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We are ready to ship Coast to Coast

Copier Network Stimulus Program

l ALL NEW BUYERS 10% SHIPPING DISCOUNT

l Competitive Pricing

l Online Inventory Updated Daily

l Presses, Folders, Cutters, Large Format Equipment

l Aseen Punjabi Bolde Haan 

l 

l Hablamos Espanol

l Falamos Portugues

Kevin Fallehy for Domestic at:  510-746-2088   l   Call Rick Cisneros for Export at:  510-746-2085
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JANUARY SPECIALS!

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

Check Our Website For Current Inventory

ID# 44196 Konica Minolta bizhub PRESS C7000P; 
A204011000482; (LU-202) LCT; Duplex; (FS-601) FIN; 
(IC-413) Fiery; Count: 57k Color: 31k  $18,995

l Canon IR Advance c5051's 
       Starting at $1,500
l Ricoh Aficio MP C2050/2550's
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l Ricoh Aficio MP C4000/5000's 
       Starting at $700
l Ricoh Aficio MP C6501's
       Starting at $500
l Toshiba E-Studio 2830c/3530c's
       Starting at $250

ID# 43640 Sharp MX-M1054; 25004305; RADF; 
(MX-LC13) LCT; Duplex; (MX-FN21) FIN; Print; 

NIC; Scan; Total: 75k 
$8,995
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Following up on my
December article on the
Top 10 Stories of 2013,

there’s nothing like starting the
New Year off right with a discus-
sion on the Top 10 Trends of
2014. You may notice that some
of these trends mirror some of the
Top 10 stories of the previous
year; however, a trend can be
ongoing and there’s a couple that
will no doubt continue to impact
the office technology and imaging
industry in the coming year. Let’s
take a look.  

1. The Industry Further
Embraces the Mobile World
This is a place that everybody in
the industry from the hardware
manufacturers to services and
solutions providers is focusing on.
Mobile apps are proliferating to
meet the end user’s needs for any-
where, anytime access and that’s
good news in general, although
there are some challenges sur-
rounding mobile apps. “It’s going
to get more confusing before it
gets better,” predicts Brian Bissett,
editor of The MFP Report.
“That’s not necessarily a bad
thing; the range of options and
approaches are proliferating
which makes for confusion. On
the flip side it requires that 
vendors get back to marketing 

so that if you’ve got three differ-
ent [mobile applications/solu-
tions], the user understands when
to use one and not the other.”

2. The Emergence of Apps
This next trend is tied closely to
mobility, but not exclusively.
When discussing apps, Bissett
emphasizes that this is more than
just terminology, particularly
when it comes to new capabilities
running inside or on an MFP. To
date, Kyocera and Konica Minolta
seem to be the most prolific in the
applications arena among the
OEMs. Bissett is less enamored
with some of Konica Minolta’s
applications because he views
those as more of “Gee whiz, look
what we can do” as opposed to
apps that people are actually ask-
ing for. An example of one of those
is an app that displays weather
report information at the MFP. 
“Konica Minolta seems to

come up with things and see if
they stick while Kyocera’s at
least have some business practi-
cality,” opines Bissett. “This also
shifts the role back to apps as
things that the vendors want to
develop rather than being devel-
oped by third parties.” As a result
he wouldn’t be surprised to see
some of the OEMs shift the focus
away from software partnering
and take more of a do-it yourself
approach when it comes to app
development. 

3. Page Volume Continues
to Decline 
Wherever one turns in the office
technology segment, everyone
seems to be on board with this
trend. No wonder vendors and
dealers are spreading their wings

and looking for other opportuni-
ties. Bob Sostilio, president of
Sostilio & Associates, points out
that papermakers have been
reporting a decline in the sale of
office papers in the U.S. since
1999. “International Paper alone
reduced its North American
capacity by 150 billion sheets of
8.5 × 11-inch uncoated cut-sheet
paper from late 2008 through
early 2010 and in September 2013
announced closure of another
plant that will remove 82 billion
pages (950,000 tons) of uncoated
free-sheet paper from the market
in 2014,” he says. 
While printed output within

the corporate environment is on
the decline, Sostilio sees revenue
growth coming from high-speed
digital printing and color because
of the growing number of pages
printed with some color.
Color is an area where vendors

like Toshiba continue to see
strong growth with color system
sales up 14 percent year over
year from 2012. “Color now rep-
resents 42 percent of our unit
shipments, which are up 37 per-
cent from the same time last
year,” noted new Toshiba
America Business Solutions
President Scott Maccabe at the
company’s recent dealer meeting. 
Expect those percentages to

grow across the industry. Bill
Melo, TABS’ vice president of
marketing, services & solutions,
is adamant that dealers have to
push color over monochrome
devices. “We ship 40 percent of
our products in color; it has to
get over 50 percent. If the num-
ber of pages are going down the
value of the page has to go up.”

Top10 Trends for 2014
  

continued on page 22
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4. 3D Printers are 
Ready for Prime Dealer
Channel Time
You can probably count the
number of BTA type dealers
who are selling 3D printers 
on one maybe two hands, but
with Konica Minolta’s recent
announcement that it is plan-
ning to partner with 3D printer
manufacturer 3D Systems,
expect to see more activity in
the channel for this product
segment. Add to that HP’s
announcement that they are
also entering the 3D space,
albeit focused largely at the
lower end of the market with
more consumer level products.
The dealers who are currently
offering these products to
prospects and customers are
the first on their block with
this technology, which gives
them a modest advantage. That
advantage won’t last for long
as other dealers across the
country are getting primed to
pick up on this uncharted
product territory. 
“In 2014 3D is going to 

get real hot,” predicts Keith
Kmetz, an analyst with IDC
who says he’s been fielding a
lot of questions from dealers
of late about how they can go
after this market opportunity.
Validating Kmetz’s prediction
was a well-attended session
on 3D printers at Konica
Minolta’s November dealer
meeting. 
“The dealer channel is very

thirsty about better under-
standing this market, how
they can make money, and 
so forth,” opines Kmetz. “It
introduces a whole new realm
of printing that is not of the
conventional nature and not
subject to the maturity we see
in the traditional print market-
place. Our numbers showing
exponential growth market of

3D printing has a lot of folks
excited about the opportunity.”

5. The Rapidly Emerging
Role of the Cloud and
Cloud-Based
Repositories
Whether you’re talking
Dropbox, Googledocs,
Evernote or some other cloud
service, these are new destina-
tions for storing documents
rather than the traditional
ECM document management
repositories. Expect to see the
cloud become an even bigger
presence within the channel, or
at least, a key component of
new products, solutions, and
services introductions in the
coming year. At Sharp’s recent
dealer meeting they introduced
Cloud Portal Office, a software
solution that allows mobile
workers to share information
and the organization to main-
tain control and security over
the documents being shared. 
The challenge of cloud-

based repositories, according to
Bissett, is figuring out how to
scan the information and store
it in these repositories as well
as how to access that informa-
tion from the device, how to
print directly from those, and
how to tighten the nexus
between mobile device and
cloud repository and scanning
and output device. “This is
the new solutions focus to be
addressed,” states Bissett. He
feels that Ricoh has done a
little more than most other
vendors here, but it’s not as if
they’re leaving the competition
in the dust. “It’s sort of virgin
territory and there isn’t an
established leader,” adds Bissett.

6. A Focus on Workflow
& Services
IDC’s Kmetz identifies busi-
ness process workflows, which

is tied into the cloud and mobil-
ity and anytime, anywhere
access, as a services trend that
will continue to pick up steam
in 2014. “It’s driving efficien-
cy,” he says. “It started with
managed print, but that’s
evolving, and part of this is
transitioning paper-based work-
flows into more efficient digi-
tal workflows. A dealer needs
to recognize that traditionally
they’ve enjoyed many years of
machines, supplies, break-fix
maintenance of documents that
spit out of printers and MFPs,
and they’ll continue to enjoy
that, but the machines are
going down in unit shipments
and there’s a decline in page
volumes, which means if unit
shipments are declining the
installed base is right behind it.”
As a result he says dealers

need to target more growth
opportunities and help cus-
tomers to be more cost effi-
cient as well as drive produc-
tivity. “Provide managed 
services—managed print,
managed IT, managed docu-
ments—it’s all part of the
evolution taking place, lead-
ing to the consideration of
how I’m going to bring soft-
ware solutions and services
that cater to information
requirements of businesses,”
adds Kmetz. “Everybody is
talking about services led,
that’s going to port down to
the dealer community as well
because of the manufacturers
like Ricoh, Konica Minolta,
HP, and Xerox talking about
being services led.” 
He contends that the truly

savvy dealers with a long-

term view of their business
are looking at ways to trans-
form their dealerships into a
services led business that ties
into business information
along with the product offer-
ings that cater to that. 

7. Big Dealers Continue
to Get Bigger
Tom Callinan of Strategy
Development identified this as
a trend for last year and he’s
sticking by that opinion again
this year. “The strong dealers
get stronger and the weak 
get weaker,” he says. “Large
dealers are growing organic
revenues at low double digits
while smaller dealers and
direct operations are shrinking.
An illustration of the latter is
Ricoh direct effectively getting
out of the small account busi-
ness and turning those accounts
over to its dealer base.”

8. The Accelerating
Synergy in the Solutions
Space Between Scan
and Print
Scan and print go together
like, well, milk and cookies,
hot dogs and mustard, Bogart
and Bacall, you get the picture.
“You have both Nuance and
NSi now saying both are
equally important and related
to the other,” says Bissett.
“And you have people like
Canon and Ricoh with their
own software where they’re
tying together different pieces,
so the idea of going one place
for your scan solution and one

Top Ten Trends for 2014
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for your print is going away.” That’s
an interesting trend and as it contin-
ues to develop, it’s likely that more
OEMs will follow Canon and Ricoh’s
leads by combining the two. 

9. The Office Technology
Business Becomes More
Appealing for Younger
Workers
This may be wishful thinking in an
industry where young folks aren’t
exactly chomping at the bit to sell
copiers, or those who start on this
career path end up figuring out fast
that this isn’t for them. With the
emergence of managed services, IT
services, managed print, along with
mobility and the cloud, this industry
may no longer be the domain of old
dinosaurs anymore. I’m going out on
a limb and predicting that the indus-
try will see an influx of young talent,
particularly in dealerships where

management has come to the realiza-
tion that they’ve got to do something
to make the industry more appealing
to younger people as a way to secure
their business’s future. 

