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l Competitive Pricing
l Online Inventory Updated Daily
l Presses, Folders, Cutters, Large Format Equipment
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We are ready to ship Coast to Coast

Copier Network Stimulus Program

Kevin Fallehy for Domestic at:  510-746-2088   l   Call Rick Cisneros for Export at:  510-746-2085
Phone:  510-746-2080   l   Fax:  510-601-9052   l   Sales@CopierNetwork.com   l   1937 Davis St. - San Leandro,  CA. 94577

AUGUST SPECIALS!

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

Check Our Website For Current Inventory

ID# 49819    Konica Minolta 
bizhub PRO 951    A4EW011002242 RADF; 

Duplex; (FS-532) FIN; Print; NIC; Scan; Total: 38k
$8,499  

l Konica Minolta BizHub c452's 
       Starting at $1,400
l Kyocera Taskalfa 250ci/300ci's
       Starting at $400
  
l Ricoh Aficio MP C3001's
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l Toshiba E-Studio3540c's
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l Sharp MX-2600/3100's
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ID# 49585    Ricoh    Pro C751EX    V9115700041    
RADF; LCT; Duplex; (SR-5040) FIN; Print; NIC; Scan; 

FIERY E-41A RIP; B&W: 550k Color: 397k   
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Back in 1965 everybody
was going to the moon.
Remember that song?

Okay, maybe not.  However, in
2014 and beyond, everybody
seems to be going mobile.
OEMs, solutions, and services
providers are rolling out mobile
apps like crazy and it seems as 
if there isn’t anyone among that
group who doesn’t have some
sort of mobile strategy. 

Rather than focus on what the
OEMs, solutions, and services
providers are doing on the mobile
front, I thought it would be inter-
esting to learn what the dealer
community is witnessing in the
marketplace when it comes to
mobile applications as well as
how they’re leveraging mobile
technology and applications 
within their own dealerships. 

Mitch Taylor, sales manager
with 4 Office Automation in
Mississauga, Ontario, Canada, is
already feeling the impact. “In
the last six to eight months it’s
gained a lot of traction. We just
did a school board deal where
everything had to be AirPrint and
wireless. That’s becoming a big
thing. I just submitted a tender
today for a large university with a
mobile print application to charge
back printing to everybody.” 

4 Office Automation has week-
ly technology meetings every
Wednesday morning hosted by
their senior systems integrator
who educates the dealership’s
sales force about new technology
and solutions. Topics are often
driven by what sales reps are
responding to in their tenders 
28and one of the most recent top-

ics focused on mobile printing
and secure print release. 

On the internal operations front,
4 Office Automation has equipped
its sales team and technicians
with tablets. “We’re getting rid 
of laptops and notebooks,” states
Taylor. “We’ve been using the
mobile print applications on our
devices for a couple of years now.
If an e-mail comes in and there’s
an attachment that needs to be
printed, we can print from our
iPhones. We’ve been utilizing
those features for some time now.”

In Buffalo, New York, mobility
is a key element of Copier Fax
Business Technologies’ Document -
elligence solutions sales strategy.

“That’s all we’re
focusing on when
it comes to the
bizhubs from
Konica Minolta,
but also through
our document
management sys-
tems and mobile
forms,” reports

David Scibetta, EVP/CIO. “We’re
focusing on mobility with every-
thing and unchaining people 
from their desks.”

This, he says, begins with 
customer education. “Some cus-
tomers don’t even have a mobile
strategy in place so we’re helping
them with that,” says Scibetta.
“One way we’re doing that is
teaching them how to manage the
BYOD environment, and more
importantly the MDM (Mobile
Device Management) software 
so they can manage their devices
in the field and know that every-
thing is secure.”

Customers are responding to
this mobile message. It’s not just
the organizations that might be
considered the most progressive
who are embracing this mobile
message. “All types of customers
are interested,” states Scibetta. 

One is a landscaping company
that has equipped its employees
with iPads. They use them to take
pictures of the grounds and pro-
vide customers with quotes on the
fly as well as communicate infor-
mation back to the server in the
office. Construction companies
are embracing mobile technology
as are Fortune 500 firms and even
car washes. “It makes no differ-
ence,” says Scibetta. “People want
access to their [information].” 

That doesn’t surprise him.
“Everyone has the whole world
in their hands so why do we have
to block out the business part?
Let’s enable that, but make sure
it’s secure and managed properly.” 

Has Copier Fax gone mobile? 
“We eat our own dog food,”

responds Scibetta. “We run every-
thing on mobile. When our reps
go out and interface with cus-
tomers, they all have iPads. They
review customer accounts on the
iPad, track the number of service
calls on a certain machine, vol-
ume, and use them for proposing
new equipment.”

Naturally, Scibetta’s IT staff
has gone mobile too. “When they
do a standard connection to a
company’s network with a copier
they all have iPads and fill in 
on the iPad what they did, what
server they did it on, what drivers
they installed, whether or not

The Truth about Mobility:
Dealers Share What’s Happening in the 
Real World and in their Dealerships with
Mobile Apps and Technology
  

continued on page 24
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they added fax capability, and they collect
signatures from the customer and it comes
back here and goes into our ERP.”

He contends that it’s important for the
dealership to use its own technology. “We’re
pushing it so hard and if we don’t use it the
customer might not have confidence in us.”

Ray Belanger, president of Bay Copy
in Rockland, MA, is not
seeing as much interest
in mobile solutions from
his customer base as
some of the other deal-
ers I spoke with. “We’ve
seen some interest, but
frankly it’s not as much
as what I’ve been expect -
ing. We were gearing up

for that big push a few months back. I’m
not saying it doesn’t exist, but for us
there’s not a tidal wave yet.”

What he’s found with some mid-size
and larger customers with IT departments
managed by old-school IT people, which
is the majority, are that those individuals

are still resistant to let users near their
network. “They put up barriers, and a
couple of executives we’ve met with have
been insistent about workarounds for 
specific people,” notes Belanger. “They’re
still protective of their turf.” 

He expects that to change as younger
IT personnel become more involved in
decision-making processes focused on
mobility and the cloud. 

For the few customers that are interested
in going mobile, Bay Copy offers various
apps and solutions through the vendors
they represent—Konica Minolta, Lexmark,
Toshiba, Muratec, and HP.

Internally at Bay Copy, they’re still
evaluating opportunities to take advantage
of mobility. Most of Belanger’s employ-
ees have iPads, but at this point it’s a
mixed bag among its sales reps and serv-
ices techs who are using it as a business
tool. “For us it’s not a mandatory thing,”
states Belanger.  

Cobb Technologies, with headquarters
in Richmond, VA and offices throughout

the state, is still in its
infancy when it comes to
selling mobile technolo-
gy. As a successful deal-
ership, they have the lux-
ury of taking their time
and figuring out how to
do it right. That said,
customers are driving

them in that direction. 
“That’s a hot button and everybody is

interested in that,” states Toni Gorveatt,
president. “We have been Windows based in
our offering and as you know a lot of those
mobility offerings are not Windows based.
We’re working through that right now.”

Although Cobb hasn’t equipped its reps
with tablets, most seem to find this tech-
nology useful in the field. “The majority
of my reps have an iPad and they use it
for work,” states Gorveatt. “We’ve been
looking at putting all of our forms on the
iPad or some sort of tablet device so
when the reps go out they can fill in all

The Truth about Mobility

Ray Belanger
Bay Copy

Toni Gorveatt
Cobb Technologies

continued on page 26
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their forms and paperwork on the tablet
instead of using paper.”

Tony Nami, owner, Prior & Nami in
Hamilton, NJ, is just now starting to see
the issue of mobility come up with his
customers although the numbers are mod-
est at best. “We have been putting on the
Bluetooth wireless kit on some of the
Konica Minoltas,” he says. “If there’s a

wireless hot spot in the
building we use the
Konica Minolta app.”

While Nami’s reps are
starting to talk to cus-
tomers about mobility
and the awareness level
is high, what interest
there is seems to have
been driven by what cus-

tomers are reading on the Internet in the
press. “Clients have become aware of
what their tablets or handheld devices can
do and they want their machines to do it
too. Fortunately the manufacturers are
responding by providing that capability.”

As far as his reps, they all use Salesforce
and everybody has a tablet. “When they
go out on a call they grab customer data
and pop it into Salesforce,” notes Nami.
“In addition, our brochures and price lists
can be accessed on the tablet unlike in the
old days when you only had the brochures
you remembered to bring along.”

Chad Alban, sales manager, Stratix Sys -
tems, Wyomissing, PA, has noticed that mobil-
ity is becoming more and more a topic of
conversation with customers. “It’s obvious-
ly out there; everybody has a smart phone.
We’ve educated the reps that during demon-
strations and when they’re out talking to
people to talk more about that,” he says.
“That’s how I’ve been selling the PaperCut
solution, which enables mobile printing.”

PaperCut has been good to Stratix.
“Some of the other software dabbles in it,”
explains Alban. “When people hear about
the ability of printing from devices that’s
number one, but being able to track it is
one of their bigger concerns and it opens
up a conversation.”

On a personal level
Alban uses a smart phone
and an iPad. “I wish they
would make it so you
can use a mouse with
it,” he says about the
iPad. “I do mobile print-
ing demos using that or
my smart phone. Seeing
is believing; just talking

about mobile printing isn’t cool unless
you can show them a specific application
that they would use on a daily basis.”

Even though he seems to think that
mobile technology is a positive develop-
ment from a sales perspective, he still
wonders about the price one pays for
always being connected. “I use it daily.
Unfortunately, smart phones have some-
times made us too accessible, constantly
checking e-mail, sending out reminders
and calendar invites. It’s changed society
and the business world.”

It sure has. 
And will continue to. !

The Truth about Mobility

Tony Nami
Prior & Nami

Chad Alban
Stratix Systems





Filing numerous lawsuits 
in federal court against 
various third-party supplies

manufacturers and resellers in
late January, Canon attorneys ini-
tiated their latest patent battle in
the United States. Canon claims
that the firms violated patents on
some of Canon and Hewlett-
Packard’s most recently released
toner cartridges. A couple of
months later, the company filed 
a related complaint with the U.S.
International Trade Commission
(ITC) and requested the commis-
sion investigate the matter to
determine how widespread the
practice of marketing infringing
product has become in the U.S.
Less than four months after the
initial complaints were filed in
the federal court, the first defen-
dant settled with Canon and two
others reached separate settle-
ments in June. I expect to see
more companies settle with
Canon in the very near future.

The swiftness of the settle-
ments is a testament to how 
bulletproof Canon’s patents are
perceived to be by the third-party
supplies industry. The Japanese
firm successfully pursued a sim -
ilar lawsuit in 2012, accusing
dozens of companies of violating
patents covering gears used to
synchronize and rotate the imag-
ing drum in many older Canon
and HP toner cartridges. Over the
course of 2012, all of the defen-
dants opted to settle with Canon.
Although details of the settle-
ments were not disclosed, I sus-
pect that Canon’s attorneys nego-
tiated a tidy sum in remuneration
for their client and the defendants
also removed all of the offending
products from the market giving
the OEM back some share.

Ultimately, the case also resulted
in the ITC issuing a general
exclusion order (GEO) in June
2013 limiting the number of
third-party Canon and HP toner
cartridges import into the country. 

Canon appears to be following
the same strategy in this year’s
case that it used a couple of years
ago. As noted, in addition to the
suits in federal court, the compa-
ny has requested the ITC invest -
igate the matter. I expect that
Canon will prevail in both cases
and be granted another GEO.
There is one new wrinkle: Canon
is also suing various firms in 
certain European countries for
violating European patents with
similar technologies as the U.S.
patents. Although the cases are
being adjudicated in different
courts in different countries, it is
quite likely that information and
evidence discovered in one court
will be then used to support cases
tried in other courts. 

The Initial 2014 Case
On January 29, Canon, Inc., filed
11 separate complaints in the U.S.
District Court for the Southern
District of New York accusing 
18 companies of violating patents
found in certain Canon and HP
toner cartridges. The nine patents
at the heart of the suit relate to
the imaging drum inside a toner
cartridge and how it is rotated.
All of the patents are relatively
new and have been issued within
the past two years.

