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B E T W E E N  T H E  L I N E S

How Much is Too Much? 
Contributors

 I ask that question because this month’s main feature focuses on mastering 
new marketing methods.
 That means we’re mostly talking about social media.
 Like any new technology, and we’ll call social media a technology for 
lack of a better term, there’s a learning curve associated with it. But there’s 
so much to choose from. I’m on Facebook, LinkedIn, and Twitter. That’s not 
even counting Pinterest, YouTube, Instagram, and whatever else is coming 
down the pike. 
 What I struggle with as someone who is slightly more than a casual social 
media user, is how much is too much when it comes to posting? In my early 
social media days I was chided by a friend from the industry who suggested 
I was posting too much on Facebook and that it was becoming sort of a joke. 
Hearing that I dialed my posts way back and today they’re far and few between.
 Some of us get a little carried away when we start using social media. I still 
see it when friends my age first go on and start posting like there’s no tomorrow. 
I’m also friends with many musicians on Facebook and they post like nobody’s 
business mostly as a way to promote themselves. 
 Whether it’s Facebook, LinkedIn, YouTube, Twitter or something else, most 
of us are learning as we go—even the self-proclaimed social media experts. 
 We’ve all got our favorites and the value we derive from the various 
social media outlets depends on the person and how they use it. I am a big 
fan of LinkedIn and use it mostly for information about other document 
imaging industry professionals. It helps me keep up to date on their comings 
and goings, their latest job titles, plus it’s a great source of background 
information and photos. 
 I already mentioned Facebook, but don’t do much with that professionally. 
The very large gorilla in the room, however, and the outlet I’m still coming to 
grips with is Twitter. So are some of the people I interviewed for this month’s 
main feature. 
 I had some social media training from a social media expert prior to 
entering the Twitterverse. Her recommendation was to Tweet three times 
a day. She also had some recommendations for posting on Facebook and 
LinkedIn too.  
 Back to the Tweets, that’s three Tweets from ENX/The Week in Imaging and 
three Tweets from me for a total of six Tweets per day, since I’m the designated 
Tweeter here at the publication. In a perfect world, maybe I could do that. But 
in the real world, some days I send one Tweet, some days two, and some days 
I don’t have time to Tweet at all. The days where I send three Tweets a day for 
each Twitter account are rare. I have so many other monthly projects that often 
take priority. 
 What is obvious to me is the number of people inside and outside of the 
document imaging industry who have the time to Tweet multiple times a day. 
Where do they find that time? 
 I think, as do others, that there’s too much Tweeting going on. It brings me 
back to the time when I was accused of over posting on Facebook. If you Tweet 
too much doesn’t it become like the boy who cried wolf? Do people stop paying 
attention? 
 Maybe I need to view it differently, “I Tweet therefore I am” as opposed to 
“I Tweet too much therefore I’m annoying.” 
 What it all comes down to is that we’re still learning how to best use 
social media.
 But be forewarned, just as soon as we get Twitter down to a science, 
something else is going to come along and supplant it and the only ones 
Tweeting will be the dinosaurs or maybe the people that still hang out at 
MySpace. 

   Thanks for reading.

 Scott Cullen  |  Editorial Director

Charles Lamb  |  Charles Lamb is the President 
and CEO of Mps&it Sales Consulting. His firm 
delivers proven methodologies and processes 
that assist dealer principals seeking a successful 
transformation into the managed services space. 
He’s created complementary solutions including 
Funnelmaker, Gatekeeper, and Shield IT services.  

For more info, call 888.823.0006, e-mail him at clamb@mpsandit.
com, or visit www.mpsandit.com.

Wes McArtor  |  Wes McArtor is President of BEI 
Services, Inc.  Mr. McArtor started in the copier 
industry as a service technician for Savin Corp in 
1981 after serving the country in the U.S. Marine 
Corp. Since then he has held various positions in 
copier and computer industry. In 1993 he and his 
partner co-founded BEI Services Inc. to provide 

independent imaging dealers with an unbiased source for standards 
and nationwide comparative service reporting. For more info, visit 
www.beiservices.com.  

Michael Nadeau  |  Michael Nadeau is the 
Senior Market Analyst of Actionable Intelligence. 
He has made a career of explaining emerging 
technologies to business and IT professionals. Mr. 
Nadeau is the founding publisher of Data Informed, 
a website that covers big data and business. He 
is an accomplished writer, editor, and publisher of 

IT and business publications. Follow him on Twitter @menadeau or 
email to mnadeau@action-intell.com  

Brad Rodderick  |  Brad Rodderick As Executive 
Vice President, Brad Roderick sets Sales and 
Marketing strategy for InkCycle across all channels 
and is responsible for the entire “Customer 
Experience” from products to partnerships. You 
can reach him at broderick@inkcycle.com or find 
him on Twitter @BradRoderick.

Jim Zipursky  |  Jim Zipursky is the Managing 
Director of CFA-MidWest, an investment bank 
serving the middle market. Jim is a registered 
representative of Silver Oak Securities, Inc., 
member FINRA/SIPC. For more information visit 
www.cfaw.com/omaha. Follow Jim on Twitter (@
jazcfane) for articles and information about M&A. 

For more information about Exit Strategies or Selling Your Business, 
feel free to contact Jim at (402) 330-2160 or jaz@cfaomaha.com.

Technical Article Contributor
Britt Horvat  |  Britt Horvat 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 www.partsdrop.com.



l Buy and sell all makes and models
l Exports around the world
l Over 7000 copiers in inventory

Phone: 973-365-9900
Toll Free: 1-800-240-ROSS (7677)
Fax: 973-473-8800
www.ross-international.com
purchase@ross-international.com
1 Lisbon Street, Clifton, NJ 07013

Leading Exporter Of
High Quality Pre-Owned Copiers

Please inquire about our parts inventory

Canon
Duplo
Gestetner
Imagistics

Lanier
Panasonic
Ricoh
Riso

Kip
Kodak
Konica Minolta
Kyocera

Savin
Sharp
Toshiba
Xerox

Currently buying over 250 models of the following brands

We carry a large inventory of all brands and models

ROSS International, Inc.

ROSS International, Inc.











$150
Rebate
MX-C250

MX-C300P

Since 1985
Order Online at
Nuworldinc.com

Blind Drop Shipping

Same Day Shipping

The Prime Source For Copiers • Printers • MFPs • Faxes • Scanners

Since 1985

FALL SALE
WHILE SUPPLIES LAST!

SAVE BIG!
MAXIMIZE PROFIT

TEL: 800.729.8320  •  FAX: 800.729.0292  •  INFO@NUWORLDINC.COM  •  WWW.NUWORLDINC.COM
ALL SUPPLIES AVAILABLE FOR PROMPT DELIVERY! PARTS ORDER HOTLINE: 562.977.4949

ENX Magazine | www.enxmag.com

MX-M264N / M314N / M354N

ASK ABOUT OUR CREATIVE F INANCING
SPECIAL LEASING PROGRAM • SPLIT FUNDING PROGRAM

HUGE PROFIT OPPORTUNITY!

Copy • Network Print • Network 
Color Scan • Fax (Option) w/ 
Standard PCL6 Network 
Printing and Color Network 
Scanning

• 26ppm (MX-M264N)
• 31ppm (MX-M314N)
• 35ppm (MX-M354N)
• 2 x 500-Sheet Tray
• Standard Auto Duplex

Full Color Ledger 
Document Systems

• 26/26ppm B&W/Color (MX-2616N)
• 31/31ppm B&W/Color (MX-3116N)
• 600-Sheet Paper Cap.
• Standard Auto Duplex 
  Copy and Print
• 33.6 Kbps Fax 
  Speed (Option)

B&W Multifunction Printers

MX-2616N / MX-3116N

CALL FOR

PACKAGE
DEALS!

MX-M232D

FO-2081 MX-C312

MX-B201DMX-B402

MX-C250 / C300W / C301W / C300P

40ppm B&W MFP 20ppm B&W MFP

Desktop Color Document Systems
• 25ppm B&W/Clr (C250)
• 30ppm B&W/Clr (C300W/C301W)
• Standard 250-Sht Paper Drawer
• Auto Duplex (C300W/C301W) / 
• 33.6 Kbps Fax (Super G3) 
  (C300W/C301W)
• Wireless Networ (C300W/C301W)

Image shown: 
MX-C301W 

Full-Featured A3 Document System
• Up to 23ppm
• 40-Sheet RSPF
• Electronic Sorting
• Auto Duplexing

• Convenient, Built-in 
  Color PC Scanning
• Integrated Super 
  G3 Fax (Option)

• 500 Sheets
• USB 2.0 Interface

• 250 Sheets
• USB 2.0 Interface

Digital Laser
Fax w/ Ntwrk 
Printer
• 33.6 Kbps
  Fax
• 250 Shts
• USB 2.0 

• USB 2.0

31ppm A4 Color 
Multifunction

CALL FOR
BEST 

PRICINGCALL FOR PACKAGE DEALS!

$200
Rebate

$100
Rebate

$30
Rebate

CALL FOR
BEST 

PRICING

CALL FOR
BEST 

PRICING

CALL FOR
BEST 

PRICING
$300
Rebate

GREAT
BUY

CALL FOR

BEST
PRICING!

All prices, rebates, and availability are subject to change without notice. Please call us to confirm.
Nuworld is not responsible for typographical errors or inaccurate specifications. Registered trademarks are properties of their respective owners.

BIG SALE!

CALL FOR
SPECIAL PRICING!

Price and availability subject to change without notice.  Nuworld is not responsible for typographical errors or inaccurate specifications.  
Registered trademarks are properties of their respective owners. If you no longer wish to receive these communications, please contact us at the phone number above.

Your Prime Source

Blind Drop Shipping

Same Day Shipping

Copiers • MFPs • Scanners • Faxes • Printers

TBPC - TOSHIBA BUSINESS PRODUCT CENTER
CALL IDS TODAY TO APPLY!

The Reason to Become One

Authorized Distributor
A Wholly owned subsidiary of 

Nuworld Business Systems

TEL: 888.372.3700       •       EMAIL: SALES@IDSWC.COM       •       FAX: 562.921.1167
ALL SUPPLIES & PARTS AVAILABLE FOR PROMPT DELIVERY! PARTS ORDER HOTLINE: 562.977.4949

NBS / ENX | November 2015

NOW IS THE
TIME TO 
SWITCH TO
A PARTNER
THAT MEETS
YOUR NEEDS
Toshiba provides comprehensive sales and service training, and competitive pricing 
on a full-range of award-winning MFPs. Plus, with no sales quotas, financial commitments 
or minimum orders, partnering with Toshiba is simple, smart and fast.

• Call International Digital Solutions at 888-372-3700

• Complete the training

• Become a Toshiba Business Product Center and start selling Toshiba

To get a free brochure on becoming a Toshiba Business Product Center, contact International Digital Solutions.

5055C2051c/2551c2050c/2550c 4555c2555c/3055c/3555c 287CSL 347CSL 407CS

2007/2507 2505H/F2306207L/257/307 357/457/507 527S477SL

TOSHIBA PRODUCT LINEUP

Business Product Center



$150
Rebate
MX-C250

MX-C300P

Since 1985
Order Online at
Nuworldinc.com

Blind Drop Shipping

Same Day Shipping

The Prime Source For Copiers • Printers • MFPs • Faxes • Scanners

Since 1985

FALL SALE
WHILE SUPPLIES LAST!

SAVE BIG!
MAXIMIZE PROFIT

TEL: 800.729.8320  •  FAX: 800.729.0292  •  INFO@NUWORLDINC.COM  •  WWW.NUWORLDINC.COM
ALL SUPPLIES AVAILABLE FOR PROMPT DELIVERY! PARTS ORDER HOTLINE: 562.977.4949

ENX Magazine | www.enxmag.com

MX-M264N / M314N / M354N

ASK ABOUT OUR CREATIVE F INANCING
SPECIAL LEASING PROGRAM • SPLIT FUNDING PROGRAM

HUGE PROFIT OPPORTUNITY!

Copy • Network Print • Network 
Color Scan • Fax (Option) w/ 
Standard PCL6 Network 
Printing and Color Network 
Scanning

• 26ppm (MX-M264N)
• 31ppm (MX-M314N)
• 35ppm (MX-M354N)
• 2 x 500-Sheet Tray
• Standard Auto Duplex

Full Color Ledger 
Document Systems

• 26/26ppm B&W/Color (MX-2616N)
• 31/31ppm B&W/Color (MX-3116N)
• 600-Sheet Paper Cap.
• Standard Auto Duplex 
  Copy and Print
• 33.6 Kbps Fax 
  Speed (Option)

B&W Multifunction Printers

MX-2616N / MX-3116N

CALL FOR

PACKAGE
DEALS!

MX-M232D

FO-2081 MX-C312

MX-B201DMX-B402

MX-C250 / C300W / C301W / C300P

40ppm B&W MFP 20ppm B&W MFP

Desktop Color Document Systems
• 25ppm B&W/Clr (C250)
• 30ppm B&W/Clr (C300W/C301W)
• Standard 250-Sht Paper Drawer
• Auto Duplex (C300W/C301W) / 
• 33.6 Kbps Fax (Super G3) 
  (C300W/C301W)
• Wireless Networ (C300W/C301W)

Image shown: 
MX-C301W 

Full-Featured A3 Document System
• Up to 23ppm
• 40-Sheet RSPF
• Electronic Sorting
• Auto Duplexing

• Convenient, Built-in 
  Color PC Scanning
• Integrated Super 
  G3 Fax (Option)

• 500 Sheets
• USB 2.0 Interface

• 250 Sheets
• USB 2.0 Interface

Digital Laser
Fax w/ Ntwrk 
Printer
• 33.6 Kbps
  Fax
• 250 Shts
• USB 2.0 

• USB 2.0

31ppm A4 Color 
Multifunction

CALL FOR
BEST 

PRICINGCALL FOR PACKAGE DEALS!

