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l ALL NEW BUYERS 10% SHIPPING DISCOUNT

l Competitive Pricing

l Online Inventory Updated Daily

l Presses, Folders, Cutters, Large Format Equipment

l Aseen Punjabi Bolde Haan 

l 

l Hablamos Espanol

l Falamos Portugues

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

JULY 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# 48780    Konica Minolta    bizhub PRESS C8000 
A1RF011000957    RADF; LCT; Duplex; (FS521) FIN; Print; 

NIC; Scan; CREO IC-307 RIP; (SD-506) Booklet Maker; 
(RU-508) Buffer Unit; (LS-505) Large Capacity 

Stacker;  B&W: 66k Color: 968k  $34,999  

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
       Starting at $400
l Ricoh Aficio MP C3501/4501's
       Starting at $600
l Sharp MX-2600/3100's
       Starting at $400

ID# 49585    Ricoh    Pro C751EX    V9115700041   
 RADF; LCT; Duplex; (SR-5040) FIN; 

Print; NIC; Scan; FIERY E-41A RIP; B&W: 550k Color: 397k   
$14,999
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The next wave of opportun -
ity is here for office tech-
nology dealers and there’s

little surprise that wave is Managed
IT Services/Managed Services.
Everybody is talking about it and
it seems to have replaced MPS 
as the next big thing. 

But not everybody is buying
into it. Common concerns about
making the transition revolve
around it being a new service, 
the cost of entry, and the many
responsibilities associated with IT
services. However, dealers have
successfully made big transitions
in the past such as analog to digi-
tal, connected devices, mono-
chrome to color, production print,
and Managed Print Services.
Making a move into Managed IT
Services doesn’t have to be as
difficult as one might think, par-
ticularly since there’s a bounty of
resources throughout the industry
to help office technology dealers
make the transition. 

Konica Minolta’s All
Covered IT Services organi-
zation has become the go-to
Managed IT Services option
for those Konica Minolta
dealers ready to make that
transition. All Covered, which
has been doing this for a
couple of decades now, could
write a book on how to be

successful marketing IT Services. 
Drew Cataldo, vice president 

of sales for All Covered, doesn’t
see the transition as being all 
that frightening, especially since
many customers already perceive
their dealers as having IT expert-
ise, at least from a basic IT serv-
ices perspective, because they’ve
already got a service contract for
their connected MFPs. 

A lot of it comes down to hav-
ing the confidence to do it well.
“They don’t want to introduce a
new service to their clients until
they know for certain that they
can handle everything,” says
Cataldo. They don’t want to rock
the boat or [want to offer a new
service] that they’ll be 100 per-
cent confident in delivering.”

Not to turn this into an adver-
torial for All Covered, but the
organization is structured to
deliver these services to a dealer’s
clients and to deliver them well,
fostering that much needed con -
fidence that clients will receive
service on a par with what the
dealer has been providing for
their MFPs and printers. 

It also takes cost of entry out 
of the equation. 

“The most costly component 
of any type of IT services work is
setting up the Help Desk and Net -
work Operations Center (NOC),”
states Cataldo. “Now, rather than
the dealer spending hundreds of
thousands of dollars to get into
the business and providing the
resources to be on that Help Desk
and redundancy like any other
service the dealer provides, we
provide all of that for them and
the training and support on the
front end.”

Even though All Covered pro-
vides a full suite of IT services,
from data migration to network
assessments as well as core man-
aged IT services, virtualization
applications, and other services,
Cataldo suggests that for some
dealers a good strategy is simply
starting with the basic components. 

“Start with that desktop support
you provide already,” he says.
“Maybe you can offer PC up -

grades or server upgrades, and 
in the locations where we have
engineers available, we can also
support them on that project. It’s
almost as simple as the dealer
counts how many PCs and how
many servers, and we price it
accordingly and make it very
easy to get the client on board.”

Figuring that the average sized
client has 25 users and a couple
of servers, All Covered can man-
age that for the client for far less
than the dealer can if he hired a
full time resource, reports Cataldo.
“It’s an easy pencil sell for the
client, now instead of basic sup-
port they get Level 1, Level 2,
Level 3 support and today when
you manage a network unless
something needs to be plugged 
in or turned on, everything else
can be done remotely.”

Lindsay Dick, director of sales,
for Collabrance LLC, a subsidiary
of GreatAmerica Financial
Services Corp., also doesn’t think
getting into Managed IT Services
has to be as difficult as some
dealers think as long as they step
back and talk to their peers who
have been there and done that, and
learned some of their best practices.

“I know some
people don’t like
to talk to consult-
ants, but there are
consultants and
other industry
experts who have
built successful
Managed IT
practices,” states

Dick. “The other thing is reflect-
ing on their own businesses and
understanding how they’ve 

Why Getting into Managed 
IT Services Doesn’t have to be 
as Difficult as You Might Think
  

continued on page 22
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successfully implemented other solutions
because there are parallels.”

Some of those parallels include billing
processes and standard processes.

“When you go out and sell something
you have to have a standard platform
from which to sell and deliver services,”
observes Dick. “Build a plan around a
service delivery model and the standards
they’re going to take to market. It doesn’t
have to be that hard.”

Collabrance has partnered with Service
Leadership, a company with a lot of expe-
rience in the IT space to set up industry
peer groups to share best practices on
Managed Services. Collabrance also hosts
Navigator IT training, which is facilitated
by one of its partners, a copier dealer, who
has built a successful Managed Services
business. “He comes in for a day and a
half and shares what it takes to be suc-
cessful, and what are the people, pro-
cesses, and practices that you need in the
Managed Services space,” notes Dick.

Anybody interested can attend Navi -
gator IT training, not just a Collabrance or
GreatAmerica Financial Services partner.

Two of the biggest concerns of dealers
attending these sessions are fear of ruin-
ing the reputation they built with their
customers because managing their cus-
tomer’s network is riskier than managing
their print environment and how to be
profitable at Managed IT. 

“From a copier perspective every-
body needs a copier and you sell it to
everybody,” notes Dick. “In the Managed
Services business you have to focus your
attention on people who are strategic
buyers and have an IT need and are 
willing to outsource everything. 

We help dealers focus on identifying
the right customers, and from a reputa-
tion perspective, it’s building those
processes and services and a delivery
model to ensure they’re successful.”

It’s helpful to know too that a critical
mass is necessary for a successful
Managed IT Services operation. “We
suggest no lower than 15 users because
of the value proposition and the pricing,”
says Dick. “[Less than that] take just as
long to implement and onboard as a
company double that size.” 

Sharp may not be at the leading edge
of the Managed IT revo-
lution, but Senior Vice
Presi dent of Marketing
& Business Solutions
Group for Sharp, Mike
Marusic, acknowledges
its importance and re -
ports that the company
is in the midst of vetting
partners to help their

dealers make that transition into
Managed IT.

He doesn’t feel the transition into Man -
aged IT has to be all that difficult because
of the many resources available to the
dealer community. “The good thing about
our industry is there are a lot of smart
people who are working as consultants to
guide a dealer into Managed Services.”

As mentioned earlier, one of the daunt-
ing things about Managed Services is
that dealers perceive that it is outside of
their traditional space because it’s IT. 

“They get a little nervous and say they’re
not an IT company, yet they have net-
work certified people, they’re connecting
network copiers and MFPs, and doing
document workflow,” observes Marusic.

“They have a lot of skills and there’s
a lot of third-party companies now

that can help you make that
transition and do a lot of 

the heavy lifting for them.
A lot of that is doable
because there are a lot 
of consultants, a lot of
Webinars, and BTA does a

great job sharing infor-
mation about how

to get into it.” 

One challenge that Marusic sees is that
one size doesn’t fit all. “We think it’s
very hard to say every dealer—a $5-mil-
lion and a $130-million dealer—can use
the same partner. That’s where I think
dealers have to decide if they want to
work with a regional partner, with a
national partner, or leverage the relation-
ships their leasing companies may have.”

He doesn’t think that dealers need to be
overly concerned about starting the process.
“Start out with a partner, start out with
key customers, then go through that
learning curve and develop the business.” 

Sharp recently completed a series of
six road shows and made the pitch to its
dealers on why managed services and why
selling third party products are important,
and where it sees the value proposition. 

“If you’re going to do managed servic-
es, the key word is services, and a lot of
that is done remotely,” notes Marusic.
“There’s not a lot of investing in a broad
number of specialized people to do serv-
ices. The copier dealer has people on
staff today to help with an integration sit-
uation or a minor tweak. That’s reassur-
ing to an end user to say we got into a lot
of this using high technology remotely so
you’re always being monitored, but if
you need a person, we have a person and
that’s a huge value proposition over any
kind of VAR going after that business.
That’s how copier dealers are going to be
more successful selling this once they get
over the hump of getting into it.”

It may be overstating the case that
Managed IT Services is a must have
service, but the threats to the dealer
channel are real. 

“You want that tool in your tool chest,”
contends Marusic. “You want to be able
to go into the marketplace and if a cus-
tomer needs those services you’ll be able
to provide it. Over the next couple of
years more dealerships will be in this
space. We’re not alone in the copier seg-
ment, Sharp has a lot of IT business part-
ners and we see a lot of VARs actively
getting into this space today. You don’t
want to put your customer at risk.”

On the aforementioned topic of educa-
tion, the Business Technology Association
(BTA) offers the BTA Managed Services

  

Managed IT Services Doesn’t have to be Difficult 

Mike Marusic
Sharp

continued on page 24

• www.enxmag.com l July 2014 We Saw It In ENX Magazine22





e n x

• www.enxmag.com l July 2014 We Saw It In ENX Magazine24

  

Workshop, which thoroughly addresses
the dealer's transition into managed IT
services. The workshop is taught by
Mitch Morgan and Chris Ryne of Growth
Achievement Partners (GAP), thought
leaders in this space who have been 
leading this workshop since 2010.

The course is designed for new entrants
as well as companies that want to improve
their performance in this area,” says BTA

Exec utive Director Brent
Hoskins. “Attendees
gain an understanding of
an established managed
services business model,
covering such areas as:
the income statement;
products and services
margin and mix; staff
requirements and com-

pensation; utilization and profitability;
and key metrics. GAP also provides
insight into a repeatable sales process and
integration strategy with actions, tools
and metrics for activity, pipeline require-

ments, pricing strategies and contract
value, ensuring ongoing client retention
and expansion.”

For dealers still sitting on the fence and
wondering ‘should I or shouldn’t I?’
Sharp’s Marusic doesn’t hesitate in
answering that question. “Every dealer
should be actively evaluating with their
partners or looking at training or pro-
grams others have so they understand it
better and then make a decision.”

Collabrance’s Dick serves up some
numbers in her response, noting that based
on Service Leadership estimates, it takes
about 200 customers to build a successful
$12-million managed services practice.
“That [should be] very appealing to deal-
ers with a customer base of 3,000-5,000,”
she says. “All they need is a small percent-
age of those to say yes to this strategy.”

“With reductions in print volume that’s
driving down the hardware costs and mar-
gins, if a dealer wants to grow their busi-
ness, they’ve got to look to services to do
that,” adds All Covered’s Cataldo. 