10. Healthcare Represents a
Healthy Business Opportunity
Vertical market opportunities have
always been the norm in the office
technology business, but it seems
that more dealers such as Centric
Business Systems in Owing Mills,
MD, Marco in St. Cloud, MN, and
Meritich in Cleveland, OH to name
just a select few, are finding big—
and I do mean big—opportunities
with healthcare clients. With an
aging population it’s only natural
that healthcare organizations will be
bolstering their infrastructures, and
that means more opportunities for
selling an array of hardware, solu-
tions, and services for the dealer
channel. �

Top Ten Trends for 2014
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Impression Solutions Inc. is avalue-add distributor of print-
ing and imaging solutions. ISI

offers their dealers, resellers and
their end users unparalleled serv-
ice and support as an OEM full
line authorized distributor of the
Kyocera and OKI monochrome
and color printers, multi-function
units, printer accessories, printer
supplies and customized printing
solutions. ISI maintains a full
inventory of over 2,200 SKUs of
printer products ready for same
day shipment from their 35,000
sq feet of warehousing space in
their Columbus, MS and Reno,
NV distribution centers.
In 2000, owner Ron Harper

founded Impression Solutions,
Inc. using his expertise gained in
the IT integration industry. The
relationship with Kyocera has a
direct link to meeting the needs
of a customer. VP Sales Manager
Ray Looney explains, “ISI was
created out of the growing need
of our IT customers asking us to
create special printing programs
on their connected equipment. In
the late 1990’s one of our large
IT clients asked us to modify the
Kyocera Prescribe program to
print specialized forms, invoices,
packing slips, letterhead and
other commonly used pre-printed
forms.”  

The more the ISI staff worked
with the Kyocera hardware, the
more impressed their sales and
technical staff was with these
printers. The cost per click was
much more economical than HP
or other leading printer brands.
The Kyocera hardware was very
durable and easy to service, pro-
viding superior print quality with
extended use cycles for the con-
sumable parts and supplies. Soon
a formal distribution relationship
was formed. Today ISI is the
largest wholesaler of Kyocera
Products in the USA. ISI stocks
a full inventory of Kyocera print-
ers, MFPs, parts and supplies,
ready for immediate shipping to
their resellers.  
Impression Solutions main-

tains Kyocera’s only wholesale
printer configuration center.
Imagine the possibilities of hav-
ing an authorized wholesale dis-
tributor of Kyocera printers able
to drop ship your printer order
directly to your customer,
already set up for plug-in instal-
lation. Impression Solutions
offers their resellers pre-cus-
tomized configurations with
installed toner, IP address,
upgraded memory, cables and the

reselling dealer’s customized
printed material; all for an addi-
tional $20 over extremely com-
petitive wholesale printer pricing.
Impression Solutions got

involved with OKI because many
of their IT solutions clients were
requesting IT support on a full
line of OKI color printers. OKI
provides brilliant colors, durabil-
ity, and easy to service hardware
at very affordable pricing on
both hardware and color toner.
The ISI sales and technical staff
were very impressed with the
entire line of OKI color printers.
ISI listened to their clients that
were already buying and using
the OKI printers. They started
talking with OKI and became 
an authorized distributor of an
extend line of OKI’s most popu-
lar printers in 2013. 
Ray Looney believes, “As the

premier authorized distributor 
of OKI and Kyocera printers, 
ISI offers the two best functional
and economical brands of mono-
chrome and color printers in
today’s market at or below man-
ufacturer wholesale direct pric-
ing. Additionally, Impression
Solutions provides a full range 

Impression Solutions, Inc. 
  

impression solutions inc.

ISI partners with 
their resellers and
independent dealers
to provide:
• Extensive Phone
Support

• Multiple Product 
Line Support

• Depot Repair
• Advanced Printer
Exchange

• Nationwide Sales 
and Service Support
Network

• Custom Prescribe
Solutions

• Network Integration
Support

• Line Printer
Replacement Solutions

• Form Creation /
Implementation

• Special Media Testing
• Machine 
Pre-configurations

continued on 28

Lance Moore, VP of Operations
and Ray Looney, VP of Sales
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of service, financing, flooring,
GE Capital leasing, and mar-
keting support; all with no
required quotas.” 
When Ray was asked,

“What do you consider a big
printer sale?” Ray quickly
explained with a smile in 
his voice. “We have 500+
machine pre-configured print-
er deals as well as single unit
sales. If it is a big deal to the
reselling buyer, it is a big 
deal to us. ISI sold about
$40,000,000 worth of prod-
ucts last year. The average
cost of each piece of equip-
ment we sell is $619. We
recently helped roll out a
$3,400,000 Kyocera deal. We
treat each transaction with
respect and appreciation.” 
Ray continues, “We have

ISI sales representatives that
travel across the USA meeting
with our resellers on a daily
basis. Each is an experienced
former independent dealership
owner who knows what it
takes to run a profitable deal-
ership.  ISI understands the
importance of building a 
business relationship that is
mutually beneficial. We offer
our resellers a Marketing
Development Fund, hardware
rebates, monthly product pro-
motions and enterprise level
considerations.”
Impression Solutions

resellers receive access to the
most highly trained printer

technical support staff in
the industry. To serve our
reseller’s best interests,
Impression Solutions support
technicians specialize in print-
er vertical and integrated solu-
tions across a complete range
of product lines. They also
have priority manufacturer
access so you receive the
most responsive technical
support possible. ISI under-
stands that strong support
allows for continued growth.
ISI’s Certified Technical

Engineers handle anything
from form design and imple-
mentation to data manipula-
tion. They also can preload
SharePoint, Prescribe, person-
alized forms and conversions
or other modifications that
fulfill the client’s needs. ISI
technical engineers also travel
to implement solutions for 
our resellers and dealers.
Imagine the time and money 
a reselling dealer saves by

having hours of shop setup
being done in advance by
Kyocera’s largest distributor
of printers. ISI currently has
shipped Kyocera and OKI
printers to all 50 states and 
is supporting the day-to-day
technical needs of their
resellers.
ISI’s unique help desk has 

6 full time, certified, experi-
enced hands-on support staff
to assist their resellers. The
help desk staff is situated in a
test lab with every make and
model of equipment that ISI
sells. With dozens of printers
within reach and thousands 
of hours of hands- on training
and experience, the ISI help
desk staff maintains a 78+%
real time fix rate when talking
with their reseller dealers’
technical staff in the field or
their end user customers. 
If an in-field technical chal-

lenge cannot be successfully
resolved over the phone, ISI
also offers depot repair serv-
ice or their exclusive ISI

Advanced Exchange Printer
Program. Using the Depot
Repair Plan, the end user’s
printer is sent to ISI for repair.
Normally, the unit will be
repaired and shipped back 
to the end user or reseller
within one business day. The
Advanced Exchange plan
allows for an ISI technician 
to speak with the end user or
reseller. If the hardware prob-
lem could not be resolved
over the phone, a similar
equipment exchange can be
immediately shipped for next
business day delivery. 
Impression Solutions 

understands that their success
is based solely on the growth
and profitability of their
reselling dealers and whole-
sale buyers. Over the years,
ISI has built a solid reputation
as a partner for their customers
and vendors. ISI strives to
continue to provide new, 
innovative ways to strengthen
these partnerships while deliv-
ering unsurpassed levels of
customer support and satis-
faction. Partnering with ISI
leaves a Lasting Impression
and provides the resellers
with the Power of Yes. �

Impression Solutions, Inc.
401 Yorkville Road East
Columbus, MS 39702
866.275.9213 or 662.329.5250
662.245.1170 fax
www.Impressionsolutions.com
sales@impressionsolutions.com

Impression Solutions
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All Covered was founded
in 1997 in Silicon Valley
and grew its IT services

business rapidly in the SMB
market, offering services in 25
metropolitan cities. Rick Taylor,
president & COO of Konica
Minolta, quickly realized the
future was in IT and recognized
how difficult it is to grow an IT
Services organization internally.
In 2010, Konica Minolta
acquired All Covered, signaling
a major shift in Konica Minolta's
business to the IT and service-
oriented model. During the
recent Konica Minolta Business
Conference and Expo held for its
dealers in Las Vegas, ENX had 
an opportunity to speak with 
Nick Pegley, who has been with
All Covered since 2006 and now
serves as Vice President of
Marketing for All Covered IT
Services from Konica Minolta.
Pegley is very enthusiastic about
the SMB marketplace consisting
of an estimated 1.4 million busi-
nesses with between 10 to 100
employees each. All Covered
currently has about 2-3,000
recurring clients, and Pegley
believes this is a small fraction
of a fast growing market with a
lot of business opportunity over
the next few years. 

Tell us about how All Covere’s
business has changed since the
acquisition by Konica Minolta. 
PEGLEY: Our revenue has grown
from $30-35 million, now we're
closing around $150 million this
year. Much of this growth comes
from expanding our footprint

into new cities and building up
our vertical expertise. We did
this through internal growth and
an aggressive acquisition strate-
gy - acquiring 13 companies
since 2010. We now have 750
employees, up from 350 employ-
ees, and are serving close to 
30 cities. 
It’s been a big transformation

for All Covered and Konica
Minolta. Not only do we have
dedicated All Covered sales, we
also have the Konica Minolta
sales channel and its dealer
channel. This is one of the rea-
sons we have such a big pres-
ence at this year’s Konica
Minolta Business Conference. 
To stay competitive, dealers need
to provide customers with com-
plete solutions that in clude hard-
ware, software and IT services.
However, not every dealer will
be able to do what Konica
Minolta has done. The executive
team at Konica Minolta wants to
help dealers transform their busi-
nesses by building a program
that makes offering IT services
easier and seamless. Some deal-
ers may choose to use our IT
services for the short term while
they build out their own service
structure and others will opt to
partner with All Covered for the
long term. We’re offering the 
IT Service program for strategic
reasons – to be a good partner 
to our dealers by helping them
make that change to services 
and capture new market 
opportunities.
We first launched the IT

Services offering to dealers in

2012 and we are now entering
our second phase by expanding
the program by opening up the
All Covered Cloud to dealers so
they can offer customers reliable
and secure cloud solutions. 

Can you explain more about 
the dealer program?
PEGLEY: The dealer program is
a national program. Dealers do
the selling and onsite support,
and All Covered provides sup-
port remotely through our help
desk and our NOC (Network
Opera tions Center) which mon-
itors clients’ devices and pro-
vides the two data centers
where the All Covered Cloud
resides. With our cloud offering,
end users pay monthly for the
use of the server environment
we’ve built for them, and they
have the ability to access their
data anywhere. Equally impor-
tant, we can transition their
applications and data into the
cloud and the data is secure and
automatically backed up. Our
unique cloud environment allows
us to build a secure web environ-
ment for the SMB market, some-
thing large companies have taken
for granted. We have additional
security modules and new back-
up technologies and are steadily
adding more down the road as
dealers become ready for them. 
We're also opening up our

application development team 
to the dealer channel so they can
offer application development
support for Microsoft SharePoint
and microsoft.net applications.

