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This series of articles is
about building a success-
ful managed services

business; and this particular 
article shares my observations
and discoveries when engaging
dealers who want to include
managed service deliverables in
their go-to-market strategy. Just
saying that you’re a managed
service provider solely because
you’re in the industry isn’t
enough. Trying to define what
you should or shouldn’t sell is
difficult and must be thought
through carefully. Assuming that
your research and fundamentals
are done, your go-to-market
strategy is the process of suc-
cessfully taking offerings to 
your market to achieve certain
objectives, usually surrounding
revenue, profit, or market-share. 
An organized and well thought

out go-to-market strategy that is
REALLY in play, is pretty hard
to find. A good go-to-market
strategy connects your key busi-
ness objectives to a road map of
execution and is bigger than any

one product. Defining your key
business objectives is all about
what YOU want from your busi-
ness, and your go-to-market
strategy should define what
products or services that your
MARKETPLACE needs or
wants from you!
MFP dealers often share and

feel that they are qualified to sell
managed print services just
because they sell printing hard-
ware. The comments I hear are,
“We already lease and service
long term MFP contracts so
we’re definitely qualified to sell
MPS.” This could not be farther
from the truth and could be dan-
gerous to your core hardware
business revenue if not well
thought out. Unsuccessful and
non-profitable MPS contracts are
everywhere and are referred to
as “the one that taught us a les-
son!” If you haven’t reviewed
the full life cycle of MPS,
including sales training and
existing talent, installation and
implementation, account man-
agement costs and requirements,
I suggest you take a serious
look, because without the proper
go-to-market details, you may
cause greater harm to your com-
pany or bottom-line than the
income it may produce.
So let’s zero in on these topics

and I’ll share some of the chal-
lenges I’ve seen that seem to
prevent, and sometimes collapse,
go-to-market efforts:

Designing the 
Right Sales Team 
I won’t say that it’s impossible

to take your existing hardware
sales reps and train them for
managed service sales. I will 
say that the number of sales reps
who successfully make this tran-
sition from hardware to managed
service sales (without proper
training) is few and far between.
Over the last few years, I’ve par-
ticipated in 350-400 C-level pre-
sentations where I was invited
by a dealer to participate in the
call. I can tell you that over 40%
of those appointments were
blown in the sales rep’s opening
sentence. The hardware sales rep
that focuses 100% on selling
hardware will ultimately only
care about selling hardware. It
will come out of their mouth
very quickly as the best way to
help a client solve their business
issues, and may cause a business
leader to completely disconnect
from any 1st appointment pres-
entation. Ask me how I know!  
When you inject training into

your go-to-market strategy for
selling MPS, that training should
not come from a biased source,
meaning someone who wants to
inject their business model into
your sales process. Sales training
should be pure and directly ben-
efiting you and your target. MPS
training from a hardware provider,
most likely, will train the sales rep
that the solution to every client
problem is in the replacement 
of “old worn out devices” with
the new “latest, greatest device.”
MPS training from a supplies
vendor may possibly train that
“old devices,” or the devices in
play, are ok because they can

Building A Successful Managed Services Business
Part 2 of a 6 Part Series

Is Your Go-To-Market Strategy 
the Best It Can Be?
  

continued on page 20

"...One of the 
reasons that your 
go-to-market plan
must define your

sweet spot target is
that the organization
behind the sale must
be able to deliver and
support what sales

brought in...."
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sell you any supply you may need. Be
careful when you absorb what’s there.
You may undermine dealer profit poten-
tial and client savings opportunities. 
A great go-to-market strategy, and the

differentiation that most dealers scream
for, will include training that focuses on
what the client/prospect views as their
greatest need. Any training should align
and deliver a well informed, business
capable sales rep that can speak to and
understand a C-Level target. Effective
sales team training will align with your
go-to-market strategy and create sales
reps that can deliver solid value without 
a preprogrammed destination.
Your go-to-market planning must in -

clude WHO will sell your services, and if
that person doesn’t exist within your com -
pany, you’ll have to find them. I’ve writ-
ten many profiles for dealers to define this
person, and it isn’t typically someone who
has hardware experience, or a network or
technical background. It is a professional
sales person; someone with extreme busi-
ness sense who understands the strategic
and tactical practices of business leaders
and why they would choose managed
services as a viable path forward. This
person is going to cost you more than the
typical MFP sales rep, so plan for it and
build it into your go-to-market strategy! 
I want to include a few comments 

on observations I’ve made in today’s
sales team model; however, I’ll be brief
because I will cover this topic in detail
later in the year. Considering and balanc-
ing most companies’ requirements for
both client retention and net new growth,
few hardware-centric sales teams are 
producing consistent and successful
hardware sales results today. Incorrectly
adding managed service quotas on top of
a stressed hardware-centric sales team
reduces focus on the sales of core hard-
ware solutions and may risk the overall
health of the organization. Thus, some
organizations keep their managed services
sales reps separate from their hardware
sales reps. Although I’ve seen a few suc-
ceed with this model, mostly I’ve seen a
revolving door and failure on the side of
the managed service specialist. It seems

that no matter how the managed services
specialist is laid over the account base, the
MFP rep typically sets the law on how
and when someone will approach his or
her account. Designing a proper sales team
model is very important and contributes
greatly to the go-to-market success of
any company transforming into services.
The sales team of the future is different
than today and it must be changed!

The Sweet Spot
A go-to-market strategy will definitely
define the proper title, company size, and
sales process required to reach the market.
These are three very important seldom-
defined contributors to going to market.
Let’s break it down; no one will argue that
every company could benefit in some
way from an MPS type of engagement,
but every company doesn’t need, want or
welcome a conversation around outsourc-
ing or managed service deliverables. So,
you have to define what size company
would most likely welcome the value and
benefits gained from an MPS contract. 
Let’s face it; if the company is too

small, although the benefits of MPS are
real, they may not feel the benefits out-
weigh the risk. If the company is too
large, you may have to continually jump
through hoops and timelines that com-
pletely destroy your ability to forecast.
Therefore, the go-to-market strategy defi-
nitely defines a company profile, in your
market, that you feel most welcomes the

benefits of an MPS engagement, your
sweet spot! Defining the sweet spot
almost always improves forecast accuracy
and sales process timelines. When your
sales organization understands who you
want to approach, there are typically less
“one offs” fed through your funnel, thus
creating a more manageable win ratio. 

The Right Target
Finally, let’s talk about the proper target.
Our industry has been reduced to a com-
moditized mentality, and as such, price is
the only value that can be typically iden-
tified. When you look at the typical tar-
gets inside of our industry, you can find
that the majority of hardware deals are
executed with a middle manager, I.T., or
purchasing. Over the several years I’ve
tracked dealers’ forecast accuracy, as the
chart below indicates, the greatest accu-
racy comes when business strategies are
discussed with strategic positions, name-
ly the CFO or CEO.  That rarely happens
in today’s sales approach and thus price
is all that’s left to discuss.
It’s not hard to understand that strate-

gic maneuvers are planned and decided
on by strategic titles. A 2009 survey pub-
lished online from CFO.com presented
statistics sharing that 83% of the time
companies required their CFO to be
involved in the signing of a contract. I
can only imagine that today’s economy
has increased the financial pressure to
keep the CFO neck deep in financial con-
tract approvals. It’s important to under-
stand that most companies in the typical
sweet spot will have a CFO. However, if
you don’t have a CFO, share your values
with the most senior, financially con-
cerned officer of the company. NOTE:
Do not fool yourself. A Controller title 
is typically NOT your target, as they are
more likely the manager of accounting
and probably answer to an owner. 
Why then do we still push our sales

reps into begging for a business session
with I.T. and Purchasing? Is there busi-
ness to be had there? Sure, but look at
the forecast accuracy above and tell me
where is the best return for time invested?
The go-to-market strategy must consider

  

continued on page 22

Forecast
Accuracy
By Title

Go-To-Market Strategy





this type of information as you build your
market’s plan. Managed service offerings
weren’t created by our industry and are
almost always secured by approaching
the strategic leaders of any company.

Installation and Implementation
One of the reasons that your go-to-mar-
ket plan must define your sweet spot tar-
get is that the organization behind the
sale must be able to deliver and support
what sales brought in. I get 2 to 3 calls
per month telling me that a dealer is
about to lose their largest account. When
I ask why, I’m told many times, “They’re
not happy with our support!” In over half
the times, those dealers have secured
business that their company cannot sup-
port properly which exposes no real 
go-to-market plan at all!  Knowing when
to walk away is one of the best business
builders there is!
This is not limited to smaller dealers; 

it has the most to do with planning the
approach and growth of your company. 

Account Management Costs 
and Requirements 
Not establishing the proper account 
management processes and structure can
have the same result and overwhelm your
company, thus deteriorating a client rela-
tionship or your reputation simply by
failing to manage an account well. This
can be that the client feels let down due
to lack of account management OR it can
be that your organization is now worked
to death to support only one client, all
proving that the need to define the go-to-

market strategy is real. Should the go-to-
market plan define a certain percentage
of growth, then the support team and
account management group’s personnel
and technology needs to grow with it and
those costs must be accounted for, which
can make a deal less profitable and
should affect your commission structure. 
One thing I believe we fail to do with

our current accounts, especially with
MPS clients, is to remind them constant-
ly of their old ways and failures vs. the
new ways and successes we deliver. This
is especially important when there is a
change in the CFO position. Remember,
if you’ve done a great job of taking care
of a client and they get a new CFO, the
first thing they’ll want to do is validate
their existence, and cutting monthly
expenses is where they’ll go! If you
don’t engage the new CFO with the same
value proposition and facts quickly, their
first question is going to be, “Why are
we paying this company so much money
every month?” They’ll dig in and try to
reduce monthly costs, especially target-
ing larger monthly bills.  And that’s you!
Account managers should be on the

lookout for anyone who is becoming dis-
tant and, of course, turnover in a strategic
position! Remember to remind your
clients every month that they are spend-
ing less, and that they have more control
and visibility over the way it used to be!
If possible, on every monthly statement,
show them that the $6,500.00 a month
you’re charging them today is $2000.00 a
month less than the $8,500.00 a month
they were spending before they engaged
you. If you add new devices into the cur-
rent contract, always add the same
increase to the old totals to give the prop-
er perspective. If today you bill them
$6,500.00 per month, and you inbound
two new devices that will raise their
monthly expenses to $6,800.00 per
month. Remember to show them that
(under their old way of doing business)
the $8,500.00 would now be $8,800.00.
Always keep them informed!
A final note for those who may feel

that managed print services has reached a
commoditized state. As long as there are
significant economic challenges, and I
believe they’ll be around for quite a

while, business leaders will seek great
ideas for driving cost management and
best practices. Remember most CEOs
receive year-end bonuses based on their
performance, company growth, and prof-
itability. Hire and train your team with
that mentality. Your go-to-market strategy
is a secret weapon, and since most busi-
nesses don’t implement one, you have an
advantage. If MPS is an over-used, worn
out phrase, build your go-to-market val-
ues around a different identifier. Include
a reach and value that goes beyond most
MPS providers. Combine and bundle
technologies so you are different. One
thing is for sure, in every meeting I’m 
in, every executive I meet is looking for
better ways to compete in their market-
place, and that’s what you deliver!
The go-to-market strategy defines and

streamlines your business’ execution to
your marketplace, and although it may
sometimes waver, it does create focus
and guides current and future execution
with intelligent intent. �

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.

Do you have comments or questions
you'd like to ask Charles Lamb about 
his series of articles on Building A
Successful Managed Services Business?
Email your questions to: enx@pacbell.net.
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Scott Cullen State of the Industry

The office imaging land-
scape is flush with dealers
who have attempted to

make a go of it with MPS but
have either given up in frustra-
tion or become disenchanted, 
no longer devoting the time and
effort necessary to make this a
successful component of their
business. 
But it doesn’t have to be that

way. At least that’s the opinion
of some of the industry’s big gest
proponents of MPS. Those folks
have been around, seen plenty of
failures and a few successes, and
have been gracious enough to
share their thoughts as to what a
dealer needs to do to jumpstart
their MPS business. 
If you ask Tom Callinan of

Strategy Development what
dealers ought to do, he starts
with an attitude adjustment. 