And now is the time, he says.
“Managed print was a service 

continuous to the business, but some 
people held back almost to the point
where it was too late and once they 
wanted to get involved there were almost
too many players in the space. I don’t
think Managed IT is too far behind that.
Everybody who is in the space who wants
to get in the services space, and that’s the
next big thing, they need to take a good
hard look at it. This is a way to keep out
the competition and deliver a total solu-
tion to the client.” �

Managed IT Services Doesn’t have to be Difficult 

Brent Hoskins
BTA
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Business Profile

For resellers looking for a
national commercial equip-
ment finance company with

an unparalleled reputation for
helping manufacturers, vendors,
and dealers achieve greater suc-
cess and maintain customers for
life, they need to look no further
than GreatAmerica Financial
Services Corporation.

GreatAmerica established its
headquarters in Cedar Rapids, Iowa
in 1992 as GreatAmerica Leasing
Corporation. Since then it has
grown into a $1.5 billion national
commercial equipment finance
company. In 2012, Great America
became GreatAmerica Financial
Services Corporation to reflect its
expanded service offerings beyond
financing. The company now has a
staff of more than 400 with offices
in Iowa, Georgia, Minnesota, and
Missouri. Financing and consult-
ing services are offered in all 50
states and some U.S. Territories. 

GreatAmerica is organized into
eight business units: Office Equip -
ment, Communications, Data, Dis -
tribution Programs, Health Care,
Direct Programs, Specialty Markets,
and Portfolio Services. Each unit
immerses itself into the market it
serves and taps into the complex
dynamics that go into making a
business successful. Its expertise 
is gained through internal training,
dealer councils, industry events,

key relationships with subject mat-
ter experts, and intense research 
in the industry each unit serves. 

A Vision for Success
The GreatAmerica mission is to
help its customers achieve greater
success. The industry recognition
it has received along with long-
time, satisfied customers, under-
score how well it has accom-
plished its mission. 

The success of GreatAmerica
can be traced back to the vision 
of founder Tony Golobic who was
intent on creating a company that
valued service to its customers and
embraced the entrepreneurial spir-
it. He also had in mind an innova-
tive company that aspired to reach
the highest standards of excellence
in everything it did as a means of
distancing itself from competitors.

This vision required a structure
that could maximize human poten-
tial, maintain superior product
quality, and recognize outstanding
performance. Golobic’s fundamen-
tal belief in people provided the
philosophical backdrop for an
 evolution that was to come. The
leadership approach is focused 
on a team-based structure. The
GreatAmerica organization chart
has the customer at its center, sur-
rounded by teams who are sup-
ported by senior leadership. The

idea was to establish teams of
cross-trained individuals with inti-
mate knowledge of their cus-
tomers and who were responsive
to their many and diverse needs.

The scalability of the team
structure preserved the intimate,
small-company feel as Great -
America expanded. After more than
two decades, teams of empowered
individuals rising to their potential
and making informed decisions
still benefit the company and its
customers today. 

That company culture has helped
GreatAmerica become an employ-
er of choice in Eastern Iowa. In
2007, the company was named
“The Best Place to Work” by The
Edge of Excellence. In 2011, a
Des Moines Register poll ranked
GreatAmerica 4th in the state
among midsize companies as 
one of the best places to work. 

The office technology industry
has recognized GreatAmerica’s
ex cellence as well, with the Busi -
ness Technology Association’s
(BTA’s) 2014 Channel’s Choice
award in the Third-Party Leasing
category. The BTA's annual
Channel's Choice awards program,
which began in 1989, provides
dealers with a means of recogniz-
ing and honoring those vendors
that are the most supportive of the
dealer channel. 

GreatAmerica Financial 
Services Corporation
More Than an Office Technology Financing Company
  

®
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During the recent Photizo Trans form
Global 2014 Conference, the Managed
Print Services Associ a tion (MPSA) pre-
sented the company with a corporate
recognition award, while last October
GreatAmerica scored a record 4.6 out of
5.0 in overall satisfaction in the Leasing
Companies section of The Cannata
Report’s 2013 Annual Dealer Survey. In
fact, Great America has received the high-
est dealer rating in three out of the last
four Cannata surveys. 

“Those are the things that make us a lit-
tle bit different and why our dealers choose
to do business with us,” notes Josie Heskje,
Director of Strategic Marketing, Office

Equipment Group. “It’s based on our com-
pany culture, and some of the awards
we’ve received this past year reflect that—
the ‘GreatAmerica Experience’ our cus-
tomers have with us every day.”

The Perfect Partner
GreatAmerica’s customers are solution
providers in selected markets. The com -
pany diligently strives to understand the
specific needs and trends of its markets
and customers. Empowered GreatAmerica
team members use this insight to develop
solutions that consistently exceed cus-
tomers’ expectations for service, flexibil -
ity, and innovation.

No wonder GreatAmerica’s customers
appreciate the involvement the company
has in the industry, which leads to a
greater knowledge of the industry itself
and a better understanding of a customer’s
challenges and opportunities. Great -
America has proven itself adept at taking
that information and evaluating and devel-
oping tools and resources for its dealers. 

“That’s what makes us unique and
shows our commitment to ultimately help-
ing them build greater success,” states
Jennie Fisher, SVP and GM, Office
Equipment Group. 

The Managed IT Opportunity
Although GreatAmerica’s foundation was
built on financing office technology, its mix
of services and programs has expanded 
to help its customers take advantage of
new opportunities such as Managed Print
Services and Managed IT. The latter is an
exciting new initiative. Today,  offers a
suite of Managed IT offerings—from its
own Network Operations Center (NOC) 
to Managed IT peer groups and financing
programs.

“We’re excited about the opportunity in
Managed IT,” exclaims Fisher. “The num-
ber of MFP dealers moving down that
path is growing. Our finance offering for
Managed IT is well-thought out, and
we’ve strived to match the product with
the way our customers sell. We wanted
implementation of financing in the
Managed IT space to be seamless and to
help our customers continue to build effi-
ciencies to be more profitable long term. ”

Examples of Great America’s commit-
ment to the Managed IT space encompass
its subsidiary, Collabrance LLC, a Master
MSP, that provides the comprehensive
tools, training, and in dustry experts to help
partners effectively and profitably enter or

GreatAmerica Financial Services

Selected Services Menu

With print volume on the decline, competition up, and business models changing, it’s
an excellent time to consider all that GreatAmerica Financial Services Corporation
has to offer. Beyond Managed IT, key services and programs include:
Flexible Financing Programs—By taking the time to understand your selling strategy,
GreatAmerica can design financing programs to maximize effectiveness.  
Hiring & Training—GreatAmerica PathShare® HR services provide a tailored solution
based on its customer’s specific human resources needs.  As an extension of the cus-
tomer’s leadership team, the PathShare experienced personnel will help streamline
recruiting, hiring, and training processes.  Visit www.greatamerica.com/pathshare.
Managed Print Services—GreatAmerica will help map a strategy to finance, monitor,
invoice, and manage a dealer’s MPS program.  
Standard Payment Programs—From FMV to $1 Purchase Option and Skip Payments to
Rental Agreements, GreatAmerica’s goal is to meet its customers’ needs and provide
peace of mind.   
Software Financing—GreatAmerica understands the nuances of software financing. Its
“Software Only” agreement is designed to help a dealer sell document management and
other software, and present any software mix on a single invoice to the dealer’s customer.
Bundling—GreatAmerica works with dealers to determine the best sales strategy from a
simple bundled contract to a Cost-Per-Image approach. Through flexible systems, its
billing is able to match the dealer’s go-to-market and customer needs.
Billing—Providing a custom solution to a dealer’s customers can end up causing a
tremendous administrative burden, particularly with invoicing.  GreatAmerica is a billing
expert, with capabilities that save time and reduce errors, including variable billing and
invoicing, remittance of dealer money, and automated meter collection.
Info-Zone—Keeping customers by anticipating needs and planning upgrades well before
contracts expire is important. Info-Zone is available 24/7, and via mobile devices, and pro-
vides the dealer with secure, proprietary access to all of their portfolio data.  
HaaR©—No matter where a dealer is in the evolution of their Managed IT business, the
GreatAmerica hardware rental program, HaaR, is the key to enhancing a dealer’s Managed
IT go-to-market strategy. GreatAmerica can help identify which document offering best
suits the dealer’s business needs and bundle it in a single invoice for the customer. 
FleetBilling—FleetBilling is a private label program that outsources the dealer’s invoicing
and collection process of financed and non-financed assets. GreatAmerica accommo-
dates specific customer requests and reduces the dealer’s administrative burden.  

continued on page 30
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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!
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scale their Managed IT busi-
ness; Managed IT Sales Train -
ing, which is provided in part-
nership with Service Leader -
ship, a consultant organization
for independent IT solutions/
services companies and tech-
nology OEMs; and Managed
IT peer groups facilitated and
managed by Service Leader -
ship. Great America participates
in these training sessions and
peer group meetings, and is the
driving force in recruiting
members and participants.  

“We’re innovative and ahead
of the curve in providing deal-
ers with any resource they might
need to be successful in Man -
aged IT either directly through
Collabrance, through training
or financing, or with the peer
groups,” emphasizes Heskje. 

The Bottom Line
Over the years GreatAmerica
Financial Services Corporation

has evolved into more than an
equipment financing company.
That’s still an option and one
of the primary reasons office
technology dealers count on
GreatAmerica. Now in an in -
dustry that’s undergoing a major
transformation, what new and
long-time customers have
found is that they can count on
GreatAmerica for much more
than the traditional financing
options. GreatAmerica has a
wide variety of programs and
resources that dealers may
apply to their changing busi-
ness models. � 
– By Scott Cullen

Contact Information:
GreatAmerica Financial
Services Corporation
625 1st St SE 
Cedar Rapids, IA 52401
(800) 234-8787
www.greatamerica.com
www.collabrance.com

GreatAmerica Financial Services
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The one constant in the IT
industry – change – requires
companies to constantly

stay abreast of quick-moving
innovations in both technology
and practices. While this change
can be disruptive and rapid, it
also has a certain cyclical nature
to it. In the current shift to cloud
computing, the “winners” will be
those who embrace change. 

We’ve seen this before. Main -
frames were the popular and “go
to” methodology in the 1960’s, only
to be displaced by client-server
technologies in the 1980’s that
moved the industry from a central-
ized to a de-centralized computing
model. In the 2000’s, we swung
back to a more centralized model
with the “Software as a Service”
(SaaS) idea that was popularized in
names like utility computing and
the Application Service Provider.
While interesting and practical
from a technology perspective,
these did not gain customer trac-
tion for two primary reasons: 
in sufficient connectivity require-
ments, and customer discomfort
with moving data and systems out-
side their own walls. A mainframe
was still something they could
touch in the 60’s – data centers
were simply an abstract concept.

The ubiquitous nature of the in -
ternet prompted the idea of putting
data online – or “in the cloud” –
at the same time that Internet con -
nectivity reached a tipping point.
The Internet is commonplace and
expected, and storing data within
it is now a common and standard
business practice. Despite this
industry-wide comfort with cloud
computing, some businesses re -
main hesitant to embrace the idea
of the control and management of
that data. Why? Many businesses
lack IT as a core competency;
others cling to the antiquated
view that internal staff should
control and manage this resource.

