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WE WANT TO BE YOUR PARTNER NOT YOUR PUPPETEER

For more information contact your 
sales representative today

800.624.6991 | cloverimaging.com/greensweep

ARE OEM STRATEGIES

THREATENING
YOUR BUSINESS?

The OEM conversion program that gives 

you the power to take back control. 

With GreenSweep you can earn a 

5-10% Quarterly Rebate 
over and above your current program by 

converting your OEM customers to CIG's 

award winning imaging products.*

*Customer must have current OEM spend of $50,000 or more to be eligible as part of GreenSweep GreenSweep
Powered by445916A

Cut the strings and take back control

Introducing GreenSweep

ALL CLOVER MANUFACTURED BRANDS ARE ELIGIBLE
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Contributors
TOM CALLINAN is the President of Strategy Development and an engaging 
speaker and facilitator.  After quickly rising through the ranks from an 
award winning sales professional, front line manager, director of sales and 
ultimately vice president of sales, Tom founded a technology company with 
the support of an angel investor.  His company earned numerous national 
and industry awards including recognition as an INC 500 company.  A 
public Fortune 500 Company acquired Tom’s company in 1997. Since 2006, 

Tom has been consulting on sales strategy and training sales forces in large and mid-market 
companies.  Tom’s unique experience “on both sides of the desk,” as an entrepreneur leading an 
INC 500 company and senior executive of a large public company, as well as his time selling and 
leading sales organizations, provides a strong understanding of the value proposition required to 
gain market share with new clients or increased share of wallet with current clients.   He can be 
reach via email at callinan@strategydevelopment.com.  

JOE DYSART is an Internet speaker and business consultant based in 
Manhattan.  He can be reached via email at joe@joedysart.com. 

KEN EDMONDS is currently employed as a District Service Manager for a 
major copier manufacturer.  He has an extensive background in the imaging 
business, having owned a successful dealership, serving as service manager 
for multiple dealerships, and as a Document Solutions Specialist for Sharp 
Electronics.  Additionally, he has more than 40 years of experience in the 
electronics and computer fields.  He has attended the BTA Fix service 
manager training, the Pros Elite service manager training, and the Service 

Mangers Achieve Results training conducted by John Hey and John Hansen for Sharp Electronics.  
He additionally completed the University of Wisconsin training program for technical trainers.  He 
can be reached at ken.edmonds@cke-enterprises.biz.

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.

MICHAEL NADEAU is the Senior Market Analyst for Actionable Intelligence 
and contributing editor to ENX Magazine/ENX The Week in Imaging,  He 
has made a career of explaining emerging technology to business and 
IT professionals. He cuts through the complexity to provide the context 
and clarity that his audience needs to understand the challenges and 
opportunities that those technologies present. Follow him on Twitter @
menadeau or email to mnadeau@action-intell.com

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., and a member of 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 him at (402) 330-2160 or  
jaz@cfaomaha.com.

TECHNICAL ARTICLE CONTRIBUTOR

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, including many of 
Britt’s past ENX articles on their website, www.partsdrop.com.
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ALL REBATES ARE VALID THROUGH JUNE 30, 2016

$1215 $755

MFPs & Faxes
MP201SPF

21ppm B&W 
Copier

FAX-3320L
33.6 Kbps
Laser Fax

ALL REBATES VAILD THROUGH JUNE 30, 2016!

SP 3600SF...............................................

SP 3610SF...............................................

SP 4510DN..............................................

SP 4510SF...............................................

SP 5200DN..............................................

SP 5210SR..............................................

$40 REBATE!

$50 REBATE!

$40 REBATE!

$150 REBATE!

$100 REBATE!

$200 REBATE!

SP C250DN..............................................
SP C320DN..............................................
SP C440DN..............................................
SP 5200S.................................................
SP 5210SF...............................................
SP C250SF...............................................
SP C252SF...............................................

$75 REBATE!
$45 REBATE!

$100 REBATE!
$180 REBATE!
$200 REBATE!
$125 REBATE!
$80 REBATE!

MP2501SP...............................$1869
MPC2003.................................$2915

FAX-4430L.................................$959
FAX-4430NF.............................$1109

Printers & MFPs

MS810DE
55PPM MONO LASER PRINTER

MS315DN
37PPM MONO LASER PRINTER

CS310N
25PPM CLR LASER PRINTER

CX310N
25PPM COLOR LASER MFP

PLEASE CALL FOR MARCH REBATES INFORMATION!

MS810N | 55PPM MONO LASER PRINTER......$105 REBATE

CS310DN | 25PPM COLOR LASER PRINTER...$100 REBATE

MS811DTN | 55PPM MONO LASER MFP........$215 REBATE

CX310DN | 25PPM COLOR LASER MFP..........$150 REBATE

$75
REBATE

$75
REBATE

$135
REBATE

$170
REBATE

$165
REBATE

$125
REBATE

MS810DN
55PPM MONO LASER PRINTER

MS810DTN
55PPM MONO LASER PRINTER

LASERJET
PRO 

M604N/DN
52ppm B&W Duplex,

Network-Ready Printers

LASERJET
PRO 

M605N/DN
58ppm B&W Duplex,

Network-Ready Printers

LASERJET
PRO 

M606DN/X
65ppm B&W Duplex,

Network-Ready Printers

MONOCHROME & COLOR
LASERJET PRINTERS & MFPS

LASERJET M426FDN...................................................$70 REBATE
LASERJET M426FDW................................................$100 REBATE
COLOR LASERJET M477FNW...................................$100 REBATE
COLOR LASERJET M477FDN....................................$100 REBATE
COLOR LASERJET M477FDW..................................$200 REBATE
COLOR LASERJET M570DN............................................BIG SALE!
LASERJET M225DN......................................................$40 REBATE
LASERJET M402N............................................................BIG SALE!
LASERJET M553N............................................................BIG SALE!
LASERJET M553DN.........................................................BIG SALE!
LASERJET P2035..........................................................$42 REBATE
COLOR LASERJET M452NW...........................................BIG SALE!
COLOR LASERJET M452DN............................................BIG SALE!
COLOR LASERJET M277DW...........................................BIG SALE!

BIG
SALE!
$270
REBATE
M605DN

BIG
SALE!
$150
REBATE
M605N

BIG
SALE!
$525
REBATE
M606X

BIG
SALE!
$350
REBATE
M606DN

BIG
SALE!
$180
REBATE
M604DN

BIG
SALE!
$100
REBATE
M604N

ALL REBATES ARE VALID THROUGH JUNE 30, 2016

SD365......80-100-130 sheets per minute
SD440..............60-130 sheets per minute
SD710..............60-135 sheets per minute

BIG SALE!Image 
shown:
SD365

Digital Duplicators

CT-S801
300mm/s / 256K Mem.

CT-S601
200mm/s / 384K Mem.

CT-S310II
160mm/s / 384K Mem.

BIG
SALE!Image 

shown:
CT-S801

DOCUMENT SCANNERS

BIG SALE!

$899
INCREDIBLE

DEAL!

$695
INCREDIBLE

DEAL!

i2420 SCANNER

DOCUMENT
SCANNER
60ppm Color Scanner for PC & MAC

40ppm Desktop Scanner

DR-C225 
25ppm B&W/
Grayscale/
Color (Simplex)

DR-C240 
30ppm B&W/
Grayscale/
Color (Simplex)

Fi-7160

MULTIFUNCTIONS
& PRINTERS

BIG
SALE!

BIG
SALE!

BIG
SALE!

BIG
SALE!

B4600 PRINTER C331DN PRINTER

• 50/50ppm BW/Color
• 530 Sheets (T1-3)

• 27ppm
• 250 Sheets

• 55ppm
• 530 Sheets

• 25/23ppm BW/Color
• 250 Sheets

MB770+ MFP

B412DN............................BIG SALE!
B420DN............................BIG SALE!
B432DN............................BIG SALE!
B4600/N/NPS...................BIG SALE!
B512DN............................BIG SALE!
B721DN............................BIG SALE!
B731DN............................BIG SALE!

C331DN............................BIG SALE!
C531DN............................BIG SALE!
C610N/DN........................BIG SALE!
C711N/DN........................BIG SALE!
C831N..............................BIG SALE!
C831DN............................BIG SALE!
C9650N/DN......................BIG SALE!

MB472W..........................BIG SALE!
MB491+LP.......................BIG SALE!
MB492..............................BIG SALE!
MB562W...........................BIG SALE!
MB760+............................BIG SALE!
MB770+............................BIG SALE!
MB770F+..........................BIG SALE!
MB770FX+........................BIG SALE!

MC362W...........................BIG SALE!
MC562W...........................BIG SALE!
MC770+............................BIG SALE!
MC780+............................BIG SALE!
MC780F+..........................BIG SALE!
MC780FX+.......................BIG SALE!
MC873DN.........................BIG SALE!
MC873DNC......................BIG SALE!
MC873DNX......................BIG SALE!

MONOCHROME PRINTERS

MONOCHROME MFPS
COLOR MFPS

COLOR PRINTERS

DOT MATRIX 
PRINTERS

LABEL 
PRINTERS

POS 
PRINTERS

C911DN PRINTER

MFPs

ALL REBATES VALID WHILE SUPPLIES LAST!

MX-M266N
MX-M316N  
MX-M354N

MX-B402

MX-C250 FO-2081

MX-2616N
MX-3116N  

• Up to 35ppm

MX-C300P
MX-C300W  
MX-C301W
• 30 pages per
  minute

• 26ppm BW/Color 
  (2616N)
• 31ppm BW/Color 
  (3116N)

CALL FOR PRICING!

CALL FOR PRICING!

GREAT BUY

• 40 pages per minute
• 500-sheet paper
   drawers

• 33.6 Kbps Fax
• 23 pages per 
   minute

CALL FOR 
PRICING!

$150
REBATE

$899
AFTER REBATE

• 25/25 pages per 
  minute (BW/Color)

CALL FOR PRICING!

CALL FOR PRICING!

INTRO SPECIAL

BLI
2015 PICK

$35

• 23 pages per minute
• 128 MB Memory

• 1200 x 1200 dpi Res.
• 50,000 Pages Duty Cycle

P2500W

P3255DN  | MONO Printer | 35ppm | 128MB Memory................$125
M6550NW | MONO MFP     | 23ppm | 128MB Memory................$109
M6600NW | MONO MFP     | 23ppm | 256MB Memory................$125

LASER PRINTERS

NETWORK
WIRELESS

*700-Page 
Starter 

Cartridge 
Included

FAX-2840
High Speed Laser Fax | 33.6Kbps Super G3....

FAX-4100e
High Speed Laser Fax | 33.6Kbps Super G3....

PPF-4750e
High Perf. Laser Fax | 33.6Kbps | Network......

MFC-8220
B&W Laser AIO | 21ppm | 32MB Memory.........

MFC-8510DN
B&W Laser Printer | 27ppm | Dplx | W-Ntwrk...

MFC-9330CDW
Color Digital MFC | 23ppm | Dplx | W-Ntwrk.....

MFC-J5720DW
Color InkJet AIO | 35/27ppm (BW/Color)..........

MFC-L2740DW
B&W AIO | 32ppm | Duplex | W-Network............

BIG SALE!

BIG SALE!

BIG SALE!

BIG SALE!

BIG SALE!
BIG SALE!
BIG SALE!
BIG SALE!

HL-L8250CDN
32PPM CLR PRINTER • DPLX • NTWRK..... BIG SALE!

BIG SALE!

BIG SALE!

MFC-L8600CDW
30PPM CLR MFP • DPLX • NTWRK...........

MFC-L8850CDW
32PPM CLR MFP • DPLX • W-NTWRK.......

Copiers, Faxes, MFPs, 
Printers, Scanners

FACTORY 
REFURB 
SALE!

MFC-7860DW
• 27ppm 
  (Copy/Print)
• 32MB 
  Memory $149

AUTHORIZED DISTRIBUTOR

INNOVATIVE •SMART •SIMPLE
**ALL REBATE PROMOS ARE VALID WHILE SUPPLIES LAST!**

ECOSYS P6021CDN
Color Printer with
Duplex and Network  

• 23ppm 
  BW/Color
• 250-Sheet 
  Tray
• 512MB
  Memory
• Hard
  Disk Drive
  (Option)

$359
AFTER

REBATE

$170
Rebate

P2035D.......................$149
P2135D.......................$225

ECOSYS P2135DN
B&W Printer with
Duplex and Network 

• 37ppm
• 250-Sheet 
  Tray

$189
FS-1320DBEST BUY

$249
SALE!

FS-6525MFP / 6530MFP
B&W Copy, Print, Scan 
with Network, Duplex, 
Fax (Option) 

• 25ppm (FS-6525MFP)
• 30ppm (FS-6530MFP)
• Standard RADF
• Up to 1,600 Sheets
• 33.6 Kbps Fax 
  (Option)

6525MFP
$500
Rebate

6530MFP
$550
Rebate

SAVE ON

PACKAGE
DEALS!

M3040IDN / M3540IDN 
M3550IDN / M3560IDN

B&W Copy, Print, Color Scan, 
Fax (M3540/3550/3560idn 
only) with Network, Duplex 

• 42ppm (M3040/3540idn)
• 52ppm (M3550idn)
• 62ppm (M3560idn)
• 33.6 Kbps Fax 
  (M3540/3550/3560idn)

Up to
$500
Rebate

Image 
Shown: 

M3540idn

62
ppm

Up to

AirPrint

7” LED
Touch
Panel

M2035DN / M2535DN
B&W Copy, Print, Scan with Network, 
Fax (M2535DN only) 

• 37ppm
• Standard Duplex
• 250-Sheet Capacity
• Standard Print, Copy, 
  and Color scan
• 33.6 Kbps Fax 
  (M2535DN)

$70
Rebate

ECOSYS M6530CDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 32ppm 
  BW/Color
• 250-Sheet 
  Tray
• 50-Sheet MPT
• 75-Sheet RADF
• Wireless 
  Printing Cable

$300
Rebate

CALL FOR

BEST
PRICING!

CS-3010i/3510i
B&W Copy, Print, Scan, Fax 
(Option) with Printer Network

• 30ppm (3010i)
• 35ppm (3510i)
• Dual 500 Sheets
• 33.6 Kbps Fax 
  (Option)

FREE!
DP-770B

$400
Rebate

SAVE ON

PACKAGE
DEALS!

CS-2551ci
Color Copy, Print, Scan with 
Duplex, Fax with Network

• 25ppm BW/Clr
• Dual 500 Sheets
• 33.6 Kbps Fax

• Gigabit Ethernet

FREE!
DP-770B

SAVE ON

PACKAGE
DEALS!

$900
Rebate

CS-306ci
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 32ppm BW/Color
• 600-Sheet Cap.
• 75-Sheet
  Doc. Processor
• 33.6 Kbps 
  Fax 
  (Option)

$500
Rebate

FS-C8520MFP
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 20ppm BW/Color
• Up to 1,600 Sheets
• 33.6 Kbps 
  Fax 
  (Option)

$2000
Rebate

SAVE ON

PACKAGE
DEALS!

FS-C8525MFP
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 25ppm BW/Color
• Up to 1,600 Sheets
• 33.6 Kbps 
  Fax 
  (Option)

$1400
Rebate

SAVE ON

PACKAGE
DEALS!

ECOSYS M6035CIDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 37ppm 
  BW/Color
• 250-Sheet 
  Tray
• 100-Sheet 
  MPT
• 1GB
  Memory

$300
Rebate

CALL FOR

BEST
PRICING!

ECOSYS M6535CIDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 37ppm 
  BW/Color
• 250-Sheet 
  Tray
• 100-Sheet 
  MPT
• 1GB Memory
• 33.6 Kbps
  Fax

$300
Rebate

CALL FOR

BEST
PRICING!

Image 
Shown: 

CS-3510i

CALL FOR

INTRO
PRICING!
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ALL REBATES ARE VALID THROUGH JUNE 30, 2016

$1215 $755

MFPs & Faxes
MP201SPF

21ppm B&W 
Copier

FAX-3320L
33.6 Kbps
Laser Fax

ALL REBATES VAILD THROUGH JUNE 30, 2016!

SP 3600SF...............................................

SP 3610SF...............................................

SP 4510DN..............................................

SP 4510SF...............................................

SP 5200DN..............................................

SP 5210SR..............................................

$40 REBATE!

$50 REBATE!

$40 REBATE!

$150 REBATE!

$100 REBATE!

$200 REBATE!

SP C250DN..............................................
SP C320DN..............................................
SP C440DN..............................................
SP 5200S.................................................
SP 5210SF...............................................
SP C250SF...............................................
SP C252SF...............................................

$75 REBATE!
$45 REBATE!

$100 REBATE!
$180 REBATE!
$200 REBATE!
$125 REBATE!
$80 REBATE!

MP2501SP...............................$1869
MPC2003.................................$2915

FAX-4430L.................................$959
FAX-4430NF.............................$1109

Printers & MFPs

MS810DE
55PPM MONO LASER PRINTER

MS315DN
37PPM MONO LASER PRINTER

CS310N
25PPM CLR LASER PRINTER

CX310N
25PPM COLOR LASER MFP

PLEASE CALL FOR MARCH REBATES INFORMATION!

MS810N | 55PPM MONO LASER PRINTER......$105 REBATE

CS310DN | 25PPM COLOR LASER PRINTER...$100 REBATE

MS811DTN | 55PPM MONO LASER MFP........$215 REBATE

CX310DN | 25PPM COLOR LASER MFP..........$150 REBATE

$75
REBATE

$75
REBATE

$135
REBATE

$170
REBATE

$165
REBATE

$125
REBATE

MS810DN
55PPM MONO LASER PRINTER

MS810DTN
55PPM MONO LASER PRINTER

LASERJET
PRO 

M604N/DN
52ppm B&W Duplex,

Network-Ready Printers

LASERJET
PRO 

M605N/DN
58ppm B&W Duplex,

Network-Ready Printers

LASERJET
PRO 

M606DN/X
65ppm B&W Duplex,

Network-Ready Printers

MONOCHROME & COLOR
LASERJET PRINTERS & MFPS

LASERJET M426FDN...................................................$70 REBATE
LASERJET M426FDW................................................$100 REBATE
COLOR LASERJET M477FNW...................................$100 REBATE
COLOR LASERJET M477FDN....................................$100 REBATE
COLOR LASERJET M477FDW..................................$200 REBATE
COLOR LASERJET M570DN............................................BIG SALE!
LASERJET M225DN......................................................$40 REBATE
LASERJET M402N............................................................BIG SALE!
LASERJET M553N............................................................BIG SALE!
LASERJET M553DN.........................................................BIG SALE!
LASERJET P2035..........................................................$42 REBATE
COLOR LASERJET M452NW...........................................BIG SALE!
COLOR LASERJET M452DN............................................BIG SALE!
COLOR LASERJET M277DW...........................................BIG SALE!

BIG
SALE!
$270
REBATE
M605DN

BIG
SALE!
$150
REBATE
M605N

BIG
SALE!
$525
REBATE
M606X

BIG
SALE!
$350
REBATE
M606DN

BIG
SALE!
$180
REBATE
M604DN

BIG
SALE!
$100
REBATE
M604N

ALL REBATES ARE VALID THROUGH JUNE 30, 2016

SD365......80-100-130 sheets per minute
SD440..............60-130 sheets per minute
SD710..............60-135 sheets per minute

BIG SALE!Image 
shown:
SD365

Digital Duplicators

CT-S801
300mm/s / 256K Mem.

CT-S601
200mm/s / 384K Mem.

CT-S310II
160mm/s / 384K Mem.

BIG
SALE!Image 

shown:
CT-S801

DOCUMENT SCANNERS

BIG SALE!

$899
INCREDIBLE

DEAL!

