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Here’s another year that
may not go down as the
biggest year in the office

technology industry from a news
standpoint through the end of
October when this article was
completed. Still there are a few
notable stories as well as a note-
worthy acquisition to report.
Some readers may describe these
stories as business as usual and no
doubt much of this is business as
usual. With that disclaimer out of
the way, here’s our take on the
Top 10 Stories of 2013. 

1. Anger at the
Aftermarket.
Whether it’s Lexmark’s never-
ending battles against remanufac-
tured toner suppliers or Canon’s
big win this summer against this
group as the result of a General
Exclusion Order (GEO) by the
U.S. International Trade Commis -
sion regarding certain toner car-
tridges and photosensitive drums
sold for use in Canon and HP
laser printers, OEMs are serving
notice to aftermarket suppliers that
they will not be trifled with. Even
though the OEMs may be fed up
with what they deem infringements
on their intellectual property, there
are still big bucks to be made in
the aftermarket. We’ll continue to
see the OEMs win their share of
battles in the courtroom, but it’s
anybody’s guess who’s ultimately
going to win the war.

2. Sharp Imaging and
Information Company 
of America defies the
doubters. 
Going back a year, this isn’t
exactly what we thought we’d
have to say about Sharp in late
2013, even though we figured

they’d end up somewhere in the
Top 10 Stories of 2013. Beginning
last year and continuing into this
year one couldn’t ignore the
rumors circulating that Samsung
was on the verge of acquiring
Sharp; however, those rumors
were laid to rest earlier this year.
Of course the financial difficulties
of Sharp’s parent company in
Japan planted the seeds for those
rumors, but despite those financial
issues, Sharp’s office technology
business had a reasonably good
year in 2013, at least in the U.S.
One might attribute some of that
to credible products, Sharp’s
Promotion Plus pricing, and a
dealer channel that was able to
overcome the vicious rumors cir-
culating throughout the industry
about Sharp’s premature demise.

3. Samsung becomes a
force to be reckoned with. 
They’ve got product, they’ve got
Tod Pike, formerly of Canon, and
they are winning the hearts and
minds of a growing number of
dealers. Will they displace some
of the other second-tier players
(no disrespect intended) in the
industry, or will they make a land
grab from some of the upper tier
players as they grow their product
line? It’s too soon to tell, but if
the early returns among the dealer
community are any indication
with many big name dealers pick-
ing up the line, Samsung is an
office technology supplier not 
to be trifled with. 

4. The office technology
industry takes on the
patent trolls. 
Thanks in large part to BTA
General Counsel, Bob Goldberg
and BTA as well as some of the
office technology industry’s

biggest OEMs, the industry has
collectively made a stand against
patent trolls who were targeting
the customers of dealers and
direct branches, frightening them
with patent infringement lawsuits
simply for taking advantage of
some of the features found on their
MFPs such as scan to e-mail. The
initial furor and threats have died
down as BTA and the industry
collectively launched an aware-
ness campaign with the dealer
channel and end users to ease
their minds about these patent
infringements while some of the
patent trolls have backed down 
on their trolling in the face of this
united front from the industry. 

5. HP and Memjet shake
up the printer industry
with high-speed color
office printers.
Earlier this year, Memjet gener-
ated some serious buzz in the
printer market with the introduc-
tion of the C6010, a 60-ppm 
color printer that its marketing
under the Memjet brand. This is 
a change in strategy after initially
offering its technology to printer
manufacturers in Europe and
Asia. Meanwhile, in February HP
rolled out the OfficeJet Pro X
series of printers and MFPs,
which uses HP’s PageWide tech-
nology, and delivers output at up
to 70 ppm—that’s twice the speed
and at reportedly half the printing
cost compared to a laser printer.
These two devices are clearly
game changers for color printing,
although we aren’t seeing many
office technology dealers embrac-
ing these devices just yet. What’s
interesting about Memjet, 
however, is that Parts Now is the
first distributor to offer this device

Top 10 Stories of 2013
  

continued on page 22
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in the U.S. and that Memjet
has created an MPS channel
program to entice the MPS
reseller channel into carrying
the product. Based on its rela-
tionship with various OEMs
who are using its technology
in their output devices, this 
is a story that could very well
remain notable going into the
coming year. 

6. OEMs and solutions
providers make a
mobile move. 
Nobody seems to stay in one
place anymore and because of
that, or more succinctly put,
the mobile workforce, there’s
an increasing need to access
information and print from just
about anywhere at any time.
As a result, manufacturers are
embracing mobile printing 

via apps such as Konica
Minolta’s PageScope, Xerox’s
PrintBack, Canon’s Mobile
Print, Sharp’s Mobile-iOS,
Ricoh’s HotSpot, and
Toshiba’s ePrint, just to name
a few. AirPrint capability is
also gaining in popularity,
allowing users to access and
print from their mobile devices
without having to download
drivers. It wouldn’t be a sur-
prise if in the next couple of
years this capability becomes
as standard on an MFP as a
“Start” button or zoom reduc-
tion and enlargement. 

7. High hopes for 
high volume. 
As more manufacturers intro-
duce new higher-volume prod-
ucts as well as production print
devices, their channels contin-
ue to prepare to sell into the

production print marketplace.
Canon’s latest inkjet introduc-
tions illustrate a new breed of
product that is expected to
open up doors for those well
versed in production print. As
margins continue to decline in
the lower output device seg-
ments, it’s a given that some
dealers in the right markets 
are taking these products on
and finding new opportunities
where there were none before.

8. Managed Services
becomes the service 
du jour. 
That’s probably an unfair
assessment of Managed
Services because it makes 
it sound as if it’s a fad. But
let’s not minimize its impact
on the dealer channel and the
opportunities it is opening 
up for dealers large and small. 
If you want an example that
illustrates the potential, look
no further than Marco in St.
Cloud, MN. In just five short
years, its managed IT services’
revenue grew from $2.4 mil-
lion to nearly $13 million
today. Marco’s model has
become the envy of dealers
nationwide and is being repli-
cated by other organizations. A
managed IT services strategy
makes a lot of sense as some
contend that dealers can’t
make money on hardware 
anymore. Although there are
plenty of dealers who can 
easily disprove that statement,
there’s more like Marco look-
ing to expand their service
offerings into IT. Why not,
when the prevailing wisdom is
that whoever controls the net-
work controls the account. 

9. Dealers become 
disenchanted with MPS. 
Oh yes, there’s still plenty of
folks touting the benefits of

MPS, but there’s plenty of
dealers out in the real world
disappointed with the margins
and not so sure anymore that
this is the greatest opportunity
never sold and the key to their
survival in the industry. In fair-
ness to the dealers who are
doing it right and members 
of the analyst community who
contend that it’s all in the exe-
cution, some of those dealers
who are disenchanted might be
better served by going back to
the drawing board and plotting
out a new strategy. It’s a given
that there’s plenty of dealers
selling MPS who are doing it
wrong or practically giving it
away, and that’s a good reason
for even those dealers with 
the best of MPS intentions to
become disenchanted. 

10.  DocuWare 
acquires Westbrook
Technologies. 
In early September, DocuWare
Corporation announced that 
it had acquired Westbrook
Technologies, Inc., an ECM
vendor known for its Fortis and
Fortis Blue solutions. Based 
in Branford, CT, Westbrook
has a sizable customer and
partner base in North America.
This acquisition is expected to
enhance DocuWare’s position
as a global ECM vendor for
small and mid-sized com-
panies. It also adds 1,500
Westbrook customers to
DocuWare’s existing base of
more than 10,000 customers
while expanding DocuWare’s
500+ network of authorized
DocuWare partners with 40
Westbrook resellers. West -
brook is currently operating 
as a subsidiary of DocuWare.
Bottom line, a document 
management powerhouse
became even more powerful 
in 2013. �

Top Ten of 2013
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National Sales Associates
is celebrating their 10
year anniversary with a

big “Thank You.” Thank you to
the hundreds of wholesalers,
resellers, dealers, and big box
stores who have partnered with
NSA to provide Eco-Certified™
Products including Eco-Certified™
Toner and Eco-Certified™ Tape
to their thousands of users. 
Founding partners Joe Endyke,

Len Crann and Steve Morse all
spoke about their pride in NSA’s
customer service and the attention
to detail the entire staff delivers
to their customers each day. 
“We have over 40 sales reps to
support our customers. It is a
busy environment and a true 
team effort. Quality products and
quality service have always been
our goal. As a privately owned
business, NSA nurtures a compa-
ny culture of being able to treat
each customer as our largest,
most important client. From the
little guy to the big box store, we
receive regular commendations
for our service. Through the
years, NSA has been able to
grow our customer base, provid-
ing for the ever expanding needs
of our dealers in the IT Supply,
Office Products and Recharger
channels," says Joe Endyke. 
NSA is excited about their

new distribution center in
Louisville, KY which is sched-
uled to open in January of 2014.
The new mid-America facility
will enable 1 to 2 day ground
delivery to 95% of US business-
es. Louisville will complement
NSA’s current Boston and Los
Angeles distribution centers, 
providing a 98%+ same day
shipping fulfillment rate. NSA
can drop ship a quality product

directly to the reseller’s cus-
tomers efficiently on a national
scale at a fair price.

The 4 Critical P’s of
Management
“NSA was built on the tradition
of mastering the 4 Critical P’s of
Management,” founding partner
Endyke explains. “You need the
right PRODUCT to satisfy the
needs of your target customer.
This product must be offered 
at a competitive PRICE. The
correctly priced product must 
be logistically available to arrive
at the right PLACE on time.
Appropriate PROMOTION
informs potential customers of
the competitively priced, quality
product available for on time
delivery at the needed place.” 
“During the past decade, NSA

has mastered the 4 P’s, creating 
a product mix that fulfills NSA’s
client needs. Today NSA offers
over 1,000 SKUs of the Eco-
Certified™ brand of compatible
toner and ink cartridges along
with selected OEM supplies.
NSA’s Eco-Certified™ brand is a
great solution for resellers look-
ing for an earth friendly packag-
ing approach that combines great
quality at a competitive price.
NSA is providing our customers
with the perfect image for
tomorrow’s environment.”

High Production Standards
“NSA’s purchasing professionals
have access to scores of product
lines manufactured by ISO9001
and ISO14001 partners, both
domestic and international,” Joe
Endyke explains. “NSA is able
to source products from highly
qualified manufacturers that
share our value and earth friend-
ly concepts. We are not restricted
to a single re-manufacturing 
outlet. We only work with the
companies that meet our strict
requirements. Quality, consisten-
cy and yield are an essential
component of all Eco-Certified™
products. It’s in our philosophy
and our guarantee.”
“Our extensive production

background enables our product
specialists to visit, continually
monitor and hold each of our
manufacturing partners to be
fully accountable for the quality
of each product leaving their
plant. Our insistence has always
been to build to specification,
not to price. Our strict adherence
to this policy enables NSA to
provide a 100% quality guaran-
tee on all products. Our No Risk
- No Hassle quality guarantee
ensures that our resellers can be
confident in providing quality
products to their end users.”

National Sales Associates
Eco-Certified™ Compatibles
  

continued on page 26
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How NSA Can Help Expand 
Your Product Line
Complementing their Eco-Certified™
toner line, NSA also runs a data center-
like production facility with hundreds of
servers and tape drives that are re-certify-
ing computer tape, which is where NSA’s
recycling business started. Using state-of-
the-art technology, NSA remanufactures
and sells re-certified computer tape as
Eco-Certified™ Tape. The green approach
of total product recycling continues to be
at the forefront of NSA’s overall strategy.
The owner’s industry contacts and manu-
facturing acumen, bred from years of
manufacturing tape at BASF Global, the
chemical company, quickly enabled them
to expand the product line to include
superior quality imaging supplies. 
Resellers understand that toner and

tape have a synergistic energy. Both are
consumable supplies. While one is for
the office and the other for the data cen-
ter, both are great products to be recycled
and remanufactured. Used tapes, similar
to empty cartridges, have a trade-in value.
They can be remanufactured and resold
at a price point that saves the user money
and makes the reseller more profit than
OEM offerings.
Today’s office equipment dealer can

extend their selling sphere of influence to
include Eco-Certified™ magnetic tape,
which can become a new sub-segment 
of the reseller’s office supplies business.