The business costs of retaining
these outdated notions are broad,
as cloud computing is about more
than the money spent on each
resource. Indeed, every dollar spent
on cloud computing represents a
dollar spent more efficiently –
and with a greater reach. Most
businesses simply can’t reach the
scale and capabilities of a cloud
service, with multiple data centers,
failover redundancy, and massive
computational power. Nor can
they achieve the scale and expert-
ise of a team managing the net-
work, or duplicate the power and
business continuity possible with-
in a cloud environment. 

Yet they still hesitate.    
Convincing organizations to take

their systems and data outside of
their own four walls requires a
shift of focus for service providers
away from just delivering best-of-
breed solutions to their customers
and instead focusing on the value
of the services they deliver from
the cloud when engaging with
potential customers. This is no
simple task, but it is critical to en -
sure continued business growth as
these services increasingly become
core to their offerings. Shifting
this focus requires service providers
to follow a three part process.

1. Focus on education. Customers
need to understand the value of the
services when they embrace cloud
technologies, as well as the differ-
ence in capabilities. Cloud-based
email, for example, is delivered
from multiple data centers with
redundant connectivity and
always-on failover, which is sim-
ply cost prohibitive to have within
an SMB. Educating customers
about these new technologies will
open their eyes to the benefits of
moving beyond in-house IT.

2. Establish trust. Demon strating
expertise to customers via an
organized methodology such as a

Network Assessment is a strong
way to build trust, particularly
where a service provider investi-
gates the customer’s existing
infrastructure and uses technical
know-how to expose potential risk
within the environment. A struc-
tured methodology will always
expose risk that can be mitigated
or eliminated via proper invest-
ment. This exercise gives cus-
tomers a chance to experience the
technical expertise of the service
provider, and thus builds trust that
they can guide the customer
toward the IT decisions that make
the most sense for their business.

3. Demonstrate value. The
provider will show how the use of
technology, particularly in the
assessment process, outperforms
what is typical for most SMBs
and lets them simplify business
processes while also lightening
in-house IT staff burdens. By
showing a differentiation of serv-
ice, the service provider establish-
es the value of their expertise and
of their offerings, illustrating
what benefits would be missed
now and what potential issues
could arise in the future if the
customer continues managing
their IT infrastructure internally.   

By focusing on education, trust,
and value in each engagement,
from a basis of sound assessment
methodology, service providers
differentiate themselves from
internal IT and from antiquated
ideas of infrastructure manage-
ment. Technology has advanced
considerably, and there are oppor-
tunities for all by embracing
those changes. � 

Dave Sobel is responsible for 
fostering the growth and success
of GFI MAX Partners. As
Director of Partner Community,
he helps promote collaboration,
education and innovation among
GFI MAX Partners.

Helping Customers
Let Go of In-House IT 
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Charles Lamb Managed Services

This article describes how to
design an execution plan to
successfully transform your

company and sales organization
to include strategic services such
as managed print and/or managed
IT deliverables. I will assume that
you’re familiar with the steps de -
fined in the five previous monthly
issues of ENX magazine. 

I don’t know which is more
difficult, a start up or transform-
ing an existing business model
towards newer and higher-valued
deliverables. One might guess the
existing business would be easier
because of its years of business
and success. And don’t forget all
those customers who provide
today’s revenue. But, I can tell
you one of the most difficult and
painful tasks I do is getting a
dealer to rethink and rebuild their
market strategy and execution plan
for their future. It’s like starting
the business all over again, and
most dealers are out of practice
for this type of analysis. Yet, it is
vitally important to get this right!
I tell them; your future matters
today! Many have executed on a
crisis-to-crisis basis for so long,
they’ve simply forgotten the im -
portance of planning and strategy
execution. 

Developing a Plan
Developing a strategic plan for any
business is not easy. Our current
reviews of sales operations contin-
ually find that without an execu-
tion road map, the sales team is
“making it up as they go along.”
You may have heard the old say-
ing, “The tail wags the dog.” I’d
love to tell you that it’s not true,
but very often I find that key

business objectives are unknown,
a market strategy does not exist,
and rarely will I find a value
proposition described the same
way by any two individuals in
the company. That is, if they even
know who their target is or what
values they would find desirable. 

The important thing to under-
stand here is if you don’t really
know what you are today, it’s
probable that your market doesn’t
know you well either. And if
your desire is to transform your
market profile to be something
more and/or different than you
are today, you MUST BE CARE-
FUL not to injure your current
reputation or following. That
said, without key business objec-
tives and a weak market strategy,
we must first discover “what you
are today” to then plan the path
for “what you want to be tomor-
row!” Obviously, well-defined
and well-known companies are
easier to transform towards future
services and destinations. 

Timing and Precision 
I don’t know if you’ve ever been
to an Enduro dirt bike race, but
these races are more about strategy
and timing than speed and who
finishes first. That’s right; it’s
more about mastering the differ-
ent terrain and executing the race
to stay on time with the least
deviation. You’ll lose more points
if you’ve run the race too fast
instead of precisely zeroing in on
each check point. Your best chance
of winning the race comes from
defining your objectives, setting
the right pace, strategizing, and
precise plan execution. Your
business is just like that; you

have to execute several equally
important tasks at the same
time based on solid objectives
and strategy. It’s not how fast
you get there; it’s that you do 
get there successfully by proper
timing and execution.

So, your objectives are set;
your sales team understands your
market strategy, your target and
value proposition are defined,
and your marketing team (inter-
nal or external) has developed 
the proper steps and processes 
to transform your company from
“who you are today” to “who
you want to be tomorrow.”
Remember, this plan has to
change the organization you are
today; no fast break plays down
the court if you can’t dribble! 

Stumbling Blocks to Avoid
I see two significant obstacles in
making a successful transforma-
tion to managed services. First,
the dealer principal must
engage and LEAD the transfor-
mation from the top down, driving
authority and direction through
their sales leader. This delivers
the appropriate management a
solidarity platform that will pre-
vent “end-a-rounds,” thereby
stopping anyone from bypassing
your sales leader when they don’t
like changes you’re implement-
ing. They’ll see you as one and
the same! However, once you are
sure the transformation, activity,
and accountability processes are
moving in the right direction,
hand the reigns to the sales
leader. Just as the sales reps are
accountable to the sales leader,
the sales leader is now accountable
to you. 

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

Execute, Measure, Manage
and Adjust
  

continued on page 36
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From a distance, keep your eyes and
ears engaged. If you have successfully
launched your sales team toward transfor-
mation without your direct daily involve-
ment, you’ve just accomplished something
rare. If you can create a plan that grows
into a successful, self-propelled sales
organization, you can create anything.

A second killer to great strategy execu-
tion is when management fails to appro-
priately identify and deal with rogue
sales reps that aren’t team players. With
this out of control element, the transfor-
mation simply won’t happen. Everyone
knows who these reps are, and this
anchor to the past will not only kill trans-
formation, but destroy any opportunity to
move your company forward. If one per-
son is allowed to skip the dance, it will
ultimately spread through your sales team,
and no one will dance. Solve this issue in
advance at the planning stage, NOT on
execution day. Compensation plans built
correctly can be a great friend. Change
compensation plans to promote your trans-
formation, and help any rogue sales reps
see the light. It will either help them out,
or help them OUT…if you get my drift. 

This is most important for successful
execution: The amount of time and
effort a company spends on trying to
please those who can’t be pleased is a
massive distraction to forward momen-
tum. If not addressed, it can wear down or
even chase away other talent, especially if
rogue sales reps are allowed to get away
with things forbidden to others. Remem -
ber, you OWN the company! It’s YOUR
transformation plan, and you and your
sales leader OWN the responsibility to
execute YOUR PLAN.

Measuring
There are many components to consider
when measuring anything. One absolute is,
if you do not base your plan on reality,
set an appropriate timeline for success,
and acquire the necessary tools for
measuring effectiveness, you might as
well not do anything at all. There is value
in increasing sales activity and momen-
tum, but it’s not an immediate cash value.
Often, I’m asked: “Where is my return on
investment?” “When do I see the cash
benefit from this transformation process?”

The simple answer is— there is no sim-
ple answer. There are as many business
profiles out there as there are fingerprints.
Some businesses have the needed compo-
nents in place and are very easy to trans-
form and accelerate, while other busi-
nesses are in terrible shape and may take
two years to reach a successful transfor-
mation. The question you have to ask
yourself is, if you don’t transform, what
is the cost, and where’s the cash then?

What should we measure that creates
real accountability for the team? Again,
with the assumption that we have the
right sales leader and sales team, and all
of the necessary marketing strategies are
set and ready, you can see this isn’t just
sales prospecting in play here. We are
transforming your brand and adding value
to your marketplace. If we want your tar-
gets to see you with the exact values they
desire, we must track and measure our
effectiveness to deliver that message at
high volume and in a superior way. 

Effective Tools
Traditionally, the use of, and discipline
around, sales support tools like a CRM
are low and sometimes non-existent. I
continually find few sales leaders who
understand the connection between the
valuable data gathered in a CRM and it
being the nucleus for driving excellent
communication and sales process (execu-
tion). Most sales reps consider a CRM 
a waste of their time, judging from com-
ments like “Everything’s 100% personal-
ly entered by me so why keystroke what 
I already know in my head?”  

Are they wrong? Maybe not. Just
because you have a “CRM” doesn’t
mean anyone’s using it! In most cases,
my sales ops reviews find very little
information going into the CRM, and

they’re too expensive to let that happen.
This fact alone helps me UNDERSTAND
the skillset and current practices of the
entire sales process. You see, it doesn’t
matter how successful you are if you
don’t manage the sales execution process.
Because if you don’t, I promise you’re
not selling as much as you could!

How do we get the sales organization
to embrace a CRM tool and also get out
of it what the business needs for success?
Your CRM must have attributes that
invite and attract your sales organiza-
tion to WANT TO embrace it, while
delivering the data you NEED for
measuring performance and results.
I’ve mentioned Funnelmaker.com in past
articles. What I like about this unique
tool is that through marketing campaigns
and automation, it tracks and identifies all
customers and prospects that are most
active and interested in your company’s
products and services. When they click
through email campaigns or on your web-
site, watch your company or product
videos or give you feedback through sur-
veys, all of this is automatically logged
and immediately sent to the sales rep.
THIS ATTRACTS THE SALES TEAM and
you get the critical data needed to man-
age sales execution along the way. It’s
very affordable and works extremely well
for those trying to reach the highest level
of sales execution success.

What to Measure
Now, your team is ready, they’re
engaged, and they understand everything
they need to do. So, what do we measure?
This isn’t just:
• how many dials equals how many 

conversations
• how many conversations equals how

many 1st appointments
• how many 1st appointments equals

how many funnel candidates
• how many funnel candidates equals

how many deals
• a deal is worth how many dollars. 

