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“To each of us there comes a
single moment in time when
faith literally taps us on the
shoalder and offers to us some-
thing for which we are ideally

suited. What a shame if that
moment were to come and it
finds us anprepared.”

Winston Churchill
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Annual

This year we started out with the determination to
make this the best survey we have ever con-
ducted. After 20 years we firmly believe we
finally got it rightl We continue to receive
returns, but unfortunately they are too late to
enter. However, we are saving them to use as
proving sources. The proverbial bottom line is
367 retuns, which we accept as valid. This rep-
resents a 23 percent increase over last year.

QUESTIONABLE RETURNS

Two years ago we noted a substantial increase
in the number of bad returns. What constitutes
a bad return? The best way to describe it is to
give examples of the responses that we believe
are pure fiction. We had one deadler who
claimed he did $11 million last year, had 1,200
customers, and employed 23 salespeople.
Another dealer reported $6 million in sales with
8,000 customers. There were other knockout
factors that enabled us to determine fact from
fiction. One that was especially amusing was
the dealer who reported that five percent of his
revenue came from professional services. What
gave him away was the fact he employed no
certified technical reps.

NOT HARD TO FIGURE

We continue 1o be puzzled by dealers who would
submit inaccurate retuns and then ask for a
copy of the results. It is as if they believed that
the bad data they were providing would be
cleansed by the volume of returns. We learned
that far too many of the dealers are simply
unable to answer a number of the questions.
They continue to blame the operating system
they employ, the lack of multiple meters on their
machines, or the fact that they sell exclusively on
a CPC basis. We repeat what we said in our 19th
Annual Deadler Survey infroduction, "Responses
that distort revenue, number of employees, or

Dealer Survey F

their MIF are beyond our ability to comprehend."

If we are correct, then far f1oo many dealers do
not know the contribution of profit from each one
of their revenue streams. They are Monochrome
and Color output devices, Supplies,
Maintenance (includes parts), Professional
Services, Software, and in some cases other
office products such as Audio Visual, Furmniture,
Shredders, and Mailroom Equipment. If a deal-
er is a CPC marketer, he needs to break the rev-
enue out by machine, supplies, and service
even if on an arbitrary basis, so that he may con-
finue to look at it from different perspectives. The
comerstone of any dealers business is the prof-
itability of his or her service group. If you do not
monitor that segment of the business, how does
one go about ensuring that an acceptable level
of profit is delivered at the end of the year?

EASY FOR US

When you have been doing deadler surveys for
two decades, it is not hard to discermn motivations
and to interpret the data. It does get easier
every year. Even those that are fabricated tell us
a great deal. There is also a group of dedlers
who will not share their revenue information in a
blind survey. That is generally because they are
very small and do not want anyone to know that
they have been in business for over a decade
and have not reached $1 million in sales. That is
not a crime! Noft everybody comes to the table
with the same combination of ingredients for
success. It is not a level playing field. The way
we look at it is, anybody who operates a wholly
owned enterprise for more than five years is
doing something right.

THE DATABASE

In our database we have a listing of 3,974 busi-
nesses that claim they sell copiers. We have



some duplication because the lists were
entered by vendor and it does not differentiate
between independent and mega deadler. You
also have the acquisitions by other dealers,
manufacturers, and Global. Some are listed
more than once simply because of a variant in
the name. In addition, there are the core com-
panies of TABS (Toshiba dealer acquisitions) and
Global Companies who purchased smaller
deadlers. We continue to clean and refine our
database with each survey we conduct. We do
make every effort to keep it pristine. We love the
returns that claim they are no longer in business
and write, "Please remove our name from your
database." The problem is the retun is blind
and they do noft tell us who they are. A good
sign as to why they are no longer in business.

SOME NOT INTERESTED

Then we have those who are annoyed that we
sent them a questionnaire at all. They ask that
their name be removed from the database.
Instead of understanding that we are attempt-
ing to reflect as accurately as possible the per-
formances and capabilities of the independent
copier deadler, they view it as nuisance mail.
Some even go so far as fo indicate that this sur-
vey is a profit center for our organization and
they will not participate. Nothing could be fur-
ther from the truth. We begin by creating over
4,000 forms and mailing them out as first class
mail. When the returns are weak with a particu-
lar vendor, we repeat the survey, along with
reprinting the number of forms required.

This year we sent over 6,000 questionnaires. We
have one person enfering the data and it takes
five months to complete. You figure it out, What
does this survey cost to complete? | failed to add
that we read every return in order to screen and to
ensure that we are getting a balanced return.

Once it is completed we begin the task of vali-
dation and writing the report. As we write this, we
have over five months invested in accumulating
the data and writing the report.

A DEALER FORUM

We believe we give the independent deadler
community a forum to express their true feelings

about their vendors and the industry in general.
All of this is offered as a part of a one-year sub-
scription service. It serves us well because it
does keep us current with dealer performance
characteristics and their areas of interest. We
believe it helps us better understand what they
need from us.

THE DATA IS AVAILABLE
TO EVERYONE

This year we invited the press to a subscriber
luncheon at On Demand. We shared some of
the preliminary data and invited them to
express their opinions of our findings. Our
data could and should be used by those
dealers who are either subscribers or partici-
pants of our annual dealer surveys to support a
wide range of activities. If we have done our
job then it should enable the dealer to deter-
mine if the problems or difficulties he is experi-
encing are unique to his primary manufacturer
or suppliers.

There are many dealers who feel it offers little or
no value, so why bother? We seriously doubt that
this type of dealer does any kind of business
benchmarking. That is one of the reasons we
appreciate our dealer subscriber base as much
as we do.

COPIER DEALERS
TO THE CORE

Our core listing is made up of deadlers who
derive more than 50 percent of their revenue
fromm the sale of copiercentric devices and
who purchase one brand or another directly
from a manufacturer.

This grouping contains the names of 1,985 busi-
nesses. We continue to do the broader mailings
because we believe it is important to understand
what is happening to those small dedlers (less
than $1 million in revenue) who purchase from a
distributor and other dealers. We also want to
keep track of what is going on with Xerox Sales
Agents and fumniture dealers who still sell office
machines, as well as supplies, engineering, or
wide-format dedlers.
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A YEAR-OVER-YEAR COMPARISON

We continue to compare year-over-year and
frend back as far as six years. We have every
dealer return on file going back three years and
all the previous years' surveys as well. This gives
us an ability to fruly compare ufilizing historical
analysis. This also helps us to determine the
validity of the responses. We have some that
identify themselves in order to receive a copy
of the report. This gives us an excellent oppor-
funity to gauge real performance data from
individual dealers. Some of it is also inconsis-
tent and that helps us reevaluate the data.
What we report as verbatim are those areas
that address their individual concerns and
comments. What you read in those sections is
exactly how we received them. In previous
years we sanitized them to some extent
because we felt it served no purpose. It came
to our attenfion that there are those who
believe we exaggerate or embellish.

SKEPTICS INVITED

We invite any skeptic to come to our office. We
will provide them with a desk and the original
copies of all of the retuns. Each of our returns
are numbered and they correspond directly to
the comments section. You can determine
exactly the type of dealer making the comment.
That means single-line or dedicated, primary or
secondary, and large or small.

A GOOD SHOWING

When the final numbers were tabulated, we
ended up with 367 respondents. That is consistent
with the 8-10 percent we have received in the
past (excluding the 19th Dedler Survey). Some of
the questions were reformatted, but a majority
were repeated. The common questions allow us
fo trend certain areas of the business. The newer
ones give us added insight into their performance
in the connected universe. They also provide a
platform for future surveys.

LOOK AT THE TRENDS

It is important that dealers examine the trends we
revedal in this issue. One thing that cannot be dis-
forted or misrepresented is year-to-year perform-

ance in specific categories. For example, con-
nect rates, percentage of revenue derived from
color devices, and major areas of concern are
accurately reflected in an historical analysis or
comparison. The number of dealers who report-
ed their business was up four years ago
becomes X. If this year that number is down by
17 percent it is interpreted as X (-) 17 percent. In
our opinion that is a definitive number. We had
fo engage in some subjective evaluations, but
we are satisfied that the end result is an accu-
rate picture of dealer distribution performmance
and capability.