Blazing the Trail to Bring IT
Services  to the Dealer Channel  
Interview with Nick Pegley of Konica Minolta 
All Covered IT Services  
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You probably get a lot of 
questions about security. 
How do you address them?
PEGLEY: Security is part of
our DNA. Whether it's our
client’s data or our employees
working on the client system,
our support systems are built
with tracking and secure
login. So every time some-
body accesses the system, it’s
password protected and we
know which employee did it,
when, and what they did.
Security is a significant part of
our service and what we help
clients address. We'll deploy
and set up a client network
with enhanced security –
oftentimes with more secur-
ity than the customer had
themselves with antivirus 
and malware protection. 
From a dealer perspective,

they can now upsell advanced
web protection to their cus-
tomer. It's a very complex
area and almost all small busi-
nesses need help in this area,
because they tend to assume
everything is OK. We have
developed specialized diag-
nostic tools that identify
where a firewall is weak, and
we can even simulate attacks
on a customer’s firewall and
routers, which tend to be
weak points in a Web infra-
structure, and adjust them to
make sure the customer is pro-
tected. We even have a team
of security experts who can
do forensic investigations
when companies get hacked.

What are three areas that
you are proud of so far?
PEGLEY: There is a lot to be
proud of at All Covered. First

is how we developed the All
Covered Cloud to the scale
that we currently have. No
one else in the business has
made this kind of investment.
We were able to thanks to
Konica Minolta support.
Second is helping Konica

Minolta transition into IT 
services. It’s a very different
market now than just 1 ½
years ago. Now IT Services
are part of the dialog when
talking to customers. The
cloud is our crown jewel and
we're excited to be opening 
it up to the dealer channel.
Third is the speed with

which we’ve been able to
grow. When you move from
an independent company to
being a part of a large nation-
al company of nearly 7,000
employees there is a fear that
your growth rate will slow
down. But things don't slow
down with Rick Taylor. He's
all about building a strong
plan and having the leader-
ship to support it. When you
look at the way we’ve grown,
there are not many businesses
in this economy that have
grown as fast. We couldn't
have done it on our own,
without KM's support.

What areas would you 
like to see improve?
PEGLEY: I wish I could snap
my fingers and have all deal-
ers participate. So far, we
have 20-25% of dealers par-
ticipating in the first phase 
of the program. I think we’re
going to see real acceleration
after this event, because we
are moving beyond the point
where dealers are just think-

ing about IT Services; now
they realize that they need to
do something about it. 
Dealers are thinking long-

term and strategically. They
know they need to have an IT
component in their business
and are evaluating the options
of partnering or building it
internally.

What are some measurable
goals you've set for yourself?
PEGLEY: By the end of
March, I want to double the
number of dealers we sign,
which is aggressive but attain-
able. The end of year is when
people sit down and lay out
their plans for the next calen-
dar year. I don't think any of
those meetings will happen
without a discussion around
IT. Another other goal is to
grow the All Covered Cloud.
I'd like to see dealers start
offering the cloud to their cus-
tomers. One of the main rea-
sons we chose to do the semi-
nar on the cloud rather than
just IT offerings is that the
word 'cloud' is used by a lot
of different vendors in differ-
ent ways. We want dealers to
understand what the “cloud”
is and what they can sell. It’s
not complicated. At its most
basic level, instead of your
servers being in your office,
you run your servers outside
of a secure data center – in
cloud environment. We even
show photos of what our 
NOC looks like. 

How would you compare 
the dealer channel to the 
IT VAR channel?
IT services line up well with
the dealer channel. The tradi-
tional VAR channel is fairly
transactional—VARs go in 
and sell something if there is
a need, and then they move
on. The MFP channel, from

what I have observed, is more
about relationships and part-
nering with dealers and cus-
tomers. Konica Minolta is 
a well-established company
with a proven track record of
retaining customers and deal-
er partners for years. It’s a
different approach than the
traditional VAR model. 
IT services is an annuity

business and looks very simi-
lar to the MFP channel. Once
customers are on board,
they're paying a monthly bill.
You're providing ongoing
service and you keep these
clients for decades, because
you keep supporting them,
offering them value and they
keep paying the bill. The
MFP channel may be a sales
driven channel, not a techni-
cal channel, but once you
have established that relation-
ship and trust, the easy part is
to deliver on the quality prod-
ucts and services. 
Another difference is you

don’t start at zero every month
when you are selling IT services.
Every client pays monthly,
with revenue spikes during
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projects, but overall it’s a grow-
ing annuity business. People
mistakenly think the IT business
is selling computers / hard-
ware, but that's not really what
it is. It's a service business.

Can you outline the areas
where you’re specifically 
helping dealers?
PEGLEY: We’ve been doing
this for 15 years and know
what it takes to be successful
at IT Services. Not only can
we provide turn-key IT
Services for dealers, we can
also educate them on how to
be successful at it. We can
help dealers grow their busi-
ness through services and
understand the nuances of a
services business. We help
dealers to understand P&L,
margins, compensation pro-
grams, appropriate quotas, etc.
We help dealers anticipate the
challenges they will face at
each stage in their develop-
ment. We also give them a big
lead over their competitors. The
services business is as much
about the people as the tech-
nology provided and it will
take other companies a long
time to build it from scratch. 
Under the Konica Minolta

Dealer offering, there is no
investment, no upfront mone-
tary requirement from dealers.
There is only the time require-
ment to learn to sell IT
Services. Dealers need to
remember, if you’re not pro-
viding IT services, someone
else is providing it to your cus-
tomer. That’s a foot in the door
you probably don't want your
competitors to have. It also
provides dealers with a very

strong proposition to the cus-
tomer, because they can offer a
complete portfolio – hardware,
software and IT Services. This
is what a sales person calls
account control. You can now
say, ‘I'm the complete vendor
with a long-term relationship
with this customer.’ That’s
what ultimately drives profit.
I’ve been in the product

business and the service busi-
ness. The product business is
classic Silicon Valley. You
design a product, everybody
wants to buy it, you produce
millions of them, and you sud-
denly become a $100 million
company. You cannot do that
in a service business. In the
service business, it's a slower
burn, but annuity is very valu-
able over time, because you
start from 100% from last
month, so now you're just try-
ing to grow 3%. That's a very
nice book of business for deal-
ers to have.

What would you say the 
All Covered business model
will look like in 2-3 years? 
PEGLEY: I think it would look
like the Konica Minolta model.
I don't see any reason why it
wouldn't be the same 50-50
split between direct branch and
dealer channel. KM has been
very successful with this two
channel approach. For me, the
next big milestone is for serv-
ices to hit the $1 billion mark.
I won’t put the timeline on that
yet, but I'd love to see that
happen. By our next Business
Conference, it's going to be a
lot bigger, there is no doubt.
I’m looking forward to that. �

By Susan Neimes

Konica Minolta All Covered





It’s been all in the family atModern Office Methods
(MOM) in Cincinnati since

1957. That family tradition of
ownership continues with Kevin
McCarthy, a 30-year veteran of
the industry and the dealership’s
current president and CEO. 
With a long history, yearly rev-

enues in the $40 million range,
innovative programs such as its
FleetCare managed print services
program and the JumpSTART
Your Nonprofit marketing and
community involvement program
as well as an uncanny ability to
evolve with market and technolo-
gy changes, MOM is a shining
example of a successful office
technology dealership. 
I had the opportunity to inter-

view Kevin about the company
his father founded, his own tenure
in the industry, and the various
strategies, innovative programs,
and new initiatives that continue
to keep MOM relevant in a
dynamic industry. 

How’s business?
MCCARTHY: Great, we just had
one of our best months ever in
October. If we can follow it up with
three more, it will be spectacular. 

How was it prior to October?
MCCARTHY: Not bad, it’s never
as good as I want it to be, but that
might be because my expectations
are too high.

You’ve been in the business for
30 years, how’d you get into this
business initially, was it by 
accident or design?
MCCARTHY: By design, it’s a
family business; my father started
this back in 1957. 

Any doubts about getting in?
MCCARTHY:When I first got out
of school as a small family busi-
ness, it was, ‘Why don’t you
come join the business?’ I didn’t
want to be the SOB (son of the
Boss), so I first went outside the
industry and took a job in Seattle.
I loved what I was doing, but
every time I saw or talked to my
Dad, he kept asking when was I
coming back and coming to work
[for him]. Eventually, I couldn’t
take those questions anymore 
and came back. 

You’ve acquired a couple of 
former Xerox office equipment
dealers over the years, which
have helped contribute to 
MOM’s growth, what made 
those appealing to you?
MCCARTHY: The people. They
were good, talented people with
good client relationships. As
we’re always trying to grow our
businesses, adding good talented
people is a great way to do it.
There’s very little up-front costs;
because the way the Xerox agents
were structured they didn’t really
have a lot of MIF so we ended up
buying them over time and it’s
worked out pretty well.

Your FleetCare MPS program
has been growing like crazy, what
do you attribute that to?
MCCARTHY: It took awhile for us
to figure out what we needed to do
to make it work and once we put
a dedicated leader on top of it and
a strong structure in place it just
started to explode. In fact we have
more printers under contract than
we have MFPs. Then you need
good people who are really focused

on it, believe in your program,
and will follow your program.
I want to improve the program

and we’re looking at how we can
tweak what we’re currently doing
and make it better because I think
we can make it better. 

What was the biggest challenge
of getting the FleetCare program
up and running?
MCCARTHY:We didn’t turn it
over to someone who was fully
dedicated to it. What happened
was our old copy reps were say-
ing [customers] weren’t buying it;
I think they just weren’t talking
about it. 

Who in your organization is
responsible for selling MPS, 
do you have specialists?
MCCARTHY:We have a sales leader
and he has six dedicated reps. 

Were those dedicated reps easy 
to find?
MCCARTHY: Good sales people
are never easy to find. Some of
them were recommended by
friends from outside the industry
and one came out of the copier
industry. There’s no consistent
way we find them. 

What do you know now about
MPS that you wish you did when
you first started offering it?
MCCARTHY: I’d start with 
specialists.

I think your JumpSTART pro-
gram is a brilliant marketing and
public relations strategy, what are
the origins of that? (Jump START
is a contest in which area non-
profits in Cincinnati, Columbus,
and Dayton, OH—the markets

A Conversation with Kevin McCarthy
the Driving Force Behind
Modern Office Methods
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MOM serves—apply for a
chance to win one of three
office technology makeovers
worth up to $20,000.) 

MCCARTHY: A friend of mine
had a program that was some-
what similar to JumpSTART
in a different market. I loved
the idea because it allowed us
to give back to your commun-
ity. We get a lot of attention
from it and have a lot of peo-
ple visiting our Website just
because of the program.

I’m also impressed by your
Mobile Solutions Open Houses;
those have drawn attention to
some of your solutions and
you’re seeing some sales as a
result of these Open Houses?

MCCARTHY:We’re beginning
to. The forms product that’s
part of our FleetCare fleet of
software is starting to take off.

We have between $100,000-
$200,000 proposed in that
between now and the end of
the year. It’s a great product. 
It allows us to import the

actual document for our client
and set it up such so they can
fill it out on their iPad or
tablet and get the client’s sig-
nature. It improves the ability
to move the document through
the organization more quickly
and therefore improves their
cash flow. They can now turn
things around quickly espe-
cially if they’re a service
organization. 

