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Iwas chatting with a friendrecently about what I do—
interviewing office technol -

ogy dealers—which prompted
her to tell me that in her previ-
ous job as facilities manager 
for a New Jersey university the
university’s purchasing manager
once told her that copier sales-
men were the sleaziest people
he’s ever had to deal with.
I wasn’t shocked to hear 

that, but I was taken aback a bit
because I know a fair amount of
copier salespeople and I certainly
wouldn’t paint them with such 
a broad brush. But it did get me
thinking, along with a story by
Art Post in his Print4Pay Hotel
blog, that there are some folks
out there whose questionable
business practices give even the
most professional and honest
dealers a bad name. 
No one wants to see their pro-

fession bashed even if the stories
and incidents are true and Post’s
blog elicited a comment from an
angry dealer who felt that it cre-
ated a negative impression of all
copier dealers. His concern was
that potential customers would
read the post and then lump hon-
est sales people like himself into
that unscrupulous category. This
may sound idealistic, but my
feeling is that good will triumph
over evil and one way to do that
is to expose the bad apples and
questionable practices that occa-
sionally take place in the busi-
ness. And dare I quote that awful
Osmond’s song from the ‘70’s,
“One bad apple don’t spoil the
whole bunch?” There I said it
and it’s true. 

To get a better idea of what
the good apples are facing out 
in the field, I contacted a few
definitive sources, including the
always vocal Andrew Ritschel 
of EOS in Fairfield, NJ; Ray
Belanger of Bay Copy in
Rockland, MA; Al Scibetta of
Copier Fax Business Technol -
ogies in Buffalo, NY; Frank
Grasso of TGI Office Automation
in Brooklyn, NY; and Mike
McGuirk of Pro Copy in Tempe,
AZ. They shared their experi-
ences along with tactics they use
to help undo the damage caused
by the industry’s bad apples.  
Ritschel recently celebrated

his 33rd year in the industry. As
a sales rep and
now as the
owner of his
own company,
Electronic
Office Systems
(EOS), he’s
witnessed a lot.
“I have met
and worked

with smart, dedicated, hardwork-
ing, honest, caring and talented
industry professionals,” he says.
“These people account for 97
percent of the people working 
in our business. However, the
remaining three percent cause
chaos, immense costs, and harm
to our businesses, our clients,
and our industry's good name.”
What I found when talking to

these good apples was that the
biggest issues center around
leasing. Ritschel recalls reps
who’ll ask the customer to sign 
a lease while telling them they’ll
fill in the lease term later. That’s

when a 60-month term becomes
a 36-month term. Or they’ll tell
the customer they’ll pay off the
balance of their old lease and
return the customer’s old equip-
ment to the leasing company, and
then not do any of those things.
He’s also seen sales reps

inform the customer about their
monthly lease payment while
neglecting to point out the 15
percent yearly payment escala-
tion clause in the fine print of
the lease.
Another tactic he’s familiar

with is when a sales rep tells a
customer, “This is a great once
in a lifetime deal, but I need
your order by tomorrow or my
(150% above retail) pricing 
will go away.”
“Our industry has enough

people in it who work hard to
give us a bad name,” acknowl-

edges Mike
McGuirk, pres-
ident of Pro
Copy. “But I 
do believe it’s 
a minority.”
He’s been 

in the industry
for awhile and
has seen a few

shady deals go down around him. 
“We had a couple of dealers

out here doing a 3/5—a five-year
lease with three years worth of
maintenance included. So the
60-month lease would include
three years of maintenance or
300,000 copies, and when the
client had to buy maintenance
[after three years] their payments
almost doubled.” 

Exposing the Tricks
of Rogue Copier Reps
  

continued on page 20

Andrew Ritschel 
EOS

Mike McGuirk 
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One of the worst things he’s seen 
is similar to what Ritschel talked about,
getting someone to sign a lease without
noting the term or penciling it in, writing
39 for example, and then later turning
into 63. “That’s a blatantly dirty prac-
tice,” says McGuirk. 
Some leasing companies don’t allow

dealers to return products early, which
can lead to questionable behavior.
“We’ve heard one dealer in one market
that didn’t pay the lease off,” recalls
McGuirk. “What we’ll do is tell the cus-
tomer you have 20 months left, let us cut
you a check for those 20 months and you
continue to make your payments to the
leasing company, but you’re not making
two payments. That’s what we think is the
right way of doing it. And we return it.”
One of the dealers in McGuirk’s mar-

ket wasn’t doing that. What they did was
set up a P.O. Box and was pretending to
be the customer and make payments for
the customer. Meanwhile the customer
was getting bills for a lease that never
got bought out.
“We just reviewed our leasing port-

folios and one of the companies that 

we chose to do business with is Everbank
because they are specifically encouraging
early returns,” reports McGuirk. “Their
position is if you bought out one of our
leases, it’s better off in our hands than in
your warehouse. That’s the first common
sense thing I’ve heard in a long time.” 
The scam that Post wrote about is also

worth repeating. In that situation the
sales person told the customer that they
would remove and store the old device
(no notification was sent to the leasing
company about the device being removed
nor was a letter of intent provided if one
was needed at the time the device was
removed). Of course the dealer told the
customer that they would make the
remaining payments on the old lease.
“The bottom feeder of a dealer cuts 

a check back to the customer either
monthly, or quarterly, or in some cases
they don't make any payments,” explains
Post. “But the real scam is the copier.
Remember the copier that is supposed 
to be sitting in the dealer’s warehouse?
(Keep in mind that the copier may have
to sit in the warehouse for 6, 12 or even
24 months). The bottom feeder of a 

dealer then takes the leasing company’s 
property and rents it to another company
for a term that is shorter than the term
that is left on the lease.”
In this case the leasing company is 

getting hosed because instead of getting
a system back early or getting a system
back with a low meter read, they get the
system back with higher usage. The cus-
tomer is in violation of their lease and
could be called into default. “And what
happens if the dealer goes out of business
like that dealership did here in New
Jersey?” asks Post. “The customer is left
holding the bag for the remaining stream
of payments, probably no copier to be
found, a legal mess, and they’re still
making payments on the new copier.”

Al Scibetta, owner 
of Copier Fax Business
Technologies, offers
three classic examples,
again related to leasing.
“They’ll tell the client
they’re going to include
service in the lease,
they write a 60-month

Rogue Copier Reps

  

continued on page 22

Al Scibetta 
Copier Fax Business
Technologies

This may sound idealistic, but my feeling is that good will triumph over evil
and one way to do that is to expose the bad apples and questionable

practices that occasionally take place in the business. 
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lease, they cash out $15-$20K worth of
service up front, and the leasing compa-
ny never knows that service was built
into the lease,” explains Scibetta. “The
company goes belly up and the client is
left holding the bag.”
He’s seen that happen twice in Buffalo

with two big dealers. Fortunately for the
affected customers, they were Konica
Minolta clients so Copier Fax was able
to step in and strike a deal with the leas-
ing companies, saving those clients 
thousands of dollars. “Now they’re our
clients,” reports Scibetta. “We build serv-
ice into the lease, but do it as a monthly
pass through, and the leasing company
knows what we’re doing. Unscrupulous
dealers hide it.” 
The second classic rip off is when the

dealer agrees to pay off the existing lease
the customer has and raises the payment
to cover that cost, but never pays off 
the old machine. Meanwhile the client
continues to pay invoices on their old
machine. 
“The third and craziest one of all 

is when they change a 36-month lease 
to a 63-month lease,” observes Scibetta.
“That’s when a $15,000 lease becomes
something like a $100,000 lease. Clients
are none the wiser, they keep getting the
bill from the leasing company and they
keep paying it.”
He’s found that astute customers will

catch these discrepancies, but these are
things the bad apples tend to bury or

forge, which ultimately
creates a bad name for
all copier dealers. 
On a more positive

note, Ray Belanger,
president of Bay Copy
in Rockland, MA, feels
that in general the
industry has become
more professional. “In

the past it was a lot like that,” he says
about sleazy sales reps. “We still see
some, but I don’t think it’s anything 
like it was years ago.” 
The issues he sees most often are sales

reps who neglect to clean up old leases,
doing a deal and not figuring out the

buyout, low balling the buyout, or not
including the customer’s service obliga-
tion in the new contract. 
“It’s someone not doing their due dili-

gence and informing the customer about
all the costs if they want to make a
change,” states Belanger. “Once in a
while you’ll end up on the short end of
that; a competitor will look like they’re
cheaper, but there’s a whole bunch of
things such as switching costs and back-
end buyout that weren’t [factored in].
That’s the most common thing that 
you see.”
Belanger says it’s difficult to tell if

these issues are deliberate or incompe-
tence on the part of the sales rep. In
some instances, it’s customer incompe-
tence. “These are issues that typically
occur in larger accounts with poor inter-
nal controls,” notes Belanger. 
He’s seen large accounts with multiple

leases being double billed or billed for
assets that weren’t there, or billed for the
same asset twice. “We’ve seen leases in
place that the customer was paying for
and you couldn’t even tell if they’d
received the equipment. A lot of that was
on the customer, and unscrupulous sales
reps can just go to town on someone like
that.”
When it comes to undoing the damage

of incompetent sales reps or clueless cus-
tomers who enable incompetent reps to

flourish, the best way according to
Belanger is being professional, having a
good reputation, tenured sales people,
references, and being a local business
with a rich history like Bay Copy. 
“Usually we’ll expose it we find some-

thing that was real slimy and explain to
them how they can protect themselves,”
adds Belanger. “Honestly you don’t see
that as much as you used to. Most of
those guys are gone.”

Frank Grasso, CEO of
TGI Office Automation
in Brooklyn, NY, agrees
that most of the individ-
uals and companies who
excelled at tarnishing
the reputations of office
technology dealers have
left the business, at least
in TGI’s market. “It’s
not as prevalent as it

once was,” he opines. 
But pockets of incompetence and 

questionable practices still exist ready 
to take advantage of naïve customers.
“It’s unfortunate because you find a lot
of that behavior with companies that
don’t deserve it, mostly non-profits and
churches, believe it or not,” says Grasso.
“We help them out of those messes.”
What works in TGI’s favor for helping

get customers out of trouble are the rela-
tionships it has with leasing companies.
The issues Grasso has seen are many of
the same ones noted earlier, streaming
out buyouts or the dealer not satisfying
the old lease obligation and pocketing
the money, for example. “Some of these
buyouts are huge and the customer is 
left holding the bag,” laments Grasso. 
Again, that’s rare in the New York

market. “There’s more of an educated
buyer here and it’s not the first lease they
signed so the experience level negates 
a lot of that,” states Grasso. 
As does TGI’s reputation. “We try to

elevate ourselves amongst the competi-
tion and our reputation and words are 
the only thing we have to stand on at the
end of the day,” concludes Grasso. �

Rogue Copier Reps

Frank Grasso 
TGI Office
Automation

Ray Belanger 
Bay Copy



We are ready to ship Coast to Coast

Copier Network Stimulus Program

l ALL NEW BUYERS 10% SHIPPING DISCOUNT

l Competitive Pricing

l Online Inventory Updated Daily

l Presses, Folders, Cutters, Large Format Equipment

l Aseen Punjabi Bolde Haan 

l 

l Hablamos Espanol

l Falamos Portugues

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

FEBRUARY SPECIALS!

