sales side.

You’re also doing rapid prototyping, 
correct?
METZ: We’ve put a lot of investment into
that. It’s the equivalent of a copier dealer
that also runs a copy shop. In the rapid
prototyping space we’re selling prints, 
if you will, off the devices. We have a
full-time specialist in that area.

How do you expect your 3-D business 
to grow?
METZ: It’s been disappointing so far and
there’s a lot more hype in the market
than there is revenue. The copier busi-
ness is maybe a thousand times bigger
than the 3-D business in order of mag -
nitude. We’re expecting double-digit
growth, but when you draw the numbers
out, when is it going to become a mean-
ingful business for us dealers and even

the manufacturers? I don’t know, but 
we hope sooner than it has so far.

Is there one thing you know about 3-D
printing today that you wish you knew
when you first got into it?
METZ: How unproven and undependable
the technology is. We have multiple iter-
ations of the same machines that have a
lot of bugs in it. It’s kind of like the first
PCs or first copiers, you have reliability
issues and design issues. Today’s model
fixes the bugs in the model from six months
ago and you wind up stuck with obsolete
demo inventory. It’s a much more chal-
lenging business to try to manage.

Let’s change the subject away from 3-D,
what’s the biggest challenge facing your
dealership today?
METZ: The change in end user behavior
patterns, which is less and less dependent
on print. Everybody knows that although
it’s taken a lot longer for the bell curve to
decline. We hit peak paper output proba-
bly in 2009 and 2010. There are different
opinions about what the decline rate is,
anywhere between 3 percent per year to
15 percent per year in pages printed year
over year. That’s going to have an impact
on our industry, our competition, pricing,
and margins.
We’re in a classic shakeout phase. Not

only a shakeout phase, but a period of mar-
ket decline and it’s going to go nowhere
but down from here. Print on paper is
going to decline. Does it have 100 years
or 10 years? Who knows, but we’re defi-
nitely not in a growth industry in terms
of the traditional copier printer space.

What trends are impacting your business
today, a lot of people are talking mobility
and cloud?
METZ: Before starting NovaCopy I found-
ed a cloud computing company in 1997.
It was a failure and I lost a fortune on it.
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It’s definitely having an impact [today].
The question becomes how do I make
money and how am I relevant to it?
Of course we use things like hosted

PrintFleet software and everything is in
the cloud these days. In terms of how do
we make money on it, we’re more of a
participant of it on the peripheral versus
finding a way to get any revenue stream.
Like social media, we know it’s out there,
but what do we do to make money from it?

What’s NovaCopy’s take on Managed 
IT Services? Is that something you’re
planning on doing?
METZ: I did Managed Network Services
with a previous company form 1987-97
and pretty much had my fill of it. I wish
everybody well in that space. My person-
al belief is that managing customer satis-
faction and all the IT complexities is dif-
ficult. What my experience was, and I’ve
talked to people who are doing it, you
have a lot more problems with technician
turnover because there’s a shortage of
qualified IT people in that space.

While we see the market opportunity
and we think that people who are doing
it are great, with labor shortages in 
our marketplaces, we’re just afraid we
wouldn’t be able to execute and deliver
consistent service levels because of the
labor market and the challenges of what
you can’t control. It’s hard enough when
you have a manufacturer standing behind
you fixing their problem, but when you’re
out there with Managed IT, the buck
stops with you and it’s often difficult to
say we’re going to fix it by the end of 
the day tomorrow at the latest. It’s a
complicated business model and one that
we wish everybody who’s in it well.

What do you do for fun when you’re
not working?
METZ: I have three daughters and a
lovely wife so I’m one man in a house-
hold of girls and I cater to their every
need and we have a good time together.

What gets you excited about coming
into work every day?

METZ: For me it’s a people business
and I enjoy seeing people come into our
industry and grow and prosper. I enjoy
solving problems for our customers and
having customers appreciate our excel-
lent service and the whole team envi-
ronment. That’s what gets me going,
customers acknowledging and appreci-
ating our core services and witnessing
the growth of our team members.

What’s the future look like for NovaCopy?
METZ: More transformation, and 
finding new revenue streams and new
technologies to replace old ones. �

– By Scott Cullin

e n x   
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Good news—I just 
looked at your schedule
and you have unlimited

time and resources to use to call
on an unlimited number of peo-
ple in hopes of closing unlimited
business opportunities. You no
longer need concern yourself
with the finite nature of time and
money. You no longer need to
trouble yourself over trying to
decide who to call on—they’re
all equally valuable to you! And
here’s the best part, for only 3
easy payments of $99.95 each,
plus shipping and handling, all 
of the secrets can be yours! 
But wait, there’s more…
I admit, I wrote the paragraph

above and I got excited reading it!
Part of me wants to chase every
deal. To not worry about how I
spend my time. But the problem
is that is a guaranteed path to
failure. The “easy” or “lazy” 
way usually is. None of us have
unlimited time or resources. We
can’t afford to spend time on low
possibility/low value opportuni-

ties. For the first few
years in my selling
career, I chased any-
body that would fog
a mirror. Seriously, I
tried to sell a copier
to a guy who ran

some kind of import/export 
business out of the basement 
of his house.
And when I say “basement,” I

mean cinder block walls, exposed
floor joists, clothes hanging on
lines strung up between support
beams. His desk was boxes piled
up with a piece of plywood for 
a top. No joke. The fact that the
house was in one of the worst
parts of town, none of that mat-
tered to me – I was going to sell
that guy a copier! OK, I was
going to lease him a copier. Of
course, I didn’t. He didn’t really
need one and he didn’t have any
money. Even if he had the money,
it would have been the lowest end
unit we had and I would have to
present, demo, come back and
close. And I would have had to
split the commission in half
because I enticed my buddy to
tag along, “Just in case it gets
hairy man.” Looking back, that’s
probably why he scared the fuser
oil out of me when he showed
me the gun he was carrying. 
All this is long before anything
like concealed permits were 
necessary and significantly 
more than seven years ago.
Fortunately, as a reader of a

professional sales publication,
you are likely far ahead of where
I was 30 years ago. You know that
you must find better and better
ways to identify, attract, engage
and retain accounts that make a
difference to you and your com-
pany. For some, those are mega
deals, for others, they will be
smaller, but regardless of the
size, you know your sweet spot.
The last few years has seen a

rise in Sales 2.0 or “Death of the

Cold Call” or “The Secrets of the
Digital Gurus.” I’m not knocking
the use of social media, lead 
generation and other sales and
marketing attraction programs. I
am suggesting that whether those
tactics are appropriate for what
you sell, whom you sell it to and
how your company operates, more
than ever, you MUST have a very
clear picture of who is most like-
ly to contribute to the success of
you and your company by select-
ing you as a business partner.
Sounds simple, but it can be very
difficult. Now don’t worry, I am
not going to suggest that you 
turn into super sleuth and spend
countless hours researching every
company before engaging. I am
going to suggest though that 
you do two things:

1. Identify and characterize 
your best customers

2. Create personas based on real
people at those real companies

How to Select Target
Prospects
There is a lot of information
floating around the sales-o-sphere
about selecting targeted prospects
but one of the points that they
often overlook is the importance
of truly defining who your best
customers are and what they look
like. Often times the “Target” list
is based on “Who We Think We
Would Like to Do Business with
But Really Have No Idea”.
From a practical standpoint,

start with your largest revenue
contributors (they may not make
the final cut but we need to start
somewhere). Next, look at the

Using Personas To Sell
How to Identify and
Visualize the Right Target

e n x
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• www.enxmag.com l April 2014 We46

continued on 48

Personas:
Realistic 

representations 
of the key people
that we will be
engaging with.





e n x

• www.enxmag.com l April 2014 We Saw It In ENX Magazine48

  

ones generating the most 
profit. Continue weeding and
cutting while considering fac-
tors such as the length of the
sales cycle, the amount of time
required by a sales person or
team to service, etc. There is no
magic formula to this, it merely
serves as a guide to help iso-
late 5-10 customers that you
want to replicate. 5-10 cus-
tomers that if you had 5-10
more of them, it would make 
a huge difference. And do not
leave out some of the warm-
fuzzy characteristics. If you
really can’t stand working with
an account or if they are for-
ever on the verge of “maybe
having to switch vendors” or
if they call themselves a part-
ner and label you a “tertiary
supplier,” maybe you want to
choose a different customer as
you look to add ones just like
them. Maybe not, your call.
There are other practical

matters to be considered. Do
they represent future growth
opportunities or are they in
decline (their industry or need
for your products/services)? Are
they so large that they cause a
customer concentration prob-
lem or is this a factor? Are there
other companies like them?

Creating Tailored
Personas
Once you have your 5-10
ideal candidates, take stock of
all of the characteristics and
attributes of their businesses.
Size, location, industry, years
in business, centralized vs.
decentralized. You get the 
picture. When you roll up 
all of this information, you
have a very clear picture of
the types of companies you
should be spending your 
time pursuing. Think of this 
as where you want to invest
(you, your money, your time,
your emotional energy, etc.).

You and I are probably
tracking together pretty well
up to this point. We want to
keep growing our businesses
and do it profitably. We recog-
nize it will take more new
customers (and deeper and
wider in existing accounts)
and we know that we have to
spend our time where we have
the greatest opportunity for 
a high ROI.
Now we move on to some

more challenging ground. 
We are going to need to create
personas. Personas are realistic
representations of the key peo-
ple that we will be engaging
with. These are not lists of the
actual people; these are stand-
ins for the real people we will
meet. The personas will help
us visualize as many of the
characteristics, goals, desires,
fears and motivations of the
people we will be working to
influence as possible. Personas
are not real people; they are
based on an aggregation of the
characteristics of real people.
Position, title, age, educa-

tion, hobbies and personal
interests, marital status, kids,
the list goes on and on for as
much detail as you can glean.
The creation of personas can
rely heavily on various types
of research, surveys, studies,
and scientific data, or, for
most of us; they will be based
on the best accumulation of
our personal observations. The
one thing they must represent
is real people from the kind of
companies you are looking to
bring on board and NOT the
personal opinion of you or
your sales team. This is seri-
ous stuff and for it to work,
the details need to come from
something other than pure
anecdotal speculation which,
generally, is what we want 
the characteristics to be, not
what they actually are.

One size does not fit all.
Remember when we looked at
5-10 of our best customers?
Chances are that they weren’t
all the same. Possibly they
were in different markets,
industries, channels or seg-
mented in other ways. Each
group will require separate
personas as will each of the
roles of the people you will
likely engage with.
Here are a few key sugges-

tions for creating personas that
will help you blow past your
competitors.

1. Base them on real people
from your best customer
list

2. Include more than one 
person/role

3. Pack as much information
into the persona as possible
so that you feel like you
really know them

4. Keep the persona to a 
single page

5. Describe what drives them
and what they fear

6. Each persona gets a name
7. Create an actual visual 
picture of the persona

Put in the hard work.
Follow the seven suggestions
above. And by all means, say
“hi” to your personas—after
all, you already know them.
You should now have a 

very solid picture in your mind
(and in front of your face) of
the “people” that you will be
talking to. Remember to make
the conversations about them,
talk to their interests and
speak to their emotions. The
real people will reward you
for it! And you will close
more business faster and 
have more fun doing it. �

As Executive Vice President,
Brad Roderick sets Sales and
Marketing strategy for
InkCycle across all channels
and is responsible for the
entire “Customer Experience”
from products to partnerships.
You can reach him at 
broderick@inkcycle.com or find
him on Twitter @BradRoderick.
As a Customer-Facing and
Relationship thought-leader 
in the Imaging Supplies and
Solutions Industry, Brad speaks,
blogs and writes articles
focused on creating and deliv-
ering value to B2B customers.
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There is plenty of talk these
days about 3D printing.
More than a year ago at

Photizo’s Transform Global
2013 conference, I spent thirty
minutes in one of the education-
al sessions detailing to an audi-
ence of imaging and IT repre-
sentatives how 3D printing
might become a real opportunity
for their businesses in the near
future. Many were genuinely
interested, but few probably
gave the topic much thought
after walking out of that room.
Today, however, it seems that

this proposition is near the top of
their minds. As the 3D printing
industry matures, its indirect sales
network is expanding, with the
business models of leading incum -
bents looking more familiar. As a
research manager for a company
that has made its name consulting
with some of the biggest names in
imaging and IT and the lead ana-
lyst for Photizo Group in the 3D
printing industry, the interest in
3D from all kinds of businesses
has naturally brought a lot of
questions to my e-mail inbox.
Most of those questions tend to

be the same, and thus this article
was born. Few technologies are as

misrepresented and misunderstood
as 3D printing, especially in the
age of media and social sharing.
In an attempt to set the record
straight, I have outlined some
guidance on some of the most
common questions about 3D print-
ing that I have fielded from the
office technology and IT reseller
crowds over the past 18 months.

