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ID# 48331    Sharp    MX-5111N    1512116Y    
RADF; Duplex; (MX-FN10) FIN; Fax; Print; 
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Copier manufacturers, 
solutions providers, and
suppliers continue to in -

troduce devices that raise energy
efficiency to new levels as well
as products that go a long way
towards reducing waste and
paper and toner consumption.
This ongoing focus on ‘green’
initiatives poses a dilemma in
that it’s somewhat counter intu-
itive to an industry that has his-
torically relied on revenues from
paper output. But times have
changed as have printing habits
in many organizations, although
how many of those habits are
related to cutting costs versus
environmental concerns?
We spoke with a half dozen

dealers across the country to get 
a sense if green initiatives are
resonating with their customers
or not, and if they are, their
strategies for presenting these
solutions to prospects where
going “green” is a priority.
When talking about capitalizing

on ‘green’ opportunities from a

dealer perspective, one of the
leaders in the dealer community
is Flo-Tech in Middletown, 
CT. We’ve written about them
before and with good reason. 
Flo-Tech’s commitment is prom-
inently featured on its Website
www.flotech.net/environment and
its EnVision for the Environ ment
program remains an example to
the industry.
As a refresher, Flo-Tech part-

ners with its customers to imple-
ment best practices that optimize
their printing and imaging for the
environment. That includes deliv-
ering products and solutions that
help customers achieve reduced
paper and energy consumption

along with a
reduced carbon
footprint. Many
of those prod-
ucts and solu-
tions are the
very same that
other dealers
offer, it’s just
that Flo-Tech

has come up with a program that
repositions them in an environ-
mentally friendly way.
According to Scott MacGregor,

Flo-Tech’s vice president of sales
and marketing, “Our EnVision
for the Environment program,
which started well over a decade
ago, continues to be important to
our clients. This year we had a
record number of clients receiv-
ing Green Awards as part of our
annual EnVision Earth Day
recognition program.”
In addition to supporting 

Flo-Tech’s clients’ environmental
initiatives, the EnVision program
also extends to Flo-Tech’s com-

mitment to social and community
responsibility. “Part of the
EnVision program is Flo-Tech’s
employment program for people
with disabilities – a program
established in conjunction with a
local non-profit organization. The
program has been very rewarding
for everyone involved,” adds
MacGregor.
One aspect that seems to make

a difference when working the
‘green’ angle is location, location,
location. At Image Matters in
Knoxville, TN, Senior Account
Executive Katie King hasn’t seen
much interest in ‘green’ during
her 3½ years with the company.
“Tennessee is kind of behind the
times and people don’t really focus
on that,” she says although she
has one huge account that cares
about it. “They [occasionally]
ask, but it’s not a deal breaker,”
she adds about most of her clients.
Those who do ask are usually

interested in learning how Image
Matters can help them reduce
output, how they can help them
reduce the number of printers in
the field, or if they offer toner
recycling, which they do. But
what they ask about and what
they’re willing to do in the name
of going ‘green’ are often two
different things.
“People always say they want

to reduce what they print, but
they usually end up doubling
what they print,” says King.
That’s good for Image Matters,

not so good for the environment.
LDI Color Toolbox, a dealer-

ship based in Jericho, NY, has
been leading the green charge in
the New York metropolitan area

Green Opportunities:
Facts and Fallacies
  

continued on page 22
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for a few years now. “We probably were
one of the first dealers leading the charge
on green, not just green washing, but 
seeing how companies can subscribe to
an EMS (Environmental Management
System),” notes Brian Gertler, vice presi-
dent. “From a business perspective ‘green’
and costing is at the heart of everything
we do for managed print services.”

LDI also does a lot 
of toner cartridge recy-
cling, working through
Supplies Network.
On a good, ‘green’

day you’ll find LDI reps
advising customers on
everything from taking
advantage of the duplex-
ing feature on their MFP

as well as ways to reduce their toner use.
Underscoring LDI’s seriousness about

this topic is its Green Up series of solu-
tions seminars and Webinars, which fea-
ture presentations from industry consult-
ants such as Tom Callinan of Strategy
Development or panel discussions on
green and sustainability programs with
representatives from Canon, Sharp, HP,
and Riso.
While some dealers have found certain

verticals more in tune with going green
than others, LDI has seen interest in its
green initiatives across the board. Again,
that could be related to location.
Gertler has also seen a larger effort on

the part of manufacturers, many of whom
have historically done an excellent job of
painting their company in broad ‘green’
brush strokes. “All the manufacturers
have been doing a little more in their
smart-way transportation and boxing and
the products they’re using to build the
machines,” notes Gertler. “Toshiba prob-
ably put themselves a little more front
and center with their eco style products.
We have the e-STUDIO 306LP that can
reuse the same paper up to five times on
our showroom floor and we’ve had a
good reaction to that.”
Meanwhile, Dan Tero, president of

Image Works of Oklahoma, finds that
companies like to talk about ‘green’ and
want to take the initiative, but if it affects
their bottom line, that’s a different story.
Another obstacle goes back to location
and Oklahoma is an oil and natural gas

producing state, which makes going
‘green’ less of a priority for a lot of 
companies in those industries.
“Everybody wants to do it and feel

good about themselves as long as it 
doesn’t cost them any more money or 
if it’s a cheaper way to go,” states Tero.
“You have to find the right customer.”
The right customers for Image Works’

‘green’ message are large non profits such
as a Boys & Girls Club or a United Way
because their major benefactors, some of
the larger companies in Oklahoma City,
are also looking to go ‘green.’
Perhaps the least threatening way for

any business to go ‘green’ and any dealer
to jump on the ‘green’ bandwagon is the
most obvious, and that’s offering cus-
tomers toner recycling. That’s something
that Image Works of Oklahoma offers
through its primary OEM, Kyocera.
Besides toner cartridges, Image Works
also picks up old copy machines and
computers that a customer no longer
needs whenever they’re dropping off new
equipment at no charge to the customer.
“We take them to a recycling plant or
scrap yard where they’re disassembled
and used again,” says Tero.
Although it’s not unusual for cus-

tomers gung ho about going ‘green’ to
ask about a dealer’s own internal green
initiatives, that’s not something that Tero
is often asked. “It’s more what’s in it 
for them, not what we do here,” he says.
Image Works does a lot of internal

recycling, particularly of the cardboard
and other packing materials that the OEMs
ship their copiers with. “We unboxed six
midrange copy machines the other day
and filled up a truckload with cardboard
and took it to a recycling plant in
Oklahoma City,” notes Tero. “It’s better
than going in my dumpster.”
He’d love to see the copier companies

who are advocating these green initia-
tives and talking about what they do as 
a corporation do even more than what
they’re currently doing, particularly when
packaging their equipment for shipping.
“We know a copier is fragile, but the
amount of cardboard with those six
machines we just unpacked blows my
mind,” exclaims Tero. “It seems like
every time I un-box a machine there’s
more and more stuff with it.”

Meanwhile on the West Coast where
one might assume that the ‘green’ angle
is as good as gold, it’s not always the
case. “Not really much to say on the

issue,” states Gary
Johnson of Zoom
Imaging Solutions in
Fresno, CA. “It hasn't
been a hot topic for us.”
Milton Bartley, owner

of ImageQuest in
Nashville, TN, pulls no
punches when talking
about the green oppor -

tunities in his market. His perspective 
is one of a progressive dealership that’s
rooted in services and whose customers
tend to be SMBs.

“I don’t think cus-
tomers give a crap,” he
opines. “If you talk to
the enterprise accounts
they absolutely care and
have initiatives for it,
and they have executive
bonuses around it. 
If you’re a General
Electric of course you

care because a two percent savings in
electrical spend can save your business
big dollars. For a typical small business
it is nice to know something isn’t going
to end up in a landfill. Sure, they care
about that piece, but they’re not going 
to let me come in and do some kind of
analysis and swap out all their printers
because I can save them 14 kilowatts 
per month. They don’t care and it’s not
going to save them much.”
That’s not to say that Bartley is anti

‘green.’
“Do we want to be responsible,

absolutely. Do we want to make sure
we’re not sending copiers and old 
cartridges to landfills and we’re doing 
recycling, absolutely. We do that and 
participate with our manufacturers, but 
if you think you can use that as a calling
card and a way to get business you’re
kidding yourself.” �
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I’m sure you’ve been hearingfor years about this or that
new business-class inkjet

device that was ready to go toe-
to-toe with lasers in the office.
For almost twenty years, inkjet
folks have been crowing that
they’re about to bring to market
some new whiz-bang technology
that would more than meet the
demands of business users and
leave poor electrophotographic
machines high and dry. Of
course, the hardware that fol-
lowed fell well short of the mark.
But all that is changing, gentle

reader. There have been some
truly promising business-class
inkjet machines to hit the market
over the past couple of years. And
the trend continues. Brother,
Epson, and HP have all intro-
duced important new products 
in the past six months or so that
might just be able to compete
effectively with electrophoto-
graphic machines. While some
of these machines may show
more promise than others, it
can’t be denied that momentum
is growing for office machines
based on inkjet technology. 
Are we seeing the dawning 
of a new era? Well, maybe.

The Problem with Inkjet
There’s a lot of talk about the
stubborn so-called “laser bias”
that exists in the market, which
prevents business-class inkjets
from ever succeeding. Inherent
in this term is the notion that
ignorant office users can’t over-
come their misconceived preju-
dices against inkjet and will for-
ever prefer toner to ink when it
comes to putting marks on paper.
The truth is, up until only recent-
ly, inkjet was inferior to electro -
photography for office users in

many ways. Inkjet technology was
slower, less robust, and often
more expensive to operate than
toner-based equipment. And, of
equal (or maybe more!) impor-
tance, the channel didn’t want 
to sell cheapo inkjets when they
could sell laser machines for
more money and beefier margins.
Let’s review a few of the past

problems that resulted in the
“laser basis.” First, until only
recently, most inkjet machines
and their output simply could
not withstand the rigors of the
office. Unlike some recent intro-
ductions, most earlier inkjet
machines lacked some combina-
tion of adequate speed, connec-
tivity options, or duty cycle to
accommodate a group of office
workers. Worse yet, instead of
the pigmented inks found in
many of today’s office inkjets,
the older units employed dye-
based inks, which would smear
when exposed to moisture or to
a highlighter. And, the consum-
ables were often expensive and
had to be replaced often, which
is abhorrent to any self-respect-
ing, skinflint office manager.
There are various reasons 

why the older units relied on
dye-based inks. It’s difficult, for
example, to jet pigmented inks
and achieve the speeds and print
quality of a laser device. Unlike
dyes, which are essentially mole-
cules, pigments are small parti-
cles that can clog print head noz-
zles. And, with pigmented inks,
the colorant tends to sit at the
surface of a substrate so it takes
longer to dry and is prone to
smearing when pages are being
output at higher speeds. One 
of the problems that continues 
to prevent wider acceptance 
of office machines based on

Memjet engines is the technolo-
gy can only operate with a dye-
based ink set.
Another problem hampering

older inkjets was their slow print
speeds. The machines featured
print heads that shuttled back
and forth across a page and that
throttled back the speeds they
could achieve. The light source
and drum configuration used in
electrophotographic devices gave
the technology a pronounced
speed advantage over inkjet.
Hardware manufacturers

understood that deploying inkjet
print heads configured in a sta-
tionary array, which was wide
enough to cover the width of a
page, could overcome the speed
disadvantage. With a fixed page
wide array, media could be
imaged as it passed by the print
head rather than pass the print
head across the media. A page
wide array is expensive to pro-
duce, however. Moreover, the
arrays would be susceptible to
image quality problems like
banding, should some of the
nozzles fail to fire or become
clogged with ink. The likelihood
of such a problem was high
because a page-wide array
would have thousands—or even
tens of thousands—of nozzles
and some would inevitably fail
over time.
Despite its shortcomings,

hardware manufacturers recog-
nized early on that inkjet tech-
nology had a lot to offer in an
office environment. It might
even be superior to laser. In an
office environment, where a
device sits idle at regular inter-
vals, inkjet is a more efficient
technology because it does not
require fuser units to warm up

All Grown Up and Ready to Work:
Is Inkjet Finally Ready for the Office?