$695
INCREDIBLE

DEAL!

i2420 SCANNER

DOCUMENT
SCANNER
60ppm Color Scanner for PC & MAC

40ppm Desktop Scanner

DR-C225 
25ppm B&W/
Grayscale/
Color (Simplex)

DR-C240 
30ppm B&W/
Grayscale/
Color (Simplex)

Fi-7160

MULTIFUNCTIONS
& PRINTERS

BIG
SALE!

BIG
SALE!

BIG
SALE!

BIG
SALE!

B4600 PRINTER C331DN PRINTER

• 50/50ppm BW/Color
• 530 Sheets (T1-3)

• 27ppm
• 250 Sheets

• 55ppm
• 530 Sheets

• 25/23ppm BW/Color
• 250 Sheets

MB770+ MFP

B412DN............................BIG SALE!
B420DN............................BIG SALE!
B432DN............................BIG SALE!
B4600/N/NPS...................BIG SALE!
B512DN............................BIG SALE!
B721DN............................BIG SALE!
B731DN............................BIG SALE!

C331DN............................BIG SALE!
C531DN............................BIG SALE!
C610N/DN........................BIG SALE!
C711N/DN........................BIG SALE!
C831N..............................BIG SALE!
C831DN............................BIG SALE!
C9650N/DN......................BIG SALE!

MB472W..........................BIG SALE!
MB491+LP.......................BIG SALE!
MB492..............................BIG SALE!
MB562W...........................BIG SALE!
MB760+............................BIG SALE!
MB770+............................BIG SALE!
MB770F+..........................BIG SALE!
MB770FX+........................BIG SALE!

MC362W...........................BIG SALE!
MC562W...........................BIG SALE!
MC770+............................BIG SALE!
MC780+............................BIG SALE!
MC780F+..........................BIG SALE!
MC780FX+.......................BIG SALE!
MC873DN.........................BIG SALE!
MC873DNC......................BIG SALE!
MC873DNX......................BIG SALE!

MONOCHROME PRINTERS

MONOCHROME MFPS
COLOR MFPS

COLOR PRINTERS

DOT MATRIX 
PRINTERS

LABEL 
PRINTERS

POS 
PRINTERS

C911DN PRINTER

MFPs

ALL REBATES VALID WHILE SUPPLIES LAST!

MX-M266N
MX-M316N  
MX-M354N

MX-B402

MX-C250 FO-2081

MX-2616N
MX-3116N  

• Up to 35ppm

MX-C300P
MX-C300W  
MX-C301W
• 30 pages per
  minute

• 26ppm BW/Color 
  (2616N)
• 31ppm BW/Color 
  (3116N)

CALL FOR PRICING!

CALL FOR PRICING!

GREAT BUY

• 40 pages per minute
• 500-sheet paper
   drawers

• 33.6 Kbps Fax
• 23 pages per 
   minute

CALL FOR 
PRICING!

$150
REBATE

$899
AFTER REBATE

• 25/25 pages per 
  minute (BW/Color)

CALL FOR PRICING!

CALL FOR PRICING!

INTRO SPECIAL

BLI
2015 PICK

$35

• 23 pages per minute
• 128 MB Memory

• 1200 x 1200 dpi Res.
• 50,000 Pages Duty Cycle

P2500W

P3255DN  | MONO Printer | 35ppm | 128MB Memory................$125
M6550NW | MONO MFP     | 23ppm | 128MB Memory................$109
M6600NW | MONO MFP     | 23ppm | 256MB Memory................$125

LASER PRINTERS

NETWORK
WIRELESS

*700-Page 
Starter 

Cartridge 
Included

FAX-2840
High Speed Laser Fax | 33.6Kbps Super G3....

FAX-4100e
High Speed Laser Fax | 33.6Kbps Super G3....

PPF-4750e
High Perf. Laser Fax | 33.6Kbps | Network......

MFC-8220
B&W Laser AIO | 21ppm | 32MB Memory.........

MFC-8510DN
B&W Laser Printer | 27ppm | Dplx | W-Ntwrk...

MFC-9330CDW
Color Digital MFC | 23ppm | Dplx | W-Ntwrk.....

MFC-J5720DW
Color InkJet AIO | 35/27ppm (BW/Color)..........

MFC-L2740DW
B&W AIO | 32ppm | Duplex | W-Network............

BIG SALE!

BIG SALE!

BIG SALE!

BIG SALE!

BIG SALE!
BIG SALE!
BIG SALE!
BIG SALE!

HL-L8250CDN
32PPM CLR PRINTER • DPLX • NTWRK..... BIG SALE!

BIG SALE!

BIG SALE!

MFC-L8600CDW
30PPM CLR MFP • DPLX • NTWRK...........

MFC-L8850CDW
32PPM CLR MFP • DPLX • W-NTWRK.......

Copiers, Faxes, MFPs, 
Printers, Scanners

FACTORY 
REFURB 
SALE!

MFC-7860DW
• 27ppm 
  (Copy/Print)
• 32MB 
  Memory $149

AUTHORIZED DISTRIBUTOR

INNOVATIVE •SMART •SIMPLE
**ALL REBATE PROMOS ARE VALID WHILE SUPPLIES LAST!**

ECOSYS P6021CDN
Color Printer with
Duplex and Network  

• 23ppm 
  BW/Color
• 250-Sheet 
  Tray
• 512MB
  Memory
• Hard
  Disk Drive
  (Option)

$359
AFTER

REBATE

$170
Rebate

P2035D.......................$149
P2135D.......................$225

ECOSYS P2135DN
B&W Printer with
Duplex and Network 

• 37ppm
• 250-Sheet 
  Tray

$189
FS-1320DBEST BUY

$249
SALE!

FS-6525MFP / 6530MFP
B&W Copy, Print, Scan 
with Network, Duplex, 
Fax (Option) 

• 25ppm (FS-6525MFP)
• 30ppm (FS-6530MFP)
• Standard RADF
• Up to 1,600 Sheets
• 33.6 Kbps Fax 
  (Option)

6525MFP
$500
Rebate

6530MFP
$550
Rebate

SAVE ON

PACKAGE
DEALS!

M3040IDN / M3540IDN 
M3550IDN / M3560IDN

B&W Copy, Print, Color Scan, 
Fax (M3540/3550/3560idn 
only) with Network, Duplex 

• 42ppm (M3040/3540idn)
• 52ppm (M3550idn)
• 62ppm (M3560idn)
• 33.6 Kbps Fax 
  (M3540/3550/3560idn)

Up to
$500
Rebate

Image 
Shown: 

M3540idn

62
ppm

Up to

AirPrint

7” LED
Touch
Panel

M2035DN / M2535DN
B&W Copy, Print, Scan with Network, 
Fax (M2535DN only) 

• 37ppm
• Standard Duplex
• 250-Sheet Capacity
• Standard Print, Copy, 
  and Color scan
• 33.6 Kbps Fax 
  (M2535DN)

$70
Rebate

ECOSYS M6530CDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 32ppm 
  BW/Color
• 250-Sheet 
  Tray
• 50-Sheet MPT
• 75-Sheet RADF
• Wireless 
  Printing Cable

$300
Rebate

CALL FOR

BEST
PRICING!

CS-3010i/3510i
B&W Copy, Print, Scan, Fax 
(Option) with Printer Network

• 30ppm (3010i)
• 35ppm (3510i)
• Dual 500 Sheets
• 33.6 Kbps Fax 
  (Option)

FREE!
DP-770B

$400
Rebate

SAVE ON

PACKAGE
DEALS!

CS-2551ci
Color Copy, Print, Scan with 
Duplex, Fax with Network

• 25ppm BW/Clr
• Dual 500 Sheets
• 33.6 Kbps Fax

• Gigabit Ethernet

FREE!
DP-770B

SAVE ON

PACKAGE
DEALS!

$900
Rebate

CS-306ci
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 32ppm BW/Color
• 600-Sheet Cap.
• 75-Sheet
  Doc. Processor
• 33.6 Kbps 
  Fax 
  (Option)

$500
Rebate

FS-C8520MFP
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 20ppm BW/Color
• Up to 1,600 Sheets
• 33.6 Kbps 
  Fax 
  (Option)

$2000
Rebate

SAVE ON

PACKAGE
DEALS!

FS-C8525MFP
Color Copy, Print, Scan with 
Fax/Network (Option) 

• 25ppm BW/Color
• Up to 1,600 Sheets
• 33.6 Kbps 
  Fax 
  (Option)

$1400
Rebate

SAVE ON

PACKAGE
DEALS!

ECOSYS M6035CIDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 37ppm 
  BW/Color
• 250-Sheet 
  Tray
• 100-Sheet 
  MPT
• 1GB
  Memory

$300
Rebate

CALL FOR

BEST
PRICING!

ECOSYS M6535CIDN
Color Copy, Print, Scan, with 
Duplex & Network  

• 37ppm 
  BW/Color
• 250-Sheet 
  Tray
• 100-Sheet 
  MPT
• 1GB Memory
• 33.6 Kbps
  Fax

$300
Rebate

CALL FOR

BEST
PRICING!

Image 
Shown: 

CS-3510i

CALL FOR

INTRO
PRICING!
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BIG SALE!
FAXES PRINTERS MFPs PANABOARDS

ALL REBATE 
PROMOS ARE 
VALID WHILE 

SUPPLIES LAST!

• 24ppm B&W 

• 50” Diagonal 
  (UB-5335)
• 62.1” Diagonal 
  (UB-5835)
• CIS (Contact 
  Image Sensor
• USB. 2.0 PC 
  Interface
• Stand (Option)

GENERAL SPECIFICATIONS

• 62.1” Diagonal
• 4-Panel
   Electronic 
   Board
• USB 1.1, 2.0,
   PC Interface
• 256MB Memory 
   or More 
   (Windows XP)

GENERAL SPECIFICATIONS

• 77” Diagonal 
  (UB-T880)
• 82” Diagonal 
  (UB-T880W)
• 46.26”H x 63.07”W
  (UB-T880)
• 46.26”H x 72.64”W
  (UB-T880W)

GENERAL SPECIFICATIONS

• 63” Diagonal 
  (UB-5338C)
• 76” Diagonal 
  (UB-5838C)
• 1.8” Color LCD
• USB 2.0 Full
  Speed
• SD Memory Card

GENERAL SPECIFICATIONS

UB-5335 / 5835 UB-7325 UB-T880 / T880W UB-5338C / 5838C
2-Panel Electronic White

Boards with Integrated Printer
Interactive Electronic White

Board with Integrated Printer
Interactive Elite Electronic

White Boards
2-Panel Electronic

Color White Boards

GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS GENERAL SPECIFICATIONSGENERAL SPECIFICATIONS
• 33.6Kbps Fax 
• 4MB Memory 

• 33.6Kbps Fax 
• 8MB Memory 

• 33.6Kbps Fax 
• 3MB Memory 

• 33.6Kbps Fax 
• 3MB Memory 

• PC Fax, Network Print/Clr Scan
• 33.6Kbps Fax 

• 24ppm B&W 
• 250 Sheets

• 6.5ppm B&W 
• 250 Sheets

• 19ppm B&W 
• 550 Sheets

• 19ppm B&W 
• 550 Sheets

UF-4500 UF-6200 UF-7200 UF-8200UF-5500
Laser Fax w/ PC Print, 

Color Scan
Laser Fax w/ Print, Scan, 

Internet Fax, Email
Multifunction Business Fax 

w/ Network Print
Multifunction Business Fax 

w/ Network Print
Laser Fax w/ PC Print, 

Color Scan

$309
AFTER REBATE

$10
REBATE

$30
REBATE

$50
REBATE

$10
REBATE

$419
AFTER REBATE

$20
REBATE

$625
AFTER REBATE

• 21ppm B&W/Color
• 250-Sheets/50-Sheet ADF
• Network Scan/to-Email 
• 33.6Kbps Fax Modem
• Duplex Unit (MC210D/
  MC210S1)
• 2nd 520-Sheet Tray 
  (MC210S1)

FREE DUPLEX 
WITH 40GB HDD

• 35ppm B&W 
• 520-Sheet Tray
• 50-Sheet RADF
• Hi Speed
  USB 2.0 Interface
• Network Scan/
  to-Email 
• 33.6Kbps 
  Fax Modem

GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS

• 18ppm BW/Color
• 1200 x 1200 dpi Res.  
• 530-Sheet Cap.
• 128MB Memory
• Ethernet / USB 2.0
• Auto Interface
  Switching

GENERAL SPECIFICATIONS

BLOWOUT 
SALE!

DP-MB350 DP-MC210P / D / S1 KX-CL400
B&W Duplex Multifunction Copier, Printer,
Color Scanner, Fax Machine w/ Network

Desktop Color Copiers, Printers,
Color Scanners, Fax Machines w/ Network

Digital Color Laser Printer
with Network, One-Pass Print Technology

$20
REBATE

$515
AFTER REBATE

$359$555
MC210P

$665
MC210D

$799
MC210S1

**BLOWOUT SALE SPECIAL FOR ALL PANABOARDS**

INSTANT REBATE SALE!
ALL INSTANT REBATE PROMOS ARE VALID THROUGH JUNE 30, 2016 TO CANON PREMIER PARTNERS OR WHILE SUPPLIES LAST!

• 14/14ppm 
   (BW/Color)
• 33.6 Kbps Fax
   Modem Speed
  (MF628CW only)

• Up to 35ppm 
• 250 Shts, 50-Sht MPT
• 33.6 Kbps Fax 
  Super G3
• PS (MF416DW)

• 21/21ppm 
   (BW/Color)

MF624CW / MF628CW
Color Digital Copy/Print/
Fax/Scan MFPs 
w/ W-Ntwrk

MF414DW / MF416DW
Digital Copy/Print/
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

MF726CDW / 729CDW
Color Digital Copy/Print/
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

$75
REBATE
MF227DW

LBP351DN / 352DN
B&W Laser Duplex Printers
w/ Network

LBP251DW / 253DW
B&W Laser Duplex Printers
w/ W-Network

• 21/10ppm 
  Color/B&W 
  (LBP7660CDN)
• 33/33ppm 
  Color/B&W 
  (LBP7780CDN)

LBP7660CDN / 7780CDN
Color Laser Duplex Printers 
with Network

• 42ppm
• 500-Sheets
   + 100-Sheet 
   MPT
• 768MB Memory
• USB 2.0 Hi-Speed, Ethernet

LBP6780DN
B&W Laser Printer with Duplex 
and Network

$325
REBATE

• 30ppm
   (LBP251DW)
• 35ppm
   (LBP253DW)
• 64MB Memory

• 58ppm
   (LBP351DN)
• 65ppm
   (LBP352DN)
• 1GB Memory

$275
REBATE
7780CDN

$200
REBATE
7660CDN

$100
REBATE

253DW

$85
REBATE

251DW

MF820CDN can 
only be sold to 3P 

Authorized Dealers!

MF515DW can 
only be sold to 3P 

Authorized Dealers!

Image 
Shown:

LBP7780CDN

Image 
Shown:

LBP253DW

Image 
Shown:

LBP6780DN

NEW
INTRO

NEW
INTRO

NEW
INTRO

NEW
INTRO

NEW
INTRO

$150
 REBATE
MF726CDW

$175
REBATE

MF729CDW

$75
 REBATE
MF414DW

$100
REBATE
MF416DW

$50
 REBATE
MF624CW

$100
REBATE
MF628CW

Image 
Shown:

MF729CDW

Image 
Shown:

MF628CW

Image 
Shown:

MF229DW

MF729CDW can 
only be sold to 3P

Authorized Dealers!

LBP253DW 
can only 
be sold 
to 3P

Authorized 
Dealers!

$425
REBATE

352DN

$350
REBATE

351DN

Both models 
can only 
be sold 
to 3P

Authorized 
Dealers!

MF216N / 227DW/ 229DW
Digital Copy/Print/  
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

• 24ppm (MF216N) 
• 28ppm 
  (MF227DW,
  MF229DW)
• 250-Sheet 
  Tray + 1-Sheet 
  MPT

• 35 pages per minute (MF419DW)
• 42 pages per minute (MF515DW)
• 500 Sheets + 100-Sheet 
  Multipurpose Tray
• Duplex Versatility 
• 1GB Memory (Print)

• Up to 35 pages per minute 
• 256MB Memory
• 500 Sheets + 50-Sheet MPT
• Duplex Versatility
• 33.6 Kbps Fax 
  Super G3 (D1550)

• 26 pages per minute Color/BW 
  (MF810Cdn)
• 36 pages per minute Color/BW 
  (MF820Cdn)
• 550 Sheets + 1-Sheet 
  Multipurpose Tray
• Duplex Versatility

MF419DW / MF515DW
Digital Copier/Printer/
Fax/Scanner MFPs 
with Duplex & W-Network

D1520 / D1550
Digital Copier/Printer/ 
Fax/Scanner MFPs 
with Duplex & Network

MF810CDN / MF820CDN
Color Digital Copier/
Printer/Fax/Scanner MFPs 
with Duplex & Network

$200
REBATE
810CDN

$375
REBATE
820CDN

$175
REBATE

D1520

$210
REBATE

D1550

$150
REBATE
MF419DW

$250
REBATE
MF515DW

Special
Sale! EXTENDED 

THRU 
6/30/16

Special
Sale! EXTENDED 

THRU 
6/30/16

FREE
2-YEAR
eCarePak
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BIG SALE!
FAXES PRINTERS MFPs PANABOARDS

ALL REBATE 
PROMOS ARE 
VALID WHILE 

SUPPLIES LAST!

• 24ppm B&W 

• 50” Diagonal 
  (UB-5335)
• 62.1” Diagonal 
  (UB-5835)
• CIS (Contact 
  Image Sensor
• USB. 2.0 PC 
  Interface
• Stand (Option)

GENERAL SPECIFICATIONS

• 62.1” Diagonal
• 4-Panel
   Electronic 
   Board
• USB 1.1, 2.0,
   PC Interface
• 256MB Memory 
   or More 
   (Windows XP)

GENERAL SPECIFICATIONS

• 77” Diagonal 
  (UB-T880)
• 82” Diagonal 
  (UB-T880W)
• 46.26”H x 63.07”W
  (UB-T880)
• 46.26”H x 72.64”W
  (UB-T880W)

GENERAL SPECIFICATIONS

• 63” Diagonal 
  (UB-5338C)
• 76” Diagonal 
  (UB-5838C)
• 1.8” Color LCD
• USB 2.0 Full
  Speed
• SD Memory Card

GENERAL SPECIFICATIONS

UB-5335 / 5835 UB-7325 UB-T880 / T880W UB-5338C / 5838C
2-Panel Electronic White

Boards with Integrated Printer
Interactive Electronic White

Board with Integrated Printer
Interactive Elite Electronic

White Boards
2-Panel Electronic

Color White Boards

GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS GENERAL SPECIFICATIONSGENERAL SPECIFICATIONS
• 33.6Kbps Fax 
• 4MB Memory 

• 33.6Kbps Fax 
• 8MB Memory 

• 33.6Kbps Fax 
• 3MB Memory 

• 33.6Kbps Fax 
• 3MB Memory 

• PC Fax, Network Print/Clr Scan
• 33.6Kbps Fax 

• 24ppm B&W 
• 250 Sheets

• 6.5ppm B&W 
• 250 Sheets

• 19ppm B&W 
• 550 Sheets

• 19ppm B&W 
• 550 Sheets

UF-4500 UF-6200 UF-7200 UF-8200UF-5500
Laser Fax w/ PC Print, 

Color Scan
Laser Fax w/ Print, Scan, 

Internet Fax, Email
Multifunction Business Fax 

w/ Network Print
Multifunction Business Fax 

w/ Network Print
Laser Fax w/ PC Print, 

Color Scan

$309
AFTER REBATE

$10
REBATE

$30
REBATE

$50
REBATE

$10
REBATE

$419
AFTER REBATE

$20
REBATE

$625
AFTER REBATE

• 21ppm B&W/Color
• 250-Sheets/50-Sheet ADF
• Network Scan/to-Email 
• 33.6Kbps Fax Modem
• Duplex Unit (MC210D/
  MC210S1)
• 2nd 520-Sheet Tray 
  (MC210S1)

FREE DUPLEX 
WITH 40GB HDD

• 35ppm B&W 
• 520-Sheet Tray
• 50-Sheet RADF
• Hi Speed
  USB 2.0 Interface
• Network Scan/
  to-Email 
• 33.6Kbps 
  Fax Modem

GENERAL SPECIFICATIONS GENERAL SPECIFICATIONS

• 18ppm BW/Color
• 1200 x 1200 dpi Res.  
• 530-Sheet Cap.
• 128MB Memory
• Ethernet / USB 2.0
• Auto Interface
  Switching

GENERAL SPECIFICATIONS

BLOWOUT 
SALE!