How will the printing gurus
adopt 3D printing?
The simplified answer is “in all
sorts of ways.” But different por-
tions of the industry will likely
adopt in different ways, or choose
not to adopt at all. We all know
that traditional hard copy imaging
is not the business it once was
even just a decade ago, which is
forcing one of the biggest indus-
tries in the world to open its
doors to new opportunities.
Thanks to parallels in business

models, integration of print-head
technology, and customer segments
that are looking more familiar every
month, 3D printing represents a
potential growth opportunity for
many different imaging players.
Beginning at the top of the

imaging food chain, original
equipment manufacturers (OEMs)
are going to have to make a criti-
cal decision if they want to play
directly in the 3D printing hard-
ware market in some way.
Some will see print technology

synergies with their existing
products and decide to develop
their own additive fabrication
technologies based off their own
engineering prowess. Others may
choose not to develop new hard-
ware directly, but rather acquire
or license an existing technology
or brand as a quick way to start
building this business. The key

choice that OEMs will face is
which 3D customer segments to
attack—no single 3D printing
technology is the solution to
every 3D printing opportunity.
Surprisingly, however, OEMs

have not really been the leaders
to bring the imaging industry into
3D printing. There are technolo-
gy resellers that have been into
3D printing for many years, sup-
porting 3D printer manufacturers
as they have embraced indirect
sales networks. Several pioneers
have taken this business model a
step further to provide localized
3D print services.
The truth is that there is no

simple answer to the question—
but a definite relationship has been
established between the two indus-
tries, and it is continuing to grow.

Is 3D printing in plastic 
yesterday’s news?
The short and sweet answer to
this question is “no,” but the
longer and more deliberate
answer needs to be understood.
I hear this question in various

forms fairly often from business
owners or investors interested in
getting into 3D. While it certainly
is a valid question, a lot of per-
ceptions of additive manufactur-
ing have been tainted by media
reporting on 3D print applica-
tions that only seek to provide 
an exciting headline. The recent
flurry of news over “3D printed
houses” comes to mind.
Sure, if you’re talking about

the “replicate anything” future of
3D printing where nearly anything
can be made with a 3D printer,
then fabricating in materials other
than plastics is paramount. Today,
there are a whole lot of research
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dollars being spent by universities, gov-
ernments and private entities on printing
with new materials, and printing with var-
ious metals is already a well-documented
process to some degree.
But plastics and other similar materials,

like nylon and polymers, are still the 3D
printing materials of today’s world, and
they are not going anywhere. A small
empire has been built on the idea of pro-
totyping products and parts in plastics,
and that empire is not saturated…not by a
long shot. However, the application does
not have to be just about prototyping any-
more when it comes to plastics. There are
numerous end-use cases in 3D printing with
plastics, especially in the medical industry.
As a rule of thumb, during the product

development process, around 5 percent 
of money spent bringing a new product 
to market goes to designing (i.e. proto-
typing) the product, and the remaining 95
percent of expenses live in the manufac-
turing of the finalized product. But what
this often-cited statistic does not really
convey is the sheer volume of opportuni-
ties in product design with a 3D printer.
You have to own the start of the develop-
ment process before you can own the 
rest of it…and it starts with plastics.

Which is the better opportunity
market for 3D printing—consumers
or businesses?
This is probably the most pondered ques-
tion, especially for businesses interested
in getting into 3D printing. It is especially
interesting to OEMs in the imaging
industry, because many of them play in
the consumer and B2B arenas. I believe
that the typical impression of most that
are asking this question is that 3D print-
ing is a very strong opportunity in manu-
facturing, a pretty good opportunity in
some other vertical markets, and not a
viable opportunity for consumers.
This assumption is usually based

around the printers themselves, driven by
the idea that professional 3D printers are
significantly more refined and more capa-
ble than desktop 3D printers targeted at
home use. While this is true today, it is not
really the right way to think about the busi-
ness opportunity for 3D. While personal
3D printers are still a few steps behind in
their development when compared to their

larger and more expensive counterparts,
consumers are still a huge opportunity.
The market for desktop, sub-$5,000 3D

printers is currently small but growing
very quickly. But that is not necessarily
why consumers are a big opportunity for
3D. The more complete answer is that
consumers are going to be big end-users
of 3D printed products in the future.
This trend means the opportunity in

consumer-focused 3D printing is broader
than just manufacturing desktop 3D 
printers.
It could mean enabling consumers to

create through providing 3D printing serv-
ices, or it could mean bringing business
model changes to retailers that serve con-
sumers by producing customizable 3D
printed products. And finally, it could mean
a very widespread change in how consumer
products are designed from the beginning to
take advantage of 3D printing technology
and bringing more value to the end user.
So which one is better? That is a trick

question. They are the same opportunity.
Having a good plan to address one really
means having a plan to address all of them.

What’s the biggest challenge for
technology resellers when it comes
to succeeding in 3D printing?
The biggest challenge is understanding
that 3D printing is an application-specific
process, where no single 3D printing
technology can serve all 3D printing
needs. This is very different, in general,
than most of the office products that the
industry has become famous for selling. 
It takes a very deep understanding of 
the customer’s business, products, and
internal processes, and also of what each
printing technology is capable (and not
capable) of to truly succeed.
Consequently, the entire business

model of selling 3D printers needs to be
built around a different sales process than
that which the typical technology reseller
is accustomed. The decision maker is dif-
ferent. The sales cycle is different. The
process is consultative. The idea that the
printing industry can just simply move on
to selling 3D printers without as much as

a second thought is ridiculous—while this
transition most certainly can be done, it
takes a lot of investment, planning, and
commitment to change.
Despite all this, the opportunity is real.

With a few adjustments, 3D printing fits
well within the existing infrastructure of
technology resellers but offers a totally new
sales opportunity, many times within exist-
ing accounts. 3D printing can also open
all kinds of new doors leading back into
traditional products in accounts that may
have been otherwise unreachable before.