A GOOD YEAR

No matter how you look at it, 2004 was very pos-
itive compared to 2003. It starts with the num-
bers reporting revenues as up. A negative trend
established since 9/11 has been reversed. The
example noted in the previous paragraph gives
you another way to look at it.

MORE POSITIVES THAN NEGATIVES

There are more positives, but there are persistent
negatives that remain. We cannoft view this as an
aberration. Not when you have three years of sur-
veys that confirm the data. We are referring to the
number of dealers who claim their margins and
CPC's are down. We believe that those deadlers
reporting their gross margins as down had best
beqin fo understand that they need to pull their
numbers apart and fully understand what they
have 1o do to combat this. They also have to look
at what is happening in the industry vis-G-vis color
and production printing. Desktop Printers, Wide-
Format, and Facilities Management continue to
remain targets of opportunity.

THANK YOU

We want to thank all the dealers who responded,
even those questionnaires that were discarded.
We leamed a great deal from all of you. Hopefully
the following information can be of service to our
readers, those who elected to participate and the
industry in general. A special thanks to Kyocera,
Ricoh, Sharp, and Toshiba for helping us stimulate
the response. We could not have realized the
number of retums without their help.



THE QUESTIONNAIRE

1. Please list the MFP Manufacturers you represent in order of their importance:

Number In
Primary Position

Primary Vendor

Konica Minolta 48
Kyocera Mita 53
Toshiba 49
Savin 53
Gestetner 50
Ricoh 47
Sharp 33
Canon 19
Panasonic 9
*Other 6

*Reflects responses for Lanier, Oce, & Xerox

Percentage Of
The Universe

Number In Total
Secondary Position Number

13 38 86
14 22 75
13 18 67
14 13 66
13 10 60
12 12 59
9 22 55
5 18 37
2 24 33
1 el 57

**Represents Brother, Copystar, Hewlett Packard, Lanier, Muratec, NEC, Océ, OKI, Samsung, & Xerox

Second Lines

It is interesting to note the increase in the number
of dealers who chose a second line. We had
206 or 56 percent of the returns noted that they
carried a second or multiple lines. This was up
from 51 percent last year, and 47 percent three
years ago. This represents an increase of nine
percent over a three-year period.

Secondary Vendors

Those normally considered 1o be secondary ven-
dors have carved out a growing niche in the
independent copier dealer’s product offerings.

MFP Secondary Number Percentage

Vendors All Positions  Of Universe
Hewlett Packard 21 5
Muratec 17 4
Xerox 14 4
Samsung 14 3
Océ 9 2
*Other 13 7

*QOther includes: Brother, Copystar, Lanier, NEC,
& OKI

Strength of Distribution

To come up with a number that demonstrates the
strength of a particular manufacturer's distribution,
we started with the number of dealers who listed
an individual manufacturer as a first, second,
third, or fourth choice. We then added the num-
er of returns (by vendor) that indicated that they
generate more than $5 milion in revenue. The
combination of numibers and volume make it very
clear who the dominant players are.

The Top Four

Of the 367 dedlers participating in this survey, they
placed the following vendors as the top four in terms
of numbers of dedlers, as reflected in percentages.

Vendor Percentage Of Universe
Konica Minolta 23.4 %
Kyocera Mita 20.4 %
Toshiba 18.3 %

Savin 18.0 %
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In this kind of exercise, you must consider Ricoh
as a family group:

There were 153 dealers who said that Ricoh,
Savin, Gestetner, or Lanier was their primary sup-
plier. That equals 41.7 percent of all returns.

Average Lines Per Dealer

Over the last five years, the number of lines per
dedlership has been very consistent. Where you
see changes are with various vendors. For some it
is a positive and for others a possible negative.
When you add distribution you are normally taking
on a dedler who carries another line. When a ded-
icated dealer takes another line, that is a loss for the
vendor who must now share shelf space.  For this
survey, the leaders in the area of multiple lines are:

Canon 1.94
Konica Minolta 1.79
Sharp 1.78
We eliminated Panasonic due to the fact that
there were only nine out of 33 dealers that noted
Panasonic as their primary source of copiers.
The same is true for the secondary vendors and

other categories. The following is a historic look
at Lines Per Dealership:

Years Lines Per Dealership

1998 1.60
1999 1.63
2000 1.67
2001 1.62
2002 1.67
2003 1.73
2004 1.79
2005 1.77
Over the previous four years, the number of multi-
ple-line dealers has increased slightly. It appears
that this year we have reached a plateau. In prior
years we have asked our editorial board mem-
bers about dealers who carry multiple lines. It is
not what they would prefer. If they are correct

(and we believe they are), this reflects a great
deal of uncertainty in the dealer community.

Manufacturers And Multiple Lines

We listed the manufacturers that had the highest
and lowest degree of dedication. A very impor-
tant factor is evaluating who has the best dealer
distribution. It stands to reason the question of
"'shelf space" must be considered. As we said
earlier, you have to ask the question of who is
giving it up and who is gaining it.

Top Three In Degree
Of Dedication

Vendor Percentage Dedicated
Ricoh 61.7
Savin 56.6
Toshiba 49.0

Lowest Three

Vendor Percentage Dedicated
Kyocera Mita 24.5
Canon 26.3
Konica Minolta 31.3

Historical Level Of Dedication

We have seven years of history to evaluate levels
of dedicatfion. It is one of the few areas that
there is very litfle in the way of consistency. It is
interesting that there is a five percent variant in
three out of the seven years.

Year Percentage of
Dealers Dedicated
1999 48
2000 53
2001 53
2002 58
2003 48
2004 49
2005 44

We certainly believe that the 2002 number was
an aberration.  Historically, half of all dealers
have been dedicated. It appears that we have



moved away from that model. Part of that is
pressures of a mature market and a great deal
of consolidation.

A factor impacting the data is often the differ-
ent groups that, for whatever reason, choose
to participate in a given year. As an example,
we experienced a very large return from deal-
ers placing Kyocera Mita dealers as their pri-
mary supplier (53). Last year we had 43 who
elected to participate. It is apparent that KMA
took advantage of the problems competitive
vendors were experiencing due fo acquisi-
tions, mergers, and consolidation. This
enabled them to increase the number of deal-
ers selling their products. At the same time it
decreased the percentage of their deadlers
that were dedicated.

Ricoh continues to lead in total number of
dealers that are dedicated. Last year it was 58
percent and the year prior to that it was 52 per-
cent. As the number of Ricoh dealers respond-
ing to our surveys increases, so too does their
level of dedication.

Based On The Data

The question of who has the strongest independ-
ent copier deadler distribution is easy to answer,
Based on numbers, degree of dedication, and
average revenue per dedler, it has 1o be Ricoh.
Here we are refering to the Ricoh label only. If
you added the remaining Ricoh Family Group, it
would be no confest. Bearin mind this is in regard
o independent deadlers only.

When 62 percent of your deadlers are dedicated
it does not take someone who is a Nobel
Laureate in Science to tell you that they are
extracting a greafer percentage of revenue
from their independent dealers. Canon has
some very significant independent deadlers. We
can think of one who is well over $100 million.
However, few of them are totally dedicated to
the Canon label.

Canon opened up its deadler distribution and as
a result, many of their dealers were able to
expand. Others who were already well posi-
fioned in the marketplace took on other lines to
meet a new threat in their respective areas.

2. Please list your monochrome printer
suppliers in order of imporiance.

Here we listed those vendors that were selected as
their first choice or primary supplier.