It’s much more than that! It’s measur-
ing the balance between the health of
your current transactional business
while ex panding your offerings to
include service deliverables. It’s proper-
ly merging the number of transactional

Execute, Measure, Manage and Adjust
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opportunities (short sales cycles) with the
number of managed service opportunities
(longer sales cycles) to ensure you are
protecting your businesses cash flow
while also accomplishing a safe transition
to managed services. You’re measuring
the existing accounts and new market
penetration as well as all marketing cam-
paigns’ effectiveness. It’s very important
to define everything and yet manage and
adjust to ensure the strongest opportunity
for success.

Manage and Adjust
I have to bring this up; I’ve never known
anyone who would keep their hand on a
hot stove or intentionally hold on to a wire
that shocks them. However, I do encounter
companies that hold on to crazy, destruc-
tive, disconnected policies, compensation
plans, etc. These situations are, at best, not
helpful toward a successful transformation
or sales acceleration program and typical-
ly cause more harm than good. Don’t let
anyone hang on to ideas that don’t posi-

tively promote the sales team and your
plan. Your job is to create an extremely
positive, very motivating experience for
your sales organization. So much so that
they don’t want to go home at the end of
the day. They have enough competitors
out in the field; be a good General and
clear the way for successful execution.

There are many moving parts to con-
sider when you’re looking at changing
your market strategy toward strategic
services. When part of your plan fails
to perform the way you designed it,
manage and adjust immediately. 

Don’t push stupidly forward! Anything
that fails to deliver as planned, however
small, needs to be worked through to a
positive position. Most importantly, allow
yourself enough time for your sales
team’s training to show results, as they’ll
need time for gaining expertise for calling
on the C-Suite and learning how to share
an appropriate value proposition to a
strategic target. If your plan is right, your
team is accountable to you and you to

them. Manage and adjust where needed,
and you’ll start to see an amazing transfor-
mation rarely experienced in our industry,
and for that matter, any industry. �

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.
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In an era where smaller deal-
ers are struggling or selling
out, it’s insane why anyone

would want to start an office
technology dealership from
scratch in 2012. But that’s what
Mark Wild did with Upstream
Office Solutions, a Tampa-based
office technology dealership,
which is growing rapidly thanks
in part to its mission of deliver-
ing flexible, cost-effective solu-
tions that provide true value to
Upstream’s clients. Equally
important is that this is a dealer-
ship owned and operated by 
a veteran of the industry that
knows how to sell and who peo-
ple like doing business with.  

Wild entered the business in the
UK in 1986 when he left an $80
a week job in a fiberglass making
company. In 1992 he moved to
Toronto Canada, then in 2000
moved back to the UK, and then
in 2007, moved back to the U.S. as
a 50 percent owner of Danwood
America before a falling out led
to his departure and taking a job
as regional sales manager for a

large Kyocera dealer. When his
non-compete with Danwood
America expired in 2012, he
started Upstream, where he gen-
erated over $1.2 million in the
first year from scratch. 

Knowing the challenges, why would
anyone want to start an office
technology dealership in 2012? 
WILD: I can’t work for somebody
else. [The last dealership where]
I worked they were absolutely
mortified when I left. While I
was there two branches went
from $400K the previous year to
$1.6 million. I’m 48, but at some
point in my mid-fifties I want the
option to retire and what could 
I do between now and then to
maximize that? We were going to
invest in property, but the market
is in the tank so we decided to 
do what we do best. 

What made Tampa a good loca-
tion to locate your business?
WILD: I was already in Tampa
and didn’t want to be in a tourist
location like Orlando. Tampa was
the only place we looked at. 

Who are your customers?
WILD: The majority of our 
customers are SMBs with 1-25
pieces of equipment. 

Why do they buy from you?
WILD: A lot of them were my
old customers from when I was
with Danwood. They have a very
good memory. The thing with
this business is that it’s the same
as it was back in 1986. You pick
up the phone and call people.

It’s not one big thing you do
right and everybody comes back,
it’s hundreds of little things. If
you say you’re going to do some-
thing, you do it. You back up
your promises and don’t try and
gouge customers. It’s all the
basic stuff that everybody talks
about, but they get lazy and don’t
do it. We think we do everything
the right way. Humans at the end
of the line, we call people back
straightaway, service them quick-
ly, and send them toner when 
FM audit tells us to send it. 

Who are your competitors?
WILD: It’s different every time. 

Even though you sell a lot of
hardware, you don’t walk into 
a prospect trying to sell them 
a box?
WILD: We go in through the 
MPS program side. If you go in
through the MFP/copier side the
reaction is we’ve got a copier,
we’ve got three years left on 
the lease. But we go in with the
point of view that you have desk-
top printers in your office and
how much is it costing you to
feed them? What if we come up
with a plan that either takes over
the ones you have or replaces
them with more economical ones

A Conversation with Mark Wild 
of Upstream Office Solutions 
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continued on page 42
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so that you’re paying less or
the same as what you’re pay-
ing now just for toner—except
we include everything. 
We get in that way and as

you go down that road you
automatically bring the copiers
into the equation. When we 
do that, two thirds of the time
we’re not competing against
anybody.

When you’re approaching
these prospects with an MPS
type of program, haven’t they
heard that pitch before?
WILD: The biggest thing I’ve
found with MPS, and I’ve
been selling MPS effectively
for 20-odd years, is that every-
body talks about it, but not
many truly understand it; the
reality is hardly anybody is
selling it properly. They think
it has to be 100 machines
plus. MPS is sometimes one
machine. We’ve upgraded a lot
of customers of this dealership
that was bought out by Xerox.
They’ve had a lot of issues
and are easy targets. I’m going
into those customers who have
1, 2, 3 copiers where the pre-
vious dealer had the accounts
for 5, 10, 15 years, and they
still have un-supported desk-
top printers around the office.
Even though they have their
own ‘penny a page program’,
9 times out of 10 they’ve just
got the copiers. We go in and

turn a 3-machine account into
a 15-machine account. 

Do prospects understand MPS?
WILD: They’ve probably had
sales people who spoke to
them about it, but they make 
it so complicated. I teach my
guys to say, "you’ve got these
printers on your desk, you
feed them with toner, when
they break you throw them
away and replace them. Do
you have any idea what that’s
costing you?" 9 times out of
10 they don’t. We then ask,
"would you like to find out if
there’s a better way?" We do
the print audit, the physical
audit, and put it all together for
them. Sometimes we keep the
machines they have if it’s eco-
nomical, sometimes we replace
some of them, and sometimes
we replace all of them. 

What do you use for tracking?
WILD: We’ve used FM Audit
from the beginning to manage
the consumables and meter
count collection. It’s about 90
percent efficient. Everything we
put out we put on the network
so it’s completely covered.

You sell Toshiba, Sharp, and
Kyocera, why are those lines 
a good fit for you? 
WILD: Kyocera printers are 
by far the most cost effective
of any printer right now. The
MPS program where we’re

charging a penny and a half a
page, all include the lease and
the service, so you need a
machine that costs you .5 or.6
otherwise you can’t make any
money.  A lot of the machines
out there, the HP’s and the
Lexmark’s, cost you a penny 
a page so you can’t do it. 
We’ve had the Kyocera

printers since day one and were
an authorized reseller. When
we first opened I could not get
a dealership with anybody.
Tampa is a tough area. You’ve
got Dex, Zeno, and all the
manufacturers’ direct branches
here, so the manufacturers see
a small startup company as
‘Why bother, what are they
going to do?’ So we became 
a reseller through a wholesaler
for Toshiba and Sharp. About
three months ago we became
fully authorized with Toshiba.
For a full upright copier we
sell Toshiba, if it’s a desktop
printer, Kyocera, and Sharp 
if nothing else fits. 

Your primary leasing partner
is Everbank, but I understand
you had some issues finding 
a leasing partner at the 
beginning?
WILD: When we first started,
most weren’t interested. Then
all of a sudden they see the
growth and we’re now quite
popular. 

What are the biggest chal-
lenges you faced in starting
up this business?
WILD: Cash flow and finding
good sales people. 

How are you finding good
sales people?
WILD: We’re starting to bring
in younger people and teach-
ing them from scratch. They

go out on cold calls, book
appointments, and I go out
and help them close them.
Getting experienced sales 
people is a pain because they
have bad habits. If there’s a
good sales guy out there, he’s
got a MIF that he can farm
and it’s easy. A good sales 
guy making six figures is not
going to leave a cushy number
to write new business. 

What do you like about this
business that keeps you com-
ing back and persevering
through all the ups and downs
you’ve experienced?
WILD: I’ve never found a job
that can pay consistently what
this job pays. I’ve always made
a very good living, I know the
business, and I enjoy it.  

How do you see Upstream
growing over the next three
years?
WILD: Our original plan was a
million in the first year, which
we achieved, $2 million in the
second year, which we’re well
on target for, and $3 million 
in the third. 

What’s it going to take to
accomplish that?
WILD: Finding good sales 
people. This year I’ll probably
do 70 percent of the $2 mil-
lion on my own and the rest
will be from the reps. We’ve
got a couple of really good
guys now and the plan is to
find them a couple of younger
guys who do the leg work for
them. Through controlled
growth and organically build-
ing the sales team that $3 
million next year won’t be 
an issue.� 

– By Scott Cullen

Conversation with Mark Wild
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Scott Dunham Insight

Way back in November of
2013, Konica Minolta
announced at its nation-

al dealer meeting in Las Vegas
that it was finalizing details on a
partnership with 3D Systems that
would get the company’s dealer
channel selling and supporting 3D
printers. And even though we’ve
seen this coming for some time
now, the official announcement
that came in early June of 2014
still has the industry buzzing.
Konica Minolta Business Solutions
(KMBS), USA will be the first
OEM to sell 3D printers in the
US. What does this mean for the
expansion of 3D printing and the
future of the imaging industry?
While it is true that Konica

Minolta is making history by
being the first OEM to support 3D
printers in the U.S. market, they
aren’t the first OEM to get into 3D
printing on a global scale. Back in
2010, HP partnered with Stratasys
to sell a rebranded Stratasys
printer in several European coun-
tries. Additionally, Canon Market -
ing in Japan has been a 3D Systems
sales partner since late 2013 sell-
ing and supporting 3D systems
products in Japan.
In fact, 3D Systems has been

very aggressive in pursuing the
expansion of its sales channels at
a global level. The partnership
with Konica Minolta is one of its
most significant to date, and will
arm both Konica Minolta dealers
and its direct distribution network
with 3D Systems’ complete prod-
uct portfolio. 3D Systems current-
ly has roughly 80 well-estab-
lished resellers of its own in the
United States, with this latest
partnership set to expand that
number significantly. 