While there are a number of
similarities between the 2012
case and the case that Canon filed
this year, there are some impor-
tant differences. Yes, the central
issue in both cases is alleged vio-
lation of patented technologies

that rotate a toner cartridge’s
imaging drum and how the rota-
tion is actually accomplished
when the cartridge is installed in
a device. But that’s really where
the similarities end. While only
two patents were claimed to have
been violated in the 2012 suit—
U.S. patents 5,903,803 (’803) and
6,128,454 (‘454)—in the present
case, a dozen patents are involved.
Also, the 2014 case is related to
newer patented technologies fea-
tured on cartridges released in the
past couple of years. The oldest
patent in Canon’s recent case was
issued in 2012 and some of the
patents were awarded as recently
as 2014. Issued in May 1999 and
October 2000, respectively, the ‘803
and ‘454 patents in the 2012 case
are now rather long in the tooth. 

Canon’s 2012 and 2014 com-
plaints both center on a “coupling”
or gear patents, but the mecha-
nisms are distinctly different.
Canon’s older gears, which were
covered in part by the ‘803 and
‘454 patents, featured a twisted
protrusion used to rotate the drum.
The design of the gear mecha-
nism in the 2014 case is nothing
like the twisted protrusion. It is
similar to a universal joint used in
a car’s drivetrain and connects the
OPC drum (or developer roll in a
color printer) to the printer. Like
the protrusion on the old gear, the
design of the new gear allows 
for easy cartridge insertion and
removal while providing for a
smooth driving force to rotate the
drum (or roller). The parts incor-
porated into the new design are
called “dongle gears,” presumably
because they are free to move
within certain constrains imposed
by the cartridge.

Why Can’t We be Friends?
Third-Party Supplies Vendors 
Start Settling with Canon
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The list of 2014 defendants looked
rather familiar, but again there were some
key differences. As it did in 2012, Canon
sued Acecom, Green Project, and
Onlinetechstores.com. This time around,
however, the OEM did not include the
third-party supplies industry’s largest
player, Clover Technologies Group, in its
suits. Instead, Canon sued various Chinese
companies including Print-Rite and sev-
eral of its wholly owned subsidiaries such
as UTec and Innotex. Assorted Ninestar
entities were also added to the new Canon
suits as well as Aster Graphics of Guang -
dong, China and its CA-based sales sub-
sidiary. A couple of other notable new
companies on the 2014 defendant list 
are the North American remanufacturers
International Laser Group (ILG), which
was recently acquired by the Turbon
Group, a German remanufacturer. Canon
also named Micro Solutions Enterprises
(MSE) as a defendant, a U.S.-based reman
owned by Wazana Brothers International.

The Amended Complaint 
and ITC Action
On April 1, Canon, Inc., amended the 
11 patent-infringement lawsuits it filed in
January in the New York City federal court.

While Canon did not add any new defen-
dants or file additional complaints, it ex -
panded the total number of patents alleged
to have been violated from 9 to 12. In the
amended complaint, Canon dropped alle-
gations that one U.S. patent (8,532,533 or
‘533) had been violated, but added claims
that the defendants in fringed four newer
U.S. patents, including 8,676,085 (the
‘085 patent), 8,676,090 (the ‘090 patent),
8,682,215 (the ‘215 patent), and 8,688,008
(the ‘008 patent). The four patents were
all issued this year, and one, the ‘008
patent, was issued on the very day Canon
filed the amended complaints. 

About a month after Canon filed its
amended complaint in the federal court, it
filed a complaint with the ITC and request-
ed a new 337 investigation to gauge how
many third-party supplies manufacturers
and resellers have infringed the OEM’s
patents by importing and selling toner
cartridges that are compatible with various
HP and Canon laser machines. If the com -
mission finds that there are widespread
violations of the patents in question, Canon,
Inc. and its affiliates Canon U.S.A. and
Canon Virginia are looking for a GEO to
protect the U.S. market. If granted, the GEO
would prohibit the importation of infring-

ing cartridges regardless of manufacturer.
(See table for list of accused cartridges.)

Whereas Canon named 18 companies
as defendants in the lawsuits pending in
federal court, Canon named more firms
in its ITC complaint — 33 in total. In
addition to naming manufacturers noted
earlier (Aster, ILG, Ninestar/Seine, and
Print-Rite), the ITC complaint accused
one other manufacturer, Shenzhen ASTA
Official Consumable Co., Ltd., of infring-
ing Canon’s patents. The ITC complaint
also lists eight new resellers along with
many of the firms named in the district
court litigation. The new respondents
include ACM Technologies, Do It Wiser
LLC, Grand Image Inc., Katun Corpor a -
tion, LD Products, Nectron International,
Printronic Corporation, and Zinyaw LLC.
A couple of companies named in the 
federal court case were not named as
respondents in the ITC matter including
the Wazana Brothers International (a.k.a
MSE) and the retailer Provantage, LLC.

In addition to the ITC filing on May 7,
Canon filed new patent-infringement
com plaints in the federal court. The new
defendants included many of the compa-
nies that appeared in the ITC filing but not
in the case filed in federal court. The firm

Third-Party Supplies Vendors Start Settling with Canon

continued on page 32

Patents Asserted in Canon ITC and U.S. District Court Complaints
U.S. Asserted in District Court 

Patent Number Title Issue Date ITC Complaint Complaint

8,135,304 ('304) Process cartridge having regulating portions and an inclineable coupling member March 13, 2012 yes yes
8,280,278 ('278) Process cartridge, electrophotographic imaging forming apparatus, and October 2, 2012 yes yes

electrophotographic photosensitive drum unit
8,369,744 ('744) Process cartridge including a photosensitive drum for an February 5, 2013 yes yes

electrophotographic image forming apparatus 
8,433,219 ('219) Cartridge, mounting method for coupling member, and disassembling April 30, 2013 no yes

method for coupling member
8,565,640 ('640) Dismounting and mounting methods for coupling and electrophotographic October 22, 2013 yes yes

drum unit
8,630,564 ('564) Process cartridge, electrophotographic image forming apparatus, and January 14, 2014 yes yes

electrophotographic photosensitive drum unit 
8,437,669 ('669) Electrophotographic image forming apparatus, developing apparatus, May 7, 2013 no yes

and coupling member
8,494,411 ('411) Cartridge, mounting method for coupling member, and disassembling July 23, 2013 no yes

method for coupling member 
8,676,085 ('085) Dismounting and mounting methods for coupling and electrophotogphaphic March 18, 2014 yes yes

photosensitive drum unit 
8,676,090 ('090) Rotational force transmitting part March 18, 2014 yes yes
8,682,215 ('215) Process cartridge, electrophotographic image forming apparatus, and March 25, 2014 yes yes

electrophotographic photosensitive drum unit 
8,688,008 ('008) Electrophotographic image forming apparatus, developing apparatus, April 1, 2014 yes yes

and coupling member 
SOURCE: ACTIONABLE INTELLIGENCE
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include Katun Corporation, LD Products,
Nectron International, Printronic Corpor a tion,
Zinyaw LLC, Shenzhen ASTA Official
Consumables Co., Zinyaw LLC, Shenzhen
ASTA Official Consumable Co., ACM 
Tech nologies, Grand Image, Do It Wiser LLC,
and last, but by no means least, eight Nine star
entities: Ninestar Image Tech Limited; Zhuhai
Seine Tech nology Co., Ltd.; Nine star Tech -
nology Company, Ltd.; Seine Tech (USA)
Co., Ltd.; Seine Image Int’l Co., Ltd.; Ninestar
Image Tech, Ltd.; Seine Image (USA) Co., 
Ltd; and Nano Pacific Corporation. 

On July 8, Canon further refined its 
defendant list. Several defendants including
Nine star Image Tech., Ltd. and Seine Image
(USA) Co., Ltd., were dropped from the suit.
It appears that Canon had mistakenly named 
in its ITC complaint a pair of third-party 
supplies companies that either do not exist 
or are no longer in operation.

All of the defendants will most likely be
made to wait for their day in federal court. 
I suspect the cases will be stayed as the ITC
conducts its 337 investigation. 

Third-Party Supplies 

continued on page 34

Accused Cartridge in Canon ITC 
and U.S. District Court Complaints

Compatible with 
OEM Cartridge Model Printer Model

Monochrome Cartridges
Canon 119/119 II Canon imageCLASS LBP6300dn/6650dn/6670dn,

Canon imageCLASS MF5850dn/5880dn/5950dw/5960dn/6160dw/6180dw
Canon 120 Canon imageCLASS D1120/1150/1170/1180/1320/1350/1370
Canon 324 II Canon imageCLASS LBP6780dn
Canon GPR-40 Canon imageRUNNER LBP3560/3580
Canon GRR-41 Canon imageRUNNER LBP3470/3480, 

LASER CLASS 650i
HP CE255A/X LaserJet Enterprise P3015 series

LaserJet Enterprise 500 MFP M525 series
LaserJet Enterprise flow MFP M525c
LaserJet Pro M521dn
LaserJet P3010

HP CE505A LaserJet P2033/2034/2035/2036/2037/2053/2054/2055/2056/2057 series
HP CE505X LaserJet P2053/2054/2055/2056/2057 series
HP CF280A/X HP LaserJet Pro 400 M401 series 

HP LaserJet Pro 400 MFP M425dn
Color Cartridges

HP CE310A (K) HP Color Laser Pro 100 MFP M175w
HP CE311A (C) HP Color LaserJet Pro CP 1025nw
HP CE312A (Y)
HP CE313A (M)
SOURCE: ACTIONABLE INTELLIGENCE
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Overseas Actions
In addition to the legal wrangling in the
U.S., Canon has become quite active in
European courts this year, suing firms
alleged to have violated patents on the
dongle gear. On April 28, Canon announced
that it has filed suit against Aster Tech -
nology Holland B.V. before the District
Court of the Hague in the Netherlands.
Located in Venlo, Aster Technology
Holland is Aster Graphics’ distribution,
marketing, and sales arm in Europe.
Canon accuses Aster Technology Holland
of infringing European patent number 2
087 407, “Process cartridge, electropho-
tographic image forming apparatus, and
electrophotographic photosensitive drum
unit.” The European patent Aster alleged
to have infringed is related to U.S. patent
8,280,278 (’278) and 8,630,564 (‘564).
The accused products are toner cartridges
used in various HP laser printers.

Several weeks after filing the Aster suit,
Canon announced that it has filed a sec-
ond patent-infringement lawsuit against 

a third-party toner cartridge seller in the
Netherlands for violating the same Euro -
pean patent (2 087 407). On May 7, Canon
named Seine (Holland) B.V., the overseas
sales company for the Seine/Ninestar group
of companies in Holland, as a defendant.
Canon accused the firm, formerly known
as Ninestar Image (Holland) B.V. Seine,
of importing and selling toner cartridges
for use in various HP laser devices.

Canon has also filed complaints in
other countries in Europe. On May 29,
Canon filed a patent-infringement suit 
in France before the Paris First Instance
Court against Zephyr SAS, whose trade
name is Green Eco, and the Hong Kong
and Chinese companies that both use the
name Aster Graphics Company Limited.
The patent alleged to have been infringed
in the French lawsuit is allegedly violated
in the other European cases: Canon’s
European Patent (FR) number 2 087 407.
The French suit followed actions initiated
on May 23 in Germany against two reman -
ufacturers: wta Carsten Weser GmbH and

KMP PrintTechnik AG. As with the other
European cases, Canon is alleging the
German firms infringed European patent
2 087 407.

Another Win for Canon?
While I have not heard that any of the
firms involved in the cases in Europe are
looking to settle, as mentioned earlier,
three companies in the U.S. have settled
and I suspect more will chose to make a
deal with the OEM this summer. It appears
that Canon is on its way to another big
legal victory.

Canon announced on May 19 that it
has resolved its dispute with Provantage
of North Canton, OH.  In its complaint
against Provantage, the OEM alleged the
firm marketed only one infringing mono-
chrome cartridge SKU, the AC-H0255AC.
According to Canon’s complaint against the
Aster group of companies, it appears that
the Chinese firm manufactured this SKU.
Provantage agreed to a consent judgment
and permanent injunction and was dis-

Third-Party Supplies Vendors Start Settling with Canon
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missed from the litigation. Provantage did
not contest that the asserted patents (‘304,
’278, ‘744, ‘533, ‘640, and ‘564 patents)
are valid and enforceable and admitted it
had sold the accused products. Provantage
agreed to stop making, using, selling and
offering for sale in the United States, and
from importing into the United States the
offending SKU. Each party agreed to pay
its own court costs and attorneys’ fees. 
As is always the case, it is not spelled 
out what, if anything, Provantage agreed
to pay Canon to settle this matter.