NSA will provide a proven sales talk-
track that can be used by telemarketers
for emailed sales notifications and web
page advertisement presence, enabling
office supply telemarketers and field sales
reps to broaden their sales offerings. The
more knowledge and product familiarity
NSA resellers have, the easier it is for them
to create sales and gain new customers. 
Plus, NSA offers an attractive four

color Eco-Certified™ packaging as a
constant reminder that economy and
ecology go hand in hand. The Eco-
Certified™ brand and the complimentary
graphics on the box are just what cus-
tomers want. Everybody loves the rain-
forest background and the tree frog!
Enhancing this recycling effort, NSA
also offers a no-charge empties core
recovery service. NSA also buys high
quality OEM surplus products which are
offered to NSA resellers at substantial
savings over OEM wholesale pricing.  

Flexibility in Partnership
NSA is very sensitive to the need of being
able to offer their resellers customized
pricing for bid requests. As your business
partner, NSA will do everything possible
to help you win a bid. This includes
completing all the paperwork and guar-
anteed pricing during the bidding process. 
NSA has both in-house and field sales

representatives. Along with their direct
sales team they employ 3 independent
rep firms covering the east coast and
midwest regions. John Motley Associates
joined with Myers-Brazell and has more
than 25 sales and support personnel cov-

ering the entire eastern seaboard. Schoen
and Associates covers the mid-west. This
affords our resellers dedicated contacts
who understand their particular needs. 
NSA is large enough to support all of

your imaging office equipment supply
needs, yet small enough to be flexible.
NSA continually offers sales on over-
stocked items, special promotions, core
buy-backs, surplus OEM supply purchas-
ing and other specialized programs. 
NSA invites all ENX readers to send

an email to orders@nsainc.net to sign up
to receive NSA’s weekly email specials.
NSA offers fantastic savings that are
refreshed every week. It is NSA’s way to
continually thank their loyal customers
and to reinforce their creative marketing
and aggressive pricing.
The entire National Sales Associates

staff is committed to providing earth
friendly Eco-Certified™ Products at
value added pricing. NSA has listened 
to the needs of their resellers and dealers
and continues to provide the products
and services their customers request.
ENX readers are invited to talk with a
customer service or sales rep about your
company’s needs. Join NSA’s increasing
group of long term users of earth friendly
Eco-Certified™ Products. �

National Sale Association
51 Glenn Street
Lawrence, MA 01843
866 670 2345 Phone
866 670 2346 FAX
mail@nsainc.net
www.nsainc.net
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Kim Beswick Straight Talk

Is Memjet Changing the Game?
Industry analysts have been pre-
dicting color as the game changer
for years, yet there hasn’t been a
reasonable and accessible solu-
tion to make color affordable and
fast enough in the office —until
now. After more than ten years 
of research and development,
Memjet has created a revolution-
ary printhead that delivers color
printing that is robust enough for
the production print space, yet
cost efficient enough to penetrate
the office print market. With
70,400 jets per printhead that
shoot millions of ink drops per
second, it's up to fifteen times
faster than the average color
printer, while being more energy
efficient and mechanically sound.
To take its technology beyond
production printing in North
America, Memjet has positioned
itself with the right partners to
lead the change in office printing
technology. Last month, I visited
Memjet's R&D lab in San Diego,
CA and saw a demo of Memjet’s
production-class wide format
printing technology, label printing
and office printing. After the tour,
ENX interviewed Kim Beswick,
president of Memjet Office, about
Memjet’s color strategy, new
opportunities in office printing,
and her thoughts on leadership
and personal balance. 

It's been a year since Memjet
announced the distribution
agreement for the C6000 series
of office printers with Parts Now.
How is it going?

It’s been a great partnership to
date. As we approach our 1-year
anniversary with them, we’re
moving from a “market trial”
model to an “open distribution”
model available for all Parts 
Now resellers. Parts Now is 
an extremely collaborative and
effective partner and has helped
us make Memjet-powered office
printing available in North
America. By introducing the
product earlier this year with a
small, focused group of resellers,
we were able to learn what’s
needed to be successful in terms
of pricing/margin structure, sell-
ing models, customer emphasis,
service/support and value to
resellers. We found very strong
reseller interest in revolutionary
ink-based technology from
Memjet and tremendous power 
in the idea of lowering the cost of
A4 color solutions for the office.
Based on that market trial feed-
back, we’re now moving to a
model in Q4 that generates more
scale for our business in the US
and Canada. We’re excited to use
the launch of the C6030 MFP 
and other product updates as an

opportunity to present more
opportunities to the entire Parts
Now reseller community. 

You have an open-brand strategy
for the office printers. Please tell
us what this means to dealers
and resellers.

For the office space in North
America, our brand identity is
centered on “Powered by Memjet”.
In this highly competitive market,
“Powered by Memjet” represents
new levels of productivity and
lower color page price points that
drive the next wave of color pages
and innovative business models
such as cartridges designed for
authorized refill. That being said,
Memjet doesn’t need to own the
primary relationship with the cus-
tomer or the product brand. In
managed print services engage-
ments, the channel partner who
writes the contract is the most
important entity to the customer.
The channel partner is the archi-
tect for fleet optimization and the
guarantor of meeting customer
needs. A Memjet “open brand”
strategy allows distributors and
resellers to take the primary
brand position for the product
and to promote their own compa-
ny value more prominently in
marketing and advertising to
clients and prospects. 

Color War: Toner vs. Ink 
A Conversation with Kim Beswick,
President of Memjet Office
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President
Memjet Office
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Memjet has many in-brand office print-
ers through strategic partnerships in
other regions of the world, such as Asia,
Europe, Africa and the Middle East. Can
you tell us why Memjet does not have
such a relationship for the North
American office printing market?

Early interest in our technology for the
office market came from partners based in
Asia and other emerging markets. These
markets were less affected by the global
economic downturn. Partners there were
more willing to invest in new technology
at a time (2008-2010) when others in the
US were seeing declines in office pages,
and were, therefore, more hesitant. The
lack of a North American OEM brand has
more to do with timing and the initial epi-
center of our publicly announced partners
than anything else. The US market is
healthy again, and it represents a large
part of the economic opportunity for
printing, providing good growth opportu-
nities in color pages/devices, as well as
managed print services. 

A Memjet printer is known for its speed,
larger ink tank and ability to provide
very low cpp for full color printing. Yet
it's been pointed out that Memjet printers
lack some functionality, such as a
duplexing option and a larger paper tray.
Is Memjet addressing any of those issues
with its partners? 

Yes, of course. We have an SFP and MFP
with great value propositions. We believe
there is a viable market for what we have
today, and at the same time, we complete-
ly agree that we need to keep improving
on basic features, as well as our core tech-
nology, going forward. There are multiple
efforts underway that our customers will
benefit from in the future. Generally,
Memjet is zeroing in improvements to 
our core technology: printheads, ink, con-
troller software & hardware, and core sub-
systems like ink delivery and printhead
maintenance. At the same time, we’re
working with mature product develop-
ment partners on new product platforms
that will add the features and functionality

office users have come to expect. The
good news is that this expertise and capa-
bility abounds in our industry. The key is
bringing it together with our technology
and getting it to market sooner rather than
later. We are not announcing anything at
this present time, but I can say we are
looking out at least two generations of
technology that will feed multiple plat-
forms of printers and greatly build on 
and expand what is in market today. 

Do you have any plans to introduce
open-brand MFPs?

Our C6030 MFP was announced this fall
to select resellers and is available today
via Parts Now for all reseller partners in
the US and Canada. 

What would you say about the inkjet vs.
toner office printing market over the 
next 2 to 3 years?

It is a time of transition for office printing.
We believe we are at the early stages of 
a huge market shift towards office ink 
that will extend well into the heart of the
office print market in the next two to 
three years. 
The fact is that ink-based devices deliver

color pages at a fundamentally lower cost

than toner based devices. They are also
faster and more flexible to put together
from an engine design standpoint. New
ink-based devices will drive new value.
By lowering the cost of color and also
making low-cost color printing more pro-
ductive and accessible to work team envi-
ronments, ink-based technology is poised
to drive the next wave of color pages. We
need to start thinking as an industry about
how we transition from a 1c monochrome
page to a 3-5c color page pervasively.
Distributed low-cost color pages will
offload and complement the A3 color
device structure we have today and will
breathe a healthy dose of growth and
profit into the industry. 
In the next two to three years, I believe

every major print industry brand will 
be looking for a way to add ink-based
devices to their office device portfolio. 
We are seeing an increase in this interest
and activity now. We will see multiple
new engine platforms from both Memjet
partners and also from HP, Epson, and
Brother who have all introduced or dis-
cussed publicly their interest in office ink. 

What can you tell us about Memjet office
projects that are nearing completion and
are slated for announcement in 2014?

We can’t share any announcements or
projects at this point in time. We work
under confidentiality agreements with all
partners, and product announcements are
made at the time and choosing of those
partners.

Color War

continued on 32
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As you recently assumed 
the position of President for
Memjet Office, can you share
your vision for Memjet office 
products and your strategic
direction?

At Memjet Office, our goal is
to be a catalyst for industry
growth and profit via new
technology, of course, but also
through new ways of doing
business. This is an important
distinction. When you look at
the macro trends in the indus-
try, we know the status quo
will not drive growth. Office
pages are flat and even slightly
declining in mature markets.
Mono chrome pages still domi-
nate. Mobile technologies

present new challenges in terms
of print infrastructure. We’re
threatened by new pervasive
display technologies, all very
personal and in color. The cur-
rent focus on growth via MPS
is really a focus on lowering
cost, de-personalizing technol-
ogy and restricting color. 
For me the choice is very,

very clear: Either we shift by
driving new value and new
thinking and new business
models, or else printing and
imaging slowly goes the way
of the fax machine. 
The Memjet Office vision is

to drive the next wave of color
pages via very productive,
accessible, low-cost color

technology. As the only inde-
pendent provider of ink-based
technology for the office 
market, our partners play an
important role in terms of how
this vision is manifested into
future products. We see this as
a partnership and a melding 
of our technology value with
partner strategy. Diversity, 
creativity and partnership 
will drive differentiation and
growth for Memjet and also
new ways of providing value
and generating profit for the
industry. 

In an industry where one
does not run into many
female presidents, congratu-
lations on your recent promo-
tion. Do you feel you have
had any special or unique
experiences because of your
gender? Any advice you'd like
to share with other aspiring
women for managing a career
and a personal life?

Thank you. I’m not sure my
experiences are particularly
deserving of offering of advice
– but I’ll give it a shot.
Understanding your own
uniqueness and bringing that
forward to drive success is key
whether that uniqueness stems
from gender or background or
life experience or personality.
It’s important to be aware of
and see our particular set of
experience and perspective as
an advantage instead of a dis-

advantage. If we do this, we
can then use it in business to
create value.  As women, the
only gender-based comment
I’ll make is that I think we
often wait for the opportunity
or the invitation to take the
next step in our careers. If we
are working hard and succeed-
ing, we could be more pre-
sumptive. Don’t ask permis-
sion. Leadership is fun and 
we deserve to be there. 
Parenting is a journey!