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

Check Our Website For Current Inventory

ID# 44136    Konica Minolta    bizhub PRO C6000L    
A1DV013000388    RADF; (LU-202) LCT; Duplex; 
(FS-612) FIN; (IC-413) Print Controller;  Total: 88k    
Color: 17k  $17,495

l Canon IR Advance c5051's 
       Starting at $1,500
l Ricoh Aficio MP c300SR's
       Starting at $500
  
l Ricoh Aficio MP C4000/5000's 
       Starting at $700
l Ricoh Aficio MP C6501's
       Starting at $500
l Sharp MX-2600/3100's
       Starting at $500

ID# 44973    Kyocera    TASKalfa 8000i
N4P2701288 RADF; (PF-780) LCT; Duplex; (DF-790) FIN; 

Print; NIC; Scan;  Total: 191k   $4,995
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ITC Systems celebrates their25th Anniversary as an inter-
national company specializ-

ing in cashless, Integrated
Transaction Control Systems.
They design, develop, manufac-
ture and implement state-of-the-
art card based management solu-
tions that are typically found on
higher education campuses, in
academic and public libraries,
government departments, food
service environments, profession-
al partnerships and other vertical
business ventures requiring pre-
payment, tracking, monitoring
and controlling of copy/printing
and one card solutions for a vari-
ety of self-serve applications. 
As office equipment dealers

expand into enterprise level and
expansive multiple placements 
of imaging opportunities they
look to ITC Systems, who 
provides a 25 year history of
Unattended Point Of Sale
(UPOS) leadership for solutions.
They deliver proven, solid prod-
ucts that enable copier dealers to
sell the most flexible and com-
prehensive UPOS offerings, both
online and offline solutions in
today’s market. ITC Systems has
successfully manufactured and
sold 60,000+ UPOS terminals,
utilizing over 25 million stored
value/ account cards, with over 
1 billion transactions made.

In honor of their 25th
Anniversary, ITC Systems will
be offering Celebration Special
pricing each month of 2014.
Make sure you sign up to receive
these 25th Anniversary offerings at
www.itcsystems.com/ContactUs 

Added Value to Your
Customers
ITC Systems’ products enable
office equipment sales reps to
have another reason to visit the
client with these solutions, there-
by adding value to the sale of the
MFDs. Dealers servicing tradi-
tional vertical markets (higher
education, libraries, law, engineer-
ing, and architecture) that require
accurate cost recovery of printing
charges can now have one name
to contact for all these needs. 
ITC Systems offers a wide

variety of standard and custom -
izable products that fulfills your
client’s need for transactional
control on a wide variety of
OEM products. PaperCut is ITC
Systems’ Print Management
Software and ITC Systems is 
an Authorized Solution Center
(ASC) of PaperCut. These soft-
ware guided systems can be
embedded in most MFDs to
track the usage of copies, prints
and scans. Business, higher edu-
cation institutions, government
departments, legal entities, real-
estate firms, etc. can gain control
and recover imaging charges, 
by tracking, monitoring and
managing their client’s copy/print
demands using ITC Systems’
solutions.

Multi-Function Printers (MFPs)
and copiers are able to integrate
with ITC Systems’ products. These
include software based print
management solutions and state
of the art hardware. Examples
include Paper Cut Software,
Stored Value Card Readers, Coin-
Ops and the all new netZtouch
QBX series of terminals. 
ITC Systems can assist dealers

and OEMs with proposals or 
formal bid pricing that requires
copy/print management services
for any B2B environment. They
can install the software remotely
or provide on-site installation
with their solution engineers.
ITC Systems’ support and serv-
ice is handled through live chat,
email, or telephone directly to
our experienced level 1 and level
2 technicians. Repairs are turned
around in 48 hours from receipt
of the faulty product in shop. 

Combining Technology with
Business Relationships
Campbell Richardson, ITC
Systems’ President and CEO has
a visionary outlook and an intu-
itive business sense that helped
ITC Systems grow from a small
niche company in 1989 to the
internationally renowned and
vigorous organization it is today.
He has always felt that success
stems from ensuring that the best
technology available is supported
by strong business relationships.
Mr. Richardson’s knowledge

of all aspects of card-related
transaction solutions – from

ITC Systems
  

ITC System products
are designed and
developed to be:
• Easy to install and

setup
• Cost effective for both

the user and the dealer
• Minimal Administration

and after sales support
calls

• Cross-Platform and
Vendor Neutral

• ROI for you and your
customers within
months 

continued on 26

Campbell Richardson, President and CEO
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product design, development
and manufacturing to installa-
tion and service – is encyclo-
pedic. He is vigilant in estab-
lishing consistency in produc-
tion, improving product quality,
recommending ongoing
investments in the company’s
product research and develop-
ment and the manufacturing
infrastructure.
Mr. Richardson explains,

“Our Principles and Beliefs
guide us down the path of
success. Integrity is the foun-
dation of our business. Team-
work is vital throughout our
organization, as we provide
an enriched corporate atmos-
phere that accompanies growth,
thoughtfulness, and career
stimulation. The customer
dictates our quality standards
throughout all aspects of our
business. We are committed 
to profitable growth and re-
investment in technology.”
“ITC Systems fosters 

strategic partnerships with
industry leaders to create 
new value for them and their
customers. We believe change
is essential for our growth and
success now and in the future.
We have an unparalleled com-
mitment to our competitive
differentiators by providing
superlative products, customer
service, innovations in tech-
nology, system integration
and by continuing to widen
our distribution channels
globally.”
The products are designed,

engineered, manufactured and
tested to easily interface with

all of the major office equip-
ment OEMs. Over the years
ITC Systems has had a long
and successful working rela-
tionship with the original
equipment manufacturers of
copiers, printers and MFDs. 

Typical Print and copy
management structure: 
•  Print tracking and pay4print
• Device Embedded
print/copy/scan Software
• netZtouch QBX terminal
integration
• Add value to accounts/cards
via the Loader

• "Find me" Anywhere printing
• Coin operated control for
self-serve walk-up copy/print
• Multiple Payment Gateways,
credit/debit card and cash

ITC System’s Newest
Product Release is the
netZtouch QBX 7800. It is an
online account-based secure
print release and copier con-
trol terminal, allowing for
print jobs/copies to be tracked
and/or charged back to an
account. The netZtouch QBX
7800 features an intuitive 7.5”
Touch Screen, an integrated
magnetic swipe and/or con-
tactless reader (MiFare, Prox,
HID, etc.), dual IP ports (one
for the drop and the other for
the MFD or printer), a mini
USB port, a PS2 port, up to

12 price lines I/O and an 
SD card slot. It is the perfect
solution for universities, col-
leges, libraries & office envi-
ronments where copy/print
control is required. Learn more
about the netZtouch QBX
7800 at www.itcsystems.com/
netZtouch-QBX7800 
As ITC Systems celebrates

their 25th anniversary they
continue their quest to develop
technology that exceeds the
end user’s expectations. The
60+ employees of ITC Systems
are committed to looking to
their customers for ways to
enhance their products and
services to improve the effi-
ciency and ease of deploy-
ment of all the Integrated
Transaction Control Solutions
products offered. �

ITC Systems (USA), Inc. 
800 Fee Fee Road
St. Louis, MO 63043
Toll Free: 1.800.650.7772
Tel: 314.872.7772
Fax 314.872.3353
www.itcsystems.com

ITC Systems 
49 Railside Road
Toronto, ON M3A 1B3
Toll Free: 1.877.482.8326
Tel: 416.289.2344
Fax 416.289.4790
ashok.suresh@itcsystems.com
www.itcsystems.com

ITC Systems
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The American author and
poet Maya Angelou once
said, “When you know

better, you do better.” Hewlett
Packard appears to have taken
Dr. Angelou’s words to heart in
its ongoing effort to eradicate
from the market cartridges that
violate its intellectual property.
Rather than file a bunch of law-
suits to protect its IP, over the
past few months, the OEM has
launched an educational initia-
tive so the industry will know
better than to market infringing
consumables for LaserJet
machines.
The educational campaign

began last year when HP set 
up to explain how chips used 
on certain third-party toner 
cartridges are violating its trade-
marks and branding and mis-
leading the end user. The firm
published a technical white
paper in the autumn detailing
the problem as well as how it
can be avoided. It also dis-
patched representatives to edu-
cate remanufacturers as to how
the microchips they use to pro-
duce non-OEM cartridges can
be designed to prevent their
products from generating erro-
neous messages. In December,
the company updated the white
paper and it appears it will con-
tinue to dispatch HP representa-
tives to spread the word in 2014.

Hip to the Chip
The OEM’s chip program 
seeks to ensure the messaging
functionality built into certain
cartridges and printers can prop-
erly identify the consumables
being employed by the device
and communicate that informa-
tion to the device’s front panel
user interface. The white paper
explains that chips are pro-
grammed to distinguish between
a “genuine HP” cartridge and 
a “non-HP supply.” It contends
that “Manufacturers of after-
market chips deliberately identi-
fy themselves as ‘genuine HP’
in order to more favorably posi-
tion their products with their
customers.” HP then warns,
“Cartridges that misidentify
themselves as HP when they are
really alternatives are counter-
feit or otherwise engaging in
deceptive brand identification.” 
HP’s white paper explains

that printer firmware looks for
messaging code in a single data
field on each cartridge’s chip.
The firmware then differentiates
between OEM and non-OEM
cartridges by reading a string of
ASCII characters entered into
this so-called trademark field in
the chip’s data structure.
According to HP, third-party
chipmakers need only “locate
the trademark field within the
applicable data structure and
change the string of ASCII
characters from ‘HP’ followed
by 6 spaces to some other
value.” While HP says any other
value is acceptable, it recom-
mends that chipmakers insert

their own respective trademarks
or those of the remanufacturer
that is using the chip. 
HP’s concerns are focused 

on the messages generated by 
a specific list of SKUs (see
table on page 30). In its original
white paper, which was released
in October, the list of cartridges
included 22 SKUs that are
employed in some 17 LaserJet/
Color LaserJet product lines.
When the company then revised
the white paper at the end of the
year, it added 13 SKUs used in
7 additional product families.
HP maintains that for these
SKUs, “identifying a cartridge
as non-HP will not result in a
loss of features or degraded 
performance.” Going forward,
HP indicates that third-party
chip manufacturers must ensure
that the functionality in any 
new cartridges released in 2014
and thereafter generate the
appropriate messages.

Heeding the Call
HP has been active in getting
the word out about the problems
it has with certain third-party
chips. It is clear that the OEM 
is serious about dissuading 
non-OEM chipmakers from the
practice of using code that does
not identify cartridges properly
when they are installed into a
printer. The use of terms in the
white paper like counterfeit and
deceptive brand identification
signal that the OEM is not fool-
ing around. Let’s face it, words
matter, and the word counterfeit
matters a lot.

HP Uses Education to 
Rid the Markets of Infringing
Consumables

e n x
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As I noted, representatives from HP
have been dispatched to explain the chip
problem to the remanufacturing indus-
try. Back in October, they traveled to
Zhuhai, China to talk about the messag-
ing issues and how they can be avoided.
Located in the southern province of
Guangdong, Zhuhai is home to many
third-party ink and toner cartridge man-
ufacturers along with various companies
that make components including chips
that support the industry. 
The HP reps attended a gathering of

some 200 remanufacturers from more
than 40 countries hosted by the Chinese
media firm Recycling Times Media Corp.
HP’s speakers made it clear that the mis-
leading messages generated by many third
party chips infringe HP’s trademarks and
mislead end users. Since then, HP has
sent speakers to similar events including
the Paperworld show held in Frankfurt,
Germany at the end of January.

Many third-party chipmakers and
their customers have heeded HP’s 
warning. At the time of the Zhuhai
event, HP’s reps identified Static
Control Components as the lone firm
marketing chips that properly differen-
tiated OEM from reman cartridges.
Since that time, various firms including
the German remanufacturer supplier
Delacamp along with third-party sup-
plies vendors like Ninestar and Print-
Rite have issued statements saying 
their chips or remanufactured cartridges
generate the appropriate messages.