What’s your take on managed
services or managed IT servic-
es? Any plans in those areas?
MCCARTHY: The short answer
is we’re not doing very much
right now. We’ve been trying
to solidify the back end. We
have a partner we’re working

with who will handle the back
end. And we have the feet on
the street and have had them
for a while. We’ve been talk-
ing about it for two years but
we want to make sure that
when we launch next year we
don’t misfire. 

Who’s the partner for the 
back end?
MCCARTHY: Ricoh—they will
take care of this for us. They’ve
invested millions of dollars 
in this and have 47 people on
their Help Desk. I’ve been
down to visit their Help Desk
and it would take years and
more money than I have to
build the infrastructure they
have, and they’ve been able 
to do it better. How can I go
wrong with a $22 billion
organization? It’s going to 
be a great partnership. 
We’re their beta dealer. Our

sales team is chomping at the
bit to have it. We already have
our first external client lined
up. They have 11,000 external
employees and they want us to
build and help them with their
IT. Other clients are asking us
for it too and our sales people
are getting ready to take it to
market. We launch in January.
But I want to do us first; I
want to eat our own dog food. 

You’ve recently added
Samsung to your product

offerings, what makes them 
a good choice for MOM?
MCCARTHY: They have great
technology, and the technolo-
gies they have shown to us are
very complementary to the
other product lines we carry.
The opportunity to share some
of this other technology is
going to be large for us.

Are you talking about their
display technology?
MCCARTHY: They have some
unbelievable displays and as
much money as they plow
back into their research every
year it’s amazing to see the
things they have coming out. I
can’t share some of it because
I’m under NDA. They’re a
huge company and are grow-
ing rapidly and they want to
be in this space and I’m sure
they’re going to be successful.
Their growth path is mind
boggling to me. 

What’s next for MOM?
MCCARTHY: MNS is definite-
ly the next big thing. We’ve
also got projects going inter-
nally to make us more effi-
cient in what we do, and part
of the effect of us being more
efficient means our sales force
will better understand some of
the technology we’re trying 
to sell.�

By Scott Cullen
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“MPS is dead! 
The market is saturated!”
I hear these words all too often
these days, mostly from organiza-
tions whose core business model is
still hardware sales. These compa-
nies are mostly trying to transform
their business to include managed
services; however, they’ve yet to
create the proper market strategy
and execution plan to succeed.
Managed services have always

been an excellent choice for com-
panies in a challenging economy.
When business executives are driv-
ing cost management initiatives, or
seeking to shift the focus of inter-
nal resources toward other key
business objectives, they still turn
to managed services, and specifi-
cally MPS and IT services. The
key is to employ a dynamic market
strategy that is capable of rolling
with the changes in the industry. 
So, what is the right market

strategy, and how does one trans-
form their sales organization and
their company to maximize ROI?
Setting up your transformation
doesn’t happen overnight, and it
doesn’t happen by just throwing
services into the sales bag. It will
take a serious amount of thought
and insight to deliver a strong mar-
ket strategy and execution plan 
and change the way your company
goes to market. Over the next few
months, I’ll share some insight in
these pages into key areas to set-
ting up a successful transformation
execution plan. The following is a
brief outline of those areas. 

Key Business Objectives
I believe that key business objec-
tives are the foundation to the
business plan and go-to-market
strategy. You can’t drive success if
you don’t know where you want to
go. Is your end goal to sell the

company, turn it over to family
members, or double its size?
Regardless of your end goals, you
have to define what you want, and
when you want it, to set up a suc-
cessful market strategy and execu-
tion plan. Key business objectives
set a focus for the whole company
to follow.

Market Strategy
Your market strategy and execu-
tion plan is the roadmap for the
future. It defines the future direc-
tion of the company, your expecta-
tions, the products and services
you intend to take to market, and
who will want them. The market
strategy, when done correctly,
identifies the challenges and solu-
tions you face in the future and
empowers your marketing team 
to build the path to drive the 
company forward.

Marketing
Too many companies still believe
that their sales team is their mar-
keting arm, when nothing could 
be further from the truth. Effective
marketing empowers your company.
Marketing is the engine that does
the research and defines your target
and your company’s value propos-
ition. Marketing understands the
competition and builds solutions; 
it helps package competitive pro-
grams and solutions to your sales
team. This aligns sales efforts and
value proposition to your market
strategy destination. If you craft a
solid marketing strategy you will
be well ahead of the game.

Sales Team Model
An awful lot of companies are still
stubbornly following an outdated
sales team model, which looks
much like the old “20/80 model.”
This means that a few good reps
are driving the sales and many

underperforming reps are lagging
behind. Sales practices have
changed dramatically, and a reor-
ganization of the sales force is
long overdue at many companies.
This reorganization will free up
money to be more effectively used
elsewhere. Reorganizing around
high-dollar, top talent has proven
to be a more effective strategy
time and time again. 

Training
Today’s training should go beyond
simple sessions of product knowl-
edge; it should instill a complete
business knowledge foundation so
that your reps can understand why
business owners and senior level
executives make the decisions they
do. Offering canned sales pitches
and rote speeches is a thing of the
past, and the pitch is sure to fall
apart when the executive starts
asking questions the sales rep is
not prepared for. As the old saying
goes, “If you’re gonna be convinc-
ing, you’ve got to be convinced!”
Training should instill in your reps
the same passion for the product
that you have. 

Execution and Accountability
Our data shows that a good 70%
of com-panies have little or no
account-ability for their sales reps.
This number is staggering when
you consider that the sales reps 
are in many ways the driving force
of your business, attracting new
clients and increasing revenues.
Too often I have heard executives
say things like, “The reps know
what they have to do, so why
aren’t they doing it?” To this my
answer is, “Whose company is it,
yours, or theirs?” Executives need
to take active control of their com-
panies and put accountability stan-
dards in place to ensure everyone is

Building A Successful Managed Services Business

The Miracle is in the Execution
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involved in the company’s success. Effective
sales execution and accountability must
align with your market strategy, and it must
have a solid value proposition, defined 
targets, milestones, and expectations. 
MPS—it’s not dead! And no, the market 

is not saturated. We simply have to deliver a
high value conversation to a high value tar-
get, sharing expertise equal to the task. And
everything in our company needs to align
with a market strategy that gets this done. �

Charles Lamb is the President and CEO of
Mps&it Sales Consulting. His firm delivers
proven methodologies and processes that
assist dealer principals seeking the shortest
path to a successful transformation into the
managed services space. He's created com-
plementary solutions including 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 information on bootcamps,
training, or consulting engagements call
888.823.0006, e-mail him at clamb@
mpsandit.com, or visit www.mpsandit.com.

Managed Services
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l  Hole Punch Units
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Toshiba
Print/Scan  Enabler for 523/603/723......
Print/Scan Enabler for 520/600/720........
Print/Scan Enabler for 353/453.................
Print/Scan Enabler for 352/452.................
Print/Scan Enabler for 232/282.................
Print/Scan Enabler for 230/280.................
Print/Scan Enabler for 202L.......................
Print/Scan Enabler for 203L/233/283.....
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Print/Nic for 257/317....................................
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Ricoh
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Print/Scan Option 5500/6500/7500.....................
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Print/Scan Option 3500/4500.................................
Print/Scan Option 2051/2060/2075.....................
Print/Scan Option 1060/1075.................................
Print/Scan Option 2022/2027.................................
Print/Scan Option 2035/2045.................................
Print/Scan Option 2035E/2045E............................
Print/Scan Option 2510/3010.................................
Print/Scan Option 2550B/3350B............................
Print/Scan Option 3025/3030...............................
Print/Scan Option 3035/3045...............................
Post Script for Ricohs...............................Call for Pricing
Fax Option for MPC 6000/7500..............................
Fax Option for MPC 3500/4500..............................
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Fax option for MPC 2000/3000..............................
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Fax Option for 3025/3030/2510/3010..................
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Fax Option for MP 4001/5001................................
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SR4000 Finisher for 5500/6500/7500/8000.......
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Fax option C262/322..................................................
Fax option C264/354..................................................
Fax Option for 2310/2330/3010/3030.................
Fax Option for 6030/8045/8060.............................
Fax Option for 8020....................................................
Post Script w/PCL 8035/8045/8060......................
330 Finisher for 3520/3530......................................
600 Finisher for 4530/6020/6030..........................

$395
$295
$295
$395
$295
$295
$395
$295
$295
$295
$295
$395
$295
$295

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

$295
$295
$195
$195
$195
$195
$195
$250

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

$295
$295
$295
$195

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

Kyocera/Mita
Print Nic Scan for 6030/8030................................
Print Nic for 6030/8030..........................................
Print Nic Scan for 3035/4035/5035....................
Print Nic for 3035/4035/5035...............................
Print Nic Scan for 2530/3530/4030....................
Print Nic for 4530/5530..........................................
Scan Option 620/820..............................................
Scan Option for 1650/2050/2550.......................
Fax Option for 1650/2050/2550..........................
Fax Option for 2530/3530/4030..........................
Fax Option 2560/3060............................................
Fax Option for 3035/4035/5035..........................
Fax Option for 3050/4050/5050..........................
Fax Options for KMC 2525E/3232E/4035E......
Fax Option for KMC 2520/3225/3232...............
Finisher DF 710 for 3050/4050/5050................
Finisher DF 730 for 3050/4050/5050.................
Finisher DF 71 for 3035/4035/5035...................
Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................
Print Controller w/ Nic Card for Di 2510/3510...........
Finisher for C250......................................................
Canon
Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 2200/2800/3300.................
Print Controller for 5020/6020............................
Print Controller for 5000/6000............................
Print Controller for 7200/8500/105...................
Print Kit for 2020......................................................
Fax Opiton for IRC 2550/3080/3480..................
Fax Option for IRC 2880/3380..............................
Fax Option for IRC 3200/3220.............................
Fax Option for IRC 4080/5185.............................
Fax Option for 2200/2800/3300..........................
Fax Option for 2270/2870/3570/4570..............
Fax Option for 3025/3030/3035/3045..............
Fax Option for 5070/5570/6570..........................
S1 Finisher for 2270/2870/3570/4570..............
S1 Finisher for 3025/3030/3035/3045..............
F-1 Finisher for 5020/6020....................................
W2 Saddle Stitch Finisher for 5180/5185.........