DP-MB350 DP-MC210P / D / S1 KX-CL400
B&W Duplex Multifunction Copier, Printer,
Color Scanner, Fax Machine w/ Network

Desktop Color Copiers, Printers,
Color Scanners, Fax Machines w/ Network

Digital Color Laser Printer
with Network, One-Pass Print Technology

$20
REBATE

$515
AFTER REBATE

$359$555
MC210P

$665
MC210D

$799
MC210S1

**BLOWOUT SALE SPECIAL FOR ALL PANABOARDS**

INSTANT REBATE SALE!
ALL INSTANT REBATE PROMOS ARE VALID THROUGH JUNE 30, 2016 TO CANON PREMIER PARTNERS OR WHILE SUPPLIES LAST!

• 14/14ppm 
   (BW/Color)
• 33.6 Kbps Fax
   Modem Speed
  (MF628CW only)

• Up to 35ppm 
• 250 Shts, 50-Sht MPT
• 33.6 Kbps Fax 
  Super G3
• PS (MF416DW)

• 21/21ppm 
   (BW/Color)

MF624CW / MF628CW
Color Digital Copy/Print/
Fax/Scan MFPs 
w/ W-Ntwrk

MF414DW / MF416DW
Digital Copy/Print/
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

MF726CDW / 729CDW
Color Digital Copy/Print/
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

$75
REBATE
MF227DW

LBP351DN / 352DN
B&W Laser Duplex Printers
w/ Network

LBP251DW / 253DW
B&W Laser Duplex Printers
w/ W-Network

• 21/10ppm 
  Color/B&W 
  (LBP7660CDN)
• 33/33ppm 
  Color/B&W 
  (LBP7780CDN)

LBP7660CDN / 7780CDN
Color Laser Duplex Printers 
with Network

• 42ppm
• 500-Sheets
   + 100-Sheet 
   MPT
• 768MB Memory
• USB 2.0 Hi-Speed, Ethernet

LBP6780DN
B&W Laser Printer with Duplex 
and Network

$325
REBATE

• 30ppm
   (LBP251DW)
• 35ppm
   (LBP253DW)
• 64MB Memory

• 58ppm
   (LBP351DN)
• 65ppm
   (LBP352DN)
• 1GB Memory

$275
REBATE
7780CDN

$200
REBATE
7660CDN

$100
REBATE

253DW

$85
REBATE

251DW

MF820CDN can 
only be sold to 3P 

Authorized Dealers!

MF515DW can 
only be sold to 3P 

Authorized Dealers!

Image 
Shown:

LBP7780CDN

Image 
Shown:

LBP253DW

Image 
Shown:

LBP6780DN

NEW
INTRO

NEW
INTRO

NEW
INTRO

NEW
INTRO

NEW
INTRO

$150
 REBATE
MF726CDW

$175
REBATE

MF729CDW

$75
 REBATE
MF414DW

$100
REBATE
MF416DW

$50
 REBATE
MF624CW

$100
REBATE
MF628CW

Image 
Shown:

MF729CDW

Image 
Shown:

MF628CW

Image 
Shown:

MF229DW

MF729CDW can 
only be sold to 3P

Authorized Dealers!

LBP253DW 
can only 
be sold 
to 3P

Authorized 
Dealers!

$425
REBATE

352DN

$350
REBATE

351DN

Both models 
can only 
be sold 
to 3P

Authorized 
Dealers!

MF216N / 227DW/ 229DW
Digital Copy/Print/  
Fax/Scan MFPs w/ 
Duplex & W-Ntwrk

• 24ppm (MF216N) 
• 28ppm 
  (MF227DW,
  MF229DW)
• 250-Sheet 
  Tray + 1-Sheet 
  MPT

• 35 pages per minute (MF419DW)
• 42 pages per minute (MF515DW)
• 500 Sheets + 100-Sheet 
  Multipurpose Tray
• Duplex Versatility 
• 1GB Memory (Print)

• Up to 35 pages per minute 
• 256MB Memory
• 500 Sheets + 50-Sheet MPT
• Duplex Versatility
• 33.6 Kbps Fax 
  Super G3 (D1550)

• 26 pages per minute Color/BW 
  (MF810Cdn)
• 36 pages per minute Color/BW 
  (MF820Cdn)
• 550 Sheets + 1-Sheet 
  Multipurpose Tray
• Duplex Versatility

MF419DW / MF515DW
Digital Copier/Printer/
Fax/Scanner MFPs 
with Duplex & W-Network

D1520 / D1550
Digital Copier/Printer/ 
Fax/Scanner MFPs 
with Duplex & Network

MF810CDN / MF820CDN
Color Digital Copier/
Printer/Fax/Scanner MFPs 
with Duplex & Network

$200
REBATE
810CDN

$375
REBATE
820CDN

$175
REBATE

D1520

$210
REBATE

D1550

$150
REBATE
MF419DW

$250
REBATE
MF515DW

Special
Sale! EXTENDED 

THRU 
6/30/16

Special
Sale! EXTENDED 

THRU 
6/30/16

FREE
2-YEAR
eCarePak
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Samsung Printer Solutions Division is pleased to announce the new Samsung Authorized Printer Partners Program. This 
program offers participating dealers access to award-winning Samsung A3 and A4 series MFP technology products to 

develop their local markets. 

The Authorized Printer Partners Program offers targeted sales opportunities and structured marketing support to 
registered Authorized Printer Partners. The new Samsung Authorized Printer Partners program offers the following 

advantages to quick start our participating dealer partners:

Targeted 
Sales 

Opportunities

Award-winning 
Samsung A3 
& A4 MFPs

Structured
Marketing 
Support

Quarterly
Performance

Rebates

Sales 
SPIFF

Program

Special BID
Pricing 
Support

Quarterly 
POS

Program

Authorized Printer Partners Program
THE NEW
I N T R O D U C I N G

D E A L E R  P A R T N E R

PROGRAM ADVANTAGES

Since 1985

L a r g e s t  S e l e c t i o n !

B l i n d  D r o p  S h i p p i n g

C l i c k  h e r e  t o  s e e  y o u r  O n e - S t o p  S h o p  C e n t e r !

T E L :  8 0 0 - 7 2 9 - 8 3 2 0
T E L :  5 6 2 - 9 2 1 - 2 2 5 6
FA X :  5 6 2 - 9 2 1 - 4 0 5 5

Your Prime Source
Copiers  •  Printers  •  MFPs  •  Faxes  •  Scanners

Q2 DEALER REBATES & SPIFFS

CLX-9201NA
20ppm Color MFP

$400
REBATE

$180
DEALER SPIFF

CLX-9251NA
25ppm Color MFP

$1465
REBATE

$200
DEALER SPIFF

SCX-5935NX 
35ppm B&W MFP

$305
REBATE

$55
DEALER SPIFF

SCX-8123NA
23ppm B&W MFP

$777
REBATE

$150
DEALER SPIFF

SL-M4580FX
47ppm B&W MFP

SL-M5370LX
55ppm B&W MFP

CLX-8640ND
40ppm Color MFP

SL-M4080FX
42ppm B&W MFP

CLX-8650ND
51ppm Color MFP

$200
REBATE

$500
REBATE

$40
DEALER SPIFF

$200
REBATE

$100
DEALER SPIFF

$300
REBATE

$150
DEALER SPIFF

$200
DEALER SPIFF

BIG
SALE!



SUMMER
SALE NEW

INTRO!

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

SAVE BIG!
MAXIMIZE PROFIT

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

The Reason to Become One: Online Sales & Service Tools | Training and Certification | Technical Support | NO QUOTA

4505AC/5005AC
Color Copy, Print, Scan, Fax (Option)

• 45/45ppm (Color/B&W) (4505AC)
• 50/50ppm (Color/B&W) (5005AC)
• 100-Sheet RADF (Option)
  or 300-Sheet 
  DSDF 
  (Option)

3508A/4508A/5008A
B&W Copy, Print, Scan, Fax (Option)

• 35 pages per minute (3508A)
• 45 pages per minute (4508A)
• 50 pages per minute (5008A)
• Standard 1,200-Sheet 
  Paper Capacity
• Automatic Duplex
• 100-Sheet RADF (Option)
  or 300-Sheet DSDF (Option)

2008A/2508A/3008A
B&W Copy, Print, Scan, Fax (Option)

• 20 pages per minute (2008A)
• 25 pages per minute (2508A)
• 35 pages per minute (3008A)
• Standard 1,200-Sheet 
  Paper Capacity
• Automatic Duplex
• 100-Sheet RADF (Option)
  or 300-Sheet DSDF (Option)

2505AC/3005AC/3505AC
Color Copy, Print, Scan, Fax (Option)

• 25/25ppm (Color/B&W) (2505AC)
• 30/30ppm (Color/B&W) (3005AC)
• 35/35ppm (Color/B&W) (3505AC)
• 100-Sheet RADF (Option)
  or 300-Sheet DSDF 
  (Option)

2000AC/2500AC
Color Copy, Print, Scan, Fax (Option)

• 20/20ppm (Color/B&W) (2000AC)
• 25/25ppm (Color/B&W) (2500AC)
• 250-Sheet Paper Drawer
• Automatic Duplex
• 100-Sheet RADF 
  (Option)

CALL FOR
SPECIAL 
PRICING

BRAND NEW
MODEL!

CALL FOR
SPECIAL 
PRICING

BRAND NEW
MODEL!

CALL FOR
SPECIAL 
PRICING

BRAND NEW
MODEL!

CALL FOR
SPECIAL 
PRICING

BRAND NEW
MODEL!

CALL FOR
SPECIAL 
PRICING

BRAND NEW
MODEL!

INTRO SPECIAL B&W and COLOR MFPS

PACKAGE 1: All Models + RADF + Stand + Toner + Developer
PACKAGE 2: All Models + DSDF + Stand + Toner + Developer

PACKAGE 1&2: All Models + RADF/DSDF 
+ Stand + Toner + Developer

PACKAGE 1&2: All Models + RADF/DSDF 
+ Stand + Toner + Developer

PACKAGE 1: All Models + RADF + Stand + Toner + Developer
PACKAGE 2: All Models + DSDF + Stand + Toner + Developer

All Models + RADF + Stand 
+ Toners (CMYK)
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Providing managed IT 
services has been a boon 
to many office equip-

ment dealers. In some cases, it 
has even saved the business as 
demand for printer and copier 
sales and services decline. It’s a 
natural fit, because supporting 
networked printers and copiers 
gives dealers insight into their 
customers’ network infrastruc-
ture. That and their relationship 
as a trusted service provider 
puts office equipment dealers in 
a unique position to effectively 
provide IT services to their cus-
tomers.

The fit and success of others 
does not mean it will be easy to 
provide managed services. Like 
any worthwhile opportunity, 
it requires a lot of thought, re-
search, planning, and investment. 
If you don’t understand what to 
expect and fail to prepare accord-
ingly, you risk pitfalls and low 
returns.

ENX spoke with a number of 
dealers with successful managed 
services programs. We also inter-
viewed companies that provide 
support and software for dealers’ 
managed service offerings. From 
them, we learned what they did 
to succeed in managed services, 
as well as some common mis-
takes that dealers should avoid.

Ask Yourself “Why?”
The reason you are getting 

into managed services makes a 
difference. “A lot of dealers got 
in from a defensive as much as 
an offensive perspective,” said 
Doug Grimm, VP and GM of 
Collabrance, which provides a 
technology stack, service desk 
outsourcing, and other resources 
that enable dealers to provide 
managed services. “He who 

owns the 
network 
will own 
all output 
devices. If 
that’s the 
only reason, 
the focus 
and deter-
mination to 

succeed may be not as great as 
those looking to diversify or raise 
the valuation of the business,” 
he added, noting that the office 
equipment businesses that also 
do managed services often sell 
for more money when acquired.

Providing managed services 
also allows dealers to get more 
intimate with their customers. 
“Some dealers want to go deeper 
and wider with their customers 
rather than get new customers. 
Managed services is a natural 
fit,” said Mr. Grimm.

All this translates into gain-
ing a competitive advantage. 
Everyone we spoke with said 
that dealers are not only getting 
more revenue from existing of-
fice equipment buyers, but also 
earning office equipment busi-
ness from new managed services 

customers. 
That’s espe-
cially true 
for those 
already 
offering 
managed 
print ser-
vices. “Do-

ing both print and PC enables 
channel partners to move up [the 
customer’s] stack, adding more 
and more value over time,” said 
Mr. Weir, General Manager and 
Global Head of Print Services for 
Hewlett-Packard.

“Five years ago, [dealers] 
were asking ‘What is this, and 
why should it be relevant to me?’ 
Now they know exactly what 
managed services are and their 
role in diversifying revenue,” 
said Michael Amiri, director of 
dealer services at Continuum, a 
provider of outsourced IT ser-
vices. “If [dealers] are not doing 
it now or have a plan to launch 
soon, they are a little bit late to 
the game.”

Assess Your Potential for 
Success

Providing IT services is quite 
different from selling office 
equipment. It requires its own 
approach to marketing, sales, 
and support. “A lot of the things 
that made dealers successful 
will not make them successful in 
managed services,” said Lindsay 
Dick, director of sales for Col-
labrance.

The technical support that 
dealers or IT VARs provide is 
often based on the break-fix 
model, where they only hear 
from the customer when there is 
a problem. “That’s not a scalable 
model,” said Jeff Loeb, VP of op-
erations at ProSource, an office 
equipment dealer in the Midwest 
that offers managed services. 
You can’t predict demand, he 
pointed out, and once you solve 
a problem, you’re “at zero again” 
with that customer.

Another issue with the break-
fix model is that it does not align 
with the needs of the customer, 
who is looking for a trouble-free 
operation, said Mr. Loeb. Instead 
of break-fix, the managed ser-
vices model is one of monitoring, 
managing, and maintaining. It 
offers more value, not to mention 

Managed Services Do’s and Don’ts: 
Lessons to Learn Before You Jump In

News BriefingState of the IndustryMichael Nadeau

Doug Grimm, 
Collabrance

Mike Weir, HP

continued on page 22
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an ongoing reve-
nue stream for the 
dealer. 

“We look for 
dealers who want 
to grow, scale, and 
invest in managed 
services like it’s 
more than just 
another line of 

business,” said Ms. Dick. The company 
considers dealers that have at least $5 
million in revenue as good partner can-
didates. “Certainly we have partners that 
have less than $5 million in revenue, but 
typically those partners aren’t willing to 
make the investment to make it scale,” 
said Ms. Dick. For example, Collabrance 
expect its partners to invest in a dedicat-
ed sales person and a technical staff to 
handle issues that can’t be taken care of 
remotely.

“Partners who have started other 
ancillary businesses and have been suc-
cessful with them have greatly enhanced 
our success rate,” said Mr. Grimm. These 
partners have already gone through the 
process of assessing the needs of starting 
a new line and making it work with the 
core business.

Commitment to managed services 
at the top of the organization is another 
success indicator. Collabrance looks for 
C-level commitment in its potential part-
ners. “We look at how involved they are. 
From the top down, what is their com-
mitment to getting managed services off 
the ground? What is their ability to make 
strategic changes?” said Ms. Dick. 

“Someone needs to own the IT 
services deliverables, manage sales 
forecasts, and make sure [the dealer] is 
ready,” said Mr. Amiri. The dealer sales 
team, along with the deliverables owner, 
will be driving a more diverse conver-
sation with the customer, and someone 
needs to frame that conversation and 
make sure it is delivered consistently and 
accurately.

Focus and Pick a Sweet Spot
The range of managed services a 

dealer might provide is large. They 
include network management, help 
desk, back-up and recovery, website 

development and management, and 
hosting. Each service requires its own 
in-house expertise and support infra-
structure, all of which comes with over-
head. As much as 90 percent of those 
services will be done remotely. The 
more services you provide, the greater 
the investment and risk. If you spread 
yourself too thin to properly deliver ev-
erything, customers will eventually seek 
other providers.

“Some dealers try getting in by selling 
the lowest-cost solution,” said Ms. Dick. 
They haven’t sold a standard package 
on the service side. This leads to them 
having to support a multitude of different 
technologies. “You’re managing to an 
exception rather than a norm, and that 
becomes pretty challenging,” said Mr. 
Grimm.

It’s important to figure out who the 
target customer is, which is most likely 
at the SMB level. SMB customers with 
10 to 100 users and no internal IT are 
ideal prospects for managed services, 
according to Ms. Dick. 

It’s also import-
ant that the busi-
ness is completely 
dependent on its IT 
to provide its prod-
ucts or services. In 
other words, if the 
server goes down, 
business stops. “If 

a company sees IT as an expense and not 
a strategic advantage, then it is not going 
to have the appetite for what managed 
services offers,” said Mr. Loeb.

“It’s difficult to provide [consistently 
good] managed services to both a 20-
user and a 500-user company,” said Mr. 
Loeb. Those companies will use dramat-
ically different technologies. ProSource 
focuses on companies with 20 to 100 us-
ers. This allows them to train and certify 
its support team on all the network fire-
walls, anti-virus software, and equipment 
its customer base uses. “By doing this, 
we can support our customers quickly, 
profitably, and reliably,” said Mr. Loeb. 

Staff and Train Appropriately
To support managed services, dealers 

need staffing strategies for two key areas: 

sales and technical support. On the sales 
side, it’s common for a dealer to have 
their core sales or imaging reps sell man-
aged services as an add-on. That’s often 
a mistake because selling managed ser-
vices requires a different type of conver-
sation with the customer and a different 
knowledge set on the part of the reps.

The core sales team can play a sig-
nificant role in developing the managed 
services business, particularly in pro-
ducing sales leads. It’s best if they have 
an incentive to pass leads along to the 
managed services sales team. “An office 
equipment dealer might have 50 sales 
reps out in the field every day,” said Mr. 
Loeb. For managed services, they can 
be an effective lead generation arm, he 
added. 

At ProSource, the sales team is trained 
to look for clients that fit their ideal 
customer profile. When they find them, 
they ask a few qualifying questions and 
pass the lead to the managed services 
team, which sends a specialist to make 
an introduction. The managed services 
specialist explains to the customer what 
managed services are and asks questions 
about the customer’s business to deter-
mine whether they are a fit.

ProSource looks for people with ac-
count management skills, even on the 
technical side. A key role at the company 
is the virtual CIO (VCIO). “The VCIO 
has strong technical skills and customer 
relationship skills--about 50/50,” said 
Mr. Loeb. “That person is difficult to 
find and more expensive than the typical 
engineer.” 

The VCIO’s job pre-sale is to assess 
the customer’s IT infrastructure. He 
or she should understand the level of 
support needed and to identify issues 
that will need to be addressed. Once a 
contract is made, the VCIO works on 
the customer onboarding process, which 
includes stabilizing the network envi-
ronment and installing the monitoring 
agents.

The in-house technical expertise of 
most dealers is typically focused on im-
plementing projects. That’s useful, but 
fulfilling a managed services contract re-
quires people who can monitor and main-
tain the client’s IT infrastructure as well. 

continued on page 24

Jeff Loeb, ProSource

Lindsay Dick, 
Collabrance



WE DO.

STRUGGLING TO MANAGE 
LOCAL DEVICES?
WHO REALLY HAS A 
SOLUTION FOR THOSE 
EXECUTIVE OFFICES 
ANYWAY?