Charles Brewer News Briefing
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and print stations to engage each time it’s
used. Instead of imaging drums, transfer
belts, fuser units, and the like, inkjet just
has print heads and their attendant ink
supplies. Granted, if the device isn’t used
for long periods, the efficiency is less-
ened because the ink supply system must
be primed, which results in a certain
amount of ink loss. Regardless, the cost
of some lost maintenance ink is far less
than fuser replacement and other mainte-
nance costs associated with laser machines.
As efficient as inkjet technology might

be, the thought of losing maintenance
revenue was not a welcome one for
office equipment dealers. Maintenance
contracts are lucrative and dealers are
loath to lose them. Inkjet machines also
carry much smaller price tags than elec-
trophotographic devices and the margins
were much skinnier. Overall, inkjet units
offer dealers a much lower revenue
opportunity than lasers do, so it’s easy 
to understand why the channel’s response
to selling inkjet machines has been at
best cool if not downright hostile.

HP: Try, Try Again
By the early 2000s, various companies
including Canon, Epson, HP, and Lexmark
were dabbling in office inkjets. By that
time, however, HP was already out in
front of the pack and had already broken
significant ground technologically. In
1993, for example, the firm released the
DeskJet 1200C, which was marketed as 
a far less expensive alternative to costly
office color devices. It had a pigmented

black ink with an optical density that
allowed it to claim an image quality
comparable to laser when rendering
black and white output. In 1998, HP
released its 2000C Professional series,
which was also marketed as a cheaper
alternative for business users to own and
operate than office color laser machines.
Although both machines were technically
advanced, they were not well received 
by office users because presumably of
their inherent “laser bias.”
After investing some $1.4 billion and

five years of research, HP released its
Scalable Print Technology (SPT) in
2005. Using SPT, print heads are fabri-
cated from a single piece of silicon using
a photolithographic process. The technol-
ogy allows more nozzles to be packed
onto a head so it can support higher print
speeds. SPT heads can also be ganged
together to create arrays of different sizes
including arrays long enough to span a
page. To date, a variety of machines
including desktop units and wide-format
devices have been released featuring SPT
heads. Among the first fruits of the tech-
nology were the Edgeline MFPs. The
CM8050 printed black-and-white and
color documents at up to 57 pages per
minute and the CM8060 was a 71-ppm
device. The machines achieved their blis-
tering fast print speeds thanks to their
page-wide arrays. Alas, like the 2000C,
the Edgeline units were destined for the
ash heap, in part because HP’s channel
partners never fully embraced the value
proposition the machines offered.
Despite its less-than-stellar history 

in the space, last year HP released its
groundbreaking Officejet Pro X (OPX)
series of desktop business-class inkjets.
The line includes the Officejet Pro X476
and X576 MFPs as well as the Officejet
Pro X451 and X551 single-function
printers. Featuring a fixed print head that
spans the width of a page, the OPX 500
series units achieve a top end speed of 
70 ppm in the general office mode and
the OPX 400 units print at up to 55
pages per minute. The array in the OPX
devices is designed to last the life of the
machine and contains 42,240 nozzles
that are capable of producing 6-picoliter
ink droplets. The OPX units employ a

sophisticated optical sensor system that
monitors and calibrates the page-wide
array to prevent any banding issues
should nozzles fail. The sensor makes
adjustments while printing and can sub-
stitute a nozzle should it fail or perform
maintenance on the fly to recover it.
HP promotes the OPX machines as

capable of printing at up to twice the
speed of a laser device and at half the
cost. Prices range from $449 for the base
model OPX 400 print-only unit to $799
for the top-of-the-line Officejet Pro
X576dw MFP. The operating costs for
the machines are impressive. It costs a
mere 1.3 cents to print a page using the
high-yield HP 970 XL black ink tank and
a color page costs 6.75 cents with the
CMY HP 971 XL tanks installed. Repre -
sentatives for the company have repeat-
edly boasted that the market reception 
of the OPX line has been nothing short
of overwhelming. CEO Meg Whitman
has mentioned the brisk sales of the
machines during various recent analyst
conference calls and has credited the line
for turning HP’s inkjet business around,
boosting both inkjet revenue and inkjet
shipments for the past couple of quarters.
At the end of March, HP released its

most recent business-class inkjet units in
the new Officejet Enterprise X (OEX)
series. While the OPX line is geared for
small- to medium-sized businesses, the
OEX units are geared for the enterprise
workgroups that range from 5 to 15
users. The new line includes the Officejet
Enterprise Color X555 single-function
printers and Officejet Enterprise Color
MFP X585 MFPs. The OEX machines
match the top-end 70-ppm print speed 
of the OPX 500 devices.
The new line of enterprise-class inkjet

machines from HP feature a tweaked
version of the page-wide array used in
the Officejet Pro X series. The array has
an identical 42,240-nozzle count and is
capable of jetting 6-picoliter ink droplets.
Features found exclusively on the OEX
machines include an 8-inch capacitive
touch screen and a workgroup-class
scanner and ADF on the Officejet
Enterprise Color MFP X585 series. All
of the models ship with a hardware inte-
gration pocket; FutureSmart capabilities;

Is Inkjet Finally Ready?

continued on page 28
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a 320 GB encrypted hard drive (standard
on all models except the Officejet
Enterprise Color X555dn); and support
for HP Open Extensibility Platform
(OXP), providing users with access to
150 workflow, management, and security
solutions. While the inks employed in 
the OEX are virtually identical to the
OPX, the cartridges are different as are
the costs and yields. As a result, it costs
only 1.09 cents to print a black and white
page with an Officejet Enterprise X
device and 5.5 cents to print a color page.

HP Is Not Alone - Epson and
Brother Heat Up the Market
Just before the launch of the new
Officejet Enterprise X series, Epson 
stole some of HP’s thunder by unveiling 
a bevy of new inkjet units at its Future of
Business Printing event in Vienna, Austria
on March 19, 2014. The launch included
some 18 new inkjet devices that use
Epson’s new PrecisionCore print heads.
Three of the new machines employ an
interesting new consumable: CMYK ink
bags dubbed the Replaceable Ink Pack
System (RIPS), which can deliver up 
to 75,000 pages per set of bags.
Included among Epson’s latest busi-

ness-class units is the WorkForce Pro
WF-8000 series of A3 devices. This line
is designed for SMBs, large enterprises,
and public organizations. The WF-8000
series features four models (WF-
8590DWF, WF-8090DW, WF-8510DWF,
and WF-8010DW), which Epson claims
offer “fast print speeds and business fea-
tures, including PIN release control for
confidential, secure printing, and Gigabit
network connectivity.” The A4 WorkForce
Pro WF-5600 series also contains four

models (WF-5690DWF, WF-5190DW,
WF-5620DWF, WF- 5110DW) that are
aimed at the same target markets as 
the WF-8000 series. Epson says these
devices offer up to 50 percent lower CPP
and up to 80 percent lower energy con-
sumption than competitive color lasers.
Pricing for the line, which is currently
available only in Europe, ranges from
£178.80 or about $300 to £442.80, 
which is about $750.
Although the machines are based on 

a new print head technology, it doesn’t
appear that they use a fixed print head.
Ranging from 20 ppm using the ISO stan-
dards to 34 ppm in draft black and 30
ppm in color, the speeds for the WF-5600
units indicate that it is based on a print
head that shuttles across the page when
printing. Unfortunately, Epson had not
released product specifications or pricing
for the WorkForce Pro WF-8000 family
as I was writing this piece.
The most interesting machines to me

were the units that can accommodate the
bags of ink. The so-called WorkForce 
Pro RIPS series is made up of both A3
and A4 devices and includes the WF-
R8590DTWF, WF-R5690DTWF, and
WF-R5190DTW. From their names, I
assume that these models are essentially
versions of the WF-8590DWF, WF-
5690DWF, and WF-5190DW listed
above, but with additional paper input
(hence the T). This, however, is a guess
and I have not seen product specifications
for these devices. The R in the model
numbers indicates support for the RIPS
consumables system described above.
The WorkForce Pro RIPS series will 
be available from select print service
partners under MPS contracts.

Brother International rolled out its
high-speed A4 monochrome HL-S7000
series in the United States last October.
Unlike the Epson units, the Brother
machines feature the firm’s Cold Process
Print System and the SmartArray page-
wide array. The S7000 family prints black
and white pages at speeds up to 100 ppm
and is designed for high-volume office
users with a maximum monthly duty
cycle at 275,000 pages. The S7000 units
are available in five flavors ranging from
the DN base model, which has a standard
input capacity of 600 sheets, to the top
line DNXL, which is configured with 3
additional input trays to accommodate up
to 2,100 sheets and also features a stacker
and stabilizer. For some reason, even at
this late date Brother has not released 
list pricing for the line. However, poking
around online, it appears the price of the
base unit starts at $2,459.99 (plus a ship-
ping-and-handling fee) and runs well
north of $3,000.
The HL-S70000DN uses a rather

unique cartridge that contains black 
pigmented ink, a pre-coating material,
and an optimizer. Presumably this com-
bination of pre-coating material, ink, 
and optimizer is necessary to allow the 
HL-S7000DN to print at the unit’s rated
speeds, without ink transfer or smearing,
on everyday office paper. Each S7000
ships with a 10,000-page starter cartridge,
and HC05BK replacement SKU has a
whopping 30,000-page yield. Like the
machines themselves, consumables pric-
ing was not available from Brother, but 
I found the cartridge sells at CDW for
$201.99, which would give the S7000
family a per page cost of about 0.67 cents.

Epson’s new Workforce RIPS units feature
large bags of ink to keep intervention rates
low, and, presumably, lower operating costs. 
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The Jury Is Out
Looking over all of the above machines,
one should feel encouraged about the
future of ink in the office. But the out-
come is not guaranteed. In addition to the
much ballyhooed “laser bias,” the channel
has shown a real reluctance to push inkjet
for the reasons I mentioned before. Those
opinions, too, may be changing, however.
The advent of managed print services

and other programs that allow end users
to purchase pages rather than hardware
may make inkjet more attractive to deal-
ers than lasers. The hardware itself (the
S7000 notwithstanding) is less expensive
to acquire and deploy for the dealer and
with super high-yield ink tanks, and the
per-page costs are looking mighty attrac-
tive these days. And, as I mentioned,
inkjet offers low and even no mainte-
nance cost. I think that the combination
of low acquisition and operating costs
may be enough to sway dealers to deploy
more ink. If all the end user is looking for
is high-quality output at a reasonable price,

inkjet just may become a no brainer for
the channel.
But I still have a few lingering reser -

vations. First, output from inkjets look
different than laser output especially on
color jobs. At an analyst event last year, 
I had the opportunity to compare output
from an HP OPX machine side-by-side
output from a lower-end Color LaserJet
and found the color laser output superior.
The gloss of the color toner just looked
better. And it felt better. Applying heat
and pressure during the fusing process is
not dissimilar to what paper undergoes
during the cast coating process. As a
result, the output from a laser device
appears more uniform and smooth. 
Well, in my humble opinion, it does.
I also wonder about the Epson and

Brother machines. For the Epson units,
it’s way too early to judge them because
we don’t have pricing. With those huge
ink bags, it’s quite possible that the
WorkForce Pro RIPS line is destined to
be the darlings of the dealers when it
comes to MPS. But how much does it

cost to purchase the units and the con-
sumables? I also wonder if the machines
are actually fast enough to support an
office workgroup. Too bad that they do
not have a page-wide array. In the back 
of my mind, I also can’t help thinking
that the sound of the print head shuttling
back and forth may push customers and
dealers back to lasers. The big question
around the Brother machine, of course, is
that hefty acquisition cost. The per-page
costs look awfully attractive but will the
S7000 lose some of its luster when poten-
tial buyers see that $3,000 price tag?
Sticker shock is not easy to overcome.
With all that said, I’m more bullish

about ink in the office than I’ve ever been.
It looks like inkjet hardware manufacturers
are making huge gains in adjusting the
price/performance ratio, and once they 
get that right; I think the “laser bias” will
quickly become a thing of the past. �

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

For the past 29 years Nation-
Wide Repair Service (NWRS)
has been doing its part for

the environment, keeping key
copier parts out of landfills while
helping its customers save money
at the same time. In fact, NWRS
was ‘green’ before ‘green’ was in
fashion. Despite repairing more
than 1 million circuit boards dur-
ing this time span and saving cus-
tomers more than $350 million,
the role NWRS plays in protecting
the environment remains one of its
best kept secrets.
What’s not a secret is NWRS’s

legacy of customer satisfaction.
Founded by a former Canon copier
dealer, NWRS started out in 1985
repairing printed circuit boards as
a cost savings alternative to pur-
chasing new boards from the man-
ufacturer. That background in the
copier industry was critical to
understanding the service expecta-
tions of office technology dealers.
That’s why the company’s mission
since the beginning has been on
providing complete service along
with quality repair work and low
repair fees. Those are traits that
customers appreciate along with
top-notch technical support and
customer service that NWRS 
provides on a daily basis.
Since its founding, NWRS’s

repair services have expanded and

evolved with the industry and the
technology from printed circuit
boards to laser scanners, staplers,
motors, fixing assemblies, and
support on items such as hard disk
drives and other memory compo-
nents. In 1989, NWRS became an
authorized Canon repair facility.
Today, the focus is primarily on
Canon and Ricoh family machines
(Ricoh, Gestetner, Savin, Lanier)
as well as EFI controllers. NWRS
can also accommodate select
Konica Minolta, Kyocera, Océ,
and HP products.
Because NWRS has been an

employee-owned company since
1999, all 30+ employees have a
vested interest to make sure cus-
tomers receive complete satisfac-
tion. In an industry where providing
superior customer service is para-
mount, that remains the hallmark
at NWRS no matter what part or
component they’re servicing.
Jeff Laughlin, vice president

and general manager, reports busi-
ness has been good this year and
that the company’s customer base
remains strong. Those customers
are dealerships of all sizes with
the sweet spot of the base being
the midsize authorized Canon 
and Ricoh dealer.
About 90 percent of its 

customers are based in the U.S.
although the company is always

looking to ex pand, particularly
into Mexico and Latin America.
They’ve also made arrangements
with UPS to make doing business
in Canada easier.
NWRS’s 50,000 square foot

facility was specially built 10 years
ago to store and manage both its
inventory and customers’ inventory
while also providing room for
growth. The facility, located near
the geographic center of the
United States, allows for better
transit times and lower freight
costs. Here you’ll find close to
100,000 items all managed by 
a customized computer sys tem
developed specifically for NWRS.
“We use return tags that go out

to the customer and that tag has
everything stored into it so when
something comes back and our
warehouse staff scans that tag into
our inventory, it knows exactly
where it has to go,” explains
Laughlin. “That’s all done in a
flash with a simple scan and deter-
mines whether to repair it now or
place it in the warehouse for
future needs.”

Why NWRS?
Customers choose NWRS because
of its reputation of doing whatever
it takes to take care of the customer.
“As business becomes more and

Chairman of the Circuit Boards:
Nation-Wide Repair Service
A Legacy Built on Customer Service and Transparent Green Initiatives 
  

Ways to Request an
Advance Exchange
from NWRS
•  Ordering online at
www.nwrsinc.com

•  Calling its toll free
number
1.866.655.8676

•  Faxing a request 
to 913.387.1815

•  E-mail an order
•  Using the live online
operator chat feature
on the NWRS
Website
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more complicated we just try to stay
focused on being as simple as possible while
at the same time providing every service
the customer needs,” states Laughlin.
The emphasis is on keeping it simple

and saving the customer money and time.
“We don’t have a ton of policies,” says
Laughlin. “Nothing really gets rejected
and warranty claims get handled without
notification. We’re all about making the
customer’s job easier. The number one
thing we hear over and over is you guys
are so easy to work with.”
Flexibility is another reason that 

customers come flocking to NWRS. 
“We don’t say here’s the way it is and
here’s the way you have to do it,” states
Laughlin. “Some customers tweak [our
Core Return Program]. They may include
their own UPS return labels instead of
ours, which enables them to earn credits
on their UPS accounts instead of ours.”

Advance Exchange Program
In a business where speed is of the
essence, the NWRS Advance Exchange
Program represents a customer’s fastest
service option. This program allows 
customers to order a repaired part from
NWRS’s inven tory and have it the next
business day. After installation, the cus-
tomer returns their non-functional part
from the machine as their replacement
core. According to Laughlin, some 98 
percent of NWRS’s customer transactions
are conducted this way.

All requests received by 5:00 pm 
CST, that can be filled, are processed 
and shipped the same day. If the part 
at NWRS is repaired and ready to go,
NWRS can accommodate orders up to
6:00 pm Central Time. Availability is
based on a first come first serve basis.
The NWRS online repair catalog has

flat-rate prices established for each OEM
part number. The repair price is designated
for items that are sent to its facility for
repair and return. The exchange price 
indicates the fee for ordering a part from
NWRS’s facility as an Advance Exchange
order. Customers can login to the NWRS
website for up to date pricing or call the
company’s customer service department 
at (866) 655-8676.
Each Advance Exchange part comes with

a pre-paid UPS return shipping label and
NWRS return repair tag that will be found
in the box with the repaired part. NWRS
encourages customers to keep copies of
the return tracking numbers for their ship-
ping records. They can then simply pack-
age the defective part in the box it came in
and use the prepaid shipping label to return
the Advance Exchange core to NWRS.
“It’s a great way to do business,” says

Laughlin about the nearly instant gratifi -
cation-like popular program that’s been 
in existence for well over 20 years.

The Board Bank Program
Another program that customers have
found beneficial for nearly a dozen years

is the Board Bank Program. Designed 
to expedite repair services and save cus-
tomers even more time and money, the
Board Bank Program allows customers 
to store their defective parts inventory at
NWRS’s facility so that it is ready to be
ordered at any time. This service is helpful
for office equipment dealerships with mul-
tiple locations or limited storage space.
There are no additional charges or storage
fees for customers to use this program.
In the beginning the program focused

primarily on larger customers such as
Canon Business Solutions, IKON, and
companies with multiple locations who
could pool resources into one location and
share their inventory. Now it’s an option
for virtually any size customer. Some 
customers store as few as 10 boards in 
the Board Bank while others might have
as many as 20,000 boards.
Laughlin reports there are no limits to

the number of customers the Board Bank
can service or the amount of inventory
NWRS can manage. “We add more to the
Board Bank every month,” says Laughlin.
“We try to market it as a program that
saves you money if you use it right. The

NWRS

NWRS Board Bank Program Benefits
• Space Saving – Store your defective parts at our facility and utilize the free space at your location
for something else that could help your business grow.

• Reduce Turnaround and Transit Time – Your entire inventory is now available for same day repair
and shipping. Having your defective inventory at NWRS saves you a day of transit time and reduces
shipping expenses. No more two-way next day air freight.

• Cost Effective – When you order a part from your Board Bank Inventory, you are invoiced at our lower
Repair & Return fee rather than the NWRS Advance Exchange fee. There are also NO processing or
storage fees for the Board Bank Program.

• Stock Less Repaired Inventory – Keep your overall parts costs down by ordering only what you need.
• Increase Inventory Levels – Combine your inventory from all your office locations to increase the
savings opportunities, reduce Advance Exchange orders and help eliminate OEM purchases.

• Do Less Work – Let NWRS manage and maintain your inventory. Concentrate on other areas of your
business and increase your growth and revenue.

• Convenience – Secure online access to your inventory at any time. View inventory levels, print 
inventory summary reports, and place online orders when it is handy for you.
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way we encourage them to use it right is
to encourage them to always keep sending
inventory back. If it’s piling up somewhere
then you can’t order it and you’re missing
out on an opportunity to save money.”

Still Green after All These Years
With NWRS’s 30th anniversary just
around the corner, its mission and not so
well publicized green charter are still going
strong even though Laughlin acknowledges
what the company does from a ‘green’
perspective is overshadowed by all the
other benefits NWRS brings to customers
and that the ‘green’ benefit is somewhat
taken for granted. As Laughlin told a
Canon executive at a Canon dealer meeting
a couple of years ago where NWRS was
making a presentation, “We’ve been green
since 1985. It’s nothing new. We’ve kept
millions of parts out of the landfills over
the years, not only saving huge amounts
of money, but nobody thinks about those
parts going back to us and going out to a
new customer, and not going in the trash.”

He also acknowledges that this is some-
thing that NWRS should emphasize more.
“It is something we point out to the cus-
tomer and we probably should market it 
a little more than we do because we 
sometimes take it for granted.”
That said, a recent post on NWRS’s

Website and Facebook page on the issue
received a lot of feedback, including one
from a customer that said, “You guys are 
a great source to get something fast when 
I need it, but I never thought that I was
throwing this part away [before].”
There’s also a new green initiative that

NWRS implemented that most customers
responsible for requesting a part might not
notice and that’s that every invoice now
gets e-mailed to the customer rather than
printed and mailed via USPS.

Looking Ahead
Laughlin is optimistic about the rest of the
year and looking forward to celebrating
NWRS’s 30th anniversary next year. 
“We’ll probably do some things for our

customers—promotions and providing
them with some extra savings.”
As always, NWRS is looking to add

new product lines and whatever else can
make their customers’ lives easier. There’s
been some demand lately for the company
to get into wide format so expect to see
NWRS focus on that much more in the
future. But more than anything else, cus-
tomers can expect more of the same, par-
ticularly from the customer service side.
“We’re always trying to enhance the way

we do business,” states Laughlin. “The
rest of the year we’re just looking to take
care of our customers and do everything
they ask and find new ways to save them
money.” � – By Scott Cullen
Contact NWRS:
Nation-Wide Repair Service
16151 Foster Street
Overland Park, KS 66085
(866) 655-8676/(913) 387-1800
(913) 631-8372 (fax)
pcborders@nwrsinc.com
www.nwrsinc.com

NWRS
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Charles Lamb Managed Services

This series is about trans-
forming a business toward
a managed services busi-

ness model. I will continue with
the cadence offered in my previ-
ous articles, which build up to
this point. As previously stated,
the sales team model of today 
is exponentially different than
before. In turn, the training
requirements are different as well.
Proper and valuable training

isn’t simply forcing thoughts and
desires into your company. Its
origin comes from many contrib -
uting factors such as the econo-
my, national and local trends
within an industry, the product
life cycle of some services, and
so on. This subject has many
points of consideration, and there
are many opinions and thought
processes surrounding this topic,
so it’s not easy to hit every point
of interest in one article.

Test Your Value Propositions
I have seen some companies that
continually engage external sales
training organizations and others
that either don’t train at all or
conduct sales training internally.
However, I have not noticed any
one particular practice more suc-
cessful than another.  I believe
there is an underlying reason for
this: in most engagements I find
very little fundamental business
planning occurring. Few compa-
nies have defined their business
objectives or market strategy,
much less explained it to their
sales team. I’ve often wondered
this: if the business operates
without significant direction from
a strategic point of view, what

training could the sales team
receive that would help differen-
tiate them from the pack?
When it comes to training, 

senior management should be the
first to train because rebranding
or transforming an image is very
difficult to do with weak values or
watered down market presentations.
It’s important that they themselves
clearly articulate their value prop -
osition so that they can persuade
their entire organization – includ-
ing sales – to adopt and absorb
their philosophies and values.
Yes, I believe this “sell your-

self first” process will expose any
weaknesses in a value proposition.
It also helps to define the best next
step forward for sales and com-
panywide training. It’s then time
to test philosophies and values
externally with choice accounts
in the marketplace to ensure it’s
on target. Once validated, the
best path can be set for training.
To make sure training is effec-

tive, don’t push forward worth-
less, valueless positions because
as soon as the sales team gets
defeated in the competitive world,
they will start looking for a place
to work where folks live in the
real world. I’ve said this before:
It doesn’t matter what you think
is valuable. It only matters what
your prospects and customers
think. Do the necessary research.

Hire the Best in the Business
I am convinced that the least
expensive way to build and main-
tain a highly skilled sales team is
to hire sales talent that is proven.
I’m not saying you’ll never find
that exceptional, (one in ten thou-
sand) beginner who jumps in and

understands everything from the
beginning! I am saying they exist
(one in ten thousand), but you
probably haven’t found two in
your career!
By reworking your sales team

model, and hiring senior level
sales talent, you’ll build a team
that you can afford. This team can
focus on more important issues
such as acquiring the right clients,
deal strategies and advancements,
and closing sales versus beginner
sales 101 training. This should
put your company ahead of the
competition.
If you compare your need for

excellent sales training to the
training practices of the military,
police officers, or paramedics,
you could positively impact your
growth plan. Consider that these
professionals train constantly –
and train with the end goal of
getting it right the first time, thus
handling life-threatening situa-
tions with outstanding results. 
If your senior management con-
sidered training with those eyes,
they would build a superior sales
team and find that the sense of
excellence will be received well
(and can be addictive!). The right
training is life support to your
business – and without it, you’re
on a slow road to nowhere.