Not an Empty Warning
Companies that market third-party con-
sumables for LaserJet machines should
realize that HP can—and most likely
will—initiate legal actions against those
who do not heed its warnings. HP is a
successful litigator with a long track
record of lawsuit wins dating back to

the 1990s. While most of HP’s past 
lawsuits were centered on inkjet car-
tridges, things appear to be changing.
HP’s legal group is showing a new 
willingness to protect the market for
LaserJet-branded supplies. In 2013, 
HP sued the giant online retailer LD
Products for violating the Lanham Act
and various other laws by falsely mar-
keting and selling new-built compatible
LaserJet cartridges as remanufactured. 
I suspect that was only the first suit
involving toner cartridges and with 
the chip issue more will follow. 
With that said, I find HP’s decision 

to educate rather than automatically 
initiate lawsuits refreshing. On our 
website, www.Action-Intell.com, we
follow intellectual-property issues 
closely. Unfortunately, it seems that 
certain OEMs use their IP more as a
weapon than as a shield to protect their
products and business. For the past 
couple of years, for example, Lexmark
has leveraged a quirk in U.S. patent 
law to the detriment of its channel, 
in my opinion. The firm has accused
scores of companies of marketing
remanufactured cartridges that violate
its patents simply because the empty
cartridge being refurbished was first
sold outside of the country. A technicali-
ty in U.S. patent law requires a product
to be sold in the U.S. in order for a
patent holder to lose its rights. Because
it retains its patent protections, Lexmark
has warned companies to sell its con-
sumables exclusively or else risk a 
lawsuit. So much for a free market!
Don’t get me wrong, gentle reader.

HP is not to be trifled with when it
comes to IP. The OEM has hauled 
plenty of companies into court and 
that will continue. I fully expect that
after some period of time, HP will 
shift from its role as an “educator” to
that of an “enforcer.” When that day
comes, any claims that a firm may 
make that it didn’t know any better 
than to use IP infringing chips will
sound hollow. �

Charles Brewer is the President and
founder of Actionable Intelligence. For
more info, visit www.Action-Intell.com.
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HP Printers and Cartridges with Messaging Functionality
Printer Cartridge

LaserJet P2035/P2055 05A black (CE505A)

LaserJet P3015
55A black (CE255A)
55X black (CE255X)

Color LaserJet Pro CP1525/CM1415
128A black (CE320A)

128A CMY (CE321A, 322A,323A)

Color LaserJet Pro CP2025/CM2320
304A black (CC530A)

304A CMY (CC531A, 532A, 533A)
504A black (CE250A)

Color LaserJet Pro CP3525/CM3530 504X black (CE250X)
504A CMY (CE251A, 252A, 253A)

LaserJet Enterprise 806/Flow MFP 830 25X black (CF325X)

Color LaserJet Pro CP5225
307A black (CE740A)

307A CMY (CE741A, 742A, 743A)
LaserJet Pro P1102/M1132/M1212/M1214/M1217 85A black (CC388A)

Color LaserJet Enterprise M855
826A black (CF310A)

826A CMY (CF311A, 312A, 313A)

Color LaserJet Enterprise Flow MFP M880 827A black (CF300A)
827A CMY (CF301A, 302A, 303A)

LaserJet Pro MFP M125/M127 83A black (CF283A)

Color LaserJet Pro MFP M176/M177
130A black (CF350A)

130A CMY (CF351A, 352A, 353A)

Source: Actionable Intelligence and HP
Note: Shaded area depicts machines and cartridges added in December





The New York metropolitan
area is a copier dealers
dream with an amazing

amount of business and potential
business squeezed into a small
footprint. It’s also one of the
most competitive markets in 
the United States with a host of
large, successful dealerships and
manufacturer direct branches
slugging it out on a daily basis.
One of the independents who
seems to be doing a fine job in
this market—especially if $70
million in yearly revenues is
indicative of a fine job—is TGI
Office Automation in Brooklyn,
NY. Led by CEO Frank Grasso,
the company has done a terrific
job selling Toshiba, Lanier,
Ricoh, Kyocera, HP, Riso, and
KIP devices as well as mailing
systems, document management,
managed print services, security
and compliance and scanning 
and mobile print solutions. 
Recently, I sat down with

Grasso to talk about the business,
the challenges of competing in 
a major metropolitan market,
MPS, his tenure in the industry,
and how TGI has become such 
a successful business. 

How’d last year turn out for TGI?
GRASSO: It was a notable year.
We had the highest revenue year
in company history and were
named top dealer nationwide 
for Lanier and Toshiba. We also
expanded into New Jersey with
an additional distribution center.
We now have a new Website and
we’re celebrating our 50th
anniversary in 2014.

What were TGI’s biggest accom-
plishments of 2013?

GRASSO: Increased
attention/penetration in the
healthcare market, affiliation
with GPO’s, securing a contract
for a large healthcare provider in
the New York Metropolitan area.
We implemented 700 multifunc-
tion devices at their 4 hospitals
and 20 satellite offices.

You mentioned expansion into
New Jersey and the recent open-
ing of a warehouse in West
Caldwell, NJ, what was the 
motivation for that?
GRASSO: To better serve our
customers nationwide, quicker
product delivery, streamlining
order fulfillment, improving
parts distribution to our field
service organization, and to fully
leverage our distribution capaci-
ty and enhance our value propo-
sition in the New Jersey market.

I know you do a great job of 
taking care of your customers
plus you’ve got a VIP Client
Program, which sounds interest-
ing. Tell me more about that. 
GRASSO: Paramount to our
almost 50 years of success has
been the relationships we build
with each of our clients. In order
to properly maintain these cru-
cial relationships, we need the
support of our trusted partners.
We are a very influential partner
due to our success. What that
means to our clients is that TGI
can provide the most competitive
value in the marketplace along
with undeniable support all
backed by global leaders in the
industry. The difference being
that we can do it with the agility
and personal touch of a family
owned business.

Our VIP Client Program
attracts large corporate and 
governmental organizations by
offering customized solutions 
as unique as the institutions we
serve. We offer all VIP Accounts:
• Customer Call Center
(includes software and appli-
cation level support) to relieve
overburdened internal corpo-
rate IT help desks

• Custom Built Services Portals
making it easy to gather
equipment fleet and contract
related information

• A diverse portfolio of products
that meet the specific needs of
the large organization

• Flexible, customizable finance
options

• Standardized pricing and con-
tract terms for all locations
nationwide

• Centralized, customizable
account management/usage/
financial reporting

• Customized and specialized
billing

• Expertly planned and managed
implementation strategies
based on best practices and
50+ years of experience

You’ve got clients nationwide,
what’s the biggest challenge of
serving a nationwide customer
base?
GRASSO: Working with the
manufacturers to get product
delivered in a timely manner.

You’re based in a major metro-
politan area and you’ve got some
serious competition not only from
other independents but the man-
ufacturers, how do you set your-
self apart from that competition?

16 Questions with Frank Grasso,
CEO of TGI Office Automation
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GRASSO: We have trained our salespeo-
ple to have impactful business conversa-
tions with our customers and prospects.
TGI has matured to become an indispen-
sable business partner by providing our
clients with solutions to their most press-
ing business problems. We have identi-
fied through our experiences that most
companies are looking for guidance on
issues such as increasing efficiency,
improving security, lowering their envi-
ronmental impact and becoming more
profitable. By implementing strategies
within our 6 value propositions, TGI can
help our customers realize a significant,
positive impact to their bottom line. We
believe that by developing this partner-
ship along with adapting to the latest
technology on the market TGI will 
continue to see growth.

Your MPS program, GPS(Green Print
Saves), is growing like crazy, which you
attribute to a more prepared and better
educated sales force with a more com-
pelling story to tell about how MPS can
impact a company’s bottom line. What
steps did you take to prepare and better
educate your sales force?
GRASSO: We created a simple straight-
forward talk track written from the point
of view of our clients, which the reps can
use to create a business conversation. We
provide the same great benefits as most
MPS programs; however, we add a com-
pletely new stage to our GPS offering,
business process improvement strategies,
which are aimed at lowering overall print
output and further lowering costs. We
have also crystallized our success stories
and published them for our reps to use
when talking about our GPS program. 
We also developed GPS Light which is
meant to help organizations with smaller
fleets gain the benefit of lowering costs
and improving efficiency.

How soon after doing that did you 
start to notice a difference in MPS
engagements?
GRASSO: Almost immediately. 

You’ve enhanced your Website to make 
it easier for customers to engage with
your products and services. What can
they do now that they couldn’t before? 

GRASSO: The biggest change was in 
the way we tailored the Web experience.
Current and future clients can come to
our site and get an experience centered
not on selling a product but on educating
the client on how to improve their busi-
nesses processes. We also improved
accessibility by adding a mobile site. 
We reduced the number of clicks required
to do things like order supplies, request
service and get live support and we’ve
built the site to increase our SEO. We
also added information features such as
community involvement, events, press, etc.

Are you doing anything special to
encourage customers to visit your
Website?
GRASSO: New interactive tools like our
Business Application Center helps visi-
tors understand the latest features of a
multifunction device. Countless individu-
als and an increasing number of business-
es have embraced the latest smartphone
and tablet technology because the plat-
form enables you to download thousands
of apps to make your life easier and
more fun. We urge the visitor to imagine
that they could do the same thing with
their multifunctional copier. We also
focus on providing valuable business
information, positioning ourselves as 
a trusted partner. 
And we’re having success with e-mail

marketing campaigns and landing pages
that will direct people to the site as well
as using social media. 

What enhancements are you making 
to your programs and services and to
make TGI even better in 2014?
GRASSO: We have been attracting talent-
ed individuals to help our organization
continually improve the customer experi-
ence and we are offering more services

from disaster recovery, cloud based 
storage, and managed services.

You’ve been doing this for how many
years now?
GRASSO: I’m 42 and I’ve been in this
business for 40 years…straight out of
diapers. I have had almost every position
in the company; I started when I was 
a kid shipping out packages. I felt I
learned the most in this business in the
role of service dispatcher.

What’s the best thing about running 
an office technology dealership?
GRASSO: Never a dull moment. 

What’s the most challenging thing?
GRASSO: Staying ahead of the curve,
constantly keeping up with the latest
advances in technology and finding 
the proper balance in life.

What do you do to relax?
GRASSO: I go boating with my family. 

What’s the one thing you know today
about this business that you wish you
knew when you first started?
GRASSO: Go back to the accounts that
you’ve lost to the competition in the past;
more times than not you will find that
the current provider has not overachieved
the customers’ expectations and they are
willing to give you another chance to
compete for their business.  �
– By Scott Cullin

16 Questions

Frank Grasso accepting Lanier's
National Award of Excellence  

Frank Grasso accepting Toshiba's
2012 Dealer of the Year Award   





Dealers today seek any
advantage over their
competition, and sales

reps scream for a real differentia-
tion that would allow them the
advantage over competitors –
and yet few have any sort of
marketing plan in effect to aid
their desire. In the last seven
years, I’ve worked with many
dealers; surprisingly enough,
more than 70% run their busi-
ness on a day-to-day, crisis-to-
crisis basis, and seldom do I find
any market strategy or execution
plan in play!  
How many times have you

heard of a NASA astronaut
jumping in the capsule and
yelling, “Light-em up fellas, and
let's see where she goes!”? How
about never! Their strategy and
destination is crystal clear: to
accomplish their mission’s goal.
Everything is planned, from mis-
sion control down to the janitor;
everyone knows his or her part in
delivering a successful flight, but
without a plan, it’s like shooting
an arrow into the night – no
telling where it will end up. 