As some of you may 
know, I used to race
stock cars. Racing stock

cars is a pretty intense activity –
you’re on a track that is some-
where between ¼ and ½ mile in
length, you’re trying to control
hundreds of horsepower, and
you’re among 20 of your best
friends (or not). It’s competitive
and it’s mentally absorbing,
which I always liked. In those
characteristics, it reminded me 
of sales.
It reminds me of sales in

another way, too. In both activi-
ties, you can have the best-laid
game plan in the world – and
nearly as soon as you start, your
plan can be blown out of the
water. When I started, I’d plan
out my entire strategy, even for 
a short 20-lap race. The problem
was that there were 20 other guys
wanting to do the same thing 
I did, and they weren’t exactly
respectful of my strategy. So, I
learned to plan two things: The
start of the race, and my overall
objective. Again, selling works
the same way. Let’s see how.
In racing, the course of the race

isn’t under your total control. It’s
heavily influenced by the other
drivers on the track. In selling,
the course of the sales call isn’t
under your total control, despite
what sales trainers have been
trying to tell salespeople for
decades. The call is heavily
influenced (in reality, it’s con-
trolled) by the customer.
In racing, I could have the

greatest plan in the world – what
path I’d take into the first turn,
who I would follow to the front,
and when I’d make my move on
that driver. If the driver made a
mistake, suffered mechanical fail-
ure, or had another issue early,

my entire plan was shot. In sell-
ing, I might have a terrific plan
and presentation laid out, but if
the customer is interested in
something else, my plan is shot.
That’s why it’s important to

have an idea, and plan for as
many eventualities as we can.
This doesn’t take away the need
for a call plan; it does, however,
greatly impact what aspects of
the call we can plan. You should
have these things in mind before
each call:

The opening:
I know, I know, it goes without
saying – except it doesn’t. I 
still do ride-alongs with client
salespeople, and there are a lot 
of salespeople out there who
don’t know how to open a call.
Essentially, the opening (which
should take no more than two
minutes at most) should recap
how we got here and set the stage
for the meeting. If it’s a new
prospect or contact, you obvious-
ly should introduce yourself. You
should also recap what element
of the phone conversation got you
in front of the contact (i.e. what
was their interest?). If it’s an
ongoing relationship, it’s always
good to recap the most recent
developments. Customers forget.
I know, I know, you’re the most
memorable person in the world –
except that you’re not. None of 
us are.

The information you 
want to get:
Every sales call, even those in 
an ongoing relationship, should
include a discovery portion. It’s
through good questioning that we
build and deepen relationships.
Have a basic game plan for ques-
tioning – and then be prepared 

to abandon that plan if the cus-
tomer wants to go in a different
and potentially more productive
direction.

The information you 
want to give: 
Sometimes, you’ll have infor-
mation that must be conveyed
regardless of the direction of the
rest of the call (for instance, a
price increase or a change in
shipping policy). Other times, 
the information you give will be
dictated by the information that
you get (i.e. you discover a need
that leads you to a solution).
Again, “be prepared” is the motto
here. As you are questioning, you
should be listening, discovering
needs, and flipping through your
mental file box of information
that needs to be conveyed to
make the sale and help the cus-
tomer achieve his/her result.

The next step: 
Setting a good next step is neg-
lected in three out of four sales
calls. The salesperson is fat,
dumb, and happy from what
he/she has ‘achieved,’ and settles
for “Okay, I’ll call you in a few
weeks.” Then the salesperson
calls, and calls, and calls, and
calls, with no response. Instead,
set a definite follow up schedule.
There’s no better time to set the
next appointment than when
you’re on the current appoint-
ment. I always like to plan three
levels – the dream call, the realis-
tic call, and the bare minimum
action that the customer will take
to continue being a viable cus-
tomer or prospect. Preplanning
these levels will help keep you
from chasing inappropriate 
business.

Developing a Winning Call Plan

e n x

Troy Harrison Sales & Marketing

• www.enxmag.com l January 2014 We Saw It In ENX Magazine44

continued on 46





• www.enxmag.com l January 2014 We Saw It In ENX Magazine46

As they say, “The best laid
plans of mice and men often
go astray.” My favorite race
win happened when one of my
plans completely went away.
I’d successfully moved from
the back of the pack to be run-
ning fifth midway through the
race, and I was getting ready
to start passing the top four
cars one by one (or try to).
Suddenly, the top four cars
made contact with each other.
Two spun to the inside, and
two to the outside, and to me
it looked like the Red Sea
parting as I drove between
them. I held the lead for the
rest of the race.
Likewise, your most enjoy-

able sales calls may come
when your plan is blown up
very quickly and you have to

think on your feet and make
the right things happen off 
the top of your head. The
moral of the story is this: 
Plan ahead, but not too much.
Remembering the four ele-
ments above will keep you 
on track, and the customer
will help you fill in the rest 
of the blanks. �

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 information on book-
ing speaking/training engage-
ments, consulting, or to sign
up for his weekly E-zine, 
call 913-645-3603, e-mail
TroyHarrison@SalesForceSol
utions.net, or visit
www.SalesForceSolutions.net.
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So, here I am, again, in
Orlando – this time for 
the Sharp dealer meeting

held at the Hyatt (formerly the
Peabody but, sadly, without the
ducks) from 11/11 to 11/13.
Interestingly, Toshiba chose to
hold their dealer meeting at the
same time in the same city (see
our 11/12 newsletter). Some dual
line dealers as well as many 
analysts were running around
with their hair on fire trying to
cover both events.
Sharp’s event began on

Monday evening with a private
walkthrough for analysts of the
expo floor. Here, we saw a full
array of both software and hard-
ware up to and including the Pro
Series Color MX7500N equipped
with a Plockmatic booklet maker.
After the tour, we were 

treated to a frank talk with 
Doug Albregts (President), Laura
Blackmer (Sr. VP, Sales) and
Mike Marusic (Sr. VP, Market-
ing). Of the three, Mike had the
most longevity at more than 10
years with Sharp. Both Doug and
Laura were relatively new to both
Sharp and the imaging industry. 
I was looking forward to the
impact these new leaders would
have on the company. Based on
the following days’ meetings, I
was not to be disappointed.
Sharp shared that the meeting

drew roughly 600 dealer atten-
dees and 100 exhibitors and part-
ners. Twenty-eight partners were
exhibiting out of the 171 total US
partners integrating with Sharp’s
OSA user interface.
The general session on the 

following day was hosted by
Laura. This was her baptism in
fire, given that she has only been
with Sharp for six months.

She thanked dealers for their
efforts to keep selling through the
bad financial times of last year,
admitting that competitors were
trying to take advantage by creat-
ing doubts regarding Sharp’s 
stability. Sharp must have done
something right since their docu-
ment business was reported to 
be up by 12% in the U.S.
I was struck by the apparent

difference between her evolving
relationship with the dealers and
the previous hard charging “take
it or leave it” approach of previ-
ous managers. She stressed the
intent to be business partners
with Sharp dealers, going beyond
the traditional vendor/dealer 
relationship.
Next, we heard from Doug

Albregts who continues to bill
himself as the industry’s “most
interesting non-copier guy.”
Given the challenges faced by

Sharp, that might not be a bad
thing. He contrasted Sharp’s
copier group performance with
the rest of the corporation. It
would appear that this is one of
the few divisions that continues
to earn a profit and is, possibly,
the most profitable in an other-
wise troubled company. Opera-
ting income for the division was
up for the fourth straight quarter
– this year by 14%.
Last year, Sharp announced

that they would no longer be
offering end of month “specials”
that cause dealers to build inven-
tory. Instead, they offered the
“best price all the time.” Great
plan but, as always happens,
there were unintended conse-
quences. A sudden increase in
sales caused serious backorder
problems, especially for acces-
sories. This caused a dramatic

change in Sharp’s distribution
policy. Doug announced that,
effective January 1, all products
will be distributed through Tech
Data. The distributor will handle
all shipping, order entry, billing
and credit. Sharp will no doubt
save a ton in infrastructure cost.
Surprisingly, dealers were
pleased with most stating that
they don’t care who ships the
equipment, as long as they get it.
The agreement calls for a closed
distribution of Sharp products,
with Tech Data shipping only 
to authorized Sharp dealers.
Finally, Mike Marusic

reviewed the new product lineup
that included new A3 and A4
engines as well as a new line of
low cost desktop laser printers.
Now back to the product expo.

For the first time in my memory,
dealers were more interested in
Sharp’s new software offerings
than hardware. Two in particular
drew crowds. 
First was Cloud Portal Office,

a cloud software solution fully
integrated into Sharp’s MFP
products. What differentiates
Cloud Portal Office from other
cloud solutions currently on the
market is the combination of
capabilities it brings together, and
the solution’s optimization for the
Sharp B2B channel. Cloud Portal
Office allows businesses to:

• Connect from virtually any-
where. Whether in the office,
traveling, or working remotely,
Cloud Portal Office helps max-
imize productivity by allowing
workers to stay connected and
access business content wher-
ever they are and from a range
of devices, including comput-
ers, tablets or smartphones.

Sharp Dealer Show Review
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Lou Slawetsky Flash Report
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• Collaborate more seam-
lessly. Files and folders 
can quickly be shared with
remote workers, or those 
in the same office, when
collaborating on projects.

• Conference with confi-
dence through Cloud Portal
Office’s seamless integra-
tion with Sharp’s AQUOS
BOARD displays. Present a -
tions are now easy to access
and present – no laptops or
other technology needed.

• Capture and archive hard
copy documents through
Sharp OSA enabled MFPs.
The system integrates 
directly with MFPs, allow-
ing hard copy documents to
be stored alongside digital
files. Indexing capabilities

make finding information
simple.

• Control content through
Cloud Portal Office’s sec-
urity over stored content.
Enhanced folder sharing and
permission setting capabili-
ties allow users to share as
much or as little as they like

Second, Sharp introduced
MICAS, a software solution
that can help dealerships auto-
mate the controlling and moni-
toring of Sharp business prod-
ucts through real-time service
notifications and remote diag-
nostic capability. This content
management system helps take
the guesswork out of trou-
bleshooting MFPs, as users
can exactly pinpoint issues or
errors with the help of printed

and video content. For Sharp
dealers, MICAS increases first
call resolution, meaning less
business interruption, opti-
mized device uptime and a
more efficient service delivery.
When a service code is
received, the system points to
all documentation needed to
solve the problem, including
part numbers and video based
installation instructions. The
system can be used by service
dispatch, help desk environ-
ments, or pushed directly to
the service tech using a remote
tablet or smart phone.
Overall, I would rate this

meeting a winner. Senior staff
was omnipresent. Workshops
were full. Even the expo was
well attended right up until
closing. The event had the

feeling of a celebration more
than a business meeting and
was capped by Sharp staff
playing in a rock band (Doug
on bass) at the closing event.
Well done, Sharp! �

Lou Slawetsky is CEO of
Industry analysts, Inc. Visit
www.industryanalysts.com 
for more info.
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Whether you are selling
solutions, supplies, or
hardware, we are all in

the business of making a fair and
long term profit. To have a success-
ful long-term business, you need
committed employees that bring
something special to the table. 
You do not need to be a busi-

ness owner or senior manager to
be directly responsible for the
well-being and profitability of
your company. In actuality, your
customers interact with your
worker bees much more than
they do with the senior manage-
ment staff. The lower paid work-
ers generally have the greatest
day to day interaction with the
buying public. 
So how can the people at the

top of the organization foster an
environment that brings out the
creativity and initiative of its
workers? Independent dealers
need to set guidelines rather than
making hard and fast rules. Teach
your staff to understand the goal
or desired result instead of being
focused on following strict and
unyielding rules. Furthermore, use
positive reinforcement to develop
dedicated employees who will
show long-term commitment 
and passion for their job.