After Provantage’s settlement in May,
two firms settled with Canon. On June 9,
Canon announced it had successfully con-
cluded its patent-infringement complaint
against Printronic Corp. of Santa Ana, CA,
which does business as Printronic.com
and InkSmile.com. The firm stipulated to a
consent judgment and permanent injunc-
tion in district court. According to court
documents, Printronic concluded “this lit-
igation at Canon’s initial pleading stage
without contesting infringement, validity, or

enforceability of any claims of the Asserted
Patents.” Like Provantage, Printronic is
permanently enjoined from making, using,
selling and offering for sale in the United
States any accused cartridges or other car-
tridges or drums or otherwise infringing
the 12 asserted patents. Each party paid
its own court costs and attorneys’ fees.
Like most settlements, additional details
about the deal were not released. 

The third settlement was announced 
on June 26 by Canon, which said it had
concluded its patent-infringement lawsuit
against OnlineTechStores.com, Inc. and
Online Tech Stores, LLC, (collectively
Online Tech Stores) in the U.S. District
Court for the Southern District of New
York. The firm was accused of violating
all 12 of the Canon patents in question 
by marketing an assortment of infringing
SKUs including CHCE310A, CHCE311A,
CHCE312A, CHCE313A, PT119HY,
PT120, PTCE255A, PTCF280A,
PTCE255X, PTCE255XJ, PTCF280XJ,
PTCE505A, PTCE505AJ, PTCE505X,

PTCE505XJ, VTCE505X, and VTCE505A.
The settlement with OnlineTechStores.com,
Inc. and Online Tech Stores, LLC was
similar to Provantage and Printronic’s
deals with Canon. Specific terms of the
settlement were not released.

So, it appears that Canon is on track to
be as successful with its recent case as it
was with its 2012 suits. As I’ve suggested
several times in this piece, you can expect
to see more settlements come in the months
ahead. Defendants will weigh the consider-
able costs of defending themselves in these
complaints against any pain they might
suffer by agreeing to a permanent injunc-
tion and whatever else Canon may be ask-
ing for in terms of financial compensation.
Most will opt to accept Canon’s deal and
move on. I also suspect that we’ll see more
suits from Canon, rather than less, as it
gathers evidence in other courts and uses
that information to initiate new cases. !

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

Turbon USA has been a
worldwide leader in the
manufacture and distribu-

tion of imaging supplies for more
than 40 years. Over the years
Turbon USA and its parent,
Turbon AG, have operated under
various names, but no matter what
name, the same focus on quality
and customer satisfaction have
been hallmarks of the company. 

With Turbon AG’s acquisition
of International Laser Group (ILG)
late last year, resellers now have
access to an even broader range 
of inventory across the country
through five distribution points.
For Turbon USA’s larger stocking
dealers who do not require a
greater level of distribution services,
Turbon’s main distribution points
in Pennsylvania and Southern
California meet those needs. From
any ILG distribution point, resellers
can count on same day shipping
with two-day ground coverage.

History Lesson
A long, rich history and experi-
ence in manufacturing imaging
supplies is why resellers continue
to depend on Turbon USA for
high quality remanufactured
monochrome and color laser
toner cartridges. 

Turbon originally began as an
injection molding company and
was the primary parts supplier to
most of the world’s impact print-
ing technology manufacturers. 
In the early 1990’s it entered the
finished goods market in the USA
with the acquisition of Curtis
Young Corporation, a company
originally founded in 1953. The
company operated as Curtis Young
under the Turbon Group umbrella
until the early 2000s when it
began operating as Turbon USA. 

Although most resellers are
familiar with Turbon USA and have
done business with them for years,
Charlie Antell, Managing Director,
North America, acknowledges that
some smaller and newer distribu-
tors and dealers may still be dis-
covering the value of doing busi-
ness with Turbon USA for the first
time. For those who are familiar,
Antell says, “We’re known for 
our consistent high quality and 
our competitive prices.”

A Strategic Business
Partner
What separates Turbon USA from
other suppliers is that they prefer
to work with the right partners.
“We’re careful in who we sell to,”
explains Antell. “We’re not trying
to be all things to all customers. We
stick to our business model and our
core competency, which is high-
volume manufacturing and custom
production.” In addition to provid-
ing custom packaging, Turbon
USA offers three brands, depend-
ent on a customer’s needs, includ-
ing the IBM branded offering. 

Who makes a good partner for
Turbon USA? 

“A company with good controls
over their forecasting and pipeline,”
responds Antell. “We want to pro-
duce high volumes for those cus-
tomers and provide them with the
best possible product. We depend
on our strategic customers to pro-
vide us with that information, and

in return they receive quality 
products at competitive prices.”

No wonder many of those 
customers are high-volume and
stocking resellers. For those who
require a stockless model or 
higher level of distribution, ILG
handles that model. 

Dealers and distributors who
end up partnering with Turbon
USA keep coming back for more
because of the great service and
their knack for proactively taking
the initiative to work closely with
their customers. “We work closely
with our customers’ planning teams
and we spend a lot of time work-
ing with our customers in the field
helping them grow their business,”
says Antell. “That’s an advantage
of having fewer, more strategic
customers. Turbon and our busi-
ness partners listen to our customers
and we respond to their needs.”

For those dealers and distribu-
tors who are a good fit for Turbon
USA, Antell believes it’s impor-
tant they understand the various
distribution capabilities available
to them because for many years
Turbon Group focused on mid to
large-size dealers that were also
stocking dealers. “Turbon proba-
bly wasn’t known as a company
that provided the services a small
to midsize dealer would need,”
states Antell. “That’s not the case
anymore, particularly with our
partnership with ILG.”  

Turbon USA
A 40+ Year History of Quality Imaging Supplies
  

In order to maintain 
its industry leadership
position, Turbon is
committed to the 
following operating
principles:

• Quality Manufacturing
•  Engineering

Innovation
•  Environmental

Stewardship
• Financial Stability
• Exceed Customer

Expectations

New Jersey San Diego
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Turbon USA has ramped up
its sales support in the field,
ensuring that those individuals
are accessible to their dealer and
reseller partners. “More than
half of our sales force’s time 
in the field is spent working
with our reseller’s sales people 
closing business opportunities,”
states Antell. “We support our
own brands as well as our cus-
tomers’ private label brands.”

Another asset of working
with Turbon USA is they’re a
vertically integrated company.
“We don’t depend on outside
companies as a source for
empties,” emphasizes Antell.
“Our R2 certification allows us
to be a downstream partner for
empty toner cartridge collec-
tors in all channels.”

Cumulatively, those elements
add up to a 40+ year history of
excellence. And, Antell doesn’t
want resellers to lose sight of
the fact that the company con-
tinues to produce what he
describes as the best quality
color product in the market. 

A Cut Above
With manufacturing facilities
on three continents, Turbon is
uniquely positioned to meet the
demands of its distribution and
reseller channel partners around
the world. With the acquisition
of ILG, Turbon now has manu-
facturing in Tijuana, Mexico. 

In order to maintain its
industry leadership position,
Turbon is committed to the
following operating principles:
• Quality Manufacturing
•  Engineering Innovation
•  Environmental Stewardship
• Financial Stability
• Exceed Customer

Expectations
All manufacturing and dis-

tribution facilities have coordi-
nated product development,
enabling them to produce con-
sistent, top-quality products.
With production facilities on
three continents, the company
can take advantage of both 
low cost and close to market
remanufacturing to ensure a
constant flow of product. 

Environmental
Responsibility
Over the years, Turbon USA
has been recognized for its
commitment to manufacturing
environmentally responsible
products. The company pur-
chases a wide variety of empty
toner cartridges in order to re-
manufacture them and create
the highest-quality aftermarket
imaging supplies available.
Even those cores that cannot
be completely remanufactured
may have reusable components
or broken down and recycled
in an environmentally friendly
manner. That’s another reason

for Turbon’s long history of
excellence.

The company is also one of
the few R2 certified companies
in the industry. “We are zero
waste, zero landfill,” says
Antell. “Equally importantly,
our toner cartridge offering is
only comprised of remanufac-
tured products.”  

In an effort to ensure a steady
supply of product to create its
compatibles, Turbon USA has
made it easy for distribution and
reseller partners to sell their
empty cartridges back to them.
“We have solutions and tools
for our resellers and our reseller
end users to return product
directly to us,” notes Antell.
We provide all the reporting to
our resellers so they know who
is participating in the program.”

Plus they also offer free
shipping. Customers can make
arrangements for this online,
print out prepaid UPS shipping
labels and send those empty
cartridges back to Turbon. Or
clients can request a truck to
pick up their cartridges. Clients
receive payment for all quali-
fying cartridges approximately
30 days from the date received.
To learn more about the recy-
cling program, e-mail Turbon
USA at recycle@turbon-
group.com or call (800) 
282-6650 x110.

Trend Setting
Supplying an industry that’s
often affected by the latest mar-
ket and technology trends can
be a challenge and an opportu-
nity. One of those trends that is
both a challenge and an oppor-
tunity is consolidation. “There
are fewer choices today, which
is a good thing for us,” states
Antell. “In the U.S. market-
place there are only a few

companies remaining who are
true remanufacturers.  That has
been an opportunity for us
because the independent dealer
wants choices and we’re find-
ing consolidation elsewhere is
driving opportunities our way.”

The emergence and matura-
tion of MPS presents another
challenge and opportunity.
“Just like our overall market
strategy we’re particular in
who we work with on MPS
because there’s obviously an
involvement on many levels,
particularly with partners,”
notes Antell. “If the reseller
has the right partners involved
we will provide support. What
I mean by that is, if they have
the local service, the IT capa-
bilities, and a commitment to
the business, we will engage
and support.”

A Good Time for 
Turbon USA
This is a great time for Turbon
USA as a supplier to the office
imaging reseller and Antell
sees a bright future ahead. “It’s
an exciting time because as a
result of the consolidation in
the marketplace we certainly
see more opportunities.”

Those opportunities also
extend to Turbon’s dealer and
reseller partners across the
U.S. who know that they will
continue to have a reliable
source of high quality reman -
ufactured supplies. ! 

Contact Information:
Turbon USA
4350 Haddonfield Rd.
Suite 300
Pennsauken, NJ 08109
Phone: (800) 282-6650
www.turbongroup.com

– By Scott Cullen

Turbon USA
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Charles Lamb Managed Services

The term “a ship without a
rudder” fits the profile of
many sales organizations

today. I often find that company
leaders have failed to deliver proper
tools, thoughts, and processes to
guide their sales team to success.
Specifically, I’m referring to a
company’s value proposition.

Lead with Value Proposition
In many of my new engagements,
the value proposition is completely
missing, and the company’s “client
facing sales conversation” is cre-
ated on the fly by sales reps to fit
the situation of the moment. This
is a problem which affects every-
thing in a detrimental way. It can
easily deteriorate your forecast, as
sales teams often chase opportuni-
ties outside the company’s desired
targets or capabilities. These are
always harder to manage and close.
Even worse, a prospect or new
client may never learn of your
real value and capabilities! The
enormous amount of time wast-
ed chasing deals that ARE NOT
PROBABLE can be, if redirect-
ed, a wonderful spring board for
significant growth opportunities
with targets that apprec iate
your value proposition.

This lack of corporate direction
may lead to unwanted deals or
deals that don’t fit within your
core offerings. Trying to jump
through hoops to honor a sales
rep’s concoctions, especially
when considering larger clients,
can not only overwhelm your
organization, but possibly destroy
your company’s ability to com-
pete should the word get out and
affect your reputation. 

If you think about it, chasing
just one or two “one-offs” a month,
especially for smaller sales teams,
can stress your company’s band-
width and suck the momentum
out of forward motion. While you

should be creative, competitive,
and flexible, do it inside your
value proposition. It doesn’t take
long as they stack up to max out
your company’s post-sales ability
to perform satisfactorily. When 
a client makes decisions based 
on wayward promises, managing
those promises can become a 
significant distraction to healthy
growth. When your company 
is asked to perform outside the
business model, evaluate the risk
and benefit, always reviewing 
the “What if it all goes south?”
scenario. My experience shows
that if you know your value 
and who receives it best, with
an appropriate prospecting
campaign, you can find more
deals and win them versus a
single “on the edge, one off.” 

Who is Your Target? 
One of the hardest things I do is
getting a business owner to define,
“Who is your target, and what
unique value do you provide for
them?” It sometimes takes months
for them to answer this question.
Most start chattering about the
years they’ve been in business
and their service response times,
etc. Here’s a hint, “It’s not about
you!” When you’re creating or
defining your value proposition,
you have to sit in your target’s
chair, and look at your company
from their point of view. 