Final Thoughts
In closing, I want to impress that I do
believe that the 3D printing industry will
continue to integrate into more familiar
areas. It likely will never be the center-
piece of every business like the copier or
the PC, but make no mistake; it will not
be long before there are more businesses
with a 3D printer than without.
The real key to 3D printing is under-

standing its potential as a transformative
technology that can alter your business.
Embracing 3D printing means different
things to different businesses. It could
mean innovation of the supply chain for
one, while it could mean creating entirely
new business models to serve new cus-
tomers to another. The time to start 
gaining a deep understanding of 3D is
yesterday, so keep asking questions.
I expect many reading this still have

many more questions that I have not
addressed. To those, I encourage you to
attend the Transform Global Conference
from Photizo Group in Louisville,
Kentucky, June 2-4, 2014. �

Scott Dunham is a Research Manager
with Photizo Group – a market research,
consulting, and change management com-
pany. After spending time dedicated to
primary research studies and market
intelligence in the traditional hardcopy
imaging industry, Scott has done a signif-
icant amount of research into 3D printing.
Having been one of the first to identify

specific gaps in the market in additive
manufacturing and the latest market
development of personalized 3D printing,
Scott is now carrying out research to
help companies both already participating
in the 3D industry and those interested
in breaking into it.
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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
$295
$295
$295
$295
$295
$350
$295
$295

$295
$295
$295
$295
$195

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

SR3020 Saddle Stitch Finisher................................$395
$395

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

$295
$295
$195

$495
$295
$295
$195
$395
$195
$195
$195

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

Kyocera/Mita
Print Nic Scan for 6030/8030................................
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....................
Print Nic for 4530/5530..........................................
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
$395

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

Fax Option for 3035/4035/5035..........................
Fax Option for 3050/4050/5050..........................
Fax Options for KMC 2525E/3232E/4035E......
Fax Option for KMC 2520/3225/3232...............
Finisher DF 710 for 3050/4050/5050................
Finisher DF 730 for 3050/4050/5050.................

Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................
Finisher for C250......................................................

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

$295
$295
$295

$395

Canon
Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 7200/8500/105...................
Print Kit for 2020......................................................
Fax Opiton 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 2200/2800/3300..........................
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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Ianswered the phone this after-noon and an earnest voice said,
“Hello, Mr. Harrison? This is

Chris (last name eliminated), and
I’m your new representative with
(Company X). I’m calling to
introduce myself, and to see if 
we could set up a time to chat, so
I could learn about your business
and we could see if (Company X)
could do more for you.”
Company X is a vendor with

whom I have done business for six
years. I’m loyal to them because
they provide a service that helps
me a lot. I spend quite a bit of
money with them, and I’m sure
that when Chris looked at my
account, he figured he had a pretty
solid customer and a good sales
call. That’s why I’m sure that my
response was a huge surprise to him
(and it might be to you, as well).
“I’m sorry, Chris, but that

wouldn’t be a good use of my time
or yours,” I told him. Chris was
clearly shocked, so I decided to
explain more fully. “You see, I get
a call just like this every six months
from your company. About every
six months, more or less, I have a
new rep who wants to spend time
being a ‘resource’ to me. I’ve had
several of these conversations,
and I just don’t have the time for
another. I’m already buying what
I need from your company, so
there’s no upsell potential for you.
I wish you the best, I have your
contact information, and if I 
need you, I’ll call.”
He said, “Well, I do appreciate

your candor.” I told him, “I’m 
not trying to be rude. I’ll tell you
what – call me on your one-year
anniversary, and I’ll give you all
the time you want.” Chris was
disappointed – but I meant what 
I said. And I doubt, based on past

performance, that I’ll get that 
call on his one-year anniversary.
Turnover in sales is a sales killer

and a relationship killer. Sooner
or later your customers get tired
of hearing, “I’m your new sales-
person.” Or, for those salespeople
that jump jobs and are saying,
“I’m now with a new company,”
your customers get tired of that
as well. In both cases, credibility
and relationships are the victims.
The reason I wouldn’t speak with

Chris was exactly as I told him –
it wouldn’t be a good use of my
time. History shows that by the
time he’s getting it figured out, he’ll
be gone, and I’ll be getting a call
from yet another new salesper-
son. I like to train salespeople –
but only when I’m paid to do so.
Here are the raw facts. There 

is a learning curve for salespeople
in any job. Stats say that sales-
people reach basic competence 
in six months, become profitable
for the hiring company between
month 12 and month 18, and
don’t reach full productivity until
year three or year four. When
salespeople change jobs inside
that 3-year window (or worse, 
the 1-year window), that tells me
that they don’t know what it’s
like to reach full productivity.
Ultimately, excess turnover is 

a problem for our profession, but
there are a few things that sales-
people, sales managers, and com-
pany owners can do to curb it.

For Salespeople:
• Stand and fight: There are many
“stated” reasons for salespeople
short-timing on a job; however,
the main reason is that things get
a bit tough and the salesperson
bails. Sales isn’t always an easy
career – but the best, most suc-

cessful salespeople fight through
the problems and emerge victo-
rious on the other side.

• Stop chasing shiny objects: One
of the biggest reasons for turn -
over is that salespeople chase.
What do they chase? Shiny
objects. Or, to put it another way,
the new opportunity that seems
oh-so-much-better than the cur-
rent job. More money, better
technology, different territory, etc.
I recently interviewed a guy who
said that he was a ‘chaser of the
best technology in my space at
any given time.’ This was to ex -
plain six job changes in the last
ten years, none of which pro-
duced significantly better results
or income. Don’t get me wrong;
I know that there are times
when the only way to advance
your career is to make a change
– but those changes should be
infrequent and well thought out.

For Sales Managers:
• Hire smart: Too many hires 
are simply future turnover in
the making. Sales managers,
lacking a good basis or tools 
for hiring, simply do ‘gut hires’
that don’t produce results.
Lower turnover is the result 
of good hiring practices.

• Coach before firing: Once you
have hired someone, you owe it
to yourself, as well as to your
hire, to give them every reason-
able opportunity to succeed.
That means that termination
should be a last resort, not a
first; the first resort is to trouble -
shoot and coach your salesper-
son’s performance. Only when
you can honestly look at your-
self in the mirror and say that
you gave them an honest shot
should you terminate.

Turnover:
The Silent Sales Killer

e n x

Troy Harrison Sales & Marketing

continued on 56

...Stats say that
salespeople reach
basic competence

in six months,
become profitable

for the hiring 
company between

month 12 and
month 18, and
don’t reach full

productivity until
year three or 
year four...
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For Company Owners:
• Take a long term approach:
Building a quality sales
force isn’t something that
happens week by week, or
necessarily quarter by quarter.
It’s something that happens
over the long haul. In the
case of the sales rep that
contacted me, I’m sure that
ownership or upper manage-
ment has set up a set of stan-
dards that basically wash out
new sales reps after about six
months, hence my frequent
calls from new reps.

• Hire a quality sales manager:
Quality sales managers have
the skills of coaching and
improving sales perform-
ance; they are drivers of 
the sales effort rather than
passengers. If that’s not your
sales manager, it’s time to
rethink (and maybe invest 

in coaching or training for
that person).
Turnover has many costs,

but it doesn’t have to be a
sales killer. The right approach
to building a sales force can
greatly reduce turnover –
which puts profit on your 
bottom line. �

Troy Harrison is “The Sales
Navigator,” helping companies
improve their bottom line by
building better sales forces.
He is the author of  Sell Like
You Mean It! Also, both hiring
and coaching are well covered
in his Unconven tional Guide
to Sales Manage ment audio
course. To sign up for his
weekly E-zine, or for infor-
mation on consulting, call
913-645-3603, e-mail
TroyHarrison@SalesForce
Solutions.net, or visit
www.TroyHarrison.com.

