“EVERYONE HAS TO PRINT; WE ARE THERE TO HELP )

THEM PRINT SMARTER, MORE EFFICIENTLY, AND -| S
CHEAPER,” SAYS KATHY CAULDREN, CEO oF KT’s
OFFICE SERVICES, ABOUT OFFERING MANAGED % i
PRINT SERVICES TO HER CLIENTS. |
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While many printer dealers are watching margins shrink, this managed print services
provider is expecting 20% growth this year.
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Use MPS To Evolve Bey:

“If we didn’t offer MPS, ¢ seripherals — and we’d see far
less margin,” says Cauld: rery profitable.” KT’s made the
move to MPS because ( ices to meet many of their IT

needs, and the VAR wantcu w wanc auv ALILAZT UL Uldl CLULIUDLIAdILL 1UL LLIALIAZTU DTLVILES. But that transition has meant
adjusting to operations under a different business model and taking the time to talk strategy with customers, a role
to which most printer dealers are not accustomed.

Managed print services revolve around software installed on a customer’s net-
work that allows a services provider to remotely monitor the customer’s entire
printer fleet. The software installed on the customer’s server monitors network
traffic according to Internet Protocol (IP) address. Via that software, services
providers can see the printer make and model, toner and drum levels, and
maintenance issues ranging from an empty paper tray to a communication error
to a major component failure (such as a fuser). The MPS provider then builds a
recurring revenue model based on service agreements that can include mainte-
nance and support for the hardware in a printer fleet, plus supplies such as
toner cartridges, drums, etc.

While MPS still lags behind the popularity of general IT managed services
offerings such as network monitoring, it garnered a lot of attention in 2009 as
several well-known vendors, such as OKI Data Americas, launched well-publi-
cized product lines that serve up MPS capabilities to their channel partners. For
Cauldren, the tipping point came when vendors tackled the issue of vendor-
agnostic management. “Before, vendors wanted you to go in and wipe out your
customer’s printer fleet, replace it with their models, and then manage it,” says
Cauldren. Today, software from leading print vendors allows VARs to harvest
printer-related data from a customer’s network, examine it, and use that data to
support recommendations about redeployment or replacement of printers that
lead to cost savings for the customer. Most vendor software will monitor and
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report on all devices, allowing VARs to support diverse printer fleets. The goal,
says Cauldren, is to position yourself as a trusted advisor that can not only recon-
figure a customer’s existing printer fleet to save money, but also help with a
long-term strategy plan that includes planned device refreshes and upgrades. “I
can look into each department, each user, each floor — and tell you what you
need and who offers those products, and I'm not tied to any one vendor,” says
Cauldren.

Three Tips For Picking
Your MPS Product

Selling MPS Means Changing Customer Perceptions
For Cauldren, the biggest hurdle in the MPS sales cycle is convincing a customer
to allow their “printer dealer” to harvest information from their I'T network. “The
hard thing is to get permission to access their servers to get reports so you can
explain the options you have to offer them,” says Cauldren, lamenting a com-
mon problem for managed services providers in all industries. “You have to be
able to get in and nose around, both physically and in the network, in order to
make strategically sound recommendations.” To do that, Cauldren talks to clients
about the cost savings MPS can offer. On average, a client can expect to save a
minimum of 10% and as much as 40% during the life of the contract, according
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KT’s uses OKI DATA
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PRINTER FLEETS.

S and the increased productivi-
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usiness saves by having an out-
side expert monitor and manage its network storage and security, so do man-
aged print services providers. For example, if a customer’s printers are handled
by the IT staff, that customer will save on employee time and effort since status
reporting of the printer fleet can be copied to internal staff. The savings in that
realm are considerable if the client has branch offices or is a school district with
multiple buildings that require travel by staff checking on troublesome printers.
Plus, time wasted by employees looking for help with an empty toner cartridge
or malfunctioning printer goes away with MPS.

While the value propositions of MPS range from convenience to cost savings
to increased productivity, objections are limited. “Often the objection is that the
customer’s printer fleet is running fine now, so they don’t want to spend any
money,” explains Cauldren. Overcoming that argument is as simple as getting
access to the customer’s network and harvesting the data about printer usage.
“Without that data collection effort, customers don’t see that some of their print-
ers are costing them money the minute they turn on.” Printers, particularly older
units, have many hidden costs, including energy usage, supply usage, and repair
costs. “We have a customer who was so proud of the fact they have an HP Laser-
Jet 4 — it is 12 years old — and I had to talk to them about how much that print-
er is costing in electricity alone.” In fact, new Energy Star-compliant printers can
use as much as 60% less energy than conventional laser printers.

Once a customer has chosen MPS, KT’s Cauldren explains she writes a one-
year agreement. Then, at month 10, she negotiates for years two and three. The
annual contract includes a standardized cost per month based on past usage,
plus service, which ranges from a service call for a broken unit to having techs
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KATHY CAULDREN, KT's OFFICE SERVICES

stop in on a weekly basis to physically check the printers. Cauldren says, on
average, an SMB customer with 50 monochrome printers that chooses an
MPS contract with an average allocated page count (about 250,000 mono
prints annually) will invest $25,000 to $30,000 a year. They can choose to pay
monthly or prepay, with leasing fees added if they choose monthly pay-
ments. While KT’s still offers traditional options such as break/fix services
and cost-per-page programs, her goal is to slowly migrate (about 10% at a
time) all customers into MPS contracts.
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{0 tinyurl.com/y8e52Ws. | 1) 1ve monochrome (black and white) printers for its class-
room teachers to use. The VAR designed an MPS program that included 40
monochrome printers plus installation, monitoring software, maintenance,
and toner for less than the existing $40,000 budget, which allowed for one
monochrome printer to every three classrooms. The client now has a more
efficient printer fleet, a realistic budget for the cost of that printer fleet, and
has moved toward purchasing additional printers, both monochrome and
color. “We moved them from six high-cost color printers to 40 mono print-
ers, and they are still spending less,” says Cauldren. “Additionally, as the
trusted printer fleet advisor, we have created a long-term revenue source.”
Cauldren isn’t alone is seeing a rich future for MPS. Industry research firm
Gartner forecast double-digit growth in the MPS sector through 2010, and a
recent survey revealed that nearly 70% of respondents say better manage-
ment of their print infrastructure is a strategic imperative, with more than 90%
planning to deploy MPS in order to reduce the cost of printing, sharing, and
updating documents. Cauldren can see even further down the line to a day
when managed print customers evolve into fully managed document man-
agement clients. She says that evolution is still just starting, making now the
perfect time for VARs to jump aboard. “It’s a great time to get into MPS
because by the time it really ramps up, you will have all your processes in
place and be ready to roll.” @
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