The 4 Key Positions You
Need to Train
Assuming that the company’s 
key business objectives are set
and senior management has tested
their market strategy and value
proposition, what positions need
training? Also, what key elements
of training should be presented?

Building A Successful Managed Services Business
Part 5 of a 6 Part Series

Training: The Master Key in
Transforming Your Business
  

continued on page 40
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Let’s consider each of the following
sales team members individually. I’m
only going to cover training elements
specifically devoted to transforming
either sales skills or sales process as 
it would affect the success of selling
managed service deliverables.
Looking at the best practices for train-

ing, focused specifically on my new sales
team model introduced in the May 2014
issue of ENX, let’s put some clarity
around training that gets it right the first
time. Consider the following 4 positions:

1. Sales V.P. or Sales Manager
Typical Training Requirements – Like
the old adage, “A chain is only as strong
as its weakest link,” the sales leader posi-
tion can be a key point of failure when it
comes to transforming your company to
a services model.
If sales leaders lack business knowl-

edge or intelligence, they will be behind
the competition and extremely challenged
in training others to deliver a strategic
level sales message to an executive
prospect. If their business understanding
is weak, they will probably fail drastical-
ly or lead your sales team right back to
the old “hardware only” sales model.
My company offers the managed services
bootcamps (www.mpsandit.com/boot-
camps) which are designed for sales
team leaders and specialists tasked with
including managed service deliverables
like MPS and MNS in the results. If
there is a big deficit, training probably
can’t solve this problem. A new sales
leader would be the shortest, and most
successful, solution.
Transformation Execution Training
– The next significant training element 
is to establish a successful sales transfor-
mation execution plan. The sales leader
requires insight and training from the
senior management on their transfor-
mation expectations with timelines.
Remember, you can’t change overnight
and you must protect your existing core
business revenue.
Business Mix Training – Because

sales cycles are extremely different (ser-
vice sales cycles are typically longer),
it’s easy to focus too much on one side
or the other. If they focus too much on

the future, existing sales may falter. If
they focus too much on hardware sales,
the transformation may never happen!
This requires a significant amount of
direction (training) from senior manage-
ment to assure a safe and appropriate
business mix and balance.
Forecast Accuracy Training –

Another training requirement surrounds
forecasting managed services opportuni-
ties for accuracy.  In the hardware world,
although big deals occur, the majority 
of deals are not big. Managed service
deliverables are very comprehensive 
programs, so it’s likely that low forecast
accuracy will greatly affect a company in
an adverse way. With longer sales cycles
and more stages, false starts and weak
forecasts seem to be common. Sales
leaders should be trained for strategic
sales forecasting.

2. Existing Business Specialist or
Account Penetration Specialist
Many people claim that account penetra-
tion is easy. I will tell you, honestly, that
within your market strategy, account pen-
etration is a very serious and challenging
role. When this position is injected prop-
erly into the transformation execution,
this person not only has to renew existing
contracts, but he or she also has to pene-
trate existing accounts and grow that
business to a deeper level.  Remember this:
every time your company makes a mis-
take (hopefully that’s not too frequently),
this person must calm the sea and walk
on water – then sell something else!
Account Penetration Specialists must

be masters at value delivery and account
management. Their training would not be
simply a farmer role sort of training. I’m
often asked a popular question: How can
I protect my base?  This proves the
importance of the Account Penetration
Specialist’s training.
This individual is a seasoned sales pro-

fessional, so training should follow the
sales leaders’ format of advancing deals
and strategy development. This position
requires a keen eye for opportunity – and
the value statements to introduce it. This
person will need training on how to make
money the balance for driving both exist-
ing and expanding business.

3. New Business Specialist
The unique thing about this position is
that the individual becomes a master at
handling objections. The entirety of his
or her time is focused on pulling new
customers into the fold. This representa-
tive requires non-stop presentation 
critique and role-play to drive first
appointment perfection.

4. Lead Generation or Business
Development Representative
The BDR is a different breed of sales
representative. He or she is not a tele-
marketer but an inside sales representa-
tive who actually sells appointments. 
The representative’s total existence is to
generate C-Level appointments for the
New Business and Account Penetration
Specialists. They dial 8 hours per day and
drive a process that few ever experience.
The training requirements of this posi-

tion must include role-play and scripts
that promote a perfectly delivered live
call or voice message. Due to the con-
stant rejection, people in this position
require weekly and sometimes daily
training sessions to maintain morale 
and momentum. There’s not a more
important role in the sales organization.
It’s really hard to make a diamond 

out of coal, and there is no substitute for
quality and hard work.  If you’ve hired
the right talent, shared your company’s
dream, and then apply the right training
to drive perfection and ignite excitement
and momentum, move out of the way
and watch what happens. �

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.

Training: The Master Key





• www.enxmag.com l June 2014 We Saw It In ENX Magazine42

ImageQuest is a Nashville-based Managed Services
Provider that offers a full suite

of services, including Managed
IT, Managed Print, and Managed
Communications. These services
are supported by a team that
encompasses Service Desk, NOC,
Tier 1, 2 and 3 technicians and
engineers, and account and proj-
ect managers. Recently I spoke
with founder Milton Bartley to
get a better idea of what it is they
do, how they do it so well, the
challenge of offering a services-
led approach, and the trends
impacting his business.
Bartley started out as a color

specialist in 1995 during the
early days of color, working for 
a Louisville, Kentucky copier
dealer. He remained there for
nine years before joining Lanier
as director of operations where
he traveled around the country
working closely with dealer reps
and dealer principals. After sev-
eral years with Lanier he bought
a struggling Sharp dealership in
2007, which became ImageQuest.

What was the inspiration 
for buying a dealership and
becoming a dealer?
BARTLEY: Visiting dealers I
found I had a real passion for
what the dealer owners were
doing and I realized a lot of these
people were larger than life fig-
ures to me, but as I got to know
them on a different level, I real-
ized they are larger than life in
some respects, but they’re not
smarter than me. They’re in 
different situations and if I put
myself in that same situation I
could be as successful as they

are. That got me thinking that 
I wanted to own a dealership. 
I began talking to investors, and
we decided if we could find the
right market and the right dealer-
ship, we would purchase a small
dealership. My vision was to 
create a hybrid dealership.

How’s business?
BARTLEY: Fantastic. We’ve had
three consecutive years of 40+
percent growth. We grew 42½
percent last year, 48 percent the
year before that, and 63 percent
the year before that.

What areas of the business 
are growing the fastest?
BARTLEY: Our business is broken
into three categories—Managed
Print, Managed IT, and Managed
Communications (phone sys-
tems). All three are growing, but
Managed IT is by far the fastest
growing and the largest revenue
and profit generator for our 
company.

What are you doing right?
BARTLEY: I think we’re doing a
lot of things right, but first and
foremost being a smaller dealer-
ship than a lot of these megadeal-
ers, we’re more nimble. And I, as
the owner, am much closer to the
customer. There aren’t three or
four layers between the customer
and the ownership. I’m very
close to what we’re doing with
each client and I’m very close 
to what my reps and operations
and support staff teams are doing 
on a daily basis. That’s made us
very successful and helped us
grow that business. I have a keen
understanding of what it takes to
be successful in the Managed IT

space and I’m able to translate
that directly to customers and
personnel in my company on 
a daily basis. It’s not filtered
through two, three or four 
layers of management.

How did you make that transition
from a copier dealership to your
vision of a hybrid dealer?
BARTLEY: When we bought 
the company in 2007, it was a
10-year old company, and by 
the time we were done cleaning
house we started almost from
scratch. When we started we
were a copier dealership. The
first two years we weren’t selling
IT or phone systems, we were
just doing copier sales and serv-
ice. The people we hired were
copier reps, the techs we hired
were copier techs, and we hired 
a copier dispatcher and we were
set up just like a large [copier]
dealer. In 2010 when we decided
to move into the Managed IT
space we hired one specific tech-
nical person. For the first nine
months he and I were IT. We grew
from a zero to a one million dol-
lar Managed IT Services business
in a year. I was the sales engine
and he was the support engine.

How long did it take before you
felt comfortable that ImageQuest
was heading in the right direc-
tion after you acquired it?
BARTLEY: It was early 2010
when I realized we knew what
we were doing and were on the
right track. I knew from the get
go we didn’t want to be a copier
dealership, and I also knew we
weren’t going to do the things I
wanted to do, become a hybrid

Exploring the Managed 
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dealership—they didn’t call it that then—
and become a Managed Services provider
until we could understand the basic block-
ing and tackling of being a solid copier
dealer.
We had to have a base of customers and

a base of recurring revenue that came from
that print management business and we
had to have a base of employees who
understood how to deliver a good service
on a consistent basis regardless of whether
they were servicing copiers or servicing IT.
In June of 2010 I was at GreatAmerica
Financial Services, GreatAmerica
Leasing at the time, for their dealer coun-
cil meeting. We had a guest speaker there
and that’s when it hit me that not only 
do we know what we’re doing but we’re
ahead of the crowd. We’re smaller than
these other dealers, but we understand it
better than some of these bigger dealers.
They’re struggling to figure out what
their next move is. “Do we hire some-
body?  How do we get into this?”
We had already figured out how to get

into IT and how to sell it. That was a
watershed moment for me.

Does the Nashville market get your
Managed Services approach, I’ll assume
the answer is yes based on your growth?
BARTLEY: They do. Our largest compet -
itor came out in January of 2014 with 
an absolute blitz to the market on radio,
TV and print advertising Managed IT
Services. That’s done nothing but solidify
our position that we’ve had for 3½ years
that this is the way we’re going to be. It’s
everything I’ve been telling customers for
3½ years and now my biggest competitor
is out there backing me up by reinforcing
our message to our clients. We love it!

You don’t seem to lead with hardware on
your Website or place a big emphasis on
it like a lot of office imaging dealers do
even though it’s mentioned under the
Managed Print heading on your site,
what’s the reasoning behind that?
BARTLEY: In the early days our site was
a standard Structured Web copier dealer
site. In 2010 when we made the decision
to go in this direction we completely gut-
ted it and for about six months there was
no mention of copiers at all until one of
our sales people came to me and said,
“You have to at least say we sell copiers

on here because you’re killing me.” It’s
intentional to diminish that; it’s partly a
message for ourselves and partly a mes-
sage for our customers. We want cus-
tomers to understand that copiers and
printers are so freaking easy that anybody
can do it. Yeah, we do that too, it’s almost
an afterthought. Talk to us about the
important things about your business, the
network, the data, the security, and yeah
if you want us to take care of the periph-
erals we can do that in our sleep. 
That’s our message.

Who are your customers?
BARTLEY: Our target clients are 25-100
users (a knowledge worker) and folks who
appreciate that technology is an integral
part of their business. Our core clients are
those who recognize that technology is an
investment, not an expense. That’s where
we want to play, and those customers are
out there. If we can get them to feel that
way in the first 45-minute meeting, we
know they’re a good fit for us.

What have you found is the best
approach for introducing the Managed
Services concept to prospects who might
not be familiar with it?
BARTLEY: Most of our clients aren’t
overly tech savvy. Especially the decision
makers. This is something they know
they have to have; they’re a little bit
afraid of it. If they have in house technol-
ogy experts, they’re probably a little
intimidated by their message at times.
They know these technical employees
hold the keys to the kingdom. They’ve
probably questioned sometimes what
they’re being told and what they’re not
being told. They understand they need 

a technology budget. They might not
understand what that needs to look like,
why they need this new widget or latest
and greatest.
We’re able to take that and put that in

the hands of experts and sit down and
translate that technical jargon to business
speak. At the same time we give them a
fixed monthly number they can plug right
into their budget. That’s a compelling
story to a lot of decision makers who are
used to yo-yo pricing and being held
hostage to their technology because they
just don’t know. We’re able to break that
out for them and give them a playbook to
run their business, and marry their tech-
nology and their business strategy so they
are capitalizing on these investments.
They’re not going to stop making

investments, we’re going to help them
better understand what those investments
are and what those investments bring
them in terms of an ROI.