Vendor Number Percentage
Kyocera Mita 64 17.4
Savin 44 12.0
Gestetner 44 12.9
Hewlett Packard 43 11.7
Ricoh 41 11.2
Toshiba 32 8.7
Sharp 22 6.0
Konica Minolta 15 4.1
Okidata 10 2.7
Lanier 5 1.4
Xerox 4 1.1
Lexmark 3

Canon 3

*Other 6 1.6

*Other includes: Brother, Océ, Copystar,
& Tech Data

A total of 344 dealers (93.7 percent) sell a print-
erline. It appears we have reached somewhat
of a plateau. Last year it was 94 percent. Inthe
earlier surveys, we believe the number of deal-
ers selling printers was actually lower.  Many
dealers claimed they were selling printers
because they were connecting copier/printers.
We fightened up on the definition five years
ago. As you can see, the recent returns are
more consistent and reflect a gradual increase.
[t also points out that there is an opportunity to
expand printer distribution in the area of the
independent copier deadlers. The following
reflects the previous results regarding dealers
who sell printers:

Year Percentage of Dealers
Selling Printers

1998 62

1999 69

2000 59
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2001 85
2002 83
2003 84
2004 94
2005 94

This is the first year that Hewlett Packard was
not listed as the number one primary printer
supplier. In the three years prior, the percent-
age of the universe carrying their products has
been a consistent, 14-16 percent. The follow-
ing is how HP has performed in our surveys
going back to 1999:

Year Number Percentage Of Universe

1999 69 20
2000 76 23
2001 55 16
2002 48 14
2003 43 14
2004 45 16
2005 43 12

Bear in mind that these represent only the pri-
mary numbers. An additional 89 dealers report-
ed they sold HP as a second, third, or fourth
printer line. That means 36 percent of all deal-
ers sell HP printers. Last year 42 percent of all
dealers (responding to our survey) reported they
sold HP as either a primary or secondary source
of monochrome printers. Two years ago 33
percent of all independent copier dealers
claimed they sold HP printers. [t is safe to say
that HP continues to hold a place in over a third
of all copier dealers.

3. Please list the facsimile manufacturers
you represent in order of their importance:

Vendor Number Percentage
Savin 51 14.3
Ricoh 45 12.6
Gestetner 39 11.0
Toshiba 38 10.7
Sharp 33 9.3
Panasonic 29 8.1

Muratec 27 7.6
Canon 25 7.0
Kyocera Mita 21 5.9
Konica Minolta 11 3.1
Samsung 9 2.5
Xerox 9 2.5
Brother 8 2.2
Okidata 8 2.2

There were only 3 others. There were 11 dealers
who did noft report carrying an MFP Fax line.

The number of fax lines per dealership remains
very consistent with previous years. Here is how
they stack up over a 7-year period:

Year Lines Per Dealership
1999 1.8
2000 1.7
2001 1.8
2002 1.7
2003 1.7
2004 1.8
2005 1.7

With the growth of faxcentric MFP devices, the
lines between copier and fax machine have truly
blurred. This is particularly true as it applies to inde-
pendent copier dealers. For the vast maijority, the
fax machine with a glass confinues fo be an
important part of their inventory. It is an excellent
upgrade tool and gives dedlers an opportunity o
sell MFPs with a fax function.

4. Please list your MFP color suppliers in
order of importance.

This was a question we first asked in our 19th
Annual Dealer Survey. It gave us an opportuni-
ty to take a look at how dealers placed their
primary vendors’ color copiers. Here we com-
pared the total number of dealers, by vendor,
who selected a company as their primary MFP
monochrome source and compared that to
the number and percentage of those that list-
ed the same company as their primary MFP
color supplier.



Vendor Number Selling MFP
Color Primary Position

Toshiba 50
Sharp 30
Kyocera Mita 31
Konica Minolta 57
Savin 53
Ricoh 40
Canon 22
Gestetner 52
Hewlett Packard 6
Panasonic 5
Lanier 0
Xerox 2
*Other 4

*QOther includes: Brother & Copystar

Number Selling MFP Percentage
Color All Positions

58 86

42 71

51 61

81 70

67 79

50 80

33 67

59 88

29 21

20 25

0

25

0

Only one dealer did not report carrying a color
MFP line. In previous surveys we asked the ques-
fion a litle bit differently. "If you sold color
copiers, tell us who your major supplier is." Last
year 95 percent listed a source for color. Canon
did not do well here and that was a surprise.
Here is the trend over a six-year period.

Year Percentage Of Dealers
Selling Color MFP’s

1999 41

2000 44

2001 89

2002 75

2003 76

2004 95

2005 99.7

In 2002 and 2003 Konica and Minolta had a
combined 22 percent of the total number of
dealers who sold their company’s label of Color
MFPs. Konica was privately labeling Minolta’s
color MFP’s. In actual dealer numbers it was 25
and 45 (MFP color) dedlers, respectively.

In last years survey (that reflects) a merged
Konica Minolta vielded 46 dealers who listed
them as their primary color copier supplier. That
equates to 17 percent of the 277 dealers that
indicated they sold color MFP’s.

The most recent survey showed a greater num-
ber of Konica Minolta dealers (57) than those
who placed that company as their primary MFP
Monochrome supplier in years past (51).
Although a greater number of Konica and
Minolta legacy dealers have downgraded, the
relationship with that company has not effected
their participation in color. That speaks volumes
for quality of the color products.

5. Please list your color printer suppliers
in order of their importance.

This was another question that we
added in last year’s survey. We can
only compare this year’s results with
one other year. What we do look at
from previous surveys is the percentage
of revenue attributed to color printers.
We have a total of 350 dealers

(95.4 percent) who report selling

color laser printers.
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Vendor Dealer Percentage
Of Universe
Kyocera Mita 50 14.0
Savin 48 13.4
Ricoh 41 11.5
Toshiba 34 9.5
Hewletft Packard 32 9.0
Sharp 22 6.2
Konica Minolta 21 5.9
Gestetner 47 13.2
Okidata 17 4.8
Xerox 9 2.5
Panasonic 8 2.2
Lanier 6 1.7
*Other 5 1.4

*QOther includes: Lexmark, Laser Master,
Copystar, & NER Data

We first asked this question in last year's survey.
Going forward we will be able to frend not only
the number of dealers selling color printers, but
also who their primary vendors are. For now we
have to say that Kyocera Mita is leading with 94
percent of their dealers placing Kyocera as
their primary color printer supplier. They were
also first last year with 89 percent.

Dealers Selling Color Printers

In 2004 the top five color printer suppliers were:

Vendor Dealer Percentage
Of Universe
Kyocera Mita 39 13.1
Savin 30 10.1
Toshiba 29 9.8
Ricoh 28 9.4
Hewletft Packard 26 8.8

Last year there were 263 dealers or 88.6 percent
of the universe reporting they sold color laser
printers. That yields a 6.8 percent year-over-year
increase in dealers participating in this area.

6. What was your total revenue for 2004?
Average revenue is $5,928,524

In terms of trends it is easy to say flat or mature.
Here is how it compares with previous years:

Year Average Revenue
1999 $4,797,419
2000 $5,010,105
2001 $5,770,026
2002 $6,080,474
2003 $6,761,795*
2004 $5,955,757
2005 $5,928,524

*In 2003 we adjusted the number to
$6.37 million. We believed that there
were three rather large returns that did
not reflect independent dealers. We
removed them from the mix and came
up with an adjusted number.

The numbers over the last two years are hard 1o
understand. As you will see for the second year
in a row, a majority of dealers told us their rev-
enue was up, yet it appears we are going back-
wards. This is a strong indication that the market
is fruly flat with dealers that are growing taking it
away from other independents, mega dealers,
or direct operations.

Breaking The
Five Million Barrier

We have always viewed the $5 million plateau
as the break point for dealers. It is at that level
that dealers can really begin to invest in expan-
sion and maximize the upgrade potential of
their MIF. Of the 367 dedlers, 106 (29.7 percent)
reported revenues in excess of $5 million. Last
year it was 31.5 percent, This is the second year
in a row that we experienced a decline in terms
of percentages.