Up to 30% of any given environment is made up of 
local/non-networked devices. It’s no wonder smart decision 
makers are looking for a solution that addresses the needs of 
the entire environment.

Our Local Device Management solution won’t leave 
those local devices to survive on their own.  

•  Management of ALL devices
•  Simplified supplies fulfillment, no rogue ordering
•  Online portal available to all users

Be confident knowing you can deliver a total solution all the way 
up the ladder.

 800-729-9300   www.suppliesnetwork.com

TAKE CONTROL OF LOCAL DEVICES. JOIN OUR WEBINAR.

YOUR SERVICES YOUR MPS BUSINESSYOUR PROGRAM

Registration URL: 
www.gotomeeting.com/webinar
Click: Join a Webinar 
Webinar ID: 127-066-147

Tuesday, July 26th 
at 3:00 PM CDT 
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“Some of our larger clients have tried to 
run a project shop and a managed IT ser-
vices shop with same people,” said Ms. 
Dick. However, the profile of someone 
who can do project work well is signifi-
cantly different from someone capable of 
the work that a managed services contract 
requires. That’s one reason why some 
dealers outsource managed services op-
erations that can be handled remotely and 
keep project work internal, she added.

Supporting managed services requires 
people with deep knowledge of back-end 
IT infrastructures. “Dealers that are new 
to IT don’t know what those people look 
like, so having a partner that delivers that 
back-end talent is important” said Mr. 
Amiri. “Sales teams need to have confi-
dence in the deliverables to support the 
customers’ IT demands,” he added. Oth-
erwise, they will not risk their core re-
lationship with the customer by pushing 
something new like managed services.

Preston Wool-
folk, director of 
managed network 
services at business 
technology integra-
tor Documation, 
echoed the need to 
work to get sales 
onboard. “One of 
our biggest hurdles 

was our traditional copier sales reps not 
wanting to learn something new,” he said. 
Once the company had a few successes in 
managed IT services under its belt, howev-
er, these same reps bought in to managed 
services quickly.

Price Based on Value and Cost
Some dealers don’t put enough effort 

into building a business plan and sales 
strategy for their managed services of-
ferings. This can lead to underestimating 
the costs associated with fulfilling man-
aged services contracts, which can be 
disastrous when establishing pricing for 
those services. 

“Partners who are already offering 
managed services might come to us be-
cause revenue is not meeting projections 
or the costs are so high and the work 
is unpredictable,” said Collabrance’s 
Grimm. 

Mr. Loeb said that ProSource settled 
on a flat-rate model after experimenting 
with other pricing methods. They started 
with a per-device model, which worked 
until businesses started using more mo-
bile devices. Then ProSource went to a 
per-user model, which also worked for 
awhile. The flat-rate that they use today 
is based on the number of computers, 
users, and interactions, and they review 
each account monthly to monitor chang-
es. ProSource finds this model the easiest 
to manage.

“Pricing is very difficult,” said Mr. 
Loeb. “You can’t price for a worst-case 
scenario.” He thinks most dealers un-
der-price their managed services offer-
ings because of their break-fix mentality. 
“They will spend more time with their 
customers than with the break-fix model. 
If they don’t, then they won’t be able to 
provide value,” he said. 

Mr. Loeb said that it took ProSource 
several years to find the right pricing 
level based on their true costs and the 
customers’ perceived value. They built 
a spreadsheet outlining all their costs 
including personnel, outsourced services, 
and training. Once they knew the true 
cost, they were able to build in enough 
margin. “Customers are willing to pay a 
premium if you’re willing to be an inte-
gral part of their business,” he said. 

It took time for Documation to under-
stand its costs as well. “Once we were 
able to build in all our cost of goods, 
we had a much better relationship and 
service level,” said Mr. Woolfolk. They 
were able to set customer expectations 
much more accurately. “We under-as-
sumed what customers were willing to 
pay,” he added. “We didn’t realize the 
value we were offering.”

The value might even be higher for 
some customers. “[An emphasis on] 
security or compliance creates more will-
ingness to pay,” said Mr. Weir.

Customers that have been used to a 
break-fix relationship might balk at first 
at a monthly fee, because most of the 
time they are not paying that much for IT 
in a given month. Mr. Loeb said that this 
is easy to counter. “Over the years, there 
are spikes in IT costs. When you average 
them out the true costs become clear and 

there’s not much difference compared to 
managed services,” he said.

Partner Rather than Build
Some dealers have built their own 

support stacks to monitor and manage 
the IT services they provide. While that 
might work for those with the expertise 
and a limited customer base, doing it 
yourself presents a host of issues.

First, it puts the dealer in the soft-
ware development business. As systems 
change, the stack needs to be updated. In 
addition, the dealer becomes responsible 
for keeping up with ever-changing secu-
rity issues. If the customer base uses a 
wide range of applications and network-
ing platforms, it can be a nightmare to 
create a support stack that can work well 
with them all. 

“Do not build in-house,” warns Mr. 
Woolfolk. “Don’t even consider your 
own network operations center (NOC) 
unless you have at least $100,000 in 
recurring monthly revenue.” Risk is a 
factor. “If something goes wrong with 
a copier, the worst case is you replace 
the copier,” he said. “If something goes 
wrong in IT, like you delete data, you 
might put the customer out of business.” 
By using Collabrance, Documation miti-
gates that risk.

Leading providers like Collabrance 
and Continuum offer resources beyond a 
technology platform and outsourced ser-
vices. They have a vested interest in their 
partners’ success, so they also offer best 
practices templates, advice for building 
business plans, and other information 
resources. Using a managed services 
platform not only makes costs more pre-
dictable, but also provides guidance for 
establishing resource needs. Outsourcing 
also lets you automate parts of the IT 
management process, including network 
monitoring, system updates, and predic-
tive maintenance.

When Documation first considered 
managed IT services, they realized they 
were looking at a significant investment, 
particularly in the right personnel. “You 
need boots on the ground,” said Mr. 
Woolfolk. “We looked at the full head-
count and how many people we would 
need to hire.” The company partnered 

continued on page 26
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ID# 64854 Konica Minolta bizhub PRESS C6000 PRO    
A1DV011001941 RADF; (LU-202); (FS-612); FIERY E100-02 RIP; 

Condition: Passes Paper  B&W: 21k; Color 146k
$11,999

ID# 62476 Ricoh MP 5054 G185R420163 RADF;  
Duplex; (SR3140) FIN; Print; NIC; Scan; PostScript®;  
Condition: Passes Paper; 4 Paper Trays; Total: 41k

$3,999

JULY SPECIALS:
• Kyocera Taskalfa 3050ci/4050ci 

as low as $600
• Kyocera Taskalfa 5500i 

as low as $750
• Konica Minolta BizHub c220/c280/c360 

as low as $600
• Ricoh Aficio MP c4502/5502 

as low as $750
• Sharp MX-2610/3110 

as low as $400
• Toshiba E-Studio 2540c/3040c 

as low as $400
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with Col-
labrance to 
outsource ser-
vices, reducing 
in-house hiring 
and Documa-
tion’s up-front 
investment in 
managed IT 
services.

“Continuum provides a blueprint 
for programs and specifics to help 
dealers who are transitioning into 
IT systems, whether it’s technology, 
people, or the processes between 
them,” said Mr. Amiri. For example, 
Continuum offers a dealer launch 
program that does “all the heavy lift-
ing” for dealers to get ready--mar-
keting, sales, pricing, proposals, 
compensation, margin forecasts, and 
commissions. The services that Con-
tinuum supports can be white-la-
beled, so that the dealer’s brand is 
protected.

A dealer can go to market with 
managed services more quickly 
and with less financial risk. “Due to 
a time-tested launch plan, dealers 
don’t have to start from scratch,” 
said Mr. Amiri. “We’ll arm sales 
teams with the right kinds of tools to 
enjoy success immediately.”

Finding a partner requires a lot 
of due diligence, because it’s hard 
to change a tool or support stack 
once it’s in place. ProSource went 
through a trial-and-error process 
with several different tools before it 
settled on the Continuum product. 
“A lot of them created more work 
for us,” said Mr. Loeb. “We were 
getting hundreds of alerts, and most 
of them were not anything we need-
ed to know about.” 

Some OEM partners provide 
managed services, notably Kon-
ica-Minolta’s All Covered and 
Ricoh’s mindShift. Hewlett-Pack-
ard’s Managed PC and Print Ser-
vices might be the largest of them, 
and it offers the opportunity for its 
channel partners to share in that 
business. “A dealer might have a 
[managed services] customer in the 

Pacific Northwest that has an office 
in Texas,” said Mr. Weir. “They have 
the ability to service the customer 
locally, while we manage the Texas 
office.” HP partners can also resell 
HP’s service offerings or earn a 
commission through referrals.

Earn the Customer’s 
Confidence

Selling and fulfilling managed 
services requires a much more inti-
mate relationship with your custom-
ers. “We are more involved with our 
customers on their business goals,” 
said Mr. Loeb. By understanding 
what they are trying to accomplish, 
a managed services provider is bet-
ter placed to build and maintain an 
IT infrastructure that will help their 
customers achieve their goals.

For instance, ProSource works 
with its managed services customers 
to build a five-year technology road-
map that aligns with their business 
goals. That plan is reviewed every 
quarter with the customer to avoid 
surprises. For example, if a server 
needs to be replaced, this process 
ensures that the customer knows 
well ahead of time and can budget 
accordingly.

At first, you might have an eas-
ier time selling managed services 
to new customers, as Documation 
discovered. “Our current custom-
ers were more hesitant,” said Mr. 
Woolfolk. “Some had never heard of 
managed IT services before.” They 
also questioned an office equipment 
dealer’s ability to provide those 
services, much like Documation’s 
own internal sales team. With new 
customers, it was easier to have a 
conversation about the company’s 
full range of capabilities.

Keeping the conversation focused 
on the business and goals will help 
earn trust. “Don’t talk technology, 
talk about what tech does,” said 
Mr. Grimm. “It doesn’t matter what 
brand is on the firewall, just that it 
keeps the security threats out.”  ♦ 

Do’s
•	Get management buy-in: Managed services 

requires the company’s full commitment 
•	Do your homework: Know the unique 

requirements of managed IT services in 
terms of technology, personnel, and finan-
cial investment.

•	Build on past successes: If you’ve done 
well with managed print services, for ex-
ample, then it is a smaller leap to managed 
IT services.

•	Know your costs: If you don’t, you might 
price your services too low.

•	Get the sales team on-board: Earn their 
confidence in the services and incentivize 
them to promote it.

•	Create a customer profile: Know who you 
can effectively and profitably service.

•	Price based on value and cost: Customers 
will pay a premium for services that en-
hance their business, and you need to en-
sure a good margin.

•	Select partners carefully: They need to be 
well-suited to serve your customer base 
and complement your capabilities.

•	Build a deeper relationship with your cus-
tomers: Managed services require a more 
consultative approach, and customers want 
a partner that will help them grow their 
business.

Don’ts
•	Treat managed IT services as an add-on to 

what you already do: They require a com-
mitment to operate as its own business unit.

•	Assume you can use your existing staff: 
Selling and managing IT services requires 
different skill sets and approaches.

•	Build your own technology stack: It will be 
difficult and expensive to maintain and lim-
it the range of customers you can support.

•	Be all things to all customers: This will 
lead to thinly stretched resources, unprofit-
able contracts, and unhappy customers.

•	Sell based on technology: The customer 
doesn’t care what tech you use, just that it 
will be reliable and help them meet their 
business objectives.

•	Underestimate the risk: The consequences 
of a failure in managed services can have 
a dramatically negative impact on the cus-
tomer.

•	Go it alone: Outsourcing partners can help 
you better scale, provide reliable service, 
and keep costs predictable.

Michael Amiri, 
Continuum 
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In today’s evolving industry, 
managed services are an in-
creasingly important—some 

would say critical—offering for 
dealers who’re looking to stay 
competitive and expand their 
services in the recurring revenue 
business model. 

For the last several years, one 
of the leading companies offering 
a managed IT services platform 
has been Boston-based Continu-
um Managed Services.

Continuum started in 2011, 
when Summit Partners, a 
growth equity firm, acquired 
the industry-leading Remote 
Monitoring and Management 
(RMM) and Network Operations 
Center (NOC) technologies and 
launched Continuum Managed 
Services.  Today, Continuum has 
grown into a company that mon-
itors 1 million endpoints for its 
5,800 partners, including MSPs 
that service more than 50,000 
SMB customers and web- host-
ing provider partners.

In 2012, Continuum estab-
lished Continuum Veterans 

Foundation, a nonprofit 
organization providing 
financial support to 
local and national char-
ities that focus on help-
ing veterans find jobs 
in IT. The company 
directs a percentage of 
its corporate profits to 
select nonprofit veteran 
organizations. 

Continuum currently 
employs 1,200 people 
at five locations around 
the globe. The new and 
beautifully designed 

corporate headquarters is located 
in Boston, while the Help Desk is 
situated in Cranberry Township, 
Pennsylvania.  The Network Op-
erations Center (NOC) is based 
in Mumbai, India, with the Eu-
ropean headquarters in London, 
UK. The R1Soft office operates 
out of Houston.

Continuum has grown approx-
imately 30 percent every year 
since 2011. Last year it doubled 
the size of its operation center 
in Cranberry Township, and in 
February of this year, opened its 
striking new corporate headquar-
ters in Boston. 

“Continuum is the only chan-
nel-exclusive IT management 
platform company, so our suc-
cess is our partners’ success,” 

explains Jeanne Hopkins, Con-
tinuum’s Senior VP and CMO.  
“Everything Continuum does is 
for the success, growth, and prof-
itability of its partners.”

Why Choose Continuum?
To demonstrate just how 

profitable managed IT services 
can be, Continuum coauthored 
a whitepaper with Growth 
Achievement Partners (GAP) 
entitled Managed IT Services 
Business Model Report. Hopkins 
called it “The first of its kind, 
revolutionary business mod-
el, outlining how dealers can 
achieve more than 60 percent 
pre-labor gross margins with 
managed IT services.” 

For many dealers, the most 
daunting aspect of making the 
transition into managed IT ser-
vices is the sheer quantity of 
unknowns. Continuum’s Office 
Equipment Dealer Program helps 
ease those fears by providing a 
blueprint for the entire process. 
The dealer launch program in-
cludes guidance and materials 
for marketing, sales, pricing, 
proposals, compensation, margin 
forecasts and commissions. The 
services that Continuum supports 
are even white-labeled, so a deal-
er’s brand is protected.

Continuum: Helping Dealers 
Accelerate Their Transition into 
Managed IT Services

News BriefingBusiness Profile

Jeanne Hopkins, Continuum’s 
Senior VP and CMO
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“Continuum provides a turnkey plat-
form, which empowers dealers to offer a 
complete suite of managed IT services,” 
emphasizes Hopkins. 

As far as the platform is concerned, 
Continuum’s Remote Monitoring and 
Management (RMM) software is a SaaS-
based management portal that offers pro-
active problem resolution backed by the 
company’s Network Operations Center 
(NOC) and Help Desk. Continuity247™, 
Continuum’s fully managed backup 
and disaster recovery (BDR) platform, 
proactively monitors, troubleshoots and 
remediates problems to ensure backups 
continuously run for small and medi-
um-sized business clients.

“Our platform is backed by an indus-
try-leading Network Operations Center 
and Help Desk, supported with more 
than 800 technicians—who resolve thou-
sands of alerts, around the clock, every 
day of the year,” says Hopkins.  “No oth-
er platform offers that type of support.”

The Consultative Model
The power of a consultative sales 

model is getting expert advice from your 
vendor. So what are the most important 
points to communicate to a dealer about 
managed IT services? According to 
Hopkins, it’s explaining just how critical 
managed IT services is to their future, 
and that outsourcing or partnering with 
an IT services provider can get them 
there more quickly and successfully. 
Continuum maintains that they can help 
dealers take the necessary steps to pre-
pare for a go-to-market offering in 45 
days or less. 

“With Continuum, a dealer can go 
to market with managed services more 
quickly and with less financial risks,” 
explains Hopkins.  “With our time-tested 
launch plan, dealers do not have to start 
from scratch.”

Identifying and recruiting talent to 
communicate and sell this new service 
are persistent obstacles that dealers face. 
Hopkins explains that the key to success-
fully integrating new managed services 
into an existing portfolio lies in forming 
the right partnerships, getting buy-in 
from the top down and shifting certain 
aspects of the business to support a man-
aged services model.

To ensure that dealers have continuous 
support, Continuum remains in close con-
tact with them through an assigned account 
rep and regular email communications. A 
private community forum allows partners 
to freely connect, share, and learn. 

“There are also numerous resources 
available at our award-winning MSP 
Resource Center packed with on-demand 
webinars, white papers, podcasts and 
more,” adds Hopkins. “Our Podcast Net-

work includes three shows that deliver a 
range of contact weekly.” 

Hopkins notes that more and more 
dealers are moving to offer managed 
services, and small businesses are in-
creasingly dependent on outsourcing and 
third-party relationships to support their 
technology infrastructure. 

“Providers who can offer complete, 
end-to-end technology management and 
help SMBs embrace modern cloud-based 
solutions will be positioned to tap into 
impressive revenue streams and win life-
long customers,” says Hopkins. 

Navigate 2016 by Continuum
Navigate 2016, Continuum’s third 

annual user conference, is a 3-day ed-
ucational event that takes place from 
Wednesday, September 28, 2016 to Fri-
day, September 30, 2016 at the Seaport 
World Trade Center in Boston. Hopkins 
notes that Navigate 2016 will feature 36 
breakout sessions and multiple keynote 
addresses, offering unique content to 
help dealers improve business strategies, 
increase sales and marketing efforts, and 
gain a deeper understanding of Continu-
um products. 

“Navigate is a unique opportunity for 
dealers to discuss new ideas with peers 
and learn from experts across a variety 
of disciplines, all focused on building the 
success and growth of the IT channel,” 
says Hopkins. 

The Navigate user conference, along 
with the RMM platform, NOC, BDR and 
fully integrated approach, demonstrates 
why Continuum is poised to continue ac-
celerating dealers’ transition and success 
with managed IT services.  ♦ 

Continuum: Helping Dealers Accelerate Their Transition into 
Managed IT Services
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While untold numbers 
of print and imaging 
businesses are saving 

money these days by moving to 
the cloud, IT experts say these 
companies need to ensure that 
their cloud contracts include 
ironclad legal protections. Other-
wise, they’ll suffer an uncertain 
future.

“Look at the news on any giv-
en day,” says Ron Zalkind, chief 
technology officer at CloudLock, 
a service provider that helps com-
panies secure public cloud ac-
counts, such as Google Apps and 
Sales Force.  “You’ll clearly see 
that the number of risks and data 
breaches is only accelerating.” 

Indeed, according to a study 
released earlier this year by Dres-
ner Advisory Services (http://
dresneradvisory.com), security 
concerns alone about the cloud 
still remain the primary barrier to 
a business’ move there, accord-
ing to Howard Dresner, founder, 
DAS.

Raj Samani, chief technology 
officer, Intel Security EMEA, 
agrees:  “As we enter a phase 
of wide-scale adoption of cloud 
computing to support critical 
applications and services, the 
question of trust within the cloud 
becomes imperative. This will 
become integral into realizing 
the benefits that cloud computing 
can truly offer.”

Case in point:  An Intel report 
on cloud security released ear-

lier this year found that  more 
than one in five businesses are 
concerned about the security risk 
posed by the cloud, according to 
Samani.

Moreover, getting from ‘un-
certainty’ to ‘protected’ can be 
more difficult than one might 
expect, given that many cloud 
service providers are reluctant to 
put their security assurances in 
writing.

“We continue to see frustra-
tion among cloud services users 
over the form and degree of 
transparency they are able to ob-
tain from prospective and current 
service providers,” says Alexa 
Bona, a managing vice president 
at Gartner  (http://www.gartner.
com), a market research group.