Family has certainly helped
me to hone my ability to be
fully present no matter what
I’m doing. We’re operating a
global business at Memjet, 
and yet I want to be home for
dinner and read to my kids at
night. I love being a parent
and I also love solving busi-
ness problems. Admitting that
you can’t do it all opens up 
the only other solution, which
is to do the best you can and
to be clear about what is
important in each moment.
I’ve sprinted through airports
in high-heels to catch the last
flight home and I can say for
certain that coaching soccer 
is a great way to get over jet
lag!! Being fully present at
work and making the most of
my time with my family is
part of what makes it all work.
In the end it is the balance of
the two that creates the energy
and perspective to succeed at
both. � By Susan Neimes
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Looking over the recent
results of various hardware
vendors for the second half

of 2013, it is clear that the industry
is seeing new signs of life. Many
companies are reporting that sales
are up modestly compared to last
year along with profits, and those
that did not experience an overall
improvement were able to identify
certain bright spots in the market
that are providing growth.
Although the news is good, how-
ever, it is far from great and busi-
ness at most companies remains
well below from where it was
before the recession. I guess it is
safe to say that we still have a
ways to go to get back to the high-
water mark set in 2008-2009.
But I don’t want to sound too

gloomy. As October came to a
close, many printer and copier
vendors reported that business
was up at their respective compa-
nies during the three months that
ended on September 30 compared
to the same period last year, and
some were predicting higher total
revenue for the current fiscal year
than last year. This was especially
true for Japanese companies as
they continue to benefit from the
declining yen. While the perform-
ance of U.S. hardware vendors
lags that of their Japanese rivals,
certain market segments demon-
strated decent growth for U.S.
companies and that growth should
last through the end of the year.

Weak Yen=Strong Growth 
Japanese manufacturers can thank
Prime Minister Shinzo Abe for
many of the gains they are enjoy-
ing this year. Since Mr. Abe’s
election in November 2012, the
yen has dropped from the 80 to
the 100 level against the US dol-
lar. Working with the Bank of
Japan, the prime minister has

implemented the monetary and
fiscal policies that have come to
be known as “Abenomics,” which
are designed to encourage private
investment and end the doldrums
the Japanese economy have suf-
fered since the 1990s.  A weaker
yen is a part of the Abe plan and
while the currency did show some
signs of strengthening during the
summer, it appears the yen will
remain weak into 2014, which is
great news for Japanese vendors. 
Three of Japan’s most troubled

hardware vendors—Epson, Oki,
and Ricoh—saw improvements
during their most recent quarters.
Of the three, Ricoh’s recovery
appears to be on the most solid
footing. The company has been
on a roll during 2013. Earlier this
year, Ricoh said its business had
improved during the quarter end-
ing on June 30 and it managed to
offer more good news to investors
for the quarter ending in September.
While revenue from office imag-
ing products grew almost 13 per-
cent thanks to the weaker yen, not
all of Ricoh’s growth is attributa-
ble to favorable currency exchange
rates. The company enjoyed year-
over-year growth in total company
sales and in its production print-
ing business sales on a constant
currency basis. Ricoh raised its
revenue forecast for the full year.
Epson says it is now delivering

on the firm’s promise to revive its
inkjet business. In March, the
company announced a new busi-
ness plan that would put it back in
the black and in the first quarter,
which ended on June 30, Epson
reported revenue growth and turned
its operating and net losses into
profits. Epson’s net sales were up
another 23 percent in the second
quarter compared to the same
quarter last year, and operating

income grew a whopping thirteen-
fold year-over-year. For the first
six months of the year, Epson saw
dramatic improvement in net sales
and in every income category. Unit
shipments of Epson’s inkjet print-
ers declined worldwide, but held
steady in certain key markets in-
cluding North America. Despite the
overall decrease in inkjet printer
shipments, net sales in this cate-
gory increased due to the yen’s
depreciation, improved model mix,
and a rise in average selling prices.
The company recently raised its
sales and profit forecast for the
current year. 
Like Epson, Oki also announced

a turnaround strategy earlier this
year. And it appears the plan has
begun to stem the printer busi-
ness’ steep operating losses, while
the depreciating yen has further
helped the firm along. During the
first half of Oki’s fiscal year,
which ran from April 1 through
the end of September, net sales
were up 6.5 percent compared to
the first half of the previous fiscal
year. However, the improvement
in revenue in the printer business
does not actually mean that Oki 
is actually selling more printers.
Revenue is up mostly thanks to
the favorable currency exchange.
Unit shipments of Oki’s core LED
printers decreased during its most
recent quarter, while the launch of
new LED devices designed for the
copier market progressed. None-
theless, Oki has raised its guid-
ance for the year and anticipates
higher sales as a result of sales 
of new copiers that were recently
released along with new products
for the professional markets.

Good News, Bad News
Although Konica Minolta

reported that its net sales were up

Hardcopy Industry Continues 
Down Rocky Road to Recovery
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nearly 20 percent during its most recent
quarter compared to last year, net income
declined year-over-year because of the
firm’s decision to withdraw from the
HDD glass substrates market. The firm 
is exiting the business due to declines 
in shipments and profits resulting from
increasing storage capacity on HDDs, a
decline in the notebook PC market, and
the rise of new recording technologies.
The exit will come quickly, with Konica
Minolta ending production this November
and ceasing sales in December.
Sales soared, however, in Konica

Minolta’s Business Technologies business
segment, which is responsible for market-
ing MFPs, copiers, printers, supplies, and
related services such as Konica Minolta’s
Optimized Print Services (OPS). Net sales
jumped more than 30 percent from the
year-ago period and operating income
skyrocketed nearly 65 percent. In addition
to the weak yen, the firm says it has expe-

rienced strong sales of color MFPs and
has benefited from recent merger-and-
acquisition activity, particularly in the
firm’s services business and its production
printing business. In constant currency,
the group’s net sales increased 9 percent
in the first half.
Konica Minolta adjusted its forecast to

account for the strong performance of its
Business Technologies Business and the
weak yen, as well as to make allowances
for exiting from the HDD glass substrates
space. The company revised upward its
net sales and operating income projec-
tions for the current fiscal year, but low-
ered its outlook for net income.
Despite reporting top- and bottom-line

growth in the third quarter, which ended
on September 30, Canon appears to be
feeling uncertain about overall 2013 eco-
nomic conditions. The firm has cut its
forecast for the full fiscal year once again,
after doing the same in July. Canon’s

woes are related more to its camera busi-
ness than to printers and copiers, however.
The firm’s compact digital camera busi-
ness has been hit hard by the adoption of
smartphones. Canon expected a rebound
in demand for its higher-end interchange-
able-lens digital cameras, but that rebound
did not materialize outside of Japan and
unit shipments of these high-end cameras
were down 3 percent in the third quarter.
Net sales in Canon’s Office Business

Unit, which sells office multifunction
devices (MFDs), laser printers, laser
MFPs, digital production printing sys-
tems, continuous-feed printers, wide-for-
mat printers (other than inkjet), and docu-
ment solutions, were up over 20 percent
and the group’s operating profit improved
a robust 63.1 percent compared with the
year-ago period. Canon indicated that
sales of its color office MFDs grew, and
color copier volumes were up 9 percent

Hardcopy Industry
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year-over-year along with net sales, which
were up nearly 17 percent. Monochrome
MFDs unit sales shrank 7 percent year-
over-year, while net sales of monochrome
copiers increased 15.8 percent. Demand
for laser printers grew and Canon said
laser MFPs saw strong growth. Color
printer unit sales were up 31 percent and
monochrome printer units grew 22 per-
cent compared with the year prior. Inkjet
printer unit sales declined by 2 percent 
in the third quarter but increased 19.2 
percent thanks to the weaker yen.
While sales of most printers and copiers

were up, Canon is not as bullish about
2013 as it was back in January. The firm
raised its outlook after reporting its first-
quarter results in April and then lowered
its forecast when reporting second-quarter
results, as economic conditions did not
improve as much as the firm had hoped
and its camera business continued to with-
er throughout the year. After lowering its
forecast once again in Q3, Canon said it
expects only moderate growth for the
worldwide economy due to the sluggish
markets in Europe and the declining growth
rates in emerging economies. Canon now
expects continued increased demand for
MFDs, especially color devices, and laser
printers in the fourth quarter, but it is not
holding out high hopes for demand for
digital cameras or inkjet printers. The firm
added that its consumer business might be
adversely impacted by uncertain outlook
for the year-end shopping season.

Not So Good At Home
News from the U.S about the quarter end-
ing at the close of September was nowhere
as upbeat as what we heard from Japan.
It appears that any momentum Xerox
gained in the second quarter petered out
in Q3 and, while Lexmark managed to
beat Wall Street’s expectation, sales were
down in the quarter. 
In the third quarter, Xerox reported

that 56 percent of its revenue came from
the services business, which was up from
51 percent in 2012. While total services
revenue was up 3 percent, margins were
flat at just under 10 percent. CEO Ursula
Burns said, “We have passed the tipping
point in revenue, but still have work to 
do on margin.” Total company equipment
sales were up only 1 percent. However,

Xerox said this figure included a 1-per-
centage-point positive impact from cur-
rency exchange making hardware sales
flat overall. Sales of unbundled supplies
and paper were down 4 percent because
of lower “channel supplies inventories in
the U.S. as well as moderately lower sup-
plies demand,” according to the firm. In
the fourth quarter, Xerox expects document
technology revenue to decline in the mid-
single digits along with a lower operating
margin and the firm anticipates “a bit
more pressure in developing markets.”
Lexmark’s total revenue for the third

quarter was down 3.1 percent but the
decline was better than the 4-6 percent
decline Lexmark forecasted at the end of
its second quarter. Profitability improved
in the third quarter as Lexmark’s gross
profit margin grew to 38.9 percent versus
35.7 percent one year ago and operating
income margin reached 5.9 percent 
versus just 1.3 percent.
For the past couple of years, Lexmark

has seen its hardware unit shipments
drop. In large part, this decline was due
to the firm’s ailing inkjet business, which
has since been jettisoned, but now it
appears that the firm’s laser business is
also declining. Lexmark saw a 20 percent
year-over-year decrease in laser hardware
unit sales in the third quarter. Unit ship-
ments of large workgroup laser hardware
declined less precipitously than those of
small workgroup/ personal devices at -14
percent and -27 percent, respectively.
Presumably, the shift to higher end unit

sales helped increase average unit revenue
(AUR), which was up 21 percent in the
third quarter. Although the firm saw a 20
percent decrease in unit sales, laser hard-
ware revenue declined a more modest 
3 percent thanks to the improved AUR. 
A 17 percent uptick in AUR for large
workgroup products allowed the revenue
in this category to actually increase 1 
percent. Meanwhile, AUR for small
workgroup products increased a more
modest 11 percent, and small workgroup
hardware revenue declined 19 percent. 
Looking ahead, Lexmark said it

expects total revenue to decline 3 to 5
percent year-over-year in the fourth 
quarter, and its revenue excluding inkjet
exit revenue, flat to up 2 percent.