Tell me about how you got into offering
Managed Communications?
BARTLEY: We added it on in conjunction
with the Managed IT. We used to lump it
under Managed IT, but we’ve broken it
out to give clarity to our customers. When
we walk into your office we’re looking 
at everything that’s technological in your
office and plugged into the wall. Tele -
phones are a big piece of that, and the flip
side of that is for us to provide proper
Managed IT Services we have to under-
stand the carrier services—the Internet
and telephone lines in your building –
and a lot of times we have to help man-
age that and help you upgrade those 
services. From a sales perspective, that’s
where we find the money.
We have to find the money you’re

spending and we’re going to help you
repurpose the money for a better return
on investment. I’m not necessarily going
to save you money, I’m just changing
where you spend it. A lot of times those
carrier services contracts are where we
find that money. I might take that money
you’re spending on Internet services and
provide you with a much better experi-
ence at a much lower price and take that
savings and turn that into part of your
Managed Document Services contract. 

Exploring the Managed Services Business 
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In doing that, we’re also going to take a
look at the telephone systems contract.
That’s how we fell into the Managed
Communications. It all plays together 
and you can’t do one without the other.

What trends are affecting your business
positively and/or negatively of late?
BARTLEY: Remember the Managed Print
phenomenon of 2010 when it went from
one to two companies in town talking
about Managed Print to everybody doing
it? I think Managed IT has gone the same
way. In the last six to 12 months every IT
Services provider and every copier dealer
in town is “selling Managed Services,”
whether they actually are or not. What
that’s done is given it credibility in the
marketplace. You’re not the only guy
telling the customer that this is the future.
They’re hearing it everywhere and now
the easiest part for us is delineating our-
selves from the competition because
we’re that much better than the com-
petition here in Nashville.

What do you know now seven years after
starting ImageQuest that you wish you
had known when you started?
BARTLEY: I probably would have started
the IT on the second day instead of the
third year. I would also have been more
aggressive with my pricing and not in a
way that you think I mean. I would have
held my higher pricing earlier and com-
manded more margin for it from the get
go. It’s interesting in the IT world vs. the
print world; in the print world pricing is
dropping; in the IT world we increased or
right sized our prices four times in three
years because we realize the value that
we bring.

What’s your outlook for ImageQuest 
for the remainder of the year?
BARTLEY: We have a lot of good things
on the horizon; we have a pipeline of
good accounts, an energized sales force
that’s excited about the prospects, and we
also are in a market where Nashville has
not been adversely affected by the hous-

ing market or other down-market issues.
We’re number six in the country as far 
as our economic climate and we just hit
the top 10 list of places to live and we’re
one of the top five travel destinations in
the country. There’s a lot of good things
going on in Nashville and it’s a great 
time to be here. �

– By Scott Cullen

Exploring the Managed Services Business 
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Q 1: Tell us about your cartridge
collection and recycling programs.
Who are the participants, how
easy is it to participate, and what
are the benefits participants 
recognize?

TONERCYCLE-INKCYCLE:
Collecting and recycling programs
have been at the core (no pun
intended) of our business since 
the company was founded in
1992. In the earliest days, 

cartridges were picked up
from the end user, refur-
bished and then returned
to the same end user; a
very “closed loop” model.
Since then we have clearly
evolved and our strategies
have had to change as we
moved from a company
selling direct to the end
user, to a company that sells
nothing direct and operates
exclusively through resale
channels. Our current col-
lection programs are tailored
to the operational models of

our various customers/partners.
As examples, we operate collec-
tion programs designed to cost-
effectively recycle small volumes
directly from end users on behalf
of our resale partners, all the way
to programs where cartridges are
collected in retail locations and
then shipped in bulk to our recy-
cling center in Lenexa, KS. But
collecting the used cartridges is
only part of the recycling aspect.
Our processes include elimina-
tion of landfilling and full com-
pliance with ISO 14001 require-
ments. TonerCycle/ InkCycle has
been recognized as an innovative
leader in sustainability and recy-
cling practices within the after-
market and other manufacturing
industries.

MSE: Recently we rolled out a
comprehensive web-driven car-
tridge collection program for
both toner and ink jet cartridges.
We believe this is the easiest,
most turnkey dealer core collec-

tion program in the business,
enabling dealers to quickly set up
collection at the end user level via
pallet pickup, bin collection, or tag
programs. Dealers who collect
and aggregate their own cores can
also schedule pallet pickups for
themselves. There is no need for
either the dealer or end user to
sort or grade — just schedule the
pick up and let MSE do the rest.
The website at partner.mse.com
allows the dealer to login to our
partner portal and directly print
tags or order bins to be drop
shipped to their end customers.
The value of each shipment is
based on the type of cores coming
in and their condition. Our only
requirement for either the bin or
tag program is that at least 20 lbs
worth of cores are sent at once.
Additionally, we set up an end
user direct collection site that
dealers can use to refer users re -
quiring programs where they don’t
want to have any involvement.

Cartridge Collection & Recycling:
The Cornerstone of Sustainable Practices 
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Even as the number of printed pages continues to decline, developing sustainable business practices never felt
more relevant. New technologies are creating a shift towards a business model that is less hardware centric 
and more software oriented, and are forcing dealers to reconsider how they’ve done business. By embracing new

services and technologies such as MPS, Document Management, Managed IT and the Cloud, businesses are able to
stay ahead of the curve and offer true solutions and value to their customers. Furthermore, practices such as reusing
and recycling help cut down on costs and increase margins, in addition to positioning a company as environmentally
conscious. As a result, sustainable practices benefit not only the environment, but ensure the businesses themselves
have a future.

We have seen many OEMs introduce innovative products that reduce energy consumption and paper and toner waste. 
In some cases, OEMs are using recycled plastics. This month at ENX, we delve into the cartridge collection and recy-
cling programs. We speak to remanufacturers and one OEM to get a deeper understanding of our industry's efforts and
practices in one of the key areas of environmental sustainability. We would like to thank the following participants for
taking the time to contribute to this roundtable discussion.

Luke Goldberg, Senior Vice President, MSE Global
Scott MacKenzie, VP - Sales Operation, Canada, Clover Technologies Group
James P. Meyers, President, National Copy Cartridge
Brad Roderick, Executive Vice President, InkCycle, Inc.
Tom Walter, Director - Aftermarket Sales, Marketing & Operations, Toshiba America Business Solutions, Inc. (TABS)
Gary Willert, President/CEO, LMI Solutions

continued on page 48



GREATER PHILADELPHIA
EQUIPMENT COMPANY

Many More Models of Feeders
and Finishers available

Special Shipping
Discounts!

WE ARE OPEN

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

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

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

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

www.printcontrollers.com

3907 Nebraska Ave., Newportville, PA 19056

Please Call, Email or Fax
The Equipment You

Are Looking For!

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

l  Boards
l  Lasers
l  Fuser Units
l  Hole Punch Units

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

$195
$295
$295

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

Toshiba
Print/Scan  Enabler for 523/603/723......
Print/Scan Enabler for 520/600/720........
Print/Scan Enabler for 353/453.................
Print/Scan Enabler for 352/452.................
Print/Scan Enabler for 232/282.................
Print/Scan Enabler for 230/280.................
Print/Scan Enabler for 202L.......................
Print/Scan Enabler for 203L/233/283.....
Print Enabler for 230/280............................
KD1250 Fax Option ......................................
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................
Many More Options Available, Call For Pricing

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

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

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

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

$195
$295

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

Print/Scan 6001/7001/8001/9001.........................
Print/Scan Option 6000/7000/8000.....................
Print/Scan Option 5500/6500/7500.....................
Print/Scan Option 4000B/5000B...........................
Print/Scan Option 3500/4500.................................
Print/Scan Option 2051/2060/2075.....................
Print/Scan Option 2035/2045.................................
Print/Scan Option 2035E/2045E............................
Print/Scan Option 2510/3010.................................
Print/Scan Option 2550B/3350B............................
Print/Scan Option 3025/3030...............................
Print/Scan Option 3035/3045...............................
Post Script for Ricohs.............................Call for Pricing
Fax Option for MPC 6000/7500..............................
Fax Options for MPC 5502/3502............................
Fax Options for MPC 5501/4501............................
Fax Option for MPC 3500/4500..............................
Fax Option for MPC 2050/2550..............................
Fax Option for MPC 2000/3000..............................
Fax Option for MP 2550/3350.................................

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

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

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

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

$295
$295
$295
$295
$350
$295
$295

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

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

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

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

$295
$295
$195

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

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

Kyocera/Mita
Print Nic Scan for 6030/8030................................
Print Nic for 6030/8030..........................................
Print Nic Scan for 3035/4035/5035....................
Print Nic for 3035/4035/5035...............................
Print Nic Scan for 2530/3530/4030....................
Print Nic for 4530/5530..........................................
Scan Option 620/820..............................................
Scan Option for 1650/2050/2550.......................

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

$395
$395

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

Fax Option for 3035/4035/5035..........................
Fax Option for 3050/4050/5050..........................
Fax Options for KMC 2525E/3232E/4035E......
Fax Option for KMC 2520/3225/3232...............
Finisher DF 710 for 3050/4050/5050................
Finisher DF 730 for 3050/4050/5050.................

Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................
Finisher for C250......................................................

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

$295
$295
$295

$395

Canon
Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 7200/8500/105...................
Print Kit for 2020......................................................
Fax Opiton for IRC 2550/3080/3480..................
Fax Option for IRC 2880/3380..............................
Fax Option for IRC 3200/3220.............................
Fax Option for IRC 4080/5185.............................
Fax Option for 2200/2800/3300..........................
Fax Option for 2270/2870/3570/4570..............
Fax Option for 3025/3030/3035/3045..............

$295Fax Option for 3245/3235/3225..........................
Fax Option for 5070/5570/6570..........................
S1 Finisher for 2270/2870/3570/4570..............
S1 Finisher for 3025/3030/3035/3045..............

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

W2 Saddle Stitch Finisher for 5180/5185........
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This site is called Recycle 4 Cash,
www.recycle4cash.com, and allows end
users to send cores directly to MSE for
credit based on the same standards we
use for our dealers. The ease of this pro-
gram has greatly accelerated our core
uptake given that the number one chal-
lenge with core collection is the logistical
challenge to manage a program. We have
done all of this work for our dealers and
their end customers and the results are
already paying dividends.

TABS: Through our “Zero Waste to
Landfill” program, Toshiba has collected
more than 450 tons of e-waste thereby
eliminating this significant amount of the
environmentally harmful material from
filling open land. Last year alone our
company recycled almost 200 tons of
used toner products.
Through our partnership with interna-

tionally-recognized recycler, Close the
Loop, we accept other manufacturers’
spent toner consumables – the first com-
pany to do so. To completely simplify 
the recycling process for our customers,
Toshiba provides everything necessary
for them to dispose of their toner con-
sumables in an environmentally-sensitive
manner. Aside from offering recyclable
collection boxes, we provide the neces-
sary supplies, transportation and of
course, recycling costs.
Participants in Toshiba’s “Zero Waste

to Landfill” program further benefit with
the knowledge that their used toner con-
sumables are transformed into eLumber
to create such outdoor products as park
benches, fences and garden boxes for
community organizations including
Habitat for Humanity. Plastic from spent
imaging consumables is also used in the
making of rulers and pens.

CLOVER: Clover offers a wide array of
empty collections programs designed to
be the most rewarding in the empty car-
tridge collection industry. Throughout all
of its programs, Clover commits to
reward its participants with the most
competitive buy-back pricing on the
broadest assortment of empty cartridges
in the industry. Even more importantly,
rewards to empty returns are paid to users
in cash. This allows users to maximize
the return on their collections programs,
while also enhancing the flexibility of the
programs. Users can use cash earned
from their collections programs to fund
other areas of their businesses, or to sim-
ply drop to their bottom line, unlike some
OEM programs that only reward users
with credits toward other products.
Clover’s programs are built on a com-

mon, sophisticated IT infrastructure to
maximize ease of use, while allowing for
customization based on users’ needs.
Integrated recycling portals allow users to
manage their own programs, view current
buy-back pricing, order supplies, track
their collections, and use an online calcu-
lator to measure the positive environmen-
tal impact of their programs. All of these
important features are designed to maxi-
mize the transparency and flexibility of
Clover’s collections programs for users.

NCC: NCC collects empties from a wide
variety of sources. While our volumes
require much of our consumption to be
satisfied with empties brokers, our cus-
tomer base is a very consistent source for
empties. We make it easy for our cus-
tomers to recycle their empties providing
a credit for returned empties to us.