Even so, a significant percent-
age of businesses apparently be-
lieve putting together a workable 
cloud contract is worth the has-
sle, given the potential savings.

A survey released earlier this 
year by Viavi Solutions (http://
www.viavisolutions.com/en-us), 
an IT services firm, for example, 
found that 28% of 740 organiza-
tions surveyed said a majority of 
their computer applications were 
already in the cloud.

And more than four-out-of-
five organizations surveyed 
predicted that they’d be using 
computer cloud applications in 
some way by 2017.

Meanwhile, Experton Group 
(http://www.experton-group.
com), an IT consultancy, found 
that in a recent study of 150 
managed cloud services projects, 
companies that went to the cloud 
achieved an average savings in 
computing costs of 25%.

Moreover, according to Paul 
J. Wash, chief information offi-
cer of Dell, a global technology 
adoption study released by Dell 
(http://www.dell.com) last year 
found the following:

•	42% of businesses that mi-
grated to the cloud reaped 
costs savings. 

•	40% reported that their oper-
ations became more efficient.

•	38% said they felt their IT 
resources were better allo-
cated when centered in the 
cloud.

The study also found that 
when companies combined mi-
grations to the cloud with the 
adoption of other new advances 
in IT, such as Big Data applica-
tions and widespread dissemi-
nation of mobile devices, they 
enjoyed 53% higher growth rates 
than businesses that shied away 
from those new technologies.

Fortunately, federal govern-
ments on both sides of the At-
lantic are working to ensure that 
businesses reap those savings 
without incurring any unneces-
sary booby traps.

EU regulators, for example, 
are aggressively pushing for 
more detailed cloud security 
agreements between providers 
and companies, and rolled out 
their first set of guidelines in 
2014 (https://ec.europa.eu/dig-
ital-agenda/en/news/cloud-ser-
vice-level-agreement-standard-
isation-guidelines) -- guidelines 
they worked out with key global 

Cloud Contracts Done Right: Key 
Provisions You’ll Need

News BriefingCloud IntelligenceBy Joe Dysart

85% of all new software is being 
delivered via the cloud, according to 
IBM.

IBM’s cloud center in Beijing.
continued on page 34
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cloud service providers like IBM, SAP 
and Microsoft.

Plus, similar efforts are underway at 
the U.S. National Institute of Standards 
and Technology (http://collaborate.nist.
gov/twiki-cloud-computing/bin/view/
CloudComputing/WebHome). Essential-
ly, the standards -- which will apply to 
cloud service providers doing business 
with the federal government -- are ex-
pected to serve as best practice cloud 
security contract templates for all of U.S. 
industry.

Until the hoped-for government 
guidelines arrive here in the U.S., it 
makes good business sense to ensure you 
have the key provisions you need in a 
cloud contract to ensure your data -- and 
your print and imaging business -- is 
secure.  

Below is a distillation of the guide-
lines that are currently being recom-
mended by the EU and those currently in 
development at U.S. NIST:
•	Be sure there are limitations on 

where your data will be geographi-
cally located.  

Nail this down, or your company 
data could end up on a server in 
Iran.  “You should stipulate certain 
countries you do not want your data 
to pass through—i.e. data cannot 
pass through HUAWEI routers, the 
Chinese equivalent to Cisco—as cer-
tain governments can seize property 
whenever they like,” says Andre W. 
Ahern, CEO, Ahern & Associates, a 
business consulting firm.

•	Be sure you have a detailed exit 
strategy from your cloud service 
provider.

Should you decide to move onto to 
another provider, you’ll want to be 
sure there is a clear pre-agreement 
about the transition.  

Specifically, nail down how you’ll 
move your data and the data format 
your data will be sent to you for the 
transition.  You’ll also want the kind 
of cooperation your old provider will 
give you in writing—and the amount 
of time you’ll have to secure your 
data.  Otherwise, if you have nothing 
in writing, you could simply lose all 
of your data with a move.

“You should always be aware 
of what the exit strategy is when 
signing on for any cloud provider,” 
Ahern says.  “A lot of providers will 
entice customers with cheap sign-on 
specials or monthly fee deals, but 
when the customer tries to leave, 
they charge an arm-and-a-leg to 
break contract.”

•	Beware of cloud providers that 
insist on the unilateral right to 
change contract terms.

Essentially, this right can give 
your cloud service provider a blank 
check to make changes to your con-
tract terms on a whim—which will 
leave your data in the lurch.  If the 
provider refuses to budge, be sure 
you can live with this provision.

•	Get documentation on how your 
provider will secure your data.  

Any decent cloud provider will 
have internal protocols in place de-
signed to safeguard your data and 
your company’s privacy.  Get those 
protocols in writing.  And get a guar-
antee that your provider’s security 
standards will be certified annually.

“Every cloud provider should have 
multiple data center locations as a 
backup to the other in case there is a 
loss of power or other complications 
at one of the data centers,” Ahern 
says.

•	Get documentation that your pro-
vider is aware of all local, regional, 
national, and international laws 
that pertain to the security and 
privacy of your data.  

Get documentation and descrip-
tions of the systems your provider 
has in place to comply with those 
laws.  Also, get similar documenta-
tion that your provider is aware of 
and can comply with such laws that 

are specific only to companies in 
your industry.

•	Ensure that your provider will be 
able to provide usable data, should 
your institution be faced with an 
e-Discovery request during litiga-
tion against your institution.  

Your attorney should know how 
to ensure this request is properly 
fulfilled.

•	Ensure that the cloud contract 
clearly states that your company 
retains ownership over all its data, 
and that the cloud service provider 
has no right to use your data.  

Otherwise, the cloud provider may 
try to resell your data to third parties.

•	Ensure that your legal agreements 
extend to the subcontractors hired 
by your cloud provider.

This is an easy provision to over-
look -- and could wreak havoc on 
your contract with your provider if 
forgotten.

•	 If possible, ensure that your IT 
director will be able to meet with 
the cloud security chief to evaluate 
the provider’s security protocols.

Also, ensure that your IT director 
will get immediate notice when any 
changes are made to those security 
protocols.

•	Ensure that you will be notified if 
your cloud provider suffers a se-
curity breach or is hacked in any 
way. 

As we’ve all discovered the hard 
way, companies are often reluctant 
to inform clients that they’ve been 
breached.

•	Ensure that you’re able to encrypt 
your data before it leaves your 
company’s computers.  

This provision can save untold 
headaches.  Once encrypted, your 

Cloud Contracts Done Right: Key Provisions You’ll Need

Even Watson, the artificial intelligence IBM 
computer that bested humans on the TV show 
“Jeopardy,” is now available as a cloud 
service.

A Dell study found that that 42% of businesses 
that migrated to the cloud reaped costs 
savings.

continued on page 35
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Visit our website at www.cwholesale.comAvailable 
through

The answer is just a click away.
Carolina Wholesale’s popular new 
e-Storefront provides anytime access 
to live inventory, pricing, product 
specifi cations, retail marketing 
resources, and more.

Whether you are looking to order 
online, via EDI transaction, or through 
another third-party solution, Carolina 
Wholesale is the distribution partner 
willing and wanting to meet you 
where you are.

data becomes much less of a prob-
lem for you in the cloud, no matter 
what goes on there.

“Adding an extra encryption on 
your data is a good precaution,” 
Ahern says.  “What is more import-
ant is that the cloud provider’s data 
centers are SOX and SSEA 16 com-
pliant: These are regulations which 
stipulate certain security measures 
for cloud servers.”

Arpan Joshi, a software design en-
gineer at Concur, an SAP company, 
agrees with Ahern:  “Encryption is a 
powerful mechanism for safeguard-
ing an organization’s data and infor-
mation both in-premise and on the 
cloud especially with the increasing 
use of cloud.”

•	Ensure that your data will be 
wiped clean from servers and oth-
er computerized storage devices 
that are taken out of service by 
you cloud provider. 

Otherwise, a server or external 
hard disk with all your compa-
ny’s trade secrets could pop up on 

eBay, and be sold to a pimply faced 
15-year-old—or a competitor.

•	Secure a detailed agreement with 
your provider on how your pro-
vider will handle a system crash 
involving your data.  

Also secure an agreement on how 
a security breach of your data will be 
handled.  Don’t assume your cloud 
provider will be diligent.

•	Monitor the Cloud Security Al-
liance  (https://cloudsecurityalli-
ance.org):  For the latest ideas and 
developments in cloud security, 
monitor this industry group.  Its 
specific mission is to work on estab-
lishing international standards for 
security and privacy in cloud service 
agreements.  

•	Grab the CSA’s forthcoming cloud 
security best-practice guidelines.

Top IT players from around the 
world are currently vetting a forth-
coming CSA document,  (https://
cloudsecurityalliance.org/media/
news/open-peer-review-big-data-
security-and-privacy-handbook-100-

best-practices-in-big-data-security-
and-privacy/).

Once released, the document will 
offer an exhaustive look at the latest 
thinking on cloud security and how 
it’s best achieved.  Essentially, the 
document will enable an IT repre-
sentative from any business to walk 
into negotiations with any cloud 
provider and talk intelligently and 
perceptively about what that busi-
ness wants from a cloud provider in 
extremely detailed, erudite terms.

“Security vendors and cloud providers 
must arm customers with education and 
tools, and cultivate strong relationships 
built on trust, in order to continue the 
adoption of cloud computing platforms,” 
says Jim Reavis, chief executive officer 
of the Cloud Security Alliance.

Once you -- and your legal staff -- are 
satisfied that your cloud contract is air-
tight, there’s only one thing left to do:  
kick back and begin to reap the benefits 
of the cloud.  ♦ 

Cloud Contracts Done Right: Key Provisions You’ll Need
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The mid-Atlantic has more 
than its share of office 
technology dealers, but 

none are growing as fast as 
Philadelphia-based KDI. Rick 
Salcedo, KDI’s CEO, founded 
the company in 1988 as a service 
organization, and service has 
remained at the core of the busi-
ness as it has expanded. 

Today, KDI is a diverse player 
in the office technology business, 
selling a wide range of hardware 
and software as well as profes-
sional services. It sells or ser-
vices products from companies 
such as Ricoh, Canon, Lexmark, 
Toshiba, and DocuWare. The 
company has maintained a cus-

tomer focus as it has grown and 
added new lines of business. Of 
its 142 employees, 53 are dedi-
cated to service.

ENX recently had a chance to 
speak with Rick Salcedo and two 
members of KDI’s management 
team: President of Sales, Don 
Schatzman, and VP of Opera-
tions, Vance Stewart.
Tell us a little bit about the his-
tory of your company. What are 
some of the milestones that have 
occurred over the years?
SALCEDO:  Prior to KDI’s 
launch in 1988, I was a techni-
cian for Savin. Back in those 
days, they were not really con-
cerned about the service piece. It 

was an afterthought—and a nec-
essary evil of the business. 

I left to start my own ser-
vice-only company. About a 
year and a half after doing that, 
Savin approached me to become 
a dealer. We picked up Canon 
in 2008 and grew the company 
from there. In the last six or sev-
en years, we did acquisitions of 
one sort or another, including IT, 
MPS, and copier companies.
STEWART:  This is the first 
organization I’ve ever worked 
for that originated from service. I 
really think that KDI stands apart 
from the competition in that 
sense—that we focus mostly on 
customer care and not the sale. 

KDI Takes Customer Service  
to the Next Level

News BriefingDealer Spotlight

From Left to Right, Don Schatzman, President of Sales; Rick Salcedo,CEO; Vance Stewart, VP of Operations
continued on page 38
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It’s the post-sale where we know the rev-
enue streams come from.
SCHATZMAN: Back in 2008, Ricoh 
bought IKON, one of the primary Canon 
equipment distribution channels. We 
came on board with Canon USA—at a 
time when they were extremely aggres-
sive to go out into the market. They pro-
vided us with a lot of financial tools—to 
retain those IKON accounts as Canon 
customers.
What kind of revenue growth have you 
seen since 2008?
SALCEDO:  In 2008, we may have 
been at $10 million a year. Last year, we 
finished at $31 million.
You’ve actually had a double-digit 
growth every year since 2008?
SALCEDO:  Last year, we had 
growth—but not double-digit. The prior 
year, during the recession, we were flat. 
Prior to that, year over year, we were 
experiencing double-digit growth in most 
cases.
In terms of what you’re doing now, can 
you give us a little bit of a breakdown 
about the percentage of revenue —of  
sales, service and your basic core ar-
eas?
SALCEDO:  The core revenue is the 
hardware. I would say it’s 80 to 85 per-
cent equipment/hardware sales.  That in-
cludes aftermarket revenues. The balance 
is between MPS and managed IT.
Can you talk about the makeup of your 
clients? 
SALCEDO:  We have a really nice mix. 
When we first started the company, we 
had a substantial base of Fortune 500 and 
Fortune 200 companies. We had a plan 
that made us grow rapidly, but consoli-
dation in a lot of industries hurt us. Since 
then, we’re probably 85 percent medi-
um-size businesses. We do have large 
conglomerates, large hospitals and large 
school districts. Low end mom-and-pop 
businesses are maybe 1 or 2 percent of 
our business.
Are there any segments that are grow-
ing right now for you?
SALCEDO:  We’re growing in the color 
arena, specifically in the high-end and 
production color. We’ve been successful 

with the Canon imagePRESS and the 
Ricoh 7100 high end color. 

We’re decreasing in the same areas 
that everybody else is. The mono com-
ponent or mono black copiers or printers, 
whatever you want to call them. That 
area is being mostly replaced with the 
MFP color machines.
Does that change what you provide on 
the service side? 
SALCEDO:  We don’t do a lot of it yet, 
but it seems to be growing. Our clients 
need 24-hour access to service. We ha-
ven’t jumped into that arena yet, but we 
are getting more and more requests for 
that. From an opportunity standpoint, it’s 
just the amount of clicks that we’re gen-
erating in that arena.
STEWART: Customers just love col-
or. Their documents pop when you’re 
printing in color. Of course, we love that 
because every color-click gives us addi-
tional revenues.

Another avenue is the technical train-
ing that keeps our technicians up-to-par 
on providing proper service for color 
equipment. 
What are you doing that’s making MPS 
and professional services successful for 
you? 
STEWART:  With MPS, you have to 
have a different mindset—a different 
methodology. KDI employs teams of 
MPS experts—from service to sales, and 
from pre- to post-support. We do a lot 
of encompass studies to ensure that our 
clients are getting the best bang for their 
buck, and to learn where KDI will reap 
the benefits. 
SALCEDO:  We’ve been in MPS for at 
least 10 to15 years. We’ve been doing IT 
services, and now we are more focused 
on converting all those IT services to 
managed IT services. That’s one of the 
things that’s enabled us to continue to 

grow. We’re not your traditional box sell-
er. Anywhere between 40 to 50 percent 
of the equipment that we sell has some 
sort of an IT or MPS piece to it.
STEWART:  You surround yourself 
with the right people. You dedicate them 
to a team focused directly on MPS, as 
opposed to having your sales reps just 
speak to MPS. They look at where we 
can encompass all these prints into a fi-
nalized program, reduce CPCs, increase 
revenues, and increase traffic to the ma-
chines.
Give us an overview of what the cul-
ture’s like there. What do you look for 
in your support and sales staff?
STEWART:  From a service standpoint, 
culture is important. Attitude’s important. 
How one presents oneself in front of a 
client, and expresses care, is so important 
to how customers deal with this organi-
zation, how they purchase from our orga-
nization. Our sales reps aren’t out selling 
equipment. They’re out selling KDI. 

The culture starts with the manage-
ment team, and starts right at the top 
with Rick.  He is in working every single 
day, taking it to the max, and expects 
nothing less from everyone else. Rick 
has put his management team through 
training to identify personalities and 
good people, that we then teach the trade. 
We have to have the “who” in place first, 
in order to make this thing grow. We’re 
always focused on the proper personali-
ty—somebody who can speak to clients, 
both internal and external, and do it with 
intelligence. 
SALCEDO:  The hardest part of any 
organization is finding people that want 
to work, that are dedicated at work, and 
have a desire. You’re sometimes hiring 
five, six, seven, eight, or ten people to 
get one person that potentially has those 
inherent qualities that you really can’t 
teach. Once you have that individual, it’s 
pretty easy to make that person success-
ful. Their own drive pretty much does 
that on their own. We just give them the 
tools. Like I say to everybody, all we do 
here is give you an opportunity. For lack 
of a better word, we’re small enough to 
be family-oriented, but we’re big enough 
to do anything that any manufacturer can 

continued on page 40
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do. That’s who we compete with every 
day, Canon Direct, and Ricoh Direct.
SCHATZMAN:  We encourage partici-
pation by our employees. We give them a 
voice in what we do. From a sales stand-
point, there’s always a lot of input from 
reps and managers. We’re not afraid to 
admit when we’re wrong. If we’re going 
down a bad road, we will analyze it, take 
input, think about it, and make some 
changes. If it requires a complete course 
change, we’ll do that, too.

As a company, we’re also very highly 
involved with the Philadelphia culture and 
civic activities. We get heavily involved 
in charitable causes. In the Philadelphia 
area, there’s a group by the name of Phila-
bundance, which is raising food for the 
poor. There’s also Toys for Tots and var-
ious other food drives that come up. We 
reward employee participation in those 
programs. We play it out on social media.

We have an annual president’s club 
trip for sales. You have to attain a quota 
to qualify for the trip. We bring admin 
people on the trip, which is unique. They 
can qualify based on their outstanding 
performance and achievement. IT folks, 
service personnel, and even warehouse 
personnel are on that trip.

Admin, service, and warehouse per-
sonnel get to mingle with salespeople. 
They hear about each other’s problems 
and understand each other. Salespeople 
out in the field might not have much 
interaction with warehouse people, who 
are setting up machines, receiving goods, 
and so forth.

We also have quarterly meetings, 
where we bring the whole company in to 
talk about various, important things. We 
have a sales meeting, but at about 2 pm, 
we bring the whole company in. We have 
food and beverages. Again, it’s a chance 

for everyone to meet each other, see each 
other, get a feel, and put a name to a face 
type of thing. 
What are some of the key challenges 
you see in the market?
SALCEDO:  If you talk to a hundred 
dealers, you’re going to get a hundred of 
them telling you the same thing: It’s the 
ability to attract, retain, and hire talented 
people. If you surround yourself with 
quality people, then good things happen. 
As the company continues to grow, it’s a 
bigger issue every day. 

We’re building our own training 
center, where we’re bringing people in 
that are relatively green to this business. 
We put them through extensive training 
programs before we put them out into the 
field. People that have left other compa-
nies tend to come with their own bag-
gage and their own way of doing things.

We have the normal business things—
the continuing shrinking of the margins, 
especially in service. The click charges 
continue to drop. As I see it, our worst 
enemies are the manufacturers. They’re 
not only dropping the rates extremely 
low, but they’re locking them for the 
term, which means they don’t have esca-
lators year in and year out. That creates 
problems down the road.

One is that you’re fixed on what you 
can charge that customer now. Any cost 
that you incur, the company’s eating. 
When it comes time to renew that cus-
tomer, it takes away the opportunity to 
say, “I’m going to save you $300 to $400 
a month because you’re paying two cents 
a page. I’m going to bring you back 
down, because it’s a new machine.” It 
makes upgrading your clients that much 
harder.
What are some of the biggest surprises 
that you’ve had as a business over the 
years? 
SALCEDO:  The biggest surprise has 
been our ability to continue to grow. 
We’ve been through many recessions 
since I started this company. If you have 
a value proposition that is service-based 
or customer-oriented, you will continue 
to grow. That’s why we hone in on our 
customer relations or customer service 
aspect of the company. If we don’t keep 

improving that relationship, it goes away 
pretty quickly.
Looking ahead, do you see growth con-
tinuing at the company? 
SALCEDO:  We’re already ahead of 
plan from last year. We’re not quite at the 
number that I was looking for, but I’m 
always looking for double-digit growth 
every year. We’re still looking for any-
where between, conservatively, 2 to 8 
percent growth this year over last year. 
That is only limited by the amount of 
quality people that we can bring into the 
organization.
What was your biggest accomplishment 
for the past year?
STEWART:  What we expect—what we 
really demand—is positivity in customer 
care. Oddly, in that respect, our greatest 
accomplishment was employee turnover. 
We had a diminishing culture within our 
dispatch center—the first line of defense 
for our clients, and our first contact with 
them. 