Vendor Number Of

Dealers
Konica Minolta 86
Kyocera Mita 75
Toshiba 67
Savin 66
Gestetner 60
Ricoh 59
Sharp 59
Canon 37
Panasonic 33
Hewlett Packard 21
Muratec 17
Xerox 16
Océ 9
Lanier 6

Number Of Percent Previous Year
$5+ Million
37 43 44
17 23 28
25 37 40
24 36 38
8 13 17
28 48 51
14 24 30
18 49 32
13 39 15
6 29 50
5 29 -
2 13 8
7 78 100
4 67 100

The larger dedlers spread that revenue over 209
suppliers (there was one in the other category).
The reality is larger dedlers carry more lines. The
average lines per dealer for those generating over
$5 milion is 1.97. Dedlers that generate less than
$5 million reported an average of 1.69 vendors,

Year Percentage Of Dealers
Over $5 Million
2000 31.0
2001 34.0
2002 34.0
2003 36.5
2004 31.5
2005 29.7

As we stated earlier, the core copier dealer com-
munity represents 1,985 entities. This is down by six
dedlers. This is a result of those selling to one com-
pany or another. From a frending standpoint, we
believe there are 655 (within this core group) who
enjoy revenues of $5 million plus. That is lower
than the last two years where we estimated 698
and 700 dealers, respectively. We could say it
was an anomaly of this year's group of deadlers. |

do not think so. The number of dedlers being
acquired continues to impact the quality of the
independent dealer community.

7. How did your business compare to

last year?
Status Responses Percentage
Up 240 66
Down 56 15
Same 70 19
No Response 1 0

The Up responses reversed a negative or flat
frend over the previous four years. Here is how
the Up, Down, and Same numbers compare:

Percentages
Year Up Down Same No Response

1998 77 8 15 0
1999 72 10 18 0
2000 69 11 20 0
2001 69 13 18 0
2002 56 2] 23 0
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2003 54 18 24 4
2004 54 20 26 1
2005 66 15 19 0

No matter which way you look af it, the lbusiness
has reached a plateau. The number of dealers
who had off years (Same or Down) is fairly startling
when you consider the impact on a vendor's distri-
bution. We estimate that 34 percent (675 dealers)
out of our core group did not enjoy any growth in
2004. That is a decrease over the 916 dedlers
from last year and the 837 we estimated for 2002.
It is only in the last three years that any deadler
refused to respond fo that question. That is gener-
ally the sign of a negative response.

This statistic is based on examining the differ-
ence in the responses from those reporting rev-
enues in excess of $5 million and those saying
they generated less.

Revenue Number Up Percentage
$5+ 85 80
-($5) 150 59

One fact does stand out. There are dealers that
are increasing their revenue. The question
remains, to what degree?

8. If you said Up, tell us by how much?

We had 238* dedlers report an average increase
of 12.9 percent. That number is up compared o
last year but still below the previous three years.
Here is how this one compares with other surveys:

Year Percentage Up
1998 17.0
1999 12.0
2000 12.0
2001 13.4
2002 19.6
2003 15.4
2004 6.9
2005 12.9

This is fairly indicative of an economy that started
fo turn positive in 2004. If you back out the 56

negative responses that averaged 3.7 percent,
you are left with 9.2 percent, Do we believe it
was that high? No! Real dealer growth was on
the conservative side of 3.5 percent and opfi-
mistically it was 4.5 percent. It is hard to believe
it is any higher when you look at the average
deadler revenue.

9. What percentage of your Monochrome
MFP placements was connected?

Here 356 dedlers claimed they connected
Monochrome MFP placements:

Average Connect Rate: 57.17 percent

The following is how this years performance
compares with previous surveys:

Year Connect Percentage Of
Rate Dealers Connecting
1999 29 74
2000 30 95
2001 33 98
2002 35 99
2003 37 97
2004 48 99
2005 57 100

Over the last two years, we have experienced a
significant growth in the connection rate. This
year it was 9.5 percent, Last yearthe 11 percent
spike made us a little bit uncomfortable. At that
fime our editorial advisory board thought it was a
little high. The good news is the tfrend line is up
and we are beginning to become believers.

It does make sense that the number is increas-
ing. However, if it grew by only eight percent
over a 5-year period, what made the last two
years so special that it grew by 20 percent? We
could attribute this fo dealers having made the
investment in the connected world are now
reaping the fruits of their labor.

There is no question that the larger dealers are
connecting at a higher rate. For those deadlers
who reported more than $5 million in revenue,
the connect rate was 60.58 percent. For those
with revenues of less than $5 million, it was 56
percent. That also appears high. At least for now



that is what we received and next year will show
whether it was real or just a spike. This was not the
last of the more troubling numbers. If it is frue,
than those smaller dealers will not be under $5
million in revenue for very long.

10. What percentage of your total
Monochrome MFP devices in the
field are connected?

The response was 352 dealers was 42.52, from
286 dedlers averaged 36.31 percent.

That we believe is a shade too high. It is plausible
that the MIF of the average dealer historically has
enjoyed a 28-33 percent connect rate. We would
not place it any higher. Even at the lower number
of 28 percent that would represent an average of
630 machines from an average MIF of 2250
machines (obtained by averaging the three prior
years). Last year we said 690 but we pegged that
number against a higher MIF.

11. What percentage of your total MFP color
devices placed in 2004 was connected?

The response was 87.24 percent. Last year it was
80.11 percent. Two years ago the connection rate
for color was 74.36 percent. The following is an his-
forical look atf the dealers and color connection.

Year Color Connection Percentage
1999 52
2000 53
2001 61
2002 70
2003 74
2004 80
2005 87

We believe the color connect rate is much higher.
Virtually every dealer we have interviewed (over the
telephone) reported 100 percent.  Our numbers
are a reflection of the smaller dealer who may sell
only six graphic color devices in a year and not
connect one of them or sell a used or recondi-
fioned model as a stand-alone. Bear in mind that
this is an average of the number of deadlers and
not an average of the number of units. Dedlers
over $5 milion reported a color connect rate of
92.56 percent and those under that mark 85.10

percent. We have to believe that "out of the box"
the color connection is virtually 100 percent.

12. What percentage of your total MFP color
devices in the field are connected?

The response was 81.99 percent,

We have little in the way of historical data. Last year
it was 76.06 percent. In actuadlity we believe deal-
ers have connected a greafer number of color
devices. We say this because the numbers tend to
e easily skewered by the number of used color
copiers that are repositioned and sold as uncon-
nected devices by the deadler. Bear in mind a
smaller dealer who may only sell 30 color devices
ayear may well sell five or six used or reconditioned
color machines. That percentage is entered on an
equal basis with the rest of the retumns.

13. What is the connected MIF product’s
average volume increase for connected
versus stand-alone?

The average was 27.21 percent/23.23 percent.

This is another question that we asked for the first
fime last year. The average volume increase in
our 19th Annual Dealer Survey was 23.23 percent,
However, it is one question that we know that
dealers are guessing. The operating systems used
by dealers (according to our editorial advisory
board) do not allow them to collect that data.

The same is frue for the next question. Last year, the
average volume increase was 23.23 percent. It
addresses a question we have received from many
different people over the last five years. Here too we
know the dedlers are guessing. At least it is an edu-
catfed guess and the dealers should have sense of
the increased volumes they are experiencing from
their connected devices. However, we believe they
are not factoring in the decline in copying, instead
they are merely looking at the number of clicks. In
our opinion and it is only our opinion, the increase
spread is closer to 30 percent as opposed to 20 per-
cent. The redlity is, too few machines have sepa-
rate meters for prints and copies. That will certainly
be addressed in the future.

14. What percentage of page volume is
from print?

The average reported was 32.52 percent.
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My gut tells me that number is accurate for the
same reasons we stated previously. Last year
the number was 28.68 percent. That would indi-
cate that the dealers believe they have only
experienced a five percent decline in copier
usage on connected devices. We continue fo
believe that is too low.