To get insight on creating their
value proposition, dealers often
send out surveys and ask ques-
tions such as, “What do you like
about our company?” and “Why
do you do business with us?”
Those answers are pushed into a
false value proposition statement
because the answers to those types
of questions provide an evaluation
of how well you are at customer
service and relationships. They
are often answered by middle to

lower management and not your
target. Therefore, they are not
your value proposition.

With a defined target, you ful-
fill a very important part of your
market strategy: your sweet spot.
Identifying the profile which
would most likely be your best
target empowers every step of
your marketing execution plan
because of the focus it provides.

Dealers have long sought busi-
ness from anyone that has a heart-
beat. When you think about it, an
appropriate value proposition
and target identification signif -
icantly increases your forecast
accuracy. You’ve eliminated (as
much as possible) the approach 
to companies or targets that are
“less likely” to engage and move
through your sales process. 

You Hit the Target, Now What?
By now you get it! Your business
needs a well-defined value propo-
sition. However, a value proposi-
tion isn’t just made up. To assure
success, your value proposition
must be based on real needs or
concerns of the most likely tar-
get candidate within your mar-
ketplace. This candidate would
find your solution very valuable
and obviously be someone you
can serve well within the current
capabilities of your company.
Value that’s real is easy to deliver
and well received.

Telling anyone that you’ve mas-
tered the MPS audit process, can
optimize their print fleet, or you
can save them 20%-30% hard cost
savings, isn’t your value proposi-
tion either. Although these state-
ments are valuable when properly
used, they are simply attributes of
an excellent sales or client relation-
ship process. Your value proposi-
tion helps a stranger answer the
question of why they would

Tell Them Your Value  
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ENGAGE YOU (when they know nothing
about you). It comes from KNOWING and
UNDERSTANDING them SO WELL that
your values are crystal clear and desirable.

Think about a time in your life where
someone seemed to know your exact
position, problem, or concerns and had a
solution for you! Do you feel that? That’s
the feeling your value proposition should
create in your target. So now you can see
that it’s not about you or your products.
It’s completely about them and their real
life, day-to-day situations or concerns. 

An MPS value proposition could sound
something like:

“Mr. Jones, we understand that most
business owners like yourself are extremely
talented and educated in the execution of
business. However, most owners feel they
should be getting much more value and
performance out of their technology infra-
structure. Whether it be an enterprise-wide
productivity gain or providing the needed
visibility for better cost management, we
are that type of partner. The clients who’ve

engaged us for this type of solution believe
their company has moved to a more com-
petitive position and are now able to focus
on more front end growth initiatives.”

You can most certainly create multiple
value propositions based on different tar-
gets, solutions, or market strategies. How -
ever, your words must MEAN SOME-
THING to your target. The value propo-
sition is a bridge that turns a stranger
into a credible, trusted expert. That’s You!

Value Proposition and Sales
Once your value proposition is set, it must
be driven into the sales team. Decide once
and for all that your sales team will focus
on the right targets and deliver the right
message, (your message), to your market-
place. By perfecting your approach in this
manner, your team will transform their
sales funnel to include the most likely,
most probable deals available within your
marketplace, and your forecast accuracy
will go up! Then, you simply manage
sales activity to drive volume.

If you don’t define your value and fail
to provide the proper leadership to your
sales team, they will chase anything out
there to find their next deal. That’s akin
to “treading water holding an anchor.”
Sooner or later, they’ll either let go (lose
the deal), or you will drown. Both of these
waste your time. Tell them your value! !

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

Tell Them Your Value
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Toni Gorveatt, president 
of Cobb Technologies in
Richmond, VA, has a long,

rich history in the office imaging
space, tracing back to 1985 when
she was selling for a Canon type-
writer dealership. She’s been lucky
enough to be in the right place at
the right time and survived vari-
ous acquisitions and transitions,
finally finding a home at Cobb
Technologies more than 20 years
ago. Along with owner Freddy
Cobb, Gorveatt has been instru-
mental in building and guiding
that dealership from the ground
up, starting with no customers to
where it is today with seven loca-
tions and thousands of customers. 

For more than 20 years, Cobb
Technologies has been serving
the needs of Virginia businesses,
assisting them in enhancing their
productivity and document work-
flow. Besides achieving success
in an array of vertical markets,
Cobb Technologies has been for-
tunate to hold the State of Virginia
copier contract for more than 20
years. The dealership represents
an array of vendors, including
Canon, Océ, Konica Minolta,
Kyocera, and Muratec, and offers
a host of services from Managed
IT to MPS as well as document
management and print audit and
workflow assessment solutions. 

We caught up with Gorveatt in
the middle of a typical busy day
to talk about Cobb Technologies,
the business, her career in the
industry, the challenges she faces
in her job, Managed IT Services,
and why customers like doing
business with Cobb. 

How’s business this year at Cobb?
GORVEATT: Good. We’re on 
target, up a little, but not where 
I think we should be. We made a

lot of changes and I’m optimistic
about the latter part of the year.
We’ve added a lot of resources
which I think will help contribute
to success in the sales arena.  

Are certain segments of the busi-
ness doing better than others?
GORVEATT: We’ve done well
with large format. We struggled
there for a number of years, then
made some changes, developed a
specialist, and now have experi-
enced great success. We’re also
starting to pick up speed in
Managed Services. 

Who are Cobb’s customers?
GORVEATT: Our sweet spot is
small to medium sized businesses.
We have a handful of very large
customers that we service on a
national scope. 

Why do they like doing business
with you?
GORVEATT: Customers like
doing business with us because
we’re responsive. When they
need us we’re there and we
resolve their issue quickly. 

We have an internal support
staff that cares for our customers
and develops a personal relation-
ship. Customers like having a
“go to” person in addition to
their sales executive. We sched-
ule quarterly reviews for our cus-
tomers in an effort to predict any
technology challenges coming
down the road. We strive to be
proactive in resolving problems
before they happen.  

I understand Cobb makes a 
concerted effort to get customer
feedback above and beyond the
quarterly reviews?
GORVEATT: We survey our cus-
tomers frequently to make sure
our perception of what we think
they feel is important is accurate.

We started doing that a couple 
of years ago.

How long have you been offering
Managed IT Services?
GORVEATT: We are going into
our second year with a structured
approach to managed services.
We had to find the right people 
to lead that department and learn
to do it correctly. 

What makes the right person for
that segment of your business?
GORVEATT: When we initially
went to market with Managed IT
Services we tried to incorporate
some of our imaging personnel
on that side of the business. We
then realized that space required
a completely different go-to-mar-
ket strategy than our traditional
imaging business. Some things
that came natural on the imaging
side are not effective with
Managed Services.

What specific services are you
offering under Managed IT
Services?
GORVEATT: Cobb’s Managed IT
services include network support
as well as solutions. On the net-
work side we focus on an all-
inclusive contract. A few items
include patch management, daily
backups, monthly maintenance,
and remote technical assistance.
The solutions side focuses more
on document management.

Who is your document 
management provider?
GORVEATT: Square9. Their
SmartSearch product shows very
nicely, has a nice price point, and
is robust in its features. 

I like that concept of 
“eco-efficiency” that you feature
on your Website. Where did that
concept originate?

A Conversation with Toni Gorveatt 
of Cobb Technologies
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GORVEATT: It was developed in our 
marketing department several years ago.
Initially, it was a big buzzword; today,
customers appreciate your efforts to con-
tribute to a better environment. 

Does the “eco-efficiency” message still
resonate with customers?
GORVEATT: Absolutely. Customers like
to identify with an organization that cares
about more than just the machine they’re
selling.

You operate with a higher than average
number of service technicians in the field
than most dealers. How has that affected
your response times and how do you
make that work, having those extra techs,
from an operating expense perspective?
GORVEATT: We do have more field tech-
nicians than normal. From an expense
standpoint we’ve always run a little high-
er in our labor costs when you look at our
financial model compared to other dealers.
We’ve had the State of Virginia contract
for years so we require a higher number

of techs to provide the level of service 
offer in our SLAs.  

What do you like best about what you do? 
GORVEATT: There are huge opportunities
for growth. You’re exposed to different
areas in your customer’s environment that
you historically have not played in. It’s
interesting after doing the same thing for
years you’re now faced with having to
learn different technology, different areas
of business, different ways to go to market. 

You’ve been in the industry for 20 years;
do you still find it fun?
GORVEATT: I do. I’m grateful because 
I know there are a lot of people who 
can’t say that about their job. 

What’s your biggest challenge?
GORVEATT: Making sure the people 
I have on staff who are hard working, 
creative and positive are happy here. If
you can keep those people fulfilled and
happy it’s only going to benefit every-
thing else you do. 

Are those people easy to find?
GORVEATT: It is not always easy. When you
are fortunate enough to hire great employ -
ees, you really want to take care of them.

What gets you excited about coming 
to work each day?
GORVEATT: The contact. I like working
with our team—Cobb has a lot of inven-
tive minds; people who get excited about
new projects and opportunities. I never
thought we’d be in the Managed Services
space, but it’s been exciting to learn what
it’s supposed to look like, how to do it well
and how to make money while offering it. 

Speaking of making money, how does the
rest of the year look for Cobb Technologies?
GORVEATT: It looks good! ! 

– By Scott Cullen

A Conversation with Toni Gorveatt 
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There is an old question that
asks, “If a tree falls in the
forest and no one is around

to hear it, does it make a sound?”
A philosophical question that has
been pondered for years, it leaves
the thinker to ponder the ideas 
of perception and reality.

As service providers seek to
grow and attract new business,
they are often confronted with a
problem of perception and reality,
even if they don’t realize it at the
time. Often, those who excel at
delivering services believe that
their offerings should stand on
their own and are thus unskilled 
at marketing those abilities and
truly communicating the value
that they have to offer. Ultimately,
this leads to opportunities lost to
lesser providers. When sales lag
or a company’s growth stalls, the
first inclination can be to blame
the service or its pricing, bringing
with it a crisis of confidence about
the service itself, while missing
the bigger picture entirely.

Instead, the core issue is often
that while the products and ser -
vices do meet the needs of their
potential customer base, they are
simply not put in front of those who
make the IT decisions or in front
of the right kind of customers.

Marketing is a key skill to build-
ing a service base. While your
service may be perfect, if no one is
aware of it, there will be no buyers.
A provider’s initial growth hinges
on what that first message to pros -
pective customers communicates.

Many solution providers start
out with a very feature and func-
tion based marketing approach,
believing that by listing the serv-
ices they offer, they will then lure
in prospects. This initial strategy
usually fails, as it doesn’t speak in
the customer’s language, missing

the focus on the business “why”
for the customer and completely
overlooking an opportunity to
demonstrate how they stack up
against the competition. 

As most businesses grow, their
marketing approaches change.
Initially, solution providers who
are less mature in their approach
tend to build credibility through
the use of as many vendor rela-
tionships as possible, believing
their credibility is established by
their vendor brands. Their rela-
tionships are not deep, and they
have not established a message
that speaks to the benefits that
they can offer to customers that
other providers may be lacking. 

In contrast, high performing solu-
tion providers will tend to focus on
their own brand, removing vendor
brands from their marketing and
concentrating on their own com-
pany’s identity. This in creases their
ability to differentiate and establish
their own value, reflected in their
focus on building very deep rela-
tionships with a small number of
vendors. By taking this approach,
they can concentrate on the quality
of services being offered and
ensuring that their toolbox covers
all of their customers’ needs now
and in the future. 

As such, a marketing plan
should be built around some basic
principles. First, it should focus
on the business needs of the cus-
tomer rather than the technical
merits of the solution provider.
Answering the question of “why”
for the end customer is the strong -
est marketing message, and will
deliver the best results.  

Second, it should focus on the
service provider’s brand and the
value of their experience, rather
than their partners. The close rela-
tionship between the provider and

the end customer is the highest
value portion of the delivery of
services, and should take highest
priority. Customers are much
more interested in their own 
experience. Having reliable tools
that work effectively is critical.
The vendor name attached to
those tools is not.

Good marketing should then 
be built in progressively. A single
exercise is far less valuable than 
a well-planned series of market -
ing messages and campaigns, as
awareness is built over time. The
campaigns should be a series of
mailers, emails, and social media
outreach done over time, building
on one another to convey relevant
messages to the target group. The
most successful plans focus on a
year and are referred to monthly.
They are distributed throughout
the organization, in addition to a
guidebook for execution, ensuring
a consistent rollout.