When clients call in with a negative 
experience and they are met with a nega-
tive attitude, nothing good comes out of 
it. We recognized this and tried to correct 
behaviors through discipline, coaching, 
and counseling, you name it. Ultimately, 
we had to make the harsh decision and 
say, “We’re going to have to part ways. 
It’s not working out. You’re good at what 
you do, however, it’s not within the cul-
ture of KDI. You’re not caring for our 
clients.”

We revamped that entire dispatch 
center of four individuals. What we 
have today is the most respectful and 
courteous team to date with the fastest 
turnaround. I have never seen anything 
quite like what we have now—as far as 
the workflow and synergy. We get rave 
reviews on the responsiveness of our ser-
vice dispatch center.
Which company product do you find 
the easiest to sell among your solutions 
partners?
SALCEDO:  The biggest one is now 
DocuWare, which used to be Fortis. We 
have a large, installed base of Fortis in 
the field. These are long-established cus-
tomers that we’ve had for 10-15 years.  ♦
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I’m sitting here at the dealer 
show in Vegas for one of the 
manufacturers we represent. 

Two of my friends are sitting 
with me and I’m listening to 
each of them talk about moving 
their businesses into the future.  
Although the products that the 
manufacturer is showing are 
interesting, all of us feel there’s 
nothing really new here.  Sure, 
there are new models, a few new 
strategic partners, but what we’re 
looking for is help in growing 
our business.

Each of us has multiple manu-
facturers that we work with, most-
ly to be competitive.  But we all 
agree that most of the manufactur-
ers aren’t putting forth anything 
that will actually help us. They 
seem to believe that all that’s 
required to be a great success 
partner is to come to us on their 
monthly visit with a new purchase 
program: A new way that we can 
buy more hardware and get a free 
widescreen whiteboard or more 
discount points on our supply pur-
chases. But what we really need is 
help in growing our business, not 
help driving deeper into debt on a 
purchase plan. 

It’s good to talk with my 
fellow dealers and I guess the 
biggest relief is that I’m not 
alone in the way I feel. Each of 
us has similar issues or problems.  
Some of our companies are larg-
er than others, but we all share 
the same challenges for growth 
and consistent opportunity. 
Finding senior sales talent seems 
to be the biggest issue we all 
face.  I also see that we all go to 
market in a similar fashion, with 
the same territory structure and 
comp plans.  

Just now one of the manufac-
turers’ reps walked up to our table 

as we were eating and asked us as 
a group, “What kind of promotion 
strategies would be most help-
ful?”  He explained that they were 
extremely serious and that while 
we were at the show he wanted 
to hear from us regarding ways 
that they could help.  After he 
walked away, we all started trying 
to identify those programs, either 
from the past or current ones from 
other manufacturers, any which 
were most effective.  As each of 
us thought about it, we all agreed 
that what we’d prefer is not more 
discount, but a program to find 
net new business. 

The challenges we’re all fac-
ing are significant and it doesn’t 
matter how big or small our 
market is, each of our businesses 
is suffering from the lack of a 
healthy inbound flow of new op-
portunities.  If the manufacturers 
actually wanted to help us that’s 
what they’d do: find us new op-
portunities!  It’s easy to blame 
the economy and how unsure 
business is right now.  We’re see-
ing some client buying-decisions 
drawn out longer than ever be-
fore. It’s happening to everyone.  
Yet we all agree, now is the time 
to retool in order to get a jump 
on our competitors. 

Johnny, a dealer friend for 
over 10 years, admits that he is 
a little weary and tired of han-
dling everything and has decided 
to hire a VP of sales. He wants 
a REAL sales leader, someone 
who can take the reins and drive 
solid results, while he runs the 
business.  He spoke about the 
enormous amount of time, mon-
ey and effort he’s spent trying to 
find the right candidate.  Over the 
last year-and-a-half he’s engaged 
three candidates. Not one of 
them was perfect for the job. 

I asked him, what was he 
looking for exactly? He wants 
someone who would come into 
the company and take over the 
sales department without hav-
ing to change everything.  That 
seems a bit odd, because some-
one with real experience will 
most likely put their own touch 
on the business.  If his Sales VP 
has to “work within his current 
culture and vision,” doing every-
thing the same way, well, I don’t 
know if they’ll launch any new 
growth practices.  I wouldn’t 
want Johnny riding me every 
day for sales results while being 
stuck in his view of how it’s 
done.

A sales leader should adopt 
the company’s culture and vision, 
but should also be allowed to 
bring their own energy, expertise 
and capabilities. If you’ve hired 
the right sales leader, giving 
them a little room to strut their 
stuff is important.  Johnny’s 
real problem seems to be that 
he doesn’t want to let go of the 
part of the business that he loves.  
Truth be told, Johnny is proba-
bly a better sales leader than a 
manager of his own company.  
Nonetheless, it looks like Johnny 
is taking as long to make that 
decision as some of our clients 
are in making their renewal de-
cision.  Wouldn’t you like to be 
one of the candidates on the oth-
er side of his story?  So it’s been 
a year-and-a-half and no forward 
movement. Hmm.

Roger is another friend of 
many years in this group, and he 
says he’s lucky because he has a 
great sales leader but thinks that 
his company has hit a wall trying 
to sell MPS and that he probably 
needs to create a completely 
new sister company to sell it.  

Let’s Do It, Hurry Up, Wait, What?
News BriefingSales ManagementCharles Lamb
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Even though various people have rec-
ommended over the years that he change 
his commission plan, he’s not made any 
changes because he thinks MPS is noth-
ing more than just a big hardware and 
maintenance deal, and he’s already set up 
for all of that.  Yet, he isn’t selling MPS! 
When I asked him, “What seems to be 
the issue?”  He said, “I’m really not sure, 
possibly I’ve made it so easy to make a 
living with the hardware reps, that they 
just don’t want to sell MPS.  I’ve got to 
find a way to move more MPS because 
I’m falling behind my competitors.”

As for me, I am just perplexed as to 
how to get my reps into new accounts 
AND at the decision maker level.  I have 
spent money on training for C-Level ap-
pointment setting, general and basic sales 
training and have sent my reps to all of 
the manufacturers’ training.  I just can’t 
seem to hire or retain reps that can get 
there.  A few years back, I engaged an 
HR consultant and she told me that if our 
sales process required reps to set C-Level 
appointments then my job description 
and profile needed to state that as a man-
datory requirement. If it were mandatory, 
then I should only consider candidates 
with a proven ability to set C-Level ap-
pointments. I told her I understood her 
suggestion, but that it would probably 
require me to raise our base and who can 
afford that? While I was still feeling re-
ally good about that response, she asked 
me to show her my internal onboarding, 
training and nurturing program.  Man, 
talk about hitting me right between the 
eyes!  As soon as I get a chance, I’m 
going to revise my entire sales rep hiring 
process so that the people we interview 
will match these requirements. I hope I 
can afford it.

In the industry, everyone would con-
sider my friends and me to be successful 
dealers.  The fact is, we’re all beyond the 
stressful days of building our business, 
and most of us have been comfortable 
for a while. Maybe that’s our problem! 
When I look across the industry, what 
I see mostly is slowly shrinking com-
fortable businesses with people running 
them who are, for one reason or another, 
not executing like they once did. 

All three of the dealers described 
above have been sitting on significant 
decisions for a long time. Delaying nec-
essary change can be extremely harmful 
to your business.   This week I sat down 
with a dealer who said, “I need more 
inbound MPS opportunity.”  He said, 
“We do an okay job but we simply need 
more!”  I asked him what he thought the 
problem was and he said, “My guys are 
good, once they get in front of a prospect 
[heard that a million, trillion times] but 
our problem is getting enough new op-
portunity consistently in the door.”  So I 
asked him where his business develop-
ment team was. He said, “I don’t have 
one.” Ding, ding, ding, ding! 

It’s time we stop relying on others to 
give us our direction.  If Johnny really 
wanted to hire a sales leader, in a year-
and-a-half he would have found one.  
Roger, like many dealers, really doesn’t 
want to revise his comp plan and that’s 
why he loses his good reps to the compe-
tition.  As for my own example: If reps 

can’t seem to get to the C-Level, they’re 
just missing practice and focus. Those 
skills only develop if they’re exercised. 
It takes leadership and lots of practice 
to reach the C-Level, but it can be done.  
And along the way you also have to 
make sure that the reps don’t starve to 
death while you drive that focus. 

No business is bullet proof. You can’t 
let your business fall behind by failing to 
act on important decisions.  It’s not the 
manufacturer’s job to create a go-to mar-
ket strategy for your company.  If you’re 
setting business objectives and making 
timely decisions, you’ll create the best 
possible environment to protect your com-
petitive advantage and internal momen-
tum. Keep your business headed towards 
success by identifying the biggest con-
cerns you have and then deal with them.  
Include any issue that if not addressed 
will cause your business to fall behind; 
let nothing go unsaid or ignored. Then set 
your decisions into motion. You and your 
sales reps will all be the better for it!  ♦
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For Electro Imaging Sys-
tems (EIS), adapting their 
service model was an easy 

choice. Based in Livermore, Cal-
ifornia, the dealership began in 
1994 as a “copier company.” But 
as owner Qasim Tarin states, they 
have evolved as the industry has 
evolved, expanding into more of 
a management and technology 
service company to meet their 
customers’ growing needs. 

EIS’s primary hardware part-
ners are Ricoh and Xerox, and on 
the document management side 
they offer Psigen and M-files. 
They provide MPS, Managed IT 
and even cloud-based services. 
Their seven technicians service 
over 2,200 devices throughout 
the San Francisco Bay area. Over 
the last two years the compa-
ny has doubled its revenue to 
about $6.5 million. They also 
established the EIS Foundation, 
which provides $5,000-$10,000 
in grants to organizations that 
support youth and their families, 
with special emphasis toward 
underserved and at-risk popula-
tions. 

Notably, this is the second 
straight year that EIS has been 

recognized as a Platinum Level 
Service Provider by ENX Maga-
zine and BEI. 

Eric Mooney, President, thinks 
that keeping up with technology 
is one of the toughest challenges 
any dealership faces today. He 
notes that twenty years ago a 
device might undergo an update 
after four or five years, but today 
they’re seeing changes in equip-
ment and software in as little as 
six months. For technicians, he 
says, this can be a struggle. 

“We have a lot of tenured tech-
nicians,” says Mooney.  “They’re 
keeping up, but the initial push 
was really tough for them.”

For Service Manager Rick 
Cottrell, the rotation of key op-
erators among their customers is 
another challenge. Key operators 
are the individuals selected by 
the customer as a single point of 
contact for the equipment. Cot-
trell says that they do in-depth 
training with the key operators 
because one-on-one communica-
tion between the technician and 
the key operator is absolutely 
critical to ensure the proper oper-
ation of the equipment. 

Whether it’s keeping up with 
ever-changing technology or 
training customers, for EIS, ser-
vice is their front line. Mooney 
insists that it is the service de-
partment that really maintains the 
business relationships. 

“In order for us to sell more 
into our current business we 
need to have a great service re-
lationship,” he explains.  “Our 
service technicians have a better 
relationship than our sales reps 
some times and a wider rela-
tionship with a bunch of people. 
They let our sales people know 
what’s going on. For example, 
if a customer is opening up new 
locations. Often, they have their 
finger on the pulse better than the 
sales people do.”

Cottrell recalls that the first 
thing they realized after BEI 
Services conducted their analysis 
was the potential savings in their 
service calls. He says they recog-
nized almost $30,000 a month in 
potential savings. 

“That really got our attention,” 
he says.  “When we took it on 
our goal was to get our savings 
within a manageable area as well 
as bring the cost of operations 
down. We’re right about $14,000, 
so we cut it in half. When you 
think $14,000 per month for 12 
months since March 2011, that’s 
a big chunk of change.”

When it comes to the report-
ing features, whether it’s the FCE 
or the tech stats, EIS is impressed 
that BEI can drill it down to a 
specific piece of equipment. 

“We always tell the techni-
cians it’s one of three things,” 
explains Cottrell.  “It’s either 
the customer, the machine or the 
technician. With BEI we can rule 
out two of the three. That makes 
it easier for us to pinpoint the 
issue.”

EIS utilizes the parts reporting 
feature to help generate the top 
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parts to ensure that the technicians are 
keeping track of their stock. By doing 
this, says Cottrell, they were able to get 
the FCE up, and hold for parts and call 
backs down. 

Mooney adds that the snapshot feature 
may not detect a change in the way they 
do business in the field for two or three 
months, but in a six-month period they 
can see a full trend and appraise its effec-
tiveness.

“If that change makes an effect, we 
can fine tune that change to make an 
even bigger effect,” he says. 

According to Mooney, the information 
that BEI provides allows them to put the 
right people in the right place at the right 
time. He says that if there is a technician 
who has a 100 percent FCE on a specific 
model, and another one who isn’t quite 

as proficient, they team them up to get as 
much training done as possible. 

“That helps them in the long run,” he 
says. “One of the things that we’re really 
focusing on right now is cross training 
across the board. 

Sometimes new practices and pro-
grams are greeted with suspicion. Cot-
trell says that when they introduced the 
BEI Services program to their service 
team, they showed them what the poten-
tial savings would be and brought them 
in as partners. By doing this, he says, the 
service team became part of the solution, 
not the problem. 

“When we did that and explained to 
them what the purpose was, and what 
they were going to get out of it as a ben-
efit once we hit certain benchmarks, they 
were all on it,” he says.  “They ask me 

every day, ‘Where are we at? What have 
we done?’ It’s more of a team concept 
and a team effort to get where we want 
to go.”

EIS sends surveys upon completion 
of the first call, and Mooney says they’re 
getting very good results and positive 
feedback from their customers. He says 
it has reached a point where customers 
request certain technicians by name. 

“It lets you know that you’re doing 
the right thing for the customer,” he says. 

EIS has made a significant improve-
ment in FCE since using BEI. For Cot-
trell, the goal is simple. “I want to be 
number one,” he stated.  “Granted it may 
be bragging rights, but it lets us know 
that we’re doing everything we need to 
do to get where we’re going.”  ♦

Electro Imaging Systems 
About Dealership:
Owner/President: Qasim Tarin, CEO;  
Eric Mooney, President
Service Manager: Rick Cottrell
Number of Techs: 7
Number of Devices Serviced: 2,200

Why they’re a Platinum Award Winner
First Call Effectiveness: 59%
Hold for Part Rate: 17%
Ranking: 14th overall of the 200 dealers

Rick Cottrell (center - 4th from left) and his team 

Electro Imaging Systems: Working Smart to be Number One
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I was at the Lexmark dealer 
meeting in Fort Lauderdale 
in May and saw a great pre-

sentation from David Ramos of 
InfoTrends.  In his presentation, 
Ramos highlighted historical 
and forecasted revenue for 
equipment, supplies and service 
(which are decreasing), unit 
placements for A4 and A3 devic-
es (which are also decreasing), 
and US page volumes.  It was all 
interesting information.  Ramos 
also highlighted what occurred 
to page volumes in a recession. 
He showed a timeline from 1989 
through today—with an expected 
drop-off, should a recession reoc-
cur in the next year or so. Since 
we’re in an extremely long eco-
nomic cycle, the probability of 
another recession is fairly high.  

The one thing I don’t believe 
is that a technological disruption 
is incorporated into this pro-
jection. For instance, I’d guess 
that landlines per person in the 
US have dramatically decreased 
since the proliferation of the cell 
phone.  I know my three adult 
daughters did not get landlines 
when they moved out.  It’s clear 
that PC sales have been decreas-
ing substantially every year—
since the introduction of mobile 
devices, cell phones, and tablets.  
And I’d have to say that cable 
TV put the manufactures of TV 

antennas out of business. And 
now Hulu, Amazon, and Netflix 
might be doing the same to cable.  
I can clearly see a movement to-
ward digitizing paper processes, 
and that’s going to have a chill-
ing effect on the use of paper, as 
well as the required number of 
print devices in the workplace.  
But I have yet to see these tech-
nological changes incorporated 
into anybody’s forecasts.

To me, the best part of Ramos’ 
presentation was the section 
titled, “Untapped Potential: It’s 
Right in Front of You.”  In this 
section InfoTrends states that 
there are 30,170,141 A4 units in-
stalled in the US, which produce 
628 billion images (almost 200 
billion of which in color).  In his 
presentation, Ramos broke out 
the Miami-Fort Lauderdale Core 
Based Statistical Areas (CBSA), 
which showed:

• 546,556 total A3 and A4 
devices are producing 14 
billion images per year. 

• 492,594 of those devices are 
A4 (about 90% of the place-
ments).

• And those A4 devices pro-
duce 11 billion prints per 
year (about 80% of the imag-
es).

When I started consulting in 
Managed Printed Services (MPS) 
11 years ago, I used to say in 
my presentation that the revenue 
coming off of printers was six 
times the revenue from copiers.  
Assuming an image charge of 
1.5X that of a copier image and 
4:1 on prints I guess I was low: 
It’s actually 8X the revenue!  So 
I have one simple litmus test for 
you to determine how effective 
you’ve been with MPS: Is your 
MPS aftermarket revenue (which 
could be 8X your copier after-
market revenue) at least equal to 
your copier aftermarket revenue?  
If not, you’re clearly missing a 
significant revenue opportuni-

ty—when your core business 
market is shrinking.

I know many dealers threw 
in the towel in on MPS.  I hear 
many reasons for that, includ-
ing that they couldn’t make 
money in the space—or that 
their sales teams didn’t want 
to sell it. Some even said they 
don’t believe MPS is real.  Did 
you know that the greatest sci-
entific minds “proved” that man 
could never fly—not too long 
before the Wright Brothers’ 
successful flight?  I’m not sug-
gesting that MPS is an achieve-
ment worthy of being compared 
to the conquest of the air; I’m 
simply making a point that 
maybe these folks are wrong 
with the first and last “reason.”  
I can point to companies like 
FlexPrint, FloTech, Marco and 
Impact Networking as solid 
examples of companies with 
robust MPS practices, so they 
validate that MPS is real.  I’m 
confident that if you speak to 
the principals of these compa-
nies, they’d tell you that MPS 
is wildly profitable.

That doesn’t mean that the 
companies that said they couldn’t 
make money in MPS are wrong.  
I’ve seen many critical mistakes 
made by companies trying to 
get into the space.  I started to 
list them, but the list got so long 
that it was going to consume the 
article. So I decided against it.  
Let me simply state that done 
correctly, MPS is a 55% margin 
business.  That’s revenue less 
cost of goods.  So in your territo-
ry, you have 8X the aftermarket 
revenue on A4 devices than you 
do on A3 (so if you have $10M 
in A3, you have $80M in A4), at 
a margin that is slightly higher 
than the margin on the A3 devic-
es.  Does that sound real enough 
to you?

Let’s say you haven’t done a 
great job with MPS so far.  Your 
A4 revenue is nowhere close to 

MPS: You Need to Get It Right Now
News BriefingManaged Print ServicesTom Callinan

continued on page 50
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being equal to your A3 revenue, and/or your margins aren’t 
anywhere near 55%. What can you do?  None of what I am go-
ing to say is new; I said it 10, 8, 6 years ago but it was correct 
then and it is correct now.