$200
Rebate

$100
Rebate

$30
Rebate

CALL FOR
BEST 

PRICING

CALL FOR
BEST 

PRICING

CALL FOR
BEST 

PRICING
$300
Rebate

GREAT
BUY

CALL FOR

BEST
PRICING!

All prices, rebates, and availability are subject to change without notice. Please call us to confirm.
Nuworld is not responsible for typographical errors or inaccurate specifications. Registered trademarks are properties of their respective owners.

BIG SALE!

CALL FOR
SPECIAL PRICING!

Price and availability subject to change without notice.  Nuworld is not responsible for typographical errors or inaccurate specifications.  
Registered trademarks are properties of their respective owners. If you no longer wish to receive these communications, please contact us at the phone number above.

Your Prime Source

Blind Drop Shipping

Same Day Shipping

Copiers • MFPs • Scanners • Faxes • Printers

TBPC - TOSHIBA BUSINESS PRODUCT CENTER
CALL IDS TODAY TO APPLY!

The Reason to Become One

Authorized Distributor
A Wholly owned subsidiary of 

Nuworld Business Systems

TEL: 888.372.3700       •       EMAIL: SALES@IDSWC.COM       •       FAX: 562.921.1167
ALL SUPPLIES & PARTS AVAILABLE FOR PROMPT DELIVERY! PARTS ORDER HOTLINE: 562.977.4949

NBS / ENX | November 2015

NOW IS THE
TIME TO 
SWITCH TO
A PARTNER
THAT MEETS
YOUR NEEDS
Toshiba provides comprehensive sales and service training, and competitive pricing 
on a full-range of award-winning MFPs. Plus, with no sales quotas, financial commitments 
or minimum orders, partnering with Toshiba is simple, smart and fast.

• Call International Digital Solutions at 888-372-3700

• Complete the training

• Become a Toshiba Business Product Center and start selling Toshiba

To get a free brochure on becoming a Toshiba Business Product Center, contact International Digital Solutions.

5055C2051c/2551c2050c/2550c 4555c2555c/3055c/3555c 287CSL 347CSL 407CS

2007/2507 2505H/F2306207L/257/307 357/457/507 527S477SL

TOSHIBA PRODUCT LINEUP

Business Product Center



We Saw It In ENX Magazine22 •  www.enxmag.com | November 2015

State of the Industry

Mastering New Marketing Methods: 
The Dealer Channel Gets Social 

continued on page 24

Scott Cullen

It’s a new world and the old 
rules don’t always apply any-
more when it comes to reach-

ing new customers and retaining 
old ones. Social media is comple-
menting and in some instances 
replacing traditional marketing 
for reaching out to customers and 
prospects. For some dealerships 
these new marketing methods have 
proven effective. For others, it’s a 
waiting game with no quick and 
obvious payoffs, at least not yet. 
 Let’s look at how a few dealer-
ships are mastering, or attempting 
to master, these new marketing 
strategies.

 Casey Stewart, 
business develop-
ment and market-
ing manager for 
Offix with offices 
in Gainesville, 
Norfolk and 
Richmond, VA, 
represents the 

young generation of marketing 
professionals working in deal-
erships across the country. She’s 
hip, she’s happening, and has been 
directing Offix’s entry into social 
media, including working closely 
with a Web designer to bring the 
dealership’s Website up to date.  
 She emphasizes that Offix’s use 
of social media is aimed primarily 
at boosting the dealership’s search 
engine rankings versus pumping 
up sales.  
 “I do at least three posts a week 
on each of the different social 
media platforms—Facebook, 
LinkedIn, and Google+,” reports 
Stewart.
 Asked if she thinks social me-
dia is overrated, she responds, “I 
do for our industry. I draw the line 
at Twitter and won’t go there.” 
 Why not? 
 “I feel the decision makers 

aren’t looking at Twitter.” 
 She’s not alone in viewing 
social media as overrated, but 
overrated or not, she’s still using it 
along with traditional marketing 
methods.  
 “Traditional marketing is still 
the most effective,” opines Stewart. 
“Our sales reps still like to have 
physical marketing materials to 
review with customers. We’ve tried 
iPads, but they prefer printed ma-
terial. We’re trying to sell printing 
to the end user so it kind of makes 
sense.” 
 The new and improved Offix 
Website brings traditional market-
ing and new marketing together in 
one location with links to Face-
book, LinkedIn, and Google+. 
It’s a big improvement over the 
previous website.  
 “It was out of date and there 
was an overwhelming amount of 
text; now it’s more interactive and 
easy to use,” states Stewart. 
 RJ Young, a Nashville, TN-
based office technology dealership 
is doing its part to stay ahead of 
the marketing curve and has been 
experimenting with all forms of 
social media in addition to its 
traditional marketing efforts—ef-
forts that remain essential. Driving 
some of these changes are more 
educated customers.

 “They do a lot 
of research on the 
Internet and many 
times you’ll go 
into a situation 
and they’ll know 
more than you 
do, which is not 
good for some of 

our reps,” acknowledges Hunter 
McCartey, COO. 
 For RJ Young, social media 
is essential for reaching out and 
engaging current customers and 

new prospects. The dealership also 
follows the metrics, monitoring 
hits on the Website and how long 
visitors stay on it.
 “We can look at all the metrics, 
where years ago you never had 
those metrics,” states McCartey. 
“If you were doing TV or radio 
advertising, it was ratings. Now it’s 
more Internet based because that’s 
where everyone is getting their 
information. They’re not getting it 
off of television or radio broadcast 
unless it’s talk radio. We’re starting 
to move away from traditional 
methods of advertising because 
it’s not where the viewership or the 
listeners are anymore.”
 He adds that if you’re trying to 
reach an IT person who’s responsi-
ble for making a decision on your 
products or services, traditional 
methods typically aren’t the way.
 “They’re not watching the 
sports shows or golf tournaments, 
they’re doing something else. They 
might not even be watching televi-
sion at all,” emphasizes McCartey.
 RJ Young has updated its 
Website to reflect the changes of 
how people get information. The 
dealership also has an e-newslet-
ter and encourages employees to 
contribute to it. 
 “We’re trying to build up the 
software/solutions side of our 
business and we’re getting more 
contributions from employees who 
sell those products and engaging 
them more in blogs,” says McCa-
rtey. 
 Recent newsletter content has 
focused on the dangers and risks 
of cyber crime and how to protect 
one’s information even when 
stored in the cloud. 
 “It’s much more traditional in 
terms of information transfer and 
knowledge, instead of trying to 
sell a product or a service,” adds 

Casey Stewart
Offix

Hunter McCartey
RJ Young
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Mastering New Marketing Methods

continued on page 26

McCartey. “It’s more of a White Paper or 
back door approach, ‘and by the way we 
provide the services or products that you 
need to solve an issue.’”
 Modern Office Methods (MOM) in 
Cincinnati, OH uses just about every 
social media outlet available—Facebook, 
LinkedIn, Twitter, Google+, YouTube, and 
Pinterest. 
 “Everything is used for different pur-
poses,” explains Julie Italiano, marketing 
director. “We use Facebook for promoting 
our non-profit contests and for posting feel-
good content.”
 Focusing on non-profit partners and 
encouraging them to “Like” MOM and 
share these posts and contests with other 
non-profits has been beneficial, with more 
non-profits “Liking” MOM. 
 Twitter has been more effective for 
re-Tweeting Tweets from the vendors that 
MOM represents while LinkedIn’s empha-
sis is more business oriented; it’s also the 
social media platform where MOM has the 
most followers. 
 MOM’s social media marketing is more 
about branding than anything else. 

 “If people see our logo, 
our pictures, our employ-
ees, our communities, 
they get the feeling that 
MOM is a great com-
pany that I’d want to do 
business with,” explains 
Italiano. “[Maybe] they’ll 
think of MOM when their 
lease is up or if they’re 

not getting great service, or need new 
equipment.”
 Since placing greater emphasis on 
social media and MOM’s Website for mar-
keting, Italiano has learned to be cautious 
about posting too much information about 
clients. 
 “We used to profile clients on our Web-
site and the first thing [competitors] did 
was try to purge our clients. You can’t trust 
anybody.” 
 Coordinated Business Systems in 
Burnsville, MN is all over social media. 
Its initial foray into the social media world 
was guided by a social media marketing 
firm; now Coordinated is doing it all them-
selves. 

 Blogs represent a key element of Coor-
dinated’s marketing efforts. 

 “We encourage all of 
our employees to blog,” 
says Krisie Kripotos, 
marketing strategist. “And 
they’re embracing it. 
They’re the best people to 
blog because they know 
their areas of expertise.”
 Coordinated even offers 
Blogging 101 classes 

to teach employees how to blog more 
effectively. Blogs are often posted on the 
employee’s LinkedIn pages as well as 
the Coordinated Website. Recent topics 
include a simple explanation of three-tier 
color and toner pirates. IT-targeted blogs 
are also popular.
 “We understand the importance of 
updating our Website and blogging is a 
good way to do that,” emphasizes Kripotos. 
“Marketing these days, it’s not one or two 
people, it’s the whole company that needs 
to be involved in it.” 
 She contends that social media rep-
resents an important prospecting tool and 
a tool that’s been embraced by millennials. 
“They don’t like to talk on the phone,” says 
Kripotos.
 She’s also a huge fan of LinkedIn. 
 “You can get a lot of information from 
LinkedIn. You can learn all about the per-
son you’re going to meet because everyone 
has a digital trail.”
 Marketing in this day and age isn’t 
limited to promoting speeds and feeds or 
the latest and greatest from Coordinated’s 
manufacturers.
 “We talk a lot about storytelling, not 
only having the Coordinated story down 
pat, but tying our employee’s story into 
the Coordinated story and bringing our 
customers into that story too,” says Kripo-
tos. “Everyone loves a good story and 
everyone likes the story behind the story. 
Coordinated has a great story—we started 
in a garage and we didn’t get bought out by 
IKON because Jim (Owner Jim Oricchio) 
believed in his employees and his business 
so he bought his partners out.”
 Coordinated initially enlisted the 
services of an outside social media firm 
because the dealership didn’t have the 

knowledge on staff to get its social media 
marketing efforts off the ground. Since 
then Kripotos has gone back to school 
to learn more about social media. While 
the social media firm was helpful in the 
beginning it eventually became clear that it 
didn’t understand Coordinated’s business 
or the industry. 
 “Posts would come out and I’d cringe,” 
recalls Kripotos. “Now that we’ve taken it 
over, we better understand our customers 
and we’re getting better engagement with 
them.”
 Another benefit she’s found of using 
various social media tools is the analytics. 
 “More than ever we have a better under-
standing of who our customers are,” says 
Kripotos. “Who’s going to our Website, 
their age group, and who’s coming in on a 
digital device or desktop. You can get such 
great analytics and that helps us market 
better.”
 As far as Twitter, she says that’s the 
hardest social media to learn, mostly be-
cause it’s all about finding the right balance 
and identifying the best times to Tweet.
 “We’ve been playing with different 
times to see where we get more engage-
ment,” states Kripotos. “Lunchtime seems 
to be good because people are often on 
their phone at lunch. Then the afternoon 
slump when people start getting fidgety at 
their desks and are on their phones.” 
 She does find compulsive Tweeters or 
those who over-post on sites like LinkedIn 
and Facebook annoying. “They’re posting 
like 10 times a day,” laments Kripotos.
 Regardless, she’s been pleasantly 
surprised at the reaction she’s received to 
Coordinated’s Tweets. 
 “Twitter has been a surprise. I’m 
amazed at the amount of engagement we 
get.”
 Of course social media isn’t the be all 
end all and Coordinated still uses tradition-
al marketing.
 “We’re still doing our technology events 
and advertising on two radio stations (a 
morning show and a program for an IT au-
dience), and we’ve had great engagement 
with that,” says Kripotos.
 Kripotos has one final marketing rec-
ommendation for dealers. “Dealers need 
to pay attention to all the review sites,” she 
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says. “People like going to the Internet for 
information. We’ve implemented an app 
for our service techs so as soon as they’re 
done with a service call they can hand their 
phone over and get customer feedback 
right away.”
 In addition Coordinated’s sales de-
partment now has an app on their iPads 
which is more or less like an online catalog 
with all of the dealership’s brochures and 
information about imaging, document 
management, IT services, and business 
communications.
 “Reps can do a proposal right from 
there and we can get analytics right back,” 
states Kripotos. “They don’t carry a bunch 
of papers anymore. We sell technology, we 
need to use it.” 
 Centric Business Systems in Owing 
Mills, MD is in the process of a complete 
rebranding project, including improving its 
collateral materials, updating its Website, 
and refreshing its logo so that it’s more 
technology oriented.  The new Website has 
clean lines, simple, concise text, and proj-
ects the image of a technology company. 
 Marketing Manager Adrienne Bastinelli 
acknowledges that business marketing 
isn’t as easy as it used to be back in the 
days when radio and print were the prime 
marketing methods. As the dealership 
re-evaluates how it markets itself, Centric 
is expanding its presence on social media. 

 “People want to see 
through channels like 
Facebook and LinkedIn 
that you’re engaged in 
philanthropic efforts in the 
community and what kinds 
of events and activities are 
taking place in your orga-
nization,” says Bastinelli. 
“The most effective way 

to communicate those things is not with a 
flyer or mailer, it’s via the Web.”
 All these new methods for marketing 
Centric has made Bastinelli’s job more 
difficult, and she acknowledges that 
bringing the Internet into the picture has 
made things more challenging because the 
Internet is always evolving.
 “Whether it’s a rebranding or retar-
geting, clicks or an SEO campaign, what 
Google is looking for and what advertisers 
are selling is evolving constantly,” she says. 