“Many dealers have a
negative belief now that
they can’t do MPS or it’s
unprofitable because they
never took the time to do it
correctly,” he says. “The
GFI Digital’s, MOM’s, and
Marco’s of the world are
examples of copier com-
panies that have done a

good job with MPS,” contends
Callinan. “But most have not
because A, they looked at MPS
as the red-headed step child, and
B, they viewed it as another
copier sale. If it’s a red-headed

stepchild, they just told the reps,
when you’re selling the copier,
get the printers too. There’s no
logic on pricing, just get the
printers.”
“But how much service rev-

enue can a dealer collect on two
little printers?” questions Callinan.
“Or they led with equip ment and
didn’t get the sale.” 
Now what can they do to

jumpstart their MPS business?
“They’d have to totally forget
everything they’ve done wrong
over the past five or six years
and totally reset,” he says. “The
opportunity is there, but that’s
what they have to do.”
No wonder there’s an opportu-

nity for companies with turn key
MPS programs like Supplies
Network. “We used to spend the
first few years teaching resellers
how to do managed print, now

95 percent of
all new busi-
ness we have is
with guys who
tried it, strug-
gled and now
are open to
understanding
how to improve
their business

model and get back to selling
again,” reports Doug Johnson 
of Supplies Network. 
Operationally, the problem he

finds with most dealers who are
struggling is they didn’t know
how to service the account once
they brought it on. 
“Much of the industry focuses

on sales and most of the training
is on sales, and that’s valid and a
great place to put the effort, but

once those deals are sold, now
you have to manage them and
all the things that go with that,”
says Johnson. “There’s ongoing
client management for replen-
ishment of supplies, people call-
ing wanting to know where’s my
toner or my printer needs to be
fixed. If they’re not well pre-
pared, well structured, and well
organized to manage MPS
engagements, most of that
becomes reactive for the reseller
and overloads their system.”
Johnson points out that deal-

ers and resellers have grown up
in a reactive world; a customer
needs toner, they call, they need
break fix service, they call. And
those are all billable items. “But
in MPS your revenue is fixed on
a page basis and if you don’t
automate and streamline and
proactively manage those envi-
ronments those same resources
become inundated and don’t get
anywhere.”
Supplies Network can help

dealers and resellers become
operationally efficient.  
“We have a number of services

they can buy a la carte, and pick
and choose where they’ve got
gaps, or where it’s reactive and
they want to be proactive, or
where it’s manual and they want
to automate,” notes Johnson. And
of course for the reseller that says
it’s too complicated to manage,
they buy our cost per image pro-
gram where we sell them a six
decimal cost per image by
model and they mark it up and
put it in their environment.” 
Gary Willert of LMI Solutions

emphasizes education and train-

How to Jump Start
Your MPS Business
  

continued on 26
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ing, areas that LMI has been focused on
of late, especially with the release of
Peak Performance 2.0, an upgrade to its
online training offering. This training is
geared towards sales reps and focuses on
how to sell MPS and react to objections
as well as how to target vertical markets. 
He acknowledges there are many 

dealers trying to sell MPS who aren’t 
as engaged in the process as they should
be. “What we encourage them to do is
go through all of our materials and get

as prepared as you can
with your sales reps.
We’ve got TCO that
will calculate a cost 
per page so you’re not
going to get hurt. They
just need the confi-
dence to go out there
and win some deals.”
Another strategy for

jumpstarting an MPS business is an
issue that’s been addressed over and
over again at industry conferences—a
commitment to selling MPS from the
top down within the dealership.  
“It’s not just saying you’re going to do

it, but putting a structure in place and
having someone spearhead the program,”
recommends Willert. “If no one is really
focusing on it, BTA dealer channel type
dealers are going to gravitate towards

what got them there to begin with and
that’s selling boxes.”
Incenting reps to sell MPS is another

valid strategy. “Some of the more suc-
cessful dealers require their copier reps
meet a quota for MPS engagements,”
states Willert. “If they want to hit their
numbers they can sell all the copiers in
the world, but if they don’t hit their
MPS numbers they’re not going to get
their quota and that’s going to affect
their pocketbooks. That’s a good incen-
tive to get reps engaged.” 
Mention MPS around Sarah Henderson,

director, MPS operations for West Point
Products, and you’re going to get an ear-
ful whether you like it or not. She iden-
tifies three success criteria, which serve

as a foundation for
jumpstarting an MPS
program: someone in
senior management
who is championing
the MPS program,
training in the MPS
sales process, and a
business plan with a
timeline associated

with it such as only offering MPS in
certain circumstances or leading with
MPS in certain types of accounts. 
Another strategy to get things back on

track is partnering with an experienced

MPS provider, such as West Point
Products. However, this may necessitate
an attitude adjustment on the part of the
reseller. 
“Many dealers want to control every

aspect of a managed print services pro-
gram and where they get bogged down
is in the operational delivery and some of
the steps in the process,” says Henderson.
“If that’s something holding them back
from being more successful, they need
to reevaluate what they need to focus on
and what other company has a solution
that could be more effective for them.” 
Henderson acknowledges that dealers

are good at selling and building cus-
tomer relationships, but stumble in other
areas. “If I’m really good at selling solu-
tions, but not so good on the back end
and day-to-day management of the
deals, is there someone to help me with
that? If that’s bogging you down and
costing you money there’s people who
can do that for you.” 
At the top of Henderson’s bag of

tricks is West Point’s Axess, a flexible
MPS program.  “If they employ service
technicians and want to deploy their
own service techs, our program allows
them to do that. Or if they don’t employ
service techs, we can dispatch one for
them. They need to decide which model
they’re most comfortable with.”

Jump Start Your MPS Business

e n x   
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LMI Solutions

Sarah Henderson
West Point Products

They’d have to totally 
forget everything they’ve done

wrong over the past five or 
six years and totally reset, ... 
The opportunity is there, but
that’s what they have to do.

“
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West McDonald, a consultant with
FocusMPS, recommends moving away
from a cost per page discussion. “One’s
a program and the other is a fulfillment
mechanism,” opines McDonald.
He offers an interesting take on what

it takes to be better at selling MPS.
“Most dealers are looking for an infu-
sion of energy, but what they’re really
lacking is additional solutions layers in

their MPS programs.”
That means helping

customers reduce print
volumes or proactively
helping them convert
color output into
monochrome to reduce
expenses. A good
example of how to do
the latter is using soft-

ware that sets rules so that if a user is
going to print an e-mail or a Web page it
automatically defaults to black & white. 
“Emphasizing a solutions/services led

offering is a good way to get away from
the cost per page conversation and how
MPS will save you money,” states
McDonald. 
But how does one get started down

that path if they haven’t been there
before? Here’s where McDonald recom-
mends gateway solutions. “It’s like gate-
way drugs, start light then move up; the
easiest is secure release printing avail-
able from companies like PaperCut,
Ringdale, or Pharos.”
Once the gateway solution like one of

these is installed the minimum volume
reduction he’s seen in customer loca-
tions is 20 percent. “More typical is 25-
30 percent and that’s from wasted pages
the customer shouldn’t be printing in
the first place,” adds McDonald.
McDonald isn’t surprised that people

are still stumbling and fumbling with
MPS despite all the educational oppor-
tunities in the market. The proof is in
the numbers and he references studies
from HP and Xerox that place the per-
centage of customers under MPS con-
tracts somewhere between 11 and 13
percent depending on whose study
you’re looking at. Either way, that’s a
huge amount of customers not with the

program, which means MPS providers
aren’t doing a very good job of getting
across the value proposition.
It goes back to what he said earlier

with talking about cost per page and 30
percent savings. “The standard stuff you
spit out when you go into an office to get
a deal,” says McDonald. “The minute
customers hear, ‘I’m going to save you
money,’ it’s ‘yeah, you and every other
vendor I’ve dealt with over the years.’”
Mike Lamothe, founder of ODC, an

organization that provides dealers and
OEMs with strategic support in MPS
and MDS, feels that there’s a lack of
maturity among dealers when it comes
to MPS. “Not that it’s a bad thing.
There’s a subset of dealers doing very
well, but it’s a much larger group that are
now realizing we better get into this and
where do I get the right info to help us?”
Even though he feels that most deal-

ers realize they need to have a program
in place, a lot are doing what he calls
“quasi MPS.” Those are the folks that
could use a jumpstart.

One reason why
some dealers have
stumbled with MPS in
Lamothe’s opinion is
the lack of an ERP sys-
tem. “You start offering
MPS, and you’re offer-
ing a CPC on a printer
program and you’re not
able to track costs, then

you find out a year and a half in you’re
losing money on a number of deals. 
The sophistication of ERP systems will
allow you to manage all aspects of the
business more effectively.” 
ODC recently entered into a partner-

ship with FMaudit and Lamothe points
out that their technology ties into an
ERP system so you can connect
between those two backend applications
on an assessment, resulting in an auto-
mated assessment process. “We’ve
upgraded our assessment process and
software to do a surface level assess-
ment in 15 minutes. We also have a long
form assessment that will take as long
as required. We have to understand the
level of sophistication in order for our

business to offer a more systematic
solution and connect it internally so the
internal processes allow us to manage
the business more effectively.”
Lamothe adds that if a reseller wants

to enhance what they’re doing in MPS,
they’d better understand costs and prof-
its. BTA had a stat out a few years ago
that 50 percent of dealers that initially
started in MPS are no longer offering it
because they were losing money. “They
had no software in place, no sales strat-
egy, they didn’t train their sales reps,
and they didn’t have an internal MPS
champion,” laments Lamothe.
ODC now offers MPS in a Tablet to

support sales reps when they get in front
of the customer. “We can close more of
that business and then our assessment
tool continues to evolve, and what we’re
doing is building in automation to sim-
plify and speed up the process without
losing any of the content that’s neces-
sary,” says Lamothe.
A definitive authority on MPS and an

advocate of education is Greg Walters,
president of the Managed Print Services
Association (MPSA). He suggests mem-
bership in MPSA, which provides an
opportunity for dealers, resellers, and
MPS program providers to network 

with each other. 
“It’s a two-way street

and sounds cliché, but
you get out whatever
you put in,” states
Walters about member-
ship in MPSA. “As an
all volunteer non-profit
association it’s the
members who get on

committees and become part of the dia-
log. There’s a lot of synergies that occur
in the dialog. They see how others have
defined MPS in their likeness and can
feel better about their particular defini-
tion. Your mindshare is with other folks
in the same boat. There’s no agenda
where you’re going to walk into a meet-
ing and somebody is going to try and
sell you their program.”
But their experiences might help you

jumpstart your MPS business. �

Jump Start Your MPS Business

Mike Lamothe
ODC

Greg Walters
MPSA

West McDonald
FocusMPS





Imagine the possibilities of
having pick-up and removal of
unwanted equipment straight
from your dealership’s ware-
house. Imagine the savings you
could achieve having unwanted
devices removed and legally re-
cycled directly from a customer’s
office. Better yet, consider the
possibilities of receiving payment
for the removed equipment and a
Certificate of Recycling confirm-
ing a zero waste landfill policy.  

Introducing the ARCOA
Family
The ARCOA Group consists of 
a family of companies offering
logistics, asset remarketing, data
security and electronics recycling
services. ARCOA, formerly
Midwest Electronics Recycling,
was founded in 2008 by Ed
Spriegel   who continues as CEO
of the ARCOA Group. ARCOA
is a pioneer in the recycling of
electronics in America. Currently,
ARCOA is the only integrated R2
and ISO 14001 certified asset
management business in the USA. 
Midwest Copier Exchange is

now part of the ARCOA group of

extended businesses. Originally
founded in 1988, Midwest
Copiers has a multi-decade his-
tory of following innovative bus-
iness practices, specializing in
providing remarketing services 
of off-lease and dealer trade-in
office equipment.
Midwest Copiers has earned

excellent, long-term working
relationships with many major
leasing companies, banks, OEMs
and privately owned dealerships
involved in the office equipment
industry. They can effectively
partner with and support the needs
of enterprise level businesses and
privately owned local dealerships.
ARCOA and Midwest’s attention
to detail, flexibility and commit-
ment to customer service are
their guiding principles. They
have an ongoing reputation for
being able to efficiently and cost-
effectively process, manage,
remarket, reuse and recycle
returned assets.  
Another member of the

ARCOA GROUP is B.E.S.T.
Transportation—the logistics arm
of the ARCOA Group providing
centrally controlled nationwide
pick-up and delivery of managed
assets and electronic recycling
relocation. B.E.S.T. Transpor -
tation enables the ARCOA Group
to offer all their clients white
glove service and professional
handling of all needed logistical
services.  