Turnover
e n x   
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Senior managers and dealer-
ship owners are periodically
responsible to officially

evaluate and categorize the job
performance of their employees.
Reviews are often looked at as 
a double-edged sword. If the
employee is hard working and 
is liked and respected by fellow
employees and customers, review
time means additional compensa-
tion and bonus opportunities. If
the employee has ongoing negative
work issues and customer com-
plaints, the review process can 
be stressful with negative feelings
being expressed from both sides.

Common Causes of
Voluntary Resignations
As the economy improves and the
unemployment rate continues in 
a downward trend, employers are
going to have to face the reality
that some of their employees,
with the greatest skill sets and
outstanding customer relations,
may start exploring alternative
employment opportunities.
Many companies have suspend-

ed cost of living and merit pay
increases as well as bonuses dur-
ing the past several years. At times
of high unemployment and limit-
ed hiring, employers can retain
their employees more easily. As
the job market begins to expand,
especially for workers with a
proven work history, technical
certifications and real time indus-
try expertise, the seeking out of
greener pastures may begin.
Larger companies in metropoli-

tan areas may be the first to expe-
rience voluntary resignations of
some of their best employees. If a
key manager or IT person leaves,
chances are they will start recruit-
ing their star fellow workers to
join them at their new employer.
The ripple effect can quickly

begin a reshuffling of your cur-
rent personnel situation. Historic -
ally, people do not quit companies,
they quit managers. The same
holds true when a great manager
leaves—the people will follow
their manager to a new company.
During my career, I have had two
separate 15-year employers where
I was Director of Technical Service.
When I left the first company,

within one year I had re-hired
more than a dozen employees who
had worked for me at my previous
job. The same situation repeated
itself when the independent dealer
I had worked for sold to an OEM.
I made the personal decision to
resign. Within 12 months over half
of the remaining technicians had
turned in their voluntary resigna-
tion. Most wound up at the same
dealership where their previous
service manager was now in charge.
It is the best kind of worker nepo-
tism. Techs want to feel comfort-
able in an environment that makes
them feel safe and secure. No sur-
prises. No drama. A fair day’s
work for a fair day’s pay.
Maslow’s Hierarchy of Human

Needs was discussed in my
February 2014 ENX article. Those
seeking personal and job security,
along with a sense of belonging,
understand that a promised raise
cannot make up for the day to 
day comfort of knowing what is
expected of them. It is vital that
each employee is reassured that
they will continue to receive the
ongoing education and personal
interest and reassurance that they
are making a positive difference
in their work place.
Now may be an appropriate

time to ask your employees to
rate the job performance of their
employer. Following is a list of
questions dealership owners and
senior managers may want to

consider when scoring their own
company’s job performance.

How would your employees
answer these questions?
1. Do I know what is expected
of me? This question can be
linked directly to the basic
question Ken Blanchard
addressed in the One Minute
Manager. One Minute Goal
Setting requires each employee
to write a short, under 250
words, explanation of what is
expected of them. Does each
one of your employees know
what they are expected to
accomplish on a regular basis?

2. Do I have the tools to do my
job? Tools include both men-
tal and physical needs, includ-
ing a working environment
with enough light, appropriate
temperature, adequate working
and personal space. When
appropriate, does the employee
have a computer operating sys-
tem that they understand how
to use and continue to receive
ongoing training?

3. Do I have the opportunity 
to do what I do best? Never
allow the Peter Principle 
(rising to the level of your own
incompetence) to side-track an
employee’s ability to advance.

4. Does my manager care about
me as a person? What do you
know about each employee?
Do you know the name of their
significant other, children,
favorite sports team or hobby?
Do you know their favorite
drink of choice, their basic 
living conditions (own home,
has roommates, lives with rela-
tives) or where their children
go to school? People don’t
care what you know, until they
know that you care remains a
viable component of appealing

What Do Your Employees
Think About Your Company?
  

Ronelle Ingram Service Management

continued on 60

As an owner or 
manager, have you ever
considered requesting
the employees to share

their thoughts and 
comments by reviewing

the company’s 
effectiveness from the
worker’s perspective?

How would 
each employee
candidly rate

their employer? 





• www.enxmag.com l April 2014 We Saw It In ENX Magazine60

to the employee who desires the secu-
rity of belonging within a larger group.

5. Does someone encourage my devel-
opment? There is a broad line between
encouraging one’s development and
threatening a tech with ‘get certified or
get out’. Working with each employee
to create a plan for their short and
long-term development is vital to the
overall growth of your company.

6. Is my opinion regularly requested
and does it seem to matter? Asking
for each employee’s input is an easy
way to make someone feel they are an
important part of the whole. When
requesting employee input on signifi-
cant issues, I always use a secret ballot
for voting. This enables each person to
express their personal beliefs without
fear of peer disapproval.

7. In the past week, have I received
praise or recognition for a job well
done? A sincere ‘thank you’ never has
a cost on your Profit and Loss spread
sheet. Praising in public is an excellent
way to express to others a specific

example of what type of behavior 
is being encouraged and rewarded.

8. In the past 3 months, has someone
talked to me about my personal
development within the company?
Sometimes the greatest reward you can
offer an employee is the opportunity 
to expand their own work capabilities.

9. Do I regularly have the opportunity
to increase my work load and job
skills? Personal growth and ongoing
training improves the entire company.
Techs love to be trained (as long as
they are not afraid of failing). It makes
their job easier. It provides additional
status among their peers. It breaks up
the day to day work routine. Training
allows them to meet new people in a
classroom setting. Sending a tech away
to training school allows them to see
firsthand how their dealership stacks
up to others. If you have a great service
department, techs return from school
grateful they are not working under the
standards that other techs have com-
plained about in their training class.

10. Do I understand the importance 
of my job in the overall scale of the
company? Periodically being told
that the way you do your job helps 
to ensure the overall success of the
company boosts the ego and reassures
each employee that they are being
noticed and appreciated.