15. What percentage of your revenue do you
attribute to the following?

2003 2004 2005
Monochrome MFP 39.25 34.10 32.82
Fax 6.39 6.17 3.90
B & W Printer 2.39 3.37 3.02
Color Copier/Printers 3.57 5.91 8.88
Color Printers 1.42 2.64 3.47
Technical Services 25.40 25.54  24.77
Network Services 1.82 2.00 3.25
Supplies 16.38 1657 1526
Wide-Format N/A 0.92 1.46
Software N/A 0.74 1.34
Other 3.57 2.97 1.83

We changed the question pertaining to revenue
from the previous years. By reconstituting the
retuns for 1999 & 2000 it enabled us to review
the data in a historical perspective.

Percentage Of Revenue By Category

Year B & W Copier Fax Color

1999 74 12 8
2000 69 12
2001 36 9
2002 36 7
2003 39 6
2004 34 6
2005 33 4

O O A LW O On

Year Printers Supplies Service Network

1999 4 NA NA 2
2000 4 NA NA 3
2001 3 16 24 2

2002 4 16 27 2
2003 4 16 25 2
2004 6* 17 26 2
2005 6.5 15 25 3

*This includes color and monochrome printers.
In previous years we did not separate them.

The decrease in b & w placements reflects a
more extensive breakout of hardware revenue
including wide-format. The data that is really
pertinent in this chart is the high level of revenue
coming from color. Deadlers are now attributing
12.4 percent of their revenue from color copiers
and color printers. That is hardware only.

We can conservatively state that an equal
amount of revenue is coming from service and
supplies. In reality the total revenue dealers are
deriving from selling color is close 1o 25 percent.
That is very competitive with what Xerox, Canon,
and Ricoh are reporting. That means deadlers
are doing an excellent job in the area of busi-
ness color across the board.

16. Were hardware margins Up or Down?

Responses Percentage
Up 108 30
Down 132 37
Same 119 33
Total 359 100

We had only eight dealers who chose not to
respond to this question. When that happens we
always consider it a negative response. At best
their margins were the same. We would hate to
believe that they did not know. The key part of
this question is, If it is Up or Down, by how much?

Based on conversations we had with dedlers
throughout 2004, the Up number is high. We believe
haraware margins were Down across the board.

17. If it was Up, by how much?
9.27 percent
17a. If it was Down, by how much?

6.91 percent



Last year the Up number was 8.27 percent and
the Down number was 6.43 percent. Close
enough. If you take the Downs away from the
Ups. the average increase was 1.8 percent for
the universe. We do not believe it However, that
is what was reported.

18. Was your average CPC Up or Down?

Responses Percentage
Up 71 20
Down 169 48
Same 109 31

*Previous Year

Responses Percentage
Up 66 22
Down 164 55
Same 67 23

Here we had 4.9 percent that did not respond
and that could easily equate to those claiming
that it remained the same.

*We reconstituted last year's responses to this
question. In that survey we did not allow for a
Same response. We assumed all those that did
not respond were saying it was the same.

19. If Up, by how much?
8.3 percent
19a. If Down, by how much?
10.19 percent

The Ups and Downs were fairly consistent with last
year's numbers. Up was 8.5 percent and Down
was 9.1 percent,

We did a simple exercise of subtracting the
Downs from the Ups and divided that number by
the 240 who responded Up or Down. What you
have is a negative 3.8 percent. That we believe
is a lot closer to the truth.

20. Which of the following Network Support
Specialists do you employ?

A total of 308 dealers (86.3 percent) reported
employing cerfified network support specialists.

This compares favorably with last year's 227 deal-
ers (76.4 percent). The previous year we report-
ed 256 dedlers (82 percent) who claimed they
employ network certified specialists. A little bit of
up and down. What is real? Safe to say that
based on the last three years the real number is
around 80 percent. However we must also
assume that as dealers get deeper into the con-
nect environment, the number of cerfified
employees should increase.

We asked the question in a slightly different man-
ner in previous surveys. We combined the data
in like form so that we can see some kind of his-
torical trend. The responses are a percentage of
those who responded that they employed a cer-
fified network specialist.

Percentage Of Dealers Employing:

Year CNE CNA A Plus MCSE

1999 32 30 - -
2000 37 37 - -
2001 65 30 - -
2002 37 35 81 81
2003 38 31 82 81
2004 39 38 64 51
2005 38 32 66 74

There were 20 others. *Other includes: CDIA,
Net+, BA Computer Science, Toshiba Certified,
BTA Protech, & Mindbuilder

Due to the manner in which we posed the ques-
fion, there are some inconsistencies. The key
data to be found here is that 308 dealers out of
357 report employing certified technicians. Of
those 308 dealers, 273 (88.6 percent) claim
multiple certifications.

21. What is the number of salespeople
you employ?

In 2003 we recorded the highest average num-
ber of salespeople per dealer. Last year we
asked the deadlers to tell us how many sales-
people they employed and how many they
employed the previous year. Compare it to the
number that was reported in our 18th Annual
Dealer Survey,
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2003 2004 2005
Salespeople 8.05 8.87 9.61

Year Average Number Revenue Per
Of Salespeople Salesperson
1999 8.00 599,677
2000 8.00 626,263
2001 8.15 707,978
2002 8.76 694,118
2003 9.86 686,532
2004 8.87 671,449
2005 9.61 647,219

Based on the contfradictory findings, we believe
the number of salespeople employed is high. We
would have to say it is closer to 8.6. That would
yield an average revenue of $689,363. That
comes down fo an average of $28,723 in hard-
ware sales, per rep per month. As you can see, a
big part of this is still a guessing game.

Same Problem Last Year

In our 19th Annual Dealer Survey we did com-
ment that the number of salespeople that
reported in last year's survey was high, as was the
average revenue per deadler. | believe that in
most market areas total revenue of close to
§700,000 per salesperson is a good number. In
maijor markets it should be higher. We continue
to hold that opinion.

22. How many copier, fax, and printer
customers do you have?

Average: 2,097 Customers

This is down from last year and does support the
Observation that deadlers are increasing rev-
enues. It continues to e our position that deal-
ers are selling fewer units with a higher average
selling price. We also believe that due to the
sale of color supplies, consumable revenue has
been stabilized. Dealers tell us CPC rates have
never been lower. That means lower returns on
supplies and service, yet the numbers stay fairly
constant. This is how previous surveys reflected
this number:

Year Average Number Customers
Of Customers Per Million
1999 1,786 372
2000 1.891 378
2001 2,228 384
2002 2,170 356
2003 2,335 349
2004 2,465 410
2005 2,097 355

If you go back through the years and average
the number of customers versus the population
or MIF per million, it runs around 350-380. We
averaged out the previous six years and it comes
to 374 customers per million. That would mean
an average dedler would have 2,244 cus-
tomers, and should generate approximately
$6,000,000 in revenue. Take those numbers fo
the bank. We do believe the average number
of customers per million is a real, hard number.

23. What are the areas that give you the
greatest cause for concern?

The respondents were asked to place
their concerns in first, second, or
third position.

1 2 3 Total

Maintaining sufficient
hardware margins 103 83 54 240

Training salespeople to
sell solutions, not boxes 70 76 60 206

Obtaining net new copiers
under contract 70 56 50 176

Selling solutions to
new customers 36 58 43 137

Revenue from
network services 1o
support that activity 25 31 52 108

This is virtually identical with last year's findings. The
order is the same in the first position. The only differ-
ence is Combined, Selling Solutions, and Obtaining
net new copiers under contract are reversed.

The question of margins remains at the head of
the class.