The Next Big Thing for the
Imaging Industry?
Perhaps the biggest question on
everyone’s minds is this: How
well will Konica’s dealers be able
to sell 3D printing solutions? And
perhaps equally important, how
well will 3D Systems be able to
support much larger companies,
such as Konica Minolta, who
want to enter 3D printing through
a partnership?
There’s no debating that the

traditional imaging channel has a
huge amount of interest in mak-
ing the jump over to support 3D
printing. But there’s also a lot of
frustration coming from the early
movers who haven’t yet seen
what they believed would be a
quick and easy return on invest-
ment. There are, however, a few
technology resellers, specifically
those with roots in traditional
print, who are doing quite well
with 3D. But in our estimation,
the number of imaging dealers
who currently are realizing sig -
nificant revenue from 3D printing
are in the minority compared to
those that have been frustrated 
by their results thus far.
The one factor that most imaging

dealers who are now selling 3D
printing solutions successfully
have in common is a sizeable
investment of time. Sure, training
or hiring sales staff takes some
time. So does learning the ins, outs,
and quirks of current 3D printing
hardware. But the largest hurdle
these companies have had to
overcome is being able to under-
stand the value that 3D printing
can offer to current and future
customer bases. It’s not simply
enough for a couple of existing
copier salesmen to go to manu-
facturer training seminars and then

be expected to move a ton of hard-
ware – it takes a deep understand-
ing at a department-wide level. 
A lot of this understanding

comes with getting a better grasp
of not just the output a printer 
is capable of, but what the end
result for the customer can be
with a broader understanding of
the entire additive fabrication
process. Grasping 3D modeling
and design concepts can lead to 
a much better ability to communi-
cate value to the customer. This 
is one area where the ‘ramp-up’
to proficiency is taking imaging
dealers longer than expected. 
Some of these resellers have

achieved a level of overall 3D
competency in six to eight months.
For others, it has taken years. 
Obviously, both Konica Minolta

and 3D Systems are hoping they
can cut down on the time it has
typically taken imaging dealers 
to really start to realize return 
on investment in 3D. Achieving
this synergy at an organizational
level will be a challenge. 
By comparison with Konica

Minolta, 3D Systems is relatively
immature in its corporate develop-
ment. For example, 3D Systems’
2013 annual revenues of $513
million are dwarfed by the bil-
lions of dollars that Konica’s
Business Technologies segment,
for which KMBS is part of, gen-
erate annually. 
3D Systems has also struggled

to some degree developing com-
mitment to customer satisfaction
over its tumultuous history. The
frenzy of acquisitions the com-
pany has made in the past two
years, and subsequent integration
of so many of the elements into
one cohesive business, present an
interesting corporate culture that

Konica Minolta Now Selling
3D Printers – Will It Pay Off?
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is still figuring out how all the moving
pieces of many different business units
work. 
Therefore, it will be interesting to see

how the relationship between the two
companies develops. With everything else
3D Systems has going on right now, will it
be able to effectively support such a huge
influx of raw Konica Minolta sales power? 

Predictions
Despite the challenges, Konica Minolta’s
U.S. sales channel will likely start to see
benefit from 3D printing solutions, as
long as they can set realistic expectations
from the beginning, and understand the
key areas where others who are not native
to 3D printing have failed.
At this time next year, my guess is that

most dealers will still be grasping at the
‘low hanging fruit’ of selling 3D Systems’
color-capable binder jetting technology for
use in product development applications.
This technology, captured in the rebranded
Zcorp products that 3D Systems purchased

four years ago, seems to be the easiest
additive fabrication process for the imag-
ing industry to latch on to. It has broad
appeal among existing imaging customer
bases (educational institutions, architects,
healthcare institutions, etc.) and is known
for its generally reliable, consistent out-
put –and of course the possibility for
color.
Selling 3D printing as a solution for

faster, more efficient product development
is probably the most proven and established
opportunity today –and it’s by no means 
a saturated market for these types of solu-
tions. It is in these opportunities where
the on-boarding process for these new
Konica dealers will take place. Thinking
like product developers can be a challenge,
especially for a sales force entrenched in
IT and imaging, but it’s a key to taking
the 3D opportunity to the next level.  
Finally, for across-the-board success,

it’s not going to be all about Konica
Minolta adapting. 3D Systems itself is
going to have to use this partnership to

learn how to manage a national network
of very powerful and well organized sales
teams, and in turn how to handle expecta-
tions from groups that are used to hard-
ware with fifty years or more of engineer-
ing evolution built into it. 
The partnership is a big step for both

the 3D printing industry and the world of
imaging. It represents an opportunity for
rapid expansion in 3D printing adoption,
as well as a new way to drive growth in
the stagnating imaging industry. Both
organizations have a lot riding on the
deal, which will ultimately be used as a
litmus test to see just how compatible 3D
printing is with a broader audience. �

This article was featured in Photizo
Group’s Business Intelligence Service – an
ongoing source of insight and original con-
tent in imaging, 3D printing, and related
technology markets. For more insight, 
market research and analysis on the 3D
printing industry, visit photizogroup.com/
services/3d-printing
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If you read the Wall-StreetJournal or the business section
of your local newspaper, hard-

ly a day passes without articles
about Financial Buyers or Private
Equity Groups acquiring or sell-
ing businesses. As I mentioned 
in last month’s article, “The Six
Ways to Exit Your Business,”
Private Equity Groups “PEGs”
have been active in acquisitions
in the Imaging Supplies & Copier
Dealer industries (Golden Gate
Capital [who acquired Clover
Technologies and West Point
Products] and Counter Point
Capital [who acquired Parts 
Now] are examples of PEGs). 
Remember when KKR

acquired Nabisco? That was a
PEG deal. Last year, Michael
Dell and Silver Lake acquired
Dell Computers, another PEG
deal. Also last year, Warren
Buffett and 3G Capital teamed 
up to acquire Heinz, yet another
PEG-led deal. Still another mega-
PEG deal in 2013 was when two
PEGs combined to acquire
Neiman Marcus. All of these
were multi-billion dollar, block-
buster deals.
However, what most business

owners do not realize is PEGs
account for approximately 30% 
to 40% of all transactions in the
lower and middle-markets (deals
with values of $2 million to $200
million). By definition, PEGs are
formed to make acquisitions and,
historically and presently, have
been active in the imaging sup-
plies/equipment industry.

What Are PEGs
A PEG (or financial buyer) is an
investment group formed with the

purpose of making acquisitions of
(usually) privately held companies
which the PEG will operate and
eventually sell. By their structure,
the vast majority of PEGs achieve
their profits on their investments
when they sell the companies
they own. That is, PEGs will not
take huge profits or dividends out
of their operating companies on
an annual basis. Rather, they gain
their highest return when they sell
their businesses.
Generally speaking, most 

PEGs are not interested in getting
involved in the day-to-day opera-
tions of the businesses they
acquire. They like to help, as we
call it, “professionalize” the busi-
nesses they own, but you won’t
see the staff of many PEGs pitch-
ing in to become executives of the 
companies they buy.
So how do PEGs generate

returns on their investment? Most
often, this is achieved through the
magic of “leverage.” Here’s a
quick example of how this works. 

• PEG acquires a business for 
$10 million
• PEG finances the deal as 
follows
� $7 million of bank debt
� $3 million of PEG’s (and
usually, Seller’s) own capital

• PEG owns the business for 5
years
• Assume profits increase,
improving the value of the
company
• Over the 5-year period, PEG
pays down 70% of its debt

• After 5 years, PEG sells the
business for $15 million
• PEG pays off $2 million of
remaining debt

• PEG earns $13 million ($15
million price minus $2 million
debt) for its initial investment
of $3 million
• Assume value doesn’t increase
and PEG sells for the same
$10 million it paid for the
company
� PEG pays off $2 million of
remaining debt

� PEG earns $8 million ($10
million price less $2 million
debt) for its initial investment
of $3 million

Types of PEGs
Just as no two snowflakes are
alike, no two PEGs are exactly
the same, either. The classic
example of a PEG (for example
KKR or Golden Gate Capital) is a
group of financial executives who
partner together and raise capital
from pension funds, endowment
funds, or high net-worth investors
with the idea of investing the cap-
ital to acquire businesses and pay
the investors a substantial return
on their investment. There are
also “unfunded sponsors” and
many other types of financial
buyers. Whatever their types,
almost all PEGs have the same
credo: use leverage to acquire
businesses and realize a gain on
investment when exiting the busi-
nesses. PEGs come in all different
shapes and sizes, but in general,
we can break them down into the
following different categories:

Traditional Funded PEGs:
These PEGs raise capital, as little
as $10 million to $20 million and
as large as $5 billion, in a Fund
earmarked for investments.
Usually, the Fund “life” is 10

Financial Buyers:
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years, which means the PEG has 10 years
to make acquisitions and sell their acquired
companies. Some more established PEGs
will have multiple “Funds” active and
investing at any time. Usually, but not
always, PEGs will make investments for
the first seven years of the Fund’s life and
then use the last three years to “reap” or
“harvest” their investments by selling off
their acquired companies.
The size of deals funded-PEGs search

for is often dictated by the size of their
Fund. Usually, the larger their investment
Fund, the larger the business the PEG will
look to acquire. You can imagine, if you
have a $500 million Fund, you would not
necessarily want to make 100 investments
of $5 million each; a PEG with this size
Fund would more likely have 10 to 15
investments of $25 million to $50 million. 

Unfunded PEGs: Sometimes referred
to as “independent sponsors,” Unfunded-
PEGs differ from Traditional Funded-
PEGs in that they do not have a specific
Fund from which to invest. When an
Unfunded-PEG makes an offer to acquire
a business, it will need to go out and raise
the equity capital needed to close the
transaction (Funded-PEGs simply take the
equity capital from their Fund). As with
Traditional PEGs, Unfunded-PEGs come
in a variety of types and sizes, but gener-
ally may be sorted as follows:
Pledge Funds are Unfunded-PEGs 

who have a list of investors who have
“pledged” to invest with the PEG in
opportunities of interest to the investor.
Think of this as a “promise” to pay. In
these situations, the PEG has to “sell” its

investors on the merits of each investment.
Investors do not have to invest if they
don’t like the opportunity.
Naked Funds are Unfunded-PEGs who

literally have to raise equity for each
transaction. Often, the Naked Fund-PEG
has no idea which of its target investors
will invest. This is different from a Pledge
Fund in that the Naked Fund has no com-
mitments from its potential investors.
Search Funds are Unfunded-PEGs who

are “sponsored” in a search by investors
who will then invest their capital if they
like the opportunity. Search Funds are
much like pledge funds, except, generally,
the principals of the Search Fund are
interested in operating the acquired com-
pany after acquisition. Furthermore, oper-
ators of Search Funds are generally only
interested in making a single acquisition.
By their nature, Search Funds usually
seek much smaller deals.

What Are PEGs Looking For?
Unfortunately, over the years, PEGs have
received a lot of negative publicity in the
press and from the current Presidential
administration. Some of the bad press is
deserved, but as is true in most cases,
most is not. Given their supposed “bad
rep,” why would you consider selling to 
a PEG?
One advantage PEGs give an owner is

the opportunity to sell his/her business but
remain an owner (though on a minority
basis)/operator of the business. Imagine
your business has hit a peak or plateau,
and you just cannot get over the hump on
your own. Or, imagine the owner who is
too young to retire, wants to run the busi-
ness, but also wants to reduce the risk of
ownership. Or, imagine the owner who is
tired of risking all of his/her own money
to continue to build and grow his/her busi-
ness. Selling to a PEG allows owners to
continue to run their businesses as well 
as taking some “chips” (e.g., money) off
of the table, thus helping protect the value
they’ve created in their businesses.
Of course, PEGs are not the right buyer

for every business. Some companies are
either too small or do not have the right
characteristics PEGs seek. What are PEGs
looking for in the “portfolio” or “plat-
form” investments they seek?