All Eyes On HP
As we went to press, several companies
including Brother and Sharp had yet to
report, but I think the results we have
indicates the overall trend for the year.
For the most part, the industry is experi-
encing some level of growth albeit the
growth remains anemic in certain seg-
ments. Japanese firms ought to continue
through the end of the year to see top- and
bottom-line growth, as the yen remains
depressed. Of course, any growth could
be threatened if vendors attempt to gain
market share by slashing prices or if the
Japanese government decides to raise the
value of the yen. Overall, the Japanese
companies are doing better but more
improvement is required.
It will be interesting to see Hewlett-

Packard’s quarterly results, which should
be out in mid-November. The firm’s fiscal
year runs from November 1 until October
31 so it will be reporting its full year
results. With its large market share and
positions in so many segments, HP’s
printer business acts as a proxy for the
industry at large. Its financial results for the
year ought to be a harbinger of how the
larger industry will do this year. This is
especially true for U.S. firms, which are
not feeling the direct benefit of a weaker
yen. During the summer, HP reported
that its hardware shipments were up but
printer revenue was down along with
operating margins. I expect the results
will be about the same for HP’s printer
business in the last quarter—revenue flat
or declining with little or no improvement
to profitability. This would be in line with
Lexmark and Xerox’s recent results.
So, it looks like the industry will con-

tinue to see some improvement but the
gains are coming slowly, when they come
at all. Like I said at the beginning of this
piece, we have a long way to get back to
the high-water mark the industry experi-
enced just before the recession. �

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

Hardcopy Industry





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

l  Off-Lease Copiers
l  Boards
l  Lasers,
l  Fuser Units
l  Hole Punch Units

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

$150
$195
$195
$295
$295
$295
$195
$125
$125
$295
$150
$195
$395
$295
$195
$195

Toshiba
Print/Scan  Enabler for 523/603/723......
Print/Scan Enabler for 520/600/720........
Print/Scan Enabler for 353/453.................
Print/Scan Enabler for 352/452.................
Print/Scan Enabler for 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............................
Fax Option for 2500C/3500C/3510C......
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................
Many More Options Available, Call For Pricing

Sharp
Print/Nic for 160/168/205...........................
Print Nic for ARM 162/207..........................
Print/Nic for 208/208D.................................
Print/Nic for 237/277....................................
Print/Nic for 257/317....................................
Print/Nic for 355/455....................................
Fax Option for MX2700/4501....................
Fax Option for 168.........................................
Fax Option for 208S/208D..........................
Fax Option for 237/257/277/317.............
Fax Option for ARM 207/162................ .....
Fax Option for 355/455/MX350/450.......
Fax Option for 503/453/363/283.......................
FN7 Saddle Stitch Finisher ARM 350/450/455...

FN6 Finisher for ARM 350/355/450/455......
FN5A Finisher for 257/317..........................

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 1060/1075.................................
Print/Scan Option 2022/2027.................................
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 Option for MPC 3500/4500..............................
Fax Option forMPC 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......................
330 Finisher for 3520/3530......................................
600 Finisher for 4530/6020/6030..........................

$395
$295
$295
$395
$295
$295
$395
$295
$295
$295
$295
$395
$295
$295

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

$295
$295
$195
$195
$195
$195
$195
$250

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

$295
$295
$295
$195

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

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............................................
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.................
Finisher DF 71 for 3035/4035/5035...................
Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................
Print Controller w/ Nic Card for Di 2510/3510...........
Finisher for C250......................................................
Canon
Print Controller for 5070/5570/6570.................
Print Controller for 2270/2870/3570/4570..........
Print Controller for 2200/2800/3300.................
Print Controller for 5020/6020............................
Print Controller for 5000/6000............................
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..............
Fax Option for 5070/5570/6570..........................
S1 Finisher for 2270/2870/3570/4570..............
S1 Finisher for 3025/3030/3035/3045..............
F-1 Finisher for 5020/6020....................................
W2 Saddle Stitch Finisher for 5180/5185.........





• www.enxmag.com l December 2013 We Saw It In ENX Magazine42

e n x

Dealer Spotlight

Once a dealer, always a
dealer. That pretty much
sums up the career of

Mike McGuirk, president of
ProCopy Office Solutions in
Tempe, AZ. After a long and 
successful career in the business,
including a senior management
position at a local UniCopy and
Danka for almost 20 years, he
was hired in 2002 as president 
of the Arizona Global Imaging
Company, a Ricoh and Canon
dealership. Under his leadership,
the company grew from $9 mil-
lion to over $50 million in 6 years. 
When Global sold to Xerox in

2007, it seemed like a good move
at the time, but time was not on
McGuirk’s side because shortly
after the sale, the dynamics of 
the dealership changed. Within 
2 years he found himself on the
outside of the industry looking 
in for the first time since 1983. 
“The Xerox announcement hit

us hard because we were Ricoh
and Canon and both of those

companies dropped us within 
30 days,” recalls McGuirk. “We
were the only core company of
the 20 that didn’t carry Konica.
And Konica continued with
Global for almost three years, 
as did Sharp and Toshiba.”
McGuirk isn’t shy about shar-

ing his opinions about the indus-
try and feels that selling Xerox
instead of  Canon and Ricoh was
a downgrade. “When we first saw
a Xerox black & white, we said
this is the Canon product from
1998,” recalls McGuirk. “It was
four generations behind. Their
color product was pretty good,
but in 2008 the black & white
was clearly inferior.”
Around the time of the Xerox

acquisition, the downturn in the
economy hit Arizona hard. That
old saw, “Knowledge is Power,”
didn’t mean much to the powers
that be at Xerox who let McGuirk
and his years of experience walk
away. Stuck with a 1 year non-
compete, McGuirk took a deep

breath, bided his time, learned to
play golf, and at the end of the 
year was more than ready to get
back in the business. 
He fielded a few offers, but it

wasn’t until he received an offer
from Tim Stevenson, founder and
CEO of ProCopy Solutions, who
worked with McGuirk at a Canon
dealership in 1985 that got his
attention. It was an offer McGuirk
couldn’t refuse. Suddenly, he 
was back again, helping build
ProCopy’s copier and printer
business.  
The offers he did refuse came

from manufacturers who were
offering positions that seemed 
too cookie cutter. “My success
has been from creative thinking
where if you can’t get in through
the door, go through the window,”
notes McGuirk.
When Stevenson founded

ProCopy in 2000 the company’s
focus was copier service. It didn’t
have a line until Stevenson pur-
chased a Canon C-Line dealer
and became an authorized Canon
dealer in 2008. At that point he
didn’t have a sales and marketing
team. That’s where McGuirk 
fit in. 
McGuirk came onboard as an

equity partner and spent the first
year or so logging sweat equity
and figuring out the niche that
ProCopy would fit. As ProCopy’s
copier sales grew, McGuirk start-
ed hiring some of the same peo-
ple who worked for him in the
past. “We hired four sales guys,
one of the top technicians, an IT
guy, and a VP of sales — we 
even hired the driver.”
One of the benefits of working

for ProCopy if you’re a service

Mike McGuirk Brings the 
Best and Worst to ProCopy
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Mike McGuirk,
President of

ProCopy Office
Solutions

Tempe, AZ

...“We had one
company tell us they
call their copier The
Bob Marley because

‘It be jamming,’”
laughs McGuirk.
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tech is its generous reimbursement policy.
“We reimburse at the government rate,”
explains McGuirk. “When we’re shopping
for techs and it comes down to us and
another company, they like that a lot. We
know we overpay a little, but it’s great for
recruitment and one of the advantages of
having a partner that came from the service
side of the business.” 
ProCopy is still a small dealership with

only 35 employees, but average yearly
revenues today hover around $12 million.
Management has its sights set on raising
that figure to $15 million. Considering
that ProCopy revenues were just $3.2 mil-
lion in 2008, the increase to $12 million is
impressive. Much of that is the result of
copier placements, which are up 600 per-
cent since 2008. At the same time, printers
under service contract are up 450 percent.
This growth allowed ProCopy to be
named to this year’s INC 5000 list of
fastest growing companies.
There’s something about working in 

an independent dealership that agrees 
with McGuirk. “It’s a great time to be
independent if you have something new 
to say,” he maintains. “What we have to
say is we’re going to take care of you bet-
ter than anybody else. I know everybody
says that but we put some real teeth to 
that and we have a 2½ hour guaranteed
response time.”
If a ProCopy service tech doesn’t arrive

at the customer location within that time
frame, ProCopy starts taking 1 percent off
of what it bills the customer for every 
10 minutes it’s late.
“We’ve had that guarantee for three years

and only paid on it three times,” reports
McGuirk. “There are times we might be
more than 2 ½ hours, but we do such a
good job for our customers, they say, ‘You
know what, we’re not going to hold you
to the fire if you’re 20 or 30 minutes late.’”
The Arizona market is a competitive

one and ProCopy’s primary competition is
a big independent dealer along with all the
manufacturer’s direct branches, particular-

ly Ricoh. “They’re the 500 lb gorilla,”
acknowledges McGuirk about the inde-
pendent dealer. “They’re hard working
guys and I respect what they do and
they’ve done a great job. But they move
fast and try to get a contract in front of 
the customer in the first meeting.”
How does ProCopy compete with a

competitor whose reps whip out a contract
on the first meeting?
“We came up with the strategy of slow-

ing deals down so people get to see more
than the price on the proposal,” responds
McGuirk. “I always tell our guys if price
was the only issue wouldn’t everybody 
be driving Kia’s?” 
What has also helped ProCopy grow 

its copier business are the direct branches.
Not only are they some of ProCopy’s
biggest competitors, they’re also great at
unintentionally driving business their way.
That’s because they do a mediocre job of
taking care of their customers.
“We just got a large one yesterday for

that exact reason,” notes McGuirk. “It’s
not that they do a bad job, the customer
just can’t get a hold of anybody. And
they’ve gone through three local [man-
agers]. That plays right up our alley.”
ProCopy has another distinction that has

helped it stand out in the market above and
beyond being the guys who say they pro-
vide some of the best service in the mar-
ket. They’re also the copier dealer that
drops copiers from cranes. McGuirk bor-
rowed the idea from a Michigan company
that used to drop a copier off a building.
He’s taken it a step further by turning it
into a contest with companies throughout
the region vying for the celebrated title 
of ‘The Worst Copier in Arizona.’
Some of the responses ProCopy has

received from companies looking to claim
that title have been wild. “We had one
company tell us they call their copier The
Bob Marley because ‘It be jamming,’”
laughs McGuirk. “We’ve had some really
funny responses and feedback and always
do a fundraiser around it. They can bring
something and we’ll drop it from a crane
for a donation to charity.”
This is their third sweepstakes since

McGuirk joined ProCopy in 2010 and 
the event has been combined with a tail-

gate party for Arizona State University
Athletics. Its popularity has exceeded
McGuirk’s wildest expectations and 
generated media frenzy. 
“What I didn’t expect was the press

coverage; every year it’s covered by TV
stations,” states McGuirk. “We’ve become
known as the company that drops the
copier off a crane.”  
When it’s not dropping copiers off

cranes, ProCopy is making a move into
Managed Network Services. It recently
partnered with an IT Services company 
to offer those services to its customers.
The goal, however, is for ProCopy to
eventually offer this service on its own.
“We’ve been honest with them,” states

McGuirk. “We eventually want those cus-
tomers to be our customers when there’s
an economy of scale to do that. Right now
it’s not the best for profits because some-
body else has to make money, but it’s the
best way for a company of our size to get
into Managed Network Services without
taking too much risk. I believe in taking
risks, but calculated risks. We’ve been
telling customers it’s a one- or two-year
relationship and eventually we want to do
it ourselves. Our goal is to create such a
great partnership that you don’t want to
leave us.” 
Speaking of great partnerships, McGuirk

couldn’t be happier about being back in
the industry and helping ProCopy grow its
business, even if it means a yearly quest 
to find the worst copier in Arizona. � 
By Scott Cullen

ProCopy

Mike with the Winner of 
The Worst Copier in AZ Contest
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Gary Schwartz Sales Management

The most difficult part of sales
is getting the opportunity
to deliver the message to the

right person. I mean, you can be
the best closer in the business, you
can hone your delivery to a dia-
mond polish, and you can under-
stand the value proposition to the
nth degree, but if you cannot speak
to the decision maker, your income
potential is, well, limited at best.
Unfortunately, getting to Mr. X 
is still a big mystery for most. 
Dialing for dollars or its evil

cousin, the unannounced ‘drop
in,’ are definitely not helping
things. If your M.O. includes the
phrase, “Can you tell me who is
responsible for…?” we need to
talk. Isn’t it your responsibility to
know whom you want to speak
to? After all, if you don’t know
whom you are calling, how can
you tailor a message that will res-
onate with them? What happens
when they actually answer?
Look, people are busy and 

successful people are too busy to
focus on anything that is unrelated
to their initiatives. When you do
make contact, your discussion has
to be on point. No one wants to
meet you because you are the 
new rep in the territory. They also
do not want you to drop off any
material. Quite frankly, if you stop
in, drop-off, etc., the material will
quickly find its way into the recy-
cling bin. Your introduction is self-
serving and the brochure is irrele-
vant. For your message to resonate,
you must speak of solutions to
business issues that are relevant

to your target. It is about the cus-
tomer, not you or your company.