LMI: Launched in 2013, LMI’s exclusive
ZERO LANDFILL Recycling programs

provide resellers and end users with the
confidence that their print related con-
sumables will not be burned, exported to
third world countries, or end up in land-
fill sites in the communities we live. From
complimentary return shipping labels, to
oversized recycling boxes, to full pallet
return programs; LMI makes recycling
easy for dealers to deploy and even easier
with flexible programs available for end
users to recycle and reduce their carbon
footprint. Backed by industry leading cer-
tifications including R2 and ISO 14001,
LMI’s industry leading sustainability ini-
tiatives can be leveraged by resellers to
rebrand their current recycling programs
with the accreditation LMI has achieved.

Q 2: What area would you say has the
greatest room for improvement in terms
of environmental sustainability within
your company, and how are you imple-
menting such improvements through your
products, services, and company culture?
TABS: Sustainability has always been a
focus for Toshiba. Now more than ever
we are pursuing means to further enhance
our environmental stewardship as a com-
pany. To do so, we are focusing on four
key areas:
1. Greening of Products – working to
create products with the highest levels
of environmental performance. A
prime example is our e-
STUDIO306LP/RD30, the only multi-
function product (MFP) to implement
erasable toner, allowing users to reuse
the same sheet of paper multiple times.

2. Greening of Process – improving our
production processes in pursuit of
minimizing our company’s environ-
mental impact. As a result of this
approach, a large number of Toshiba's

Cartridge Collection & Recycling
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InkCycle, Inc.
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e-STUDIO products are now EPEAT
registered, the definitive global rating
system for greener electronics.

3. Greening by Technology – deploying
low-carbon technologies on a global
scale. Toshiba incorporates an array 
of features within its MFPs to help
mitigate climate change. For example,
we couple a low-temperature fusing
toner and Super Sleep Mode feature –
reducing power consumption to a mere
1.5 watts while in this mode – to sig-
nificantly limit power consumption.

4. Green Management – training
Toshiba employees to be eco leaders
with a focus on biodiversity. Toshiba's
goal is to have 2,000 trained Eco
Leaders globally by 2015. To keep
eco consciousness top of mind, the
company has created a global website
where employees can share eco 
activities and track progress.

CLOVER: In anticipation of important
changes in the legal landscape of the
remanufacturing industry, Clover has
invested millions of dollars in the devel-
opment and implementation of the most
sophisticated empty cartridge operations
in the industry.
Clover’s sophisticated operational 

procedures, supported by the company’s
innovative IT infrastructure, help the
company to ensure that its empties recla-
mation processes integrate seamlessly
with its remanufacturing operations. This
integration requires 100% traceability at
the item level on all cores collected by
Clover through its many collections pro-
grams, allowing the company to guaran-
tee to customers that its collections and
remanufacturing operations are fully
aligned with the First Sales Doctrine,
which necessitates that all remanufactured
ink and toner cartridges sold in the United
States are made using cores sourced in
the United States. With traceability built
into its empty core collections operation,
Clover fully indemnifies all of its cus-
tomers purchasing its remanufactured ink
and toner cartridges in North America.
As a company with a strong culture of

innovation, Clover is continuously making
improvements to its collections operations,
having added mobile phones, tablets, and
other electronics assets to its collections

portfolio in the last two years. This focus
on continuous improvement has helped
Clover become the world’s largest collec-
tor of empty cartridges. In 2012 alone,
Clover collected over 70.4 million car-
tridges and kept 49.9 million pounds 
of materials out of landfills as reported 
in the company’s 2012 Sustainability
Report. Clover is currently completing 
its 2013 Sustainability Report, and will
be releasing it later this year.

LMI: Industry research indicates that 60 –
80% of used print cartridges are placed
in trash cans and then go directly to land-
fill sites where it can take over 1,000
years for a print cartridge to fully decom-
pose. To combat this, every LMI toner
box includes a complimentary return
shipping label, so end users can easily
return every LMI cartridge for recycling
at no cost to the end user or LMI partner.
By doing this, LMI assumes full respon-
sibility for every cartridge they manu -
facture and distribute.
Moving forward in 2014, LMI plans 

to seize the opportunity to promote and
support the recycling behaviors of
resellers and end users. Although the
concept of print cartridge recycling may
not be a new concept to some, the real
world execution of recycling used print
cartridges still presents a huge opportuni-
ty for improvement. To support their cus-
tomers, LMI plans to expand their award
winning infrastructure services to grow
reseller awareness of recycling best prac-
tices, provide resellers with more tools 
to engage end users, and help resellers
brand their own recycling programs,
leveraging LMI’s investment and certifi-
cations including their exclusive ZERO
LANDFILL recycling programs.

TONERCYCLE-INKCYCLE: Since the ori-
gins, like any producer of truly remanu-
factured products, we have been engaged
in various forms of recycling. What
began as “recycling” has moved into
much higher forms of environmental 
sustainability. We became the first in 
the industry to take a holistic look at the
issue of “sustainability,” both in terms of
business and environmental aspects and
by continuing to drive newer and better
practices. In Q2 2014, we are launching

an entirely new division, “Consumer
Products Group,” that is focused on new
products that are designed to improve the
lives of people. Our first product launch
includes a product made from recycled
material. The next generation (already
developed) takes this a step further in the
area of reuse and reduce. Right now, this
remains under wraps and in beta test, 
but the sales results are impressive.

MSE: MSE is an ISO 14001 company
which means that environmental sustain-
ability and continuous efforts to mitigate
our footprint is engrained into our corpo-
rate culture. You will even see this mani-
fested in our break rooms, where we
have separate recycling bins for plastics
and other waste. Going forward, an area
of great focus will be the ability to
“intelligently re-use” our own cores and
more OEM parts. For some time MSE
has endeavored to re-use many critical
OEM parts such as mag rollers, DVR
rollers, etc. This was done foremost to
provide the highest quality product due
to the fact that, in many instances, the
quality of OEM components is superior
to aftermarket replacement parts. In addi-
tion, the more we can re-use our own
cores, the more we promote reuse, plus
we have the benefit of increasing our
base of available cores.

NCC: As a remanufacturer, we take our
mission seriously, to reuse as much as
possible from all incoming streams. We
have engineered our products to recon -
dition as much of the original cartridge 
as possible and limited the inclusion of
aftermarket items to what is truly neces-
sary to replace in order to ensure quality.
An area of continued focus for NCC is 
in our packaging. We reuse as much
incoming packaging materials as possible
and we are continuing to reengineer our
packaging to improve density without
compromising the protection to our prod-
uct. This allows us to ship more product
with less space reducing shipping costs.
All items that cannot be reused are recy-
cled if possible with the balance going 
to R2 or ISO qualified facilities.

Cartridge Collection & Recycling





According to Paul Simon,
there are 50 Ways to
Leave Your Lover, but

when it comes to your company,
there are only Six Ways to Exit
Your Business.
Over the past 24 years, my

company, Corporate Finance
Associates, and I have been help-
ing business owners exit their
businesses. In that time, we have
helped (literally) hundreds of sell-
ers sell all or part of their busi-
nesses. Virtually all of our selling
clients were privately held and
more than 75% would be classi-
fied as “family operated” enter-
prises. In each instance, we assist-
ed our clients in exploring all of
their exit options; in many cases,
we helped them pursue multiple
exit strategies in order to increase
their odds of a successful exit.
In my last article in ENX

Magazine, I mentioned the survey
showing 90% of business owners
hoped to transfer ownership of
their business to their heirs or
employees, but less than 75% of
business owners surveyed had any
specific exit plan outlined. What I
have learned during my 24 years
in the M&A industry is, while
there are a variety of exit meth-
ods/plans, we can really boil these
down to the aforementioned Six
Ways to Exit Your Business.
In this month’s article, I have

outlined and explained each of the 

Six Exit Methods. In future months,
I will delve deeper into several of
these methods and outline how to
actually implement the strategy. 
I will also discuss how you can
determine which exit method is
the best for you, based upon your
own wishes and desires. For now,
let’s take a look at the Six Ways 
to Exit Your Business:

1Procrastinator’s
Special

This is the first and probably easi-
est way to exit your business. It
requires no planning, no prepara-
tion, and no responsibility on the
part of the owner. What is the
“Procrastinator’s Special”? Your
plan is to run the business until
you die, then let your heirs and/or
your/their attorneys sort things out
after you are gone. Some liken
this method to the old saying
about “dying with your boots on.”
With the Procrastinator’s

Special, you, the business
owner/operation, have no worries
and no concerns. Someone else
will tend to any exit/transitional
problems after you’re gone. This
is the simplest exit strategy and
works well if you also enjoy leav-
ing decisions up to your attorney
after you’re gone.

2Run &
Liquidate

The second way to exit your 
business is to decide to run your
business until you are ready to
retire, then you liquidate the
assets of your business and you’re
done. This is different from the
Procrastinator’s Special since you
will actively be involved in the
exit process. You run your busi-
ness for as long as you want.
Whenever you are ready to retire,
you literally “close the doors” on

your operations and sell off the
remaining assets of the business.
This is a tried and true method

for many businesses, especially
those companies which may have
no intrinsic sale value and owners
without any heirs or key employ-
ees interested in the business. You
see many small retailers exit their
businesses in this manner.

3Sell It to Your
Heirs/Insiders

Selling your business to your heirs
or company “insiders” (generally
employees, but not always) is the
third way to exit your business, and
the first choice for most business
owners. When we work with our
clients, their first inclination is
always to find a way to have their
children, siblings, or key employ-
ees acquire the business from them.
The best way for this to work is

with a great deal of planning and
discussion among the sharehold-
ers and those they designate to
acquire the business from them.
Many owners assume their chil-
dren or employees want to acquire
the business, but that isn’t always
the case. We have also seen situa-
tions where owners looked to sell
to outsiders without realizing their
kids or employees actually were
interested in owning the company.
Good, open (and honest) discus-
sions among the owners and their
heirs/employees is the key to this
process.
Perhaps just as important, both

sides have to have a clear vision
and agreement on valuation expec -
tations AND the buyers must have
the financial wherewithal to acquire
the business from the sharehold-
ers. Unfortunately, financing the
transaction is often a stumbling
block to this exit methodology.

The Six Ways to
Exit Your Business

e n x

Jim Zipursky Exit Strategy
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4Give It Away
The fourth way to exit your
business involves literally giv-
ing your business away to your
heirs or insiders. Of course,
this method only works for
business owners who do not
need to benefit financially
from the transfer of their busi-
ness and for business owners
who have heirs/insiders who
want the business and are
capable of running it.
Just as with the idea of sell-

ing the business to your kids
or employees, the most critical
component of this process is 
a detailed discussion with 
your successors about their
true interest and motivation 
for acquiring the business from
you, the owner. Assumptions
should never be made; options
need to be discussed and ideas
and objectives confirmed and
validated.
Obviously, the third and

fourth exit methods only work
in situations where the owners
have heirs or key insiders who
actually want to acquire the
business. If the shareholders
have no heirs or key employ-
ees who can succeed them and
help with the exit, the share-
holders must consider options
one, two or six.

5Sell To An ESOP
After selling the business to
their heirs/employees, selling
the company to an ESOP
(Employee Stock Ownership
Plan) is the second most “pre-
ferred” exit for most business
owners. Generally speaking,
selling to an ESOP is a differ-
ent process than selling to your
kids or employees. There are
significant tax advantages for
the shareholders to sell the

company to an ESOP, but
there are also many regulations
which must be followed as
well. Because of the complexity
of ESOPs, my firm, Corporate
Finance Associates, has a team
who specializes in nothing 
but ESOP transactions.
What many do not realize 

is you may set up an ESOP 
to acquire your business over
time, so long as you sell at
minimum of 30% of the com-
pany to the ESOP on the initial
sale. Selling to an ESOP can
be a boon for both the share-
holders and the employees.
As with the 3rd exit method,

selling it to your kids/employ-
ees, funding or financing a
sale of the business to an
ESOP is not a simple matter.
Financing options should be
considered as early in the
process as possible.