The Other Category

In the other category of this very important
question, we find a host of other uncertainties
and concerns:

Healthcare costs (2)

Finding good service techs with
some computer skills

Hiring & retaining quality salespeople (3)

Meeting customer needs on connectivity
areas & print jobs

Gaining marketshare

Declining CPC, CPC on color
with coverage increasing (5)

Maintaining a healthy after-market
revenue & profit stream

Over distribution by all copier vendors

OEM distribution practices

24. Which of the following best describes
your primary monochrome copier supplier?

Responses Percentage

A very good partner
who provides excellent
product & support 161 44

A very good partner with
competitive product
over distributed 106 29

An average partner with
competitive product
over distriobuted 64 18

A good partner with
competitive product
with weak brand name 33 9

Total 364 100

Only three deadlers chose not to respond to this
question.  Last year, 48 percent were very
pleased with their major supplier. We had four
percent that moved over o the good, but over-
distributed category. The remaining two cate-

gories were identical. We think that is a pretty
accurate picture of the independent dealer and
how he feels about his major supplier.

25. The dealer sales manager calling upon
you can best be described as:

Responses Percentage

Professional 77 21
Informative 63 17
Hardworking 43 12
Honest Effort 57 16
Unresponsive 17 5
Uninformed 6 2
Order Taker 36 10
Total 299 81.9

Multiple Responses (although we did not ask for
it) to this question supported their first choice in
responding to this question.

Professional & Informative 9
Professional & Hardworking 3

Professional, Informative,
& Hardworking 17

Professional, Informative,
Haraworking, & Honest Effort 15

Professional & Honest Effort 3

Professional, Informative,
& Order Taker 1

Hardworking & Honest Effort 1

Informative & Haraworking 1
Total 50 13.7
Unresponsive & Order Taker 3
Uninformed & Order Taker 2

Unresponsive & Uninformed 1

Unresponsive, Uninformed,
& Order Taker 5
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Order Taker & Hardworking 3
Hardworking & Unresponsive 2

Total 16 4.4

The DSM's realized an approval rating of 63.8 per-
cent. This was lower than last year's 67 percent.
Personal, Informative, and Hardworking are all pos-
itives. In our interpretation, Honest Effort equates to
a fair rafing and all the rest are negative.

Considering the angst and anger over distribu-
fion that is really not a bad rating. The DSM tends
fo be the one that gets all the flack when situa-
fions turn against the dealer community. They
become the "bad guys." Given that only 44 per-
cent totally approve of their major supplier, we
would have 1o say they are doing better than the
people they work for. You should also bear in
mind that there was a four percent negative
swing on the question dealing with how the deal-
ers viewed their primary supplier.

26. The Regional Sales Manager/Director
calling on you can best be described as:

Responses Percentage

Professional 97 28
Informative 47 13
Hardworking 31 9
Honest Effort 42 12
Unresponsive 45 13
Uninformed 8 2
Order Taker 22 6
Total 292 83.7
Professional & Informative 7

Professional & Hardworking 2
Professional & Honest Effort 3

Professional, Informative,
& Hardworking 12

Professional, Informative,
& Honest Effort 1

Professional, Informative,
Hardworking, & Honest Effort 11

Informative & Haraworking 1
Informative & Honest Effort 1
Hardworking & Honest Effort 1
Total 39 11.2

Hardworking & Unresponsive 2
Order Taker & Hardworking 1
Order Taker & Honest Effort 1

Unresponsive, Uninformed,

& Order Taker 1
Unresponsive & Order Taker 2
Uninformed & Order Taker 2
Total 9 2.6
Other 9 2.6

Other Comments Include:

Don't Call On Us

Too New

No Contact

Don’t Know Him or Her
Who?

Do Not Know

Never Met Hm

Never Heard From Him
Never Contacted

The RSM's are in the same boat with an approval
rating of 61.3 percent, down from 66 percent.
The same circumstances as the DSM's apply
here as well.

27. If there was one thing you would want
your primary supplier to provide that
they are not currently doing, what
would that be?



Here we break out the responses by each of
the manufacturers and/or vendors. The com-
ments are cryptic in some cases because we
chose to shorten them. The only editing is for
grammar. We also segregated the responses
to determine if there were some common
areas of concern.

CANON
Co-0p

Co-op funds to mitigate the 3% of revenue we
spend to promote their products.

Competition & Pricing

A level playing field when competing against the
direct branch operation.

Better pricing, especially G.E.M. accounts.

Lower drum pricing below 50 PPM so we can be
competitive in bids.

Training

Sales force training. Help in hiring personnel.
Training for solution selling.

Canon needs to invest more into (their) reps train-
ing and more people. Poor reps, not trained,
and not enough.

Miscellaneoas

A great partnership promoting a joint effort info
larger accounts.

(We need) More personal contact.

An ethical level of conduct in the market when
their direct operations compete with us. Stop
calling on my base of accounts!!

A ratfional direct subsidiary 1o compete with that
would operate under industry standards with
respect to equipment and service gross margins.

Better (field) representation.

GESTETNER

Commuanication

As a new dealer, we would have the manufactur-
er provide a better understanding of their policies
& processing, pricing, availability options, and
available product resources.

Competition & Pricing

(We need) Better pricing on after-market items.
Less parts and higher yields. I'm not sure we're
making money on many maint/sply agreements.
Better drum vyields. Better reliability on the black
to color MFP’s.

Have better price promotions on specific
product segments to allow us o capture more
marketshare.

Although we sell the premier product in the industry,
it is imperative that the (Savin/Gestetner)
Manufacturer needs to provide lower deadler costs
to remain competitive.

More aggressive pricing when larger opportunities
present themselves.

More competitive pricing in the affermarket on
supplies and parts.

Consistent pricing across all brands.

The manufacturer (Savin/Gestetner) needs to
provide lower dedler pricing because we are not
competitive.

Distribation

Reduce the number of small dealers that sell dif-
ferent (multiple) branded OEM equipment,

Inventory/Orders

Quick & cost efficient delivery of product from their
warehouse. Dealers should only stock demo stock
and order product as needed. Dont make us
load our warehouse with accessories we may
never sell to get the best cost of goods.

Befter stocked warehouses- too many items
backordered.

—
L
E
=
5
>
2s
&a
0
=
=




=
O
s
]
<
g
=
?3
[]
T
=

Parts/Sapplies

Keep supplies consistent from machine to
machine.

Product

When a component failure occurs at 100% rate
over a period of time, Example 618 Fax unit,
send the dealer an update unit for all machines
he has purchased. This will help very much. Do
not deny the problem and let it become a very
sore problem with (our) customers.

We need a higher-end color machine.

Warranty issues- (Gestetner needs to) stand
behind their product.

Timely information on how we rate against com-
petitors on any given product.

Make a family of machines so that supplies are
the same.

Sapport

More field service people 1o help in our dealer-
ship with the multitude of models that are thrown
down to us. Ricoh (Gestetner) should have more
& more capable techs to respond more quickly
& do training in dealer offices.

Better (field) support.

More (field) technical support. Don't see our spe-
cialist but maybe once a year.

Increase network/scan engineer availability/-
support, We need more staff from
Ricoh/Gestetner to support Technical Network/-
Scan Sales & Service.

(We need better) Competitive bid price support.
Training

On-hands training of equipment at sales training
schoal. In-house visits for technical sales fraining.

More on-site fraining.

Better training for both sales & service personnel.

Better sales training (in-house.) Service fraining
more locations throughout USA. (We need) More
software solutions and fraining.

Miscellaneoaus

Customer point of sales materials (ie. banners,
poster, etc.). Power Point presentations for (dealer)
sales reps to pitch products.

A better way to purchase supplies such as a 6
month Q.P.A. with automatic shipping (like
Sharp.)

Compensate the dealer for warranty work.

To become a very good partner with support:
not- you do it my way or no way, as it is now.
Example: Admin- Poor, Order Entry- Good, Credit
Dept- Terible, Sales Support- Average, Tech
Support- Good, Tech Support Help (Coming fo
our office)- Terrible, Hot Line Service Support-
Good, and Parts Delivery- Terrible.