Finding the Right Level
To tailor your message, you have
to do some research. Start with the
size of the company. Company
size will dictate which level of
the organization you need to call
on. I know, someone reading this
is thinking, “I always call on the
C Suite.” Let’s put things in per-
spective, shall we? My wife works
for a $16B medical device com-
pany. I can promise you this: no
one in this C Suite is worried about
their copiers, their MPS strategy,
or even their digital workflow.
The CEO is focused on driving
the stock price, emerging markets
and revenue growth. The CFO is
focused on mitigating the profit-
ability risk created by the Obama-
Care medical device tax, divesti-
ture decisions for underperforming
business units, and acquisitions
that would open new revenue
channels. The CIO is focused on
getting better information in the
hands of the sales force and what
infrastructure changes need to
transpire to facilitate the compa-
ny’s initiatives. Do you still want
to call that C Suite to discuss the
fact that you have 0% financing? 
Decisions in the business world

are made based on risk. The high-
er the organizational risk the
higher the level of approval. A
$15K copier decision is a big risk
for a small company. However, it
would not get a second glance in
the Fortune 500. Below are some
guidelines for determining which

level in the organization is right
for your solution.
The key is getting to the person

who can say yes. In order for
them to say yes, they must have
budgetary responsibility and 
oversight for the project.

Doing Your Homework
Now that we know who, let’s 
talk about how – more research.
Personally, I think it is a waste 
of time to call someone and leave
a message for them to ring me
back. Frequently people are
telling me that they simply ignore
phone messages anyway – par-
ticularly in the IT community.
Outside of establishing contact,
one of the biggest hurdles you
have to clear in setting an
appointment is establishing credi-
bility. The best way to clear the
credibility hurdle is via a refer-
ence. Business people want to
know that you have been success-
ful providing similar solutions to
like-sized companies; there is a
perceived risk to being the first at
anything. Statements like, “We
worked with Dewey, Cheatem,
and Howe to enable better access
to their client data via mobile
devices,” go a long way to estab-
lish credibility. The best way, of
course, is to have your client rec-
ommend you to your new target,
either by use of a testimonial or
directly through an email or con-
versation if they are acquaintanc-
es. Did you know that 60% of
referrals result in an appointment?
Finally, understanding what is

important to your target is critical
to getting on their calendar. Al Gore
did us all a huge favor when he
invented the internet. You have 
a wealth of information at your
fingertips. The trick is weeding
through the minutia to get to bits
of info that we can monetize.
Obviously any press releases or

Getting to Mr. X

Size of Target Company Level of Approval Needed
<$5MM owner (C Suite)
$5MM - $15MM owner or finance lead (C Suite)
$15MM- $150MM finance or IT lead (C Suite or functional lead)
>$150MM IT Director (functional lead)

continued on page 48
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articles about our target are
relevant. Plant expansions, busi-
ness relocations, and even down-
sizing are real reasons to get 
in front of people. Look for
specific articles where your
target is interviewed, awards
earned, etc. These items will
tell you where the person’s 
priorities lie. They may also
yield information about net-
working opportunities for you
to meet with the person to
deliver your pitch in person.
You should also leverage what
you know about your clients in
the same industry as your tar-
get. Chances are problems you
have solved for your engineer-
ing client are relevant to your
engineering prospect.

Solving for X 
Do the work to make sure
your message is heard.
Identify the correct person

within the correct level of the
organization to establish con-
tact. Use referrals and refer-
ences to clear the credibility
hurdle and research your target
to identify concepts they will
find relevant. Remember the
most prepared rep typically
wins the day. �

Gary Schwartz is a sales 
consultant with Strategy
Development. Gary was a
senior manager with IKON
Office Solutions, and later
RICOH in sales, finance, and
operational roles. Gary began
his tenure with IKON as an
Area Director of Financial
Operations. In addition to
}his expertise in sales process
and leadership, Gary is well
versed in the financial, leas-
ing and marketing aspects 
of the business. He can be
reached at schwartz@
strategydevelopment.com. 

Mr. X
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Troy Harrison Sales & Marketing

Sometimes, when I tell peo-
ple that I buy things off the
Internet, they are insulted.

In fact, sometimes I’m treated like
a traitor to the sales profession.
“But Troy,” they say, “Aren’t you
the one telling us that the Internet
is competing with the sales pro-
fession? And shouldn’t you be
supporting the sales profession?”
Yes, I explain, I do tell sales-
people that. However, I’m also a
customer and a purchaser of items
– and my buying needs and instincts
are no different than anyone else’s.
Salespeople constantly complain

that the Internet has made price-
shopping easier, that it causes
people to buy on price and price
alone, etc. Nonsense. What the
Internet has done is to make rela-
tionships more critical, and at the
same time more fragile, than they
ever were. In fact, I was reminded
of a perfect example last week
when I sent flowers to my wife.
Last February 14, I started my

day the way I always start my
Valentine’s Days. I picked up 
my phone and called my florist.
I’ve purchased flowers for my
wife from this florist for years.
Birthdays, Valentine’s Days,
anniversaries, just because…you
name it. It was a great system. 
I’d call them, tell them how much
I wanted to spend, they had the
address and my credit card on file,
done and done. I was a Loyal
Customer. However, last
Valentine’s Day, that changed.
When I called, the woman who

answered the phone said in an
exasperated tone, “Look, there’s
no way we can deliver flowers
today! Our deliveries are full. 
You do realize that it’s Valentine’s
Day, right?” I replied that, yes, 
I was aware of what day it was,
hence my call. I also said that for
the previous seven Valentine’s
Days, I’d done exactly the same
thing. She said, “Well, I’m sorry

but we’re just too busy to add
another delivery this year. Maybe
a little planning would be in order
for next year.” I hung up.
Now, I’m sure that the woman

felt satisfied after the call that she
had admonished a silly man who
didn’t handle his Valentine’s Day
until the last minute (and as you
read this, I’m betting that the men
are nodding at what I did, and the
women are rolling their eyes). I
wonder if she’d be as satisfied if
she knew that I have purchased
flowers three times since then –
from the Internet?
You see, after that phone call, I

logged onto a florists’ website. It
said, “Order by noon for delivery
today!” So, I did. It wasn’t cheap-
er than my florist – but the order
was accepted. The computer did-
n’t give me any attitude. The
flowers were received, and gener-
ated the smile that I had hoped
for. As a customer, my needs and
desired result were achieved. And
in so doing, I discovered that it’s
fairly easy to order on that site –
which I’ve done three times since,
including last week.
Understand this – your cus-

tomers will discover the same thing,
IF you give them a reason to do
so. However, you can avoid this.
Here are five good ways to pre-
serve your customer relationships:

Understand that every contact
with your customer can be your
last. Think of the current sales
environment as turning up the
heat on every customer contact.
You should have always thought
about your competitors hovering
over your customer, ready to take
them away at a moment’s notice.
Today’s environment simply turns
up the intensity. If you offend or
anger your customer on a sales
call, your customer can have a
new supplier ready to go via their
computer before you can leave
their parking lot.

Know that everyone who has
customer contact needs to be on
the same page. I don’t believe for
a moment that the owner of the
flower shop would have wanted
his customer service person to
treat customers in the fashion that
the woman treated me; however,
he clearly did not communicate 
to his people how he did want his
customers to be treated. Hence, 
I had a bad experience – and 
I’m betting that others have, too.
Companies will spend big bucks
training and developing sales-
people and service people, and yet
they fail to recognize that anyone
who has contact with the cus-
tomer can affect the relationship. 
I once saw the top salesperson in
a company lose his best account
because the customer’s people
couldn’t stand dealing with the
delivery person – and so they
found someone with a more
pleasant delivery person.

Make every contact positive.
I’ve spoken a lot about how sales-
people must bring value on every
call; we can do that by providing
ideas, thoughts, knowledge, and
expertise to our customers. Over
and above this, however, we
should work to make our contacts
positive. Don’t get me wrong;
things will happen and customers
will get upset. The professional
salesperson can find ways to
make these contacts end on a pos-
itive note. We can give customers
reasons to keep doing business
with us, even if things go wrong.

Move the ball forward. You
should be working to advance 
the relationship and your cause 
n every sales call. Before each
call, establish an objective and ask
yourself how you can improve
your situation with the buyer on
every interaction. Think “high,
wide, and deep”—can you

  
Customer Relationships In The Internet Age

continued on 69
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Mike Muhney Smart Business

From networking events, holi-
day office parties, to social
networking sites, opportuni-

ties to “meet” new connections
abound. Exactly how do you make
the most of every introduction?
Let’s start with what not to do.
Whether you associate the “seven
deadly sins” with medieval reli-
gious teachings or modern-day
entertainment, they can be applied
here to build your reputation and
your business. Be sure to avoid
these seven deadly networking sins:

PRIDE:You may think, “If you
don’t believe in you, who will?”
However, self-promotion requires
tact. Toot your horn too often or too
loudly and all you can expect is a
wave of unreturned messages and
deleted connections. People are
attracted to authenticity. Crafting 
a false image is a turnoff to all.

Solution: Share your accomplish-
ments and the spotlight with those
who contributed to your success.
You might even score bonus expo-
sure by reaching beyond your 
network.

GREED: If your concerns are your
only concerns, why should others
care about you? But when you
seek to meet others’ needs and do
a great job, they’ll be more inclined
to reciprocate. Reversing that
sequence will surely prevent it.

Solution: Focus your messages
and offerings on the interests and
needs of your audience, not what
you’re looking to promote.

LUST: If you’re too eager or lust-
ing after the attention of others,
your otherwise professional efforts
can lead to a very unprofessional
reputation. Nobody invites crossing
the line of acceptable and profes-
sional efforts with that of becom-
ing a pest revealing personal crav-
ings over that of the other's needs.

Solution: You can’t force some-
one to reciprocate. Do what you

said you’d do or send what you
promised and let the rest happen
naturally.

ANGER: If you read a comment
with unintended sarcasm or inter-
pret a short missive as an angry one,
you might be tempted to recipro-
cate in kind. The power of a smile
and laughter can produce priceless
and ever-expanding opportunities,
but the consequences of discour-
tesy are immediately, and poten-
tially irreversibly, destructive.
Solution: Consider communication
carefully. Responding in anger can
destroy your reputation and your
relationships.

GLUTTONY: If you’re sending
mass relationship-building emails
or group texts in an effort to save
yourself time and effort, you risk
losing the opportunity for the ges-
ture to be regarded as sincere and
to be taken seriously. By default,
“mass” is mutually exclusive of
“personal.”
Solution: Balance group messages
by inviting personal responses of
interest. Or, better yet, communi-
cate one-on-one whenever possible.

ENVY: If you’re building yourself
up at the expense of others by put-
ting them down, your need for the
spotlight will backfire. Don’t focus
on what others have or the connec-
tions others have made. Set your
own relationship goals based on
what you have to offer your net-
work, not what you seek to gain
from them.
Solution: Congratulate others on
their successes instead of stewing
on what you haven’t yet accom-
plished.

SLOTH: If your efforts to connect
or stay in touch border on the apa-
thetic, you need to shape up, per-
haps in more ways than one. A
lack of drive and determination to
“exercise” meaningful connections
and capitalize on opportunities will

only result in relationship atrophy.