My point is this: if you haven’t
defined your key business objec-
tives, and no one in your organi-
zation knows your destination,
most likely, you won’t get there.
Setting up a market strategy with
key business objectives is the
DNA of a profitable and long-
lasting sustainable business.  
Experts claim that our industry

is racing to the services business
model, and often this information
causes dealers to jump forward
without proper thought and plan-
ning. Some state that if you’re not
in the services game yet, you’re
way behind. However, changing
the profile of your company
shouldn’t be haphazardly thrown
into motion; even if you’re late
to the party, acting without a
strategic plan can be dangerous.
Many dealers describe having
suffered costly, and sometimes
harmful mistakes that resulted
from pushing their company into
the future without an appropriate
marketing and execution plan. 
Defining business objectives

for today that carry you into a
successful point in the future isn’t
easy. Setting up the right market
strategy – by determining who
you are today, who you want to
be tomorrow, what values you
provide, and who your appropri-
ate targets are – can be a difficult
process. Whatever the answers
are, you must dig deep; it’s an
intense plan that must be created.
You must ask yourself: what in
your company needs to change?
What external talent is missing?
How will you attract and pay
them? How will you differentiate
your company? Are your sales
and support team models correct?
How will your story be delivered

into your marketplace and account
base – and what does your market
say you are today? What is the
cost of transformation, and when
will it produce a return? You
have to work the hard numbers;
it’s part of a successful transfor-
mation plan. There is a lot to
consider, and yet, once your plan
is created, successful execution
comes easily and can propel you
ahead of the competition. 
So where does an appropriate

market strategy come from? 
It may be easier to ask: where
doesn’t it come from? If your
dealership operates on a crisis-to-
crisis basis, as mentioned before,
then it’s not too hard to believe
that some of your execution or
bad habits can be created or
influenced by outside relation-
ships that can significantly influ-
ence or strongly override any
plans you may have, and prevent
you from finding an appropriate
strategy or plan. Your market
strategy for daily execution and
or transformation to a services
model should come from YOU
and from within your business –
not from outside.  
A familiar and simple example

of this is the hardball play that
exists today with some vendors
who entice dealers with rebates
and other benefits to get you to
purchase inventories possibly
larger than what’s manageable. If
you participate in these types of
programs, it should be a part of
your strategy, because one of the
largest deterrents of change is
“the inventory that owns you!”
As the year comes to a close, it
takes all hands on deck to drive 
a crazy Q4 campaign to free up

Building A Successful Managed Services Business
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your cash from inventory. Many dealer
principals then abandon any operational
plan they’ve implemented, and go into a
“save the ship” frenzy to unclamp that
vendor's choke-hold on your business;
consequently, your objectives suffer. I’m
not saying vendor programs and rebates
are bad. I’m saying those inventories
should be part of YOUR PLAN. If run-
ning the race towards the services sales
model is your intent, then all outside
influences should contribute to that desti-
nation, and not be a distraction from
your key business objectives.  
Outside influences aren’t necessarily

harmful or negative. The value that ven-
dors bring to the table can be great addi-
tions toward driving success; however,
they should not alter or derail the
progress of your key business objectives
or execution plan.
Some agent-based sales organizations

in our industry today force an old school,
high headcount sales team model where
one outside sales rep is placed on top of
each geographical territory. Due to the
high payroll expense, the learning curve
and training timeline required with this
plan, it rarely answers the call of success-
ful sales attainment – not to mention that
it seldom nurtures a platform for positive
steady execution in support of your busi-
ness objectives. Additionally, the turnover
that’s associated with this strategy becomes
one of the largest distractions from
accomplishing your business objectives,
and has been referred to as the “revolv-
ing door syndrome.” Trying to balance
your bottom-line and the happiness of
your up-line is in itself an enormous dis-
traction from successfully executing any
plan that supports what you want.
Situations that prevent change are not

limited to outside influences only. An
inside influence that I encounter often
during our discovery process is one that
completely destroys any momentum and
all possibilities of positive change. This
common discovery is the rogue sales
team: when the sales reps own the owner,

so to speak. Usually associated with a
lack of planning and proper team man-
agement, rogue sales reps typically have
“a great thing going on,” and don’t want
anyone to mess with it. This situation is
like having your feet in hardened con-
crete. Every day you’ll see the same
thing; changing your company model
and setting a new direction becomes very
difficult, if not impossible. 
I can’t emphasize enough that your

business objectives must be YOUR busi-
ness objectives; how others contribute to
your success would be based solely on
how you laid the puzzle pieces down.
Make sure you consider all paths and
contingencies to get to your destination.
Ask and answer all questions and work
through every scenario: if a part of your
plan fails, what do you do then? Have an
answer for every most likely outcome.

So what is the process for developing
your key business objectives?
1. Establishing an honest and accurate
profile of “what and where you are
today” is mandatory.

2. If you are not in a strong financial
position, acknowledge the need for
short-term business objectives and set
a primary Phase One Objective to fix
the cash issue, whatever it takes. Once
you see a solid foundation, start build-
ing long term. 

Here is the language we use 
for this short-term objective:
PHASE ONE: Establish a bold and 
short-term plan to get your company 
to a sustainable cash flow and a business
process level that promotes a proactive
business planning and strategy environ-
ment. (Do the math, be specific, and
make sure your calculations to achieve
this milestone are right.)
1. Identify the management’s personal
and business objectives, taking into
consideration the disposition of the
business. Is there an exit strategy?
What happens to the business when
it’s through with you? (This knowl-
edge is a mandate, as it guides every-
thing for the future.)

2. Figure out your place, your offerings
in the marketplace, what you want

your company to be known for, what’s
unique, what your value proposition
is, and who your competition is.

3. Define your value from a customer’s
eyes – this is a great exercise for pro-
ducing an accurate profile and zoning
in on the specific value you’ll deliver
to your clients.

4. Then build the marketing, strategies,
and execution plan that gets you there
– and don’t be afraid to waver a little
as long as you stay on track.

5. In your marketing processes these are
some primary categories that you
should consider: 
a. Company profitability
b. Sales and market trends and 
diversified revenue sources

c. Competitive positioning and 
differentiation

d. Account penetration and client
retention

e. Market penetration and growth
f. Organization, team, and talent
g. Compensation and rules of 
engagement

h. Internal training and execution
i. ROI and timeline

It’s not hard to manage your business
when driven toward specific objectives,
and when everyone on your team is
engaged and driving to the same destina-
tion. It’s hard to hold onto smoke! So be
specific, set your objectives, build them
from reality, and out-plan and out-think
your competition. There’s nothing like
the sound of a well-run business in the
morning! �

Charles Lamb is the President and CEO
of Mps&it Sales Consulting. His firm
delivers proven methodologies and
processes that assist dealer principals
seeking the shortest path to a successful
transformation into the managed services
space. He's created complementary solu-
tions including Funnelmaker, Gatekeeper,
and Shield IT services. His bootcamps
demonstrate immediate results in raising
the skill set of those wanting a foundation
for selling managed service deliverables.
For information on bootcamps, training, or
consulting engagements call 888.823.0006,
e-mail him at clamb@mpsandit.com, or
visit www.mpsandit.com.
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Throughout my career, 
I’ve always maintained that
when selling is done right,

it’s one of the most purely benefi-
cial and enjoyable ways to make a
living that there is. And then there
are times that I’m disappointed in
the ethics of my profession. Such
an instance happened a couple of
weeks ago, and it centered around
a referral.
A small business consultant

whom I have known for some time
called me and said, “Hey, Troy, I
have a referral for you. A client of
mine really needs some sales con-
sulting help, and I feel like you’re
the right guy for it.” I thought that
sounded good, and we talked. The
more we talked, the better it sound-
ed – until the other shoe dropped.
Within that shoe was a misunder-
standing of what referrals really
are and what they should be.
The consultant, after we had

discussed it for awhile, said, “By
the way, I’ll need a referral fee on
this one.” I should point out that
I’ve referred him a few pieces of
business over the years, and never
asked for a fee. I don’t do that.
It’s against my ethics. However, 
I asked him how much he’d need,
and when we figured out what the
project would be worth, his fee
(had I chosen to pay it) would have
been slightly more than $1,000.
I explained to him that I neither

pay, nor accept, referral fees,
because I think they introduce an
ethical issue into the transaction.
Over the years, I’ve paid referral
fees five times (the last was about
six years ago), and every time, the
deal has gone sour due to ethical
or communication issues on the
part of the referrer. I also remind-
ed him that he had done business
from my referrals – which I never
charged him for. He still respond-

ed that he was pretty committed
to needing the referral fee.
I asked him if, should I not 

pay the fee, he was going to find
someone else who would pay it?
He hesitated and then indicated
that he would do so. “Even
though,” I asked him, “you have
told me that you feel like I am
uniquely qualified to solve your
customer’s problems? Is $1,000
that meaningful to you?” He grew
quiet, and then said that his ‘new
business model’ required these
fees. I thanked him for the thought,
but told him that if the business
could be bought by anyone for
$1,000, that I didn’t want it. I
asked him one final question,
which I’ll get to in a moment.
What’s disappointing to me

isn’t the fact that I won’t get the
business; I’m doing well. Nor is 
it the fact that I’ve referred him
business for “free” in the past. I
might do so again. He’s good at
what he does. What’s so disap-
pointing to me is that he’s willing
to sell out his ethics at all, never
mind for such a small amount.
You see, a referral to me involves
certain ethical guidelines. Let’s
look at that.
When you refer another service

provider to your customer, here is
what you are saying: “I know you
have a need that needs to be
solved, and I can’t solve it. How-
ever, I care about your well-
being, and based upon my expe-
rience, I know someone who can
solve your needs – and I stake
my credibility upon their work.”
Wow. That’s a heavy statement,

isn’t it? Notice that, nowhere in
there did it say, “By the way, 
I’m getting paid for solving this
problem.” In fact, the other ques-
tion I asked the consultant was,
“Does your customer know that

your referral depends on who
pays you?” He got very, very
quiet when I asked this question.
The truth, I suspect, is that if the
customer knew, it would greatly
damage his relationship.
When a true referral is made,

here is how the three parties in -
volved should perceive the referral:

REFERRAL PROVIDER: “I’m
doing a good thing here, because
I’m solving a problem for a cus-
tomer (and hopefully deepening
my relationship because of it), as
well as helping a friend or trusted
associate to grow their business.
Hopefully, I’ll get a referral back.”

REFERRAL RECIPIENT: 
“This is great! I’m getting a new
customer, and the person who is
giving me a referral is showing 
a lot of confidence in me. I need
to see if I can generate a referral
back for them, to help them as
they have helped me.”

CUSTOMER: “Boy, that saved
me a lot of trouble! This sales-
person (or associate) whom I trust
and respect is introducing me to
someone he trusts and respects; 
I should value this new person’s
work and input highly.”

Now, here’s how the parties
involved perceive the transaction
when a fee is involved:

PROVIDER: “Well, I can get
some cash out of this, which I
wouldn’t have if the customer
found his/her own solution.”

RECIPIENT: “I can buy this
business.”

CUSTOMER: “Boy, that saved
me a lot of trouble! This salesper-
son (or associate) whom I trust
and respect is introducing me to
someone he trusts and respects; 

Referrals: To Pay or Not To Pay
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I should value this new person’s work
and input highly.”
Did you notice that the customer’s per-

spective didn’t change? That’s because
nobody told the customer that it wasn’t
a true referral. Hence, the customer
doesn’t know that it’s a cash transaction
instead of an expression of trust. In many
cases, if the customer did know, it would
greatly affect the success of the transac-
tion – or even kill it. In fact, if the cus-
tomer does learn that a fee was paid for
the referral, his trust in both parties tends
to drop significantly.
When people want a ‘piece of my

action’ for introducing me, my first
thought is to wonder how much business
that person is actually doing on their
own; my experience has shown me that
the value of a referral fee pales in com-
parison to the value of a reciprocal refer-
ral. However, people who charge for
referrals seldom receive referrals of their

own, and the reason is simple: Once the
fee is paid, the obligation from one party
to the other has been completed.
In many professions, referral fees are

illegal, precisely because of the conflict
of interest inherent in the process. Even
in professions where they are not illegal,
I would strongly recommend neither
charging them nor accepting them. 
A good rule of thumb is this: If you
couldn’t proudly relate the details of
the referral to your customer, maybe
you shouldn’t do it.

In this case, I lost the business, but
kept my ethics and dignity. You might
occasionally lose business, too, by stay-
ing “fee free” with respect to referrals –
but isn’t your integrity worth more? �

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, e-mail
TroyHarrison@SalesForceSolutions.net,
or visit www.SalesForceSolutions.net.

Referrals
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Good people are hard to
find, especially when
you do not know what

you are looking for. In recruit-
ing we often use the phrase
“Searching for Top Talent.” It
is important to recognize the
difference between talent and
skill. While skill is something
that is learned over time, talent
is something I believe you are
born with. Do you know the
difference between a skilled
person and a talented person?
Do you have talented people
that work for you now? Are
you helping your talented 
people develop to their full
potential?