The Power of Yes
Rigidity usually gets in the way
of creativity. Strict adherence to 
a multitude of Rules reduces
your staff’s ability to consistently
fulfill the needs of your clients. 
I have always taught my staff
when dealing with a client’s spe-
cial request to ask 3 questions. 
Is it fair to the client? Is it fair 
to our company? Is it ethical? 

If the answer is ‘Yes’ to all 3, 
our employees have the power 
to make an independent decision
that the company will support. 
I know of one very successful

company that gives all employees
the power to say YES to any client,
at any time, for any request. How-
ever, if the worker feels that it is
appropriate to say NO to a client’s
request, they must get approval
from their supervisor. This im-
mediately shifts the emphasis to
giving positive responses to their
customer’s requests. 
Teaching employees to always

be looking for ways to leave a
positive impression by showing
concern for their customer’s
well-being usually requires addi-
tional work to be done. There is a
higher level of commitment from
workers who continually ask ‘What
else can I do for you?’ rather
than just saying ‘Thank You’ 
and moving on to the next task.
To inspire your employees to

go the extra mile takes extra
effort from senior level staff as
well. Management must continu-
ally show respect and gratitude
toward their workers by thanking
them and showing sincere appre-
ciation for a specific action that
created additional profit or good
will. I firmly believe an employ-
ee will work harder and smarter
when they like and respect the
work ethic of their boss.  

Getting Rid of the Fear 
of Failure
As a service manager, my job 
is to make the daily tasks easier
for each of my techs. In reality, 
I work for them. The easier I can
make their working environment

the better quality of work they
can accomplish. As their manag-
er I am the first line of defense in
providing emotional, educational
and logistical support on a daily
basis. My job is to break down
barriers and continually watch
their backs, protecting them from
unnecessary obstacles that can
complicate their ability to get the
job done correctly during the 
initial contact.  
Everyone who works with me

understands I praise and reward
failure on a regular basis. Under-
achievers rarely fail. They have
perfected mediocrity. They have
learned just how little needs to 
be done to get by. Their goal is 
to stay under the radar and never
be wrong. But this also means
they are never creative.
I encourage the sharing of ideas.

Everyone who works with me
knows they can preface any dis-
cussion with the phrase, “Thomas
Edison idea.” Thomas Edison held
over 2300 worldwide patents.
Only a relatively few were eco-
nomically viable. He had many
more failures than successes.
This is our catch phrase meaning
— listen to me with an open
mind. No criticism is allowed. 
It is our way to en-courage the
sharing of unorthodox ideas
without the fear of disapproval.
We openly encourage employ-

ees to share a different way to
troubleshoot a technical chal-
lenge, a new drive-through eatery
other techs might enjoy or a new
way to remove toner stains from
their shirts. No idea is off limit
from our realm of possibilities.
Each new idea sparks future

The “Thomas Edison” Idea
How to Promote Creativity and
Initiative in the Workplace
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innovation. Permission to fail
is an extension of emphasiz-
ing the need for sharing new,
creative ways of thinking,
sharing and doing.
Traditionally, technical per-

sonnel have a need for emo-
tional safety and security. They
work best in an atmosphere
where they receive continuous
peer approval. They want to
be part of a team of equals.
Creative managers should
work to ensure their technical
staff is constantly offered new
opportunities to learn new
software, equipment and earn
additional certifications. When
managed properly, the need
for peer approval can actually
encourage everyone to move
forward into previously un-
known technical endeavors. 
Ultimatums from manage-

ment, such as, ‘each tech
must earn a new certification
by the first of the year or lose
their job,’ creates a negative
force in the work environ-
ment. Encouraging company
sponsored group education
allows safety in numbers and
a bit of competitive energy.
Peer pressure to succeed
becomes contagious.
Techs working in harmony

with their fellow techs can
create a camaraderie that
works together for the com-
mon good. Most independent
dealers will pay for the cost
of Certification testing with a
bonus for completion. If your
service group has the right
chemistry, ambitious techs
may very well devote addi-
tional study time outside of
the work environment. 

Committed employees
understand the value of on-
going pertinent training is
worthwhile to their current job
as well as future employment
opportunities. Encouraging
techs to increase their knowl-
edge also makes their job
much easier to do on a day to
day basis. The more a compa-
ny shows genuine concern for
the long term success of each
employee, the greater the
chance the tech will recipro-
cate with long term loyalty,
providing superior productiv-
ity and profitability to their
employer. Dedicated employ-

ees are the foundation to the
stability and long term viabil-
ity of your business. 
No matter what type of

business you are in, ultimately
we are all in the business of
staying in business. As we
enter the New Year, take a few
minutes to assess how you got
where you are and how you
can improve your company’s
current situation. �

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

Edison Idea
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Gloria wasn’t happy at work.
It wasn’t that she hated
her job or anything like

that. Her co-workers were fine
and she didn’t mind the type of
work she did. In fact, she thought
she did it pretty well. Of course,
she wanted more money, but who
didn’t? No, something else was
bothering her. At some basic level
she simply didn’t enjoy coming 
to work. Whatever excitement or
sense of accomplishment she used
to get had been replaced by a 
lack of motivation. 
Gloria’s issue was a common

one. Employees around the world
sometimes lose sight of what
makes their work worthwhile.
They get run-down, burnt out and
de-motivated. At times like these
it can be difficult for anyone to
enjoy work and find the old levels
of motivation and energy. 
To help Gloria and the millions

like her, it is necessary to look at
the underlying causes. Why do any
of us enjoy work? And can we 
re-ignite those causes in our own
work environment? The answer is
yes, there are at least six different
reasons why we enjoy work,
ignoring money, of course.

Inner Accomplishment
The remarkable time and energy
some people put in to their work
can only be understood as an
“inner drive” – they simply want 
to achieve that goal. Seeking a 
personal sense of accomplishment
is natural and can be harnessed
everyday by millions of workers
and employers. It can be described
as “taking pride in one’s work” 
or a sense that “this is what I was

meant to do.” Whether the objec-
tives are short-term or long-term,
making progress toward a goal
makes all of us feel good. 

The Greater Good
Many of us are also motivated 
by a sense of community. The
feeling that we are part of some-
thing larger and that life isn’t just
about our own individual needs
and wants. This particular joy and
peace is experienced by millions
as they volunteer for church or
service club tasks, but it can also
be encouraged in the workplace.
For example, it is claimed many
Asian/ Eastern companies rein-
force this message. Clearly many
Americans are also motivated 
by community considerations.
Perhaps Gloria could be encour-
aged to reframe her circumstances
and see how she is contributing 
to the greater good.

Personal Relationships
Many get enjoyment from the
individual relationships they 
experience at work. It helps them
look forward to each day. The
laughter, the camaraderie, the 
forgiveness and even the occa-
sional stress are all something they
enjoy and know they wouldn’t want
to live without. But not everyone
is the same, and certainly we’re
not all our best self every single
day. Enlightened managers respect
this basic human need to connect
with others and allow it, if not
encourage it, in their workplace.
Has Gloria’s manager given her
the opportunity to connect with
others? Has he diagnosed that this
is something important to her?

Sense of Team
Similarly, some people enjoy a
special sense of completeness and

wholeness by experiencing team.
In the workplace, many employ-
ers work hard to encourage this
shared identity by conducting
internal PR and messaging cam-
paigns. For quieter teammates, a
sense of camaraderie might pro-
vide an extremely important
opportunity to connect and feel
like they belong. Does Gloria feel
she’s part of a team? How much
team spirit has her boss created?

Physical Exertion
For some, a special sense of joy
comes from physical exertion, 
and the absence of it makes any
job less appealing. It just doesn’t
feel like work if they aren’t break-
ing a sweat or doing battle with
the weather. This is partly a prod-
uct of socialization and might be
tied up with what “work” means
to them. Modern day psychology
re-affirms the benefits from physi-
cal labor. We all know how endor-
phins can give us a slight high.
And everyone knows about the
stress-management benefits from
working out? Is getting physical a
way for Gloria to battle her “lack
of motivation? If her job is seden-
tary, does her employer even offer
a “get in shape” program?

Mental Challenges
Finally, a great many of us 
enjoy the special mental feeling
that comes from exercising our
creativity or satisfying our cur-
iosity. The small euphoria that
comes from developing something
new or conquering a complex
problem can be for a big part of
enjoying work for some. Does
Gloria’s boss know whether 
she’s incredibly bored or frustrat-
ed by her tasks? Is it time for 
a promotion, or perhaps a little
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job engineering to offer a
chance at being creative?

“Why” is the Answer 
to “How” 
So, what can be done more 
generally to help employees
enjoy their work? Or what 
can Gloria or any employee 
do themselves? The answer is 
simple: treat the cause, not the
symptoms. Instead of worrying
about symptoms like aggressive
behavior or poor attitude,
employees and employers can
create a more enjoyable work
environment by directly
addressing one or more of these
common denominators. Why
not casually interview Gloria
about whether she feels con-
nected to her fellow co-work-
ers? Does she have any friends
at work? Why not ask “is this

job challenging enough?” or
“would you like the opportunity
to be more creative?” Stepping
back and reflecting on each of
these six motivators can guide
any manager or employee
toward a more enjoyable work
place. There is hope for Gloria
in the application of modern
day psychology to the work-
place. �

Erick Lauber, Ph.D., is an
applied psychologist and fac-
ulty at Indiana University of
Pennsylvania. He speaks and
consults on leadership, person-
al growth and development,
and taking charge of our own
life stories. He has won 19 edu-
cational TV/film awards and has
been published in numerous
psychology journals and book
chapters. His video log is locat-
ed at www.LifeFraming.org.
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Help Customers Plan a Document 
Management System
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Do your customers need a
document management
system? If so, make sure

to help them plan first. Getting
the wrong system could cause 
as many problems as having 
no system.
Every business process in an

organization creates some form
of document. Unfortunately, the
volume, type, and format of those
documents make them prone to
mismanagement. In turn, mis-
management can have a negative
impact on an organization’s capa-
bility for administration. Without
a management strategy, docu-
ments – and Web content – put 
a business at risk, making it 
vulnerable to threats.
Realizing a problem, some

organizations buy one of the
many available software products.
But customers need to know that
a document management system
isn’t an easy off-the-shelf and
ready-to-use product. For instance,
it’s harder to implement integrity
controls over documents than with
a database. Before they shop, you
should help them develop an ade-
quate specification list so you can
align document management 
system tools to their needs.
Before starting a document 

and content management system,
your customers should consider
these points:

• Align products to meet the
organization’s business and
technology solutions.