Employees and employers both have a
set of responsibilities that must be attained
on an ongoing basis. As an employer, it is
important to consistently reassess your own
performance, not just that of your employ-
ees. That way, you can ensure your com-
pany takes a proactive stance in retaining
star employees and circumventing a high
turnover rate. Understanding the joint and
individual needs of every person within
your company will increase the cama-
raderie, overall effectiveness and profit -
ability of your company’s work force. �

Ronelle Ingram, author of Service With 
A Smile, also teaches service seminars. 
She can be reached at ronellei@msn.com.

e n x   

What Do Your Employees Think?
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All Leasing Services 33
Repo/Offlease Copiers, 
Printers and Faxes
Phone: 866-727-3750/ 949-727-3750
Fax: 949-727-3850
bids@alscopiers.com
www.alscopiers.com

Arlington 55
Full line of OEM office supplies
Phone: 800-887-3040
Fax: 847-689-1616
www.arli.com

BEI Services 6
Phone: 307-587-8446
www.beiservices.com

Copier Network 25
Coast to Coast Service
Extensive Canon and Ricoh Selection
Phone: 510-746-2080
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 48
For your Canon & HP 
Parts & Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com

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

DocuWare Corporation 44
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi e-Automate 21
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 56
Cost Effective 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

Frontier Imaging 34
Distributor of Copier, 
Printer & Fax Supplies
Phone: 888-530-8811
Fax: 310-898-2788
sales@frontierimaging.com
www.frontierimaging.com

Future Graphics 35
Phone: 1-800-394-9900
Fax: 1-800-394-9910
www.fgimaging.com

GE Capital 47
Phone: 203-749-6011
Aaron.Kingi@gecom
Phone: 203-749-2133
Engelbert.Herrera@ge.com
www.geasset.com/copiers

GreatAmerica 
Financial Service 11
Phone: 800-234-8787
www.greatamerica.com

Greater Philadelphia 
Equipment Co. 53
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

I.C.E. International 
Copier Exchange 43
Wholesaler of Copiers
Phone: 888-423-2679
www.copierpoint.com

IDS-International 
Digital Solutions 19
Authorized Toshiba Distributor
for Copiers, Printers, Fax 
OEM Parts & Supplies
Phone: 888-372-3700
Fax: 562-921-1167
suzannecarter@idswc.com
sales@idswc.com

ImageStar 24
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impact Technology 8
World Class Copier Remarketer
Phone: 866-848-4900
www.offleasecopiers.com

Impression Solutions 73
Full Line Kyocera Copystar 
Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Industry Analyst 66
Phone: 585-232-5320
www.industryanalysts.com

Intellinetics 29
Phone: 614-921-8170
Fax: 614-850-2789
sales@intellinetics.com
www.intellinetics.com

Intercom Exporting Inc 55
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

Display Advertisers Index
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Jamex 59
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Managed Print Services
Association 59
greg.walters@yourmpsa.org
www.yourMPSA.org

Mars International 13
Wholesaler of Pre-Owned Copiers
Phone: 866-866-MARS (6277)
Phone: 973-777-5886
Fax: 973-777-5889
www.marsintl.com

Midwest Copier Exchange 39
Phone:  847-599-9001
info@mwcopier.com
www.midwestcopier.com

Mito Color Imaging Co., Ltd. 7
Phone: 86- 756-2535246, 2535256
Fax: 86-756-2535769
market@mito.com.cn
http://www.mito.com.cn

MSE 23
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquaters
Phone: 800-418-4968 US-East Coast
www.mse.com

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

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

Niche Equipment 31
Office Machines & Supplies 
Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 37
Phone: 800-817-0688/626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

Ninestar Image Tech Limited 51
Phone: 0086-0756-8539886
Fax: 0086-0756-8539856
marketing_center@ggimage.com
www.ggimage.com

NuWorld Business Systems 14-18
Copier, Printer, Fax & 
Business Machine Supplies
Phone: 800-729-8320
Fax: 800-829-0292
info@nuworldinc.com 
www.nuworldinc.com

Office Land 24
OEM Parts for Copiers 
and Printers 
Phone: 818-778-0100
Fax: 818-778-0101
www.officeland.ws

Parts Drop 64
Copier Parts, Supplies, 
& Tech information
Phone: 201-387-7776
www.partsdrop.com

Power eCommerce 27
Phone: 800-231-9966
Power-eCommerce.com

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

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

Q2 Products 41
Phone: 1-888-826-2576
custsvc@q2products.com
www.Q2Products.com

ReChina Asia Expo 61
Phone: +86-21-3211 0890
Fax: +86-21-6247 2950
www.rechinaexpo.com

Ross International 13
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 56
The Worlds Leading Toner
Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736
sales@seinetecusa.com
www.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 45
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

Toshiba 76
Copier / Print Manufacturer
Phone: 800-GO TOSHIBA
Contact Authorized Distributors
www.business.toshiba.com

Transform Global 2014 57
global2014.photizogroup.com

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

Union Technology (UTec) 49
sales2@utec.com.mo
www.union-tec.com

Value Image Products 60
Phone: 909-325-6077
sales@usvipinc.com
www.valueimageproducts.com

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 

100% Guaranteed. 

Call 405-912-1700 or Email: culver-enterprises@swbell.net

GPR-15 & GPR-16

One Toner For All 
$23.75 Per Bottle--1220 Grams

 
One Toner For All 
$59 Per CTG--1900 Grams

Canon Copier Toner Kyocera/Mita Toner

l IR 2230/2270/2830/3025/3225/3230   

l IR 3035/3045/3235/3245/3530/3570/4570

l KM 2530/3035/3530/4030/4035/5035/
    3050/4050/5050/TASKalpha 420i/520i    
l FS 9100/9120/9500/9520/9130/9530 

303-465-3134
TRI RESOURCES INTERNATIONAL
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Business Card Directory

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***

SELLING

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

CALL NOW!---------------------------------

 Duplo 460-H only 800k
 2 Riso CR1610 -New in box
 3 Riso HC 5500 -New in box

email: culver-enterprises@swbell.net
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
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Classified Ads

Calendar

AIIM 2014 Conference
April 1-3 / Orlando, FL
www.aiim.org

Navigator Business 
Planning Session
April 22-23 / Cedar Rapids, IA
www.greatamerica.com/
ManagedITNavigator

ReChina Asia Expo
April 22-25 / Shanghai, China
www.rechinaexpo.com

DocuWorld 2014
May 7-9 / Las Vegas, NV
www.docuware.com

BTA Mid-America Event
May 15-16 / Chicago, IL
www.bta.org

Transform Global 2014
June 2-4 / Louisville, KY
www.conference.photizogroup.com

CompTIA ChannelCon
Aug. 4-6 / Phoenix, AZ
www.comptia.org

BTA West Event
Aug. 7-8 / Las Vegas, NV
www.bta.org

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

BTA East Event
September 2014, Baltimore, MD
www.bta.org

Industry Events & Trade Shows

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!