What is Talent?
First, how do you find talented
people for the job? Many 
companies use personality tests
to try and determine if a candi-
date is the right fit for the 
position. In sales, we are
always looking for that “Type
A Personality,” but is that 
really the best fit? In her book
Wired That Way, Marita
Littauer describes the personal-
ity of a Phlegmatic, the oppo-
site of a “Type A” person,
which she calls a Choleric.
Phlegmatics are described as
good listeners, steady workers,
mediates problems and are
good under pressure. These are
all skills that are a great benefit
to anyone in sales. We have all
met cheesy salesmen who talk
way too much. Some of the

best salesmen that I have ever
met have failed these personal-
ity tests. I would venture to 
bet that if these companies
retested their top sales force,
many would not make the cut.
So the question remains, how
do we find top talent if not by
personality tests?
There are many forms of 

talent, whether they are entry
level or senior executive—
talent that can be showcased 
in many forms. Take an entry
level candidate with limited
experience and look at what
they have done up until now.
Were they captain of a high
school sport? Were they
involved in a fraternity or
sorority? Did they work
through school? When looking
for talent, you are looking 
for previous success; LeBron
James is not the best basketball
player in the NBA because he
was born with a certain skill
set. When he was born, he was
not given the ability to dribble
a ball, make a slam dunk, or
shoot free throws. What he was
born with was talent, a talent
of determination, the ability 
to win and the ability to train
hard to achieve the skills he
has today. 

Once You Find Talent, 
How Do You Develop Skill?
Two CEOs are talking, and one
says to the other, “What hap-
pens if we spend all that time
and money on our employees
and then they leave?” The
other CEO responds, “What if
we don’t train them and they
stay?” I am not sure where this
story originated but it couldn’t

be truer. You have to invest 
in training your employees. 
All skills are learned. So what
skills are you teaching your
employees to sharpen? Now 
I realize a certain skill set is
required for a position and I
am not denouncing that fact,
but I am a firm believer that
every employee has to be
trained. If you have hired a 
talented person that has shown
previous success in learning 
a new skill, then your efforts
will not be wasted.  
Hopefully you will now be

able to determine the differ-
ence between skill and talent.
This should make the search
for “Top Talent” a little easier.
Also I hope you continue to
invest in your current employ-
ees by offering them training
seminars, guest speakers, quar-
terly reviews, and conversa-
tions about where they want to
take their career. Remember,
people do not care what you
know till they know how much
you care. Take an interest in
helping them sharpen their
skills and your company will
surely benefit.�

Steven Branstetter is an 
executive recruiter at Crawford
Thomas, a nationwide execu-
tive recruiting firm based in
Orlando, Fla., with offices in
Houston, Dallas, Atlanta and
Washington, D.C. He has
extensive knowledge with
recruiting in the office technol-
ogy industry for both OEMs
and independent dealerships.
Branstetter can be contacted 
1-321-257-0811 and
steven.b@crawfordthomas.com

Hiring Skill vs. Talent
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GREATER PHILADELPHIA
EQUIPMENT COMPANY

Many More Models of Feeders
and Finishers available

Special Shipping
Discounts!

WE ARE OPEN

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

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

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

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

www.printcontrollers.com

3907 Nebraska Ave., Newportville, PA 19056

Please Call, Email or Fax
The Equipment You

Are Looking For!

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

l  Boards
l  Lasers,
l  Fuser Units
l  Hole Punch Units

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

$150
$195
$195
$295
$295
$295

$195
$125
$125
$295
$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............................
KD1250 Fax Option ......................................
Fax Option for 352/452/353/453..............
Fax Option for 203/233/283.......................
Many More Options Available, Call For Pricing

Sharp
Print/Nic for 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....................................

$350FXX2 Fax Option..............................................
Fax Option for MX2700/4501....................
Fax Option for 168.........................................
Fax Option for 208S/208D..........................
Fax Option for 237/257/260/277/317.....
Fax Option for 355/455/MX350/450.......
Fax Option for 503/453/363/283.......................
FN7 Saddle Stitch Finisher 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
$350
$295
$295
$395
$295
$295
$295
$295
$350
$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
$195

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

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

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

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

$395
$395

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

Fax Option for 3035/4035/5035..........................
Fax Option for 3050/4050/5050..........................
Fax Options for KMC 2525E/3232E/4035E......
Fax Option for KMC 2520/3225/3232...............
Finisher DF 710 for 3050/4050/5050................
Finisher DF 730 for 3050/4050/5050.................
Konica Minolta
Fax Option FK502....................................................
Fax Option FK503....................................................
Finisher for C250......................................................
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.........



Having the right used
equipment strategy can
absolutely help your

dealership reap greater profits.
Whether you are going to use it
to penetrate into new accounts or
as a path to upgrade your cus-
tomers into new equipment, deal-
ers that are incorporating used
equipment into their business plans
are watching their profits soar.
Every dealer handles used

equipment, but not all are maxi-
mizing the profits that this hard-
ware provides. That’s right. I’m
talking about profits from hard-
ware. And not just small profits.
Dealers are enjoying 40-70%
profits on selling used equipment
to their customers. 
As dealers focus more on sell-

ing services and being flexible to
customer needs, used equipment
can play a key role in adding
profitability. The bottom line is
that you are really not selling
hardware. You are selling your-
self and your dealership. Won’t
you stand behind anything you
sell with the same guarantee
whether it is new or used?
Used equipment sales vary

among dealers. Some see it as
managing lease returns while 
others have it as a key strategy to
obtain new customers. It can be 
a small percentage of sales or up
to 80% or more.  I was asked 
by a dealer at a recent industry
show, “Why don’t more dealers
do this? It works.”

Used Equipment in 
Your MPS Program
Consider your MPS offering. 
The customer is paying you 
a blended CPP and you are man-
aging their print environment. 
If the customer needs toner, you
replace it. If a machine goes
down you repair or replace it.
Very rarely do we see a require-
ment for new equipment in MPS
bids. In fact, new equipment in
many engagements is never even
discussed.  Used equipment will
get you to a more aggressive
overall CPP and increase the 
GP of your agreement.
When I talk about used equip-

ment, I am including copiers and
laser printers and any manufac-
turer brand. The combination of
used equipment and MPS will
maximize your profit and win
more deals.

Create a Rental Pool 
and Loaner Pool
How often are your customers
requiring flexibility? You see it
all the time. They want a short
term rental. They want a loaner 
if a machine goes down. They
want to upgrade or downgrade 
at any time. They want to cancel
for convenience. They won’t 
sign a lease. 
These requirements are all 

too common and, to some, can 
be showstoppers in a deal. Used
equipment is not only a viable

solution, it becomes a differentia-
tor. Dealers can offer as much
flexibility as they want with used
equipment. Creating a rental pool
and loaner pool with used equip-
ment will take your MPS offer-
ings to the next level.

Mix Used and New
Equipment to Win
How many deals are you losing
on price? Let’s face it. Not as
many deals as we’d like are 
won on salesmanship, loyalty 
or incumbency. Especially in
schools and government deals,
it’s all about price. Let’s say you
are in a 10 machine deal. You go
to your manufacturer and get the
most price support you can, but
you know that it is not enough to
win the deal. And a win would
count toward your manufacturer
quota. What do you do?
If you bid only new equip-

ment you know you’ll lose. 
Why not mix in some used equip-
ment and re-price your deal.
Assuming there is no provision
against used equipment, you
have now lowered your price,
increased your chance of win-
ning and you can still earn quota
credit with your manufacturer.

What to Look For
You want to look at the meter
read, the accessories included,
the condition (any codes) and 
the overall appearance of the
machines (no stickers or cracked
panels). Customers expect that
they appear “like new.” You also
want to look at the packaging.
Used machines are usually
shrink-wrapped. Some com-
panies also will bubble wrap and
corner board their machines.

The Right Used Equipment Strategy
Can Help Your Profits Soar

e n x

Marc Theaman MPS
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3 Ways to Maximize 
Your Profits with Used Equipment
• Use pre-owned equipment in your MPS program
• Create a rental pool and loaner pool
• Mix used and new equipment to win more bids
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The Right Partner
Partner with a reputable whole-
saler. All have warehouse guys
who know how to turn a
machine on and make copies.
The difference is what they do
beyond that. The best companies
will provide turnkey programs,
money back guarantees, on-site
pickup and delivery, sales of
used and off-lease assets, pur-
chase of trade-ins and excess
new and used inventory, ship-
ping and storage services and
hard drive data security.
The most profitable dealers

have a used equipment strategy.
Follow the strategies above
and watch your profits soar. �

Marc Theaman is Vice Presi dent
of Sales of Equipment Brokers
Unlimited (EBU), a leading
provider of refurbished copiers
and digital equipment. He has
an extensive background in the
imaging industry in sales, busi-
ness development, national

account management and busi-
ness consulting. Most recently,
Theaman served as Vice Presi -
dent, National and Govern ment
Accounts for Kyocera Document
Solutions America, Inc. In this
role, he managed all aspects of
sales and marketing for printer
and multifunctional product
solutions, a managed print serv-
ices program, and software and
utilities within the division. Prior,
Marc served as the Vice Presi -
dent of Business Develop ment
for Strategy Develop ment, a
management consulting and
advanced training firm for the
technology and outsourcing
space. In addition, Theaman
spent more than 20 years at
Ricoh, with experience in
channel development, national
account development, and
training and employee devel-
opment. Marc can be reached
at 818-605-7234 and via email
at mtheaman@ebu-llc.com.

Used Equipment Strategy 
e n x   
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Andy Slawetsky Flash Report

It's been a long month as thisis my fourth and last dealer
show of the year. And what a

show! Konica Minolta has been
busy to say the least and their
efforts have not gone unrewarded.
After a nice welcome event

the first night, it was down to
business Monday morning with
the keynote, which of course
opened with Executive of the
Year (according to our friends 
at The Cannata Report) Rick
Taylor, President and COO of
KMBS, starting things off.
Rick’s presentations have always
been some of the most enjoyable
and he did not disappoint.
Rick got right down to it, 

providing a crowd of about 325
dealers with a business update.
Here are some highlights from
the last year:

• Total revenue is up 6%
• Unit sales are up 9%
• Software solutions 

revenue is up 44%
• IT Services are up 59%
• Dealer vs. branch revenue

is now 52% vs. 48%
• Page volume is up 

(yeah, that was a surprise
to me too)

While Konica Minolta develops
products and services in many
areas, business technology
accounts for 75% of their 
revenue.
Next, President and CEO of

Konica Minolta, Inc. Masatoshi
Matsuzaki took the stage to con-
tinue the story. Mr. Matsuzaki
went on to discuss how “Konica
Minolta has one of the largest

and most loyal dealer networks
in the world.” He mentioned
some areas Konica Minolta is
focused on, including security
and SAS. According to Mr.
Matsuzaki, “SAS is another area
headed for continued growth.”
Rick then came back up to 

tell us more about Konica
Minolta and where they are
going. This year will be 10 years
since Konica and Minolta came
together to create one of the
leaders in our industry. He told
listeners that Konica Minolta
needs to continue to evolve into
an information management
company. He noted that it’s
about identifying opportunities,
as he referenced data showing
the global economy will grow
40% by 2020, which he
acknowledged is “an awesome
opportunity for all of us.” He
then said, “We are going to stay
committed to the core business,”
and “everything we do for the
foreseeable future is going to
drive print.”
He did go on to say, “I don’t

want to bum anyone out, but
there is going to be less print.”
Konica Minolta, like other com-
panies (Toshiba marketing dis-
play technology, Ricoh and their
white boards, etc.), needs to find
new opportunities for down the
road. He then announced that
Konica Minolta is going to
become the first vendor in our
channel to offer commercial 
3D printing.