Management in place:While there is
always an exception to this rule, virtually
all PEGs will require the seller to have an
excellent management team in place who
can continue to operate the business. Yes,
the PEG can help “fill some gaps” by
assisting their CEOs with key hires, but 
if your idea is to retire after the sale and
you have no successor inside the company
who can replace you, yours is not a 
can-didate for a sale to a PEG.
Customarily, PEGs are not too keen 

to acquire your Real Property. PEGs are
happy to enter into fair-market leases, but
usually, regardless of the type of PEG,
they are not interested in buying the real
estate and/or building used by your busi-
ness. This is especially true of any busi-
ness operated in a smaller (less than 2
million population) city.
Good clean Financial Records are 

paramount for most PEGs. Many PEGs
require the companies they acquire to
have audited financial statements, or at
least reviewed statements. Because PEGs
are in vesting “other people’s money,” they
must take great care to perform their 
due diligence and heavily scrutinize the
financial records of the companies they
might acquire. Simply giving a PEG three
years of tax returns along with internally
prepared QuickBooks statements is not 
sufficient.
PEGs depend on acquiring profitable,

well run businesses with stable Cash
Flow. If your business does not have posi-
tive Cash Flow, you probably are not a
candidate to sell to a PEG. Furthermore,
PEGs want stable, dependable, predictable
Cash Flow.
While there are some PEGs who 

specialize in acquiring “asset light” 
service businesses, most PEGs want to
acquire companies with assets they can
Leverage. As you saw in our example
above, PEGs get their highest return 
when they use leverage to increase their
potential returns, strong Cash Flow to 
pay off/down the debt and a strong
Management Team to run the business.
Growth and growth plans are vital to

PEGs as well. Most owners want to sell 
at the top of the market, which usually
leaves little growth for the business. PEGs

e n x
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are reluctant to acquire a business if they
can’t see continued growth for the next
five to 10 years. Growth is critical for two
reasons: 1) growth helps pay down the debt
incurred in acquiring the business, and,
more important; 2) because future buyers
will want growth prospects, growth adds
value when the PEG sells the business,
which brings us to the last characteristic.
As mentioned in my May article, “How

To Sell Your Business,” PEGs will not
make an acquisition if they do not know
how they will Exit the business. Their Exit
Plans are imperative to their acquisitions.
Since most PEGs make their “money”
when they Exit (or “flip”) their holdings,
if they cannot see an ultimate Exit, they
will not acquire the business. 

Size Matters
What size companies are PEGs generally
interested in acquiring? In the PEG world,
the common measurement stick is earnings
before interest, taxes, depreciation and

amortization, referred to as “EBITDA.”
Essentially, EBITDA is a Company’s
operating profit adjusted for interest and
non-cash items (depreciation and amorti-
zation) While there are no hard and fast
rules, based on our experience (we close
approximately 35% of our deals with
PEGs), we see PEGs looking for deals 
of the following sizes:
• Less than $500,000 EBITDA compa-
nies are generally of no interest to
PEGs except as (potentially) an add-on
to an existing holding. If your company
is this size, PEGs are probably not an
option for you.

• $500,000 to $1.5 million EBITDA com-
panies may be of interest to some very
specialized funded-PEGs, but generally
will be of most interest to unfunded-
PEGs, especially search funds.

• $1.5 million to $3.0 million EBITDA
companies may be of interest to some
smaller funded-PEGs and most unfunded-
PEGS. 

• $3.0 million to $7.0 million EBITDA is
the “sweet spot” for most funded-PEGs.
If your company is this size, you have 
a very, very good chance of being of
interest to a PEG. Based on the research
of the 1,500 funded PEGs in our data-
base, the vast majority seek companies
of this size.

• Over $7.0 million EBITDA is also a
“sweet spot” for many of the larger
PEGs (those with Funds greater than
$500 million. 

Some Caveats
PEGs play a vital role in the M&A indus-
try. PEGs who have acquired companies
in the imaging industry have had some
major successes and some failures.
However, PEGs, both funded and unfund-
ed, provide needed growth capital to busi-
nesses in the industry.
However, not all PEGs are created

equally. Some PEGs have excellent rep-
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utations as managers/partners. Others may 
not enjoy such a stellar reputation. Any
business owner considering a sale to a PEG
should do his/her homework or due dili-
gence on the PEG before saying “yes” to
any offer. When our clients are considering
selling to a PEG, we always request and
call on references (CEOs of companies
acquired by the PEG) if we haven’t worked
with the PEG before; we also speak with
our colleagues who have worked with the
PEG before. 
Also, keep in mind, PEGs will use lever-

age to buy your business and in the next
three to seven years, they are going to sell
your business…again. If you are opposed to
debt, or don’t think your business will oper-
ate well if leveraged, don’t consider a sale
to a PEG. If you don’t like the idea of your
business going through another sale in the
near future, don’t consider a sale to a PEG.
Certainly, there are more factors than

these when considering a sale to a PEG. I
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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

e n x   

have been necessarily brief. In
next month’s article, we will
ex plore the differences between
Strategic Acquirers and PEGs
and the benefits/ challenges of
selling to each type of buyer.
While PEGs may not be the

best option for all business
owners seeking an exit, for
many companies, PEGs pro-
vide a very attractive exit
option. If you have specific
questions about PEGs and
whether you should consider a
deal with a PEG, please feel
free to contact me to discuss
your specific situation. �

Jim Zipursky is the Managing
Director of CFA-MidWest, an
investment bank serving the

middle market. Jim is a regis-
tered representative of Silver
Oak Securities, Inc., member
FINRA/SIPC. For more informa-
tion visit www.cfaw.com/omaha.
Follow Jim on Twitter (@jazc-
fane) for articles and informa-
tion about M&A. For more
information about Exit
Strategies or Selling Your
Business, feel free to contact
Jim at (402) 330-2160 or
jaz@cfaomaha.com.

Financial Buyers
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Adecade ago the United
Postal Service officially
introduced their no left

hand turns policy. UPS learned
through time studies that avoiding
left hand turns saves time, con-
serves fuel, lowers emissions and
increases safety. UPS managers
combined personal and historical
experience with computer pro-
grams to design delivery routes,
eliminating left-hand turns in
hopes of creating increased effi-
ciency. They designed routes in a
series of right handed loops with
as few left turns as possible. 
Since the deployment of this

route planning technology in
2004, UPS has eliminated mil-
lions of miles off delivery routes
creating razor edge efficiency 
and increased driver’s safety
records. A 2004 UPS press
release announced a savings of
over 10 million gallons of gas
and a reduction of over 100,000
metric tons of CO2 emissions
after the first year of their no
(limited) left hand turn policy. 
Fast forward 10 years and UPS

has an entire department dealing
with using big data that is being
captured and downloaded from
over 50,000 UPS big brown
delivery trucks at the end of each
day. Big data enables immediate
access to a rear view mirror of what
is happening. Business improve-
ment is driven by how the data is
used to improve their bottom line.
When structured appropriately,

this knowledge can provide com-
petitive advantages over rival
organizations. Additionally it can
enhance business and employee
benefits, structured marketing and
profitability. Amazon.com and UPS
are two high profile companies
using big data to help increase
their growth and profitability. 
From the office equipment

dealer’s service department’s

point of view, travel consumes a
substantial portion of most field
techs’ daily labor hours. The 
cost of travel is an ongoing bur-
den to the service department’s
profitability. The sales reps (with
management’s approval) often
stretch the territorial boundaries
of where equipment is sold.
Emergency service calls con-
stantly require the juggling of
preplanned service routing. 
Many managers do not have

the time, commitment or expert-
ise to maximize the value of
available data. The best collection
of big data is of little practical
business value if appropriate
monitoring, analysis and follow-
through are not utilized.  
The UPS big brown local 

delivery truck is the poster child
of increasing productivity by 
utilizing the information from 
big data. The UPS Package Flow
Technology suite of systems is
the catalyst for their process
redesign and changes. These 
systems ultimately synchronize
the flow of data throughout UPS,
allowing the seamless movement
of goods, funds and information.
These changes have eliminated

over 85,000,000 miles driven per
year. 95% less time is spent on
training. 8,000,000 gallons less
fuel was used in 2013. 85,000
fewer metric tons of CO2 were
expelled by UPS delivery trucks.
Implementing analytics technol-
ogy for UPS drivers required
updating every procedure, which
is now detailed in the 74 page
UPS Driver’s Manual.
Jack Levis, UPS’s Director of

Process Management, explains
the basics. “We use advanced
analytics to reengineer current
processes in an effort to stream-
line the business and maximize
productivity. Precise location
information is an essential input

for improved logistics decision
making. This data, along with
process analysis and analytical
models, have allowed UPS to
improve its performance.”
UPS has gone through a long

evolution in moving up this ana-
lytical hierarchy which required
organizational commitment and
significant process change. While
many lessons were learned along
the way, the end result has been
reduced cost, improved service 
to customers, and a data driven
architecture for the future. 
UPS has built a culture of 

engineering and quantitative
analysis. Organizations focus on
first gathering their data together
and putting them in order, gaining
insight from them and making
predictions with them. UPS has
become a highly creative and
profitable technology company
that happens to deliver packages. 
Jack Levis wants UPS to go

beyond prescriptive analytics by
creating clairvoyance. The ulti-
mate goal is to know what prob-
lems will occur and to stop them
before they happen.
The success of most businesses

can be reduced to mathematical
probability. Some companies have
tougher equations to solve than
others. UPS is dealing with approx-
imately 120 daily deliveries made
by each of their 55,000 trucks. 
Until recently, UPS used a soft-

ware tool that gave drivers a gen-
eral route to follow but allowed
wide latitude for human judgment
along the way. Over the next five
years UPS will roll out a more
exacting algorithm designed to
steer drivers away from well-
worn paths toward often counter-
intuitive routes calculated to
make deliveries faster.
UPS uses On-Road Integrated

Optimi za tion and Navigation, aka
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Ronelle Ingram Service Management

continued on 58

Working with Big 
Data normally takes
the general forms of:
• Analysis of 
historical data.

• Prediction of 
probabilities of 
future trends

• Evaluation of new
ways to operate. 

Analytics come in
three categories:
• Descriptive - 
where we are 

• Predictive - 
where we will be

• Prescriptive - 
what we should do



Are You An

ELITE
DEALER?

engage ‘n exchange

Now Accepting
Nominations for
The 2014 Elite
Dealer Awards
ENX Magazine (www.enxmag.com) and 
ENX’s digital weekly The Week in Imaging 
(www.theweekinimaging.com) are now 
accepting nominations for the 2014 Elite 
Dealer Awards.