Protect Your Data
End users of equipment with hard
drives and other data storage abil-
ity are increasingly aware of the
need for data security. Computers,
printers, copiers, and MFPs all
have the ability to store sensitive
information. All Midwest Copier
facilities process every hard drive
that enters their facilities through
a secure and certified method of
data erasure or data destruction
depending on the needs of the
individual client. Their trained
technical staff inspects every asset
received to ensure that each piece
of equipment is properly invento-
ried, including condition reports.
When assets are identified as

no longer reusable nor economi-
cally feasible to repair, they are
designated for recycling. ARCOA
specializes in Information Tech -
nology Asset Disposal (ITAD),
including secure electronics recy-
cling, auditing, data destruction
and additional services for com-
puters, laptops, servers, monitors,
copiers, printers and data storage
devices. ARCOA’s process maxi-
mizes the reuse of every compo-
nent and the recovery of all com-
modities assuring compliance 
to ARCOA’s zero waste landfill
policy.    
The ARCOA Group can also

provide professional removal
teams that can be sent to any
location in the U.S. that requires

ARCOA Group
Relocate – Remarket – Recycle 
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Office Equipment and
Electronics Processed 
•   Printers 
•   Copiers 
•   MFPs 
•   Scanners 
•   Computers 
•   Laptops 
•   Hard Drives 
•   Servers 
•   Telecom Equipment 
•   Point of Sale Systems 
•   Uninterrupted Power

Supply (UPS) 
•   Computer Components 
•   Network Equipment 
•   Printed Circuit Boards 
•   Commodity Grade Scrap  

Group

®

Arcoa Group Company
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equipment to be un-installed
from an end user’s office.
Equipment is prepared and
packaged for shipping and all
needed information is docu-
mented, including manufactur-
er, model and serial numbers
with customized reports sent
electronically to the customer. 
The ARCOA Group and

their belief in “Relocate,
Remarket, Recycle” creates a
definite statement. The blend-
ing of companies has extended
their world-wide reach for
buying and selling assets and

commodities. As
part of ARCOA’s
core business phi-
losophy of strict
inventory manage-
ment and aggres-
sive inventory
turns, buyers and
sellers are given
the confidence that
ARCOA has a

well-planned business model.
They have a steady flow of
inventory, a large breadth of
products and capital to aggres-
sively support all the needs of
their sellers and buyers.  
ARCOA, Midwest Copiers

and B.E.S.T. Logistics continue
to provide high quality service
with high asset recovery rates
in an environmentally sensitive
manner. Their long tenured
and committed staff enables
them to effectively provide a
single source for their client’s
logistics, remarketing and
recycling needs. ARCOA is
R2 and ISO 14001 certified
and is registered with the U.S.

EPA as a large handler of uni-
versal waste. This provides
their customers an unparal-
leled asset disposal and recy-
cling service that adheres to
strict standards and procedures.
This ensures that electronics
are properly recycled, protect-
ing the former owner/user.  
ARCOA and Midwest

Copiers have established a
reputation in nurturing their
company values – change,
innovation and fun! Their
emphasis on listening to the
ever changing needs of their
clients and the well-being of
their staff creates an eagerness
to continually advance the
products and services being
offered. Innovation, education,
safety, environmental steward-
ship and a stimulating work
environment are the driving
forces behind their commit-
ment to maximize value, deliver
quality products and provide
new and innovative services.              
Trust and knowledge con-

tinue to be major factors nec-
essary for the long term via-
bility and continual growth of
any company.  When ARCOA
and Midwest Copiers joined
forces in 2012 their national
presence and accessibility
grew significantly. To support
this expansion, the current

owners, Ed Spriegel, George
Hinkle and Terry Levy, have
made significant investments
into the company by building
their executive leadership
team, investing into their facil-
ities and infrastructure, and
making acquisitions that
enlarge their foot print and
improve their business model. 
Currently ARCOA has

offices and warehousing 
locations in the Greater
Chicago area, Milwaukee, WI,
Columbia, MD and Orlando,
FL. ARCOA is actively in -
creasing their business rela-
tionships in North, Central
and South America as well as
the Far East. Currently they
are shipping to over 25 coun-
tries worldwide and operate
partner facilities in Santiago,
Chile and Hong Kong. Addi -
tional facilities and acquisi-
tions are on the horizon.
ARCOA and Midwest

Copier Exchange invite all
ITEX attendees to visit Booth
326, March 12-13 in Las
Vegas, to SPIN their WHEEL
of FORTUNE. ITEX trade -
show attendees can spin for a
chance to win valuable prizes
and discounts on future trans-
actions with ARCOA and
MidWest Copier Exchange.
Additionally you can immedi-

ately discuss your personalized
asset management and recy-
cling situations.
Your aging and off lease

equipment is at its maximum
value today. The time is now
for all ENX readers to con-
tact Jeff Datkuliak, ARCOA
Group Vice President
Corporate Development, at
jdatkuliak@arcoausa.com or
call 800.487.6798 to discuss 
a personalized asset manage-
ment program that can help
you re-assess the future prof-
itability of your own end-of-
use equipment situation. �

ARCOA Group USA
Corporate Headquarters
Midwest Copier Exchange 
3300 Washington St. 
Waukegan, Illinois 60085 
800-487-6798/ 847-599-9001
www.midwestcopier.com
www.arcoausa.com 
Se Habla Español 

Additional Offices:
Columbia, Maryland
Orlando, Florida
Santiago Chile 
Hong Kong 

Like us on
Facebook.com/ARCOA group
Follow us on:
twitter@ARCOAgroup
LinkedIn: ARCOA Group  

ARCOA

relocate

remarket

recycle

Midwest Copier Warehouse 

Demanufacturing and Recycling Area
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Lawsuits are nothing new
to third-party supplies
vendors. Companies that

remanufacture spent cartridges
or reverse-engineer and manu-
facture new compatible SKUs
routinely face lawsuits. I’ve been
following the consumables mar-
kets since the late 1990s 
and have written plenty about
various cases over the years
including more than a few 
articles for ENX magazine. In
all my years of following the
industry, however, I don’t think
I’ve ever witnessed as many
suits as I did last year. And, if
the opening weeks of this year
are any indicator of what’s to
come, the courts will see even
more OEM filings in 2014 
than they did 2013.
Hardware vendors active in

the courts last year included
Canon, Epson, HP, Lexmark,
and Samsung. The suits per-
tained to patents on ink and
toner cartridges and in some
cases both. At the start of the
year, for example, HP filed com-
plaints alleging Long Beach,
CA-based LD Products had mis-
led consumers by selling newly
built ink and toner cartridges as
remanufactured. After putting up
a little stink, LD Products opted
to settle and the matter was
resolved last fall. 
Many cases related to our

industry were filed in the United
States, but OEM attorneys were
also active abroad especially in
Europe. Epson, for example,
reached a settlement in the U.K.
with Dynamic Cassette Inter -
national Limited (DCI) last sum-
mer and DCI stopped selling

Epson compatible ink tanks. HP
also settled a couple of ink jet
cases in Poland in 2013. At the
close of the year, Samsung filed
suit against distributors 
in Germany and in Holland 
for selling new compatible 
toner cartridges that the OEM
claimed infringed its patents.
This year, OEMs have

remained active in Europe. In
rather dramatic fashion, various
representatives from hardware
vendors including HP, Konica
Minolta, Lexmark, and Samsung
accompanied German customs
officials as they raided booths
looking for infringing cartridges
at the Remanexpo event, which
is part of the giant Paperworld
tradeshow held in Frankfurt each
January. Conversely, at the end
of January, Canon quietly filed
individual suits against various
third-party supplies vendors in
U.S. federal court for violating a
collection of patents on the
firm’s latest all-in-one toner car-
tridge designs. Canon’s stealth
filings came almost two years to
the day after it initiated similar
actions alleging several dozen
firms had infringed older patents
on gears used to rotate the imag-
ing drum in its toner cartridges.
That case resulted in a general
exclusion order, which was
issued by the U.S. International
Trade Commission last June
restricting the importation of
cartridges with infringing gears
into the U.S.

The Latest Canon Suits
In the most recent action, 
attorneys for Canon, Inc., 
filed 11 separate complaints in

the U.S. District Court for the
Southern District of New York
on January 29. The complaints
allege 18 companies (see table
below for defendant names) vio-
lated 9 Canon patents covering
drums or rollers found in certain
toner cartridges and how they
are rotated. The 2012 case,
which involved only 2 patents,
received a lot of attention
because it related to virtually 
all Canon and HP all-in-one car-
tridges released prior to 2012.
The patents in the latest case are
relatively new and have been
issued within the past 
two years—one as recently as
January 2014. The patented
technologies allegedly violated
are found only in 5 Canon
monochrome SKUs and four HP
SKUs as well as the HP CE31X
series of color toner cartridges.
The 9 patents involved in the

most recent case are similar to
the 2 patents involved in the
2012 case in that they are all
related to mechanisms used to
rotate a drum. The similarities
end there, however. The two
patents in the earlier lawsuits
covered a rigid protrusion with a
slight twist that allowed drums
to couple easily and synchronize
with a printer’s drive motor. The
coupling mechanism described
in the more recent patents is 
not rigid. Instead, it features a
hinged component that provides
a degree of flexibility so a 
cartridge can be easily inserted
into and removed from a printer.
Because the mechanism can
move, I have sometimes seen it
referred to as a “dongle” gear.

Last Year was a Busy One 
for OEM Lawyers —
Will 2014 Be Even Busier?

Charles Brewer News Briefing
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Regardless of what it’s called, I assume
that Canon will deploy some variation of
the newly designed coupling mechanism
in its future machines. While it varied in
size depending on the toner load, for more
than a decade the twisted-protrusion design
was used for the coupling mechanisms in
virtually all Canon and HP LaserJet car-
tridges. I would expect Canon will do the
same with the dongle design and use it in a
wide variety of machines. If so, third-party
cartridge makers and their part suppliers
—especially OPC drum manufacturers—
better learn how to make non-in fringing
alternative coupling mechanisms or face
the wrath of Canon’s lawyers.
Because the market is so enormous,

law suits involving Canon’s integrated 
cartridges get a lot of attention. The com-
pany, however, has been litigious when 
it comes to protecting patents on its less-
complex toner bottles, which are used 
in digital copiers and production devices.
In 2011, Canon filed suit against Color
Imaging, UniNet Imaging, and UI
Supplies, a UniNet subsidiary and distrib-
utor, for marketing infringing toner con-
tainers used in various monochrome and
color imageRUNNER and image -
RUNNER ADVANCE copiers/MFPs.
While UniNet and its subsidiary elected
to settle, the suit against Color Imaging
continued to wind its way through the
courts last year. The case involves the 
so-called ‘012 patent (U.S. patent
7,647,012) that Canon asserted success-
fully in its infringement complaints
against Copylite Products, Densigraphix,
and Polek & Polek as well as UniNet,
which are now permanently enjoined
from selling the infringing toner bottles. 
In addition to actively pursuing com-

plaints against vendors in the U.S., Canon
has filed suits over its toner containers 
in the United Kingdom with Allcopy
Products UK and Parsia International
Limited. The OEM and the accused firms
resolved both matters separately in the
second half of last year.