Finally, the marketing must 
have a call to action that is rele-
vant and meaningful for the 
audience. Successful campaigns
have a clear action for the target
to act on, com pelling them to 
take the appropriate next steps.
The next step doesn’t have to be
complicated, but it does need to
be well defined. !

Dave Sobel is responsible for fos-
tering the growth and success of
GFI MAX Partners. As Director 
of Partner Community, he helps
promote collaboration, education
and innovation among GFI MAX
Partners. In 2013, he was recog-
nized for the 4th consecutive year
as one of the top virtualization
experts globally as a Microsoft
MVP for Virtualization and was
appointed Chair of the Mobility
Community for CompTIA.

If Services Are Offered in the
Woods, Does Anyone Buy Them? 
  

e n x

Dave Sobel Managed IT

Successful
campaigns
have a clear action

for the target to 
act on, com pelling
them to take the
appropriate next

steps. 





Know

Feel

Do

Pssst… lean in. I know
you're busy but this won’t
take long and it’s really

important. There’s something I
want you to know. Something
that I believe you need to know.
Something that I am absolutely
convinced will help you. It’s a
simple, yet incredibly powerful,
approach to structuring any
important communication. The
method works well regardless of
the format. Your presentations,
business meeting conversations,
even emails can be supercharged
for maximum impact. 

If you have ever wondered why
nothing happened after a meeting,
presentation or conversation, the
answer may be found in missing
one of the three critical prepara-
tion questions we will outline.
Don’t worry; this is nothing weird
or complicated, just powerful.
Once you start using it, you will
begin to recognize how great
leaders make frequent use of this
and just how easy it is to enjoy 
a whole new level of success.

As a disclaimer, I state for the
record that I am not the originator
of the Know-Feel-Do model and I
am giving full credit to Bill Jensen
who introduced the idea in his
book Simplicity. Maybe not always
easy, but certainly not complex.
Three simple questions you can
ask yourself as you plan your next
important communication message.

STEP 1: What do you want the
audience to know? Considering
the purpose of your goal for the
message, what information do
you need them to be aware of 
or to consider? What facts, what
data, what information? This does
NOT mean throw in every last
detail and item that you know. 
It means that you must carefully

consider what information is 
necessary for them to have for
your message to be effective. 

STEP 2: What do you want the
audience to feel? What emotion is
necessary for them to feel in order
for action to take place? We’ve 
all experienced information over-
load (too much “know”) presenta-
tions. Tons and tons of data - all
designed to strengthen the speak-
er’s case. The problem is that
facts and data have a tendency 
to run towards the boring end of
the spectrum. Without tying the
knowledge to an emotion or a set
of emotions, the message will
have very little, if any, impact.
Well, it may put the audience 
to sleep but that’s not likely the
purpose of the communication.

STEP 3: What do you want the
audience to do? Do you want them
to simply be aware of something,
or is there a specific action you
want them to take? What is your
specific “ask”? This is one of the
most overlooked components of
communications. We may think
that the “ask” is obvious but often
times it is not. We saw a movie
some months back that had a
clear purpose – raise awareness 
of a cause. Incredibly well done
with great facts and figures blend-
ed into human stories that had
brought the audience from joy 
to tears several times. Then the
house lights came on and… we
didn’t know what to do. Everyone
seemed to feel the need to do
something… it just wasn’t clear
what or how. Never leave your
what or how hanging. 

Recently my friend John asked
me to come and sit in on an inter-
view he was having with one of
his top reps who was hoping for

the vacant VP role. My friend
was leaning in the direction of
giving the rep the job but there
was a little yellow warning light
going off in his head so he asked
me to sit in and then share any
thoughts. The background of the
rep was solid. He was consistently
one of the top producers. He was
experienced in leading teams. 
He had tenure with the company,
respect from other team members
and he wanted the job. 

“So, what do you think?” 
He asked me after the hour long
interview. First, I congratulated
him on trusting his intuition. Then
I went on to say that the candi-
date had done a masterful job at
handling the questions, responding
appropriately when challenged
and appearing calm and collected
when under fire. I suggested that
he let me work with the candidate
and have him re-interview him 
in a couple of days. 

The rep and I met and prepared
his “interview” in the form of a
presentation. 

1. Know – he wanted his 
boss to know all of his relevant
accomplishments plus the outside
activities that pointed to him 
having all the skill sets necessary
for the new job.

2. Feel – we worked on remind-
ing John how painful and distract-
ing the search for a VP had been. It
had already cost the company quite
a bit of money to hire a search firm
and they hadn’t yet come up with
the right candidate. He wanted
John to feel this deep down.

3. Do – we structured “the
close” in such a way that John
knew exactly what the rep wanted
him to do – offer him the position
right then and there with a start
date on the following Monday. 

Three Questions to Prepare 
for Presentations and Meetings
  

e n x

Brad Roderick Sales & Marketing
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A week later John called me up and said
he has promoted the rep to VP! He told me
that the rep had presented such a strong
case that he saw him more as a VP than 
a Director! That’s the power of knowing
what you want and then preparing and
presenting based on Know – Feel – Do. 
Not every communication is in the

form of a presentation or even face to
face. With the growing use of digital
delivery mechanisms such as email, it is
more important than ever to ensure that
our messages are clear and powerful. I
have been recruiting for a couple of addi-
tional salespeople to continue to fuel our
growth. As is usually the case, we have
been receiving stacks of resumes, cover
letters and applications. One of the appli-
cation packets really stood out. And not in
a good way. Let’s review the submission
based on the Know, Feel, Do approach.
1. Know – none of the work experience

gave any indication that they were quali-
fied or even met the basic requirements.
Is this what they wanted me to learn?

2. Feel – It didn’t take long for me 
to start to have an emotion, two actually.
Irritation and confusion. I was mildly 
irritated to be wasting my time reading a
submission by someone neither qualified
nor apparently interested enough to work
to create a desire for me to hire them.
Interestingly, a strong cover letter could
have helped provide some human emo-
tion into the process. It wouldn’t make
the lack of skills go away but you have 
to play the hand you are dealt.
3. Do – they did ask for an interview

but after what I had learned and without
the appropriate emotion, their “ask” was
not effective. By placing the application
in the “no further action” pile, this was not
likely the “do” that had been hoped for.
Then again, maybe they were completing
their unemployment insurance require-
ments and hoping not to be contacted. 
If that was the case, they succeeded.
I started the article off by saying that

there was something I wanted you to know,
something I wanted you to feel and

something I wanted you to do. Hopefully
you now know how to prepare and struc-
ture important communications and you
will actively use this to drive your own
personal success. But there is one more
do — if you find this to be as effective as
I have, please pay it forward and share it
with someone else. And feel free to shoot
me an email with questions, comments or
a story about your results from this method.
As always, positive feedback is 

welcome at BradIsRightOn@gmail.com
and any other input is welcome at
BradIsAMoron@gmail.com. �

As Executive Vice President, Brad Roderick
sets Sales and Marketing strategy for InkCycle
across all channels and is responsible for 
the entire “Customer Experience” from prod-
ucts to partnerships. You can reach him at 
broderick@inkcycle.com . As a Customer-
Facing and Relationship thought-leader in 
the Imaging Supplies and Solutions Industry,
Brad speaks, blogs and writes articles focused
on creating and delivering value to B2B 
customers.

Three Questions to Prepare for Presentations and Meetings

FINALLY A QUALITY ALTERNATIVE TO EXPENSIVE CIRCUIT BOARD REPAIRS

When attention to the bottom line becomes the only detail!

www.epartsroom.comToll-Free 877-50-EPART

Discover Immediate Cost Savings 
For Any Service Department

SERVICES Epartsroom Nation-Wide Hytec 

High Quality PCB Yes Yes Yes

Extended Warranty 1 Year 1 Year 1 Year

Product Availability Yes Yes Yes 

Lowest Price Guarantee Always No No 

Hassle Free Returns Always No No 

Environmental Standards Always No No 

Shipping Discounts Always No No 

Costly Expedited Fees Never Yes Yes 

Required Core Return Never Yes Yes 

Non-Repairable Fee Never Yes Yes

Full Year Warranty   
No Hidden Fees

Lowest Price Guarantee
No Advance Exchange Fee

Your HP Source
Fuser Units and Maintenance Kits

Q2 offers a full line of remanufactured HP Fuser Units 
and Maintenance Kits with a one year warranty and no 
charge return label. 

TAA Compliant Toner Cartridges
At Q2, our TAA Compliant cartridges, in black and color, 
are OEM equivalent in quality and performance. Jumbo 
and MICR alternatives.  Free shipping on orders of 
$200 or more. 

Remanufactured Toner Cartridges

quality low cost alternative remanufactured toner 
cartridges.   Free shipping on orders of $200 or more. 

www.Q2Products.com
1-888-826-2576

custsvc@q2products.com

Q2 supports the Wounded Warrior Project.  
Ask your Sales Representative for details!



GREATER PHILADELPHIA
EQUIPMENT COMPANY

Many More Models of Feeders
and Finishers available

Special Shipping
Discounts!

WE ARE OPEN

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

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

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

Ph: 215-788-7111
Fax: 215-788-4445
gpec1@verizon.net

www.printcontrollers.com

3907 Nebraska Ave., Newportville, PA 19056

Please Call, Email or Fax
The Equipment You

Are Looking For!

Visit Us Online At:We Are Now
Selling Parts From
Off-Lease Copiers

l  Boards
l  Lasers
l  Fuser Units
l  Hole Punch Units

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

$195
$295
$295

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

Toshiba

Print/Scan  Enabler for 523/603/723......
Print/Scan Enabler for 520/600/720........
Print/Scan Enabler for 353/453.................
Print/Scan Enabler for 352/452.................
Print/Scan Enabler for 232/282.................
Print/Scan Enabler for 230/280.................
Print/Scan Enabler for 202L.......................
Print/Scan Enabler for 203L/233/283.....
Print Enabler for 230/280............................

$295
$195
$195

KD1250 Fax Option ......................................
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................

Many More Options Available, Call For Pricing

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

$295FXX2 Fax Option..............................................
$195FXX3 Fax Option..............................................

Fax Option for MX2700/4501....................
Fax Option for 168.........................................
Fax Option for 208S/208D..........................
Fax Option for 237/257/260/277/317.....
Fax Option for 355/455/MX350/450.......
Fax Option for 503/453/363/283..............
FN7 Saddle Stitch Finisher MX350/450..   
FN6 Finisher for MX350/450.......................

$395MX FN10 Saddle Stitch Finisher................
MX FNX9 Finisher...........................................
MX DEX7 Two Tray Paper Pedestal..........

$195
$295

Ricoh
More Fax Options & Print Controls Available, Call For Pricing

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

Fax Option for MPC 6000/7500..............................
Fax Options for MPC 5502/3502............................
Fax Options for MPC 5501/4501............................
Fax Option for MPC 3500/4500..............................
Fax Option for MPC 2050/2550..............................
Fax Option for MPC 2000/3000..............................
Fax Option for MP 2550/3350.................................

Fax Option for 2851/3351........................................
Fax Option for 3025/3030/2510/3010..................
Fax Option for 3035/3045/3500/4500.................
Fax Option for 3228/3235/3245............................
Fax Option for MP 4000/5000................................
Fax Option for MP 4001/5001................................
Fax Option for 5500/6000/7500/8000..................
SR 790 Finisher for 2851/3351/4000/5001.........
SR 970 Finisher for 5500/6500/7500/8000.........

SR4000 Finisher for 5500/6500/7500/8000.......

Panasonic
Fax Option C262/322..................................................
Fax Option C264/354..................................................
Fax Option for 2310/2330/3010/3030.................
Fax Option for 6030/8045/8060.............................
Fax Option for 8020....................................................
Post Script w/PCL 8035/8045/8060......................

$395
$295
$295
$350
$295
$295
$195
$350
$195
$195

Fax Option for MPC 6501/7501..............................$395
$295
$395
$395
$295
$295
$295
$195

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

SR3020 Saddle Stitch Finisher................................$395
SR3000 Saddle Stitch Finisher................................$395

$395

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

$295
$295

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

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

Kyocera/Mita

Print Nic Scan for 6030/8030...............................
$395Print Nic 620/820.........................................................

Print Nic for 6030/8030..........................................
Print Nic Scan for 3035/4035/5035....................
Print Nic for 3035/4035/5035...............................
Print Nic Scan for 2530/3530/4030....................
Scan Option 620/820..............................................
Scan Option for 1650/2050/2550.......................

Fax Option for 1650/2050/2550..........................
Fax Option for 2530/3530/4030..........................
Fax Option 2560/3060............................................