“The biggest challenge is staying on top 
of what’s the most effective way to send a 
message. It’s unbelievable what the Internet 
can do to keep you in top-of-mind aware-
ness.”
 Centric has enlisted a full service ad 
agency and social media firm for assis-
tance. 
 “We’ve found their knowledge and 
experience provided us with a value add,” 
reports Bastinelli. “I can go onto Facebook 
and post something every day, but if it’s 
not being aggregated it doesn’t become 
searchable, people don’t see it, and Google 
doesn’t rate it. I had no idea there was so 
much involved with effectively using social 
media for business.”
 The posts from the social media firm 
are a combination of sourced relevant 
content and Centric-specific content. “It’s 
a team effort,” states Bastinelli. “One of 
the challenges is getting short and concise 
messages across that explain who we are 
and what we do.” 
 Even as it branches out into the social 
media universe, Centric still sees tremen-
dous benefit from traditional radio and 
print. “That’s important whether you’re in 
an established market or a new market,” 
opines Bastinelli. “You want brand aware-
ness and top-of-mind awareness. We can’t 
reach the person we want at the right time 
if they don’t constantly see and hear about 
us. That’s where billboards, print, and radio 
have an advantage over digital because 
with digital you have to make an effort. 
The others you do naturally.” 
 Sports marketing, i.e., stadium signage, 
remains highly effective for Centric within 
the Baltimore marketplace. “People are 
paying attention to the club level sign in 
the stadium because they’re sitting there for 
three or four hours and have to look around 
at some point,” says Bastinelli. 
 Fast forward 12 months from now, how 
might things look at Centric if all these 
pieces fit together and are working like 
Bastinelli hopes they will? 
 “I see us using a fairly even combina-
tion of traditional marketing and digital, 
including retargeting, remarketing, SEO 
and social media. My hope would be that 
through rebranding and ramping up the 
digital side over the course of the next 12 
months, we’ll have a stronger presence in 

all of our marketplaces and top-of-mind 
awareness so that when it comes time to 
make a decision, the key players in an orga-
nization will know who we are and what 
we do. Instead of trying to find a copier 
company or software solutions company, 
they’ll be searching for our phone number.” 
 WPS in Hagerstown, MD is fully im-
mersed in social media, less so in tradition-
al marketing.

 “We’re not actively do-
ing the kind of marketing 
that you have to pay for,” 
says Debra Dellaposta, 
president & CEO, even 
though WPS does the oc-
casional media trade with 
radio stations. 
 WPS supports many 

non-profits when they have events and 
fundraisers, and during the past few years 
have ramped that up a lot more. 
 “We’re trying to get involved with every 
one of our customers,” she says. 
 That said, WPS still has to draw the 
line somewhere, and that’s why with golf 
outings and other events, they’re limiting 
their involvement to business partners. If 
it’s not a business partner, WPS has to use 
its discretion. 
 Lately there’s been a big push at WPS 
to get everyone in the company active on 
LinkedIn. The dealership also uses Face-
book, primarily for posts about commu-
nity service activities, while LinkedIn is 
focused on professional and business-ori-
ented posts.
 “Our people are publishing posts and 
blogs that establish them as experts in the 
field,” explains Dellaposta. 
 With everyone in the company encour-
aged to participate in its social media ef-
forts, WPS has had to ensure that its brand 
is protected. Dellaposta created a video that 
explains the company position along with 
e-mails that explain why it’s important for 
WPS to protect its brand. 
 “Everything needs to be approved, 
and we’ve created a shared file folder for 
everybody in the company with approved 
documentation and approved images,” says 
Dellaposta. “If they’re going to publish 
anything on LinkedIn they must run it 
through my marketing director or me first. 
We try to control the message a little bit.”
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 Most posts are designed to provide 
people with useful information and aren’t 
designed to sell something, although that 
message is subliminal. While WPS is 
getting a lot of traction from LinkedIn 
and Facebook, Twitter is still somewhat 
of a wild card. Most Tweets are reposts of 
WPS’s LinkedIn 
and Facebook 
posts. 
 “We try to tie 
in with what our 
customers are 
doing, and want to 
show we live in the 
community, and 
that we care about the community and their 
health and well being,” says Dellaposta. “I 
want people to know that we’re about more 
than just trying to sell products.”
 Dellaposta is still trying to wrap her 
arms around Twitter and agrees that some 
people Tweet way too much.
 “I’m not sure what the right amount is 

just yet, but there has to be a balance,” she 
says. 
 The other thing she’s trying learn about 
social media is the timing, i.e., the best 
time to post so the most people see it and 
react to it. 
 Meanwhile, the training continues at 

WPS, including two 
classes focused on 
LinkedIn. 
 “We’re doing 
constant reinforcement 
about the things they 
should be doing and 
how to do it,” reports 
Dellaposta, who feels 

WPS’s marketing efforts are on the verge 
of becoming more social than ever. “This 
year I expect it to take off; last year we 
were slowly starting to introduce it to them, 
and this year I’m starting to see some trac-
tion. There’s a lot more of our customers 
better connected to us on LinkedIn.” ✦

“We’re doing constant  
reinforcement about the things  

they should be doing  
and how to do it,”
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Think Big: The Best 3D Printing 
Opportunity Is Selling Solutions, 
Not Boxes

NewsMarket Intelligence

The 3D printer market is 
flooded with inexpensive, 
easy-to-use desktop prod-

ucts for entry-level professional 
applications. Some are packaged 
as complete solutions with all 
the tools and accessories needed 
to produce and finish a print. It’s 
a nice concept, but for resellers, 
there’s no money at the entry 
level.
 The best margins and profit 
are found at the higher end of the 
market. There, the focus is on 
selling custom 3D solutions, not 
pre-packaged systems. Custom 
solutions take the customer’s 
application and needs into account 
to build a system that includes 
everything needed to build and 
finish a print to the customer’s 
standards and expectations. This 
might include software, finishing 
tools and equipment, scanners, 
and items to remove excess 
material and support structures. In 
some cases, it might mean help in 
setting up specialized facilities at 
the customer’s site.
 A reseller who can spec, 
supply, and support a complete 
commercial solution has a few 
advantages. Higher revenue and 
profit is the obvious one. Ancillary 
equipment might double the reve-
nue from a sale. Just as important, 
providing a complete solution 
ensures customer satisfaction and 
loyalty. 
 A common complaint about 
resellers is that they give a quote 
for a system that customers 
later find out is inadequate or 
incomplete. They are then left to 
deal with third parties to fill in 
the gaps. Sometimes, the pieces 
that they buy separately are not 

appropriate for their applications. 
Headaches like this create a nega-
tive impression of the reseller.
 Another advantage is that the 
reseller has a vested interest in 
getting the customer as productive 
as possible in the shortest amount 
of time. In other words, you want 
to sell as much 3D materials and 
services to them as you can. A 
complete system not only gets 
customers operational faster, but 
it also helps them maximize the 
output of the system sooner.
 This is why the larger, most 
successful commercial 3D printer 
resellers always quote a complete 
solution. In fact, some don’t even 
offer the customer the option of 
eliminating items off the quote. 
Their message to the customer is 
straightforward: “This is the solu-
tion that we believe will work best 
for you, and we cannot guarantee 
your satisfaction with anything 
less.”
 Of course, there are trade-offs 
to the advantages of the solutions 
approach, primarily the invest-
ment in inventory, training, staff, 
and possibly larger office space. 
Expect to spend at least $100,000 
to have adequate inventory and 
demo systems on hand. You will 
also need to bring yourself and 
your team up to speed on the tech-
nology and applications for the 
verticals you sell into. Expect to 
add specialists to your staff, par-
ticularly in sales and support. And 
not only can the systems you will 
be selling be quite large, they also 
could have facilities requirements 
such as ventilation or clean areas. 
That could mean acquiring more 
square footage for your business.
 Let’s look at the components 

that make up a turn-key 3D print-
ing solution. Every application 
will have its own mix of these 
components.

Software
Engineers and designers typically 
use CAD packages to create digi-
tal models of objects for printing. 
They typically need additional 
software to optimize and prepare 
digital files for the 3D printer. 
Customers that already have an 
engineering or design department 
will already have software to mod-
el 3D objects. Well-known brands 
in the 3D modeling space include 
AutoCAD, Solidworks, ZBrush, 
and Rhino3D. Most commercial 
3D software vendors have reseller 
programs. 
 Three other types of software 
come into play once a model has 
been created:
•  Slicing, which takes a 3D model 

and translates it to individual 
layers that are then sent to the 
printer;

•  Support structure, which gen-
erates code that the printer uses 
to create a support structure for 
the object being created; and

•  Optimization and printing, 
which analyzes the code for the 
model being sent to the printer 
to make sure it is rendered as 
efficiently as possible. 

 The leading vendors of mod-
eling software are slowly incorpo-
rating the above functionality into 
their products. For now, you might 
need to help your customers find 
the right set of software tools for 
their applications.

Scanners
Scanners are not necessary for 
applications where objects are al-

Michael Nadeau
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ways being created from scratch. However, 
if the 3D printers are being used to create 
replacement parts or variations of existing 
objects, a scanner is a necessity. Commer-
cial-grade 3D scanners are available from 
Laser Design [www.laserdesign.com] and 
Fuel3D [www.fuel-3d.com], among others.

Post-Processing 
Tools and 
Equipment
It’s a common miscon-
ception that 3D-printed 
objects come out of the 
printer ready to use. The 
reality is that, espe-
cially for commercial 
applications, they can 
require considerable 
post-processing before 
they are ready to use. 
For example, most print 
jobs require temporary 
support structures to pre-
vent the effects of gravity from damaging 
the object as it’s being built. Depending 
on the size and complexity of the support 
structure, it could take hours to remove by 
hand.
 Support structures are typically made 
from a different material that’s less expen-
sive and easy to remove. Some are water 
soluble, which requires a bath for removal. 
Support material used with Fused Depo-
sition Modeling (FDM) printers typically 
requires a solvent such as sodium hydrox-
ide.
 Objects made from liquid photopoly-
mers or powders often have unsolidified 
material that needs to be removed. This is 
typically done in water or a bath using sol-
vents such as isopropyl alcohol or sodium 
hydroxide. For printing with powder, com-
pressed air and vacuums come in handy. 
 The finish of a printed object might 
need work before it meets requirements. 
This might require handwork such as 
sanding, bead blasting, heating in an oven, 
or use of specialized equipment depending 
on the materials used and application. The 
application might require polishing or 
painting, for which tools and equipment 
are available. Finishing is most likely to 
be required for small production runs, part 
replacements, art or medical applications, 

or producing prototypes that need to ap-
proximate the look of the finished product.
 For customers who occasionally need 
to do finishing work on their prints, it 
makes more sense to steer them toward 
a finishing service provider. Repliform 
[www.repliforminc.com], for example, can 

put a wide range of finishes 
on almost any object made 
with any material—bead 
blasted, electroplating, 
brushed, buffed, and more.
  Equipment and tools for 
post-processing are rarely 
available from the OEM. 
You will have to establish 
relationships with the 
makers of industrial baths, 
vacuum products, and other 
equipment. It’s probably 
not necessary to keep these 
items in inventory, but you 
do need to know enough 
about the products to match 

them to your customers’ applications.
 Vendors like Almco [www.almco.com] 
produce equipment specifically for 3D 
printing. For example, it recently intro-
duced its RCWB-36E system to remove 
support material from FDM-made prints 
in a fraction of the time to do so by hand. 
In other cases, equipment made for other 
industrial purposes are perfectly adequate 
for 3D printing. This includes vacuums 
from Ruwac [www.ruwac.com], some of 
which are appropriate for 3D applications 
to safely remove powders that have explo-
sive properties.

Facilities
A dirty little secret of 3D printing is that 
it’s a smelly and messy process. Depend-
ing on the materials being used, it can even 
be toxic or, as noted above, dangerous. As 
a reseller, you need to be aware of the ma-
terials and the volumes being used in your 
customers’ applications so you can make 
intelligent recommendations for how they 
set up their 3D printing facilities.
 The main concerns are ventilation, cli-
mate control, and volatility of the materi-
als being used. Even if the materials being 
used are not toxic, the customer does not 
want to expose its employees to the odors 
the printing process produces. Ideally, 
commercial 3D printing setups should be 

in an enclosed, properly ventilated area.
 Many 3D printing technologies and 
materials are sensitive to temperature. If 
you can’t keep the room temperature with-
in a certain range, the equipment might 
have trouble keeping the materials at the 
proper temperature. This could result in 
failed builds.
 Some metal powders such as aluminum 
or certain forms of titanium have explo-
sive properties under specific conditions. 

The facilities need to be designed to limit 
dust and, consequently, risk.
 Most resellers aren’t in a position to 
build proper facilities for their customers, 
but they should be prepared to make rec-
ommendations that help ensure success. 
It might also be a good idea to build rela-
tionships with local contractors to whom 
you can refer your customers.
 What I’ve described sounds like a lot 
of research and investment for the reseller, 
and it is. The pay-off is in getting a bigger 
initial sale, more consumables revenue 
from higher production rates, and repeat 
business from happy customers. ✦

The Surveyor ZS-Series scanner from 
Laser Design

The Almco RCWB-36E

The Ruwac NA-35 series industrial vacuum
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Business Profile

Data Driven: PrintFleet Continues 
to Provide the Channel with Accurate 
Data to Make the Right Decisions 

In a document imaging 
industry that’s become 
increasingly data driven, you 

can’t underestimate the impact 
of having accurate and detailed 
data at one’s fingertips. When it 
comes to sources of accurate and 
detailed data within the docu-
ment imaging space, one of the 
first players that come to mind is 
PrintFleet.
 This is a company that un-
derstands the true value of data. 
As the PrintFleet Website states, 
“Data-driven automation is 
making things faster, better, less 
expensive and more efficient.”
 Indeed, and nobody under-
stands that better than PrintFleet, 
a company responsible for man-
aging more than 5 billion pages 
monthly worldwide. 