Paperworld Raids
Identifying infringing toner bottles 
for copiers was one of the reasons that
German customs visited Paperworld this
year. About a dozen German customs
agents entered Hall 3.1 at Messe Frankfurt

just hours after the doors to Remanexpo@
Paperworld opened on January 25.
Flanked by executives from HP, Konica
Minolta, and Lexmark, the agents moved
from stand to stand removing infringing
products on display and issuing fines. The
agents also issued orders to exhib itors
that they must remove any signage and
marketing materials promoting infringing
products from their stands.
I understand that German law provides

accused firms with a degree of anonymity
so no official list of the actual companies
raided was released. However, The Recycler
Magazine reported that during the first
day of the show “between 8 and 12” sep-
arate raids were conducted “on exhibitors
suspected of selling counterfeit products.”
I witnessed customs agents at various
booths including Chinamate Technology
Company, Doliami (China) Limited, HK
HaoYinBao Group, Ninestar Image
Technology, and Uniplus Technology. 
No raids were conducted on the second

day of the show, but on January 26 the
agents were back at the Messe ensuring
their orders were being followed and no
infringing products had been returned 
for display. According to a report posted
on the German-language website www.
di-branche.de, German customs also raided
the Maetone Image Company booth and

confiscated infringing Samsung toner car-
tridges. I heard some rumors that Brother
was involved on the second day of raids
and some of the OEM’s product was con-
fiscated, but I couldn’t confirm that for sure.
A representative from HP told me that

a wide range of infringing products were
seized by German customs, including var-
ious HP ink cartridges with integrated
print heads as well as HP 364, 920, 930,
940, and 950 series tanks. The Lexmark
products that I saw being inspected were
exclusively toner cartridges. I understand
that under the direction of Lexmark rep-
resentatives, the customs agent seized
infringing Lexmark 501 toner cartridges
in the Ninestar booth. While they
acknowledged that customs had been on
their stand, the staff I spoke with in the
Ninestar booth flatly denied Lexmark’s
allegation and vowed they would appeal
the seizures. I understand that it was in -
fringing consumables for Konica Minolta
bizhub MFPs that brought customs to the
HK HaoYinBao Group booth. As the cus-
toms entourage was exiting, I saw sig-
nage for Konica Minolta compatibles
being covered up at the booth. 
The raids in Frankfurt were significant

for several reasons. First, when it comes
to searching for infringing consumables,
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Patents Alleged to be Infringed in Canon Suit
Title Number Issue Date
Process cartridge having regulating US 8,135,304 March 13, 2012
portions and an inclineable coupling member '304
Process cartridge, electrophotographic imaging forming US 8,280,278 October 2, 2012
apparatus, and electrophotographic photosensitive  '278
drum unit
Process cartridge including a photosensitive drum US 8,369,744 February 5, 2013
for an electrophotographic image forming apparatus '744
Rotational force transmitting part US 8,532,533 September 10, 2013

'533
Dismounting and mounting methods for coupling US 8,565,640 October 22, 2013
and electrophotographic drum unit '640
Process cartridge, electrophotographic image forming US 8,630,564 January 14, 2014
apparatus, and electrophotographic photosensitive '564
drum unit 
Cartridge, mounting method for coupling member, US 8.433,219 April 30, 2013
and disassembling method for coupling member '219
Electrophotographic image forming apparatus, developing US 8,437,669 May 7, 2013
apparatus, and coupling member '669
Cartridge, mounting method for coupling member, and US 8,494,411 July 23, 2013
disassembling method for coupling member '411

Source: Actionable Intelligence





OEMs are clearly no longer focused
exclusively on the U.S. market. While 
it may be easier to work with the single
federal court system in the U.S. rather
than the various courts in the E.U.,
OEMs are willing to do whatever it takes
to get infringing products off European
markets. It was also interesting to see
Konica Minolta and Samsung actively
participating in the raids. Neither compa-
ny has filed suit in the U.S. as far as I
know, although as noted above Samsung
did file a couple of suits in Europe last
year. If the pair is now active in Europe,
I would guess that U.S. suits will follow
in the near future. Likewise, if the
rumors about Brother turn out to be true,
it would suggest that the Japanese printer
maker will become active in the U.S.
courts, which would make sense given
the fact that Brother’s share of the U.S.
market is growing along with the
installed base of its machines.

The 2014 Docket
Look out for some important court deci-
sions in the U.S. this year. Perhaps the
most important will be the case that
Lexmark has been pursuing against
scores of vendors over the past several
years. The case dates back to 2010 and
Lexmark has grown increasingly active
in the matter since 2012. For almost

three years, the OEM added names to a
list of defendants marketing remanufac-
tured and new-build compatible toner
cartridges that infringe its patents. At the
beginning of January, Lexmark was
awarded default judgments against seven
defendants, Enviro Green Technologies,
MBC Trading, NGS S.A., Prinko Image
Co. USA, Refiltoner, Shanghai Orink
InfoTech, and Zhuhai Richeng. The com-
panies were ordered to pay the OEM a
grand total of nearly $34 million, but how
much it will actually get is unclear. Many
of the companies are based outside of the
U.S. and may not heed the court’s order.
In addition to Lexmark, watch and see

what HP does in court this year. The firm
had also been quite aggressive protecting
its inkjet cartridge patents, but it did little
with toner cartridge intellectual property.
My assumption was that because the
technology is sourced from Canon, HP
owned little of the IP on LaserJet toner
cartridges. Last year, however, the firm
demonstrated that it will protect the mar-
kets from infringing LaserJet cartridges. 
I noted the LD Products case earlier. 
HP also began warning chip makers to

be more respectful of the IP used in chip
sets for LaserJet cartridges. The firm
published a technical white paper explain -
ing to third-party chip vendors how to
tweak the code they use so it does not

violate HP’s trademark and the firm dis-
patched representatives to tradeshows to
get the word out. When they weren’t out
in the hall with German customs agents
rooting out infringing ink cartridges, HP
representatives recently discussed chips at
the Paperword event. After all this effort,
it seems unlikely that the company will
remain idle if third-party supplies ven-
dors continue to market cartridges that
do not comply with the guidelines it has
spelled out.
Of course, you should also follow the

case filed by Canon in January. Because
the number of cartridges is somewhat
limited, the impact of the case will not 
be very profound, at least not initially. 
If, however, third-party supplies vendors
can not figure out how to manufacturer
alternative gears that do not violate
Canon’s patents, this case will have a
huge market impact as more and more
OEM cartridges with the dongle gear are
released and non-infringing, non-OEM
product are not available.
And as if all this wasn’t enough to

make you keep an eye on the courts,
there is also the prospect of new com-
panies like Brother, Konica Minolta, 
and Samsung filing suits this year at
home and abroad. There are a wide 
range of third-party supplies available 
for machines from these three OEMs, 
so it will be interesting to see if the com-
panies begin asserting patent protections
on these consumables.
All in all, it should be a very interest-

ing year. Stand by! �

Charles Brewer is the President and
founder of Actionable Intelligence. For
more info, visit www.Action-Intell.com.
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Defendants in Canon Infringement Suit
Company Name Headquarters
Acecom, Inc. San Antonio, TX
American Internet Holdings, LLC Midland Park, NJ
Aster Graphics Co, Ltd. Guangdong, China
Aster Graphics, Inc. Placentia, CA
Green Project, Inc. Hacinda Heights, CA
Ink Technology Printer Supplies, LLC Dayton, OH
Innotex Precision Ltd Hong Kong
International Laser Group, Inc. Woodland Hills, CA
Jiangxi Yibo E-tech Co., Ltd Jiangxi, China
Linkyo Corp. (d/b/a SuperMediaStore.com) La Puente, CA
Onlinetechstores.com, Inc. (d/b/a SuppliesOutlet and Supplierswholesalers.com) Sparks, NV
Print-Rite N.A., Inc. La Vergne, TN
Print-Rite Unicorn Image Products Co. Ltd Zhuhai, China
Print-Rite Holdings Ltd Hong Kong
*Provantage, LLC North Canton, OH
Union Technology Int'l (M.C.O.) Co. Ltd. Macau 
The Supplies Guys, LLC Midland Park, NJ
Wazana Brothers International, Inc. (d/b/a Micro Solutions Enterprses [MSE]) Van Nuys, CA
*Not accused of infringing '219, '699, '411 patents

Source: Actionable Intelligence

At Remanexpo@Paperworld in Germany - 
a part of a booth sign being covered to remove
compatibles alleged to be infringing





The document imaging
industry business model 
is continuously evolving

from a hardware and hardcopy
orientation to the management of
all types of content and informa-
tion. This change in landscape
offers new opportunities to pro-
vide different kind of solutions
and services to the SMB market
in a way that is familiar to tradi-
tional office equipment dealers:
the annuity model.
Last November, ENX

Magazine attended Toshiba
America Business Solutions’
LEAD 2013 dealer conference
and got a first-hand look at how
TABS is expanding as a service-
led business, most notably
through their new digital signage
solutions. Their dealer event had
great demos of their products,
especially the larger units that are
perfect for showrooms to demo
products to end-users. TABS
understood that dealers needed
more than just hardware to win
the big sales, and came up with a
comprehensive solution that will
catapult your dealership into the
go-to partner for this market. So
we spoke with Bill Melo, Vice
President of Marketing, Services

and Solutions, about this intrigu-
ing new opportunity.

Toshiba has placed a major focus
on the digital signage market during
its recent dealer events. 

Tell us about the digital signage
market size and opportunities.  
The market size for digital sig-
nage is exploding. Dynamic dig -
ital displays are more and more 
a distinct presence virtually any-
where you go from a video wall at
your favorite retail outlet to digital
menu boards guiding your lunch
options to the display ribbons pro-
viding game scores and branding
at your local sports venue. Accord -
ing to The Economist, digital sig-
nage will be a $5.2 billion busi-
ness by 2016 and Intel predicts as
many as 22 million digital signs
will be in place by next year. As
those in Orlando, FL at our annual
sales conference – LEAD 2013 –
last November learned, we recent-
ly launched our Ellumina digital
signage brand so we are certainly
excited about immersing our-
selves in this market.  

Is there anything different Toshiba is
offering vis-à-vis other manufacturers?
While conducting our background
research on the sector, we con-
cluded that there are several man-
ufacturers offering display hard-
ware. Additionally, we discovered
many companies offering software
to build and manage your digital
signage and a few creating the
accompanying content. However,
we were hard pressed to find
another vendor offering a com-
prehensive digital signage solu-
tion from start to finish. 
Toshiba is unique in this market

because we provide customers
with a complete solution to achieve

business objectives – everything
from hardware to content creation
and management, to installation
and even financing. Our portfolio
includes indoor and outdoor dis-
plays, video walls, kiosks, QSR
menu boards, and custom interac-
tive touch displays using best-in-
class equipment. We offer content
expertise, professional design,
worry-free operation, and a single
point of accountability from a
trusted technology leader. From
site assessment to content cre-
ation, design and implementation,
our team works together with
each customer to ensure complete
satisfaction every step of the way.
Once an installation is complete,
we offer on-going content man-
agement and service agreements
to ensure maximum performance
and uptime. 

What do the opportunities in this
market mean to Toshiba and its
dealers? 
As the sheer number of prints is
diminishing, the advent of digital
signage represents an entirely new
revenue stream for Toshiba and
our dealer partners. And while
everyone at our corporate office
was excited about the initiative,
we had to ensure we created an
offering that our dealers could
easily sell, manage, and service.
And I believe we’ve done just that.
Our newest launch – Virtuoso –

is a line of interactive solutions
that deliver engaging and interac-
tive customer experiences via the
power of touch. We have a wide
variety of packages and templates
available to end users in key mar-
kets including retail, hospitality,
automotive, healthcare, real estate
and more. Once a dealer sells a

signs of the times: digital
Charting the Digital Signage Market:
A Conversation with Bill Melo of Toshiba
America Business Solutions (TABS)
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unit to an end user, Toshiba assumes the
heavy lifting. A Success Manager works
with each client to identify goals and
objectives and then creates the system
and content to deliver on those. Both the
dealer and end user are involved every
step of the way, ensuring complete
 satisfaction to everyone.
Much like selling managed print serv-

ices, digital signage includes annuity-like
opportunities with respect to content 
creation. Digital signage presents an oppor-
tunity for dealers to sell content mainte-
nance packages and service agreements to
ensure customers’ content remains rele-
vant, hardware has maximum uptime and
business objectives are met. With substan-
tial profit margins available, our dealers are
pleased about the potential revenue gener -
ated from the sale of digital signage. 

How will Toshiba assist its dealers 
in profiting from these opportunities? 
As MPS required a learning curve when
it was launched a decade ago, our partners
will need time to learn technical and other
nuances of digital signage. For that rea-
son, Toshiba has created a comprehensive
and dedicated digital signage group to
assist dealers in their prospecting and
sales activities. Once we engage with a
client, our team jumps to action while
performing all of the necessary functions
such as site assessments, solution design,
content creation, implementation and
more, working collaboratively with both
the dealer and end user to ensure all goals
are met. Toshiba has an online communi-
ty where questions can be posed and best
practices can be shared, etc. We will also
launch a digital signage curriculum for
our dealers to become proficient in all
areas relating to the business. 