Elite Dealer Nomination Form Available at
www.enxmag.com 

www.theweekinimaging.com
Nomination Deadline: Sept 15, 2014
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ORION, to help establish a data-drenched
route optimization. The size of the numbers
involved means simple arithmetic is out.
ORION depends on heuristics, the field
of math and computer science devoted to
finding answers that are good enough, and
that get better based on past experience.
A few of the considerations ORION

calculates include finding the shortest dis-
tance, promised delivery times, different
types of customers and the types of pack-
ages being delivered and picked up, in
addition to no left turns. Levis is quick to
emphasize that UPS doesn't discount the
value of driver wisdom accumulated dur-
ing years on a route. The best system, he
says, is one that relies on both human 
and algorithmic intelligence.
ORION has proven that if each UPS

truck is driven 1 less mile each day, UPS
will save over $30 million a year. Currently
UPS makes over 16 million deliveries
daily. Over 200 million addresses are
mapped by UPS drivers. 100 million 

minutes of UPS trucks idling time has
been eliminated by using onboard sensors
that calculate when a truck should be
turned off or allowed to idle. Currently
there are over 200 points monitored on
each delivery truck to anticipate mainte-
nance issues and determine the most 
efficient ways to operate the vehicles.
Levi shared a couple examples. The

data collector team figured out opening
the truck door with a key was slowing
their drivers down. So drivers were given
a push-button key fob that attaches to
their belt loop. A computer now figures
out the best way to load each truck in 
the morning, and the best way to deliver
packages all day. By using Big Data, the
average UPS driver has gone from 90
deliveries a day to 120. The drivers have
directly benefited from the changes by
being the highest paid in the industry. 
“The data has become as important as

the package is to us,” Jack Levis explains.
“It’s my job to think about small amounts

of time and large amounts of money.
Saving just one minute, per driver, per
day, over the course of a year adds up 
to $14,000,000 in savings to UPS." 
Any business that deals with employees

that work outside of the office under-
stands the potential cost and savings that
can be attained with properly managed
travel expenses. One minute saved by
tech per day may not amount to a
$14,000,000 savings to your office tech-
nology company. However, monitoring,
analyzing and pro-actively responding to
travel and labor data is a vital part of the
overall management of your field
employees. �

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

The 14 Million Dollar Minute
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HP invited me to San
Diego for the launch 
of their new high speed,

low cost wide format color inkjet
printer. The device, still to be
named, will arrive midway
through 2015. We were treated 
to a glimpse of a working version
and a discussion as to where this
product fits and the theoretical
impact it will have in a market
dominated by monochrome 
LED wide format printers.
VP Juan Calderon says they need

to understand their customers
better and with this knowledge,
they can produce services tailored
specifically for their customers.
The blending of the digital and
physical world continues and the
physical, “real” world has been
enhanced by digital technology. 
After Juan, Steve Nigro, VP of

ink and graphics, took the stage.
Steve discussed rethinking the
industry. “We want to change the
dynamics of the industry.” How
will HP do this? They will do it
through disruptive technology.
He compared the wide format
industry to laser vs. inkjet print-
ing in the office and discussed
HP’s inkjet office strategy. Four
years ago, ink in the office was
going to shrink as mono and
color lasers came down in price.
HP came out with a value propo-
sition with the OfficeJet Pro X at
twice the speed at half the cost.

The OfficeJet Pro X was a dis-
ruptive technology; low cost, page-
wide technology started it. Ink
innovation allowed for crazy fast
inkjet speed at high quality. HP
went from a 0% market share to
11% market-share in the office in
less than a year (according to HP).
That sounds high to me but you
can’t argue with the fact that HP
went from a shrinking market to
nearly double-digit growth since
they invented that product category.
HP is bringing the same

approach to wide format. The
wide-format industry is based 
on mono only LED technology
with low running costs and high
productivity. Today, you can buy
wide-format inkjet but it’s not
fast enough and too expensive.
Steve went on to discuss HP’s

innovation since he began as an
engineer with HP in San Diego
some 30 years ago. In that time,
their inkjet technology has gone
from spraying 10,000 drops of
ink per second to 1 billion, essen-
tially doubling productivity of
their inkjet system every 18
months. That’s amazing. 
The new inkjet wide format

devices are based on HP’s page-
wide array technology that uses
fixed print heads rather than the
more traditional moving head
technology. The main benefit is
that this fixed print head allows
for much greater speeds with
more accuracy. We’re seeing this
technology throughout HP’s
product line from their 70+ PPM
inkjet office printers to their 
massive web presses. 
The benefits are obvious and

unless competitors come up with
comparable or similar products,
HP should take the monochrome
LED wide format market by

storm when this product hits 
the streets in mid 2015. Pricing
hasn’t been established but HP is
confident that they will offer this
product at a lower cost than LED
printing and with the added bene-
fit of color. Specs and speeds are
not yet available but you can find
the video I posted by looking up
Andy Slawetsky on Youtube.
One question I have is with

respect to customers that only
want to print in monochrome. HP
acknowledged that color opens
the door to other issues, such 
as page coverage – mono pages
generally have a fraction of the
coverage as color pages and use
much less ink. We can probably
all agree that it’s better to have
color and not need/want/use it,
especially if there is no premium
cost to it. However, I wonder if
there is a segment of customers
that would prefer to simply avoid
color. I would think there might
be an opportunity for HP to
develop a sister monochrome
product of the forthcoming wide
array wide-format color printer.
The color vs. monochrome

debate aside, this product will 
be a game changer. It’s fast, it’s
supposed to be less expensive 
to own, it offers Click-to-Tweet:
color printing at blazing speeds
that can only be found with
monochrome (at this point).
There are a lot of dealers and
resellers out there that have been
selling KIP wide-format printers
and dancing around the lack of
color in their current portfolio.
What’s not to love? Good job 
HP, I can’t wait for the launch. �

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

HP’s Disruptive Wide Format
Technology
  

Andy Slawetsky Flash Report

•  >100+ patents filed
yearly

• #1 technical design
market

• Broadest portfolio
• 70+ industry awards
• 3M shipped printers

HP Wide
Format 
At A Glance
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All Leasing Services 31
Repo/Offlease Copiers, 
Printers and Faxes 
Phone: 866-727-3750/ 949-727-3750
Fax: 949-727-3850
www.alscopiers.com

BEI Services 7
Phone: 307-587-8446
www.beiservices.com

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

Carolina Wholesale 30
One of the largest office machine 
and supply distributors in the USA 
Phone: 800-521-4600
Fax: 800-356-9169
sales@cwholesale.com
www.cwholesale.com

CompTIA 61
www.comptia.org/boost

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

Crystal Trade 42
Canon & HP Parts & Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com 

Direct Precise Imaging 66
100% USA made Products
Phone: 888-376-7311
www.directpreciseimaging.com

DM Supplies Network 35
Phone: 1-800-729-9300
www.suppliesnetwork.com

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

ECi e-Automate 21
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 47
www.enxmag.com

Express Sales Corp 47,66
Phone: 877-777-500
562-274-9205
www.escorp.biz

Funnel Maker 54
Phone: 888-823-0006
www.mpsandit.com/funnelmaker

Future Graphics 37
Phone: 1-800-394-9900
Fax: 1-800-394-9910
www.fgimaging.com

GFI Max 33
Phone: 1-888-243-4329
www.gfimax.com/enx

GreatAmerica Financial 
Service 27
Phone: 800-234-8787
www.greatamerica.com

Greater Philadelphia 
Equipment Co. 49
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 19
Authorized Toshiba Distributor 
for Copiers, Printers, Fax OEM 
Parts & Supplies 
Phone: 888-372-3700
Fax: 562-921-1167
suzannecarter@idswc.com

ImageStar 38
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impression Solutions 73
Full Line Kyocera Copystar 
Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Ink Direct Corporation 53
Phone: 714-775-8255
http://onlineinkdirect.com

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

Display Advertisers Index
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ISC 51
Phone: 941-961-7897
www.ISC-Inc.org

Jamex 53
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Managed Print Services
Association 55
greg.walters@yourmpsa.org 
www.yourMPSA.org

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

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

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

MWA Intelligence, Inc. 8
Phone: 800-875-2371
www.mwaintelligence.com

Nation Wide Repair Service 69
Complete Office Equipment Repair
Service  
Phone: 866-655-8676
Tech Support: 800-798-1814
www.nwrsinc.com

National Copy Cartridge 39
Phone: 619-562-6995
Fax: 619-562-6899
www.NationalCopyCartridge.com

Niche Equipment 46
Office Machines & Supplies 
Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

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

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

OKI 6
www.okidata.com/BecomeADealer

Parts Drop 64
Phone: 201-387-7776
www.partsdrop.com

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

Power eCommerce 25
Phone: 800-231-9966
Power-eCommerce.com

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

Q2 Products 30
Phone: 1-888-826-2576
custsvc@q2products.com
www.Q2Products.com

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

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

Seine Tech USA 52
Toner Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736 
sales@seinetecusa.com 
www.seinetecusa.com

Static Control 2
Phone: 919-774-3808 International
Phone: 800-488-2426 Toll Free
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 29
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 41
Phone: 1-800-633-6626
Fax: 1-800-635-5388
www.tsaworld.com

Turbon USA 23
Toner Cartridge Remanufacturer
Phone: 702-492-0640
800-282-6650
www.turbongroup.com

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

Value Image Products 58
Phone: 909-325-6077
sales@usvipinc.com
www.valueimageproducts.com

World Of Fax 65
Fax, Copiers & Laser Printer 
Parts Specialist
Phone: 1-800-634-9329
1-866-FAX-PARTS
WorldOfFax.com
CopierPartsStore.com
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Call
Now

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

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

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

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

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

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

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

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

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

USA, North & South America Welcome

Used
Copier Sale 

303-465-3134
TRI RESOURCES INTERNATIONAL

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

JP8000
JP8500
JP4500
JP3000

1700
3700
3750
3770

MZ790

HQ7000
HQ9000

Rebuilt Duplicators
Retail Ready
Full Tech Support
Full Parts Support

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

SELLING

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

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

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

email: culver-enterprises@swbell.net
TECHNOFIX

Office Products
w

w
w

.Te
ch

no
fix

.co
m

SAME DAY 
AND DROP 
SHIPPING 

AVAILABLE 

l scanners
l fax 

l printers
l copiers

AUTHORIZED DEALER 
& SERVICE CENTER FOR

&

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

1412 East Wilson Avenue - Glendale, CA 91206

OEM PARTS & SUPPLIES
Call for HP Mono and Color 

Laser Printer OEM Parts

Fax, Copier &
Laser Printer Parts Specialist

FREE PARTS RESEARCH FOR

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

(Live friendly assistance all day) 

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

CANON

CANON
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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
Sep 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).
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The 7132 full color multi-function copiers and the 
7232 & 7242 models which followed were met with
lukewarm enthusiasm by most techs, due mainly to the

fact that they use a carousel design for the developer units.
Not the best idea. Still, they met with fairly good acceptance
among customers in the field, and there are quite a few out
there looking to be serviced. The Fuser Modules are defi-
nitely worth rebuilding. New fusers are relatively costly, 
and reliable Heat Rolls and Pressure Sleeves are available
nowadays in the aftermarket. We will go over the back-
ground on the two fuser versions, go through the rebuild
procedure, and then look at how to reset the Fuser Count. 
There are two fuser types in this series. First came the one

for the 7132 (008R13022). Later on with the release of the
models 7232 & 7242, there came a new version
(008R13044). The two are extremely similar to one another
although they are not interchangeable because of differences
in the shape of the inner cover of the fuser. It appears that 
if you were to swap that cover, they would probably serve 
in each others’ place in a pinch. The rebuilding procedure 
is identical and the important parts such as the heat roller 
are interchangeable. 
The fuser is pretty typical of modern Xerox fusers. It

mounts similar to many before it. You just pop open the left
side door to the machine, release by turning a pair of thumb-
screws and extract the fuser using a pair of finger-pull rings.
If you look at the photos of this fuser, at first glance, it may
remind you of the 7425 or 7120 fusers. They turn out to be
quite different once you get a closer look and open one up.
The Heat Rollers are silicon over metal, much like the

7120 and 7425 fuser heat rollers. A flexible Pressure Sleeve
handles the pressure end of things. There is a fuse to be
found on a small CRUM (Customer Replaceable Unit

Monitor) board inside the rear end of the fuser although you
can reset the fuser count from the control panel. We’ll have
a look at that process after the rebuilding instructions below.
Let’s start by getting oriented. Check out Photo #1 which

will show you which end we’ll refer to as the “Rear End”
(the drive gear end) vs. the “Front End”, and also which is
the “Outer Cover” (the cover facing you when you go 
to a machine). The yellow Exit Guide is up Top.