Solution: Schedule regular com-
munication and be sure to engage
when opportunity presents itself—
most certainly at holiday office
parties and social gatherings. It
may be drudgery as the start of any
exercise regimen can be, but posi-
tive results will prove worth the
time and effort.

Each and every one of these sins is
easy to fall prey to but just as easy
to avoid. However, it does take
conscious thought, determined
actions, and purpose of focus
toward others to realize optimal
relationship value that rewards all
parties all the time.
What is ultimately at stake

here is the development of your
personal brand. Fundamentally,
there is no value in being unlik-
able. Generally speaking, the
complete antidote to the seven
deadly sins is nothing more than
simply being nice to all people 
all the time. In fact, some rela-
tionship experts estimated that
simply being nice can result in 
a 30 to 40% increase in success
over those people and/or com-
panies that are not nice. Whoever
thought that simply being nice
could in fact be the very thing 
that completely sets you apart 
and distinct from everyone else,
and helps pave your road to 
success? �

CRM pioneer Mike Muhney, the
co-creator of ACT! software (cred-
ited as the catalyst for the “cus-
tomer relationship management”
industry), is CEO of mobile rela-
tionship management purveyor
vipOrbit—the first relationship-
centric contact manager solution
enabling mobile business profes-
sionals to manage their contacts,
calendar and client/customer inter-
actions across Mac, iPhone and
iPad platforms. He may be reached
at www.VIPOrbit.com. 

  
The 7 Deadly Networking Sins
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Andy Slawetsky Flash Report

Iattended the Ricoh dealershow Oct. 28 – 30 and my
head is swimming. Held at

the beautiful Aria hotel in Las
Vegas, Ricoh had about 1,200
attendees at this show from over
800 dealerships.
Here are some of my initial

thoughts on the show after the
first day:

• Dealers experienced 10% YOY
growth in a flat market.

• They addressed their “stream-
lining” and while it was
painful and difficult, they have
eliminated a lot of redundancy
and made themselves much
more efficient and easier to 
do business with. Dealers are
now sharing the same pro-
grams and support system 
as the branches.

• Ricoh is openly calling on
their dual line dealers to
become single line.

• They’re launching a new 
competitive training program
called Monster in a Box (just
in time for Halloween) and it
promises to be very popular
based on the reaction from 
the dealers.

• Ricoh’s new user interface
looks great and while it took
forever to upgrade the UI I
sold back in the ’90s, the new
10.1″WSVGA 1024 x 600
screen is customizable and so
simple even my dad can use it!

• Ricoh’s lab, one of the few 
competitive testing labs in 
our industry, is becoming 
a resource for dealers and
helped Ricoh grab a 6,000 unit
deal at a major hotel here in
Las Vegas. They customized a
printer solution where several
other vendors failed. Ricoh’s
use of their test lab is a huge
advantage and their ability 
to customize so quickly is
impressive considering how
hard it is for companies this
large to make changes to 
hardware.

• Ricoh is making a major push
on services, despite the fact 
that they keep reminding us
they’re still a Japanese box
manufacturer.

• CHAMPS is finally ready and
they have an actual playbook
(more on this to come).

• White boards and displays are 
a new opportunity and Ricoh
is coming out with (and already
has) some unique products in
this area.

• ICE cloud services will be a
major opportunity for Ricoh
dealers and they’re targeting
medium size businesses with
offerings that will firmly
address mobile devices such 
as smart phones and tablets.

• Ricoh is entering the sub $100
printer market to go after
SOHO customers. Printers will

be sold by dealers and through
alternative channels.

• Ricoh printers will soon have
AirPrint and many are going 
to be WIFI enabled.

This was the first dealer 
show for the new Ricoh execu-
tive team and the changes are
refreshing. The new team is
forthcoming and approachable
and the 3+ hour analyst session
was highly interactive. Execu-
tives were candid and the panel
was great. CEO Martin
Brodigan no longer sits in the
background. He was up front
with his team and fielded a 
great number of questions him-
self. I always thought of him as
more focused on headcount and
the bottom line, but he clearly
understands the business and
he’s really turned things around.
Ricoh has a ton of new prod-

ucts I’ll be writing about shortly.
While the show has been a bit
light on numbers and perform-
ance targets, there has been a
great deal of discussion on strate-
gy and I have to say I’m excited
for the direction they seem to 
be heading in. �

Andy Slawetsky is President 
of Industry Analysts, Inc. 
Visit www.industryanalysts.com
for more info. 
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Ronelle Ingram Minding Your Business

Most successful dealers
have modified their sales
compensation schedule

to reward solution sales. But even
with the change of compensation
plans, dealers are struggling with
re-training traditional hardware-
focused sales reps and hiring new
solution sales specialists. 
While sales managers are 

skirmishing to build a viable long
term sales staff, senior manage-
ment may be ignoring their most
powerful sleuth selling machine
that is already employed by their
company. In addition to hiring
new sales reps, you should
enable, encourage and educate
your current force of field service
employees to help with the sell-
ing process. Your field service
employees already have a work-
ing relationship with your clients
and understand your business. All
that is necessary is some directed
education, creative mentoring and
a newly structured lead program
to turn these service professionals
into lead generators for your
solution sales.  
How many dealerships have

actively changed their service
lead generation programs to focus
on incentivizing the very employ-
ees who listen to the needs of
their clients? Many of the clients’
pain points can be cured through
the use of solutions based software
that your company is currently
offering. 
Smaller dealerships often rep-

resent half a dozen different soft-
ware packages. Larger businesses
may sell and support twenty or
more software products as well as
taking on any software offering
that a customer mentions they are
interested in buying. The integra-
tion team or a single IT tech may
be the only people that currently
understand the general scope of
all the products being offered. 

Does your entire field service
staff, in-house dispatchers and
help desk personnel understand
exactly what software products
your company represents can
accomplish for your clients? If
your answer is “No” or “I’m not
sure” you are wasting your most
valuable sleuth sales force — also
known as your service depart-
ment employees.
When visiting with dealers, or

talking with service personnel at
seminars and industry events, I
often ask, “What software are you
currently offering your clients?”
Unless I am talking to an integra-
tion specialist, I am often told
they use the OEM's product or a
familiar MPS offering. When I
ask for more specific information
on what other software products
they sell and support, the answers
I receive are very general and
reveal a very simplified knowl-
edge of the products.
If you want your field techs

and entire staff of employees to
help sell your products, increas-
ing software product education
will improve the quality and
quantity of the leads your extend-
ed staff will be able to turn in 
on a regular basis. So how does
the progressive dealer train their
infantry of field techs (hardware
sales people, support and admin-
istrative staff) to have a working
knowledge of your company’s
oft-changing software offerings? 
An easy way to begin the 

staff educational process is to 
use 5 minutes of each service
meeting to introduce and review 
a software package that your
dealership sells and supports. 
My goal is to have a service tech
or field supervisor actually do the
presentation to the group. In the
beginning, you can have your
integration or software sales 
staff present the information. 

The entire service staff is told
in advance that in future service
meetings, individual techs will be
called upon to provide the name
of a software package your dealer-
ship offers and a 30 second
explanation of what type of cus-
tomer (or vertical market) may use
this type of software and what it
can help the customer accomplish. 
I allow my techs to use a writ-

ten ‘cheat sheet’ or customized
app or link on their iPhone or
iPad to access the information.
My goal is that each service
employee is able to have immed-
iate access to the dealership’s
software information when they
are in the clients’ office.
I am a firm believer in audi-

ence participation. Having each
tech know that they will be ran-
domly called upon to present 30
seconds of information before the
group of their peers makes them
a little more attentive. Addition -
ally, each tech that does a mini-
presentation also receives a 
protein bar or some other healthy
snack immediately at the end of
the presentation. An approval of
their peers and a physical object
in their hand help encourage the
techs to listen to the 5 minute
presentations and to be prepared
if they are selected to do the 30
second refresher in the future. 
Sometimes I will have one tech

present the basic software infor-
mation without announcing the
name of the software. The tech
only reveals the vertical market
being served, what the software
can accomplish or improve, and
which of our customers are cur-
rently using the product. The first
tech who can correctly shout out
the correct name of the software
receives a prize (usually a snack
bar) as well as the praise of the
other techs.

  
Service Tech Sales Sleuths 

continued on 60

How many 
dealerships have
actively changed

their service 
lead generation 

programs to focus
on incentivizing the

very employees
who listen to the

needs of their
clients? 
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Once you get the techs com-
fortable introducing, explain-
ing and continually mention-
ing software offerings at your
company meetings, you can
continually add new software
offerings as well as keeping all
your long term software pack-
ages in the mix. During some
service meetings I will only

have a shout out of 4-5 differ-
ent mini software-identifica-
tion quizzes. It keeps the techs
thinking. My more competitive
techs will do a quick review of
software product names and
their functions before walking
into the service meetings. 
The bottom line is our serv-

ice techs are able to generate a

steady stream of leads for soft-
ware sales. By understanding
what the software can do,
techs are better able to identify
who may benefit from using
one of your software products.
Our dealership set up a new
leads bonus program that
directly rewards the number of
licenses that are sold from tech
generated software leads. This
provides an additional incen-
tive to become aware of the
potential of larger sales 
opportunities.
The power of being knowl-

edgeable and familiar with all
of the products and services

your dealership offers will
increase the comfort level of
your techs being able to listen
to the needs of your clients
and identify their company’s
ability to provide a viable
solution. Setting up ongoing,
structured education and men-
toring of your service staff will
enable them to consistently
turn in appropriate and prof-
itable sales leads. �

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

Sales Sleuths

e n x   

For Your
Parts and Supplies!

888-889-9598 

&

www.RemanCartridges.com

CSI
Sister

Company

CRYSTAL TRADE

We Also Sell Canon Used Parts & Assemblies
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Blind Drop Ship at no extra fees!  Contact us for complete product list!

toll free: 1-877-933-5558
email: itctoner@gmail.com

         

OKI C9300                                    OKI C9600                          OKI C3100 Drum                  OKI C5500 Drum                   OKI C7100 Drum                      OKI C9600 Drum
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Oki Data & Konica Minolta Specials!  Call for details!