What investments do dealers need 
to make to get into this market?
Toshiba dealers do not need to invest any
dollars to sell our Ellumina line. However,
to better assist them in their selling efforts,
Toshiba has created a Virtuoso product
for dealer demonstration purposes. This
interactive kiosk showcases Toshiba’s
complete offering including MFPs, soft-
ware solutions, and digital signage.
Dealers may purchase a unit in a variety
of sizes and use co-op funds to cover the
costs. To help dealers realize an even

quicker return on their investment, we
include comprehensive demonstrations
specific to nearly a dozen different verti-
cal markets.  

Is Toshiba exclusively utilizing its display
products or partnering with other vendors?
Our main goal is to develop a solution
that best suits our customers’ needs.
Therefore, we are using both Toshiba dis-
play technology and also partnering with
an array of other manufacturers to ensure
we are providing premier digital signage
solutions for companies within virtually
any vertical market. 

Are there any existing implementations 
you can discuss? 
Yes, after only one year since beginning
our digital signage business, we are
already profitable with a number of
impressive implementations including
Qualcomm Stadium, The Palace at
Auburn Hills and Live Nation. Also,
before the first pitch is thrown by the
Charlotte Knights this spring, our latest
digital signage implementation will be 
on display throughout the team’s newly
minted BB&T Ballpark. Perhaps most
notably, we are installing the widest
scoreboard in minor league baseball for
the Chicago White Sox’s Triple-A team. 

What are some of the inherent challenges
for Toshiba MFP dealers seeking to sell a
brand new product line? 
As touched upon earlier, the most chal-
lenging aspect of Toshiba dealers selling
our Ellumina products includes learning
the various nuances – technical and other-
wise – of the products. 
Because of our sensitivity to this chal-

lenge, we are developing a strong cur-
riculum around Ellumina while having
our internal experts present information
on the products to our dealer network in 
a clear manner through regular webinars,
product materials and Exchange – our

online community where questions can
be posed and best practices shared.

What does Toshiba’s Ellumina line 
currently consist of?
The Ellumina line consists of two plat-
forms, Virtuoso and Experience Manager. 
Our Virtuoso platform features interactive
displays with touch screen technology.
They are designed to enhance the con-
sumer experience while presenting infor-
mation in a compelling new way to 
promote products and services. 
Best suited for an audience of one 

or a few, Virtuoso boosts content and user
interaction by providing access to infor-
mation in an intuitive format allowing
them to explore, expand and mark-up
content, watch videos, play games and
more. By combining the latest in interac-
tive and display technologies, it is ideal
for such diverse markets as education, real
estate, auto dealers, restaurants, shopping
centers and the hospitality/hotel industry.
Virtuoso is available in an array of sizes –
from a 23-inch all-in-one PC version up
to a 70-inch floor stand display. 
Toshiba’s other digital signage platform

– Experience Manager – is a completely
customizable solution for managing net-
worked interactive media applications.
Including both live and pre-programmed
content in an engaging platform, it deliv-
ers targeted content by time, location, 
and demographic. 
Experience Manager is particularly

ideal for implementation wherever people
congregate, including malls, airports, con-
cert and sports venues, as well as grocery
stores and other retail outlets. Capable of
incorporating live data, Experience Mana -
ger allows companies to quickly change or
update information at a moment’s notice.
The platform’s cloud solution further en -
ables sophisticated planning, distribution
and seamless management of digital con-
tent across an entire network of displays. �

Signs of the Times

Digital Signages at San Diego Chargers Club Lounge Area 
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Chip Miceli, president of
DPOE, has been in the
office imaging business

since 1972. He’s a familiar
face at dealer meetings and
industry events and is one of
those dealers who is always
generous with his time and his
industry insights, whether it’s
speaking to the press, speaking
at conferences, or rubbing
elbows with his peers at 
industry functions. 
His dealership, based in Elk

Grove Village, IL, has been
serving the Chicago area for 
56 years and has successfully
made the transition from a
copier dealership to a dealer-
ship at the forefront of the
services and solutions evolu-
tion. This emphasis on servic-
es, particularly IT services, has
been impressive with that seg-
ment of the business alone,
growing at a 150 percent clip
the past three years. The other
thing about Miceli is that he’s
not shy about taking on new
product categories and was one
of the first dealers in the coun-
try to embrace Sharp’s presen-
tation technology, another area
of his business that is also
expanding rapidly.
Back in February I had the

opportunity to talk to Miceli
about the industry; his dealer-
ship; his participation in indus-
try events, something not as

many of his peers tend to do;
his strategy for finding new
sales people; and the chal-
lenges of working with family.  

How has the last 12 months
been for DPOE?
MICELI: Pretty good, we
increased our revenue, and 
we grew our network services
business quite a bit. Hopefully,
this year it’s going to take off
and fly even higher. 

What are you folks doing right?
MICELI: We hired more sales
people, younger sales people
who seem to gravitate more
towards the technology.
Because of that it was easier to
train them and get them to go
out and find the opportunities. 

Was it difficult to convince
yourself to hire younger 
sales people?
MICELI: Not me. 

When you say younger, what
age bracket and what kind of
backgrounds do they have and
where did you find them?
MICELI: They’re under 30
years old and fresh out of col-
lege. It’s different types of
majors, some in journalism and
a lot in communication.
Nobody ever goes to school to
become a sales person so we
didn’t hire anybody with that
background. We just hit the
colleges pretty heavy, job fairs,
and created a lot of interest [in
working for DPOE]. We talked
to them about technology, and
they said, ‘this is something 
we might be able to do’. And
they’re doing a good job. 

What other segments of your
business besides MNS are
doing particularly well right
now?
MICELI: The service side 
on MPS is flat and we’re not
growing any clicks there.
Every time we get a new
account with clicks, we have
another account that lowers its
clicks. But the hardware side
has grown about 4 percent,
which has surprised me. With
the price of hardware coming
down and us consolidating, we
sold more hardware than we
ever had before.

Why are those MPS clicks
going down?
MICELI: Some of the pro-
grams we put together for these
people has helped them print
less. When we use our archiv-
ing software or our workflow
software and software like
PaperCut, that helps them print
less.  Because that’s what we
do for them, that creates more
opportunities.

What segments of your 
business do you see room for
improvement?
MICELI: I’d like to see us 
double our revenue in managed
network services this year. I
believe we put together a great
workflow package and we’re
pushing that hard because I
believe that there’s a lot of
opportunity in that arena.

What’s the biggest challenge
facing DPOE this year?
MICELI: I don’t see any chal-
lenges or anything hard for us

Catching Up with DPOE’s
Chip Miceli
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to overcome. I’d like to buy
a couple of more companies;
I’d like to buy an IT com -
pany. That’s probably my
biggest challenge, trying to
find one that’s for sale let
alone one that would fit our
MO here. 

You’re someone who seems
to be out there learning,
attending conferences and
events outside of your man-
ufacturer dealer meetings, 
is that something you’ve
always done?
MICELI: I started a peer
group 10 years ago and have
been learning from them
ever since. And by attending
other industry events I found
I could come back with more
information that was bene -
ficial for our organization.
That’s why I ended up going
to them. I’m going to be cut-
ting back on some of them
because I think some have
become a waste of time. In
fact I’m talking to people
now about consolidating
some of these events so
there’s only one, like years
ago in the NOMDA days. 

What are some of the things
you’ve learned over the
years by attending these
events, and you can speak
generally?
MICELI: I always make
sure I come home with at
least two things I can use in
the business. So every event
is different. I attend the sem-
inars where there are panels
of dealers because I learn
more from dealers than I 
do from vendors. If there’s 
a dealer panel those are the
ones anybody in our indus-
try can learn from. I also
participate in panels because
I like giving back to the

community. It’s been good
to me and I like helping
other dealers become
involved in print manage-
ment or managed network
services. 

You’re also president of
Select Dealer Group until
May of this year, how has
participation in that organ -
ization been helpful for
DPOE?
MICELI: That organization
is over 10 years old and we
have a steady 40 dealers.
I’m finding dealers are
becoming more involved.
The meetings have been
interesting and they learn a
lot. There’s at least 25 deal-
ers who attend every meet-
ing and we have at least
three a year. 
They all walk away with

something and that’s what
it’s all about. There’s also
the fact it gets you out of
your office, you can sit
down, or at cocktail hour
pick other people’s brains
about the things you need to
do better in your business.
That’s good for dealers to do
that and helps them under-
stand different ways [of
approaching the business]
more so than listening to a
speaker or someone talking
about best practices because
then you can hone in on
that, not just talking about
your best practice, but how
you really do this. 

DPOE is a family business
and your brother, your three
sons and your daughter are
all in the business. Are you
able to leave the business
back in the office when
socializing with family and
friends outside of the office
or does business somehow

find a way to enter into 
the conversation?
MICELI: I live and breathe
this stuff so it’s hard for it
not to come into your social
life. And the group of people
I hang with always want to
know, what’s the new tech-
nology you’re pushing
today? They bring it up
more than I do.

Working with your children
in the business, how does
that work, is it challenging
at times?
MICELI: It can be. That’s
why they don’t report 
to me. 

What are some of the things
you’re doing at DPOE that
have you excited about
2014?
MICELI: A year and a 
half ago we built a network
operations center with four
seats. Now we have to 
figure out how to expand it
because we need to add at
least two more right now
and at least another two the
end of this year or next year.
One of the things on my
agenda is how to expand it
and where do I put it? Right
now it’s in our showroom.
We’re trying to work that
out now.

We’ve also gotten into 
the video wall business and
that’s an area that we’re
hoping grows a little faster
than it did last year. 

You’ve been in this business
for a long time, how much
longer would you like to
keep doing this?
MICELI: Until I die. It’s
fun, I enjoy going to the
peer groups I belong to and
the conferences.  There’s so
much I’m involved in and I
have too much fun learning
new stuff and changing the
way we do things for me to
sit back and retire. I don’t
know, I don’t mind working
three days or four days a
week and having a long
weekend, but I take those
now. My wife said to me
once, “I hope you don’t
retire because I don’t think
we can live together.” That
would probably be true. �

– By Scott Cullin

DPOE’s Chip Miceli
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If you’ve been in sales forlong, you’ve probably heard
people talk about “sales

processes.” You might even
work under one. 
There are dozens of different

“sales processes” being used in
the marketplace. Some are pret-
ty decent, some are basic, and
some are extremely cumber-
some. The good ones are simple
and easy to follow. The best,
however, mirror the buying
process. The buying process is
much more important than any
seller-driven “sales process,”
since the buying process reflects
how your customer wants to
buy, and how your customer
makes buying decisions. Any-
time you work with a “sales

process” that doesn’t mirror and
match your customer’s buying
process, you’re trying to push 
a rope uphill. Winning at sales
requires understanding how cus-
tomers buy, and working with
them to help them do so.
With that in mind, let’s look

at the most basic of buying
processes. I say “basic” because
nearly every significant pur-
chase made involves these steps
at some level, in this sequence.
One other note of significance 
is that some, or all, of these
steps can be conducted by the
buyer working alone, or can 
be accomplished by the buyer
working in concert with a 
salesperson or salespeople.

• The buying process starts 
with motivation. Something
(or someone) provokes a deci-
sion to investigate a purchase.
This is where the “resolution”
becomes crafted; for instance,
if you’re selling telephone
systems, something or some-
one has provoked your buyer
to think, “Maybe we should
buy a telephone system.”
When salespeople think of
activities like Prospecting,
Qualifying, and Appointment
setting, these all fall under
“motivation.”

• From motivation, the buying
process moves to investiga-
tion. “Investigation” is the
process by which the buyer’s
needs and wants in a purchase
are divined and prioritized,
and applicable goods and
services are measured against
the needs and wants. Sales-
driven activities including

Discovery (or Ques tioning, or
Needs Analysis) and Presenta -
tion fall under the Investiga -
tion phase. When this phase is
complete, the buyer will have
likely settled on a product/ser-
vice (or “plan”) that he or she
wants to evaluate for purchase.

• Next, the buying process
enters the evaluation phase.
This phase is simple, and
involves answering a few
questions: How much does it
cost? Can I afford it? When
can I get it? Will that work
with my time frame? Essenti -
ally, the Evalu ation phase
means evaluating the product
or service’s features and bene-
fits in relation to the buyer’s
desired budget and terms.