6Sell To An
Outsider

The sixth and final method for
exiting your business is to sell
it to an outsider. These are the
deals you read about in ENX
Magazine or the Wall-Street
Journal. This exit strategy
involves selling to someone
other than family members 
or employees.
Generally speaking, out-

side buyers may be divided
into three groups: individual
acquirers, strategic acquirers
and financial buyers. Individ -
ual acquirers are buyers who
will buy the business and run
the company themselves. 
They may or may not have any
relevant industry experience.
Generally speaking, individual
buyers acquire smaller 
businesses.
Strategic acquirers are buy-

ers who are already actively
involved in the industry or
related industry of the company

they are acquiring. For example,
when Carolina Wholesale
acquired Arlington, that was 
a strategic acquisition. Texas
Imaging Systems acquiring
Peters & Bauer is another
example of a strategic acquis -
ition. Strategic acquirers will
make acquisitions of small,
mid-size and large companies,
but in general, big companies
acquire other big companies
and small companies acquire
other small companies.
Financial acquirers are buy-

ers who may or may not have
any experience in the industry.
They acquire the business to
help it grow so they may resell
the business in the future to
receive a return on their in-
vested capital. Private Equity
Groups like Golden Gate
Capital (who acquired Clover
Technologies and West Point
Products) and CounterPoint
Capital (who acquired Parts
Now) are examples of finan-
cial buyers.
Generally speaking, finan-

cial buyers are most interested
in profitability and growth.
They use leverage (bank debt)
along with investor capital to
complete their transactions.
Also generally speaking,
financial buyers are not inter-
ested in running the company
and require the selling company

to have a good management
team who will remain to 
run the business after a sale.
Most financial buyers look to
acquire companies who have
at least $2 million in profits.
That’s it, the Six Ways to

Exit Your Business. There may
be other methods, but based on
our experience, those are just
variations of these Six Ways.
As previously mentioned,
future articles will delve deep-
er into these exit methods to
help you determine which
option(s) is best for you given
your specific situation. At the
end of the day, not all of these
exit strategies will work for
every business, but we always
suggest our clients consider 
all of them before settling on
their preferred strategy. �

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

parts, along with their Inside
Sales Manager. A customer had
called in to ask about a particular
engine wiring harness. The 
salesperson explained that, yes,
the harness would work on his
engine just fine. Right as the cus-
tomer was about ready to buy, the
salesperson said, “However, it’s
not designed as a stock replace-
ment harness; it won’t work on
your original 2000 Camaro.”
The customer stopped and 

said that what he wanted was 
a stock replacement harness for 
his Camaro, and the salesperson
explained that this harness was
designed to swap the engine into
an older car and wouldn’t support
all the functions of the Camaro’s
system. The customer thanked
the salesperson and hung up, and
the Inside Sales Manager came
unglued. He referenced one of the
worst outdated sales techniques
you can use, and if you’re using
them, you’ll want to STOP now.

1. “Never answer the question
the customer didn’t ask!” is
what the Sales Manager yelled
at the poor salesperson. He
said, “If you hadn’t volun-
teered that information, he’d
have bought it.” The salesman
was a rookie, so I stepped in.
“If he’d bought,” I said, “that
harness would have come right
back to you as a return, and the
customer would have been
upset. What’s your win there?”
As the manager stammered, I
said, “Or worse, he’d have tried
to cut into and modify the har-
ness to make it work, it still
wouldn’t have worked, and
then he couldn’t return it OR

use it, and he’s out $1,000.
How does that help anyone?”
“Never answer the question the
customer didn’t ask” is an old
canard that’s built around “get
the order at all costs, and to
hell with what happens after-
ward” transactional sales. It’s
old and outdated. Your role is
to help the customer reach a
successful buying decision. So
here’s your new rule: If it is in -
formation the customer needs
to know in order to have a suc-
cessful result, give it to them,
whether they asked or not.

2. The “take away” close. The
way this one works is that, at
closing time, you say some-
thing like, “You know, you
really shouldn’t buy this (for
whatever noble reason).” The
idea is that the customer now
wants it so badly that he will
then justify why he should buy
(and deserves to own), and in
so doing, sell himself on the
product. Here’s the problem. 
If you’ve been selling correct-
ly, you’ve built up a lot of trust
and credibility with the cus-
tomer. Based on that, when you
use the “take away,” one of
two things will happen. First,
the customer will believe you
because of the credibility and
trust – which means that you
lose the sale (or you end up
having to re-close, which
makes you a liar).  Second, 
the customer sees right through
the tactic, realizes that you’re
lying, and walks. Neither is
good. Just play the close
straight. Only take it away if
you’re really going to take it
away; i.e. it’s not a good 
purchase for the customer.

3. Never ask a question to which
you don’t know the answer.
This is the old “lawyer’s tech-
nique,” and basically it means
that the salesperson is scared
to death of being surprised by
the answer to a question. There
are two problems with this phi-
losophy. First of all, you must
ask questions to which you
don’t know the answer to prop-
erly discover and interpret
needs – and be prepared for
surprises and for the call to go
in directions you hadn’t antici-
pated. Second, by the time the
lawyer gets into the courtroom,
the witness has already been
questioned – numerous times –
and the lawyer already knows
what the witness is going to
say. That’s not the case in a
sales call. Not asking questions
to which you don’t know the
answer means that you’re fear-
ful. Drop the fear and do good
customer discoveries – that’s
the best way to sell today.

4. The salesperson should seek
to control the customer and
the sales process. First of all,
any salesperson who believes
that he has “control” over the
customer is fooling himself.
The customer can always
remove themselves from the
process. Whatever control we
have is more aptly referred to
as “influence,” and is shown by
the customer allowing or ask-
ing us to direct parts of the
process. Seek influence, rather
than control, by respecting 
the customer’s intelligence,
showing your expertise, and
working side by side for a 
successful result.
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ACM Technologies Inc. 69
Phone: 800-722-7745
www.acmtech.com

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

Arlington 49
Wholesale Distributor of OEM
& Compatible Imaging Supplies
& Office Machines
Phone: 800-887-3040
Fax: 847-689-1616
www.arli.com

Aster 41
Phone: 562-404-9315
Fax: 562-404-9570
usasales@goaster.com

BEI Services 6
Phone: 307-587-8446
www.beiservices.com

CompTIA 68
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 54
For your Canon & HP Parts 
& Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com

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

DocuWare Corporation 36
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 67
Copiers/Printers Parts & Supplies
Phone: 800-832-6522
Fax: 859-281-6328
www.ebmky.com

EpartsRoom 55
Cost Effective Solutions for 
Circuit Boards & PCB's, Hard 
Drives, Fuser & Fixing Parts, 
Finishers and Sorters
Phone: 877-503-7278
www.epartsroom.com

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

Frontier Imaging 51
Distributor of Copier, Printer 
& Fax Supplies
Phone: 888-530-8811
Fax: 310-898-2788
sales@frontierimaging.com
www.frontierimaging.com

Funnel Maker 53
Phone: 888-823-0006
www.mpsandit.com/funnelmaker

Future Graphics 27
Phone: 1-800-394-9900
Fax: 1-800-394-9910
www.fgimaging.com

GE Capital 25
Phone: 203-749-6011
Aaron.Kingi@gecom
Phone: 203-749-2133
Engelbert.Herrera@ge.com
www.geasset.com/copiers

Greater Philadelphia 
Equipment Co. 47
Copiers, Accessories, Fax 
Options & Print Controllers
Phone: 215-788-7111
Fax: 215-788-4445
gpec1@verizon.net
www.printcontrollers.com

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

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

ImageStar 45
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impression Solutions 7
Full Line Kyocera Copystar 
Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Industry Analyst 55
Phone: 585-232-5320
www.industryanalysts.com

Intercom Exporting Inc 51
Minolta Copiers, Parts & Supplies
Phone: 800-960-1119
Main: 954-978-2121
Miami: 305-757-7878
Fax: 954-978-2412
sales@intercomcopiers.com
www.intercomcopiers.com

ISC 57
Phone: 941-961-7897
www.ISC-Inc.org
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Jamex 49
Copier/Printer/Fax Vending 
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Managed Print Services
Association 65
greg.walters@yourmpsa.org
www.yourMPSA.org

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

Midwest Copier Exchange 39
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
sales@mwaintel.com
www.mwaintelligence.com

Nation Wide Repair Service 33
Complete Office Equipment Repair
Service
Phone: 866-655-8676
Tech Support: 800-798-1814
www.nwrsinc.com

Niche Equipment 30
Office Machines & Supplies
Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 37
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
info@nuworldinc.com
www.nuworldinc.com

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

Power eCommerce 29
Phone: 800-231-9966
Power-eCommerce.com

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

Q2 Products 31
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 55
The Worlds Leading Toner
Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736
sales@seinetecusa.com
www.seinetecusa.com

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

Supplies Wholesalers 70-71
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Toner Cycle-Ink Cycle 23
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

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

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

Union Technology (UTec) 43
sales2@utec.com.mo
www.union-tec.com

Value Image Products 53
Phone: 909-325-6077
sales@usvipinc.com
www.valueimageproducts.com

World Of Fax 61
Fax, Copiers & Laser Printer Parts
Specialist
Phone: 1-800-634-9329
1-866-FAX-PARTS
WorldOfFax.com
CopierPartsStore.com
CopierPartsStore.com
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Business Card Directory

Call
Now

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

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

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

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

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

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

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

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

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

USA, North & South America Welcome

Used
Copier Sale 

303-465-3134
TRI RESOURCES INTERNATIONAL

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



We Saw It In ENX Magazine June 2014 l www.enxmag.com • 61

JUNE 2014

Business Card Directory

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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Classified Ads

Calendar

Toners 2014 Conference
June 2-4/Santa Barbara, CA
www.TonerConference.com

Transform Global 2014
June 2-4/Louisville, KY
www.conference.photizogroup.com

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

6th Receipt Printing, 
Barcode Printing, POS 
Equip & Tech Expo
Sept. 25-27/Shanghai, China
www.chinashexpo.com

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

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!

aNO MINIMUM ORDER  
aMICR AVAILABLE
aBLIND DROP SHIPPING  
aNEWEST RELEASES

Made In
The U.S.A. 
Since 1994aWE BUY EMPTIES

aRE-BUILD YOUR EMPTY PROGRAM SAVE!
All of DPI products are

manufactured 100% in the USA!

Same Day & Blind Drop Shipping!

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

www.directpreciseimaging.com

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).

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

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

MARCH 2014 RELEASES  
•  Dell B2375 Monochrome and MICR
•  Dell B3460 20k  MICR or Dell B3465 20k MICR
•  Okidata C530/MC561 High Capacity Colors

FEBRUARY 2014 RELEASES  
•  Dell 2330/2350 9k/15k/18k Extended Yield
•  Dell 2330/2350 Extended Yield - MICR
•  Dell 3330 or 3333 18k Extended Yield
•  Dell 5230 36k Extended Yield MPS
•  Lexmark T-650 or X-651 36k Extended Yield MPS
•  IBM 1832 and 1850 36k Extended Yield MPS

JANUARY 2014 RELEASES  
•  Xerox WC 5325/5330/5335 Drum unit
•  Lexmark E-260 Extended Yield MPS 
    (MICR or Monochrome) 

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

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com
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Fuser Modules
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Last month we learned a whole bunch about the 7328
family fuser modules and the fusers of the models
which came before. We checked out the differences

and similarities between the four versions of the fuser which
came out over the years. We also covered the pin-outs of the
fuser’s connector so you’d know which pins to check across
to test the lamps and other components. Then we started into
the instructional on how to take one of these fusers apart to
rebuild it and save some money in the process. This month,
we’ll recap steps 1-4, and go into depth for the rest of the
instructions.
Let’s get right into it. Here were the first 4 steps in a 

nutshell. These steps were given with more detail in last
month’s article where you’ll also find the first 5 photos.
1. First we Removed the “Front End” cover (2 screws)
2. Next we removed the “Rear End” cover (2 screws)
3. Then the Exit Baffle (2 screws)
4. Followed by the “Exit Pinch Roll Baffle” (2 screws)
Now for the 5th step and beyond!
5. Remove the Inner Cover by turning the fuser so that

the Inner Cover
is facing upwards
and remove 
2 screws (see
Photo #6).
6. Flip the fuser
over again and
remove the
Outer Cover.
You’ll need to
remove 2 screws
(see Photo #7),
remove the rub-

ber caps from the Pressure Tower Screws at either end
of the fuser, and pop the cover off of the frame near the
Pressure Tower Screws at either end (see Photo #8). 
It will then lift up and off with a little jiggling.

7. Now that the fuser is pretty well stripped down, it’s
high time to remove the 2 Fuser Heat Lamps. This is
best accomplished by disconnecting the 2 lamp terminals
at the rear end, and the 2 terminals at the front end.