OKI B4400/4600                     OKI B410/430                                      OKI B2400                          OKI MB260                               OKI C3100                             OKI C3300                                     

OKI C5500                            OKI C5550                                        OKI C5600                          OKI C6000                                OKI 7100                                  OKI C610

KM 1600                       KM 2300                         KM 2400                         KM 3300                         KM 5430                            KM 4650                                   KM 5550      

Sales Professionals
Compe  ve Salary
and Commission

Now
Hiring
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All Leasing Services 74
Repo/Offlease Copiers, Printers 
and Faxes 
Phone: 866-727-3750 / 949-727-3750
Fax: 949-727-3850
bids@alscopiers.com
www.alscopiers.com

Arlington 39
Full line of OEM office supplies
Phone: 800-887-3040
Fax: 847-689-1616
www.arli.com

Carolina Wholesale 32
One of the largest office machine 
and supply distributors in the USA 
Phone: 800-521-4600
Fax: 800-356-9169
sales@cwholesale.com
www.cwholesale.com

Copier Network 27
Coast to Coast Service 
Extensive Canon and Ricoh Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 60
For your Canon & HP Parts 
& Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com 

Digital Gateway 33
Phone: 866-342-8392
www.digitalgateway.com

Digitek 37
Phone: 888-353-0301
www.digitek.com

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

DocuWare 36
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

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

EpartsRoom 22
Cost Effective Solutions for 
Circuit Boards & PCB's, Hard Drives, 
Fuser & Fixing Parts, Finishers 
and Sorters and more! 
Phone: 877-503-7278
Fax: 713-849-9001
Shop online at: www.epartsroom

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

ESP 49
espei.com
surgex.com

Frontier Imaging 50
Distributor of Copier, 
Printer & Fax Supplies 
Phone: 888-530-8811
Fax: 310-898-2788
sales@frontierimaging.com
www.frontierimaging.com

GE Capital 23
Buy direct from GE Capital
Phone: 203-749-6011
www.geasset.com/copiers

Greater Philadelphia 
Equipment Co. 40
Copiers, Accessories, Fax Options
& Print Controllers 
Phone: 215-788-7111
Fax: 215-788-4445 
gpec1@verizon.net
www.printcontrollers.com

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

I.C.E. International 
Copier Exchange 35
Wholesaler of Copiers
Phone: 888-423-2679
www.copierpoint.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

ILG 31
OEM Reman & Compatibles Cartridge
Phone: 800-937-2880
www.ILGLaser.com

ImageStar 59
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impact Technology 55
World Class Copier Remarketer
Phone: 866-848-4900
www.offleasecopiers.com

Impression Solutions 77
Full Line Kyocera Copystar 
& Oki Printer Distributor
Phone: 866-275-9213
www.impressionsolutions.com

Industry Analyst 68
Phone: 585-232-5320
www.industryanalysts.com

Intellinetics 73
Phone: 614-921-8170
Fax: 614-850-2789
sales@intellinetics.com
www.intellinetics.com

Intercom Exporting Inc 59
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 51
Phone: 941-961-7897
www.ISC-Inc.org

ITC Supplies 61
Phone: 1-877-933-5558
itctoner@gmail.com

ITC Systems 48
Phone: 314-872-7772 USA
Phone: 416-289-2344 Canada
sales@itcsystems.com
www.itcsystems.com

ITEX 2014 Expo 72
March 11-13, 2014
Rio Las Vegas Hotel & Casino
www.itexshow.com

Jamex 60
Copier/Printer/Fax Vending Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Display Advertisers Index
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Managed Print Services 
Association 50
greg.walters@yourmpsa.org 
www.yourMPSA.com

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

MEMJET 29
Printer Manufacturer
C6000Series.com/sign_up/reseller

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

Mito Color Imaging Co., Ltd. 5
Color toner cartridges, HP mono 
cartridge with patent free OPC gear
Phone: 86- 756-2535246  2535256
Fax: 86-756-2535769
market@mito.com.cn
http://www.mito.com.cn

MSE 21
Toner Cartridge Remanufacturer
Phone: 800-673-4968 Headquaters
Phone: 800-418-4968 US-East Coast
www.mse.com

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

National Copy Cartridge 75
Phone: 619-562-6995
Fax: 619-562-6899
order@nccreman.com
www.NationalCopyCartridge.com

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

Niche Equipment 61
Office Machines & Supplies Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 41
Phone: 800-817-0688/626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

NSA 25
Phone: 866-670-2345
www.nsainc.net

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

Office Land 30
OEM Parts for Copiers and Printers  
Phone: 818-778-0100
Fax: 818-778-0101 
www.officeland.ws

OKI 11
Phone: 800-Okidata (654-3282)
www.okidata.com
www.bpx.okidata.com

OPRA 48
oprausa.com

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

Parts Drop 64
Copier Parts, Supplies, & Tech info.
Phone: 201-387-7776
www.partsdrop.com

PCI Premium Compatibles 76
Phone: 866-574-8804
sales@premiumcompatibles.com
www.premiumcompatibles.com

Printer Essentials 3
Phone: 800-965-1180
Fax: 775-850-2630
sales@PrinterEssentials.com
www.PrinterEssentials.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 6 & 7
Phone: 888-778-8663
Fax: 630-694-9060
jamie@rpttoner.com

Seine Tech USA 57
The Worlds Leading Toner 
Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736 
sales@seinetecusa.com 
www.seinetecusa.com

SINDOH 4
MFP Manufacturer
Contact Authorized Distributors
http://www.sindoh.com

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

Supplies Wholesaler 78-79
The Cartridge Experts
Phone: 866-817-8795
sales@SuppliesWholesalers.com
www.SuppliesWholesalers.com

Tech4SMB 57
Phone: 949-614-5718
mktg@tech4smb.net
www.tech4smb.net

Toner Cycle-Ink Cycle 43
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

Toshiba 80
Copier / Print Manufacturer
Phone: 800-GO TOSHIBA
Contact Authorized Distributors
www.toshiba.com

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

Union Technology (UTec) 53
Phone: 853-2871 5020
Fax: 853-2871-5001
sales3@utec.com.mo
www.union-tec.com

Unitone Imaging Supply 47
Phone: 800-864-8663
Fax: 818-772-1499
info@unitone.com
www.unitone.com

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

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

Looking to Buy WIDE Format
Kip.  Oce.  Ricoh.  Lanier.  Xerox. 

 
–– Also Buying ––    

Canon. Ricoh.  Konica. Sharp. Toshiba Copiers.

100% Guaranteed. 

Call 405-912-1700 or Email: culver-enterprises@swbell.net

GPR-15 & GPR-16

One Toner For All 
$23.75 Per Bottle--1220 Grams

 

One Toner For All 
$59 Per CTG--1900 Grams

Canon Copier Toner Kyocera/Mita Toner

l IR 2230/2270/2830/3025/3225/3230   

l IR 3035/3045/3235/3245/3530/3570/4570

l KM 2530/3035/3530/4030/4035/5035/
    3050/4050/5050/TASKalpha 420i/520i    
l FS 9100/9120/9500/9520/9130/9530 

303-465-3134
TRI RESOURCES INTERNATIONAL
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Business Card Directory

1-877-Mambo76
(Hablamos Español)  or email: ask@mambo-trading.com

We Carry Omega Plus, Supreme & Supplies

*FOR NEW ACCOUNTS ONLY WITH PURCHASE OF VACUUM

Vacuum Distributor   Konica Minolta
  Brother
  Canon
  Copystar
  HP

We Also Carry

  Panasonic
  Ricoh
  Samsung
  Sharp
  Xerox

FREE
Ground

Shipping
ONE STOP For All Your OEM

And Compatible Supplies
For All Major Brands**FOR NEW ACCOUNTS ON

ORDERS OVER $200.00**

*Offer good until August 31, 2013 or while supplies last. 

Free Filter*

Special

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

Business Imaging Expo
December 10-12, 2013
Las Vegas, NV - USA
http://businessimagingexpo.com

2014 International CES
Jan 7-10, 2014 / Las Vegas, NV
www.cesweb.org

BTA Southeast Event
Feb 14-15, 2014
Orlando, FL
www.bta.org

BTAS Business Technology
and Services Conference
Feb 18-19, 2014
Sydney, Australia
www.btasconference.com.au

Equipment Management
Conference & Expo
Feb 23-25, 2014 / Phoenix, AZ
www.elfaonline.org

SIGN China 2014
Feb 23-26, 2014
Guangzhou, China
www.signchina-gz.com

Graphics of the Americas
Feb 27-Mar 1, 2014
Miami Beach, FL
www.GOAexpo.com

ITEX Conference & Expo
Mar 11 - 13, 2014
Rio Las Vegas, NV
www.itexshow.com

INTEROP Las Vegas
Mar 31 - Apr 3, 2014
Las Vegas, NV
www.interop.com

AIIM 2014 Conference
Apr 1-3, 2014 / Orlando, FL
www.aiim.org

ReChina Asia Expo
Apr 22-25, 2014
Shanghai, China
www.rechinaexpo.com

DocuWorld 2014
May 7-9, 2014
Las Vegas, NV
www.docuware.com

Industry Events 
& Trade Shows

1-888-376-7311

COLOR   I   MICR   I   NICHE   I    MPS 

DPI The Leader In
New Development
& Niche Products

Call Us For Daily Specials!

Ask about our
Free Shipping offer &

Empty Toner Cartridge
Buyback Program!

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

Extensive Research
and Development
Deliver More Vibrant Colors: 
NOVEMBER 2013 RELEASES
•   Dell B2360
•   Ricoh SP5200/5210
•   Canon CRG-131 COLORS

OCTOBER 2013 RELEASES 
•   Lexmark MS 310/410/510/610/710/810/812
•   Lexmark MX 310/511/611/710/811/812
•   Dell B3460
•   Dell 5460/5465 

SEPTEMBER 2013 RELEASES 
•   Samsung 307
•   HP Enterprise 700 (CF-214x) MICR
•   Samsung MLT 205 MICR

AUGUST 2013 RELEASES  
•   Minolta 4650 Magicolor Drum Unit
•   Okidata B-710
•   Xerox WC 5325/5330/5335

www.directpreciseimaging.com

HP 4250 (42a) .......................................... each......
HP 4000 (27x) or 4100 (61x) ................... each......
HP 4014 (64a) .......................................... each.....

$39.99
$24.99
$39.99

*Buy 10 or More & Save*
HOT COMPATIBLE ITEMS

Wholesale Only

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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This error is caused by a few 
different things. Normally it 
is associated with a printer’s firm -

ware needing to be upgraded. I have also
read and heard other causes for this error,
such as a driver issue. It could also be a
JetDirect Card, believe it or not. These
are just a few of what may be causing the
49.XXXX errors in printers.The error
means a critical firmware error has
occurred that caused the processor on the
formatter to abort the operation. This type
of error can be caused by invalid print
commands, corrupt data, or invalid opera-
tions. In some cases, electrical noise in
the cable can corrupt data during trans-
mission to the printer. Other causes
include poor quality parallel cables, poor
connections, or homegrown applications
(third party software).

Common Causes
• Old or outdated firmware
• Conflicting versions of third party 
software 

• Using PCL 6 instead of PCL 5
• Old or outdated drivers
• Accessories (JetDirect Cards)
• Packet loss or interference on the 
network

• Bad data cable

Recommended actions:
Below you will find different steps to try
and get you printing again. Keep in mind
performing some of these steps may
delete some of the settings in the printer,
such as IP info and internal printer 
settings.
1. Press CANCEL JOB to clear the print

job from the printer memory
2. Turn the printer off and then back on
3. Try printing a job from a different

software application. If the job prints,
go back to the first application and try
printing a different file. If the mes-
sage appears only with a certain soft-
ware application or print job, contact
the software vendor for assistance

4. If the message persists with different
software applications and print jobs,

disconnect all cables to the printer
that connect it to the network or PC

5. Turn the printer off
6. Remove all memory DIMMs or third-

party DIMMs from the printer. Do
not remove the firmware DIMM in
slot J1

7. Remove all EIO devices from the
printer

8. Turn the printer on
9. If the error no longer exists, install

each DIMM and EIO device one at a
time, making sure to turn the printer
off and back on as you install each
device

10. Replace the DIMM or EIO device 
if you determine that it is the one
causing the error

11. Remember to reconnect all cables
that connect the printer to the net-
work or computer

12. If the error persists, replace the
firmware DIMM

13. Replace the formatter and calibrate
the printer if needed

There are also different steps you can
take if the previous steps don’t help. You
can switch from PCL 6 drivers to a PCL
5 driver. PCL 5 is a much more stable
driver choice and is suitable in most envi-
ronments that do not require PostScript
drivers. For a PS driver printer: 

1. Open printer Properties
2. Go to "Device Settings" tab 
3. Disable the option "Postscript

Passthrough" under the "Installable
Options"

On the 5500, the JetDirect Card can
cause the problem. Sometimes upgrading
the JetDirect firmware helps. If it contin-
ues, replace the JetDirect Card (usually a
615N).
To continue printing, try to: 

1. Turn off the printer
2. Disconnect the data or network cable
3. Clear the print queue
4. Turn the printer back on
5. Re-connect the data or network cable
6. Try a cold reset 

CAUTION: When performing a cold
reset, you will delete network settings
and printer settings!