Other items of interest
from the keynote included:
• Konica Minolta Inc. is open-
ing three business innovation
centers (Japan, US and
England)

• Increased headcount coming
in both IT and dealer 
organizations

• Online executive management
curriculum will be offered to
dealers through Bluepoint
Leadership and Development

• KM is combining multiple
support centers for a new cus-
tomer interaction center that
will create a “world-class”
customer experience

Rick mentioned that dealer
trust is a big issue that manufac-
turers still need to address so he
announced that Konica Minolta
will work with Business
Technology Association (BTA)
council Bob Goldberg to review
all KM dealer agreements to
make sure they’re fair for both
parties. He called this the “Just
In Case Rick Taylor Gets Hit by
a Bus” program and he wants to
make sure dealers understand
KM’s commitment to them so
they can increase their confi-
dence in KM as a partner, not
simply a technology vendor.
It was then Senior VP Kevin

Kern’s turn to take the stage with
product updates. As Konica was
woefully behind schedule at this
point due to the length of the
presentations (not a bad thing,
just not enough time allocated),
he blew through his slides so 
fast my head was spinning.
Kevin began with discussion

around Konica Minolta’s
EnvisionIT initiative, which is
their highly focused vertical
market approach to the industry.
EnvisionIT began with one verti-
cal market, healthcare, which we
initially helped them develop.
They now have seven –

  

Konica Minolta Dealer Show
Review
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• Finance
• Legal
• Education
• Healthcare
• Manufacturing
• Government
• Production Print

The vertical markets are
approached with solutions –
some theirs, some through
partners that address issues
like workflow, mobility, cus-
tomer profitability, new rev-
enue solutions and more.
Kevin discussed their cloud

services and their 1,200 cloud
servers already in operation. He
also talked about new products
such as the newer e-Series
panel displays, common
accessories across models, new
options designed to increase
hardware margins and a new
KM developed A4 platform
that will finally put KM user
interfaces on this class of
product – a definite shortcom-
ing of their current A4 lineup.
Production products were

already previewed at
PRINT13 such as high-speed
inkjet for transpromo printing,
improved light production
products with extended serv-
ice intervals, the new bizhub
PRESS C1100 color series at
85/100 PPM, more paper han-
dling capability and more.

Another area covered was
the continually expanding
bizhub Marketplace, KM’s
version of an App store where
customers can find useful
solutions and apps to place on
their bizhub control panels.
After lunch, Senior Vice

President Sam Errigo dis-
cussed KM’s solutions in
more detail. He spent a great
deal of time on EnvisionIT,
KM’s cloud services offer-
ings, new solutions partner-
ships, connectors to new 
solutions and more depth 
on the vertical approach.
Following Sam was

Executive VP of Dealer Sales,
Alan Nielsen. Alan talked
about how KM has right sized
the dealer channel, cancelling
or not renewing 184 dealers
over the last five years, bring-
ing the current total to 334.
While this is a much lower
number than other significant
manufacturers, Alan talked
about how the dealers they
have now are very focused 
on the KM products and how
they’re actually selling a lot
more product through fewer
dealers. According to Alan,
“this is by far the best per-
formance in our industry.”
Their margins are also really
good too from what I’m told.
Later, I finally hit the prod-

uct fair. This was without a
doubt the nicest showroom
floor I’ve seen to date and
they obviously paid hand-
somely for the layout. It was 
a definite wow and whoever
was in charge of pulling this
together should be very proud
because it looked fantastic.
Like last year, the floor was
vertically focused with
emphasis on mobile, produc-
tion and new products that
were spread throughout.
So here’s my takeaway

from the show. All Covered,
the IT company KM acquired
about three years ago is gain-
ing traction. KM says 20-25%
of dealers are now participat-
ing in this program. In case
you’re not familiar with it, All
Covered provides IT services,
including helpdesk to branch-
es and dealers and essentially
allows their dealers to sell IT
services to customers with
very little investment on their
end. We spoke to Tom Minor,
President of M&M Sales
Company in Iowa who told us
that he’s had great success in
this program and anticipates
10-20% YOY growth.
Nick Pegley, VP Marketing

for All Covered told us that
they now account for 10% 
of KMBS US’s headcount.
They’re also starting a similar
program in Europe, although
there isn’t an All Covered
type of company to buy, at
least not yet. Rather, they’re
buying individual IT compa-
nies and they currently have
four over there.
KM has made 13 acquisi-

tions under All Covered in the

last three years. They are 
in 60 locations in 25+ cities,
they run two cloud data cen-
ters, have 500 engineers, and
revenue last year was $150
million, up from $30 million
when they were acquired
three years ago.
KM is finally filling in the

A4 product line with their
own products and the integra-
tion with the rest of the KM
line should make dealers 
pretty happy.
Cloud services, both

through All Covered in terms
of networking, servers and
off-site back-up, as well as
cloud services integrated into
solutions, are a huge area of
opportunity.
While I’m not convinced

commercial 3D printing 
will succeed in our channel,
the fact is, dealers do have 
a support mechanism for
these products in that they
require service, they offer a
strong annuity stream and 
a nice pop for the hardware
sale. We’ll see how this rolls
out but it should be exciting
to watch.
My only complaint from the

show was that it was so busy
that once they got behind 
in the general session, they
never seemed able to catch
up. However, the bottom line
is, the only reason they were
in that position was they had
so much to talk about and
that's a good thing. �

Andy Slawetsky is President 
of Industry Analysts, Inc. Visit
www.industryanalysts.com for
more info. 
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For those who are blessed,
or cursed, with having an
entrepreneurial spirit, failure

is just another element of winning.
When listening to financially
successful people, tales of hard-
ship, loss, and fiascos are all part
of their path to ultimate victory. 
You rarely find this type of all

or nothing, go for it attitude
among those people who are long
time, successful service employ-
ees.  Their fear of failure far out-
weighs any desire to risk one’s
time, energy, and personal pride
in order to take a chance on
being able to grab the proverbial
golden ring. 
Abraham Maslow (1908 –

1970) was an American psychol-
ogist who popularized his con-
cept of the Hierarchy of Human
Needs in the 1950-60s. Having
been part of the business world
since Maslow’s death in 1970, I
have used his teachings on the
Hierarchy of Human Needs to
influence my hiring decisions.
Early in my service management
career, I looked to hire and train
field service personnel who were

happily situated in the 2nd
and 3rd levels of his
Hierarchy of Human
Needs pyramid. 

I have found the
best field techs
are people who
are not risk
takers.

As the saying goes, “A bird in the
hand is worth two in the bush.” It
is a better long term investment
to hire techs that identify with the
2nd and 3rd tiers. Furthermore,
as a service manager, it is impor-
tant to understand the need for
security and peer acceptance that
is displayed by the majority of
longtime successful field service
professionals, and provide the
structure and environment that
helps to fulfill these needs.

Maslow’s Hierarchy of
Human’s Needs is built 
on a triangle shape.
1. The bottom, largest layer 
represents the need to satisfy
the basic physiological
demands of life: air, water,
food, shelter, sex, and sleep.

2. The second layer has to do
with feelings of security,
which include order, limits,
stability, and freedom from
fear. This equates to a need
for a safe place to live and
work.

3. The third tier describes social
needs, which include a sense
of belonging, affection and
love from one’s work group,
family, friends, and romantic
relationships. 
Most long term, successful

field service personnel are con-
tent to remain in the 3rd level
which represents the need for
physical and emotional security.
They prefer a consistent bi-week-
ly pay check without the fear of
having to meet monthly quotas to
create peace of mind.   
One of the most successful

management styles for securing
long term commitment from field

service employees is to create an
atmosphere of trust and gratitude,
while providing ample learning
opportunities. Techs work best
when they believe they are
accepted within their group of
peers, liked and appreciated by
their customers and confident
that they possess the appropriate
knowledge that allows them to
accomplish their job. 
They need to feel secure in

their ability to be able to diagno-
sis and properly adjust, repair or
reprogram the customer’s equip-
ment. If a security minded, level
3 employee is sent out to repair
equipment that they have never
seen before in a new customer’s
office, fear creeps into their
working life. The possibility of
loss of security and fear of being
ridiculed by the customer reduces
their own self esteem before they
even walk into the client’s office. 
This loss of self esteem can

lead to underperformance in the
tech. The next service call can be
perceived as a hostile work envi-
ronment that can make the tech
mentally uneasy or physically
sick. Soon the tech is enticed to
call in sick in the middle of the
day. Or he can feign car trouble
or slow down his working speed
in hopes of not being able to 
do any more calls that day. The
fear of loss of security and self-
respect can become overwhelm-
ing even before the tech is
required to come face to face
with the uncertain technical issue
and the unknown customer. A
content technical staff must have
ongoing technical training to sus-
tain their confidence that they
will be able to do an appropriate
job in the customer’s office.

ESTEEM
self-esteem, confidence, achievement,
respect of others, respect by others

PHYSIOLOGICAL
breathing, food, water, sex, sleep, homeostasis, excretion

SAFETY
security of: body, employment, resources, morality, the family, health, property

LOVE/BELONGING
friendship, family, sexual intimacy

SELF-
ACTUALIZATION
morality, creativity, spontaneity,

problem solving, lack of prejudice, 
acceptance of facts

Techs and the Hierarchy 
of Human Needs

e n x

Ronelle Ingram Minding Your Business
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Many successful service management
professionals understand the need to
create a sense of mental and emotional
security within the service department
staff.  Many techs do not want to be 
singled out for exceptional or sub-par
behavior. Some believe there is safety 
in anonymity from upper management.
Being accepted within a group of their
peers is all that is necessary.
As part of the security issue, be aware

of the need for freedom from racial or
sexual prejudice. The days of being 
tolerant of a ‘good ole boy’ attitude are
legally gone. Within your own geograph-
ic location, dealership owners and man-
agers must not tolerate any comments
that may be offensive to a specific 
member of your staff or to one of their
customers.   
As a service manager, it is my respon-

sibility to protect my staff from being put
into a situation where they are fearful of
having to endure racial or sexual harass-

ment while servicing a customer’s
machine.  Periodically, during a service
meeting or when talking one on one with
a tech, we openly discuss each of our
responsibilities to protect one another
from ever having to feel they are being
asked to work in a physically, mentally
or emotionally unsafe work environment. 
I repeatedly explain that each tech 

has the right to immediately leave a cus-
tomer’s office if they are in a situation
that they feel threatens them with bodily
harm, unsafe working conditions or ver-
bal harassment or abuse. They are direct-
ed to leave the office immediately and
call the office explaining the situation. 
The key factor is that my techs 

know I will stand up for them. I will do
everything in my power to protect them
from emotional or physical harm. I have
found that just knowing they have the
right to complain or refuse to work in 
an uncomfortable situation provides the
internal strength to face uncomfortable

situations without complaining because
they know they have the power to control
their own safety by walking away if 
necessary. 
As a service manager, my goal is to

educate, train and reinforce the tech’s
importance within the group. The goal is
to establish an atmosphere of confidence
in their own ability, as well as a sense of
responsibility to the group to carry their
own weight and work for the common
good. Sharing personal knowledge and
ability within the group improves their
personal status and increases their sense
of security and safety.  
Over the past 50 years, Maslow’s

Hierarchy of Human Needs continues 
to provide insight into the human nature
that can help create a safe and secure
working environment for all of us. �

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

Techs and the Hierarchy of Human Needs
e n x   



The New Year is upon us, and
with that, you can expect a
brand new round of annual

and regional trade shows to par-
ticipate in. If you’re a dealer or
solutions provider juggling your
business offerings with an eye
toward what will happen next, Q1
in early 2014 is the best time to
seek the latest education to devel-
op and enforce your business plan.
If you're a vendor looking to part-
ner and prospect, key trade events
help you meet, brand, learn and
plan new strategies. When it comes
to trade events, ITEX 2014 National
Conference and Expo taking place
this March 11-13 in Las Vegas, is
the premier event to consider.

Unmatched Education
ITEX 2014 will offer unique and
comprehensive education tracks
with the latest actionable opportu-
nities to build a platform from.
Tracks that will “engage” you
with the latest tools that help your
team generate more business, cul-
tivate new leads, and assess your
competition in the areas that mat-
ter. Specific tracks include: Auto -
mate: Document Workflow &
Enterprise Solutions; Close: Sales
Strategies; Converge: Managed
Services & MPS Solutions; Deliver:
Competitive Service & Supplies;
Engage: Marketing Strategies;
Transform: Evolving Technology
& Business Models; as well as 
an In-depth Strategy Forum. 
Long-running, high-quality,

large-scale tradeshows like ITEX
have a literal mindshare of leaders
on hand, specially selected by your
peers to share their successful
methodologies in dynamic presen-
tations. In addition, key exhibitors
are on hand to inform and provide
you the latest in needed products
and services which are meant to
advance your business forward.