• Finally, the buying process
hits the decision phase. The
buyer takes all the available
information, distills it into 
a few key buying issues (or
“voting issues” using our
debate analogy), and decides
either to make a purchase
(affirming the “resolution”
and choosing a “plan”), or 
not to make a purchase
(choosing the “negative”).

That’s it. Your “sales process”
can have four steps or fourteen
(or more, which I’ve seen), but 
if it doesn’t match the buyer’s
buying process – or worse, if it
creates obstacles to the buyer
completing his or her buying
process – you greatly reduce
your chances of getting the 
sale. For this reason, one of the
things we want to understand
backwards and forwards is 
your buyer’s buying process. 

Motivation

Investigation

Evaluation

Decision
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With that in mind, let’s look 
at the most basic of buying

processes. I say “basic” because
nearly every significant purchase

made involves these steps at 
some level, in this sequence. 
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Now take it a step farther, and start
thinking about your business. How do
your customers want to do business 
with you? When you get a handle on
what your customers want in a buying
process, you can design your sales
process around it – and if you do, you
will be far ahead of your competitors.
Here are some ideas to help you get
started (remember to think from your
customer’s viewpoint, and not your own):

What information should you get from
your customers before you recommend
your products or services?
Every good sales interaction requires
questioning and discovery by your sales-
people, but if you’re not asking the right
questions, you’re wasting your breath.

What information does your customer
want to know about your products 
or services? 

Be careful here: Often, the in for mation
we’re proudest of (and want to convey
endlessly) is meaningless to your
customers.

How does your customer want to 
purchase? 
Trying to force a contract on a 
customer that wants to buy transaction-
ally is bad. In fact, it’s just as bad as
wanting to SELL on a transactional
basis when the customer wants a long
term commitment.

How does your customer want 
to receive your product? 
One of the easiest ways to blow a rela-
tionship is to make it difficult for your
customers to handle your deliveries.

Obviously, there are many more vari-
ables to think about, but these four will
get you started. Once you’re started, the

rest will come naturally. Just put your-
self in your customer’s shoes and work
from there. �

Troy Harrison is the author of “Sell 
Like You Mean It!” and the President 
of SalesForce Solutions, a sales training,
consulting, and recruiting firm. For
infor mation on booking speaking/
training engagements, consulting, 
or to sign up for his weekly E-zine, 
call 913-645-3603, e-mail
TroyHarrison@SalesForceSolutions.net,
or visit www.SalesForceSolutions.net.

How Do Your Customers Want To Do Business?
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Shortly after the December
2013 ENX issue was dis-
tributed, I had several 

service professionals, dealership
owners and even one sales man-
ager stop at the ENX booth at 
a tradeshow to talk with me
about my December ENX arti-
cle, Service Tech Sales Sleuths.
To summarize the article (avail-
able on line www.enxmag.com
archives Dec 2013) I discussed
specific ways to keep your field
techs engaged, knowledgeable
and up to date on your company’s
current software offerings. When
field techs are familiar with what
the software can provide to the
end user, they are better able to
identify who may benefit from
buying one of your software
products. Setting up ongoing,
structured education and mentor-
ing of your service staff will
enable them to consistently turn
in appropriate and profitable
solutions-based sales leads. 
During these one-on-one 

conversations with the business
professionals who stopped by the
ENX Booth at the trade show, 
I extended my thoughts on add -
itional ways to increase service
generated leads that ultimately
can increase service and sales
profitability. I’ll also go into more
detail in this article about how 
to train techs once the leads have
landed you additional business.

Tech Lead Generators
Great lead generators are those
who are able to mentally connect
the dots of each client’s business
maze. At the beginning of the
maze is the customer who has a
known need, frustration or chal-
lenge. In many cases, the end

user is unaware of the time and
cost savings certain software or
equipment solutions may be 
able to provide. 
A great field tech lead gener -

ator is the one who knows and
understands the functions and
features of the hardware and
software that your company
offers. An outstanding tech lead
generator (who often continually
self-educates themselves through
personal industry interest) often
has an intimate knowledge of the
latest, greatest and most flawed
advancements in digital hard-
ware and software. 
Before taking on a new soft-

ware or product offering that has
been recommended by one of
my IT field specialist or from
the sales department, I make
sure someone else does compre-
hensive research of the capabili-
ties of the proposed product, as
well as the long term credibility
and viability of the company that
licenses the software and sup-
ports the product. I also make
sure that at least two of my IT
staff understands the functional -
ity and is able to fully support
the product in the field. When
double training is unrealistic, I
make arrangements in advance
with a trusted company (partner)
who I can outsource any needed
support if I am unable to have
multiple techs trained and famil-
iar with the product. 

The Mystery Proposal
The next step is to actually do a
cost analysis to make sure an on -
going profit can be generated with
the sale of the product. It is often
surprising to upper management
how much profit a product can

provide when our sales depart -
ment is not involved. Actually
selling a product, service or
solution on its own merits, rather
than a low price bidding war,
always improves its profitability.
Our dealership has resold,

installed and maintained (out-
sourced) obscure equipment and
software licenses that our geek -
iest techs have recommended. 
In some cases, the proposal we
present the client may not even
include the name of the software
or hardware product that is 
suggested. 
It is difficult for a client 

to shop price comparisons on 
the internet or with competing
resellers when they do not know
exactly what they are being
offered. These mystery proposals
often only provide the cost of
the end result, training and sup-
port (which includes licensing
fees). There is no mention of the
actual name of the product or
cost of the licensing fee. When 
it comes to sales, I have always
found the greater the amount 
of mystery in the product, the
greater the opportunity for a fair
and reasonable profit for the
selling dealership.  
The mystery sale is much

more successful when dealing
with a long time client who
knows and trusts your company
and the people who actually will
be doing the work in their office.
It is relatively easy to sell an
incremental needed service when
the cost can be added to their
monthly (quarterly) invoicing
that already is covered under
their current Purchase Order 
for document management or
other business services.   

Service Tech
Leads Generation 2.0

Ronelle Ingram Service Management

continued on 54

...with proper 
preparation and 

ongoing encourage-
ment, the field tech

can extend their
value to the 

company by always
being on the look-
out for appropriate
lead opportunities.
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A better scenario is to get involved
with new product offerings that will be
suitable for a vertical market in which
your company already specializes. In this
case, there is already an ongoing market
within your customer base to expand the
offering. Once the product has proven
itself with current clients, requests for
referrals to similar companies or other
branches of current clients can be explored. 
When a mystery product becomes very

successful and is ultimately turned over
to the sales department for marketing, our
revenues always diminish. Professionally,
I rationalize that by the time the product
makes it to the general sales staff, our
start-up costs are lower and our field pro-
ficiency has advanced. Our field techs
have received generous lead fees and 
our egos have been enhanced.   

Telling the Truth in the 
Right Way
So, how should you train your techs to
handle issues that invariably arise with

new software? When dealing with any
new products from our OEMs, long term
software partners or our mystery solu-
tions, our field service staff is trained to
never suggest or say, “We are using you
as our beta tester for this product. This 
is the only one we have ever sold.” Or, 
“I sure hope this works.” Trustworthy,
inherently honest techs often tend to vol-
unteer to tell the truth, even when it is
not necessary. I never ask my tech to lie.
But I do teach them alternate ways to 
tell the truth in a manner that is more
reassuring to the end user.
In the face of an in-field frustration,

when a competent, properly trained tech
encounters a challenge they cannot
quickly alleviate, they have a pre-scripted
competent answer. Techs are always
encouraged to begin any discussion of 
an in-field challenge by agreeing with
the client’s assessment of the situation. 
A simple, “I understand your concern,”
or, “I see what you are encountering,” 
or, “You have described the challenge

perfectly,” are all reassuring ways for 
the field tech to tell the truth without
expressing frustration or ignorance. The
client is put at ease because the tech is
expressing calm reassurance that the
client is right. 
“Let me do some research to see what

is actually going on,” or, “There may be
a new update to by-pass this situation,”
are truthful ways for a tech to approach
an in-field road block to success. When
the field tech is dealing directly with the
client’s IT staff, the use of IT humor can
divert specific questioning. “I hope a
Windows 8.1 developer didn’t design this
software,” can defuse direct questioning
of, “What’s wrong?” 
In each case, with proper preparation

and ongoing encouragement, the field
tech can extend their value to the com-
pany by always being on the lookout 
for appropriate lead opportunities. Once 
new products are sold and lead fees paid,
the servicing field tech is not afraid of
having to work with the new products.
Having an arsenal of truthful answers
available to respond to an end user’s
questions alleviates the field tech’s fear
of failure in front of an end user and
encourages them to continue to provide
new sales leads. �

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

Leads Generation 2.0
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In our Partner Transfor ma -tion Assessment Practice,
I’ve spent several years con-

sulting MPS providers around
the world using benchmarks
we’ve established through our
research and interviews. It has
been interesting to see the reac-
tions each time I present the
results from one of our assess-
ments. While you might think
you’d see a wide variety from
all of the different executives
we interact with, I think the
most common response I hear
is when executives essentially
say, “Oh, that benchmark really
doesn’t apply to me.”
One of the most common

variations I hear is when I’m
consulting with a new provider
who flatly states, “That bench-
mark doesn’t apply to us.” Exec -
utives have a tendency toward
disbelief—that they are some-
how unique and different than
every other provider out there.
The executive has missed the
point of what we are measuring.
I often chuckle, in that this

reaction reminds me of the first
stage we experience during
grief and mourning—that of
denial. Let’s face it; having
someone else tell you how you
could be running your business

better is threatening.
I get that.

A benchmark is only as use-
ful as what it is measuring. So,
executives are absolutely right
to be skeptical of any and all
benchmarks. After all, he/she
knows his/her own business
better than any outsider ever
could. But the most important
point of any performance met-
ric is really the fundamental,
under lying questions it should
cause you, as the decision
maker, to ask:

1. What is this metric really
measuring?

2. Does it measure something
that will fundamentally make
my organization stronger?

3. If so, how can I tune my
organization to meet or exceed
this performance level?

As an example, a provider
asked me, “How can I improve
our score?” As I looked at the
company’s results, it was clear
that this was a good company.
So my suggestions revolved
around making it a great com-
pany. I quickly focused on the
amount of revenue being gener-
ated per MPS customer. One of
the most common issues we see
is that MPS providers don’t fully
penetrate the customer account,
leaving money on the table.
The very next question was,

“How do we generate more rev-
enue per MPS customer?” That
is the million-dollar question,
now isn’t it?
This is where we have to 

start looking at what you are
currently offering your cus-
tomers, how deeply attached
you are to each of your cus-
tomers, and what your organi-

zational capabilities really are.
When you ask yourself, “Does

this benchmark really apply to
me?” I’d like you to pause before
you react. Instead, I’d like you
to ask, “What is this benchmark
really driving at?” It may create
a small window of opportunity
for you to view your business 
a little differently than you did
yesterday.
For more information about

Photizo’s Partner Transforma tion
practice, visit photizogroup.com/
partnertransformation, or learn
more by attending our next
Transform event in Louisville,
Kentucky on June 2-4th where
you can meet the leaders who
are setting the standard, resellers
who have been through the
Photizo Partner Transformation
process, and the thought leaders
from across the industry 
(global2014.photizogroup.com/)
It’s not just education, it’s net-
working and deal making at its
best. If you think you are the
best, this is the place to be with
the best! �

Ken Stewart works as a director
at Photizo Group, leading the
Services Practice and the award-
winning Partner Transforma tion
channel consulting practice.
Stewart graduated from Western
Governors University with a 
BS in Information Technology
Network Management. A deco-
rated, former U.S. Marine, Ken
has successfully navigated the
technology and business land-
scape for over fifteen years by
building bridges between peo-
ple, technology and processes
to achieve results.