REBUILDING PROCEDURE:
1. First take off the yellow
Fuser Exit Guide. It is
pinned in at the pivot point
closest to the front end of 
the fuser by one plastic black
anchor pin which can be
extracted using a flat-head
screwdriver (see Photo #2).
2. Now remove the “Outer
Cover” (2 screws).
3. Then turn the unit over
and remove the “Inner
Cover” (3 screws). This cover
will resist coming off. Work
at the Front End first by get-
ting the front heat lamp’s
wire off of the ledge on the
Inner Cover (see the yellow
arrow in Photo #3). Then lift
the front end of the cover up

(see the white arrow in Photo #3). Then you can pivot the
cover away to sneak it out from under the Fuser Drive Idler
Gear at the rear end. Be patient and gentle.

4. Next, release the front
Fuser Lamp wire’s spade-
lug from the thermostat
(see Photo #4) Take the wire
out of its channel to free it up.
5. Now it’s time to get the
Fuser Pressure Sleeve
Assembly off. First make
sure to either mark the

Pressure Screws, take a picture on your smart phone, or
count the threads below the frame so you can return these 
to the same fuser tension when you reassemble everything

Britt Horvat Technical Tips

continued on 68

Repairing and Rebuilding the Fusers for the 
(WorkCentre) WC-7132 (008R13022), & 7232 / 7242 (008R13044)

Photo #1: Orientation (so we all know which way is up)

Xerox 7132 Style Fuser Modules 

Photo #2: Remove the Yellow
Exit Guide

Photo #4: Release the front
Fuser Lamp Spade Lug from the
Thermostat

Photo #3: Remove the Inner
Cover (3 screws and some tricky
maneuvers)
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later. Once you have
those marked, back out
the two Pressure Screws
taking care not to lose
the springs or washers.
Then pivot the assembly
up off of the metal cra-
dle arms (the cradle
arms will come right off
of their pins). Photo #5

shows the Pressure Sleeve assembly already off of the fuser,
with one of the cradles which held it shown to its left. 
6. Ok here’s the trick. You will need to release the Rear
Lamp Terminal Holder to gain the clearance you’ll need

to shift the Fuser Heat
Lamp rearward. There
are actually only two
screws which you need
disturb (see Photo #6).
You will also need to
unseat a group of wires
from their wire channel
(the group of wires
which go from the Fuser
Main Connector around
towards the Thermistor
and Thermostat). This is

because these wires are tight enough that they prevent the
Rear Lamp Terminal Holder from shifting toward the rear
end the way you’ll want it to. 

7. Once there’s enough
play at the rear lamp
terminal holder, you
can shift the lamp rear-
ward far enough to
sneak the white wires at
the front end out of the
Front Lamp Holder
Bracket (see Photo #7).

8. Next, remove the
Heat Roll Stripper
Plate (3 screws with

washers). CAUTION: First pay attention to how this piece
sits in relation to the Fuser Heat Roll’s surface. You can
mark where it is on the frame, or just become aware of how
much room there is between the Heat Roll and the edge of

the Stripper Plate. It should be almost touching, but not
quite, and it should be evenly spaced if you compare from
end to end. When you reassemble things later, keep in mind
that if the Stripper Plate is riding against the Heat Roll it
may damage it. Yet if it’s too far away, it may catch the lead
edge of the paper and cause jamming problems. 

9. Finally you can remove the Fuser Heat Roller
Assembly by lifting on the front end and sliding it out over
the Fuser Heat Lamp (see Photo #8).

10. Recovering and re-installing the Heat Roll Bearings
is a job in itself. You need some-
thing to tap firmly and repeatedly
on either side of the bearing.
Using a pair of large pliers worked
for me, although it was a crude
solution (see Photo #9). A Heat
Roll with the bearings preinstalled
is something which is expected to
be made available in the near
future. That will be a welcome
improvement indeed. 

RESETTING THE FUSER COUNT:
Well done! Now with the fuser newly rebuilt, you’ll need to
reset the Fuser Count. On this machine it is a relatively simple
matter, as there are no CRUMs nor fuses in this type of fuser.
You can reset the count from the control panel. 
Press ‘Machine Status’ and select the ‘Supplies’ tab. Then

choose “Fuser Smart Kit.” 
Select ‘Reset Counter’ and press ‘Yes.’ Piece of cake!
Have a great July! Happy fuser repairs everyone! �

Xerox 7132 Style Fuser Modules 

e n x   

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

Photo #6: Release the Rear
Lamp Bracket (only 2 screws)

Photo #7: Free up the front lamp wires

Photo #8: Remove Heat Roll 

Photo #9: Remove Bearing

Photo #5: Remove Press Sleeve
Assembly (Make sure you mark the
pressure screws first)



There have been few cases of a grinding noise in the fuser area or back of the
printer. This symptom is similar to the swing plate assembly grinding on the LJ
4250/4350 series, but this is not a swing plate as it does not have the ability to
dis-engage the fuser, this is classified simply as a fuser drive assembly. Fig 1.

Most instances the fuser is replaced
only to find the printer still having the
same sound or even a louder grinding
sound with the new fuser gears not
completely meshing with the printers
worn drive gears.
The P4000 series (P4014, P4015,

and P4515) service manual does not
list an actual part number for this
assembly but it can be purchased

through Laser Pros International via part number: P4015-FDA.
The repair procedure is very similar to replacing the swing plate on the

LJ4250/4350 series where all covers and power supply must be removed (see
service manual) however the P4014-FDA has the addition of a 4th screw
(yippee) on the top end of the assembly (Fig 1 red callout) that requires removal
of a metal guide from the bottom of the laser scanner cross member (2 screws
from each front and back side) as shown: Fig 2. and Fig 3. �
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Printer Tech Tip

TECH TIP
HP LaserJet P4014, P4015 and P4515 Printer Series -
Grinding from the fuser or back of the printer

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

Fig. 1

Fig. 2

Fig. 3
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Technical Tips

SUBJECT:

KM 4050 Error Alert

Q:The machine works fine, but themaintenance required message 
is on in addition to an error alert. It
wouldn't let me get into the sims, which
I assume is the same as the rest of the
KM's: 10871087. If I'm correct, then
how else can I get in the sims?

A:Status Key, then 10871087. Good Luck.

A:You may have to have the frontdoor open at the same time.

Q:Thanks, guys, I forgot the statuskey. Is there a way to find out
what the error is because there is no
number showing? I did google that sim
entrance late last night and found out
about the status key. I should have 
done that first.

A:Did you print out the mainte-nance mode report under U 000
when you got into maintenance/service
mode? There is a code to reset the
maintenance counter listed in that
report. Usually it’s code U 251 that 
gets you to clearing the count on most
of these.

A:Under MM 000, print an eventlog; it will list jams as well as
recent errors.

Q:Got it! Thanks for all the help. It, as always, is appreciated!

SUBJECT:

Ricoh 1027 Wrinkling Paper

Q:I have two Ricoh 1027 machinesthat when you make a copy it is
coming out wrinkled. The wrinkled
page may happen one in about 50
copies. I’ve changed the fuser and
cleaned the registration roller and have
not been able to find the problem.
Sometimes the left edge is folded over
and that happens before the fuser. 
Any ideas? Help! Thanks.

A:If it’s that sparse that it jams, itwill be tough to find unless you
throw a bunch of parts at it. I would
check the fuser frame— they are known
to break, melt and then fuse uneven and
wrinkle the pages. Just something to
look at and check.

A:Try different paper. Make surethere isn’t a little piece of paper
in one of the guides which may affect
feed every so often, causing paper to
enter the fuser crooked.

A:Make sure the lift plate in thepaper drawer is not bent.

A:Check things around the registra-tion area, like clutches and any
plates. Especially check mylars.

A:If it's the same thing on 2machines, then it's likely a
buildup of fused toner particles on the
guide going into the fuser. Do the copies
ever exhibit any skewing of the image?
If not, then the problem is after the
transfer process and before fuser rollers.
I've seen plenty of machines that build
up small specks of fused toner at the
guide plate just before the fuser rollers
and they can be hard to spot because it
would be black on black. Again, if no
skewing is present with images then 
it’s after the drum/transfer area.

A:Check the guide plate at the fuserfor toner. Good luck.

A:You might check the separationpad in the tray—one side usually
will wear down, exposing the plastic and
causing the paper to skew and wrinkle.
This is not common but worth a shot!

SUBJECT:

Kyocera KM-1815 Skew

Q:This KM-1815 skews when feed-ing out of the paper cassette. No
such skewing occurs when feeding from
the manual feed tray. I've dug around in
there and examined the cassette to death
and really can't figure out why the paper

is skewing. The stop test shows that the
left side is about 3 mm behind the right
side at the sync rollers. Any thoughts?
Ever seen this before? Thanks!

A:I think that machine is put together pretty similar to the
1128. I've had a problem or two where
the registration roller sort of popped up
out of position on one side or the other
and had to be snapped back in. I don't
think that explains why the bypass is
OK but logic is not always a factor in
the business of fixing machines.

A:Probably the take up roller is not seated on the hub evenly, or 
it is split on one end. If you hand feed 
a sheet from the cassette exit into the
turnaround area all the way up to the
registration rollers, you will know if
there is something in the turnaround
area or not. The possibility is that you
need to take the take up tire off the hub
and reinstall it on the hub in reverse;
those tires have better grip with them
being reversed and you will get a better
buckle at the registration rollers.

Q:Thanks. I appreciate the help andwill let you know what I find.

A:Clean the upper and lower registration roller and make sure
the springs in the cassette have even
pressure.  How many copies are on the
machine? If it has a lot you may need 
to replace the registration roller. �

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.



We Saw It In ENX Magazine July 2014 l www.enxmag.com • 71

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®












	ENX JULY 2014 2