Befter parts warranties & inventories (like
Kyocerq). Better inventories. Decreased distribu-
fion outlets. Provide local sales training. Take
credit card payments.

(We need) More rebates.

(We need) More (help with) solution selling.

A better DSM; one that is more pro-active.
Production color MFP, (2) Graphics quality (for
color products), (3) Feeding capability equal to
or greater than Konica Minolta 8050, (4) Speed
(for color) 50+, (5) Exceptional reliability, (6)
Hardware retail $40 K or lower, (7) Aftermarket at
5 cents retail or lower.

| can't think of a thing.

Befter marketing. Work on backorders.  (There
are) Lots of damaged merchandise.

(More) Advertising, (Improved) Brand Name
awareness.

Better brand awareness through better
advertising.



KONICA MINOLTA

Commanication

Better communication with dealer channel.
Communicate (with the dealer)!
Competition & Pricing

(Give the dealers) Their OEM supplies at the best
price. They have distrioutors who will sell Minolta
OEM toner for less than Minolta. That does not
make sense. They also ship no charge, or next
day at 3-day rate,

Competitive pricing for all dealers. Same pricing
for all.

A relationship! Be competitive on pricing of their
own supplies- dont make the dealer go to third
party for cheaper prices. Give true vyields on
toner. Everyone is basing their cost-per-copy on
max yields published by manufacturer, yet the
yields are sometimes 50% less. One thing
becomes a multitude of solutions that are needed
in our industry.

Better parts & supply prices. Little higher margins
faxes & some copiers.

(We need) Competitive pricing on hardware.

(We have to be) More competitive in maijor
accounts where pricing is the issue.

Uniform pricing for both Konica and Minolta
deadlers. Minolta deadlers are being charged
much higher prices for the same equipment.

Equitable pricing & programs with other channels
and direct sales.

Distribator
Timely distribution of goods.

They (Konica Minolta) provide everything includ-
ing 10 other authorized dedalers in our areaq.

(There are) Way too many dealers.

Less distribution! In Memphis a bizhub can be
bought from 6 different vendors.

Less distribution.
Inventory/Orders

(Maintaining) Inventory is a must. Reduce/Eliminate
back orders. Better 2nd level service support.

Produce more machines & parts to relieve
backorders.

Ability to deliver equipment- all components
keep their branches from going into our existing
accounts & under cutting the dealer.

Keep machines, accessories, & parts in stock for
the dealers.

(Improve) A bad inventory situation.
Parts & product availability needs to be better.

Parts and supplies. Everything is backordered with
Konica Minolta. (I am) Very unhappy! Timely deliv-
ery on hardware & parts. Complete shipments on
hardware from the same warehouse.

Produact

Color and higher end units (should have) fax
capabilities. Lower cost wide-format printers.

Support

Knowledgeable reps who are smarter and better
than my reps!

(Reps who) Work with our salespeople on under-
standing the product line.

Provide DSM & RSM that is knowledgeable about
product & follow through with promises. Get
away from end-of-quarter mentality and help
drive sale by working with dealer.

KMBS has many solutions available, but it is diffi-
cult o keep on top of it especially when our DSM
contact is not familiar with them.
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(We need) More rep contact and field support.

(We need) Better marketing and advertising
support.

Training
(We need) Training! Training! Training!

Better sales training. Don't charge dealers for
product retrofits/modifications. They could
always do more application solution fraining-
(Help us Learn) What our reps need to know
that gives them a competitive advantage?
Also, (Konica Minolta) needs to work the bugs
out of applications before they ask us to sell
them, or at least be more supportive in trying
fo fix software glitches/conflicts once we have
sold their product.

More fraining at the dealer level or at least more
fraining schools (for the dealer). They could
have their people come to us o learn about
their web-fraining classes?

Miscellaneoaus

How about treating us like a customer and not a
piece of meat. If we treated our customers like
they freat us, we'd be out of business!

More information on competition and why our
line is better or worse.

A constant, understandable discount and mar-
keting program.

() Have been a Minolta dealer for 27 years. Been
on Honor Council last 24 years. Since merger with
Konica, | have taken a new line. Kyocera will be
our primary line next year. Having a great year;
business up double digits!!

Protect our brand name differentiation more so
we can keep our margins up by selling solutions
not competing against ourselves. We have the
best color finally, but two to three other dealers
sell the same boxes re-labeled so if you get the
sale, its hard to get the margins in to support it
and if you don't get it, its even worsel!

Toner-parts.  KMBS has struggled the last 10
months to do the basics with consistency and
quality.  Constant backorders have eroded
relationship  with  dealer and customer
(enduser) satisfaction.

KMBS- Leadership! Management can't make a
fimely decision. They micro-manage all aspects
of the business. The backorders have not
improved in over a year.

KYOCERA-MITA
Color
More choices in the Color MFP field.

Kyocera needs to improve their color offering. |
would like them to offer a Kyocera manufac-
fured business color product line and graphic
arts quality product line.

(We need better) Reliability in color.
Commuanication

Quit sending a million emails and come out, sit
down, and talk to us like they used to do in the
old days. Or at least, every now and then.
Competition & Pricing

One price plan- (There are) Too many plans.
Updated parts pricing in useable electronic for-
mat. Also better credit arangements with out
using third party sources.

Distribation

Reduce the number of dealers in my territory.
Kyocerd's product functionality and reliability has
improved dramatically, but since the products are
'hot," theyve created a distribution nightmare!
Example: in our market there is one authorized
Sharp dedler versus three KMA dedlers.

Inventory/Ovrders

Machine & product availabilities; (foo many)
back orders.



Major/National Accoants

Better National Account programs that compen-
safe the dealer af an amount higher than the
poverty level. Better training & support (ie. proven
methodology eg. customer centric selling) for sell-
ing solutions in general & for key verfical markets.
Product

(We need) High volume MFP non OEM, Color
MFP(s) non OEM

(More) Color products.

Better color MFPs.

Color MFPs w/ long life drums like Mono MFPs.
Continue to bring new machines out in a time-
ly manner to out-distance competition includ-
ing the faster copiers down thru a machine like
the 1810.

Sapport

(We need) More in-field support.

More dealer support.

More technical support. Sales support is great.
(We want) The support Tony Pater promised two
years ago! We get about 10% of the support we
used to get with our previous rep. Terible situation!
More (field) support for the dealer.

Training

The sales reps have litfle product knowledge.
They (Kyocera) should have sales meetings on

their products.

More fraining classes on software solufions (for
the deadler).

Regional training for technicians (to reduce the
cost of fravel o training centers). Better fraining
on current techniques that effect sales in the
down-the-street market.

More in-house product sales fraining.

On-site sales and service training. With the
increase in technology, it is very hard for dealers to
keep up with long-distance training.

Spend more time training salespeople how to sell
solutions (in office.)

Better on-site sales training.
Miscellaneous

More dlliances with software developers 1o have
our vendors on the approved list as HP does.

Online documentation on Driver, Ufilities
updates. "What does Ver 7.0 offer that 6.8 did
not have?"

More proactive sales response. Faster delivery &
better ETA's.

Advice and insight on what other dealers are
doing to be successful in this industry.

(Kyocera should) Aim for confinued market pen-
etration, yet curb distribution sources. Sound
dealers will get the marketshare by being able
to reinvest healthy margins in growing areas of
opportunity. ie, color, printercentric penetra-
fion, and namely the expense/training to shift
info doc. management.

Do not sacrifice strong reliable products and
excellent warranties only to attract more deadlers.
(More) Current operational and administrative
information.

Copystar dealers are not mentioned as a provider
when searching on the Intemet by Kyocera "name"
even though we sell Kyocera printers & color
copiers & Kyocera-Copystar copiers.

Execute what they say they're going to do. When
| set up meetings to sell larger prospects, 3-5
machines, we have a hard fime closing them
because of the competition from the same
product with the same brand name.

Retumn phone calls on occasion.
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Reduce and eliminate backorders.

Treat me like a customer rather than a number
on a list of quota performers.