Does that Benchmark
Really Apply to Me?
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In January, EFI held its annualcustomer conference, EFI
Connect, at the Wynn in Las

Vegas. This was the first time we
had attended an EFI customer
conference and it was enlighten-
ing. Of course, I’ve followed EFI
for many years and because of
my own tunnel vision and focus
on their Fiery products, particu-
larly in the office, there was a
time when I questioned their
future relevance in the lower end
of the markets that I report on. 
Ten years and millions of 

dollars in acquisitions later, I
entered a packed show. I really
wasn’t expecting this many 
people (1,500) when I walked
through those doors. It was also
amazing to see so many partners
under one roof, such as Canon,
Kodak, Xerox and many others.
While controllers are still a big

part of who EFI is, today it’s a
piece of a much bigger puzzle.
EFI Connect is an annual show

in Las Vegas where their cus-
tomers can come see a great deal
of EFI’s technology all in one
place, through partners and their
own exhibits. This year’s show
was the largest they’ve had in
terms of attendance and they had
nearly 200 individual break-out
sessions, panels, keynotes and
more over the course of the week
covering all kinds of topics. This
is a high touch event and EFI had
over 100 product and business
experts at the show to provide

training and information about
EFI’s products and services.
During the initial presentation,

EFI CEO Guy Gecht listed the
five things EFI is betting on:
•  Automation
•  Big data
•  The imaging of things
•  Digital printing
•  Long-term partnerships
The biggest moment of the

event occurred while Guy was
giving his keynote; Benny Landa
of Landa Nanography snuck on
stage for a supposed impromptu
fireside chat with Gecht.
Before the interruption from

Landa where they broke the news
about the partnership between EFI
and Landa, an announcement seen
by about a million people via
Twitter all over the world within
a matter of hours, Gecht discussed
EFI and where they’re going. He
talked about big data and how crit -
ical it is to business, digital print-
ing and inkjet technology. Gecht
says, “The true beauty of inkjet is
that it’s printing onto things with-
out touching them.” Indeed, you
get the feeling that Gecht looks
at the world around him as a
giant canvas begging for EFI ink.
Ink represents an interesting

number of possibilities. While the
world mourns the impending doom
and demise of the print industry,
EFI and others understand that it’s
just certain kinds of printing that’s
going to drop off. Other types of
printing are popping up everywhere.

For example, EFI is now in the
ceramic printing market, where
they can do things to inexpensive
ceramics to make them look
identical to much more costly
grades. Or better yet, ceramics
can be custom designed. Imagine
seeing subtle company logos in
the background of custom tiles. 
EFI is much more of a technol-

ogy company than I had previ-
ously thought. Spending $150
million/year on R&D, Gecht jus-
tifies this hefty annual expendi-
ture saying, “In our industry,
standing still is not an option.”
Over the last year, EFI did not

stand still, acquiring four compa-
nies. They participated in about
100 trade shows in 2013 and
they’re in the process of building
a lot of mobile capability into
their many platforms. They clear-
ly feel mobile is a huge opportu-
nity. When asked about 3D print-
ing, EFI appears to be mulling it
over but in no hurry to jump in.
Thinking from the dealer and

print reseller channel perspective,
EFI still offers an excellent oppor -
tunity in the graphics market.
But, while embedded print con-
trollers have all but done away
with Fiery controllers in the 
traditional office print environ-
ment, my personal experience
suggests there might still be a
good opportunity to put some more
profit in a deal by adding a Fiery
controller on top of that Canon,
Ricoh, Konica, or Sharp MFP.
Think I’m wrong? The next

time you have some time to kill
in your demo room, print out the
annual report PDF of any large
company. These files are often
filled with graphics and contain
40-60 pages (or more). They are
also often upwards of 50 MB.
Send that to your business-class
MFPs and watch what happens.
Most brands will choke trying to

EFI Connect Conference Review
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print using their PCL or a
clone PostScript driver. The
job will take forever to print
and in some cases, you may
even find the registration is
way off and the images have
shifted around.
You may say, “So what?

Who prints PDFs like that?”
You never know if you don’t
ask and if they ever print heavy
files like a 20+ MB PDF or
PPT, it can create bottlenecks
at the printer or simply result
in a lot of end-user frustration.
I do think there is more

opportunity to put Fiery con-
trollers in the office than there
has been in the past and Fiery
would do well to help dealers
understand how these prod-
ucts can help them drive rev-
enue beyond the graphics
market. File sizes continue to
grow and getting the customer
to buy-in that they need a

Fiery all but ensures an A3
sale over an A4 device – and
we all know how much more
GP is in an A3 sale compared
to an individual A4 MFP, right?
This trip was an eye-opener.

There is a lot more going on
at EFI than I knew about and
they’re an impressive compa-
ny. There was a time where 
I ex pected them to exit our
world and move into different
directions but they’re not
going any where. They’ll be 
a graphics market leader for
years to come and their tech-
nologies will continue to drive
ink jet printing to an entire
new level. And who knows,
maybe they’ll even push 
back into the office. �

Andy Slawetsky is President 
of Industry analysts, Inc. Visit
www.industryanalysts.com 
for more info.

EFI Connect Conference
e n x   
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ACM Technologies Inc. 77
Phone: 800-722-7745
www.acmtech.com

All Leasing Services 75
Repo/Offlease Copiers, 
Printers and Faxes 
Phone: 866-727-3750/ 949-727-3750
Fax: 949-727-3850
bids@alscopiers.com
www.alscopiers.com

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

BTA 72
Phone: 800-843-5059
www.bta.org/BTAMidAmericaEvent

Carolina Wholesale 51
One of the largest office machine 
and supply distributors in the USA 
Phone: 800-521-4600
Fax: 800-356-9169
sales@cwholesale.com
www.cwholesale.com

Copier Network 27
Coast to Coast Service 
Extensive Canon and Ricoh Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 46
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 
Product Toner Compatibles
Phone: 888-376-7311
www.directpreciseimaging.com

DocuWare Corporation 49
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi e-Automate 19
Phone: 1-866-342-8392
www.digitalgateway.com

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

EpartsRoom 47
Cost Effective Solutions for Circuit 
Boards & PCB's, Hard Drives, Fuser 
& Fixing Parts, Finishers and Sorters 
Shop online at: www.epartsroom.com.   
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

Express Sales Corp 39, 59
Phone: 877-777-5001
Parts: pats@escorp.biz
Phone: 562-274-9205
www.escorp.biz

Frontier Imaging 49
Distributor of Copier, Printer 
& Fax Supplies 
Phone: 888-530-8811
Fax: 310-898-2788
sales@frontierimaging.com
www.frontierimaging.com

GreatAmerica Financial Service 7
Phone: 800-234-8787
www.greatamerica.com

Greater Philadelphia 
Equipment Co. 45
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 37
Wholesaler of Copiers
Phone: 888-423-2679
www.copierpoint.com

IDS-International 
Digital Solutions 17
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 53
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 76
Full Line Kyocera Copystar 
Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Industry Analyst 47
Phone: 585-232-5320
www.industryanalysts.com

Ink Direct Corporation 54
Phone: 714-775-8255
paul@inkdirects.com
sale2@inkdirects.com

Intellinetics 41
Phone: 614-921-8170
Fax: 614-850-2789
sales@intellinetics.com
www.intellinetics.com

Intercom Exporting Inc 51
Minolta Copiers, Parts & Supplies
Phone: 800-960-1119
Main: 954-978-2121 / 
Miami: 305-757-7878
Fax: 954-978-2412
sales@intercomcopiers.com
www.intercomcopiers.com

ITC Systems 47
Phone: 314-872-7772 USA
Phone: 416-289-2344 Canada
sales@itcsystems.com
www.itcsystems.com
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Jamex 53
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 11
Wholesaler of Pre-Owned Copiers
Phone: 866-866-MARS (6277)
Phone: 973-777-5886
Fax: 973-777-5889
www.marsintl.com

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

MSE 21
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquaters
Phone: 800-418-4968 US-East Coast
www.mse.com

MWA Intelligence, Inc. 25
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 55
Office Machines & 
Supplies Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 73
Phone: 800-817-0688 / 
626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

NSA 43
Phone: 866-670-2345
www.nsainc.net

NuWorld Business Systems 12-16
Copier, Printer, Fax & Business
Machine Supplies
Phone: 800-729-8320
Fax: 800-829-0292
info@nuworldinc.com  
www.nuworldinc.com

Office Land 54
OEM Parts for Copiers and Printers  
Phone: 818-778-0100
Fax: 818-778-0101 
www.officeland.ws

OKI 23
Phone: 800-Okidata (654-3282)
www.okidata.com
www.bpx.okidata.com

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

Power eCommerce 35
Phone: 800-231-9966
Power-eCommerce.com

Premium Compatibles 74
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

ReChina Asia Expo 60-61
Phone: +86-21-3211 0890
Fax: +86-21-6247 2950
www.rechinaexpo.com

Ross International 11
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 55
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
info@scc-inc.com
www.scc-inc.com

Supplies Wholesaler 78-79
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Toner Cycle-Ink Cycle 29
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

Toshiba 80
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

Unitone Imaging Supply 33
Phone: 800-864-8663
Fax: 818-772-1499
info@unitone.com
www.unitone.com

Value Image Products 50
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

Visit ENX at Booth #347
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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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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

Visit ENX at Booth #347
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Classified Ads

Calendar

ITEX Conference & Expo
March 11 - 13, 2014 / 
Rio Las Vegas, NV

INTEROP Las Vegas
Machr 31 - April 3, 2014 / 
Las Vegas, NV

AIIM 2014 Conference
April 1-3, 2014 / Orlando, FL

ReChina Asia Expo
April 22-25, 2014 / 
Shanghai, China

DocuWorld 2014
May 7-9, 2014 / Las Vegas, NV

BTA Mid-America Event
May 15-16, 2014 / Chicago, IL

Transform Global 2014
June 2-4, 2014 / 
Louisville, KY

CompTIA ChannelCon
August 4-6, 2014 / 
Phoenix, AZ

BTA West Event
August 7-8, 2014 / 
Las Vegas, NV

6th Receipt Printing, 
Barcode Printing, POS 
Equip & Tech Expo
September 25-27, 2014 / 
Shanghai, China

BTA East Event
September 2014 / 
Baltimore, MD

INTEROP New York
Sep 29 - Oct 3, 2014 / 
New York, NY

ELFA 53rd Annual
Convention
October 19-21, 2014 / 
San Diego, CA

BTA Southeast Event
October 2014 / Waynesville, NC

ECI Connect Conference
November 10-12, 2014 / 
Las Vegas, NV

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!

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!

Same Day & Blind Drop Shipping!

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

NOVEMBER 2013 RELEASES
•  Dell B2360
•  Ricoh SP5200/5210
•  Canon CRG-131 colors

OCTOBER 2013 RELEASES 
•  Lexmark MS 310/410/510/610/710/810/812
•  Lexmark MX 310/511/611/710/811/812
•  Dell B3460
•  Dell 5460/5465 

SEPTEMBER 2013 RELEASES 
•  Samsung 307
•  HP Enterprise 700 (CF-214x) MICR
•  Samsung MLT 205 MICR
•  Okidata B710

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

www.directpreciseimaging.com

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).

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com



What’s the Difference?
(Comparisons among the many models
in the growing Xerox DC250 style) 

Xerox DocuColor 240, 250, 242, 252, 260, vs. WorkCentre 7655, 7665, 7675,
7755, 7765, 7775, vs. DCP700, vs. Xerox Color 550, 560, vs. Xerox Color
J75, C75 Press

e n x
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The DC250 style is a growing series of truly excellent
Xerox brand, full color multifunction copiers. Each new
addition to the series brings new variations, while following

closely on many of the strong points of the models which came
before. In previous articles we’ve covered the basic Technical
Information of the early models and explored the rebuilding
procedures for the Drum Cartridges and Fuser Modules. Now
it’s time we have a look at the new additions. We’ll focus first
on the timeline of release dates for each family within this
style. Then we’ll check out differences and similarities in the
parts and supplies in particular.