Background Story
Originally founded in 2003 by 
Brian Cosgrove, the owner of 
Multi-Laser, a remanufactured 
toner company, PrintFleet was 
incorporated as a standalone 

business in 2005. 
Throughout its histo-
ry, the company has 
been focused on its 
mission of providing 
timely, reliable data 
to enable automation 
of processes and 
high-value applica-
tions for the global 
imaging industry. 
 From the 
outset, Cosgrove, 
who now serves as 
chairman, recog-
nized the value of 

identifying which toners were in 
demand and went about hiring 
a team of developers to design 

a software system to capture, 
analyze, and report on key device 
metrics from networked printers 
and multifunction devices. From 
that simple concept, Cosgrove 
and his team shaped PrintFleet 
into a company that specializes 
in the development of data-driv-
en device management and 
assessment software solutions as 
well as training, business devel-
opment and support programs for 
dealers, distributors and manu-
facturers in the imaging industry.
 An industry trailblazer, 
PrintFleet was the first to offer a 
rapid assessment tool, a com-
prehensive dealer hosted remote 
print monitoring application, and 
various professional develop-
ment and training programs, all 
of which have propelled it into 
the upper echelon of the print 
management industry. 
 Today, PrintFleet’s family 
of print management software 
solutions ranges from simple 
rapid assessment to advanced, 
independently hosted device 
management. Its software, along 
with its sales, marketing and 
technical support programs help 
dealers forge stronger customer 
relationships.

Something for Everybody
“At the heart of PrintFleet’s offer-
ings is its DCA (Data Collection 
Agent) which collects the data that 
powers PrintFleet systems as well 
as our partner systems,” explains 
Chris McFarlane, CEO. “Often 
people know that they use our 
DCA, but they don’t know that the 
entire MPS program they are on is 
fully powered by PrintFleet.  This 
is because we were and (are still 
often) white labeling.”  

 A prime benefit of partnering 
with PrintFleet is that the compa-
ny is truly agnostic.  
 “We will work with all 
manufacturers, any distributor, 
or service provider in our space, 
resulting in a lot of devices, 
countless environments, and 
unlimited ways in which to col-
lect, distribute and display data,” 
states McFarlane. 
 That agnosticism has been 
an advantage not only to the 
OEMs but also for the various 
channels that rely on PrintFleet. 
The company manages data in a 
manner that ensures only parties 
contractually authorized to view 
information are empowered to 
do so.  In this regard, the dealer’s 
critical customer information is 
not shared inappropriately with 
OEMs or distributors, something 
that’s extremely important for the 
dealer channel.  

An Ounce of Prevention
PrintFleet allows dealers to 
develop proactive supplies and 
service programs via status alerts 
based on event and occurrence 
thresholds, triggers, standard and 
vendor error codes as well as 
LCD screen text. This alert func-
tionality allows visibility into 
performance issues and device 
status before problems arise and 
impact end user experience.
 The software can generate 
a single alert to notify dealers 
when an event begins and ends, 
allowing for better management 
of the customer print environ-
ment.Dealers also have the 
option of being notified when 
selected alert conditions occur 
multiple times over a specified 
time period. These occurrence 

Chris McFarlane, CEO PrintFleet

continued on page 36
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thresholds can eliminate the need to send 
a technician to a client for trivial issues 
such as paper jams and allow technicians 
to be dispatched only when problem 
thresholds are met.
 Dealers also appreciate how PrintFleet 
offers several views of device data, al-
lowing them to see the information they 
want and how they want to see it. Views 
include:
• Technical View – This provides basic 

information about devices, includ-
ing the name, supplies status, device 
status, yesterday meter count, serial 
number, IP address, location, and last 
active date.

• Supplies Order View – This displays 
supplies-related information, including 
toner levels or status. Supplies can also be 
ordered from the Supplies Order View.

• Alerts View – This displays the cus-
tomer name, number of devices that 
have recent alerts, and a link to view 
alert details for each device.

• Maps View –  This allows for the up-
loading of images of office floor plans 
that can then be used to place images 
of printing devices, computing devic-
es, people, and other miscellaneous 
items. PrintFleet automatically updates 
the status of the devices, allowing the 
dealer to quickly identify and locate 
devices requiring attention.

 The end result of implementing a 
proactive data-driven service such as 
PrintFleet is increased device uptime, 

reduced inventory of parts/consumables, 
improved first call resolution rates, and a 
better end user experience.

The PrintFleet Difference
When asked how PrintFleet differentiates 
itself from competitors, McFarlane hones 
in on data collection, accuracy, and 
support. He reports that when PrintFleet 
is tested side by side against the major 
players, it stands out from the pack. And 
the program is destined to get even better 
in the near future.
 “We’re coming out with more infor-
mation about our data accuracy because 
it is a point of difference,” states McFar-
lane. “We’ve been working closely on 
algorithms with the manufacturers, dis-
tributors, and others to put those catalogs 
of understanding together so we can help 
streamline what the information really 
means.”
 Ultimately it all comes down to the 
accuracy of the data.
 Let’s not forget ease of use as another 
reason why dealers, resellers, OEMs, and 
distributors choose PrintFleet.
 “We take the technical complexity 
out of it with both our Vision and LINK 
solutions,” states McFarlane. “With our 
LINK Supplies Fulfillment, once you 
have a device set up, in terms of ordering 
toner, you don’t have to do anything; it 
will order its own toner. The setup is lit-
erally three steps, including installing the 
DCA. The DCA is now much easier to 
manage and can be done remotely, and in 

some cases we do that for you depending 
on the program. A dealer can simply in-
put the ship to information and have the 
toner delivered automatically. That’s how 
simple we want it to be and that’s what 
we’re continuing to do.”

In Good Company
As the number of pages managed by 
PrintFleet has grown exponentially over 
the years, perhaps the most notable dif-
ference between the PrintFleet of today 
and the PrintFleet of 2003 is the size of 
its global footprint as well as its ever ex-
panding relationships with major OEMs 
and distributors.
 Indeed, you can often judge the quality 
of an organization by the company it 
keeps and PrintFleet is in good company. 
Among the OEMs that PrintFleet has 
partnered with over the years are Canon, 
Epson, Konica Minolta, Kyocera, Memjet, 
HP, Océ, OKI, Ricoh, Samsung, and 
Xerox—a veritable Who’s Who of OEMs. 
 Working directly with the various 
OEMs ensures that PrintFleet maintains 
leading-edge technology and the largest 
model database in the industry. The com-
pany’s extensive database encompasses 
more than 22,000 device models.
 PrintFleet has strong relationships 
with some of the document imaging 
industry’s most prominent distributors 
and service providers as well, including 
LMI, Synnex, Parts Now, SP Richards, 
VOW/Vasant, Greenman, GreatAmerica 
Financial Services, Supplies Network, 
and Clover Imaging Group. A new North 
American relationship with Katun kicks 
off in 2016. 
 This worldwide network of distri-
bution partners is an essential resource 
for dealers looking to take advantage of 
state-of-the-art automated business pro-
cesses and outsourced MPS programs. 
 Distributors select PrintFleet for a 
variety of reasons, including: 
• Industry leading reliability and product 

support
• Easy access to device data to enrich a 

managed solutions portfolio
• Predictable order flow and reduced 

inventory
• Support for transition from transaction-

al to contractual business models
• The ability to leverage the PrintFleet 

brand and its extensive customer base
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Caring for the Customer  
It’s virtually impossible to market software without a strong sup-
port organization and that’s another PrintFleet strength. 
 “We offer the best data and support for a reasonable price,” 
states McFarlane. 
 When a dealer becomes part of PrintFleet’s customer network 
they become part of a community dedicated to their success. 
They can then count on access to a cross-functional support team 
that provides top-notch technical, marketing, product develop-
ment, and sales resources.
 Program support is another important element of the Print-
Fleet support equation and dealers can rely on a designated Cus-
tomer Experience Representative who will work with them in the 
early stages of their program and will continue to help them for 
the life of their program. These Customer Experience Represen-
tatives are the dealer’s first point of contact at PrintFleet and are 
instrumental in helping the dealer integrate the technology and 
business processes required to ensure their success.

Changing with the Industry and its Customers
As an industry leader it’s imperative for PrintFleet to stay on top 
of the latest document imaging industry trends while continuing 
to enhance its products to meet changing user requirements. 
 “The software industry has changed to the ‘as-a-service’ 
model and we have ensured our solutions work in the ‘as-a-ser-
vice’ world, and we will continue to expand this model with our 
LINK and Vision solutions and others that will enable partners 
to use device data for exactly what they need,” says McFarlane.

 He adds that PrintFleet remains focused on getting peo-
ple the data that they want and only what they want. “Some 
customers only want meter reads, and in the future that’s 
something they’ll be able to get without everything else,” notes 
McFarlane. 

What’s Next?
One can’t expect an industry leader such as PrintFleet to 
remain complacent, so there’s plenty more to come.  In early 
2016 expect to see more LINK partners added to its network 
of distributors and service providers as well as an increase in 
remote management of DCAs, including an embedded DCA 
for Samsung XOA devices. The company also has its sights set 
on continued global expansion.  At this point about 45 percent 
of the company’s business is outside North America.  

Connecting with PrintFleet
There are still plenty of opportunities for dealers to connect 
with PrintFleet and the company makes this very easy.
 “In terms of us being agnostic, you don’t have to leave your 
current provider—if you want automated toner or supplies 
fulfillment through one partner but use another system, all we 
need to do is install a DCA,” says McFarlane. “You don’t have 
to change your entire program; it can be really simple. We want 
to work with everyone in terms of dealers, resellers, distribu-
tors, and our partners’ ERP solutions; we want to be agnostic 
across the board.”
 That’s a strategy that’s been working for PrintFleet for a long 
time and with the company still on an upward trajectory there’s 
no reason to change now. ✦
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If you’re going to work an 80-
hour work week like Dawn 
Abbuhl, president of Re-

peat Business Systems, the end 
result had better be a successful 
business. Based on its 28-year 
history and how it’s doing this 

year, it’s safe 
to say, Repeat 
Business Sys-
tems is indeed 
a successful 
business.  
 The locally 
owned and 
operated deal-
ership, founded 
by Dawn and 
her husband 
John, has been 
servicing the 
Albany, New 
York region 
since 1987. A 
Ricoh autho-
rized dealer, 
Repeat Busi-
ness Sys-

tems offers sales, service, and 
supplies for a wide variety of 
office technology as well as IT 
services, workflow analysis, and 
consultation. With a broad mix 
of products and an emphasis on 
services and software, Repeat 
is following the game plan for 
a successful 21st century office 
technology dealership.
 Dawn’s introduction to the 
office technology industry dates 
back to the 1980’s when she was 
dating John, who at the time was 
just out of college and working 
for a copier dealership. Dawn 
was a teacher working with chil-
dren with special needs then and 

when she’d finish work she’d go 
to John’s office and help him out. 
That’s how she discovered one 
could make good money in this 
business just by working hard 
and doing the right thing. 
 Even though John was doing 
well at the copier dealership his 
dream was to start his own busi-
ness. After he and Dawn married, 
that’s exactly what happened…
with Dawn’s help. Soon after she 
began her summer break from 
teaching, she told John she’d find 
a manufacturer and they’d start a 
business together. She ended up 
calling just about everyone be-
fore finally convincing Sharp to 
take a chance through her sheer 
enthusiasm.
 There was just one little 
complication that had to be 
overcome before they could open 
their doors. Dawn and John were 
living in Connecticut at the time, 
but had been authorized to sell 
Sharp fax machines in Albany. 
That meant the fledgling compa-
ny had no office and no address, 
along with no bank account, no 
business plan, and no training. It 
was the perfect recipe on how not 
to start a business. Undaunted, 
Dawn’s enthusiasm helped her 
and John secure their first loan, 
quite an accomplishment since 
their only collateral was Dawn’s 
aging Toyota Tercel. 
 Nearly 28 years later Dawn 
is the president and face of 
Repeat, completely and solely 
responsible for the dealership’s 
day-to-day operations while John 
focuses on strategic and long-
term planning.  
 Dawn also maintains a high 

profile in the document imaging 
industry where she’s an active 
member of the dealer community 
and the incoming President of 
CDA (Copier Dealers Associa-
tion).  She sits on 15 boards and 
committees, including Ricoh’s 
National Dealer Council and the 
Chamber of Commerce where 
she is the President of the Foun-
dation Board. Through Repeat 
she has made donations to over 
100 organizations last year alone. 
In addition, Repeat was award-
ed “Best Places to Work” four 
times in the last two years by two 
different regional publications, 
another example of how Dawn 
remains committed to doing the 
right thing. One thing she is most 
proud of is mentoring men and 
women in the community who 
have new businesses or business 
challenges.

What do you like best about 
this business other than being 
rewarded for working hard?
ABBUHL: I see people get 
married, have kids, buy houses; 
I’ve gone through the life cycle 
of so many of my staff. We have 
low turnover and I get to see 
people changing in their lives, 
and it’s just been amazing. As I 
thought more about this ques-
tion, I realized that business is 
all about relationships and I feel 
so lucky to have developed such 
close relationships with so many 
in the community.  We have had 
many of the same customers for 
over 20 years!
 The other thing is we can 
always do the right thing. When 
John worked for this other 
company, he didn’t have a lot of 

Undaunted: A Conversation with 
Repeat Business Systems President 
Dawn Abbuhl  

continued on page 42

Dawn Abbuhl, President of Repeat Business 
Systems
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recourse. Here, if we make a mistake we can fix it on a dime. 
Here’s a great example, this gentleman from a church called 
and needed help with some scanning/IT issues, we gave him 
a quote that it would be X amount per hour and he said, “We 
don’t have any money and we need to get our bulletin out.” We 
just went over there and did it.
 My whole team knows they’re authorized to do any nice 
thing even though sometimes we take it a little too far. I was 
on vacation a few years back and one of our competitors called 
up and wanted a copy machine because they couldn’t get one 
because of credit issues or whatever and the customer was 
going to cancel the deal. My VP said, “What would Dawn want 
me to do; I’m sure she’d want me to get him a copy machine.” 
Truthfully, maybe I would have, maybe I wouldn’t have.   
 But I always feel good every day about doing the right thing 
and nobody can tell me you can’t do that because it costs too 
much money.