$395
$295

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

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

$395
$295

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

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

Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................

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

Finishers Available................................Call for Pricing

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

$295

$295
$295

$395

Canon

$295
$195
$295
$195

Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 7200/8500/105...................
Print Kit for 2020......................................................

Fax Option for IRC 2550/3080/3480..................
Fax Option for IRC 2880/3380..............................
Fax Option for IRC 3200/3220.............................
Fax Option for IRC 4080/5185.............................
Fax Option for 2270/2870/3570/4570..............
Fax Option for 3025/3030/3035/3045..............

$295Fax Option for 3245/3235/3225.........................
Fax Option for 5070/5570/6570.........................

S1 Finisher for 2270/2870/3570/4570..............
S1 Finisher for 3025/3030/3035/3045..............

$295Y1 Finisher..................................................................
$395Y2 Finisher..................................................................
$195Z1 Finisher..................................................................

W2 Saddle Stitch Finisher for 5180/5185........
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In last month’s article, we discussed Financial Buyers/Private Equity Groups (“PEGs”) and how they work.
As a quick recap, PEGs are investor groups formed with the purpose of making acquisitions of privately
held companies which the PEG will eventually sell to achieve its (expected) return on investment.

Strategic vs Financial Buyers:
Who’s Right for You?
  

e n x

Jim Zipursky Exit Strategy
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Questions/
Financial Buyers Differences Strategic Buyers

Will the buyer use debt
(leverage) to acquire my
company?

May I retain ownership?

Will I have to stay after 
a sale?

Will the buyer want 
to purchase my real 
property?

Will the buyer relocate 
my business?

Will the buyer retain my
employees?

Will the buyer be active in
managing my business?

My company is part of a
franchise or a distributor
for an OEM. Is that a
problem?

How will they value my
business?

How long will they keep
my business?

Sometimes, but not always. Most strategic buyers 
borrow money at much more competitive rates than
PEGs. Hybrid buyers will use leverage.

Generally speaking, no. Most strategic buyers are not
interested or able to offer equity to the sellers. Hybrid 
buyers may be able to offer equity.

Probably, but not always. Most strategic buyers will
want you to stay for at least six months to one year for 
a reasonable transitional period. It used to be strategic
buyers did not necessarily need management in place,
but not always the case any longer.

Strategic buyers are more likely to consider a purchase
of the real property, but many are leery of acquiring real
property in remote locations. They will also only want to
pay market value for the property (as determined by an
independent appraiser).

“Yes” for many strategic buyers, especially those who
have many of the same capabilities as your business. 

Usually “yes,” but many times, the strategic acquirer will
bring many administrative functions “in house” which
means a reduction in force for your people.

Almost always “yes;” strategic buyers will not necessar -
ily change the way you do business, but unless your
company is large enough to be a stand-alone division,
expect to get “blended” into the parent company.

Strategic acquirers usually do not have an issue acquiring
distributors/dealers or franchises, however, if the acquir-
er’s business is competitive to the dealer/distributor or
franchise, this will create a “no-go” issue for the OEM.
For example, Konica/Minolta may not approve of 
a Canon dealer acquiring a K/M dealership.

Strategic buyers look at return on investment, cash 
flow, and synergy. They may also factor in the benefit 
of taking out a competitor or gaining a new market.
Historically, they have been top bidders, but very often
are outbid by PEGs. 

Strategic acquirers usually look to hold onto their
acquired companies for the long term or indefinitely.
However, if the company does not perform, they will
often look to sell it.

Almost always use leverage (debt) to make the 
acquisition, sometimes up to 80% of total purchase
price. 

Yes; generally, PEGs require some or all of the 
current owners, as well as management, to reinvest
in the acquiring company. However, your equity
investment will provide you a chance to earn a 2nd
payday when your business is resold.

If you are involved in day-to-day operations, expect 
to stay for at least 2-3 years after a sale. PEGs are
investing in the management team and need you to
stay to help run the business.

Almost always for PEGs the answer is “no,” especially
if your company is not located in a major metropoli-
tan area. It is very, very rare to find a PEG who will
buy your property, even if it is owned by the Com -
pany (rather than by the shareholders personally).

Almost always “no.” Relocation usually makes no
economic sense to PEGs.

Always “yes” unless there are specific employees
you would like not to retain.

Usually “no,” the PEG is not interested in day-to-day
operations. Think of them as your Board of Directors.
Some PEGs will help you implement growth plans,
etc. Depends on what you want them to do.

For most PEGs, the issue with authorized distribu-
tors/dealers is if the OEM requires a personal guar-
antee for floor planning, etc. Such arrangements will
not work for PEGs. Franchises are usually not a
problem for PEGs.

PEGs look at free cash flow or EBITDA and the
amount of leverage (debt) they can put on the trans-
action. Depending upon debt ratios, they can be
more aggressive on valuations than strategic buyers. 

PEGs generally keep a business for 3 to 7 years
before selling it to achieve a return on their investment.
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Strategic acquirers are businesses who
are already in your industry. Often times,
strategic acquirers are owned by PEGs
(we call these companies “hybrids.”) 
For example, Clover, which is owned 
by Golden Gate Capital, is a strategic
acquirer owned by a PEG. 

Generally speaking, if you want to 
exit your business immediately upon 
a sale, a PEG is probably not the right
option for you. Conversely, if you are too
young or energetic to retire and/or you
want some help “professionalizing” and
“growing” your business, a strategic
buyer may not be right for you. 

What are the differences between 
PEGs and Strategic buyers? This is not 
a “one-size-fits all” proposition. Some
business owners would rather sell to
strategic buyers while others will only 
be comfortable working with PEGs.
Based upon an owner’s specific goals 
and objectives, as well as some char -
acteristics of his/her company, one type

of buyer may be more appropriate than
another. 

To help you understand the differences,
we put together a chart which covers
many of the topics salient to business
owners as they ponder the best buyer for
their business. Of course, the chart is not
all-inclusive and certain explanations 
are necessarily brief. 

There are many, many other topics we
could discuss when comparing/contrast-
ing strategic vs financial buyers (due dili-
gence, timing of a transaction, customer
concentration, employee benefits, man-
agement incentives, etc.). We are happy
to answer your questions directly about
these topics or any others you may have.

Suffice it to say, if you are considering
your exit options, you should be aware 
of the differences between buyer types
and determine which is best for you. 

In next month’s article, we’ll begin 
to explore how to determine the market
value of your business. !

Jim Zipursky is the Managing Director 
of CFA-MidWest, an investment bank
serving the middle market. Jim is a 
registered representative of Silver Oak
Securities, Inc., member FINRA/SIPC.
For more information visit
www.cfaw.com/omaha. Follow Jim on
Twitter (@jazcfane) for articles and
information about M&A. For more infor-
mation about Exit Strategies or Selling
Your Business, feel free to contact Jim at
(402) 330-2160 or jaz@cfaomaha.com.

Strategic vs Financial Buyers: Who’s Right for You?
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ACM Technologies Inc. 73
Phone: 800-722-7745
www.acmtech.com

All Leasing Services 35
Repo/Offlease Copiers, Printers 
and Faxes 
Phone: 866-727-3750 / 949-727-3750
Fax: 949-727-3850
www.alscopiers.com

Arlington 26
Full line of OEM office supplies
Phone: 800-887-3040
www.arli.com

Aster 57
Phone: 562-404-9315 / 888 533-9926
Fax: 562-404-9570
usasales@goaster.com

BTA 59
Phone: 800-843-5059
www.bta.org

CompTIA 69
www.channelcon.org

Copier Network 12
Coast to Coast Service 
Extensive Canon and Ricoh Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 40
Canon & HP Parts & Supplies
Phone: 888-889-9598
anisark@csihouston.com
www.RemanCartridges.com 

Direct Precise Imaging 64
100% USA made Products
Phone: 888-376-7311
www.directpreciseimaging.com

DM Supplies Network 33
Phone: 1-800-729-9300
www.suppliesnetwork.com

DocuWare Corporation 32
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi e-Automate 23
Phone: 1-866-342-8392
www.e-automate.com

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

EpartsRoom 54
Solutions for Circuit Boards 
& PCB's, Hard Drives, Fuser & 
Fixing Parts, Finishers and Sorters 
Phone: 877-503-7278
www.epartsroom.com

Escalera 71
Copier Moving Devices 
Phone: 800-622-1359 / 530-673-6318
Fax: 530-673-6376 
www.escalera.com

Elite Dealer Nomination 63
www.enxmag.com

Express Sales Corp 37, 64
Phone: 877-777-5001/
562-274-9205
Phone: 562-274-9205
www.escorp.biz

Frontier Imaging 44
Distributor of Copier, 
Printer & Fax Supplies 
Phone: 888-530-8811
sales@frontierimaging.com
www.frontierimaging.com

Funnel Maker 58
Phone: 888-823-0006
funnelmaker.com

Future Graphics 41
Phone: 1-800-394-9900 /
818-837-8100
Fax: 1-800-394-9910 / 818-838-7047
www.fgimaging.com

GE Capital 29
Phone: 203-749-6011
Aaron.Kingi@gecom
Phone: 203-749-2133
Engelbert.Herrera@ge.com
www.geasset.com/copiers

GFI Max 51
Phone: 1-888-243-4329
gfimax@gfi.com
www.gfimax.com/enx

Greater Philadelphia 
Equipment Co. 55
Copiers, Accessories, Fax Options 
& Print Controllers 
Phone: 215-788-7111
Fax: 215-788-4445 
gpec1@verizon.net
www.printcontrollers.com

Hytec 71
Phone: 800-883-1001 / 
407-297-1001
Fax: 407-297-4310
www.hytecrepair.com

IDS-International 
Digital Solutions 21
Authorized Toshiba Distributor 
for Copiers, Printers, Fax OEM 
Parts & Supplies 
Phone: 888-372-3700
Fax: 562-921-1167
suzannecarter@idswc.com

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

Impression Solutions 25
Full Line Kyocera Copystar 
Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Intercom Exporting Inc 36
Minolta Copiers, Parts & Supplies
Phone: 800-960-1119
Main: 954-978-2121
Miami: 305-757-7878
Fax: 954-978-2412
sales@intercomcopiers.com
www.intercomcopiers.com

ISC 49
Phone: 941-961-7897 /
866-317-1829
www.ISC-Inc.org

Display Advertisers Index
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Jamex 34
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Mars International 15
Wholesaler of Pre-Owned Copiers
Phone: 866-866-MARS (6277) / 
973-777-5886
Fax: 973-777-5889
www.marsintl.com

Metrofuser 67
Phone: 1-888-387-3771 / 
908-245-2100
Fax: 908-245-2900
www.metrofuser.com

Midwest Copier Exchange 45
Phone:  847-599-9001
info@mwcopier.com
www.midwestcopier.com
www.thinkarcoa.com

Mito Color Imaging Co., Ltd. 7
Color toner cartridges, HP mono 
cartridge with patent free OPC gear
Phone: 86- 756-2535246  2535256
Fax: 86-756-2535769
sales@mito.com.cn
http://www.mito.com.cn

MSE 11
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquarters
Phone: 800-418-4968 US-East Coast
www.mse.com

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

Nation Wide Repair Service 68
Complete Office Equipment 
Repair Service  
Phone: 866-655-8676
Tech Support: 800-798-1814
www.nwrsinc.com

National Copy Cartridge 27
Phone: 619-562-6995
Fax: 619-562-6899
www.NationalCopyCartridge.com

Ninestar Technology 43
Phone: 800-817-0688 / 
626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

NuWorld Business Systems 16-20
Copier, Printer, Fax & 
Business Machine Supplies
Phone: 800-729-8320
Fax: 800-829-0292
www.nuworldinc.com

OKI 6
www.okidata.com/BecomeADealer

OverstockPartsNetwork.com 8
Phone: 307-587-8446
sales@beiservices.com
www.beiservices.com
Overstockpartsnetwork.com

Parts Drop 62
Phone: 201-387-7776
www.partsdrop.com

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

Power eCommerce 13
Phone: 800-231-9966
Power-eCommerce.com

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

Q2 Products 54
Phone: 1-888-826-2576
custsvc@q2products.com
www.Q2Products.com

Ross International 15
Buy and Sell Used Copiers
Phone: 800-240-7677 / 973-365-9900
Fax: 973-473-8800   
purchase@ross-international.com
www.ross-international.com

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

Seine Tech USA 48
Toner Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736 
sales@seinetecusa.com 

Static Control 2
Phone: 919-774-3808 International
Phone: 800-488-2426 Toll Free
www.colorcontrol.info
www.scc-inc.com

Supplies Wholesalers 74-75
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Toner Cycle-Ink Cycle 53
Phone: 1-877-894-8387
www.inkcycle.com

Toshiba 76
Contact Authorized Distributors
ACM Technology: 800-722-7745
Collins Distributing: 800-727-0884
IDS: 888-372-3700
Supplies Network: 800-729-9300
www.business.toshiba.com

TSA World 31
Phone: 1-800-633-6626
Fax: 1-800-635-5388
sales@tsaworld.com
www.tsaworld.com

Turbon USA 39
Toner Cartridge Remanufacturer
Phone: 702-492-0640 / 800-282-6650
glorgan@turbongroup.com
www.turbongroup.com

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

Union Technology (UTec) 47
sales2@utec.com.mo
www.union-tec.com

World Of Fax 63
Fax, Copiers & Laser Printer 
Parts Specialist
Phone: 1-800-634-9329 / 
1-866-FAX-PARTS



• www.enxmag.com  l  August 2014                          We Saw It In ENX Magazine   62

AUGUST 2014

Business Card Directory

Call
Now

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

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

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di!erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

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

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

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

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

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

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

USA, North & South America Welcome

Used
Copier Sale 

303-465-3134
TRI RESOURCES INTERNATIONAL

9421 Winnetka Ave
Unit L

Chatsworth, CA 91311
(866) 260-3069

Fax 818-407-0374
Monica@therightcartridge.com New Lexmark

T652 DN printer
$1129

HP 9500 MFP C8549A 
refurbished by HP

comes with 1 year onsite
warranty. Toners and
drums not included.