A New Executive Leadership
Workshop “Ignite Revenue
& Profit in 2014” 
Leadership skills and training for
Business Owners & Key Manage -
ment is a must today! The evolu-
tion and transformation in the
office industry is real. Innovation
is front and center, forcing you 
to address what’s needed today in
order to thrive tomorrow. Today’s
competitive landscape requires
business owners to understand
what type of methodologies and
strategies are igniting the growth
engines of our industry—and how
best to translate that into a busi-
ness model to ensure continued
growth and profit. In this half day
leadership workshop, you will hear
from highly experienced experts
on how to develop an effective
and credible business plan with a
focus on 4 key quadrants to capi-
talize on new opportunities and
incorporate them into an optimal
plan of action for 2014 and beyond.
This workshop hands you the
playbook to invigorate your busi-
ness plan by aligning the 4 quad-
rants in a comprehensive way.

Game Changing
Technologies and Services
Can Only Be Found at ITEX
Recognized as the industry’s pre-
mier event, ITEX showcases all
aspects of the evolving office
market and the growing influence
of Managed Services. Join us at the
intersection of cutting-edge tech-
nologies, education and networking
opportunities, where ITEX atten-
dees learn how to leverage, man-
age and build business solutions.
As the office products industry
evolves beyond the printed docu-
ment and traditional office equip-
ment, ITEX is the one-stop-shop
for evolving right along with it.

With exhibitors like Digital Gate -
way, LEAF Commer cial Capital,
MSE, OKI Data Americas, and
Toshiba, along with new services-
focused exhibitors like Autotask,
AVG, Crexendo, N-Able Technol -
ogies, and RapidFire Tools, ITEX
is THE event to bring together
over a hundred leading solution
providers with an elite audience
eager to invest in and improve
tools, technologies and processes.
We know people take time out

of their busy schedules to attend
these type industry events, expect-
ing to learn, meet, target, find, and
enjoy the excitement that a good
trade show brings. The beauty of 
a good trade show is that it un -
winds over a short period of time,
allowing you to be immersed into
a strategically planned venue 
that can enhance your industry
“awareness” with what's “happen-
ing, what’s new”– handing you a
touchdown pass that puts you on
the winning side of success.

Team Attendance
As an owner or C-level exec, get
yourself and your associates, be 
it sales reps, IT staff, marketing
personnel, service techs, opera-
tions or key management — every-
one needs to get a handle from a
reputable resource, including
ITEX, to help them advance into
2014. Good trade shows are one 
of the best ways to get quality
information at a relatively low
admission cost, to take home and
implement immediately. Isn’t it
time to plan for next year? Learn
what will get your customers and
prospects excited about what's 
on the near horizon? �

By Sand Sinclair, 
ITEX Conference Director

Be a Game Changer:
Get Your Playbook for Success at ITEX 2014

e n x

Industry Event

• www.enxmag.com l February 2014 We Saw It In ENX Magazine56

Be a Game
Changer. 
Kick off Q1 at 
ITEX 2014. 

Get started at
www.itexshow.com
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All Leasing Services 29
Repo/Offlease Copiers, 
Printers and Faxes 
Phone: 866-727-3750/ 949-727-3750
Fax: 949-727-3850
bids@alscopiers.com
www.alscopiers.com

Arlington 55
Full line of OEM office supplies
Phone: 800-887-3040
Fax: 847-689-1616
www.arli.com

Copier Network 23
Coast to Coast Service 
Extensive Canon and Ricoh 
Selection
Phone: 510-746-2080 
www.copiernetwork.com
sales@copiernetwork.com

Crystal Trade 52
For your Canon & HP 
Parts & Supplies
Phone: 888-889-9598
Fax:713-789-1832
anisark@csihouston.com
www.RemanCartridges.com 

Direct Precise Imaging 64
Consistently Delivers 100% 
USA made 
Product Toner Compatibles
Phone: 888-376-7311
www.directpreciseimaging.com

DocuWare Corporation 53
Document Management Solutions
Phone: 888-565-5907
dwsales@docuware.com
www.docuware.com

ECi e-Automate 19
Phone: 1-866-342-8392
www.digitalgateway.com

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

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

Frontier Imaging 42
Distributor of Copier, Printer 
& Fax Supplies 
Phone: 888-530-8811
Fax: 310-898-2788
sales@frontierimaging.com
www.frontierimaging.com

Greater Philadelphia 
Equipment Co. 45
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 39
Wholesaler of Copiers
Phone: 888-423-2679
www.copierpoint.com

IDS-International 
Digital Solutions 17
Authorized Toshiba Distributor 
for Copiers, Printers, Fax OEM 
Parts & Supplies 
Phone: 888-372-3700
Fax: 562-921-1167
suzannecarter@idswc.com
sales@idswc.com

ImageStar 51
Wholesaler of Imaging Products
Phone: 888-632-5515
www.imagestar.com

Impact Technology 47
World Class Copier Remarketer
Phone: 866-848-4900
www.offleasecopiers.com

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

Industry Analyst 48
Phone: 585-232-5320
www.industryanalysts.com

Intellinetics 33
Phone: 614-921-8170
Fax: 614-850-2789
sales@intellinetics.com
www.intellinetics.com

Intercom Exporting Inc 49
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

ITC Systems 25
Phone: 314-872-7772 USA
Phone: 416-289-2344 Canada
sales@itcsystems.com
www.itcsystems.com

ITEX Conference 57
www.itexshow.com

Jamex 51
Copier/Printer/Fax Vending
Applications
Phone: 800-289-6550
Fax: 607-257-1139
www.jamexvending.com

Managed Print Services 
Association 68
greg.walters@yourmpsa.org 
www.yourMPSA.org

Mars International 11
Wholesaler of Pre-Owned Copiers
Phone: 866-866-MARS (6277)
Phone: 973-777-5886
Fax: 973-777-5889
www.marsintl.com

Display Advertisers Index
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Midwest Copier Exchange 35
Used Copier Wholesaler 
Phone:  847-599-9001
info@mwcopier.com
www.midwestcopier.com

Mito Color Imaging Co., Ltd. 7
Color toner cartridges, HP mono 
cartridge with patent free OPC gear
Phone: 86- 756-2535246  2535256
Fax: 86-756-2535769
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. 8
Phone: 800-875-2371
sales@mwaintel.com
www.mwaintelligence.com

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

Niche Equipment 49
Office Machines & Supplies 
Distributor
Phone: 877-446-4243
Fax: 630-629-6790
info@nichee.net
www.nichee.net

Ninestar Technology 31
Phone: 800-817-0688 / 626-965-6662
Fax: 626-965-6667
sales@ggimageusa.com
www.ninestartechonline.com

NSA 41
Phone: 866-670-2345
www.nsainc.net

NuWorld Business Systems 12-16
Copier, Printer, Fax & Business
Machine Supplies
Phone: 800-729-8320
Fax: 800-829-0292
info@nuworldinc.com  
www.nuworldinc.com

Office Land 22
OEM Parts for Copiers and Printers  
Phone: 818-778-0100
Fax: 818-778-0101 
www.officeland.ws

OverstockPartsNetwork.com 6
Phone: 307-587-8446
sales@beiservices.com
www.beiservices.com
Overstockpartsnetwork.com

Parts Drop 62
Copier Parts, Supplies, & Tech info
Phone: 201-387-7776
www.partsdrop.com

Power eCommerce 43
Phone: 800-231-9966
Power-eCommerce.com

Premium Compatibles 72
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

ReChina Asia Expo 58-59
Phone: +86-21-3211 0890
Fax: +86-21-6247 2950
www.rechinaexpo.com

Ross International 11
Buy and Sell Used Copiers
Phone: 800-240-7677
973-365-9900
Fax: 973-473-8800   
purchase@ross-international.com
www.ross-international.com

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

Seine Tech USA 53
The Worlds Leading Toner
Remanufacturer
Phone: 909-869-0730
Fax: 909-869-0736 
sales@seinetecusa.com 
www.seinetecusa.com

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

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

Toner Cycle-Ink Cycle 27
Phone: 1-877-894-8387
www.inkcycle.blog.com
www.linkedin.com/inkcycle
www.twitter.com/inkcycle

Toshiba 76
Copier / Print Manufacturer
Phone: 800-GO TOSHIBA
Contact Authorized Distributors
www.business.toshiba.com

Transform Global 2014 65
global2014.photizogroup.com

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

Unitone Imaging Supply 37
Phone: 800-864-8663
Fax: 818-772-1499
info@unitone.com
www.unitone.com

Value Image Products 48
Phone: 909-325-6077
sales@usvipinc.com
www.valueimageproducts.com

World Of Fax 63
Fax, Copiers & Laser Printer Parts
Specialist
Phone: 1-800-634-9329
1-866-FAX-PARTS
WorldOfFax.com
CopierPartsStore.com
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Call
Now

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

Don’t Get Stung
By The Competition!

Cartridge Warehouse 
International, Inc.

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

For All Your OEM, Compatible
& Remanufactured Supplies

Ask about our 
12,000 Di�erent SKU’s

All Makes
& Models www.cwitoner.com

www.cwitoner.com

Others might talk a good game, but EOS delivers: 

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

Your global empties partner since 1996.

860 291-1900
www.eosusa.com

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

✔ Speedy payment
✔  Fast & accurate 

inspections 
✔  Best-in-the-business, 

match-or-beat pricing

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

YKC
Canon, Konica, Toshiba, 

Ricoh, Xerox, etc... 

www.golfgong.com

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

Hela Chang
helachang@gmail.com

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

USA, North & South America Welcome

Used
Copier Sale 

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

JP8000
JP8500
JP4500
JP3000

1700
3700
3750
3770

MZ790

HQ7000
HQ9000

Rebuilt Duplicators
Retail Ready
Full Tech Support
Full Parts Support

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

SELLING

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

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

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

email: culver-enterprises@swbell.net
TECHNOFIX

Office Products
w

w
w

.Te
ch

no
fix

.co
m

SAME DAY 
AND DROP 
SHIPPING 

AVAILABLE 

l scanners
l fax 

l printers
l copiers

AUTHORIZED DEALER 
& SERVICE CENTER FOR

&

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

1412 East Wilson Avenue - Glendale, CA 91206

OEM PARTS & SUPPLIES
Call for HP Mono and Color 

Laser Printer OEM Parts

Fax, Copier &
Laser Printer Parts Specialist

FREE PARTS RESEARCH FOR

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

(Live friendly assistance all day) 

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

CANON

CANON
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Calendar

BTA Southeast Event
Feb 14-15, 2014 / Orlando, FL

BTAS Business Technology
and Services Conference
Feb 18-19, 2014 / Sydney,
Australia

Equipment Management
Conference & Expo
Feb 23-25, 2014 / Phoenix, AZ

SIGN China 2014
Feb 23-26, 2014 / 
Guangzhou, China

Graphics of the Americas
Feb 27-Mar 1, 2014 / 
Miami Beach, FL

ITEX Conference & Expo
Mar 11 - 13, 2014 / 
Rio Las Vegas, NV

INTEROP Las Vegas
Mar 31 - Apr 3, 2014 / 
Las Vegas, NV

AIIM 2014 Conference
Apr 1-3, 2014 / Orlando, FL

ReChina Asia Expo
Apr 22-25, 2014 / 
Shanghai, China

DocuWorld 2014
May 7-9, 2014 / Las Vegas, NV

BTA Mid-America Event
May 15-16, 2014 / Chicago, IL

Transform Global 2014
June 2-4, 2014 / Louisville, KY

CompTIA ChannelCon
Aug 4-6, 2014 / Phoenix, AZ

BTA West Event
Aug 7-8, 2014 / Las Vegas, NV

6th Receipt Printing, Barcode
Printing, POS Equip & Tech
Expo
Sep 25-27, 2014 / 
Shanghai, China

BTA East Event
September 2014, Baltimore, MD

INTEROP New York
Sep 29 - Oct 3, 2014 / New
York, NY

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!