What task associated with your job do you least like to do?
ABBUHL: I hate letting people go. Nobody likes it for sure. 
It’s usually for an incredibly good reason, but no matter what 

it’s tough. Other than that, I’ll clean the toilets, go on calls, I’ll 
do anything. 

How’s business been this year?
ABBUHL: We’ve had a fantastic year and are hitting our goals 
every single month. Usually you have a lot of great months and 
a couple that aren’t so good. Our fiscal ends Sept. 30, so we’re 
just about there and if we have two more great months we’ll 
have hit our goals for [12 straight months]. 

What product segments are doing well for you?
ABBUHL: We’re selling a lot more production and a lot more 
solutions for document imaging and back-file conversion. 

What are you doing right with the solutions?
ABBUHL: We started early selling solutions, which is great 
and challenging at the same time. It was torture to not see 
the financials pay off in the solutions arena [at first], but like 
anything, you hang on and your expertise and credibility rises. 
It took a few years for us to get the solutions moving, but this 
year it finally clicked.
 I also have a great team. If you ever come to Albany, every 
single person you meet is someone I would hire again in a 
heartbeat. Every time somebody moves away we always try to 
find somebody that’s one notch better, but I don’t think I could 
do any better right now. 

How does your dealership narrow down the solutions it’s 
going to focus on, considering there are so many to choose 
from?
ABBUHL: We rely on our own CTO (Chief Technology Offi-
cer). I also rely on this individual at Ricoh. I’ll ask him, “What 
do you think of it? What do other people think of it?” Ricoh 
doesn’t have a ton of turnover on that level and we’ve had the 
same people supporting us and our solutions for 10 years. He 
knows my company, knows me, and I trust him. If my CTO 
likes it, he likes it, and I have customers that I’ve had for 20+ 
years and I’ll ask them to give me their opinion, and if it makes 
sense to me, then I jump in. 

Over the years you’ve represented a number of different lines 
(Konica Minolta, Sharp, Ricoh, Samsung, Kyocera, Toshiba), 
sometimes as a result of acquisitions, now you just represent 
Ricoh. Why is that a good fit for Repeat?
ABBUHL: Ricoh has a full line, there’s nothing that anybody 
else has that Ricoh doesn’t. And they invest a lot of money into 
R&D so they’re always one step ahead of everybody else. 
 We just had a gentleman come from Ricoh Japan who was 
beta testing one of their new display panels with our customers. 
It’s like a smart phone display. Everybody who saw it loved it. 
Nobody is doing anything like that I know of. 
 I’m on the National Ricoh Dealer Council and I’ve seen 
things that they’re looking at for five or six years out and it’s 
just stunning. That’s what I like about Ricoh. And I love the top 
level team; Jim Coriddi is phenomenal and that makes a huge 
difference.
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You’re doing well with IT Services and are deeply involved 
with Ricoh’s CHAMPS program, how’s that portion of your 
business doing?
ABBUHL: We’ve had an IT department for nine years now 
and IT revenue is 24 percent of our company’s budget. We’re 
definitely expanding on that in 2016.

I have to ask this, what’s it like being one of the few women 
in a male-dominated industry running a dealership? Is that 
something you even think about?
ABBUHL: I used to notice it more. Ricoh will sometimes send 
things to John’s attention, but he doesn’t touch mail, open mail, 
anything. Whatever it is that they’re sending should go to me. If 
they give me a pass code it’s usually with his name. I just laugh 
about it. 
 In general everybody’s different; I know I manage a little 
differently and there’s advantages and disadvantages to it.  I try 
to be cognizant of my style and use it to get the best out of my 
team. For instance, I think women often read people better so 
I am in touch with people’s moods.  This allows me to address 
an issue brewing sometimes before a person realizes it has been 
bothering them. I don’t really think about being female in busi-
ness often except occasionally when I’m at a meeting like the 
CDA group where 95 percent of the group is made up of men. 
Here’s a great example, that organization has been around for 
30 years and I’m the first female president; it’s kind of crazy 
but I guess with that percentage it also makes sense too.
 Any technology meeting I’m usually one of two or three 
females, or it’s just me alone. It’s hard not to notice but I’m 
also completely comfortable. A long time ago someone told 
me, “You don’t know it’s a problem because you don’t know if 
people are doing things differently or acting differently [around 
you].” As far as I can tell everybody treats me like everybody 
else.  I guess ignorance is bliss.

What’s the secret to successfully working with a spouse; I 
can’t imagine it’s easy being around someone 24/7? 
ABBUHL: John’s a long-range planner, the financial planner, 
he sees the big picture; he works in the office half the time 
and remotely half the time. He isn’t involved in the day to day 
operations. The only time we’ve had glitches is when our roles 
get too close, so we have to make sure those roles are really 

defined. Now that they’re defined, we don’t get in each other’s 
way.
 He’s a total genius business wise. He watches the bench-
marks and can tell you how many light bulbs we should have in 
the office. He’s great at that while I would kill myself if I had 
to look at it all day long. I’m more comfortable with actionable 
work so our system works really well. 

When you’re on vacation together do you have to make a 
conscious effort not to talk about business?
ABBUHL: If something is important we’re going to talk 
about it. 

What do you do for fun when not working?
ABBUHL: I love to body surf, and I take salsa and hip hop 
dance lessons, and I do all kinds of yoga. I work out a lot, but 
try to mix it up. I also have two boys, 21 and 24 and love to 
climb mountains and fly fish with them. 
 I’m also a child psychologist. I work about 80 hours a week 
and about 10 of those hours are working as a child psycholo-
gist. I love that too.  

A few fun questions, what’s the last book you read that you 
really enjoyed?
ABBUHL: I read every night before going to sleep. My hus-
band reads business books. I don’t except when he gets really 
excited about one and encourages me to. Sometimes he reads 
a book that’s relevant. The last book I read was Searching for 
Paradise by Thurston Clarke about this man who went to 100 
different islands all around the world and lived on each of 
them.  

What’s the one saying or expression that drives you crazy?
ABBUHL: We get contacted a lot by companies interested in 
acquisitions. In this industry if you’re over $10 million and you 
make 10 percent or more operating income, you’re a target for 
acquisitions. One of the things I hear a lot is, “Open up your 
kimono,” meaning they want you to be transparent to them. 

If you had to give everything up and start over again, what 
career might you choose instead?
ABBUHL: Child psychology. I’d put in more hours than I do now. 

What can we expect from Repeat Business Systems in 2016?
ABBUHL: Growth. We have a bunch of new hires on the 
docket—a new person just started in September and another 
shortly after that. Now that our systems are coordinated and as 
high tech as we could possibly imagine, it’s a great opportunity 
to bring people in and scale for where we are expecting a lot of 
sales growth next year. ✦
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“In our company the sales 
guys have all the fun and 
make the big money,” 

someone said at a dealer onsite 
training event. After the training 
was over, I went in and asked 
the meaning of his comment 
and he said again, “They [the 
sales guys] have all the fun and 
make a lot of money and we, 
making way less, do all the work 
and drive the drudgery bus!” 
After hearing those comments, 
I clearly realized that there were 
two very important strategic 
issues requiring resolution. The 
first one circled around how Sr. 
Management in any company 
would have to manage morale 
and momentum in an environ-
ment where some employees DO 
make significantly more income 
than others. The second topic and 
one more interesting to me was, 
was there a connection between 
FUN and SUCCESS?
 Does a fun sales environment 
ensure success? What defines 
fun in the sales department? I 
asked this question in a survey 
and one of the most popular 
answers included the phrase, “A 
place where happiness prevails.” 
Everyone can remember (hope-
fully) someone they’ve worked 
with who was always happy, no 
matter what the situation, they 
smiled through it all. Happiness 
is a personal choice; it’s birthed 
from inside the individual and 
has so many points of origin. 
Happiness can be a result of how 
someone was raised, their faith or 
simply their choice to view life 
in the most positive and cheerful 
way. It can be contagious, but 

it’s not an attribute you can force 
into others. Happy people are a 
pleasure to be around and often 
do extremely well regardless 
of where they work. But being 
happy is not really what we’re 
talking about. A fun environment 
might cause happiness to prevail, 
but an individual’s happiness, 
even in a leadership position, 
doesn’t guarantee a fun envi-
ronment and a successful sales 
result. Don’t you wish everyone 
had a happiness meter on their 
forehead, what a great manage-
ment tool that would be? But 
still, there’s the question; does 
fun drive success? 
 In order to get to the answer, 
you have to compare enough 
sales reps that ARE successful 
and working in a FUN envi-
ronment with those who aren’t. 
Simple right? Not so fast! Even 
though many people who are not 
in sales assume the sales reps 
have all the fun and make the big 
bucks, you can find way more 
sales reps that haven’t made a 
dime and wouldn’t call their job 
fun at all. So is making lots of 
money what makes a job fun 
or is it that those who make a 
lot of money can afford to have 
fun? Does making money have 
anything to do with it at all?
 What I am sure of is if a 
dealer has defined their business 
objectives, market strategy and 
go-to-market execution plans, 
they stand the best chance of 
launching a fun, successful 
environment. It’s mostly because 
they’ve thought through every-
thing and because they have, 
it’s reasonable to believe they’ll 

win more business, lose less and 
drive a consistently successful 
result. But does winning more 
and all of that planning make it 
FUN?
 I asked a group of dealers if 
creating a fun sales environment 
was one of their top priorities; 
each answered in their own way 
but if I were to combine and 
summarize their answers, this 
is what I heard: having a fun 
sales organization is certainly 
welcomed, but the dealer’s fun 
comes from consistent sales 
results and a growing company. 
Talk about compounding the 
issue. So, above we learned that 
just being happy can’t create or 
guarantee a fun sales environ-
ment, but also that a fun envi-
ronment is completely different 
based on whom you ask. So my 
quest continued; do sales teams 
who have fun deliver better sales 
results?
 Having worked with hundreds 
of dealers, I want to say upfront, 
it’s very rare to find consistent 
sales results anywhere, much less 
results from a team that delivers 
in a fun environment. But occa-
sionally, you’ll find a dealer who 
has tapped into the secret recipe 
for generating not only excellent 
sales results but has created it in 
a fun work place. This combina-
tion seems to generate perpetual 
positive momentum. There seems 
to be a mutual respect between 
the dealer and their sales reps.
 So how were these compa-
nies different? What I found 
wasn’t that amazing; however, 
the results were. Where most 
dealerships struggle with up 

Fun and Success: Is It Possible?
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continued on page 48
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Fun and Success: Is It Possible?
and down sales results and the revolving 
door, these select few dealers’ secret 
recipe produced consistent and success-
ful sales results while creating a fun and 
energetic sales team. The secret recipe 
was simple; every day the dealer would 
completely engage in the success of each 
sales team member. Although the dealer 
didn’t interfere with the Sales Manager’s 
role, they were available to empower and 
push every deal to a win. This drove such 
appreciation throughout the team that it 
nurtured a mutual respect and work ethic 
that few dealers encounter. Every dealer 
wants to win business, but these dealers 
took on a daily quest to make another 
win happen for their reps. Tell me that 
wouldn’t be FUN!
 If I’ve heard this once, I’ve heard it 
a million times, “The sales reps know 
what they need to do, if they can’t get the 
results we need, we’ll just replace them 
and find someone who can!” The facts 
are, they don’t know what they need to 
do and without the proper leadership 

and training, chances are they’ll fail and 
you’ll have wasted thousands of payroll 
dollars for nothing.
 I really see this top down pressure and 
distant management style as the problem. 
Larger dealerships and direct sales orga-
nizations justify their lack of engagement 
by claiming they simply don’t have the 
time and bandwidth to be that involved in 
the lower level’s day-to-day. My question 
is; what is their responsibility for leading 
their team? With a building filled with 
support personnel and reporting automa-
tion, what are they doing and how many 
meetings is enough? I receive emails 
continually from their sales reps voic-
ing frustration about their disconnected 
management and the constant communi-
cation that each is “expendable.” Imagine 
the growth and success possibilities if 
these company leaders would personally 
commit to the success of each of their 
sales reps.
 Truth be told, some dealers and man-
agement have reached a level of comfort 

and are no longer interested in getting 
in the game and off the bench. In some 
of my engagements the hardest thing I 
have to change is the dealer themselves 
and getting them to step back on the 
field. The few dealers I mentioned above 
that have mastered this success model, 
I believe, have properly identified their 
role and purpose for driving success and 
understand completely what success 
management is. I can’t think of anything 
that would have a greater impact on their 
company’s success. So put your helmet 
back on, huddle up and call the play and 
win! Your team will never forget it. ✦
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Ever since it was founded 
in 1989, DocuSense in 
West Chester, PA has been 

growing, expanding, and winning 
over new customers thanks to a 
commitment to providing superior 
service. As anyone who follows 
the comings and goings of the of-
fice technology dealer community 
clearly knows, superior service is 
something that everybody claims 
to offer, or at least strives for, 
but not everyone truly delivers, 
or delivers it in the same way. 
However, DocuSense delivers and 
that service excellence has been 
recognized with a BEI Services/
ENX Magazine Office Technol-
ogy Service Excellence Award in 
the Diamond category for 2015. 
 It’s only been a year and a half 
since DocuSense first implement-
ed BEI, but the tools they now 
have at their disposal along with 
their previous service track record 
has propelled them as high as #4 
in the nation in Office Technology 
Service Excellence Award (OTS-
EA) rankings, an impressive feat. 
 Let’s review the numbers in a 
few key categories that illustrate 
how well DocuSense is doing. 
Hold for Parts runs between 10-
12 percent, Call Backs consis-
tently range from 25-28 percent, 
and First Call Effectiveness (FCE) 
ranges between 60-64 percent. 

