
“Everyone has to print; we are there to help
them print smarter, more efficiently, and
cheaper,” says Kathy Cauldren, CEO of KT’s
Office Services, about offering managed
print services to her clients.



athy Cauldren is a straight shooter. She will tell you without ado that if it
weren’t for managed print services (MPS) her company might be making
money, but far less. Certainly not the 20% growth she is projecting for this year, a figure that
would push her office services VAR business near the $5 million annual revenue mark. So

how does Cauldren do it? She and her husband, Tom, owners of KT’s Office Services, saw the opportunity sur-
rounding MPS and jumped on that technology about two years ago. 

Use MPS To Evolve Beyond Hardware Sales
“If we didn’t offer MPS, our growth would depend on products — laptops, printers, peripherals — and we’d see far
less margin,” says Cauldren, CEO of KT’s. “The margin with MPS is very good; it is very profitable.” KT’s made the
move to MPS because Cauldren was watching customers migrate to managed services to meet many of their IT
needs, and the VAR wanted to take advantage of that enthusiasm for managed services. 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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While many printer dealers are watching margins shrink, this managed print services
provider is expecting 20% growth this year.

By Gennifer Biggs

Managed Print
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KT’s Office Services is a printer dealer turned VAR and man-
aged print services (MPS) company. When KT’s CEO Kathy
Cauldren started down the path to MPS, she evaluated dif-
ferent manufacturers of managed print software, understand-
ing that her choice was less about the product’s capabilities
and more about finding a good vendor partner. “We needed
a vendor that could support us as we started this effort and
then also after we got up and running because we work with
so many kinds and sizes of customers,” explains Cauldren.
KT’s selected OKI Data Total Managed Print solution, in part
because it is vendor-agnostic in terms of what it handles in
KT’s customers’ environments. Beyond that, Cauldren recom-
mends three “must-haves” when a VAR is selecting an MPS
vendor partner — all of which she found with OKI Data
Americas. First, the vendor must offer robust reporting options
so you can create custom reports on your client’s printer fleet

— what it is doing, what
it did last month, page
counts, error messages,
color prints — you name
it, you should be able to
report its status to your cus-
tomer. As part of that
reporting option, you
should be able to set the
software to email you
updates, reports, and alerts
about each printer in the

fleet. It should also allow you to send similar, automatically
generated reports to your customer. The OKI software also
feeds data to a Web portal so Cauldren and her customers can
view the real-time status of printers managed by KT’s. 

Second, she stresses that any vendor partner must be able
to offer you full training — on the MPS software, on selling
MPS, and on repositioning your business for MPS. The vendor
should also provide a simple process for updating the MPS
software solution and funnel information through that soft-
ware into your managed printer fleets. As part of that training
and education component, expect help with transitioning your
customers from having printers to having a managed printer
fleet. For example, KT’s staff worked closely with OKI for sev-
eral weeks, learning the philosophies of MPS, going with its
OKI rep to client calls, and traveling to OKI’s corporate head-
quarters to learn product presentation and sales skills. 

Third, your vendor partner must provide job-costing soft-
ware. That software allows the customer (or MPS provider)
to set usage policies for company printers. For example,
based on their log-in, certain employees may not have access
to color printers. Or, a group of employees may be allocated
only 100 pages of printing each week. She says it is the
unauthorized usage of printers that often drives businesses to
look for an MPS solution.

www.okidata.com

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. 

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 IT 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
to Cauldren. “Everyone has to print; we are there to help them print smarter,
more efficiently, and cheaper.” With past usage information in hand, Cauldren
can recommend reallocating existing printers to better fit workflow, setting user
policies to limit abuse of corporate printers, and sometimes, purchasing replace-
ment hardware. All in all, the role of her company changes from dealer to trust-
ed advisor.  She says the bottom line of MPS is this: There is no way your cus-
tomers won’t save money. “Some customers may have some capital expense if
we recommend replacing outdated printers with more efficient models, but they
will see a return on investment,” she says. Even if a customer has an entire print-
er fleet that demands replacement, that return on investment should hit in less
than two years, and they will get about four to five years of efficient usage out
of that printer investment. 
Less easily quantified is the convenience of MPS and the increased productivi-

ty of employees. Just as managed services providers handling outsourced IT for
customers struggle to explain how much time a business 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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Kt’s uses OKI Data
Total Managed Print to 
manage its customers’
printer fleets.



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. 

MPS Especially Good Fit For Education Vertical
KT’s plans on MPS fueling up to 20% growth in its business this year, in part
because nearly any business with more than 20 to 25 printers is a good fit
for MPS. “I think every company — healthcare, education, commercial — is
a fit,” says Cauldren. Some big successes for KT’s have involved manufac-
turing firms and law offices, the latter of which can leverage MPS reports in
order to bill customers for printing. Once KT’s has identified a potential
client, Cauldren says the sales cycle varies from one to three months. 
KT’s has seen particularly strong traction with school districts. “Redeploy-

ing its printer fleet and saving money with MPS is one of the easiest ways to
cut a school district’s budget without impacting staff,” she says, warning that
the sales cycle is long in education, but worth the effort. One example of
how the process works involves one of KT’s many school district clients. The
VAR answered a call from the school district for help with its printer fleet. In
just one school building, the district had six color printers and two large copi-

er units, which were quite expensive. Based on information
gathered by KT’s, Cauldren discovered the district was
spending more than $40,000 on its printers, and yet, didn’t
have 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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“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.”

Kathy Cauldren, KT’s Office Services