• Develop policies to provide a
framework for implementing
the product in day-to-day busi-
ness operations.

• Review and deploy policies
effectively.

• Develop communication strate-
gies to support the changes.

• Create retention and version
control rules for all documents
to help finalize the principles 
on which the organization will
archive content.

• Apply all relevant information
management principles, stan-
dards, and best practices.

Buying and implementing a
product without proper planning
can expose an organization to
additional headaches and limit 
its ability to sustain the document
management process. And effec-
tive document management sys-
tem should store and retrieve:

• Digital office documents.

• Email.

• Physical office documents.

• Drawings and technical 
documents.

• Document images.

• Web content (Internet and
intranet).

• Reports from business opera-
tional and support systems.

Apart from archiving this infor-
mation, a document management
system should also integrate such
other business systems as:

• Resource management.

• Supply chain management.

• Asset management.

• Contract management.

• Horizontal business applications.

• Vertical applications relevant to
the specific line of business.

• Knowledge portals.

Although some products may
lack certain features a customer
needs, most products have an
open architecture, so suppliers
can integrate products to meet the
organization’s goals. Helping cus-
tomers starting with documented
specifications before they shop can
provide an ideal document and
content management system that
will benefit their organization. �

David Bailey is Vice President of
Protected Trust and has over 30
years of experience in creating
software technology companies
and building them to be self-suffi-
cient and profitable. Protected
Trust serves customers with regu-
latory compliance requirements
such as HIPAA, HITECH, GLBA,
PCI, SOX and CJIS. Protected
Trust provides security and high
availability to data from our Tier
IV data center with services such
as private cloud servers, coloca-
tion, private data suites, Exchange
email hosting, email encryption,
email archiving and document
management. 
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All Leasing Services 25
Repo/Offlease Copiers, Printers 
and Faxes 
Phone: 866-727-3750
949-727-3750
Fax: 949-727-3850
bids@alscopiers.com
www.alscopiers.com

BTA 47
Phone: 800-234-8996
www.bta.org/BTASoutheastEvent

Carolina Wholesale 42
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 10
Coast to Coast Service 
Extensive Canon and Ricoh Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 38
For your Canon & HP Parts & Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com 

Digitek 23
Phone: 888-353-0301
info@digitek.com
www.digitek.com

Direct Precise Imaging 62
Consistently Delivers 100% USA 
made Product Toner Compatibles
Phone: 888-376-7311
www.directpreciseimaging.com

DocuWare Corporation 24
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi FMAudit 21
Remote meter reading and 
Managed Print Services
Phone: 573-632-2461
fmaudit@ECiSolutions.com
www.fmaudit.com

Electronic Business Machines 67
Copiers/Printers Parts & Supplies 
Phone: 800-832-6522 
Fax: 859-281-6328
www.ebmky.com

EpartsRoom 38
Cost Effective Solutions for 
Circuit Boards & PCB's, Hard 
Drives, Fuser & Fixing Parts, Finishers
and Sorters and more! 
Shop online at: www.epartsroom.com.   
Phone: 877-503-7278
Fax: 713-849-9001
www.epartsroom.com

Escalera 67
Copier Moving Devices 
Phone: 800-622-1359
530-673-6318
Fax: 530-673-6376 
www.escalera.com

Express Sales Corp 41, 62
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

Greater Philadelphia 
Equipment Co. 43
Copiers, Accessories, Fax Options
& Print Controllers 
Phone: 215-788-7111
Fax: 215-788-4445 
gpec1@verizon.net
www.printcontrollers.com

Hytec 67
Phone: 800-883-1001
407-297-1001
Fax: 407-297-4310
www.hytecrepair.com

I.C.E. International 
Copier Exchange 29
Wholesaler of Copiers
Phone: 888-423-2679
www.copierpoint.com

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

ImageStar 46
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impact Technology 45
World Class Copier Remarketer
Phone: 866-848-4900
www.offleasecopiers.com

Impression Solutions 27
Full Line Kyocera Copystar 
Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Industry Analyst 46
Phone: 585-232-5320
www.industryanalysts.com

Ink Direct Corporation 42
Phone: 714-775-8255
paul@inkdirects.com
sale2@inkdirects.com

Intellinetics 31
Phone: 614-921-8170
Fax: 614-850-2789
sales@intellinetics.com
www.intellinetics.com

Intercom Exporting Inc 55
Minolta Copiers, Parts & Supplies
Phone: 800-960-1119
Main: 954-978-2121
Miami: 305-757-7878
Fax: 954-978-2412
sales@intercomcopiers.com
www.intercomcopiers.com

ITC Systems 34
Phone: 314-872-7772 USA
Phone: 416-289-2344 Canada
sales@itcsystems.com
www.itcsystems.com

Display Advertisers Index
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Jamex 55
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Managed Print Services 
Association 56
greg.walters@yourmpsa.org 
www.yourMPSA.com

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

Midwest Copier Exchange 37
Used Copier Wholesaler 
Phone:  847-599-9001
info@mwcopier.com
www.midwestcopier.com

MSE 8
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquaters
Phone: 800-418-4968 US-East Coast
www.mse.com

MWA Intelligence, Inc. 6
Phone: 800-875-2371
sales@mwaintel.com
www.mwaintelligence.com

Nation Wide Repair Service 65
Complete Office Equipment Repair
Service  
Phone: 866-655-8676
Tech Support: 800-798-1814
www.nwrsinc.com

Niche Equipment 51
Office Machines & Supplies 
Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 35
Phone: 800-817-0688
626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

NSA 33
Phone: 866-670-2345
www.nsainc.net

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

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

OPRA 53
oprausa.com

OverstockPartsNetwork.com 7
Phone: 307-587-8446
sales@beiservices.com
www.beiservices.com
Overstockpartsnetwork.com

Parts Drop 60
Copier Parts, Supplies, 
& Tech information
Phone: 201-387-7776
www.partsdrop.com

Premium Compatibles 69
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 57
Phone: +86-21-3211 0890
Fax: +86-21-6247 2950
www.rechinaexpo.com

Ross International 13
Buy and Sell Used Copiers
Phone: 800-240-7677
973-365-9900
Fax: 973-473-8800   
purchase@ross-international.com
www.ross-international.com

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

Seine Tech USA 53
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 70-71
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Tech4SMB 56
Phone: 949-614-5718
mktg@tech4smb.net
www.tech4smb.net

Toner Cycle-Ink Cycle 11
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

Toshiba 72
Copier / Print Manufacturer
Phone: 800-GO TOSHIBA
Contact Authorized Distributors
www.business.toshiba.com

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

Union Technology (UTec) 39
Phone: 853-2871 5020
Fax: 853-2871-5001
sales2@utec.com.mo
www.union-tec.com

World Of Fax 61
Fax, Copiers & Laser Printer 
Parts Specialist
Phone: 1-800-634-9329
1-866-FAX-PARTS
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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!

www.golfgong.com

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

Hela Chang
helachang@gmail.com

Phone: 201-313-0055
Fax: 201-313-0077

Looking to Buy WIDE Format
Kip.  Oce.  Ricoh.  Lanier.  Xerox. 

 
–– Also Buying ––    

Canon. Ricoh.  Konica. Sharp. Toshiba Copiers.

100% Guaranteed. 

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

GPR-15 & GPR-16

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

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

Canon Copier Toner Kyocera/Mita Toner

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

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

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

303-465-3134
TRI RESOURCES INTERNATIONAL
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Business Card Directory

1-877-Mambo76
(Hablamos Español)  or email: ask@mambo-trading.com

We Carry Omega Plus, Supreme & Supplies

*FOR NEW ACCOUNTS ONLY WITH PURCHASE OF VACUUM

Vacuum Distributor   Konica Minolta
  Brother
  Canon
  Copystar
  HP

We Also Carry
  Panasonic
  Ricoh
  Samsung
  Sharp
  Xerox

FREE
Ground

Shipping
ONE STOP For All Your OEM

And Compatible Supplies
For All Major Brands**FOR NEW ACCOUNTS ON

ORDERS OVER $200.00**

*Offer good until August 31, 2013 or while supplies last. 

Free Filter*

Special

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



• www.enxmag.com l January 2014 We Saw It In ENX Magazine62

JANUARY 2014

Classified Ads

Calendar

Remanexpo@Paperworld
2014
January 25-28, 2014
Frankfurt, Germany
paperworld.messefrankfurt.com

2014 International CES
Jan 7-10, 2014 / Las Vegas, NV
www.cesweb.org

BTA Southeast Event
Feb 14-15, 2014
Orlando, FL
www.bta.org

BTAS Business Technology
and Services Conference
Feb 18-19, 2014
Sydney, Australia
www.btasconference.com.au

Equipment Management
Conference & Expo
Feb 23-25, 2014 / Phoenix, AZ
www.elfaonline.org

SIGN China 2014
Feb 23-26, 2014
Guangzhou, China
www.signchina-gz.com

Graphics of the Americas
Feb 27-Mar 1, 2014
Miami Beach, FL
www.GOAexpo.com

ITEX Conference & Expo
Mar 11 - 13, 2014
Rio Las Vegas, NV
www.itexshow.com

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!

HP 4250 (42a) .......................................... each......
HP 4000 (27x) or 4100 (61x) ................... each......
HP 4014 (64a) .......................................... each.....

Ask about our
Free Shipping offer &

Empty Toner Cartridge
Buyback Program!Same Day & Blind Drop Shipping!

$39.99
$24.99
$39.99

*Buy 10 or More & Save*
HOT COMPATIBLE ITEMS

aNO MINIMUM ORDER  
aMICR AVAILABLE
aBLIND DROP SHIPPING  
aNEWEST RELEASES

Made In The U.S.A. 
Since 1994

aWE BUY EMPTIES
aRE-BUILD YOUR
     EMPTY PROGRAM SAVE!
aMPS - EXTENDED YIELD 

All of DPI products are
manufactured 100% in the USA!Extensive Research and Development

Deliver More Vibrant Colors: 

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

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

NOVEMBER 2013 RELEASES
l Dell B2360
l Ricoh SP5200/5210
l Canon CRG-131 COLORS

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

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

www.directpreciseimaging.com

Wholesale Only

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com
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The WorkCentre 7120 style continues to prove itself 
as a popular series. We took on the fusers a few months
back and now it’s time to have a look at the drum 

cartridges. We’ll take one apart and see what makes it tick.
Especially important is how to replace the Drum Reset
CRUM chip which resets the counter. This is how you can
maximize the yield on the cartridge if it is still making good
copies when it times out. 
These machines use 4 drum cartridges which are referred to

as “Smart Kits.” There is one for each color position: Black =
013R00657, Yellow = 013R00658, Magenta = 013R00659,
and Cyan = 013R660. These drum cartridges include the
drum, charge roll, and drum cleaning section in one half of
the cartridge, and a developer station on the other half of the
cartridge (thus the necessity of having 4 different cartridges 
so the right color developer is in each). The drums, blades,
charge rolls, and charge cleaning rolls are all the same in each
color cartridge, but the Drum Reset CRUM chip is unique to
each color. 
The stated yield for these drum cartridges is 51K pages for

the color drum cartridges and 64K pages for the black drum
cartridge.
So far, as of the publishing time of this article, we have

seen drums and CRUMs already available, but nothing else
yet. That is likely to change over the next few months as the
demand for drum cartridge parts increases. The fact that there
is a developer station on the cartridge makes it a trickier car-
tridge to tackle. Eventually parts distributors will need to find
replacement developer and seals as well as all of the other
parts involved in rebuilding one of these guys.
Let’s get into the disassembly of the cartridge. We’ll start

by going far enough to replace the CRUM chip which is need-
ed to reset the drum count for the machine. Then we’ll go 
further into it and replace the drum, charge roll, cleaning roll
and cleaning blade. The developer half of the unit will have to
wait for a future article when more information and materials
are available.
You will find the Drum Reset CRUM on the rear end under-

neath the drum cartridge. Remember each color drum cartridge
has its own unique CRUM (they’re not interchangeable), so
order the correct one.