Chronology:
Below is a list of the families and approximately which year
each group was introduced.
(DC250 family): DocuColor 240/250:  (2005) It all started with
the lead off models. These were the first family and namesake
of the DC250 style. 
(DC242 family): DocuColor 242/252/260: (2007) After a cou-
ple of years, the next family in the vanguard followed. Aside
from changes in software and electronic parts, these were large-
ly identical to the DC240/250; however, the DC260 model was
only offered in a 220 volt machine. It was heavy duty, a little
faster and naturally came with a higher price tag.
(7655 family):WorkCentre 7655/7665/7675: (2007) The same
year that the DC242/252/260 came out, Xerox also released the
first group of WorkCentre models for this engine. The Work -
Centres are not as robust as far as the logic and color printing
accuracy as the DocuColors and they carried a lower price tag
(around the $35K range as opposed to around $50K), but they
were extremely similar in most other ways including the fact that
the supplies were all the same as the DC240/250 (toner cartridges,
drum cartridges, fuser, and most parts cross over perfectly). 
(7755 family):WorkCentre 7755/7765/7775: (2010) A second
wave of WorkCentre models. These followed their predecessors
very closely and sold new starting around $34K.
(DCP700 family): Digital Color Press 700: (2011) Digital
Color Press 700 / 700i (DCP700, also sometimes referred to as
DC700) came next. This was a top of the line production model
which was only made available in 220 volts. This machine is
faster and built for extremely accurate color production, and
sold new starting around $70K. The DCP700 introduced a lot of
sneaky differences in parts when compared to its predecessors,

although the parts for rebuilding the cartridges and fusers
remain the same thankfully.
(550 family): Xerox Color 550 / 560 / 570: (2012) Sells new
starting around $40K. The 550 family shares lots of parts 
with the DCP700 model although the supplies are unique 
part numbers as is the 110v fuser.
(J75 family): Xerox Color J75 / C75 Press: (2014) Sells new
starting around $70K. This newest family is on the high end 
of the spectrum. They are built for serious production and they
boast a high speed (75 ppm). They are only offered in 220 volts
and are likely to prove to be close in many ways to the DCP700.

Now let’s look at the part numbers and differences between
various supplies in the DC250 style. The yields reported in the
service manuals are not consistent from model to model even if
the part number of the supply is identical. The estimated yields
given are taken from the earlier literature on the DC250 model,
which are lower stated yields than the newer models’ literature.

Supplies:
• Toner Cartridges: There are several versions of the toner car-
tridges depending on the model of the machine (the DC250,
DC242, 7655, & 7755 families share the same ones with one
another, but the 550 family has a unique set as does the
DCP700 family. The J75 family shares the same toner car-
tridges with the DCP700 family). Also, for the newer models
(DCP700, 550/560/570, & J75/C75), there are also several
markets which require different toner cartridge part numbers.
If you install the wrong version, the machine will reject the
toner. There is a “Metered Plan” which can be found world-
wide on machines which were initially set up to be under
Service Contract. Then there is a “U.S. Sold Plan” and a
“DMO Sold Plan”. It can get pretty confusing for customers
and dealers alike when dealing with off-lease machines which

hit the secondary market. The
newer models such as the
DCP700 and 550/560 have 
low-melting temperature dry
ink, so the toner material itself
has changed over time. Best to
stick to the exact part numbers
you need for the model you’re
installing the toner cartridge in. 

Britt Horvat Technical Tips

continued on 68

Toner
Cartridge 
- Yellow
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• Color Drum Cartridges: [65K] 
013R00603 for DC240/250,
DC242/252, WC-7655/7665/7675,
WC-7755/7765/7775. 
013R00632 for DC260
(Interchangeable with 013R00603). 
013R00656 (formerly 013R00643) for
DCP700/700i/770. 013R00672 for 
J75 / C75.
Good News: The Color Drum car-
tridges all use the same Drum, Blade,
and Charge Roll and the DC250
rebuild instructional will serve for all
of the cartridges. Each version has its
own unique CRUM chip version, and
all of the color cartridges except the
013R00603 include a foam Cleaning
Roll which helps keep the charge roll
clean. (It is the CRUM alone which
determines which model machine a
cartridge is set up for).

• Black Drum Cartridges: [150K] 
013R00602 for DC240/250,
DC242/252, WC-7655/7665/7675,
WC-7755/7765/7775.
013R00631 for DC260
(Interchangeable with 013R00602).
013R00655 (formerly 013R00642) 
for DCP700/700i/770.

013R00671 for J75 / C75.
More Good News: The parts in the
Black Drum cartridges also cross over
between all of the cartridge versions
except for, of course, the CRUM chips.

• Charge Corotrons: [120K]
013R00630 / 013R00633 / 013R00604
/ 013R00650 (interchangeable) 

• Toner Waste Container: [50K average]
008R12990 fits all of the models men-
tioned here.

• Fuser Assemblies: [160K] 
008R12988 for DC240/242/250/252,
WC-7655/7665/7675, 7755/7765/7775
– 110 volts in U.S.
008R13102 for 550 / 560 / 570 – 
110 volts in U.S.
008R13039 for DC260 – 220 volts 
in U.S.
008R13065 for DCP700 – 220 volts 
in U.S.
008R13146 for J75 / C75 – 220 volts
in U.S.
Even more Good News: The Fuser
Heat Roll, Pressure Sleeve and Fuser
Reset Fuse all work throughout the
first 4 versions of the fuser, and it
appears that the J75 version will also
follow suit. There is one notable 
difference on the J75 version, though.
They’ve added some sort of little
adjustment knob on the rear which is
absent in all of the earlier models of
the fusers. We’ve not yet figured out

what its purpose is, but it makes it
clear that you cannot swap the com-
plete fusers between the J75 and any
other model. 

• Other Parts: We don’t know 
enough about the newest models yet
(J75/C75), so let’s leave those two out
of the conversation for the time being.
First let’s check out a few parts which
are the same throughout all of the 
families. The IBT Transfer Belt does
not change, nor does the IBT Belt
Cleaning Blade (although the Cleaner
Assembly does have different part
numbers). The Document Feeder parts
and Paper Feed components have
remained consistent. 

Next for some differences. The logic
boards are different for each family (not
surprisingly). There are two basic groups
which share some parts within their
group. The earlier models (DC240/242/
250/252, WC-7655/7665/7675, & WC-
7755/7765/7775) are the first group. The
change happened with the introduction 
of the DCP700 and the 550/560/570. The
2nd BTR Assembly is a good example
where there are two versions split
between the two groups. Also, although
the Developer Gear Kits (2 gears on the
front end of the unit which are famous
for shredding) are the same, the DV
Units are sold under different part num-
bers and they are not believed to be inter-
changeable.
Well that’s about it in a hand-basket.

To recap--the most important thing to
know is that the Fuser Rebuild parts will
work in any of the fusers in this style,
and although the Drum Cartridges are
not directly interchangeable, the Drum
Rebuild Kits are already available for 
all of these families of machines. 
Happy repairs everyone! �

What’s the Difference

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 con-
tributing writers on the ENX website (www.ENXMAG.com)

Drum Cartridge - Color

Drum Cartridge - Black

Fuser Module
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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 CM4540MFP / HP M4555 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. 

CAUSE: 
A manufacturing problem caused some control panels to get false
touches from an internal gasket. This results in touches detected in
places not intended.

SOLUTION: 
Troubleshoot using the control panel diagnostic screen.

1) To enter control panel diagnostics: 
From ready state simultaneously press 
+ and * keys  [1]

2)  Press start key  [2]
3)  Use this screen to test, calibrate and

reset the touchscreen  .[3]

e n x   

For example, touching on the right side menu items causes items on
the left to be selected.[1]

[2] [3]
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Technical Tips

SUBJECT: 

Xerox XC 1255/ Sharp Z 835
Toner Density Issues

Q:I have been filling the Xerox XC 1255 family and Sharp Z 
830 series copiers that use the toner 
cartridge for years. It seems that neither
the remanufactured drum nor toners seem
to hold the toner density. Sometimes
when I replace both with reman they
may work great for a while but down
the road, the density is very weak. Is
there a setting or calibration adjustment
that we can make to get them to run
darker? I know it’s an old machine but I
have a few out there and it’s aggravating
that they won’t stay dark. Any ideas
would be great. Thank you.

A:No answers, just guesses. Sincethose machines were contempo-
rary with stuff like SF-7300, SF-8870,
etc. I suspect that the t/d are probably
the same material, just different packag-
ing. If you can get a hold of any OEM
supplies for those 20-year-old beasts,
maybe the XC cartridges will work bet-
ter. Just a guess.  In my opinion, that
series of machines (XC/Z-810 etc.) was
one of the best ever made. Sharp didn't
make an "SF" version of them but if
they had they would have done great.
Easy to work on. Completely pre-
dictable and reliable. XD machines
came out around ‘98, so I guess those
were manufactured from ‘94-‘97 or so.
But I always say, "Keep ‘em running."

A:That’s a tough one, but it doessound like it’s the supplies you’re
using. I don't know of any adjustment.
Try to find OEM. Is this just one
machine or many machines with these
symptoms? I’m assuming many, which
would lead me to think the supplies. 
Try different brands if you can't find
OEM—Xerox compatibles may be
available, as they do use OEM supplies,
just different casing. Good luck, mate!

A:Did you totally clean the transfercorona case and new transfer
wire? Maybe the balance of charge 
is off and the DV is pulled, leaving
washed out copies.

Q:Hi good ol’ boys. You talk likethese are old dinosaurs. Don’t 
you remember just a few years ago
that's all we had? Funny how things
change. Yes, I have had this symptom
with recharged supplies for over ten
years. I had replaced the drum and toner
in August and now they want to make 
a copy of an x-ray in a doctor’s office
with a solid black rectangle maybe 2x5
inches. Anyway, do those of you that
know this machine know the weak
solids and the strange light circles in the
weak solid areas? I removed the transfer
corotron assembly and changed the
wire. Luckily it’s not like the Canon NP
6050 charge wires that I can’t see and
am too shaky now to change. But it still
took a little doing to change this one.
(In my younger years, I could change a
corotron wire blind folded. Now, not so
much.) So the new wire didn't change
much. I will go back and just change 
the toner with another recharge. I carry
them but didn't want to deal with it. It is
a hit or a miss. I have another customer
with one. Sometimes they do ok, others
not so good. But I seem to remember
that in the times long past, if I used
OEM, copy quality was good. The
reman toners and drums never did well.
Also these machines get hot as they are
ready all day and no cooling. I think
that is a good idea to try to get old SF
7300 and 7750 supplies and try them.
OEM might help as well. But it may 
be futile to attempt to gather those sup-
plies. After all, we have tossed them all
out years ago. I was just wondering if
someone somewhere had fiddled around
back in the day and had a potentiometer
that they turned to darken up the density.
I think if the toner density sensor was

set a little darker, it may help? Maybe
you’re all right. It may have been crap-
py developer from generic vendors that
just wears out really fast. Anyway, thanks
for the response you guys, I appreciate
the feedback and condolences from 
you all. 

A:If you are changing the developerwith the toner, and biases are 
correct, and your drum is a known good
one (gold drums aren't making it as you
have to change them with every rebuild),
then one way to increase density is to
shim the ADC sensor out .005 to .020. 
I use a .005 plastic washer saved from
past tear downs of various machines.
They are the exact size of the OD of 
the sensor and work excellent.

Q:Wow, that is a great trick. Yes, I always use new generic toner
and developer to refill. And when I do
the drum unit, a new generic drum and
blade. Do you remember where you
find the plastic washers? I was remem-
bering that there are some user settings
we can change, but I would think that it
wouldn't help this issue as they always
start off good and then go downhill. It
could also be a worn charge wire. Wait,
does it have the saw tooth plate? But I
don't remember if I have changed the
charge wire. I will have to look again.
Thanks a bunch.

A:The charge is a saw tooth setup.The washers came from various
copier teardowns. Thin spacers are
against Oilite bearings, clutches, etc. 
I keep all the unusual stuff just for 
this reason.

Q:I was thinking after I read yourreply that I do remember some
black spacer washers next to either
clutches or bushings. I will look to see
if I have any. Thank you. Great find 
you found. Wish I knew 15 years ago. 
Have a great weekend. �

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®









Late Model Machines & Repos. Inventory Online!
Professionally Packed Containers
Export Customers Welcome
Call For Customer Referrals

Find Everything You Need In Our 45,000 sq.  . Warehouse!

Most Experienced & Reliable
Wholesaler In The Na"on!

www.alscopiers.com

Canon

Copystar

Gestetner

Konica

Lanier

Minolta

Kyocera

Panasonic

Pitney Bowes

Ricoh

Savin

Sharp

Toshiba

Xerox

Contact ALS  l  Email Your Bid List To: bids@alscopiers.com
Toll Free:  866-727-3750  l  Phone:  949-727-3750  l  Fax:  949-727-3850

9701 Research Dr. Ste.100  l  Irvine, California 92618$WE PAY TOP
$ DOLLAR $

For Used
Machines!

We Buy Surplus Copiers

r 45,000 sq.  . Warehouse!

Late and Current Xeroxmodels available
Color and

black and white