Any way you 
break those out, 
those are notable 
numbers.  

Meet 
DocuSense
DocuSense is a 
certified Woman 
Owned Business, 
and a member 
of the Wom-
en’s Business 

Enterprise National Council. 
What started as a three-person 
local operation has grown into 
a dealership of 15 employees 
with a variety of national service 
partners. 
 DocuSense covers a wide 
swath of geography from its 
West Chester headquarters, as far 
north as Princeton, NJ, south to 
Delaware, and East to the Jersey 
Shore as well as the outskirts of 
Harrisburg, PA. Its client base in-
cludes Fortune 1000 corporations 
as well as small to medium size 
businesses.  
 In 2002 DocuSense became 
a GSA Contractor and a Xerox 
Peak Elite reseller. It has main-
tained this status every year since. 
One trait that helps DocuSense 
stand out in a competitive mar-
ketplace is its pioneering efforts 
in providing customers with fleet 
management solutions. Before 
fleet management was a buzz 
word, there was DocuSense pav-
ing the way.

It’s Simple, It’s Service
It’s no surprise that DocuSense 
co-owner Bob Melso identifies 
service as the primary reason 
customers choose DocuSense 
over other options. Considering 
the wide geographic territory that 
DocuSense operates in, there’s 
heavy competition.
 A proactive approach to 
service ensures that customers 
are well cared for. Virtually all 
customers are surveyed after each 
service call. The return rates for 
these surveys are respectable and 
often include valuable feedback 
for raising service to new levels.
 “For whatever reason they 
seem to like us,” says Melso. “We 
have a great team, a great service 
manager John Leotta, and five 

techs on the road all day long.”
 DocuSense techs are respon-
sible for about 4.5 million pages 
per month. 

Certifications Make a 
Difference
Although metrics are import-
ant for managing the techs and 
monitoring service performance, 
tech certifications are equally 
important for the dealership, its 
customers, as well as the techs 
themselves. Techs are assigned 
territories primarily by location 
and secondarily based on their 
certifications. 
 That’s something else that 
sets DocuSense apart from its 
competitors—the experience of 
its techs and the certifications 
they possess. Cumulatively, the 
dealership’s five techs have more 
than 100 years of service exper-
tise and are certified on a wide 
variety of equipment, including 
Xerox, Toshiba, HP, and Brother. 
 “There are a lot of certifi-
cations that have to happen to 
support [all this technology],” 
emphasizes Melso. “We use the 
tools from BEI to help us define 
those territories.”  
 DocuSense supports its techs 
financially with bonuses for every 
certification they earn, something 
Melso believes is unique in the 
industry.
 “We sit down with our techs 
quarterly, review their certifica-
tions, and for every certification 
they have they get a bump in their 
salary,” reports Melso. “That 
changes every quarter because 
some devices fall off the list 
and are no longer supported and 
new devices are added. They can 
directly influence their salary by 
increasing their certifications, so 
we never have to push too hard 

DocuSense Leverages a Team Approach 
to Customer ServiceO�ce Technology

Service Excellence Award
DIAMOND LEVEL

Service Excellence Diamond Award Winner

Bob Melso, Co-Owner, DocuSense
continued on page 52
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DocuSense Leverages a Team Approach
for them to get a certification.”

Back to BEI
Even though DocuSense had a dynamite 
service operation before BEI, now they’re 
even better. Melso recalls the original 
inspiration for giving it a try. 
 “We were looking for a way to measure 
our techs and provide them with feedback 
and John our service manager was asking 
‘Why can’t we incent them a little bit bet-
ter so they can see the fruits of their labor 
a little more?’”
 Working with their BEI rep, Docu-
Sense was presented with ideas for activ-
ity, FCE, and other areas that could raise 
service levels to even higher peaks. 
 “We use a simple method to measure 
our techs,” explains Melso. “If they meet 
certain thresholds they get a nice check.”
 The results of those metrics are shared 
with the techs every two months in face-
to-face meetings. 
 Did management have to show the 
techs the money before they saw the value 
in the metrics?
 Melso doesn’t think so; rather he says 
the techs saw the promise of having these 
new methods of measuring activity and 
performance immediately.
 “We basically measure their productive 
hours and their efficiency,” he says. “If 
they meet their thresholds on efficien-
cy—87 percent—they get a bonus. It’s all 
or nothing, they can’t fall underneath or 
they don’t get the bonus.”
 Despite covering different geographies, 
DocuSense’s techs take a team approach 
to service. To help promote teamwork 
DocuSense’s service manager measures 
the team as a whole on productive hours 

and efficiency. If they meet a threshold as 
a group, they’ll receive another bonus. 
 “Part of their bonus is their individual 
contribution and another part is how the 
team is performing,” states Melso.
 Improvements didn’t happen overnight 
and DocuSense management wasn’t 
expecting it to.  
 “You don’t go for the brass ring right 
away,” acknowledges Melso. “Every six 
months we raised it to where we thought it 
should be and 
they’ve been 
able to meet 
those goals. 
They were 
very respon-
sive. Where 
we’ve made 
the best strides 
is reducing 
the number 
of call backs 
and improving 
efficiency.” 
 Perhaps 
one of the 
best indicators of the quality service that 
DocuSense provides is its high customer 
retention rate. Customers simply don’t 
leave, and for those that do, it’s not 
unusual for them to find their way back 
once they realize this level of service isn’t 
always found anywhere else. 
 Melso is proud of what the service 
team has accomplished as well as the 
contributions of his sister Donna who was 
instrumental in introducing the dealer-
ship to BEI and helping manage the new 
system. 
 “I can’t say enough about her and all 

the guys’ hard work,” says Melso. 
“They’re very aware of the 
amount of productive hours they 
have to put in, but the system 
kind of runs itself. They know the 
system well and that minimizes 
my involvement and we’re able 
to focus on other portions of the 
business knowing the service 
department is running just fine.”
     What recommendation would 
Melso have for another dealer 
who might be looking to enhance 
their service operation?

 “Check out BEI,” he responds. “They 
provide us with metrics and a way of 
looking at the reporting in e-automate that 
enables us to go ahead and do this on our 
own.”

What’s next for DocuSense?
Besides wrapping up another good year, 
Melso says the dealership is planning to 
move into Managed Services and maybe 
even 3D printing. 
 “You have to be in this place now 

because with 
print gover-
nance and some 
of the other 
things coming 
down the road, 
software sales 
are going pretty 
well,” states 
Melso. “This 
is a mature 
industry. Unless 
you’re looking 
outside of print-
ers and associ-
ated software, 

you’re probably missing something.” 
 What DocuSense isn’t missing are the 
tools to provide its customers with the 
best service it possibly can. No matter 
how they branch out in the future, having 
the right tools at their disposal along with 
tenured, certified techs, how can it go 
wrong?
 That’s right, it can’t. ✦

DocuSense
West Chester, PA
Co-Owner: Donna Melso
Co-Owner: Bob Melso
Service Manager: John Leotta
Number of Service Techs: 5
Number of pages managed by its techs: 
4.5 million

Why DocuSense Achieves  
Service Excellence:
• Ranked as high as #4 in the nation  
 in the OTSEA rankings
• Hold for parts ranges between  
 10-12 percent
• Call backs consistently range from  
 25-28 percent
• FCE runs between 60-64 percent DocuSense Service Team Accepting Award

DocuSense Service Team (Donna and Robert Melso-front right)
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It is getting to be that time of 
year again. It’s the season that 
flies in with witches, goblins 

and the super heroes of Hal-
loween, slows to tryptophan-in-
duced lethargy on Thanksgiving 
Day, zooms into the tunes and 
thoughts of Christmas and leaves 
us watching a big ball drop 
and counting down minutes in 
Times Square as the pages of 
the calendar flip from 2015 to 
2016. It’s the time of year that 
we look at personal and profes-
sional objectives, set new goals, 
kick a few things to the curb that 
seemed important a year ago but 
based on our activities, clearly 
weren’t. And for those super 
special people, the ones that 
move the needle, the true Heroes 
of Commerce—the revenue 
generators—it’s the time of year 
that quotas, budgets and the 
like are being formalized in the 
minds of people as far removed 
from the customer as possible, 
the Finance Team! Just kidding, 
my bean counter friends. Sort of. 
Countless hours are spent poring 
over the past, gazing into the 
future, consulting crystal balls, 
hypothesizing, making crap up 
and arriving at the new revenue 
numbers corporately, for teams 
and for individuals.
 There are plenty of books and 

articles about sales fore-
casting and other 

dark arts so 
I will leave 
you to do 
your own re-
search there. 
But before 
you fire up 
the tried and 
true forecast/
quota model 

from the previous years, consider 
taking a step back and creating an 
overall Sales Strategy, Key #1 to 
opening the door of sales success 
in 2016.
 Strategy is defined by the 
Oxford Dictionary as, “A plan 
of action or policy designed to 
achieve a major or overall aim.” 
Strategy can be simple or far 
more elaborate but it always 
contains specific these compo-
nents: 1) Plan of action, which is 
designed to 2) Achieve a specific 
goal. And to this, I add my own 
third requirement, 3) Thorough 
awareness and understanding 
of 1 and 2 throughout the entire 
organization. Not just through-
out the sales team, ownership, 
boards, etc., but throughout the 
enterprise, from the loading dock 
to the executive suites. 
 Let’s look at each of the three 
steps to creating your best sales 
strategy ever. 

Step One: What is your major 
or overall sales aim? Define your 
sales goals. What are they? Per-
centage growth? Dollar growth? 
New products? New markets? 
Profit increase? What are the top 
sales goals that are S.M.A.R.T.? 
By this I mean Specific, Mea-
surable, Attainable, Realistic and 
Time-bound. If there is no set of 
specific sales goals, don’t waste 
your time working on the action 
plan because it just won’t matter. 
If you are looking for a great 
framework, consider creating 
goals in the following areas 
(quadrants of revenue): Existing 
Customers – Existing Products 
(EE), Existing Customers – New 
Products (EN), New Customers – 
Existing Products (NE), and New 
Customers – New Products (NN). 
By investing the time to put num-

bers to each of these quadrants, 
first by rep and then for the com-
pany, you will have a great view 
of what needs to be done in Step 
Two below. Sales reps should be 
encouraged (required) to com-
plete their quadrants of revenue 
and be prepared to defend/justify 
with sales management. Sales 
management, in turn, should help 
guide this exercise, offer their 
input and eventually take respon-
sibility for the numbers assigned. 

Step Two: Develop the top 
level plan of action based on 
the sales goals. Simple enough, 
right? Allow me to simplify it 
even further; “Our plan of action 
is to invest $X in sales compen-
sation, benefits, computers, soft-
ware, training, hiring, meetings, 
sales material, phones and other 
related expenses. This investment 
provides the necessary resources 
to fuel our activities of  face-to-
face meetings, travel, prepara-
tion, telephone calls, marketing 
administration expenses, etc. that 
will drive $X in revenue and $X 
in profits in each of the quadrants 
of revenue.” Now, admittedly, this 
is a very generic “Sales Strategy” 
but the majority of the times that 
I speak with business owners and 
leaders, they have not even done 
this. Common practices are to 
do some type of review and then 
grab a percentage increase num-
ber that “sounds good.” Don’t do 
that! There is no way that you can 
remain emotionally committed to 
a “just felt good number.” If you 
haven’t viewed the Simon Sinek’s 
TED talk about the importance of 
the “why before the what,” now 
would be a good time to do just 
that.  Review your goals above 
(quadrants of revenue) to direct 
your efforts in this stage. Using 

Two Keys to Sales Success in 2016
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Two Keys to Sale Success  
in 2016
those quadrants as guidance, you will be able to allocate and 
assign resources. At this point, you will find yourself incredibly 
hopeful or horribly depressed. None of us have access to unlim-
ited resources and the application of money or people in one area 
means they cannot be applied to another. Time to step back. Time 
to Review and Revise. Is the plan reasonable? I don’t mean is it 
simple or easy, but is it a plan that is reasonable? Given where you 
are, the resources you currently have, do you need to reallocate in 
the quadrants and therefore revise the total numbers up or down? 
Go back and watch Sinek’s talk again and make sure that this plan 
is still based on the “why.” Again, revise if necessary.

Step Three: Commit and Communicate. Then communicate 
some more. About the time you want to puke from sharing the 
strategy statement and the goals, that’s the signal you are reaching 
about 15% penetration. There is simply no way that you can over 
communicate this information. There is simply no way that you 
can over communicate this information. When you tire of telling 
it, do it again. There is simply no way…you get the point. Note 
to self: Hmmm, wonder if I am getting paid by the word. Better 
check on that as a new strategy seems to be evolving. Oh, sorry. 
Back to the point.  

Key #1 for sales success in 2016? Set the sales strategy! 