7. If the issue is software related, try
installing updates for the software

8. It can be associated with connections
on routers, switches and even ports

9. Replace the USB or Cat5e cable 

This error can also affect monochrome
and color M-series multifunction printers.
In some instances after upgrading a
LaserJet M-series MFP firmware, upon
rebooting the 49 error will occur. As soon
as the printer is connected to the network
the error appears. Disconnecting the

Robert Young Technical Tips

Solutions to HP’s Most Common Error Code
The 49.XXXX Error Code

The following list shows some of the printers and the firmware levels which might be
affected by upgrading the firmware:

PRINTER UPGRADING FROM   UPGRADING TO

M3027 MFP, M3035 MFP 20071211 48.051.1 or earlier  20080405 48.061.8 or later

M4345 MFP 20071211 48.051.1 or earlier 20080405 48.061.8 or later

M5025 MFP 20071211 48.051.1 or earlier 20080405 48.061.8 or later

CM4730 MFP 20071211 50.031.0 or earlier 20080405 50.041.8 or later

CM6030 / 6040 MFP 20080118 50.003.0 or earlier  20080405 52.012.0 or later

CM3530 MFP    20080821 02.066.0 or earlier 20081210 53.011.2 or later

M9040 / 9050 MFP  20071210 50.002.0 or earlier  20080405 51.011.9 or later

9250C Digital Sender 20071211 48.041.0 or earlier  20080404 48.051.7 or later
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printer from the network seems to prevent the error from 
occurring after the upgrade. The problem seems to be with 
the Kerberos Authentication feature, where the file might get
corrupted during the upgrade. Kerberos is a secure method for
authenticating a request for a service on a network. It enables 
a user to request an encrypted ticket from an authentication
process that can be used to request a particular service from 
a server. The user’s password does not have to pass through 
the network. 
If the error is related to a corrupt Kerberos configuration

file, one way to try and prevent the error from occurring is to
clear the Kerberos settings from the printer before upgrading
the firmware. You can access the Kerberos authentication con-
figuration from the embedded web server of the printer. This
feature will be found on the settings tab of the embedded web
server. Web Jetadmin can be used to clear these settings as
well. The restore factory settings command which can be
accessed from the control panel of these printers can be used,
but in doing so all the configuration settings will be reset to
factory defaults. Install the upgrade and test. If there is more
than one printer that will be getting upgraded I would suggest
you test one thoroughly before proceeding. 
The CM6030 / 6040 MFP printer might experience some

problems when booting up where the printer stops at stage 5 of
6 or hangs and might display a 49.4C02. This could be caused
by corrupt NVRAM values. Starting with firmware revision
52.081.2, the NVRAM values are no longer being written to

the hard drive. These are now being written directly to the 
formatter. The following procedure should allow you to get 
past the reported boot progress hang or the 49.4C02 error:

CAUTION when performing a cold reset you will delete 
network settings and printer settings.

NVRAM initialization: CAUTION: Initializing NVRAM
resets the serial number, the event log, the page counts, the 
calibration settings, and the EIO card. Use the SERVICE menu
to restore the serial number and page counts. You also need to
reconfigure any computers that print to this product to recog-
nize the product. Initialize NVRAM only when absolutely 
necessary. In most situations, use cold reset to reset product
variables but still retain the needed values in the SERVICE
menu.  Before initializing NVRAM, print a configuration page
and a supplies status page to gather the following information:
Total page count 
Serial number 

1. Turn the printer off and remove the network cable 
2. Turn the printer on and perform a partial NVRAM 

initialization
a. Turn the printer on 
b. When the display starts to count the memory, press and
hold 3 until all three lights on the panel are lit 

c. Press 9 one time, and then press and release START 
d. Press 6 one time 
The printer should boot past stage 5 and 6 of the boot
progress now and not display a 49.4C02.  

4. Cancel out of the wizard setup screens 
5. Turn the printer off and connect the network cable
6. Turn the printer on and perform a cold reset

a. Turn the printer on 
b. When the printer shows the memory counting, press and
hold the 6 key until all three lights on the control panel
are lit 

c. Release the 6 key
d. Press 3 or 9 to scroll to cold reset 
e. Press 6 to select
f. Flash the latest available firmware to the printer �

Robert Young is the Director for
Technical Support and Training at
Metrofuser. Robert has 13 years in field
services and holds certifications with
OEMs such as Hewlett Packard and
Lexmark. His experience in heavy print

environments runs the gamut of MPS installation,
upgrades, assessments to technician selection, and 
training. Visit www.metrofuser.com
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Printer Tech Tip

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

TECH TIP FOR HP PRINTER:
HP Color LaserJet series CM1312/CM2320/
M351/M451/M375/M475 
Issue: Paper jam in rear door message

This problem is typically caused by the guide
on top of the registration assembly being
out of position. Physical damage to this spe-
cific part because of a paper jam causes the
printer to display a false paper jam in the
back door. This problem can be seen from
the back of the machine. Check the registra-
tion guide and make sure it is in the correct
position as shown in the picture below.
If there is a problem with the registration

guide, you will see that the guide is not all
the way up, and it does not go back to the

home position, as shown in the picture below.
If the issue is determined, carefully move the guide to left or right to

see if it will go to its home position. If not, a close look will be needed 
to determine the cause of the problem and may need to contact LPI tech
support for further diagnosis. �
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increase your contact base on every sales call? Can
you get testimonials or referrals? Can you increase
your access? Can you up-sell or cross-sell?

Make it easy. One great way to compete with 
the Internet is to find ways to make it easy for your
customers to buy from you. Remember – up until
Valen tine’s Day, that was one of the reasons that I
did business with the florist; it was incredibly easy
for me to do business. I gave them one piece of data
(how much I wanted to spend), and then I knew I
could trust their judgment on what to send. That 
sustained a relationship for a long time.
It is possible, even practical, to build strong cus-

tomer relationships today, even with the ever-present
competition from the Internet. However, to do so,
you have to be at least as convenient as the Net to 
do business with. �

Troy Harrison is the author of “Sell Like You Mean
It!” and the President of SalesForce Solutions, a sales
training, consulting, and recruiting firm. For infor-
mation on booking speaking/training engagements,
consulting, or to sign up for his weekly E-zine, call
913-645-3603, visit www.SalesForceSolutions.net. 
or e-mail TroyHarrison@SalesForceSolutions.net.

Internet Age
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Technical Tips

SUBJECT: 
Toshiba 351C

Q:Hey guys, I have a machine thatwon’t come to ready and I can’t 
get into 08 mode. Does this mean that the
HDD is toast? If so, do you have any sug-
gestions on a new HDD? Also, is the pro-
cedure the same as a b/w e-Studio? Thanks.

A:More than likely the HDD is toast.You will need 60-120 GB HDD 
and the firmware for this machine. Do 
not use b/w firmware or the machine will
need PWB replacement. The procedure 
is basically the same.

A:To put it in 08 mode, press “690”and “print.” When “2” pops up, hit
“print/enter” again. It will either format
and go back to the default 08 test mode D,
screen, or come up with an error. Most
likely, it still has one of the 1/2 height
maxtor hard drives, which were prone to
overheating, causing them to fail. If you
can, you can also look at 08-670, which
will give you the info from the HDD
SMART table.

A:The above answer is right, themachine probably has one of 
those 1/2 height maxtor drives still. They
were junk. Just chuck it and then press
“3”,“clear,” “power on,” “option 3,” then
reboot 49 with the flash drive and install
the firmware again.

SUBJECT: 
Canon IR 3035 - Display Freezes

Q:I have a machine that's been in anoffice for about 2 years. Lately the
display has been freezing and they have 
to reboot the machine to get it operational.
This machine has fax and print options
installed. I've replaced the reader con-
troller, main controller, control panel har-
ness, and the power supply with a known
good machine. It still locks up. I even tried
running a power cord to a different outlet.
The loaner in its place runs well and is
using the same outlet. I've also flashed the
machine for the latest firmware. Any ideas?

A:Did you try cleaning or replacingthe memory DIMMs, or maybe 
the hard drive? I couldn’t find anything
more other than what you have done, plus
maybe the DC controller? I suspect the
memory or hard drive.

Q:Thanks for the quick response. I forgot to mention that I have
swapped the HD and the DIMM with the
other working machine. As a last resort 
I'm going to swap out the DC controller.
Thanks again. We've had this machine in
our shop now for over a week and it hasn't
locked up yet. I did try to return it and
within 5 minutes of power up the control
panel locked up. Burst my bubble quickly.

A:You can try a D-con clear or an M-con clear but make sure you 
do a p-print to input all the values. Try
this. Is the machine hooked to a network?
Additional functions>System
Settings>Network settings>TCP-
IP>Multicast Discovery and setting it to
"off" (default is "on").

Q:Thanks, I'll set that in. Thanks again for your input. I'll let you
know the results. I have tried several 
other things and no help. As a last effort 
I replaced the PS controller. Didn't know
there was such a board. No help there
either. Have read some posts on other sites
that mention the ADF can cause an E732-
0001 code when it starts to scan. The lock
up gives this code each time even though
there is no actual shutdown for the code.
Any thoughts would be very much appre-
ciated. I have been fighting this one for
almost 2 months.

SUBJECT: 

Copystar CS-2550 Drum Yield

Q:I’m getting conflicting info on this,which is it--150k yield or 300k
yield? I have a customer whose machine is
making copies with gray background and
the machine status page shows 253k on
the drum. I told him he needs a new one
but they are so pricey I don't want to make
a mistake! Any help appreciated. Thanks.

A:I believe it’s yield is 200k, and aPM kit may be the way to go, due
to the price of everything loose versus 
a kit.

A:The machine is a 300k PM cycle.The 2050 is 150k.

Q:The copies are covered with fineblack specks, so it looks from a 
distance like there is a gray background.
It’s worse towards the middle of the
copies. I'm not sure if the drum is worn
out or not. Are there any other common
issues? The drum does look like it has 
a film of toner on it. I forgot to mention
internal prints have the same problem 
so it's not in the scanner. Thanks.

A:Just do the 300k maintenance kitand that covers everything, includ-
ing the drum unit, developer unit, transfer
roller assembly, main charger, fuser unit,
and also the filter for the rear cover. Make
sure the timers are set aggressively so that
the fuser isn't baking the drum and the
plastic rollers. There are posts on adjusting
the fuser temp and the timers.

A:Yes, do the PM kit — if you orderjust a drum, they take it out of the
PM kit, charge you for the kit, and keep
the other items. Age has killed your drum
and the DV unit will be bad too; they all
come in the kit. If the user or a tech has
turned the power save from default to stay
ready longer, that can also cause premature
failure. But under use can also kill the drum
DV fuser. Note the machine will need
firmware too to go with the new fuser 
and some of the covers have to be cut.

A:If the customer does not clean thecorona every time they change the
toner, then the corona will ark sometimes,
causing the pitting (specks on copies) on
the drum. If you got 250k from that drum
you did good.

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®







Late Model Machines & Repos. Inventory Online!
Professionally Packed Containers
Export Customers Welcome
Call For Customer Referrals

Find Everything You Need In Our 45,000 sq.  . Warehouse!

Most Experienced & Reliable
Wholesaler In The Na"on!

www.alscopiers.com

Canon

Copystar

Gestetner

Konica

Lanier

Minolta

Kyocera

Panasonic

Pitney Bowes

Ricoh

Savin

Sharp

Toshiba

Xerox

Contact ALS  l  Email Your Bid List To: bids@alscopiers.com
Toll Free:  866-727-3750  l  Phone:  949-727-3750  l  Fax:  949-727-3850

9701 Research Dr. Ste.100  l  Irvine, California 92618$WE PAY TOP
$ DOLLAR $

For Used
Machines!

We Buy Surplus Copiers

r 45,000 sq.  . Warehouse!

100’sof late and current Xeroxmodels available
Color andblack and white
