1.) To get to the CRUM, you will first need to remove the
toner feed shutter. Take off 3 screws (see photos # 1 & 2).
Also remove the rear spring which helps keep the two
halves of the cartridge together. Finally there is a very

stubborn clip in the
lower left corner of
the toner feed shutter
(if you have the car-
tridge flipped over
with the CRUM facing
up as shown in Photo
#1, the clip is on your
right). The way the
clip is built around a
corner piece makes it
seem like it may be
necessary to break
part of the clip in
order to release it. Our
example cartridge’s
clip was broken in 
the process of trying
to release it, and we
found that even so, 
the clip still seated
and with the 3 screws
to hold it, it was of 
no consequence that
the clip broke. 
2.) With the shutter
out of the way, you
can slide the black
plastic CRUM cover
off towards the rear. 
It is a black piece with
4 gold contact points
(see photo #3). Then
the CRUM will slide
off easily enough.

Britt Horvat Technical Tips

Xerox 7120 style Drum Cartridges 
Repairing and rebuilding the Drum Cartridges 
for the WC-7120, 7125, 7220, 7225

Photo 1: Bottom rear end of the
cartridge.

Photo 2: Removing the toner feed
shutter.

Photo 3: The CRUM exposed continued on 64
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3.) Next we’ll go the front end of the cartridge to get ready to
separate the developer half of the cartridge from the drum
half. Remove 2 screws from the front cover of the devel-
oper housing half (see photo # 4) where it says “R3.” R3

is the Magenta
cartridge which is
what we used for
this write up;
yours might say
R1, 2, 3, or 4
depending on
which color drum
cartridge you’re
working on. Also
remove one spring
and finally release
2 clips (one at the
top right and one
at the lower right
corner). CARE-
FUL! When you
extract this cover,
it releases the
developer half of
the cartridge from
the drum half on
the front end (see
photo #5), and if
you then slide the
developer half for-
ward towards you,
it will unseat from

the drum half at the rear end where the main drive gear
shaft seats into a collar. Be careful because all of the gears
on the developer half can fall right off of their shafts at
this point.

4.) Now we’ll concentrate on the drum half of the cartridge
(see photo #6). Pull firmly on the Front Drum Bushing
(see Photo #8). It is the piece with the silver band around
it. It is held by a pair of anchor hooks, but if you pull

firmly and rock it a
little, it will unseat
without too much
of a fight. Take
note of where the
2 anchors were
located so you can
reassemble it easi-
ly later. Next, go
to the rear of the

drum. Remove 2 screws from the rear end to release the
rear Drum Bushing / Shaft (see photos #9 & 10). It will
slide out a bit giving room for the drum to lift out of the
rear end cradle. Lift the drum out.

5.) With the drum out of the unit, you can remove the drum
cleaning blade (2 screws) and clean the waste toner auger
behind the blade carefully. Be very gentle with the Mylar
recovery. 

6.) You can now lift the charge roller out. Avoid touching the
surface of that roll, as finger prints will cause copy quality
problems. The black cradle / contact for the charge roll is
conductive plastic and it can use a little conductive grease.
You can lift it out to help you get the cleaning roll out of
the unit as well. There’s also something called a “Discharge
Lamp” in the drum half of the cartridge, which in truth is
just a light-bar which gets illuminated by an LED in the
machine. 

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

Photo 4: Front end cover removal

Photo 5: Separating the two halves at
the front end: Note the white arrows
show the collar and the stud where
the two halves hinge at the front end.

Photo 6: The “Drum Half”

Photo 7: The “Developer Half”

Photo 8: Front Drum Bushing removal

Photo 9 & 10: Rear Drum Bushing Release

continued on 65
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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 
Future Smart Firmware – 

Monochrome Maintenance 
Kit Reset Procedure
Associated printer series:
•   LaserJet 600 series (M601, M602, M603)
•   LaserJet 700 series (M712)
•   LaserJet M4555 MFP
•   LaserJet 800 series (M806, M830 MFP)

HP maintenance kit count resets have previously been in a startup
or maintenance menu but the following applies to the addressed
printer series.

From the printer’s home ready screen:

Scroll down to > “ADMINISTRATION” > 
“MANAGE SUPPLIES” > “RESET SUPPLIES” 
then select “NEW MAINTENANCE KIT” �

e n x   

We’ll need to look
closer at the developer
half in the future when
replacement developer
and seals for the develop-
er charge compartment
become available. When a
new cartridge is installed,
there are seals which are
extracted from the front
end by the customer. Since
my sample cartridge was
actually a new cartridge
you can see the yellow
seals present in the photos.
One of the pull seals
releases the shot of devel-
oper so it can drop down
into the chamber behind
the developer mag roller,

and a second seal drops 
a small charge of toner to
start the feed auger out, so
it doesn’t take too long
for toner to find its way
to the developer mixing
area of the unit. 
Until replacement seals

are available, shipping a
used cartridge would not
work because the develop-
er would get everywhere.
This procedure is only
useful for “on-site” or
“hand deliver” situations. 
Happy New Year every-

one! May 2014 be a won-
derful year for you and
those close to you. And
Happy Reconditioning! �

Photo 11: Drum after removal
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Technical Tips

SUBJECT: 
Kyocera Color Copiers

Q:Has anyone experienced very lowyields from color toners, not particu-
lar to model? I’ve been seeing this on the
TA-250ci/300ci series, the TA-205ci/255ci
series, and others. If so, is there anything
anyone has found to fix this? I saw bul-
letins previously for toner motors, but these
machines are not in the range and it's not
just one machine of a series. According 
to the service status page cartridges are
yielding like 900-1000 copies/prints per
cartridge. I will check with tech support
tomorrow, but I want opinions of the 
gurus too! Thanks for your opinions.

A:What is the coverage?
Q:Sorry I failed to provide adequateinfo. Assuming you're referring
tothe coverage rate listed on the service
status page, they are all less than 5% for
print and copy.

A:For the 255ci, I had a customer use it for 95% printing only and he
complained about the yields on the color
toners, even though he was mainly printing
in black only. We went into print settings
and found out even when just printing only
in black, the machine uses a small amount
of every color in every black & white
print. I can't quite remember the exact set-
ting, but there was a setting to turn off
only the colors when printing black &
white. After we did that, the page counts
went way up.. I hope I didn't confuse you
too much, but check it out, it might just
help you out.

A:I'm not sure about the Kyocera, aswe are new to them, but I do know
on some of the Ricoh machines it only
adds toner when you specifically make
color copies or prints. When the machine
is turned on with the door opened, the
machine will do a calibration every so
many copies. This uses toner from all col-
ors. It does not add toner to the system. It
will eventually ask for toner even though
no color copies were done. As an example

we had an older Ricoh in a Coast Guard
station. When picked up 5 years later it
had a total of 10 color copies. Yet we
know for a fact that we had to put at least
6 of each color tone and 3 developer units
over that time. This is why I feel that it is
possible for toner to basically "disappear".
It does not get counted as used on a
copy/print so the machine does not replen-
ish it. So eventually it will call for that
toner. This is why you do not sell a color
copier to someone that is worried about
the cost difference between B&W and
color. Service will take a hit for trying to
fix something that is working as designed.

A:If the print driver is set for colorthen what is happening is this. The
print job may show up on the PC as black
and white. But what the copier does if the
driver is set to color mode is print four
color black. Basically it uses the three
color toners to fill in the spaces between
the black dots. Makes a difference in qual-
ity print jobs. All color printers and copiers
will do the same thing. The other part of
what happens when the customer only
uses black and white for copying is sim-
ple. All color machines will calibrate after
a set number of print/copy jobs. They will
also calibrate when exiting sleep mode and
again when they are turned on. Calibration
uses a minute amount of toner, but enough
so that eventually the toner, and on some
machines developer, has to be replaced.

A:Sorry for hijacking this Kyocerathread, but can this calibration fea-
ture be switched off or at least deactivated
for the return from sleep mode for the
Konica Minolta BH-C253 series?

A:No. The calibration will always takeplace. Even if the default settings
are black and white for copies and for the
print driver settings, the machines will
always have to be able to print and copy 
in color. So in order for best quality output
the calibration must take place. You can 
set the sleep mode to the max settings to
spread the calibration times. But I have not
seen a way to turn them off. Look at it this
way, if you could turn off the calibrations

from sleep, then imagine the extra service
calls on the machines when someone
needs to do a job in color.

Q:Thanks for all the replies. I did findthat the default setting in the driver
was set to color. I told the customer to
have IT load the latest driver and default 
it to black & white since it’s on the server.
By the way, there is a setting to turn the
calibration off. Off the top of my head, it
was in the service mode or system menu.

SUBJECT: 
Sharp FO-2081 Won’t Answer
Fax Calls

Q:We placed this machine around 6months ago and it was working fine.
Then the customer calls that it isn't receiv-
ing faxes. You can hear the incoming ring,
but the machine ignores it. I checked all the
settings, everything is as it should be. The
machine sends just fine. Since then I have
updated the firmware twice, but no go, and
then installed a new fax board, and still no
good. I have loaned them a fax machine,
and when plugged into the same cord, the
loaner works fine. Anyone have a clue? What
about all these fax soft switches? I have
never really had to mess around in there.

A:Have you tried clearing imagememory? (66-10) Have had some
surges and this seems to cure it.

Q:Thanks. That took care of it. Got a fairly long-winded problem off 
my back. What I don't understand is why
wouldn't it just print the images in memory?

A:Glad you got it working. I can'tremember what machine I was I on,
I think it was a Sharp (I work on too many
machines), but I think it was called user
management, and a setting in sub menu
was “receive to memory” that would not
allow anything to print out! Turned this
off, and it was all good. Just something to
keep in the back of your mind if it comes
back. Later.

A:Glad I could help. Don’t know whythis works but it does. �

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®