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

DECEMBER 2013 RELEASES  
•  Canon CRG-332 colors
•  Xerox Phaser 6600 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
•  Okidata B710

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

www.directpreciseimaging.com

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

We Manufacture it....
"Tailored towards your needs".

Cut costs, streamline processes and print for less with 
our Extended Yield Brand (Managed Print Services).

Empties For Sale Advertise in ENX

Post Your
Employment
Opportunities
FREE on the
ENX Website!

For more information visit

www.ENXMAG.com
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The highly popular Xerox DC250 style has proliferated
into a whole range of models, each with their own ver-
sions of the color drum cartridges. It is high time we

revisited this type of drum cartridge and brought all of these
new models into the fold. We’ll get into the differences, talk
about “best practices” and revisit the rebuilding instructions.

Here are the many cartridge reorder numbers and their respec-
tive models:
13R603 / 013R00603 – For (Docucolor) DC-240,250,242,252,
260, (WorkCentre) WC-7655, 7665, 7675, 7755, 7765, 7775
13R656 / 013R00656 – For (Digital Color Press) DCP-700 
13R664 / 013R00664 – For Xerox Color 550, 560
13R649 / 013R00649 – For (DocuColor) DC-5000
13R672 / 013R00672 - For Xerox Color C75, J75 Press

Many folks have found that you can maximize the yield by
cleaning up the cartridge and replacing the CRUM chip and
charge roll after the first cycle. In most cases this will nearly
double the cartridge’s initial yield. Then when the drum is actu-
ally worn out, you can do a full rebuild. Good aftermarket parts
(drums, blades, charge rolls (PCR) and CRUM chips, as well as
PCR cleaning rolls) are all available these days. Or you can
pick up a cartridge rebuild kit which includes all of those parts.
Go green! It makes for good common sense to maximize the
yields on these cartridges rather than letting them go to a land-
fill too early.
The best success stories surrounding rebuilding these drum

cartridges tell of setting up a workbench where one or two
techs in a dealership can rebuild cartridges for the company.
This allows the technicians to deliver the cartridges as ready to
go units. It simply makes the tech look good. They don’t have
to make a big awkward mess at the customer’s location, com-
plete with vacuum cleaner blaring. Having a few hand-picked
techs doing these all the time makes them experts at the
process. Most of them do cartridges for a few hours and then
hit the field to answer their usual calls. It also proves to be far
more efficient to work in a facility. A clear workspace with all
of the necessary tools handy is priceless. Odd spare parts and
extra used cartridge cores are within easy grasp if something
unusual needs replacing. When setting up a workbench, it is
important to have a machine nearby to test cartridges before

they go out to the field. This allows the techs to catch any mis-
takes and to solve potential problems without inconveniencing
your customers.  
Now let’s see what makes the many versions of the cartridges

different from one another. The primary difference which makes
each cartridge version unique is the CRUM chips which are
found inside the rear end cover of each cartridge. The drum
count is kept on the drum cartridge by this RF Connector CRUM
(Radio Frequency, Customer Replaceable Unit Monitor).
Replacing that CRUM will reset the drum count. Each cartridge
version has its own version of the CRUM chip, so make sure
you order the correct one for the machine you’re working on: 
DC250CNC (for DC250 version 13R603 cartridges), 
DC700CNC (for DCP 700 version 13R565), 
550CNC (for 550 version 13R664), 
5000CNC (for DC5000 version 13R649), 
J75CNC (for C75 / J75 version 13R672).
There is one other difference which sets the original DC250

version (13R603) apart from all of the newcomers. All of the
new versions are shaped slightly different in that they have an
additional piece on top. Instead of using a stationary brush to
clean the charge roll as was found in the DC250 version, a
cleaning roll has been added to the newer designs. This turns
out to be a substantial improvement as it helps the charge roll
last a lot longer. Fortunately, the drum, blade, and charge roll
are interchangeable among all of the versions.

Britt Horvat Technical Tips

Xerox DC250 Style and Newer Versions:
Reconditioning the Color Drum Cartridges
(13R603, 13R656, 13R664, 13R649, 13R672)

Photo 1: Orientation



e n x

We Saw It In ENX Magazine February 2014 l www.enxmag.com • 67

PROCEDURE:
1. Remove the Rear End Cover(1 Phillips head screw 
(see Photo #2). The RF Connector CRUM sits in this
cover. You’ll need to replace it to reset the drum count
(see below for details). The rear finger pull comes right
off as does the charge roll contact pin.

2. Remove the Front End Cover (1 Phillips head screw).
Now the front finger pull will fall right off. 

3. If the cartridge is one of the newer versions, remove
the cleaning roll’s cover from the top of the cartridge 
by pivoting it to the left to lift off (see Photo #3).

4. Remove the Charge Roller Assembly. You can release it
by simply rocking it to the right and lifting off (see Photo
#4). If yours is one of the newer versions, the charge roll
assembly will also include the cleaning roll. It will come
off similarly to the DC250 version shown in the photo.

5. Remove the Drum as follows: Turn the cartridge on its
left side so that the drum is presented upwards. Slide the
front drum retaining clip forward and off (see Photo #5)
and the rear drum retaining clip towards the rear and off.
Now the drum with its two bearings can be lifted up and

out of its cradles. This drum is very similar in design to
the one on the black drum cartridge but the diameter is
considerably smaller. 

6. The Drum Blade comes off next. Remove 2 screws and
cut the barcode sticker which is half on the drum blade’s
metal bracket and half on the plastic frame of the car-
tridge. Pry the metal ‘C’ clip off of the left side of the
cartridge if one is present (see Photo #7). It is adhered 
in place by double sided tape. Now the blade will lift off.
There is a thin Mylar piece stuck to the underside of the
blade which serves like a chute which guides the waste
toner from the blade to the waste toner auger. 

7. Clean everything gently with a vacuum with a toner-
rated filter. Be very gentle around the Mylar guide on
the blade and also around the Mylar recovery blade on
the frame opposite where the cleaning blade sits. 

Photo 2: Rear end view shown with the rear end
cover removed.

Photo 3: If your cartridge is the newer kind (any-
thing but the DC250 version), first remove the clean-
ing roll cover by pivoting up to the left as shown.

Photo 4: After both the front and rear end covers are
removed, pivot the charge roll assembly to the right
to lift it off.

Photo 5: Slide
the drum
retaining clips
off of either
end.

Photo 7: Pry the metal ‘C’ clip off if it is present.

Photo 6: Cartridge Frame after drum is lifted
out of its cradles.
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Replacing the Drum Reset CRUMs
The original CRUM can slide out of its slot but the
new replacement CRUMs will not fit in the same way
because they have larger components. It is necessary to
remove the rear end cover from the cartridge to replace
the CRUM. See the photos below. Be very gentle with

the replacement CRUM to avoid  damaging the compo-
nents. The replacement CRUM should be positioned as
shown in the 3rd photo.
That is all you’ll need to know on these guys! Very

easy, very rewarding and environmentally friendly too!
Happy Reconditioning folks. �

TECH
TIPS

e n x   

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

Remove rear end cover Replacement CRUM in place Be gentle re-installing the cover
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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 
HP LaserJet M3027/M3035 MFP, M4345MFP, CM4730MFP,
M5035MFP, CM6030/CM6040MFP, M9040/M9050MFP, HP
9250C Digital Sender - Control panel calibration.
If the touch screen on the control panel is unresponsive or failing to in specific areas,
follow these steps to calibrate it:

1. Turn the product Off.
2. Press and hold the number key (#) and the Clear key ©)

while turning the product on. A dot will display in the
upper left corner of the screen.

3. Release the # and C keys.
4. Touch the dot with a blunt object, such as a pencil eraser,

and another dot will display in the lower right corner.
5. Touch that dot and wait for the product to continue the 

startup sequence.
6. If after performing a control panel calibration the issue 

persists, replace the control panel. �

e n x   
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Technical Tips

SUBJECT: 

Bizhub C253

Q:Hi. I have a strange problem. After a stabilization sequence the
first B/W copy out has the first 3 inches
missing or very faint. Every copy after
that is fine. I have replaced the Black IU
and the transfer belt but the problem still
exists. Now the customer is complaining it
happens during normal operation intermit-
tently but on arrival I can run 2,000 plus
copies without the problem. If I do an
image stabilization or turn power off and
on the first copy has the void or smudging
first 3 inches then works again. Has any-
one seen this before? Thanks.

A:Does the problem only show itselfon B/W pages? Or if the void
shows on color pages, does it affect all 
4 colors? If the problem seems isolated 
to the black image unit, be aware that this
equipment uses a separate K IU drive unit
from the other IUs. My initial thought
would be the K developing unit clutch on
the K drive unit. (CL5) I have had several
high meter machines of this family show
excessive wear on the inner drive bushing
of the K IU drive unit. Usually this begins
as a very annoying noise, and eventually
the bushing fails and you lose the K IU
drive completely. But usually, this is not
an intermittent problem like you are expe-
riencing. This drive unit is a time-consum-
ing bear to get out, but it is do-able.
Another thought is the HVU. Good luck
and keep us posted.

A:Not sure if this tech bulletin is foryour issue. Have you determined if
it does it on the first color page out?
TAUS0808247EN      Revision No.   
0     Publisher      Company BUS
GroupGr BUS_Service_Workgroup 
Contents     Subject Light image at the
lead edge.     Open Date 2008-11-24
Doc. Language English 
Doc. Priority     Product Name     bizhub

C253     bizhub C203     bizhub C353 
Option     Description       PROBLEM:
Light image over the first 95 mm (from
the lead edge). The image density changes
abruptly on all colors at that location on
the page. 
Solution      CAUSE: Failed mechanical
control board.      SOLUTION: Replace
PWB-MC (p/n A02E-H001-06). 
Special note: Solution contributed by
Mark Sweigard, Phillips Office Products.
Attached Files 
Details     Problem code1 Image repro
failure (density or coloration related)
Problem code2 E02: Image density too
low: light (black/color)     Type     Info.
Type1 Hardware     Info. Type2     Info.
Type3     OS     Application     Network
Feature     Location     Printer     Others

Q:On rechecking all the info it isindeed happening on the first color
copy/print as well. Thank you everyone
and for posting the bulletin. I take it I may
need to reload the firmware on the new
board? My Minolta passwords still allow
me to order parts but since the new web-
site I can no longer access firmware for
downloads.

A:I had this EXACT same issue on aBizhub 353. After hours of replac-
ing and troubleshooting I found that the
contact on the frame side that touches the
TX belt was loose. There is a small spring
that popped out of place and was causing
intermittent contact. My first copy was
light and had a haze to it, and after that all
subsequent copies were good. The contact
is on the rear frame side just below the
fusing unit. Hope this helps.

A:One other way to isolate this is to run individual color test pages,
which can be done in service mode. 
That way, if the problem follows only 
a particular unit, you'll know which one. 
If it’s the transfer belt, it will do it on
every color, I believe.

SUBJECT: 

Konica 7155 Minolta 
Di551 Drum Life

Q:I was just wondering how much life I can get out of a drum on one
of these machines if I really push it. I
know the factory yield is 500,000 but I
have a machine that's getting traded out
soon that's due for a drum and PM, and 
I don't really want to put the drum in it 
if I don't have to. Thanks.

A:All depends on customer and copyquality. Usually these go downhill
fast when getting close. If you can get it
cleaned up good and keep copy quality
going you should be fine for a short 
while at least.

A:I have a Di7255 with 700K on thedrum and quality looks great.

A:They can go over but they rundirty.

A:I have found that if you vacuumout every time you service one of
these, or on a regular basis, these will run
clean and not drop toner onto T/S corona.
If you don’t vacuum out the paper dust it
will contaminate the developer and cause
it to run dirty.  Also, change the soft
switch settings to use less toner.

SUBJECT: 

Canon IR 2022

Q:What is a “System Error E7” fuserfilm sensor?  Thanks.

A:There's a patch on the fuser filmand an eye that sees the patch
rolling by. It could be dirty or the patch 
is worn off. Good luck.

A:More likely, the belt is worn away,moving the patch from sensor. 
You can change the belt but the fuser 
is not that expensive in my book.�

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®