And Key #2? EXECUTE!  
Strategy isn’t worth much if there isn’t any execution. ✦
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In previous articles, we 
discussed valuations, buyer 
types, mistakes buyers and 

sellers make, and deal killers. 
Many themes permeate the M&A 
process, but one of the most 
misunderstood is Due Diligence. 
What exactly is “Due Diligence” 
as it pertains to deals? We hear the 
term all the time and have heard 
various definitions, including:
•  Due Diligence is the opportuni-

ty for Buyers to beat up Sellers 
on price, or;

• Due Diligence is the opportunity 
for lawyers and CPAs to kill 
deals, or;

• Due Diligence is the time for 
Sellers to come clean with the 
truth about their companies

 While the aforementioned 
definitions are all humorous, none 
are technically correct or accurate. 
According to Webster’s, “Due Dil-
igence is (1) the care a reasonable 
person exercises to avoid harm to 
other persons or their property, 
or (2) research and analysis of a 
company or organization done in 
preparation for a business transac-
tion.”
 In our world of M&A, both 
definitions apply. Most often, Due 
Diligence is the detailed process 
we go through once buyers and 
sellers have agreed upon trans-
action terms. But, Due Diligence 

is also the process where sellers 
need to exercise reasonable care 
not to hurt their shareholders or 
the acquirers of their businesses.
 As you may recall from my 
prior article on Biggest Deal Kill-
ers, the two top deal killers are: 
Time and Surprises. No one really 
like surprises, especially surprises 
uncovered during Due Diligence.
 Previously, we represented a 
seller who had a criminal re-
cord from his youth. He was the 
co-owner of a business which 
was growing rapidly. The buyer 
we found was very excited about 
the business and made a fabulous 
offer. Our clients were to stay and 
run the company for the acquir-
er. Unfortunately, during Due 
Diligence, the co-owner’s felony 
record came out in a background 
investigation ordered by the buyer. 
This “surprise” proved fatal to 
the deal. Sadly, the Buyer’s CEO 
said, “If we had known about the 
problem in advance, no issues. 
However, finding out how and 
when we did made it impossible 
for us to move forward.”
 Given the costs (financial and 
emotional) to buyers and sellers to 
close a deal, we strongly recom-
mend all of our selling clients 
go through a Pre-Market Due 
Diligence process…before they 
begin speaking with buyers or 
investors. We have identified four 
specific areas in which our clients 
can help themselves by ferreting 
out problems and surprises before 
they turn into deal killers. What 
are these four areas and some of 
the potential problem spots you 
should investigate?

FINANCIAL
•  Do you have audited or re-

viewed financial statements? 
Many buyers, especially those 
using “leverage” in the deal, 

may require you have some-
thing more than tax returns and 
internally prepared statements. 
Investing in an audit or review 
of your annual statement by 
your CPA is a very good invest-
ment.

•  Are your financial statements 
true, accurate and prepared 
according to GAAP? All sellers 
will be expected to represent 
their financial records as true 
and accurate. If you have 
problems or errors, clean them 
up now.

•  Do you have personal expenses 
you run through the business? 
If so, these should be identified 
and segregated.

CONTRACTS & 
INTELLECTUAL 
PROPERTY
• If you have contracts with key 

customers or key vendors, 
review the contracts to see if 
they are assignable. We have 
seen many deal closings delayed 
or even killed when vendors or 
customers were uncooperative 
regarding contract assignments. 
This is especially true in the of-
fice equipment industry since a 
significant portion of your value 
is based upon service contracts 
with customers.

• Do you have valid, current con-
tracts in place with your ven-
dors and customers? We have 
had several instances where our 
clients said they had a contract 
with a customer or vendor only 
to find out the contract had 
expired several years before. 
While a handshake may be 
good enough for you, it will not 
be good enough for the buyers 
and/or their legal advisors and 
lenders.

• Do you need any third party 
approvals to sell your business 

Do Your Diligence Before You Go To Market

Exit StrategyJim Zipursky

continued on page 60
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Do Your Diligence Before You Go To Market
and/or the assets? Most, if not all OEMs 
reserve the right to approve the sale of 
the dealerships and distributors. Review 
your contracts with your OEMs to deter-
mine how you need to work with them 
in the sale process. This is especially 
critical in the office equipment industry.

• Do you own any intellectual property? 
Think again if you said “no,” since you 
probably have registered your trade 
name and use a website. If you do use 
a trade name and it isn’t registered, you 
might have a problem. 

ASSETS
• Do you own motor vehicles or trailers? 

If so, do you know where the titles and 
registrations are kept? Are all titles in 
order? We recently closed a deal where 
we learned our client did not have prop-
er titles in place for its rolling stock.

• Do you lease your equipment? If so, 

and the buyer expects you to pay down 
the leases prior to closing, check to see 
how to pay off the leases. Several years 
ago, we had a closing delayed because 
our client had more than $2 million in 
lease obligations to one of the major 
automakers (the client had a fleet of 200 
service vehicles on lease). Unknown 
to us, the OEM’s finance arm would 
not accept a wire transfer and had to 
have a certified check four days prior to 
closing in order to pay off the leases.

• Do you own the property personally 
in which the business is located? If so, 
is your lease up to date and at market 
value? 

ENVIRONMENTAL
• If you are located in a stand-alone 

building, the buyer or its bank will 
require a Phase I environmental survey. 
Have you completed a Phase I recently? 

If not, it might help to order one now 
since environmental issues (most of 
which can be easily fixed) can delay or 
kill a deal.

 Of course, our Pre-Market Due 
Diligence list is much more encompass-
ing than what is presented here. But the 
picture should be clear: do your own 
Diligence so there are no surprises in the 
Due Diligence process.
 I am happy to answer any of your 
questions regarding this subject or any 
previous articles. In my next article, I’ll 
discuss the subject: Is Now the Time to 
Sell? ✦

The CRM
Every Dealer Can 

Afford!

The Most Affordable Completely 
Integrated Sales & Marketing Platform

888.823.0006
www.funnelmaker.com

When Sales Matter!



GREATER PHILADELPHIA
EQUIPMENT COMPANY

WE ARE OPEN

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

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

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

Ph: 215-788-7111
Fax: 215-788-4445
gpec1@verizon.net3907 Nebraska Ave., Newportville, PA 19056

Please Call, Email or Fax
The Equipment You

Are Looking For!

www.printcontrollers.com
Visit Us Online At:

We Are Now
Selling Parts From
Off-Lease Copiers

l  Boards
l  Lasers
l  Fuser Units
l  Hole Punch Units

$195
$195
$195
$195
$195

Toshiba

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

$295
$195
$195

GD1250 Fax Option ......................................
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................

Many More Options Available, Call For Pricing

$195
$295
$295

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

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

$295FXX2 Fax Option..............................................
$150FXX3 Fax Option..............................................

Fax Option for MX2700/4501....................
Fax Option for 168.........................................
Fax Option for 208S/208D..........................
Fax Option for 237/257/260/277/317.....
Fax Option for 355/455/MX350/450.......
Fax Option for 503/453/363/283..............
  $395MX FN10 Saddle Stitch Finisher................
MX FNX9 Finisher...........................................
MX DEX7 Two Tray Paper Pedestal..........

$195
$295
$295

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

Fax Option for MPC 6000/7500..............................
Fax Options for MPC 5501/4501/3501/3001.....
Fax Option for MPC 3500/4500..............................

Fax Option for MPC 2050/2550..............................
Fax Option for MPC 2000/3000..............................
Fax Option for MP 2550/3350.................................

.........

Panasonic
Many Items Available  
Call for Pricing

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

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

$295
$295
$195

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

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

SR 790 Finisher for 2851/3351/4000/5001
SR 970 Finisher for 5500/6500/7500/8000.........

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

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

Fax Option for 6001/7001/8001............................ $295

Fax Option for 2352/2852/3352............................ $395

$195
$295

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

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

$395
SR 3090 Finisher.......................................................... $395

Type 3352 Internal Finisher.................................... $195

RADF for MPC 3001/3501...........................................$250
RADF for MPC 4501/5501...........................................$295

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

$195

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

Kyocera/Mita

Print Nic Scan for 6030/8030...............................
$295Print Nic 620/820.........................................................

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

Scan Option for 1650/2050/2550.......................
$150Scan Option for 181/221........................................

$195Fax Option for 181/221..........................................
Fax Option for 1650/2050/2550..........................
Fax Option for 2530/3530/4030..........................
Fax Option 2560/3060............................................

$295
$295

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

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

$395
$295

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

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

$295PF770 LCT....................................................................
Paper Feed Pedestal Bases for 420i/520i/250ci/
300ci/400ci/500ci .............................................Available

$295Fax Option for IRC 5030/5035/5045.................
$295Fax Option for IRC 2020/2030.............................

$295
$395

Konica Minolta

Fax Option FK503....................................................
$295Fax Option FK502....................................................

Fax Option FK508....................................................
Finishers Available................................Call for Pricing

$195
$195
$195
$195
$195

$295

Canon

$195Print Kit for 2020......................................................

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

$295Fax Option for 3245/3235/3225.........................

S1 Finisher for 3230/3225/3235/3245..............
$295Y1 Finisher..................................................................
$395Y2 Finisher..................................................................
$195Z1 Finisher..................................................................

Many More Models of Feeders
and Finishers available

Special Shipping
Discounts!

MX DEX9 Two Tray Paper Pedestal..........

Fax Option for MP 2553/3053.................................$295
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Since the dawn of A3 and 
production machines capable 
of copying or printing an 

11x17 sized page, we have dealt 
with the market demand of counting 
this larger page as one 8.5x11 sized 
page. It is not hard to understand the 
ramifications of this marketing only 
tactic. Measuring the REAL effects 
of this is much more difficult.  
 Most A3 devices have the ability 
to count this large page as either 
one page or two in Segments 1-5. 
Now, Production Print customers 
(segments 6-7) have dictated the 
need for most, if not all manufac-
turers to default the page counter 
to one 8.5x11 page per 11x17 page 
produced. Keep in mind the cost 
“basis” has not changed; it remains 
based on LTR size.
 Until the advent of color, most 
dealer ERP systems only billed on 
the total meter; now most ERPs 
can bill one amount for black and 
white, another for color, and even 
a different amount for scans. So in 
practice it is possible to set up the 
recording of 11x17 page counts and 
bill accordingly. But we all know 
that is not happening. In fact, very 
few dealers even collect the page 
counter that reflects the number 
of 11x17 pages produced and this 
“oversight” continues even as man-
ufacturers state that costs are based 
on LTR size.

 There is little doubt that this is 
a precedence set in stone by years 
of mismarketing and as such isn’t 
likely to change anytime soon. 
But after detailed discussions with 
representatives of Ricoh Americas 
Corporation, we at BEI Services 
believe it is time we start an indus-
try dialog about this issue. Not that 
we’re delusional enough to think 
we’ll change this process, but more 
to discuss the importance of quan-
tifying the data as to make better 
business decisions. If you are not 
“converting” meter reads from all 
your MIF that is set to single-click 
11x17, then your CCP (cost per 
page) analysis will “exaggerate” 
your costs and “understate” any/all 
part yield analysis. I am sure you 
will agree this will take you down 
the wrong path.
 Cost per page charges have 
consistently been getting pressured 
downward year over year. In part 
because devices are becoming more 
reliable, in part because dealers 
have begun to recognize the impact 
of technician efficiency on their 
bottom line. This downward margin 
pressure is making the 11x17 
phenomenon much more severe. 
There are numerous reasons for the 
high percentage of 11x17 usages 
in the production arena. One being 
that A3 customers who produce 
a large number of 11x17 pages 

are in fact cutting them to get two 
8.5x11 pages, so they are getting 
the toner and wear and tear on the 
equipment for half price. So if 
you are charging .008 per page for 
example, the customers are actually 
paying .004 per 11x17 page. Here is 
the math: If the customer produces 
1000 - 8.5x11 pages at .008, that 
is 8 dollars in revenue, if they also 
produce 10,000 pages of 11x17, 
they are paying 80 dollars, but are 
getting 160 dollars in value. So they 
are billed for 11,000 pages at .008 
and paid 88 dollars. They actually 
got 21,000 pages for that same 88 
dollars, which is .004.
 It is safe to say that virtually 
every 11x17 single click page is 
“potentially” a money loser. But 
most dealers may not be totally 
aware what percent of their total 
pages are 11x17 pages produced 
by their customers and as a result 
cannot begin to quantify the loss.
  We at BEI Services would like to 
encourage all of our customers and 
everyone who services A3 devices 
to set up a specific 11x17 meter 
in their ERP and begin requiring 
this meter to be reported on every 
service event. This will begin the 
process of collecting data that can 
then be used to quantify the volume 
of these pages and the impact on 
CPP and a dealer’s profitability.  ✦  

Why Does Two Equal One? 
The 11x17 Dilemma

Service ManagementWes McArtor
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MARK YOUR CALENDAR!

engage ‘n exchange

engage ‘n exchange
Presents webinar series:

MPS MARKETING 
READINESS   

November 17th, 2015  
Tuesday, 2PM EST

MPS SALES 
READINESS 

October 27, 2015  
Tuesday, 2PM EST

Sponsored by:

GO FOR THE GREEN IN MPS

Register at 
www.enxmag.com

Are you growing the recurring revenues you want with your current managed
print program? Join your hosts from the award winning MPS infrastructure
leaders at LMI Solutions to hear how top performing MPS providers are winning
more pages under contract with an effect SALES and MARKETING strategy.
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Business Card Directory

Call
Now

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

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

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

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

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

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

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

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

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

USA, North & South America Welcome

Used
Copier Sale 

303-465-3134
TRI RESOURCES INTERNATIONAL

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

JP8000
JP8500
JP4500
JP3000

1700
3700
3750
3770

MZ790

HQ7000
HQ9000

Rebuilt Duplicators
Retail Ready
Full Tech Support
Full Parts Support

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

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

email: culver-enterprises@swbell.net

SELLING

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

MASTERS
• OEM 
• Compatibles 

CALL NOW!
Now Available!!

WANT TO BUY
XEROX – KONICA MINOLTA
COPIERS & SUPPLIES

Digital Copier 
Solutions

888-869-6077

copierenterprises@sbcglobal.net
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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

TECHNOFIX
Office Products

w
w

w
.Te

ch
no

fix
.c

om

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
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Fax, Copier &
Laser Printer Parts Specialist

FREE PARTS RESEARCH FOR

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

(Live friendly assistance all day) 

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

CANON

CANON

Calendar

International CES
Jan 6-9, 2015
Las Vegas, NV
www.cesweb.org

EFI Connect 2015
Jan 20-23, 2015
Las Vegas, NV
w3.efi.com/connect

Equipment Management
Conference
Feb 22-24, 2015/Miami, FL
www.elfaonline.org

Graphics of the Americas
Feb 26-28, 2015
Miami Beach, FL
www.goaexpo.com

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

ITEX National Conference 
& Expo
March 10-12, 2015
Ft. Lauderdale, FL
www.itexshow.com

AIIM Conference
March 18-20, 2015/San Diego, CA
www.aiim.org

IBPI
March 18-20, 2015
Orlando, FL
www.ibpi.net

BTA Southeast Winter Break
March 20-21, 2015
Orlando, FL
www.bta.org

www.goschock.com
800-733-2753

info@goschock.com

► Nationwide Air-Ride Shipping
► De-Installation
► Data Security
► Storage
► Insurance

First in Integrity. First in Service.