1. The figures from InfoTrends provide you with two points 
of data, which should drive your business planning:

a. A3 device placements are declining.
b. A4 devices produce approximately 80% of the images 

produced by businesses.
2. Your experience should support that images produced on 

A4 devices create 1.5X – 2.5X the aftermarket revenue of 
the same image that’s produced on A3 devices.

3. The data point about the placement reduction of A3 devic-
es should lead you to this conclusion: If you want sustain-
able growth, you need to find other revenue streams.

4. The data points on the A4 market should unequivocally tell 
you that A4 can be a significant revenue opportunity for 
somebody

5. You now know that you have a highly attractive new busi-
ness, so you need to put together a business plan and get 
into the space with full understanding and commitment.

That full understanding and commitment are what I have 
seen as missing for most companies that feel like they were 
burned by or failed at MPS.  ♦

MPS: You Need to Get It Right Now
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In many dealerships, the tech-
nicians are hourly employees 
without any formal bonus 

incentive structure offered.  I have 
heard the view expressed that  
“We pay technicians by the hour 
to do their job, so why should 
they get a bonus?”  While I can 
understand that argument, I am 
convinced from experience that 
it negatively affects the bottom 
line.  I have seen the impact that 
an effective bonus program has 
on both customer satisfaction 
and productivity.   Focusing on 
technician activity that produces 
effective results and rewarding 
achievement of those results is a 
win-win for the technician, the 
customer and the company.

Everybody Works for Their 
Self Interest

When my previous employer 
hired me, my manager told me 
that he would like me to spend 
two days at each dealer I visited.  
He then reviewed the bonus struc-
ture that was in place.  The bonus 
structure was based on the num-
ber of visits I made and the cost 
per visit.  I told him that he was 
paying me to do one-day visits.  I 
suggested modifying the bonus 
structure, but that was not accept-
able. So I did one-day visits.  This 
was not what he wanted, but it 
was what he paid me to do.   

I am not aware of any dealer-
ship that pays sales people by the 
hour.  There is a reason for that.  
Sales people are paid based on 
what they sell, which gives them 
a strong motivation to go out and 
sell to the best of their ability.  

Technicians are no different.  
They will work to their compensa-
tion plan.  If they are paid by the 
hour with no bonus structure, they 
will work their 40 hours, but they 
will have no motivation to work 
in the most profitable way for the 

company.

Move the Carrot and Reap 
the Benefits

I worked with a dealer prin-
cipal who initially opposed the 
concept of paying a bonus to tech-
nicians.  During our discussion, I 
asked how he felt when he paid a 
sales rep a big commission, and 
he said that he felt great.  The rea-
son was that he knew the sales rep 
had earned the company a large 
profit.  I explained that with a 
proper technician bonus program, 
he would be paying bonuses to 
technicians that earned the com-
pany a large profit.

A couple of years into their 
technician bonus program, I 
was discussing how things were 
progressing with the service de-
partment.  The service manager 
showed me that they’d doubled 
the copy volume per technician.  
This had saved them from hav-
ing to hire ten more technicians.  
They gave very generous bonuses, 
but the savings in payroll paid for 
that and much more.

Constructing the Program
It is important that companies 

take the necessary time to deter-
mine which expectations have the 
greatest impact on their service 
parts, labor, and performance and 
business plan objectives.  They 
must also clearly communicate 
these expectations.   Without 
clearly defined and communicated 
objectives it is easy to confuse 
activity with results.

When constructing the bonus 
program consider clearly under-
stood objectives that will improve 
the profitability of the dealership, 
and behaviors that affect produc-
tivity.  Avoid including factors 
that might have a negative impact 
on these. The perfect bonus pro-
gram would focus on the overall 
profitability of the technician.  

This is almost impossible to mea-
sure directly, so we need to look 
at other items.   One other factor 
to consider is the ease of retriev-
ing the data used to calculate 
bonuses. 

Things to Include 
The most important metric for 

profitability is copies between 
visits.  It makes sense for this to 
be a main component of the bonus 
program.  The challenge is accu-
rately measuring this value.  Most 
back office systems look at the 
information incorrectly.  

Another factor in profitability 
is the correct use of parts.  As 
we have discussed previously, 
we want the technician to put in 
the necessary parts.  But we do 
not want the technicians using 
parts to troubleshoot problems.  
If parts usage is used to calculate 
bonuses, base the metric on indi-
vidual models, because the parts 
cost varies by manufacturer and 
model.  

There are also behaviors worth 
including.  Some examples are: 
average arrival at first call, aver-
age completion time of last call, 
average documented hours per 
day, and car stock variance.  All of 
these have some impact on prof-
itability.

Things to Avoid
It is important to avoid includ-

ing metrics that might be counter-
productive, such as calls per day 
or parts cost per call.  Also, avoid 
metrics that could result in tech-
nicians trying to cheat the system, 
such as net calls, or effective calls.  
Remember that you hired your 
technicians because they were 
intelligent.  

It is worth considering how 
the bonus program affects the 
service department as a team.  It 
is important to avoid discour-
aging teamwork.  If the bonus 

Tech Compensation: Put the Carrot 
Where You Want the Tech to Go

News BriefingService ManagementKen Edmonds
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program creates dissension in the 
department, the company will lose 
overall.

Other Factors
If the service department is 

large enough to have supervisors, 
base their bonuses on the per-
formance of the team.  This will 
motivate them to help their team 
get better.  Base the service man-
ager’s bonus on the department’s 
profitability and this will motivate 
him or her to focus on what is im-
portant.  

Use a Big Carrot
One thing worth considering 

with a bonus program is the size 
of the bonus pool.  Most individu-
als will vary their effort based on 
the size of the reward.  They will 
work much harder for a large re-
ward than for a small one.

The dealer mentioned earlier 
had technicians earning bonuses in 
excess of $500 dollars per month.  
The results he achieved show the 
value of a large potential bonus.  

Measure the Results
Always measure the results of 

the changes you make.  It does 
not matter if it is a bonus program 
or different criteria for technician 

performance, the only way to 
evaluate the effect of the change 
is to measure the results.   Most 
initiatives require modification 
to achieve the maximum results.  
Making these changes too fre-
quently can diminish the results.  
After implementing a program, 
give it time to achieve results.  
Changing behaviors, habits and 
the culture in a service department 
takes time.

Put your big carrot where you 
want the technicians to go.  Re-
move any obstacle that hinder 
their ability to succeed, and be 
prepared to be amazed at what 
they can achieve.  ♦

Tech Compensation: Put the Carrot 
Where You Want the Tech to Go
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In my last article, I compared 
hockey sticks with trying to 
time the sale of your busi-

ness. In this article, I look at a 
factor that can have a major im-
pact on your decision to sell now 
or later: taxes.

Our clients often ask us to 
assist them in determining the 
best time to sell their businesses. 
While our crystal ball is no clear-
er than yours, there are certain 
elements to consider when deter-
mining the best time to sell your 
business.

Morley Zipursky (the founder 
of CFA, my business mentor, and 
my father) likes to say, “The best 
time to sell a business is when 
you are ready to sell and [are] 
emotionally committed to the 
process. Of course, it helps if the 
company is doing well, and the 
economy is in good shape—as 
it is today. Furthermore, buy-
ers want to have a little fuel in 
the tank when they acquire the 
business, so waiting until your 
company is on the precipice of 
disaster (or seeing a downward 
trend in revenues) is not a wise 
decision.”

Beside the health of your 
business and your mental pre-
paredness, there is another factor 
looming today regarding how 
to determine if now is the time 
to consider a sale of your busi-
ness. Today, we enjoy long-term 
capital gains tax rates, which 
are close to historic lows. The 
current rate of 20% for long-term 
capital gain taxes is not as low 
as the 15% rates we saw during 
the Bush administration, but are 
certainly lower than rates of 25% 
and 30% seen in years past. 

We also know lower capital 
gains tax rates are always a boon 

to the economy. However, we 
also know when Democrats con-
trol the White House and Con-
gress, capital gains rates have a 
tendency to increase. Look no 
further than President Obama 
allowing long-term capital gains 
rates to increase from 15% to 
20% during his term in office. 

With a presidential election 
coming in November, it’s any-
one’s guess whether or not Ms. 
Clinton will win. If she is elect-
ed, you can safely bet that in-
creases in capital gains rates will 
be back on the table, and they 
will potentially impact anyone 
trying to sell a business.

What does this mean to a 
business owner? Consider the 
following example. Assume you 
sell your business for $5,000,000 
today, and the entire transaction 
is taxed at the current long-term 
capital gains rate of 20%. The tax 
you would pay Uncle Sam for 
this transaction is $1,000,000.

But what if Ms. Clinton is 
elected, and a Democratic Con-
gress increases the long-term 
capital gains tax rate to 25%? On 
that $5 million deal, you would 
now pay Uncle Sam $1.25 mil-
lion in taxes, which means a bo-
nus payment of $250,000 to your 
fellow taxpayers.

Let’s take this example one 
step farther, and assume you 
know your business is going to 
grow. So you wait until 2017 to 
sell your business. Ms. Clinton is 
elected, the Dems control Con-
gress, and they increase capital 
gains taxes to 25%—retroactive 
to January 1, 2017. (Remember, 
when Bill Clinton was President, 
he set the precedent for retroac-
tive tax increases.) You did a nice 
job of growing your business, 

and now it’s worth $6,000,000—
a 20% increase in value from 
2016. You sell the business and 
receive a tax bill for $1.5 million 
(assuming the entire transaction 
is taxed at long-term capital 
gains rates of 25%).

Thus, in this example, you 
increased the value of your 
business by $1,000,000, but 
you increased your tax bill by 
$500,000—because you waited 
to sell, and taxes were increased. 
Consequently, you only kept 
50% of your gain, and gave Un-
cle Sam a 50% incremental gain 
as well. Hardly just deserts for 
your efforts.

Of course, if capital gains 
rates are increased to the 28% 
rate that President Obama, Mrs. 
Clinton, and the Dems have been 
hinting at for the last year, the 
math looks even worse for busi-
ness owners. 

We all know tax rates change 
with frequency and sometimes 
they go down, too. While we 
at CFA never, ever advise our 
clients to sell because they fear 
a threatened or pending tax rate 
change, we are not so naïve as 
to underestimate the value of 
maximizing our clients’ after-tax 
sale proceeds by taking advan-
tage of today’s more favorable 
economy and comparatively 
modest long-term capital gains 
tax rates. After all, in our busi-
ness, it isn’t necessarily what 
you get but what you keep that 
is most important when you sell 
your business.

In my next article, we will 
examine how the proverbial 
“alignment of the moons” im-
pacts the timing of the sale of 
your business.  ♦

Is Now the Time to Sell?  
Taxes May Be a Factor.

News BriefingExit StrategyJim Zipursky
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Contact National Distributors
ACM Technology  
1-800-722-7745
Collins Distributing  
1-800-727-0884
IDS 1-888-372-3700
Supplies Network  
1-800-729-9300

UniNet 47
West Coast: 1-424-675-3300
East Coast: 1-631-590-1040
www.uninetimaging.com

World Of Fax  59
Phone: 1-800-634-9329
Phone: 1-866-FAX-PARTS
WorldOfFax.com
CopierPartsStore.com
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BUY-SELL COPIERS
GROUP
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• Reposession Service

• Specialized Logistics
• R2 Certified Recycling
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800-487-6798
www.thinkarcoa.com

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

Contact sales@CWItoner.com
ph: 747-888-9990    fx: 747-230-5127
7900 Alabama Ave., Canoga Park, CA 91304

For All Your OEM, Compatible
& Remanufactured Supplies

ph: 747-888-9990    fx: 747-230-5127
7900 Alabama Ave., Canoga Park, CA 91304

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models

www.c
witoner.com

www.c
witoner.com

Happy 90th 
Anniversary!
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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!!

Used
Copier Sale 
USA, North & South America Welcome

www.golfgong.com

Canon, Konica, Toshiba, 
Ricoh, Xerox, etc...

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

© 2009 Asay Media Network

Hela Chang 
helachang@gmail.com 

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

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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Nation-Wide Repair Service  |  Customer Service: 866.655.8676  |  www.nwrsinc.com 
Fusion Image Technology   |   Customer Service: 816.979.1000  |  www.fusionimagetech.com 

We are very pleased to announce an amazing new partnership!

Nation-Wide Repair Service has acquired Fusion Image Technology!!!

NWRS and FIT are now partnering for the most quality-focused, full service team in the industry. 
FIT products are now available from NWRS. It’s business as usual at both organizations  
but keep watching for more news and updates as we move forward with this exciting merger.

COLOR   I   MICR   I   NICHE   I    MPS 

Ask about our Free Shipping o�er &
 Empty Toner Cartridge 

Buyback Program!

Equipped and Staffed to Assist other Manufacturer’s Production Requirements

NO MINIMUM ORDER  
MICR AVAILABLE
SAME DAY AND 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!

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

We Manufacture it...
"Tailored towards 

your needs".

Cut costs, 
streamline processes 

and print for less 
with Extended Yield Brand 
(Managed Print Services).

1-888-376-7311
Call Us For Daily Specials!

www.directpreciseimaging.com

APRIL 2016
•  HP CF226A MICR
•  HP CF226X MICR
MARCH 2016
•  XEROX WC-4265  TONER
FEBRUARY 2016
•  OKIDATA B721/B731 
 CARTRIDGES
JANUARY 2016
•  CF-281A  EXTENDED YIELD
•  CF-281X  EXTENDED YIELD

DPI The Leader In New Development
& Niche Products

JUNE 2016
•   HP CF287a  MICR
•   HP CF287x  MICR 
MAY 2016 
•  Xerox WC 6655 colors
•  HP CF410x colors series
APRIL 2016
•  HP CF226A MICR
•  HP CF226X MICR
MARCH 2016
•  XEROX WC-4265  TONER

Empties For Sale

Industry Events &  
Trade Shows
CompTIA ChannelCon 

Aug 1-3,2016/Hollywood, FL 
www.comptia.org

Executing Sales Strategies Event 
Aug 3-4, 2016/Las Vegas, NV 

www.compasscontact.net

BTA West 
Aug 4-5, 2016/Las Vegas, NV 

www.bta.org

BTA East 
Sep 15-16, 2016/Boston, MA 

www.bta.org

Navigate Conference 2016 by 
Continuum 

Sept. 27-30,2016/The Seaport 
Boston, MA 

www.continuum.net

BTA Southeast 
Oct 21-22,2016/Asheville, NC 

www.bta.org
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New models based on 
the superbly designed 
DC250 style just keep on 

coming. The newest models are 
the Xerox Color C60 and C70. 
All of these machines are capable 
of producing truly excellent print 
and copy quality. The key is reg-
ular maintenance, cleaning, and 
maybe an occasional adjustment. 
This month we’ll go through 
some of the best practices for 
keeping these machines working 
well. We’ll also check out some 

of the tools available to you for 
adjusting the image quality.

First off, cleanliness is ex-
tremely important. The best way 
to keep these machines clean 
is to remove and clean off the 
exhaust/dust filter frequently. The 
recommendation is that anytime 
you have to replace a drum 
cartridge, it’s worth the extra 
time to remove this large filter 
(see Photos #1 & 2) and vacuum 
it off. Replace it periodically 
when it gets clogged up. In the 
original parts listings, the “Ozone 
Filter” was sold as an assembly 
(053K91940). Later on they split 
this item into the two filters, 
which are now sold separately. 
The exhaust/dust filter is the 
main box-like filter 053K91902 
(DC250EDF), and then there’s 
the black carbon ozone filter 
053K91910 (DC250OF), which 
is tucked into the bottom of this 
same box. If you allow the dust 
filter to get too dirty, the airflow 
in the machine slows down, and 
the entire copier gets contami-
nated with toner and paper dust. 
Keeping the filter clean will add 
life to just about every compo-
nent in the machine; in particular 
it helps maximize the yields on 
the drum cartridges. Toner con-
tamination in the machine can 
also cloud the laser slit glasses 
causing light copy quality. It can 
also pollute the inside of the IBT 
belt, causing IBT Home Sensor 
Failure faults, which can be a bit 
of a nuisance. 

Another important thing to 
watch are the Mylar seal blades 
on the top covers of the devel-

oper units. These mylars are 
easily damaged, and are known 
to curl over time. Eventually 
they can allow toner to puff out 
into the machine. If you see 
that these seal blades are losing 
their integrity, you can order re-
placement developer seal blades 
(DC250DSBK).  

Once you clean up the ma-
chine and its dust filter, you’ll 
want to check the condition of 
all of the primary consumable 
components. Check the three 
color drum cartridges and the one 
black drum cartridge, the devel-
oper units and the developer, the 
second BTR assembly (trans-
fer roll), the IBT belt, the belt 
cleaning assembly, and the fuser. 
Check for any excessive wear or 
damage and repair as needed. 

With all that taken care of, 
there is one adjustment called 
“Color Gradation” available to 
the System Administrator which 
should be done on a regular ba-
sis. It’s recommended that the 
machine’s administrator should 
do this anytime they replace a 
drum cartridge or notice a change 
in color density. This’ll help keep 
the copy and print quality look-
ing its best.   

Auto Gradation 
Procedure:

1. Log in as System Admin-
istrator (press the ‘Log In / 
Out’ button). 
For DC240/242/250/252/ 
260: The default username 
is ‘11111’ (five 1’s), & the 
default password is ‘admin’.  
For 550/560/570, WC-
7655/7665/7675, WC-
7755/7765/7775, J75/C75: 
If prompted for a username, 

 Tips for Maintaining Good Copy 
Quality for the DocuColor 250 Style
For: (DocuColor) DC- 240, 250, 242, 252, 260, (WorkCentre) WC- 7655, 7665, 7675, 
7755, 7765, 7775, Xerox Color 550, 560, 570, C60, C70, DCP700, 700i, 770, and C75, J75

News BriefingTechnical TipsBritt Horvat

continued on page 62

Photo #1: Remove a small cover (1 screw)

Photo #2: Slide the Filter Assembly out. Clean the dust filter (on 
top) thoroughly.
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continued on page 63

the default is ‘admin’ (older software 
only asks the password), & default 
password is ‘1111’ (four 1’s). 
For DCP700: Default username is 
‘11111’ (five 1’s), & default pass-
word is ‘x-admin’.

2. Select ‘System Settings’ twice, fol-
lowed by ‘Common Settings’.

3. Choose ‘Image Quality Adjust-
ments’, and then ‘Auto Gradation 
Adjustment’.

4. Choose from the three available 
screen types (‘Copy Job’, ‘Print Job 
1’, & ‘Print Job 2’).

5. Load good white paper (the recom-
mendation is for 98 brightness or 
brighter) in a paper tray and then 
select ‘Paper Supply and Target’ and 
choose the tray you just loaded.

6. You can select ‘Target’ to set a par-
ticular area for applying the adjust-
ment to.

7. Press the ‘Start’ button on the con-
sole and an adjustment chart will 
print out.

8. Next place the adjustment chart on 
the document glass with the magen-
ta color patch against the left edge 
of the glass and with five sheets of 
clean white blank paper on top of it.

9. Press the ‘Start’ button once again 
and the calibration will happen. It 
takes about 30 seconds or so, till you 
see either a completion message or 
an error message.

10. Go back to step 4 and repeat the 
process for the other two available 
screen types.

The next thing that you as a technician 
would be concentrating on would be the 
MAX Setup / Adjustments. To reach the 
Max Setup / Adjustments menu, you’ll 
need to enter UI (User Interface) Diag-
nostic Mode:

Entering UI Diagnostic Mode:
For DC240/242/250/252/260, 550/ 

560/570/C60/C70, DCP700/700i/770, 
J75/C75: Hold down the ‘0’ button for 
5 seconds and then, while still holding 
the ‘0’, press ‘Start’.  A password prompt 
will show up.  Use the default password 
‘6789’ followed by ‘Confirm’.