For further information and monthly specials, visit our website at
www.directpreciseimaging.com or call 888-376-7311

www.directpreciseimaging.com

MARCH 2014 RELEASES  
•  Dell B2375 Monochrome and MICR
•  Dell B3460 20k  MICR or Dell B3465 20k MICR
•  Okidata C530/MC561 High Capacity Colors

FEBRUARY 2014 RELEASES  
•  Dell 2330/2350 9k/15k/18k Extended Yield
•  Dell 2330/2350 Extended Yield - MICR
•  Dell 3330 or 3333 18k Extended Yield
•  Dell 5230 36k Extended Yield MPS
•  Lexmark T-650 or X-651 36k Extended Yield MPS
•  IBM 1832 and 1850 36k Extended Yield MPS

JANUARY 2014 RELEASES  
•  Lexmark E-260 Extended Yield MPS (MICR or Monochrome) 
•  Xerox WC 5325/5330/5335 Drum unit

DECEMBER 2013 RELEASES  
•  Canon CRG-332 colors
•  Xerox Phaser 6600 colors

Below is the Industry events updates with website info.
Visit enxmag.com/INDUSTRY_CALENDAR.htm for more info.

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com



Xerox DocuColor 250 (DC250 style)
Black Drum Cartridges - Revisited
New models, new cartridge versions: 
13R602 / 13R655 / 13R663 / 13R649 / 13R671
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The Xerox DocuColor (DC) 250 style of machines
continue to be released with new models (nearly
20 models so far and counting), all of which share

nearly the same drum cartridges with only subtle differ-
ences between the various versions. Last month we revis-
ited the color drum cartridge rebuilding and took a good
look at the differences and similarities between the ver-
sions of the color cartridges. This month, let’s take a 
similar second look at the black drum cartridges.
Of the four drum cartridges in each machine, the one

for the black color is found in the “R1” position. It is
easily replaced by sliding out the cartridge and then 
lifting the drum cartridge by its two finger-pull rings.
There is one ring at the front and one near the rear end 
of the cartridge.

Here’s a list of the black cartridge reorder numbers and
which models each fits:

13R602 / 013R00602 For (DocuColor) DC-240,250,242,
252,260, (WorkCentre) 7655,
7665, 7675, 7755, 7765, 7775

13R655 / 013R00655 For (Digital Color Press) DCP 700

13R663 / 013R00663 For Xerox Color 550, 560, 570

13R649 / 013R00649 For (DocuColor) DC-5000

13R671 / 013R00671 For Xerox Color C75, J75 Press

Installing a new CRUM chip on the black drum car-
tridge will allow a little more life, although it is not likely
to last a complete 2nd cycle without a new drum and
cleaning blade. The CRUM chip is an RF (radio frequen-
cy) type of CRUM which doesn’t make any physical con-
tact in the machine. Replacing the CRUM will reset the
drum counter and allow you to maximize the cartridge’s
yield. Each cartridge version has a unique CRUM so you
need to install the correct one for the exact model in
which it’s going.
The stated yields for the black drum cartridges vary 

by model (ranging in the books between 190K and 260K
depending on which machine’s info you’re reading).
Actually, the yield also depends on the usage of the
machine the cartridge is installed in. Machines which run
a lot of long runs of prints or copies get more copies before
the machine calls for new drum cartridges and machines

which usually run only a few copies or prints for each
job will get considerably less copies between “Replace
Drum Cartridge Now” messages. Also the cleanliness 
of the filters can add life to the cartridges by allowing
more copies to be produced between cleaning cycles.
When you buy one of these black drum cartridges, 

it comes with the charge corotron on top. That corona
assembly is also spared by itself under a few possible
part numbers, all of which are interchangeable: 13R604 /
13R630 / 13R633 / 13R650. The stated yield for the
corotron varies from model to model and in some models
it has a shorter lifespan than the black drum cartridge itself
(stated yield ranges from 120K to 190K for the corotron
assembly). Removing the charge corotron from the top of
the black drum cartridge is as easy as sliding it forward
about a quarter of inch and then lifting it up and off.
The charge corotron has a little board on the rear with

two electrical contacts. This board has a pico-fuse on it
which is designed to tell the machine when a new coro-
tron is installed. The machine sees the fuse in place,
blows the fuse, and resets the counter. The idea behind
the fuse is that it blows so that it will only reset the 
count one time.
The black drum cartridges are pretty straight forward

and they come apart easily for cleaning and replacing
components. Nowadays you can get aftermarket replace-
ment drums, drum blades, and of course the CRUM
chips. There is also a cleaning brush which helps the
blade do its job. There’s a waste toner auger alongside
the cleaning brush which takes the waste toner away
through a spring-loaded sliding shutter at the rear end 
of the cartridge.
The differences between the five versions of the black

drum cartridges are confined to the CRUMs being unique
for each, and also the DC250 version of the cartridge 
has a different shape to the front and rear end covers. 
The DC250 cartridges have complete circles near the
center of each end cover, whereas all of the other car-
tridges have notches cut into those central circles. In
either of the photos below, the cartridge shown on the left
is a DC700 and the one shown on the right is a DC250
version. Fortunately the drums and blades are inter-
changeable throughout all five versions of the cartridges.
Now for a double-take on the procedure for rebuilding

one of these.

Britt Horvat Technical Tips

continued on 68
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PROCEDURE:
Have a look at Photo #1 which shows the orientation of the
cartridge as I’ll refer to it in the procedure which follows.

1. As mentioned 
earlier, the charge
corotron assembly
comes off by sliding
it forward about ¼,”
and then lifting it 
up and off.

2. Remove the front
end cover (1 Phillips
head screw). On the
front end cover you’ll

find a pair of static grounding clips. The front finger
pull falls off in your hand. Behind the cover you’ll also
find a pair of D-shaft gears which transfer drive from
the cleaning brush to the waste toner auger. Mind the
gears because they will now fall right off.

3. Remove the rear end cover (1 Phillips head screw). 
See Photo #2. The RF Connector CRUM (customer

replaceable unit mon-
itor) is located behind
this cover (it’ll fall
off of the cover at
this point easily
enough). You will
need to replace this
RF CRUM to reset
the black drum count.

The rear finger pull is now loose, so take it off. The
cleaning brush drive gear can also be easily removed 
at this point.

4. Turn the unit on its 
left side so that the drum 
is facing upward. Now
remove the rear drum
bearing retaining clip
which slides directly out
the back (see Photo #3)
and the front drum bearing
retaining clip which slides
out the front in a similar

fashion. Then lift the drum up and out of the cartridge.