$899.99 New HP CP4025N
w/o toner CC489A

$629.99

HP 6015x Q3933A 
printer refurbished
by HP comes with

1 year onsite warranty
$2999

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

JP8000
JP8500
JP4500
JP3000

1700
3700
3750
3770

MZ790

HQ7000
HQ9000

Rebuilt Duplicators
Retail Ready
Full Tech Support
Full Parts Support

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

SELLING

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

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

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

email: culver-enterprises@swbell.net
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TECHNOFIX
O!ce Products

w
w

w.
Te

ch
no

fix
.co

m

SAME DAY 
AND DROP 
SHIPPING 

AVAILABLE 

l scanners
l fax 

l printers
l copiers

AUTHORIZED DEALER 
& SERVICE CENTER FOR

&

Tel: 818. 545. 8888    Fax: 818. 545. 8890
e-mail: rmoradian@technofix.com

1412 East Wilson Avenue - Glendale, CA 91206

OEM PARTS & SUPPLIES
Call for HP Mono and Color 

Laser Printer OEM Parts

Fax, Copier &
Laser Printer Parts Specialist
FREE PARTS RESEARCH FOR

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

(Live friendly assistance all day) 

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

CANON

CANON
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Classified Ads

Calendar

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

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

LabelExpo Americas 2014
Sept. 9-11/Rosemont, IL
www.labelexpo-americas.com

Imaging Supplies Coalition
(ISC) Conference
Sept. 14-16/Las Vegas, NV
www.isc-inc.org

BTA East Event
Sept. 15-16/Baltimore, MD
www.bta.org

INTEROP New York
Sept. 29 - Oct. 3/New York, NY
www.interop.com

RemaxAsia Expo 2014
October 16-18/Zhuhai, China
www.iRecyclingtimes.com

iPrint Expo 2014
October 16-18/Zhuhai, China
www.irecyclingtimes.com/iPrint

BTA Southeast Event
October 24-25/Asheville, NC
www.bta.org

ECI Connect Conference
Nov. 10-12, 2014/Las Vegas, NV
www.ECiSolutions.com

Industry Events & Trade Shows

1-888-376-7311

COLOR   I   MICR   I   NICHE   I    MPS 
DPI The Leader In
New Development
& Niche Products

Call Us For Daily Specials!

Ask about our Free Shipping 
offer & Empty Toner Cartridge

Buyback Program!        Same Day & Blind Drop Shipping!

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

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

our Extended Yield Brand (Managed Print Services).

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

Made In
The U.S.A. 
Since 1994!WE BUY EMPTIES

!RE-BUILD YOUR EMPTY PROGRAM SAVE!

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

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

www.directpreciseimaging.com

JULY 2014 RELEASES  
•  Lexmark C-540 Extended Yield MPS   
•  Brother DR-221 Drum Unit
•  HP CF-283A Monochrome and MICR

JUNE 2014 RELEASES
•  Sourcetech 9612/9620 Extended 10K MICR
•  Lexmark X-746/748 Colors
•  Dell 2375 13K Extended Yield

MAY 2014 RELEASES  
•  Lexmark C-746/748 Colors
•  Okidata B-710 MICR
•  Dell 5130 Drum Unit
•  Xerox Phaser 6700 Drum Unit

APRIL 2014 RELEASES  
•  Lexmark C-792 & X-792 20K Colors
•  Samsung MLT-115
•  Phaser 7800 Drum Unit

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

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com
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The firmware for the referenced Future
smart devices resides on the Hard Disk
Drive (HDD) or Solid State Disk (SSD)
connected to the formatter. In certain 
circumstances, 99.09.XX errors are dis-
played on the control panel which indi-
cates some action needs to be taken rela-
tive to the HDD, SSD, or the firmware
installed on the device. The majority 
of 99.09.XX errors DO NOT require 
formatter or disk replacement but are a
result of formatter or disk replacement.
Please see the sections below for actions
to take for the most common 99.09.XX
errors on these products.

***In most cases, a USB thumbdrive
with the printer’s specific firmware .bdl
file will be needed***

99.09.62 – Unknown Disk
This error indicates there is an encryp-
tion mismatch between the HDD and the
formatter. This typically happens because
an HDD was swapped into a device from
another device or replaced.

RESOLUTION:
If the HDD is in the device by error,
remove it and return it to its original device.

If the HDD is desired to be used in
this device, perform the following actions
from the Preboot Menu “Administrator”>
“Manage Disk”>”Boot Device”>

Erase / Unlock
This item reinitializes the disk and

cleans all disk partitions. This item also
unencrypts the hard drive from the 
previous formatter.

CAUTION: Selecting the Erase and
unlock item removes all data. A confir-
mation prompt is provided. This proce-
dure may take about an hour to complete. 

The system is not bootable after this
action and a 99.09.67 error displays on
the control panel. A firmware download
must be performed to return the system
to a bootable state.

If the error message 99.09.62 remains,
repeat Erase/Unlock and cycle power
(off/on) when procedure is complete.
Then Download, Option - USB Thumb
drive (download firmware).

Lock Disk
Select the Lock Disk item to lock

(mate) a new secure disk to this product.
The secure disk already locked to this

product will remain accessible to this
product. Use this function to have more
than one encrypted disk accessible by the
product when using them interchangeably.

How to open the Preboot menu: 
1. Turn the product on.
2. (Full touchscreen) HP logo displays

on the product control panel. When 
a "1/8" with an underscore displays
below the HP logo, touch the logo to
open the Preboot menu. For touch-
screen control panels with numeric
keypad, press cancel (“X” button)
when 1/8 appears.

3. Use the arrow buttons on the touch-
screen to navigate the Preboot menu.

4. Touch the OK button to select a menu
item.

99.09.63 – Incorrect Disk
This error indicates the expected encrypt-
ed HDD is not present. This is expected
behavior when installing a new HDD in 
a device where the previous HDD was
encrypted.

RESOLUTION:
Perform the following actions from the
Preboot Menu under the
“Administrator”>” Manage disk” option:

Clear disk password.
Download, Option - USB Thumb

drive (download firmware).
If the error persists, perform an

Erase/Unlock procedure then Download,
Option - USB Thumb drive (download
firmware).

CAUTION: Selecting the Erase and
unlock item removes all data. A confir-
mation prompt is provided. This proce-
dure may take about an hour to complete. 

The system is not bootable after this
action and a 99.09.67 error displays on
the control panel. A firmware download
must be performed to return the system
to a bootable state.

If the error message 99.09.63 remains,
repeat Erase/Unlock and cycle power
(off/on) when procedure is complete.
Then Download, Option - USB Thumb
drive (download firmware).

99.09.66 – No Disk Installed
This is an error indicating one of the 
following:

HDD or SSD is not installed
HDD or SSD is not connected 

properly
HDD or SSD has failed.

RESOLUTION:
Perform the following actions:

Ensure HDD or SSD is installed on
the board

Check all HDD/SSD connections to
make sure they are all secure

Power Cycle the printer
If all connections look good and error

is still displayed, replace the HDD/SSD

99.09.67 – Disk is not bootable
please download firmware
This is an error indicating that there is 
no firmware loaded on the disk. This is
usually the result of installing a new 
disk or performing a “Format Disk”
command.

RESOLUTION:
Perform the following action from the
Preboot Menu under the “Administrator”
option:

Download, Option - USB Thumb
drive (download firmware). !

Printer Tech Tip

TECH TIP

HP LaserJet and Color LaserJet Future
smart Firmware Devices - 99.09.XX Errors

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



Metrofuser’s testing
depart ment prints over 5
million copies on nearly

3 million sheets of paper each
year. Over the past 11 years and
in the process of repairing over
500,000 parts and printer devices,
the company has seen the effects
of both good and bad paper.

One of the top manufacturers
funded a study shedding light on
this growing problem. From the
research, a white paper titled
“Laser Printer Performance and
Reliability” was developed and is
a great collateral handout to edu-
cate customers and end users. The
study found that printers using
higher quality “certified” paper
operated nine times longer while
the “non-certified” brands experi-
ence 400% more faults (misfeeds,
double feeds, misprints, errors).
Links to this white paper can be
found at Metrofuser.com.

Chasing Ghosts 
It’s difficult enough to solve
printer issues under the best of
circumstances. Even the most
seasoned, experienced technicians
will often spend time chasing jams
and image defects that disappear
as soon as they walk in the door.
Metrofuser’s testing department
receives warrantied parts on a daily
basis where the reported defect
cannot be reproduced – even after
hundreds of pages are printed. 

While these mysterious and
elusive problems can be caused
by a multitude of factors, incon-
sistent and declining paper quali-
ty must be taken into considera-
tion. Scrutinizing paper and how
it’s stored should be on the short
list of initial potential causes
before moving on to hardware
changes and part swaps.

Degrading Paper Quality
The scarcity of economically
viable supplies of high-quality

pulp in Asia has resulted in these
papers having generally higher
filler content than papers produced
in North America and Western
Europe. Most of the Asian mills
making lower-quality office papers
must buy pulp and fillers at market
prices. Pulp is not only expensive
but prices are rising rapidly
because many Chinese mills are
increasing capacity faster than 
the available pulp supply. 

Along with talc found mostly
in India, calcium carbonate is one
of the most common paper filler
materials. Particles of calcium
carbonate are produced either by
grinding or by chemical precipi-
tation. Ground calcium carbonate
is often called “GCC” and precip-
itated calcium carbonate is called
“PCC”. Low-grade GCC has
large, irregular, sharp-edge parti-
cles with a very wide distribution
of particle sizes. Commercial,
low-grade GCC can also contain
impurities, such as quartz. These
particles are damaging to the
paper path components, fuser 
and toner cartridge.

Excessive Dust is Not
Normal
A symptom of using this kind of
bad paper is a buildup of exces-
sive white dust. Inspecting the
printer around the paper output
and paper path areas at around
50,000 pages and/or after mainte-
nance and cleanings will tell you
if the paper you are using is intro -
ducing particles into your print
environment. Loose filler parti-
cles will lead to printer reliability
issues while the abrasive effects
that caused the dust damages the
toner cartridge and paper path
component at a granular level.

Metrofuser tested 6 brands 
of paper in the same HP P4515
Printer. The paper was tested out
of the box and under controlled
and uniform conditions in a 200-

page simulation. Inconsistent de -
grees of quality were found across
the non-certified brands of paper.
Failures included drop-out image
defects, dull grainy prints and
declining toner adhesion, even over
a relatively short page run. BLI
Certified and ColorLok outper-
formed other brands consistently.

Recommendations
Paper Selection – Metrofuser has
found both ColorLok® and BLI
Certified Paper provide clearly
superior performance. Printers
are more reliable and are able to
maintain image quality over more
pages when compared to abrasive,
large-particle filler papers. In
addition to experiencing signifi-
cantly fewer paper jams and other
errors, these papers leave behind
less dust and toner contaminants,
which could potentially contri -
bute to long-term printer reliabil -
ity and image quality issues.