For most WC-7655/7665/7675’s 
(some early ones with firmware which 
begins with .032 instead of .033 work 
like the DC250 above) and for any 

of the 7755/7765/7775: Hold down 
together ‘*’, ‘#’, & ‘Stop’ for about 
ten seconds, until the password prompt 
shows up. Then enter ‘6789’ followed by 
‘Confirm’. 

Next, once you’re in: 
For DC240/242/250/252/260: Press 

the ‘Log In / Log Out’ button to see the 
UI Diagnostics screen.  

For 550/560/570/C60/C70, 
DCP700/700i/770, J75/C75: Press 
instead the ‘Machine Status’ and choose 
‘Tools’. For any of these models you 
will next choose ‘System Settings’, then 
‘Common Settings’, followed by ‘Main-
tenance / Diagnostics’. Here you’ll find 
the main diagnostics menu. Touch the 
button for ‘MAX Setup’.

For WC-76xx and WC-77xx 
families: These models will reboot into 
the UI Diagnostics screen. You will 
only need to choose the ‘Adjustment 
Tab’ (this replaces the ‘MAX Setup’ in 
these models). Then you will choose 
the appropriate “dC” number and touch 
‘Launch Routine’. 

Max Setup (Adjustments) Menu:
• Procon ON/OFF Print  (dC937): This 

is a rather detailed process that checks 
for problems in the sensing and color 
logic. You’ll need the service manual 
on-hand to perform this particular test.

• IIT Calibration (dC945): The IIT 
(Image Input Terminal) is the scanner. 
This adjustment has two parts—setting 
the White Reference Level, and CCD 
Calibration. Read below.

• In/Out Manual Setup (dC931): An-
other complicated adjustment that 
corrects slight problems with inconsis-
tencies for each color when comparing 
the density from front (outboard) to 
rear (inboard). Here again if this ad-
justment is necessary, you’ll need to 
have the service manual on-hand to 
do this properly. The book tells us the 
change is very slight.

• ATC Sensor Setup (dC950): Normally 
this adjustment need only be done if 
you’re replacing one of the developer 
units (and therefore the ATC Sensors 
which are mounted on the DV Units). 
This allows you to tell the machine 
the sensor settings. There are 3-digit 
codes that are printed on small stickers 

on the ATC Sensors themselves. The 
labels have 3-digit codes that start with 
a zero. 

• TRC Adjust (dC924): Manual toner 
density default adjustments. This ad-
justment you’ll not want to use unless 
the rest of the adjustments are not 
getting the job done. This changes the 
center-point for the Auto Gradation 
process. You’ll type in the new cen-
ter-point value for the color you want 
to change. The range for each is from 
-255 to +255 and the default value is 
‘0’.

• Tone Up/Down (dC991) (Toner Den-
sity): This adjustment is to help tone 
up or tone down a particular color 
which has been depleted or over-toned, 
due to a toner dispense problem or 
some other xerographic issue. Make 
sure you’ve already solved the prob-
lem that caused the in-balance first. 
Read below for details on this adjust-
ment. 

• Color Balance (dC919): This adjust-
ment only affects copy mode. It gives 
you a way to adjust the density of each 
color at the high density, mid density 
and low density settings beyond what 
the Auto Gradation will do. Read be-
low for more details.  

IIT (Scanner) Calibration 
(dC945):

First clean the Scanner / IIT (Image 
Input Terminal). Use a lintless clean 
cloth with lens and mirror cleaner. Pay 
special attention to the white reference 
strip under the platen glass. After allow-
ing time for it to cool off, you can clean 
the exposure lamp using a clean cloth 
with isopropyl alcohol.  

Next enter diagnostic mode and go to 
dC945 IIT Calibration (in the MAX Set-
up menu or under the Adjustment Tab). 
Place ten sheets of bright white paper 
(98 brightness or brighter) on the platen 
glass. Choose the ‘White Reference Ad-
justment’ button and press ‘Start’. Then 
choose the ‘CCD Calibration’ button and 
press ‘Start’ again. Place the color test 
pattern on the glass and then touch ‘OK’ 
on the screen. Voila! Your optics are all 
set now.

Tone Up / Down (Toner Density 
Setup) (dC991):

First solve whatever mechanical or 
xerographic problem caused the toner 
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density in a particular color to be thrown 
off. From the adjustment screen, se-
lect ‘Read’. The machine will show on 
display the target values for the ATC 
(Automatic Toner Concentration), and 
the value that the machine is reading for 
each color. If any of the values are off 
by more than 25 bits for Cyan, Magenta 
or Yellow (or 50 bits for Black), then 
you’ll want to perform the adjustment. 
You’ll enter a number between -99 and 
+99 where positive numbers will result 
in a decrease in toner concentration, and 
negative numbers will increase the toner 
concentration. The number you enter 
represents the number of tone up or tone 
down cycles that the adjustment will run. 
You can run the adjustment repeatedly as 
needed until the target and the measured 
value match each other.    

Color Balance (Copy Mode) 
(dC919): 

For this adjustment, you can choose 
a value between -4 and +4 for each of 
three density settings on each color (high 
density, mid density, and low density). 
Here negative numbers result in light-

ening of the parts of the image that are 
showing the particular densities. The 
higher the number, the darker the image 
will become. Press ‘Save’ on the screen 
once you have all of the numbers where 
you’d like them, then choose a paper tray 
and press ‘Start’. The machine will run a 
copy for you to inspect and to show your 
customer. You can make more changes if 
the outcome doesn’t look right. Once it 
all looks good, you can press ‘Save’, and 
then perform a “Call Closeout” to lock 
the new settings in. 

Fiery Calibration:
The final aspect of print quality ad-

justments is done from the Fiery using a 
special tool called a Densitometer such 
as the X-rite DTP32, or DTP41. Here 
you’ll want to read up on the procedure 
by going to support.xerox.com, choosing 
your correct model and then typing in the 
keywords “Fiery Calibration”. The Xe-
rox support end of their website is really 
great!  

That’s it in a nutshell! I hope it helps 
lead you to the gorgeous colors you’re 
looking for. Happy repairs all!  ♦
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Seine Tech(USA) Co., Ltd.
NEW CALIFORNIA ADDRESS: 

4802 Murietta Street
Chino, CA 91710
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65 Clyde Road, Suite E

Somerset, NJ 08873

2 Distribution Centers
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Blind drop shipping and custom private labels

offers

new factory

CE278/285/435/436 Universal 
Xerox Phaser 6022/6020, 3610

Xerox Workcentre 6655

Cartridge 137A, HP CF320'S 
and CF380'S Color Series

HP CE340A/651A Color Cartridge

new
products

Compatible Toner 
Cartridges For

HOT NEW ITEM! 

Hiring 
Outside Sales

Please Contact us Today!

*JUMBO CARTRIDGE FOR*
CE278A,CE285A,CC364X,

CE390A,CB435A,CB436A,

CE505A/X,Q2610A,4096A,

Q1338A/1339A/5942A/

5942X/Q5945A,Q5949A/X 

and Q7553A

and more...

The State of the Hardcopy Industry
in 2016

Join us for a one-hour webinar presented by 
Charles Brewer, the founder and president of Actionable 
Intelligence, the industry’s premier market research firm, 

along with Christina Bonadio, executive editor of 
www.Action-Intell.com, as they provide their unique 

insights into the industry’s most important 
news stories and events.

Attendees participating in this 
webinar will learn: 

Who is gaining and who is losing share?

Which segments are hot 
and which are not?

 How is the global third-party supplies
    industry impacting the U.S. market?
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Over 1 Million Compatible Printer Cartridges In Stock!
• Over 97% order fi ll rate ensures we have the stock to satisfy any volume

The Broadest Cartridge Range with 3,000 Compatible Models!
• Including the latest toner & inkjet models to increase your profi ts

The Lowest Defect Rates (Near 1.0%) From Top Factories!
• Our best-of-breed global sourcing helps you keep your customers 

Respecting OEM Patent Rights!
• Sourcing patent-safe cartridges from only top tier factories
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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

Jumbo Toners • Ideal for MPS
OEM NUMBER SW NUMBER  OEM Yield  SW Yield % 

Increase 1 to 9 Cost 10+ 
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Cost Per 
Page

TN350, TN2000, TN2025 CBTN350J  2,500  5,000 100%  $20.00  $19.00  $0.0038 
TN360 CBTN360J  2,600  5,200 100%  $20.00  $19.00  $0.0037 
TN420, TN450 CBTN450J  2,600  5,000 92%  $15.00  $14.25  $0.0029 
TN550, TN580 CBTN580J  7,000  12,000 71%  $24.00  $22.80  $0.0019 
TN650, 3280, 3290 CBTN650J  8,000  12,000 50%  $24.00  $22.80  $0.0019 
CE255X PTCE255XJND  12,500  15,000 20%  $44.00  $41.80  $0.0028 
CE278A PTCE278AJ  2,100  3,000 43%  $17.00  $16.15  $0.0054 
CE285A PTCE285AJ  1,600  3,000 88%  $17.00  $16.15  $0.0054 
CE390A PTCE390AJ  10,000  18,000 80%  $54.00  $51.30  $0.0029 
CE505A PTCE505AJND  2,300  3,500 52%  $23.00  $21.85  $0.0062 
CE505X PTCE505XJND  6,500  8,000 23%  $26.00  $24.70  $0.0031 
CB435A PTCB435AJ  1,500  3,000 100%  $17.00  $16.15  $0.0054 
CB436A PTCB436AJ  2,000  3,000 50%  $17.00  $16.15  $0.0054 
CC364X PTCC364XJ  24,000  35,000 46%  $57.00  $54.15  $0.0015 
C3903A PTC3903AJ  4,000  6,000 50%  $25.00  $23.75  $0.0040 
C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
C4182X PTC4182XJ  20,000  32,000 60%  $59.00  $56.05  $0.0018 
C7115X PTC7115XJ  3,500  5,000 43%  $22.50  $21.38  $0.0043 
C8543X PTC8543XJ  30,000  38,000 27%  $115.00  $109.25  $0.0029 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q5949A PTQ5949AJ  2,500  4,000 60%  $25.00  $23.75  $0.0059 
Q5949X PTQ5949XJ  6,000  8,000 33%  $26.50  $25.18  $0.0031 
Q2610A PTQ2610AJ  6,000  10,500 75%  $33.00  $31.35  $0.0030 
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 
Q7553A PTQ7553AJ  3,000  4,000 33%  $25.00  $23.75  $0.0059 
E260A11A, E260A21A CLE260JC  3,500  9,000 157%  $119.00  $113.05  $0.0126 

Our jumbo toners offer up to 100% more yield than OEM and 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!

WHY SUPPLIES WHOLESALERS HAS BECOME
THE LARGEST TONER CARTRIDGE IMPORTER IN AMERICA...

SW INTEGRATES WITH POPULAR PLATFORMS
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SHIPPING INFORMATION
FREE Ground over $200

Under $200, fl at $6.90 for Eastern Connection 
and OnTrac or fl at $7.90 for UPS

UPS Surepost Ground (2-5 Days) 
$3.90 up to 2lbs • $4.90 for 2.1-7lbs
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Save up to 25% with volume!

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

Jumbo Toners • Ideal for MPS
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%  $20.00  $19.00  $0.0038 
TN360 CBTN360J  2,600  5,200 100%  $20.00  $19.00  $0.0037 
TN420, TN450 CBTN450J  2,600  5,000 92%  $15.00  $14.25  $0.0029 
TN550, TN580 CBTN580J  7,000  12,000 71%  $24.00  $22.80  $0.0019 
TN650, 3280, 3290 CBTN650J  8,000  12,000 50%  $24.00  $22.80  $0.0019 
CE255X PTCE255XJND  12,500  15,000 20%  $44.00  $41.80  $0.0028 
CE278A PTCE278AJ  2,100  3,000 43%  $17.00  $16.15  $0.0054 
CE285A PTCE285AJ  1,600  3,000 88%  $17.00  $16.15  $0.0054 
CE390A PTCE390AJ  10,000  18,000 80%  $54.00  $51.30  $0.0029 
CE505A PTCE505AJND  2,300  3,500 52%  $23.00  $21.85  $0.0062 
CE505X PTCE505XJND  6,500  8,000 23%  $26.00  $24.70  $0.0031 
CB435A PTCB435AJ  1,500  3,000 100%  $17.00  $16.15  $0.0054 
CB436A PTCB436AJ  2,000  3,000 50%  $17.00  $16.15  $0.0054 
CC364X PTCC364XJ  24,000  35,000 46%  $57.00  $54.15  $0.0015 
C3903A PTC3903AJ  4,000  6,000 50%  $25.00  $23.75  $0.0040 
C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
C4182X PTC4182XJ  20,000  32,000 60%  $59.00  $56.05  $0.0018 
C7115X PTC7115XJ  3,500  5,000 43%  $22.50  $21.38  $0.0043 
C8543X PTC8543XJ  30,000  38,000 27%  $115.00  $109.25  $0.0029 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q5949A PTQ5949AJ  2,500  4,000 60%  $25.00  $23.75  $0.0059 
Q5949X PTQ5949XJ  6,000  8,000 33%  $26.50  $25.18  $0.0031 
Q2610A PTQ2610AJ  6,000  10,500 75%  $33.00  $31.35  $0.0030 
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 
Q7553A PTQ7553AJ  3,000  4,000 33%  $25.00  $23.75  $0.0059 
E260A11A, E260A21A CLE260JC  3,500  9,000 157%  $119.00  $113.05  $0.0126 

Our jumbo toners offer up to 100% more yield than OEM and 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!

WHY SUPPLIES WHOLESALERS HAS BECOME
THE LARGEST TONER CARTRIDGE IMPORTER IN AMERICA...

SW INTEGRATES WITH POPULAR PLATFORMS
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1-866-817-8795 sales@supplieswholesalers.com www.supplieswholesalers.com

Over 1 Million Compatible Printer Cartridges In Stock!
• Over 97% order fi ll rate ensures we have the stock to satisfy any volume

The Broadest Cartridge Range with 3,000 Compatible Models!
• Including the latest toner & inkjet models to increase your profi ts

The Lowest Defect Rates (Near 1.0%) From Top Factories!
• Our best-of-breed global sourcing helps you keep your customers 

Respecting OEM Patent Rights!
• Sourcing patent-safe cartridges from only top tier factories

Shipping from our 3 warehouses in PA, TN & NV!
• 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

Jumbo Toners • Ideal for MPS
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%  $20.00  $19.00  $0.0038 
TN360 CBTN360J  2,600  5,200 100%  $20.00  $19.00  $0.0037 
TN420, TN450 CBTN450J  2,600  5,000 92%  $15.00  $14.25  $0.0029 
TN550, TN580 CBTN580J  7,000  12,000 71%  $24.00  $22.80  $0.0019 
TN650, 3280, 3290 CBTN650J  8,000  12,000 50%  $24.00  $22.80  $0.0019 
CE255X PTCE255XJND  12,500  15,000 20%  $44.00  $41.80  $0.0028 
CE278A PTCE278AJ  2,100  3,000 43%  $17.00  $16.15  $0.0054 
CE285A PTCE285AJ  1,600  3,000 88%  $17.00  $16.15  $0.0054 
CE390A PTCE390AJ  10,000  18,000 80%  $54.00  $51.30  $0.0029 
CE505A PTCE505AJND  2,300  3,500 52%  $23.00  $21.85  $0.0062 
CE505X PTCE505XJND  6,500  8,000 23%  $26.00  $24.70  $0.0031 
CB435A PTCB435AJ  1,500  3,000 100%  $17.00  $16.15  $0.0054 
CB436A PTCB436AJ  2,000  3,000 50%  $17.00  $16.15  $0.0054 
CC364X PTCC364XJ  24,000  35,000 46%  $57.00  $54.15  $0.0015 
C3903A PTC3903AJ  4,000  6,000 50%  $25.00  $23.75  $0.0040 
C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
C4182X PTC4182XJ  20,000  32,000 60%  $59.00  $56.05  $0.0018 
C7115X PTC7115XJ  3,500  5,000 43%  $22.50  $21.38  $0.0043 
C8543X PTC8543XJ  30,000  38,000 27%  $115.00  $109.25  $0.0029 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q5949A PTQ5949AJ  2,500  4,000 60%  $25.00  $23.75  $0.0059 
Q5949X PTQ5949XJ  6,000  8,000 33%  $26.50  $25.18  $0.0031 
Q2610A PTQ2610AJ  6,000  10,500 75%  $33.00  $31.35  $0.0030 
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 
Q7553A PTQ7553AJ  3,000  4,000 33%  $25.00  $23.75  $0.0059 
E260A11A, E260A21A CLE260JC  3,500  9,000 157%  $119.00  $113.05  $0.0126 

Our jumbo toners offer up to 100% more yield than OEM and 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!

WHY SUPPLIES WHOLESALERS HAS BECOME
THE LARGEST TONER CARTRIDGE IMPORTER IN AMERICA...

SW INTEGRATES WITH POPULAR PLATFORMS
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SHIPPING INFORMATION
FREE Ground over $200

Under $200, fl at $6.90 for Eastern Connection 
and OnTrac or fl at $7.90 for UPS

UPS Surepost Ground (2-5 Days) 
$3.90 up to 2lbs • $4.90 for 2.1-7lbs
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Save up to 25% with volume!

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

Jumbo Toners • Ideal for MPS
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%  $20.00  $19.00  $0.0038 
TN360 CBTN360J  2,600  5,200 100%  $20.00  $19.00  $0.0037 
TN420, TN450 CBTN450J  2,600  5,000 92%  $15.00  $14.25  $0.0029 
TN550, TN580 CBTN580J  7,000  12,000 71%  $24.00  $22.80  $0.0019 
TN650, 3280, 3290 CBTN650J  8,000  12,000 50%  $24.00  $22.80  $0.0019 
CE255X PTCE255XJND  12,500  15,000 20%  $44.00  $41.80  $0.0028 
CE278A PTCE278AJ  2,100  3,000 43%  $17.00  $16.15  $0.0054 
CE285A PTCE285AJ  1,600  3,000 88%  $17.00  $16.15  $0.0054 
CE390A PTCE390AJ  10,000  18,000 80%  $54.00  $51.30  $0.0029 
CE505A PTCE505AJND  2,300  3,500 52%  $23.00  $21.85  $0.0062 
CE505X PTCE505XJND  6,500  8,000 23%  $26.00  $24.70  $0.0031 
CB435A PTCB435AJ  1,500  3,000 100%  $17.00  $16.15  $0.0054 
CB436A PTCB436AJ  2,000  3,000 50%  $17.00  $16.15  $0.0054 
CC364X PTCC364XJ  24,000  35,000 46%  $57.00  $54.15  $0.0015 
C3903A PTC3903AJ  4,000  6,000 50%  $25.00  $23.75  $0.0040 
C4096A PTC4096AJ  5,000  7,500 50%  $28.00  $26.60  $0.0035 
C4182X PTC4182XJ  20,000  32,000 60%  $59.00  $56.05  $0.0018 
C7115X PTC7115XJ  3,500  5,000 43%  $22.50  $21.38  $0.0043 
C8543X PTC8543XJ  30,000  38,000 27%  $115.00  $109.25  $0.0029 
Q2612A PTQ2612AJ  2,000  4,000 100%  $19.00  $18.05  $0.0045 
Q5949A PTQ5949AJ  2,500  4,000 60%  $25.00  $23.75  $0.0059 
Q5949X PTQ5949XJ  6,000  8,000 33%  $26.50  $25.18  $0.0031 
Q2610A PTQ2610AJ  6,000  10,500 75%  $33.00  $31.35  $0.0030 
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 
Q7553A PTQ7553AJ  3,000  4,000 33%  $25.00  $23.75  $0.0059 
E260A11A, E260A21A CLE260JC  3,500  9,000 157%  $119.00  $113.05  $0.0126 

Our jumbo toners offer up to 100% more yield than OEM and 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!

WHY SUPPLIES WHOLESALERS HAS BECOME
THE LARGEST TONER CARTRIDGE IMPORTER IN AMERICA...
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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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