Next remove the front heat lamp
holder bracket (1 screw). Now
you can slide the two heat lamps 
out through the front end.
8. Next you’ll want to remove
the Thermistor / Thermostat
Assembly. Start by going to the
rear of the fuser and disconnect-
ing the white and blue thermistor
connectors, and the fuser lamp
return connector (the large white
connector with the thick black
wire). See Photo #9. Remove the
thermistor and lamp return wires
from their wire guides on both
the front and rear ends of the
fuser. Then remove 2 screws 
and the Thermistor / Thermostat
Assembly will come off for you.
9. Re-tape the thermistor
heads. This is important because
if the tape wears all the way

through, damage can happen to the thermistor and also
to your new Heat Roller’s surface. You can use Kapton®

Tape or K250 (1/2 inch width is good here). It’s impor-
tant to remove the old tape very carefully from the head
of the thermistor. Use a good sharp razorblade, always
cutting outward (don’t cut in towards the padding), and
be careful not to damage the foam pad or wires under
the tape. Then put only one layer of tape over the ther-
mistor’s head, and anchor it with another piece of tape
going around the base in the opposite direction (see
Photos #10, 11, & 12).

10. Take off the Fuser Entrance Guide, which have 2
short screws with washers under them.

Britt Horvat Technical Tips

continued on 68

Repairing and Rebuilding the Fusers for the (WorkCentre®)
WC-7328, 7335, 7345, & 7346 Series, 7228, 7235, & 7245 Series,
and C32 & C2128 Series

PHOTO 6: Inner Cover (2 screws)

PHOTO 7: Outer Cover (2 screws)

PHOTO 8: 
Pop cover off of frame

PHOTO 9: 
Thermistor Connectors

PHOTO 10, 11, & 12: Re-taping the Thermistors’ Heads
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11. Next you will remove the Stripper Plate / Exit Pinch
Roll Assembly: Release the two springs which tension
the Stripper Plate (see Photo #13) and then pivot the
Stripper Plate / Exit Pinch Roll Assembly until it can 
be extracted from the metal shaft it pivots on (see Photo
#14). Now clean the edge of the Stripper Plate very 
gently. The newer models have a thin Teflon-like coating

which is easily dam-
aged. On this kind you
can use your fingernail
to scrape the edge
carefully. You want to
remove any residual
fused toner while tak-
ing care not to damage
the coating. Older
models had a metal

plate without the coating and on that kind, you can 
gently scrape with the blade of a flat-head screwdriver.

12. Take careful note of how far the
Pressure Screws are screwed down
to the frame.You can either mark the
screws or count threads exposed below
the frame, so you can return them 
to the same pressure later when you
reassemble the fuser (see Photo #15).
13. Now for the Pressure Sleeve
Assembly. Back out the two pressure
tower screws carefully and remove
them. Next pivot the Pressure Sleeve
Assembly up and off. It might prove
helpful later if you first study how
the pressure sleeve assembly’s metal
tension arms pivot on metal studs 
and also how the pressure sleeve
assembly sits into the tension arms.
14. Replace the Pressure Sleeve if
it’s damaged. Note that the pressure
sleeves often look wrinkled or twist-
ed after only a short time in use, and

this is not always a signal that the sleeve is bad. Make
sure there is adequate lubrication inside the sleeve. The
recommendation is to put a small amount of high tem-
perature grease on the plastic parts which contact the
inside of the sleeve, but avoid getting too much grease
on the pressure pad portion of the assembly.

15. With the pressure off, you can now easily remove the
Fuser Heat Roller by removing the Retaining Clips from

either end of the Heat Roller. Check the Fuser Drive
Gear for wear and the Heat Roll Bearings to make sure
they’re not seized up. Install a new Fuser Heat Roller.

16. Reassemble it all. Pay special attention to the pressure
screws. Return them to the same position they were 
in before you removed them. Uneven or overly tight
pressure can cause wrinkled copies, while inadequate
pressure can cause jams and poor fusing of the image.

Now let’s look at how to reset the Fuser Count for each 
of the models.

FUSER COUNT RESET PROCEDURES:
• C32 version: 008R12904 / 126K13940 (110 volts),
(008R12905 / 126K14890 for 220 volt version) For
Models: C32/40, (DocuColor) DC1632, C2240, C3535,
& (WorkCenre) M24, M32/40, Pro32/40. Hold down the
‘9’ and the ‘AC’ buttons simultaneously. Select ‘Yes’
when the machine asks if you replaced the fuser.

• C2128 version: 008R12933 (110 volts), (008R12934 for
220 volt version) For: (WorkCentre Pro or CopyCentre)
C2128, C2636, C3545) To get into User Tools mode,
Press the ‘Access’ button. Then use the default User
Password ‘1111’ (4 ones) and press ‘Login.’ Press ‘More,’
and then look for “Supply Management.” Select the part
whose counter you want to reset and follow the prompts
(it’ll ask you if you replaced the part, touch ‘Yes’).

• 7328 version: 008R13040 (110 volts), (008R13028 for
220 volt version)  For: (WorkCentre) 7228, 7235, 7245,
7328, 7335, 7345 
OR… 7346 version: 008R13055 (110 volts),
(008R13056 for 220 volt version) For: (WorkCentre)
7346 only. First enter diagnostic mode (CE Mode): Hold
‘0’ for at least 10 seconds, then press ‘Start.’ At the pass-
word prompt, enter ‘6789’ followed by ‘Confirm.’ Now
press the ‘Machine Status’ button. Choose the Tools tab
and then choose the following from left to right: System
Settings, Common Service Settings, and then in the right
column, scroll down and touch Maintenance / Diagnostics.
Scroll down and touch the button for Adjustment / Others.
Choose ‘HFSI Counters’ (High Frequency Service Items).
You’ll be prompted for a Chain-link number. Enter ‘954-
804’ and press ‘Confirm.’ The current fuser count will
show up. Touch ‘Reset Current Value’ followed by ‘Reset.’

Congratulations! You’ve given your fuser new life. Have 
a good month and we’ll reconvene next month for some 
new adventures.

Xerox 7328 Family Fuser Module
e n x   

PHOTO 15: Note how much
of the Pressure Screws are
below the frame by mark-
ing or counting threads.

PHOTO 15: 7328 CRUM
Board

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 13 & 14: Release springs & remove
the Stripper Plate
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Printer Tech Tip

TECH TIP
HP LaserJet Enterprise
M806 Printer - Incorrect
Service Mode Pin
ISSUE: The Service Mode Pin for the HP LaserJet Enterprise
M806 (documented as 10080613) will not work on models
that were manufactured during the first several months of 
production.
The Service Mode Pin for these models was mistakenly 

set on the printer as 10086013.

SOLUTION: Starting with shipments in March 2014, the
Service Mode Pin has been corrected to 10080613.
To simplify how to know when to use the correct Service

Mode Pin, and not try to associate Pin numbers with serial
numbers, use the following method.

•   When trying to enter Service Mode, first try entering
10080613.

•   If that does not work, then enter 10086013.

NOTE: Updating to newer firmware will not reset the Service
Mode Pin. It will remain as it was initially defined as. �

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

5. The Up Front Contract.
Essentially this is a technique
where you open the sales 
call with a closing question
designed to lock the cus-
tomer in with “intent to buy
if things are right.” This can
range from the car salesman’s,
“Are you here to buy a car
today?” to, “If you like what
you see today, is there any
reason we can’t move for-
ward?” The problem with this
question is that it occurs at the
start of the selling process,
before you have built any
trust or equity with your cus-
tomer, and before you have
earned the right to ask a clos-
ing question. At this point
your customer knows nothing
of your offerings nor your
pricing, and many times their
needs haven’t been defined
and matched to a product or
a service – and you’re asking

a closing question? Ridiculous.
Besides, if the customer says
“yes” to the question and
later says “no” to moving for-
ward, the only thing you can
do is whine anyway. Don’t
worry about the buyer’s
intent until the buyer has 
a reason to have intent. If
they are seeing you, they are
Motivated to enter a buy-
ing process – but that’s all.
All of these techniques have

one thing in common – they
are designed to maneuver and
manipulate customers into
places that they don’t want to
be.  If you’re using them, the
‘70s called and they want their
sales techniques back. �

Troy Harrison is the author of
“Sell Like You Mean It!” and he
can be reached at 913-645-3603,
e-mail TroyHarrison@
SalesForceSolutions.net, or
visit www.TroyHarrison.com. 

Outdated Sales Techniques
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Technical Tips

SUBJECT:

Toshiba 2830C

Q:I have one of these that isn’t recognizing the large lower tray.
I’ve tried putting 08 255 to 3 but it keeps
going back to 0, which is auto detect, but
it still won’t see it. I checked the con-
nection on both the machine and the
LCF— is there a disable setting that turns
it off if there is a problem? I didn’t see
any error code when I printed the list.

A:05 and 08 codes are different on that machine. 08 255 on that
machine is 08 4105. Try that and see
what happens.

Q:No luck. I think I’m going to try it on another machine and 
see what happens.

Q::It was the machine’s side harness; it had a break in it. 
I replaced it and all is good.

SUBJECT:

Copystar 2560

Q:: Copies are dirty with a lot ofbackground. I cleaned the main
charger but that didn’t help. I replaced
the drum, but that didn’t help either.
Any ideas? Thanks in advance for 
any suggestions.

A:When you replaced the drum,was it a new drum unit, and did
you also do the main charger assembly
with the drum unit? Have you cleaned
the optics? Did you do an internal print
to see how it looks compared to a copy?
What is the total page count on the
machine? Have you checked the T/S
roller assy., checked, dumped and
cleaned the developer unit, reloaded
with genuine Copystar TK-679 toner
and run sim 130? Do you know the 
history of the machine?

A:Does it go away on long runs of20 or more?  If so, jam up the

side door switch and shine a flashlight
onto the OPC drum looking at the top 
of the unit. Power on and see if you can
see a slight curtain of toner falling down
from the cleaning area.

If so, it will probably need a new charge
board. Regards.

Q:Machine history is total count92000. I replaced with a new
drum and a new main charger. Transfer
roller looks good. It does have compati-
ble toner.

A:I had the same problem with acustomer’s 2560. They bought 
a cheaper compatible toner from a big
box store. Switched to OEM toner and
copy looks great. Compatible toner is
not worth the trouble.

A:I would try an OEM toner cartridge. Have had nothing 
but trouble with aftermarket toner on
Kyocera!

A:Darn it. Problem after problemwith compatible toner on Kyocera
products. Techs come here asking about
terrible copies about once a week and
it's always the same answer. Split your
toner section, dump out all the toner and
then install OEM toner and do sim 130
to calibrate. Problem gone.

Q:I am going out there with OEMtoner on Tuesday. I will post the
results soon.

Q:Sure enough, I cleaned the DV and installed OEM toner.
Beautiful copies. Thanks all.

A:I had the same copy quality problem last week on one of
these, and guess what it was??? OEM
toner was bad. This machine has never
seen anything but OEM toner, as I sold
it new and supply the toner under a
service contract. Sucked it out and 
problem solved.

SUBJECT:

Ricoh Aficio 2022

Q:How can I reset the message for PMwithout replacing the drum unit?

A:It resets when you do a developercalibration/initializer.

A:I looked through the book andfound SP7804 resets PM count 
to 0.

SUBJECT:

Canon IR 2870

Q:I have a problem during start up.This copier will just start to load
and never does. Now, if you turn it off
and try again, it works, but only some-
times. If you open the finisher and reset
it, it works sometimes. The customer told
me about one year ago he had someone
replace a board but he is not sure which
one, and I am not sure either. Has any-
one had this problem before and could
point me into the correct direction? The
customer is not willing to pay for trial
and error of board replacement.

A:I would take the memory dimmsoff and clean the contacts, and
also reformat the hard drive.

A:I would reload the system soft-ware. But do not format the drive
unless you have the software and utility
to reload it. If you just format the hard
drive it will not work at all. �

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

1408 Versailles RD.
Lexington, KY 40504

Ph. 800.832.6522
Fax 859.281.6328
www.ebmky.com

The PRODUCTS you want, the SERVICE you deserve!

Authorized Parts Distributor

New OEM Parts
Fuser Exchange

Printhead Exchange
Tech Support

Transfer Belt Assemblies
Printhead Exchange

Fusers purchase or exchange
M/A Kits purchase or exchange

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

ROYAL®