5. The drum cleaning blade can be removed (2 Phillips
head screws). You will need to either peel off or cut the
“R1” sticker as well as the barcode sticker because both
stickers are on the blade’s bracket and the plastic frame.

6. Clean everything up nicely using a toner dust cloth and
a vacuum with a toner-rated filter. Be particularly gen-
tle around the cleaning brush and the Mylar recovery
blade which are easily damaged. Slide forward the
spring-loaded waste toner “Cleaning Auger Shutter” 
to get to the toner in the end of the waste auger (refer
again to Photo #2).

7. Reassemble it all. Pay close attention to the drum bear-
ing retainers, as they need to trap the bearings snugly.

That should do it on these guys. Enjoy the Spring!
Hopefully no more snow for us this year! �

Xerox DocuColor 250

e n x   

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)

Front End Covers Rear End Covers

Differences between cartridge versions - Note that the DCP700 cartridge (shown on the left in each photo) has notches cut into the circles
near the middle of each end cover. The DC250 cartridges shown on the right in each photo have complete circles without the notches.

Photo 1: Orientation

Photo 2: Rear View

Photo 3: Rear Drum
Bearing Retaining Clip
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Printer Tech Tip

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

TECH TIP
HP M525/M575/M775/M830 MFP Control panel out of 
calibration or not responding in the correct locations
ISSUE: Customer reports that the control panel appears “out of calibration” 
or is not responding in the correct areas.
For example, touching on the right side menu items causes items on the left to be selected.

SOLUTION: Troubleshoot using the control panel diagnostic screen.

Press the button on the
rear side center of the
control panel.

Use the screen diagnostic
menu to test and calibrate
touchscreen.

e n x   

1 2

1

2



e n x

• www.enxmag.com l April 2014 We Saw It In ENX Magazine70

  

Technical Tips

SUBJECT:

Minolta DI3510F 
Washed Out Copies

Q:I am having a problem with 3510and 2510 with the copies looking
light. I have had this for about a year 
off and on. After installing a new starter,
drum unit and doing the setup the
copies are great but after 10K the copies
are light. I have changed out the transfer
roller, HV unit, "A" control board, and
cleaned all copper point connectors.
Machine is adding toner and the toner
BT is turning. The only way to get the
copy back is to change the starter and
run the setup and it’s great. This is not
just one machine doing this; it’s maybe
6 to 10 machines. This turned into a
really bad pain in the rear. Thanks 
for any ideas.

A:Are you using OEM toner? Thedeveloper is set up with Minolta
developer. The ADHD sets about 145 
or so. You have changed and checked
everything by the sound of it.

Q:All of the machines are usingOEM toner. This all started back
in January of this year. I first was think-
ing I had bad starter or toner. Not now.
Thanks for the reply.

A:I take it you are clearing thedrum counters before the F8
setup. When you say drum unit, is that
the whole upper half or just the drum?
And have you changed the developer
units and not just the starter?

Q:I cleared the counter, new DVunit and starter, new PC drum
assembly, and ran the F8 setup. After
setup, the copies are great. I also
changed out the toner hopper. I’m run-
ning out of things to change out. I keep
thinking, “What am I doing that could
do this?” I have serviced copiers for
over 35 years and this one is going 
to make me retire. Thanks again.

A:I work on several Sharps wherethis is common. Your box toner/
paper dust coming off the drum goes
right back into the DV unit. Is the brand
of paper common on all machines? Just
thinking out loud; paper dust, believe 
it or not, will get ya!

Q:Thanks, but no common paper.

A:I have lots of these machines outthere and had many where the hole
on the toner bottle doesn’t open when
the tab is pulled off. I had a couple of
bad toner drive assemblies go bad, as
well as a couple of toner LD sensors.

Q:I had the BT seal not come off,toner assembly problems, and
ADTC go out, but all this looks like it is
working. BT is turning and it is adding
toner to the DV unit. Maybe I do not
understand how the toner system works.
I was thinking that the ADTC sensor
shut down the machine when the toner
to starter ratio was too low on the toner,
or is it the hopper? Why are so many
machines having the same problem, is
what I do not understand? Is this an 
age of machines?

A:We only had the problem withthe bottom seal with Chinese
aftermarket toner.

A:Have you cleaned optics andprinthead? Both will cause light
copies if they are dirty. Check the T/C
ratio and see if it is getting lower or
staying the same.

A:I know the DI2010~3510 tonerwith double globe logo on the
bottle was causing poor solids—grey,
washed out. I returned 30 bottles to AC*
2 years ago. I’ve had the same symptom
with Bizhub 200 series lately. Some
OEM toner, some use two different
compatible toners. Lately the symptom
seems more frequent. I was doing
everything you mentioned, but I was

able to improve the print quality some-
what with setting the grid voltage to -2,
density to +3, user setting print density
to +3. These 3 only barely improve
solids, but you can increase the ADTC
by no more than 4 or 5, like 145 to 149,
then run toner replenish cycle to stir, 50
copies and toner replenish cycle twice
again. Then increase ADTC again like
to 153, rinse, repeat, ADTC to 157. I
started to see better solids, but it’s still
not overtoning. Never as good as fresh
DV though. I’m starting to think toner
sensors are cheap quality?

Q:Thanks. Sounds like you have thesame problem. I was able to get
the copies somewhat dark by making
the adjustments. I have OEM toner
installed.

A:The older DI200/251/351 magrollers are the same, or so we
think. I have used one in a BH200, ran
F8, gives usual numbers in 140~160
range and test copy quality is same/
great. We need mag rollers when the
shaft gets eaten up so that we can't use
the upgrade collars. Is it possible that
the mag roller surface is wearing? 
Need to see if these are washing out
with virgin or once-only rebuilt DV
units. So far increasing ADTC slowly 
as described above has caused no
C2557 codes and no overtoning, 
getting us down the road further.

Q:I have installed a new DV box,starter and PC Drum unit and
transfer roll and after F8 setup all num-
bers are alright. At this time machines
are ok, but not what I like to see. This 
is so strange that after all the years the
machines have been out in the field.
Aging out? Thanks again.

A:When these models come to end of parts support life, the 
DV units may be the death of the series.
I'll probably buy as many OEM DV
units as I can afford. �

Tips appearing in this section are reprinted courtesy of Smarka! The Copier Tech's Info Source. Tips are randomly selected from submissions
emailed to Smarka! Smarka! and ENX Magazine make no guarantees as to the accuracy of tips presented here. Email your tips to
Tips@smarka.com. All tips become public domain.
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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®