Testing for these certifications
involve running roughly one mil-
lion sheets through dozens of 
different copiers, printers, fax
machines, digital duplicators and
multifunctional devices while
assessing packaging quality, cut/
edge attributes, image clarity and
crease permanence, as well as
numerous “runnability” metrics.
The tests prove which papers are
least likely to suffer from image
quality or sheet-feed problems. 

The Silent Culprit of a Growing
Number of Printer Problems  

e n x

Will DeMuth Technical Tip
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Colorlok Brands
•  Member's Mark -

Sam's Club
•  Antalis - Europe 
•  WB Mason Blizzard
•  Copamex - Latin

America
•  Domtar - North America
•  Georgia Pacific - 

North America 
•  HP - Worldwide
•  Inapa - Europe
•  International Paper -

Worldwide 
•  JK - India 
•  Metsa Board -

Worldwide 
•  Mondi - Europe
•  Office Depot 
•  Papyrus - Europe
•  Staples - Americas
•  Stora Enso - Europe
•  Suzano - Latin America

BLI Certified
Brands
•  Boise X-9 Multi-Use

Paper
•  Pioneer Paper
•  Navigator
•  Diverse Earth paper
•  GP Spectrum Multi-

Use Paper
•  Yes Paper
•  Future Paper
•  Many Others

continued on page 68

Toner Adhesion ColorLok (top) 
compared to Office Supplier Best
Selling Paper (bottom)
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We understand how difficult it can be for you to 
make a profit on printers, so we make it simple. 
As our dealer, you’ll get exclusive pricing on our 
remanufactured HP printers while we support you, 
as a silent partner, with our dealer only products.

Printer Pricing for Dealers!
Remanufactured HP Laser Printers

No One Knows HP Printers Better
When choosing a source for HP remanufactured printers, what should
you look for? A company whose expertise is in printer sub-assembly
repair, developing solutions for the most problematic HP parts, and
creating innovative one-of-a-kind technical tools? A company with 
superior technical support and HP service training? A company that
has built a reputation in the past decade based almost singularly on
quality? If these are the questions that you are asking when looking
for a source for your printers, then Metrofuser is the answer.

Dealers Only 
While most other remanufactures sell direct to end-users (through
their company-owned stores, eBay and Amazon), we choose to sell 
to a dealer-only network. The Metrofuser model was built around the
idea of servicing and partnering with our customers, NOT competing
with them.

MpsClass Printers
Chosen for effectiveness in manage 
print environments, the MpsClass 
devices are the best in their respected 
categories, color monochrome and multifunction.

Remanufacturing Evolution™
We believe remanufacturing is not only an eco-friendly
alternative, but is also a chance for the part to evolve
from its original state. At Metrofuser, each repair 
generation is an evolution to greater quality and 

performance – a continuous improvement from the original factory
model. From implementing engineering upgrades and component 
level redesigns all the way through to process engineering efficiencies,
the evolution and innovation never stops at Metrofuser.

Technical Support
At Metrofuser, dependable help and reliable advice is always just 
a call away. So you can do more with less worry. Your technicians
have access to a myriad of support options.

Multi Point Distribution
Will call pickup and shipping points in Santa Ana, California and
Roselle, New jersey.

Guaranteed Firmware Compatibility
Metrofuser assures the most current, proven and compatible toner
friendly version. 

888-FUSERS-1 (387-3771)
www.metrofuser.com

Scalable Warranty Options
6-18-24 Month scalable warranty options offer dealers full control
over cost points, expenses and profitability.

Model PPM Format

HP 2025N   21 PPM Legal/Letter
HP 2055DN  39 PPM Legal/Letter
HP P3015N 40 PPM Legal/Letter
HP 4050N  27 PPM Legal/Letter
HP 4200N 5 PPM Legal/Letter W/AntiTear Fuser
HP 4300N   45 PPM Legal/Letter
HP 4250N 45 PPM Legal/Letter
HP 4350N 55 PPM Legal/Letter
HP M603N  50 PPM Legal/Letter
HP 4515N  62 PPM Legal/Letter
HP 9050N 50 PPM  Legal/Letter/Tabloid
HP 5200N 35 PPM Legal/Letter/Tabloid

Multi Function

HP 9050N 50 PPM Legal/Letter/Tabloid
HP M425DN 35 PPM Legal/Letter
HP 4345  45 PPM Legal/Letter
HP M4345 45 PPM Legal/Letter
HP 1522 24 PPM Legal/Letter
HP M5035 25 PPM Legal/Letter/Tabloid

Color Laser/Color Multi Function

HP M451dn 35 PPM Legal/Letter
HP 3800N 22 PPM  Legal/Letter
HP 5550N 21 PPM  Legal/Letter/Tabloid
HP 4700N 31 PPM Legal/Letter
HP 4730 31PPM   Legal/Letter
HP CM3530 31 PPM   Legal/Letter



• www.enxmag.com  l  August 2014                          We Saw It In ENX Magazine   68

e n x   

Certified papers are sold under
various brands through retail,
Inter net, catalog, and contract
stationers. Consumers can ask
and look for the BLI or Color -
Lok® seal of approval on cartons
and reams of imaging paper. 

Educate End Users Now
The toner and parts industry 
as a whole can improve quality 
if we work together to educate
service companies and end

users to a move to standardizing
their paper usage and selection.
Education before a problem
arises carries more weight, even
if they wait to change when
there is a problem. An empha-
sis and adherence to quality
products from the start will lead
to a satisfied customer where-
as trying to educate the cus-
tomer at the time of the prob-
lem may be perceived as fin-
ger-pointing and scapegoating.

Standards for 
MPS Providers
Managed print services are an
all-in-one solution for large
fleets providing maintenance,
toner and devices. Typically,
however, the acquisition of
paper is left to the customer.
While MPS providers have the
financial liability and perform-
ance accountability for uptime,
they have little control or
knowl edge with regard to the
quality of the paper. Paper cer-
tifications allow MPS provi ders
to update contracts with speci-
fications regarding standards.
When it’s imperative for the
dealer to minimize service calls
and bad toner cartridges in
order to maximize profitability,
paper must be a consideration.
Poor paper quality can lead 
to unnecessary service calls,
sometimes multiple services
calls as the technician chases 
a sporadic problem. 

Insist on quality paper usage.
Inspect the end user’s paper
when issues arise and when
customers fail to comply, test
their defective machines using
high quality paper before
swapping out parts.

Conclusion
Degrading paper has been 
quietly increasing costly call-
backs for service companies
and warranty costs for reman-
ufacturers of parts and toner.
Everyone can save by utilizing
certified paper brands. Metro -
fuser will be pushing this
knowledge out to all its deal-
ers through a massive market-
ing campaign over the next
three months. We welcome
others to do the same. !

Will DeMuth is the Co-President,
Chief Operating Officer of
Metrofuser. He can be reached 
at wdemuth@metrofuser.com

The Silent Culprit 

Brand Country of Origin Results/Notes Price
ColorLok North America Pass: Brilliant $35
Certified Vivid Blacks
BLI Certified North America Pass: No Issues $34

Reported
Brand B North America Fail: Drop Outs that $33

led to ghosting
Office Supplier Brazil Fail: Drop Outs $33
House Brand that led to ghosting
(Their Best Seller)
Closeout Deal A China Fail: Drop Outs $31

that led to ghosting
Closeout Deal B Indonesia Fail: Dull Grainy Prints $29
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Technical Tips

SUBJECT:
CS-2560

Q:I did a 300K maintenance kit on
this 2560 with 600K on it. At the

same time I also replaced the left hinge
on the doc feeder. The whole thing went
flawless--great quality and it was nice
and quiet. Only problem is, I have no
doc feed. When I load an original in the
feeder, it lights up to recognize the orig-
inal, and when I press the print button, it
starts to feed paper from the drawer, but
the DF never feeds the original in, then I
get a message. So I reset all originals in
the feeder. I pull back out, replace and
press print, but no feed. I open the DF
lid to check things and close it, but it
doesn't reset rollers and such like it
should. What did I do wrong? I really
need quick help with this please.
Thanks.  I also did the sim 906 to reset
any problems, but it didn’t help.

A:The only times I have seen this is
with a broken wire in ADF to the

copier harness, or the ADF was plugged
in or unplugged with the power on. Try
to power down the copier and unplug it
from the AC power source, then plug it
back in and power up the machine to see
if that does it. Strange, but it had to be
something you did when replacing the
hinge. Any chance there is a connector off
or something is unplugged in the feeder?
Do your 906 after repowering up also.

A:Two 2050s in the past few months
were both the harness for me.

Q:It ended up being the main board
in the doc feeder. I took a trip

back to the shop, grabbed a doc feeder
off of a working 2560 and plugged it in
and it worked, so I removed the main
board and installed it in their doc feeder
and it is fine. I then put the bad main
doc feed board in my shop machine and
it does the same thing, so I apparently I
did something wrong. I don’t believe I
unplugged the feeder while the machine
was on, but I have to believe I did.

A:After reading the post I would
say it was the harness or maybe a

loose connection on the main PCB, but I
know you've been around. I'll have to
look for that in the future. May be better
to buy new. I’m not sure. Good luck.

SUBJECT:
Canon IR C1030IF Keeps
Initializing

Q:IR 1030IF starts initialization with
a blue line moving across. Then

when it’s almost complete, the password
screen appears for a couple of seconds
and the screen goes black and initializa-
tion starts over again. This is continuous.
Customer said recently they had a quality
issue and the fixing unit was changed.
Then the tech returned for almost 2 hours
after recall for quality again. After the
tech left, the machine started continuous
initialization. Customer did receive faxes
but that's it. Customer called to offer more
info which sounds important. When the
tech returned, he went over to the machine
and then to the customer to ask for pass-
word input. Then came back a little
while later and told the customer the
machine was turning on and off, mean-
ing reinitializing as I said. He told the
customer it was like that when he came
in. The thing is that the password screen
only pops up for couple of seconds and
if it was like that before he came there
would be no need to ask for a password.
Is it possible that something he entered
on the keyboard provoked the problem?

A:If you can get into this, try this.
Additional Functions > System

Manager Settings > TCP/IP Settings >
WSD Print Settings > Use Multicast
Discovery "OFF"

Q:Thank you for your input. I was
finally able to access machine as

"additional functions" was not available
until then to enter into program mode. I
am not sure what I did as I was looking
for TCP/IP settings but I did not see them.
I selected the default setting in one of the

management screens somewhere. After
that the machine finished initialization for
the first time. When I got the password
screen and entered the info, the machine
gave a ready screen. Machine said job
printing but nothing is happening. Tried
canceling but it did not cancel. Pulled
the plug, but then the machine became
totally accessible and the job was gone.

A:That sounded like a 
nightmare!

Q:It was bad but not a nightmare. You
were very helpful. I’ve discovered

that I don't like this series from Canon.

SUBJECT:
Minolta 1031 Manual Toner Add

Q:It's been so long since I worked on
this model, but what is the proce-

dure for manually adding toner. I believe
you hold the 0 key, but I can't remember
what else. I know the digits of the 0 in
the display flash in a clockwise direction.

A:I don't remember this machine
doing that procedure. If it’s not dark

enough it may need the drum and devel-
oper replaced. It may be hard to find.

A:You hold down a key while turn-
ing it on, but I forget which key.

There aren't that many on that machine.
It'll only add toner up to the preset level,
so if it's not adjusted properly or the con-
sumables are worn out that won't help.

A:When turning on and you see the
little lines going around in the OP

panel and you hear a clicking sound, it
means the toner solenoid is working and
toner add unit is trying to add/turn bottle.
There is a plastic spring clutch that breaks
when the bottle is inserted wrong and that
would need to be replaced. I still have
three of those machines out. To manually
add toner, hold clear button down as
you turn on the machine. Good luck.

A:To check the clutch, remove the
drum/DV cartridge, remove toner

cradle off, and disassemble it to see the
spring unit. !

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

1408 Versailles RD.
Lexington, KY 40504

Ph. 800.832.6522
Fax 859.281.6328
www.ebmky.com

The PRODUCTS you want, the SERVICE you deserve!

Authorized Parts Distributor

New OEM Parts
Fuser Exchange

Printhead Exchange
Tech Support

Transfer Belt Assemblies
Printhead Exchange

Fusers purchase or exchange
M/A Kits purchase or exchange

Parts - Supplies - Circuit Board Repair
Keyboard Rebuild - Machine Refurbish

ROYAL®