Joe LoPresti
44 Mitchell Road • Ipswich, MA 01938

www.mbitoner.com • International inquiries welcomed
Buying your new, unused, unwanted imaging supplies.

P. (978) 412-9502 • F. (978) 412-9960 • joe@mbitoner.com

Your source for discounted, discontinued and hard to find toners.
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Printer Tech Tip

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

HP LJ Enterprise M601, M602, M603 vs. M604, M605, M606

Classified Ads
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Classified Ads

1-888-376-7311

COLOR   I   MICR   I   NICHE   I    MPS 

DPI The Leader In
New Development
& Niche Products

Call Us For Daily Specials!

Ask about our Free Shipping 
offer & Empty Toner Cartridge

Buyback Program!        Same Day & Blind Drop Shipping!

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

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

our Extended Yield Brand (Managed Print Services).

�NO MINIMUM ORDER  
�MICR AVAILABLE
�BLIND DROP SHIPPING  
�NEWEST RELEASES

Made In
The U.S.A. 
Since 1994

�WE BUY EMPTIES
�RE-BUILD YOUR EMPTY PROGRAM SAVE!

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

Equipped and Staffed to Assist other Manufacturer’s Production Requirements

www.directpreciseimaging.com

DECEMBER 2014 RELEASES  
•  Samsung MLT-309 Toner
•  Xerox Phaser 4600/4620 Toner

NOVEMBER 2014 - NOW AVAILABLE
•  Lexmark CS310/410/510 4k black 3k colors
•  Lexmark CS510 8k black 4k colors
•  Canon CRG 126
•  Samsung MLT 116 toner and drum unit

OCTOBER 2014 RELEASES
•  HP CF-325x Monochrome and MICR
•  HP M651 Colors - CF330x - CF333a
•  HP M680 Colors - CF320x - CF323a
•  Brother TN-339 Colors 6k Extended Yield

SEPTEMBER 2014 RELEASES  
•  HP M476 Colors - CF380x-CF383a
•  Lexmark M1145 16K Yield
•  Sourcetech 9612/9620 Drum Unit

Empties For Sale Advertise in ENX

Post Your
Employment

Opportunities FREE
on the 

ENX Website!

For more information visit

www.ENXMAG.com

ISSUE:
59.F0 Error
DESCRIPTION: 
Printer boots up to 59.F0 Error and is unable to print. This
behavior may be caused by one of the following three condi-
tions: 
1.  Transfer belt is locked up and cannot rotate.
2.  Sensor SR17 (primary transfer-roller-disengagement) is bad.
3.  Damaged or broken fuser drive gear. Typically, a grinding or

clicking noise will be heard during boot up. 

RECOMMENDED ACTION: 
1. The first step is to reseat the ITB and power-cycle the printer.

NOTE: If the problem persists, an HP Certified Technician
should be dispatched for further troubleshooting.

2. Inspect the ITB by taking the ITB completely out of the
printer. Check to see if the flag rotates (callout 1) when the
white knob is turned (callout 2). See the Figure following.

If the ITB flag is broken, damaged, or does not rotate replace
the ITB (CC468-67907). Otherwise, continue with step 3.

3. Test Sensor SR17. Perform the Manual Sensor Test. In order
to run this test successfully, make sure the Fuser, ITB, Cyan

Printer Tech Tip

TECH TIP
HP CP3525, CM3530, M551, M575

Empties For SaleCalendar

Square 9 Encompass 2015
Oct 20-23, 2015

Clearwater Beach, FL                                  
www. http://www.square-9.

com/encompass2015

BTA Southeast                                               
Oct 23-24,2015/Asheville, NC                                               

www.bta.org

ENX Webinar series                                       
Oct 27, 2015/Webinar/2pm EST                                             

www.enxmag.com

ECI Connect Conference 2015 
Nov 9-11, 2015/Walt 

Disney World Resort, FL                    
www.ecisolutions.com

ENX Webinar series                                       
Nov 17, 2015 

Webinar/2pm EST                                           
www.enxmag.com

Industry Events &  
Trade Shows

With the release of the HP LJ Enterprise M604, 
M605 and M606 many are already asking 
about the compatibility of parts and specifi-

cally the fuser drive assembly. While some of the main 
internal components are interchangeable with the M601, 
M602, M603 series, the fuser drive assembly (TOP) is 
slightly different. (M604, M605, M606 pictured bottom)

The 2 differences are:

1) The gear that drives the fuser (callout 1).
 a. The M601,2,3 has a smaller inner hub.

2) The shaft the fuser drive gear rotates on (callout 2).
a. The M604, 5, 6 has a larger shaft that is threaded 

for 1 screw to mount it to the printer’s frame for 
added stability. ✦
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Technical Tip

Xerox® 7525 Family Fuser Modules — Part 2
Repairing and Rebuilding the Fusers for the 
WorkCentre® 7525, 7530, 7535, 7830, 7835; WC-7545, 
7556, 7845, 7855; and Phaser® 7800

Britt Horvat

Last month we started 
cracking open one of 
the fusers for the Xerox 

WC-75xx and WC-78xx 
copiers. It was a good long 
procedure—too long to fit into 
one article, so this month we’ll 
finish the story and cover the 
second half of taking one of 
these apart.

10.  Remove two shoulder screws from the front end  
(red screws as shown in Photo #10).

11.  Now you can remove the rear metal bracket assembly (five screws as shown 
in Photo #11). One of the screws (#4) is partly hidden behind part of the bracket. 
Since you can’t get at it straight on, the 5.5mm nut driver won’t get it loose easily. 
You’ll need a Phillips head driver 
at an angle for that one. Be careful 
not to let any of the gears fall off, as 
several will be loose on their shafts 
at this point.  

12.  Next remove one more screw to 
take off a small metal plate that 
retains the largest black gear. Also 
remove one e-clip, which holds the 
smaller black press roll idler gear 
(see Photo #12).

13.  Remove the e-clips from the front 
& rear pressure pivot point shafts 
(see Photo #13 which shows the rear 
one).

14.  Remove the rear inner frame (two 
red shoulder screws). See Photo 
#14 that shows the fully disassem-
bled rear end.

15.  Now you will remove the pressure 
roll assembly. Gently lift the rear 
end of the pressure roll assembly 
and then shift the assembly toward 
the rear end till it slides off of the 
front pivot point shaft. See Photo 
#15, which shows the pressure roll 
assembly removed.

16.  Moving on to the final stretch, re-
move the heat belt stripper plate 

continued on page 70
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Xerox® 7525 family Fuser Modules…Part 2

Nation-Wide Repair Service  |  Customer Service: 866.655.8676  |  Technical Support: 800.798.1814  |  www.nwrsinc.com 
OEM’s and their subsidiaries are not elibile for this current promotion. *Air Shipments = choice of UPS NDA or 2-Day Air.

AT NATION-WIDE REPAIR SERVICE,  
WE’RE ADDING UP GREAT SAVINGS 
ON SHIPPING DURING NOVEMBER!

$10.00 FLAT RATE 
SHIPPING ON ALL 
GROUND ORDERS

$20.00 FLAT RATE 
SHIPPING ON ALL AIR 

SHIPMENTS*

THANK YOU FOR  
30 GREAT YEARS!

10  +  20  =  30

(black plastic). You will want to first find something you can use 
as a gauge for spacing the stripper plate from the heat belt when 
you go to reassemble the fuser. A pair of flat credit cards serves 
well for this purpose (see Photo #16).

17.  Remove the heat belt assembly from its frame (four screws, 
two from either end). Note that these four screws are short 
dome-headed Phillips head screws. Be sure to re-use these same 
short screws in their right places during reassembly.

18.  Finally, carefully slide the heat belt off of the thermal control 
assembly, which is at its core (see Photo #17). Be gentle with 
the thermistor heads when you go to slide the new heat belt back 
into place. You’ll need to tuck those thermistor heads back in.

19.  Reassemble everything. Take your time. There are a lot of parts 
and a lot of screws, but with the photos in this write-up, and 
showing off your good mechanic skills, it’ll all go back together 
nicely.

 Well done, you’ve rebuilt a costly fuser and kept it from the 
landfills.
 I hope you are all having a wonderful autumn.  Hope to catch 
up with you next month. ✦
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Your one-stop
circuit board solution is here.

For more than 30 years it has been Hytec’s mission to 
provide component-level support and solutions to help 
service organizations save time and money, and remain 
competitive. With the Most Comprehensive Support in 
the Imaging Industry Hytec offers an easy way to save 

on all Circuit Boards, Fusers, Fiery Controllers, and Hard 
Drive Services. Offering the best availability in circuit 

board solutions, our service options can save your compa-
ny up to 70% over new-board replacement costs. 

●  Circuit Board Repair
●   Hard Drive Services
●   Data Destruction

●   Print Controllers 
●   Fusers & Staplers
●   EFI Fiery Servers

Call or visit us online and get your savings today!

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®







Nearly 1 Million Compatible Cartridges in our PA, TN & NV DC’s!
SW IS THE PROFITABLE OEM ALTERNATIVE!
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1 DAY
2 DAYS
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Nearly 1 Million Compatible Printer Cartridges In Stock!
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The Lowest Defect Rates (Near 1.0%) From Top Factories!
• Our best-of-breed global sourcing helps you keep your customers 

The Best OEM Alternative!
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Delivering by FREE Ground ($200+ orders) to 90% of the U.S. in 1-2 Days
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Save up to 25% with volume!

MPS is growing, and SW offers the best
cartridge solution for MPS applications

OEM NUMBER SW NUMBER  OEM Yield  SW Yield % 
Increase 1 to 9 Cost 10+ 

Mixed
Cost Per 

Page
TN350, TN2000, TN2025 CBTN350J  2,500  5,000 100%  $21.00  $19.95  $0.0040 
TN360 CBTN360J  2,600  5,200 100%  $22.00  $20.90  $0.0040 
TN420, TN450 CBTN450J  2,600  5,000 92%  $16.00  $15.20  $0.0030 
TN550, TN580 CBTN580J  7,000  12,000 71%  $25.00  $23.75  $0.0020 
TN650, 3280, 3290 CBTN650J  8,000  12,000 50%  $24.00  $22.80  $0.0019 
CE255X PTCE255XJND  12,500  15,000 20%  $47.00  $44.65  $0.0030 
CE278A PTCE278AJ  2,100  3,000 43%  $21.00  $19.95  $0.0067 
CE285A PTCE285AJ  1,600  3,000 88%  $21.00  $19.95  $0.0067 
CE390A PTCE390AJ  10,000  18,000 80%  $54.00  $51.30  $0.0029 
CE505A PTCE505AJND  2,300  3,500 52%  $26.00  $24.70  $0.0071 
CE505X PTCE505XJND  6,500  8,000 23%  $29.00  $27.55  $0.0034 
CB435A PTCB435AJ  1,500  3,000 100%  $20.00  $19.00  $0.0063 
CB436A PTCB436AJ  2,000  3,000 50%  $20.00  $19.00  $0.0063 
CC364X PTCC364XJ  24,000  35,000 46%  $57.00  $54.15  $0.0015 
C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q1338A, Q5942A PTQ5942AJ  12,000  15,000 25%  $49.00  $46.55  $0.0031 
Q1338A, Q1339A, Q5942A, Q5942X, Q5945A PTQ383942XJ  20,000  28,000 40%  $57.00  $54.15  $0.0019 
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C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q1338A, Q5942A PTQ5942AJ  12,000  15,000 25%  $49.00  $46.55  $0.0031 
Q1338A, Q1339A, Q5942A, Q5942X, Q5945A PTQ383942XJ  20,000  28,000 40%  $57.00  $54.15  $0.0019 
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Save up to 25% with volume!

Jumbo Toners • Ideal for MPS

MPS is growing, and SW offers the best
cartridge solution for MPS applications
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Cost Per 
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TN360 CBTN360J  2,600  5,200 100%  $22.00  $20.90  $0.0040 
TN420, TN450 CBTN450J  2,600  5,000 92%  $16.00  $15.20  $0.0030 
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CE505A PTCE505AJND  2,300  3,500 52%  $26.00  $24.70  $0.0071 
CE505X PTCE505XJND  6,500  8,000 23%  $29.00  $27.55  $0.0034 
CB435A PTCB435AJ  1,500  3,000 100%  $20.00  $19.00  $0.0063 
CB436A PTCB436AJ  2,000  3,000 50%  $20.00  $19.00  $0.0063 
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• Our jumbo toners offer up to 100% more yield than OEM
• with a low 1% defect rate, you’ll have fewer service calls

The lowest cost per page (CPP)
+ Low Defect Rate = more MPS profi t!
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Toshiba provides comprehensive sales and service 
training, and competitive pricing on a full-range of 
award-winning MFPs. Plus, with no sales quotas, 
financial commitments or minimum orders, 
partnering with Toshiba is simple, smart and fast.

  Call an authorized Toshiba Distributor 

  Complete the training 

  Become a Toshiba Business Product  
    Center and start selling Toshiba 

To get a free brochure on becoming 
a Toshiba Business Product Center 
contact a distributor listed below.

National Distributors:
ACM Technology 800-722-7745
Collins Distributing Co 800-727-0884
International Digital Solutions 888-372-3700
Supplies Network 800-729-9300

NOW IS THE 
TIME TO 
SWITCH TO 
A PARTNER 
THAT MEETS 
YOUR NEEDS
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