PANASONIC

Color

(More) Color options.

Competition & Pricing

(Better) Competitive pricing.

Training

More in-house training.

Training, Training, Training.

Miscellaneoas

(Panasonic needs) To better understand our busi-
ness- if we cannot grow business profitability, they

cannot grow. Better terms, warranty/return poli-
cies, and supply availability.

Call us back!! Issue credits within the same
month, not 90-120 days later.

(Panasonic needs more) Advertising.

RICOH

Color

A Production color machine with graphics quality.
Color wide-format would be a big help.
Commanication

Be more proactive in communicating products,
programs, efc.

Competition & Pricing
Restore margins- dealer cost has increased.

Ricoh is not (price) competitive enough for us to
survive (in this) business.

Pricing difference based on size and (degree of)
exclusivity.

Level the pricing for all brands that are made
under the Ricoh name. They constantly give lip
service to this, but we see 100 many proposals
where other members of the Ricoh Family are
getting better prices. Also, why is Lanier not a
part of the family?

Work with other distribution, ex. Lanier, and make
sure our pricing is equal. Do away with their dis-
count programs or at least have them price
them so the independents can make at least
20%. |should not have 1o sell a 2022 at my cost
to match Lanier at a small church!

(We need) Better pricing on equipment.

Better pricing. Over-distribution is becoming
an issue.

Lower prices on hardware. (A) Simpler price
structure would be helpful. Machines capable of
reading prints, copies, and scans.

Fair pricing between us and Lanier.
Less competition within the Ricoh Family Group.

Lower hardware pricing for all types of business-
es, ie. commercial, government (state & local),
and lower supplies and parts costs. CPC is going
south very, very fast!

Competitive pricing and programs against our
own RFG competitors. A level playing field that
was supposed to happen (said in writing) and
hasnt, and probably won't. We are sometimes
not competitive against the smaller, cheaper
dealers (Mita/Panasonic.)

(We need) Better pricing & programs.

A critique for deadlers based on critical mass,
exclusivity, capacity, commitment, etc. which
provides a platinum status as a differentiation. It
is particularly frustrating in major accounts when
a dealer 10% of our size carrying 3 lines can get
the same price point!



cecCc
Better color products with competitive CPC rates.
Distribation

Less dealers in our marketplace with the same
box.

A distribution model that makes sense.

There are currently 7+ Ricoh dealers in our areq.
Competition on hardware & CPC is cut-throat,
The number of Ricoh product dealers needs (to
be) cut.

Inventory/Orders

Better inventory availability.

Major/National Accoants

(Provide q) List of major accounts nationally or
at least in our marketing area. This way we
could better allocate our time related to calling
on or doing business with National accounts
that are part of the RMAP program. Better
cooperation between Lanier and the Ricoh
Family Group distribution channel.
Parts/Supplies

Improve the shipping of wide-format & supplies.

Produact

(We need a) 50 CPM b & w with color capabilities.
A high-volume 8050 (Konica Minolta) type product.

Make their MFPs more user friendly! Laser Units,
Hard Drives, ICU PWB, & boards in general are
over priced. They go bad fairly offen and eat
up revenues.

Sapport

Better product support & a competitive price
structure.

We have not been visited by a sales rep in over
2 years. However, Cecilla Soccodato has been
a fotal professional and is always there when we
need her.

Price support for smaller dealers so we can main-
fain margins fo reinvest and grow. Low mar-
gins=low reinvestment revenue=slow growth
(Give us better) Strategic support.

Better price support on competitive deals.

Help us to hold on to capable Reps & CNE.
Training

More hands-on classroom sales training.
Miscellaneoas

Just keep doing what they are doing.

Totally satisfied with current offerings.

More advertising for brand name recognition.
Exclusivity is always a good thing.

(Provide us with a) Competitive analysis.

Less complicated marketing programs that cre-
ate too much paperwork. Keep direct away
from present customers and do not push product
at month end.

Keep up the good work. Ricoh is great.

There are two areas, the first is sales fraining and
the other is competitive pricing- They are geared
fo the mega-dealers and don't pay any atten-
fion at all o the needs of the small dedler.
Immediate response with solutions to our prob-
lems and respect for our dealership & for the
long term employees that have produced results
for them for many, many years. This lack of
respect on the part of the immediate manufac-
turer representatives has caused distrust and lack

of a feeling of partnership on the part of both the
service & sales forces.
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SAVIN
Competition & Pricing
Better pricing on hardware, parts, & supplies.

Updated pricing for hardware, software, & supplies
as the models change.

Less expensive parts & supplies. We are con-
stantly losing deals due to service & supply pric-
ing! Lower color supply costs so we can com-
pete against the Kyocera Mita $ .05/copy (color)
mid toner MA pricing.

We carry Savin 100% and we have a hard time
competing with Lanier because they don't have
a middleman. They deal direct with Ricoh and
we have 1o buy from Savin and Savin buys from
Ricoh, so Lanier has a better cost.

Fair pricing.

Discounts for government & non-profit organiza-
tions, o small dealers that won't do 100K to 300K
a year just to those types of businesses. We can't
give discounts and then give the discount back
if we do less than 100K or 300K for a year which
we probably won't,

More competitive pricing of products and supplies.
Distribation

Limit (the number of) authorized deadlers. Stop
competing against each other with the same
product and driving down margins.

(Ricoh Family Group needs to) Clean up their
distribution act!

Eliminate or better manage multiple distribution
(Ricoh-Savin-Lanier-Gestetner.)

Exclusivity!
Cut the number of brands it carries.
Better pricing with fewer distribution channels.

(Provide an) Orderly marketplace.

Parts/Supplies
Lower cost (for) emergency parts system.

Savin parts need to have quicker tumn-around
fime. Freight charges are foo costly. When we
say freight charges are costly, what we mean is
the freight on parts is out of the planet!

Prodact

Color 50 PPM MFP with high capacity tray that
feeds card stock on straight path.

When discontfinuing a product, they need to
have replacement product ready to ship. Also
have support documentation out before new
lines are ready to ship so service managers have
fime to get inventory needs & service call rates
calculated before sales can start to sell.

Better color MFP/Printer/Graphics quality solutions.

Sapport

(Share) ideas and benchmarks from other dedlers.
Provide more and better solutions support & training
for the products that they have formed strategic
relationships with.,

(We need) More and better support from our
DSM.

More direct customer phone support for con-
nected issues/software issues. More service sup-
port reps in the field 1o respond to network/soft-
ware issues.

More personal visits to explain new programs,
technology, etc. We see no one and | rarely
hear fromm anyone unless it has been a slow
month and they call for an order.

Having a better, more informed hotline. More
dealer friendly.

Increased technical support.
On-site help- showing new products.

More Regional Sales Management.



In general we need (1) Better Online ordering, (2)
More support personnel (service.)

Training

Better and more frequent sales training on
technology.

More consistent knowledge and training on
solutions and professional services.

Free sales training, computer, & web based.
Miscellaneous

An honest take on what will shake out from the
current Ricoh/Savin/Gestetner/Lanier branding.

More technology for remote reads. Level whole-
sale cost with Lanier.

Flexibility so that we can be more competitive on
the street.

(We) Need to be a solution expert. To get there
we need our manufacturer's help.

Befter policy on received damaged equipment.

| cannot think of anything at this time that | would
like them to add or change.

Nothing, they take care of and provide everything
that we need.

Quit migrating fowards the Ricoh way & retumn to
the Savin Culture of fast, easy, simple.

More non-biased direction to possible outside soft-
ware solution providers. It seems that they at times
are not looking at the source suppliers objectively.

The current structure works fine.

Additional pass-through programs to benefit
endusers, ie. interest free & free print controller.

SHARP
Color

Truly get competitive in (both) the business color
and graphics color- both price and product.

Commanication

Do a better job communicating in which direction
the company is going on distribution and product
development.

Competition & Pricing

(Give the dealer) Lower costs/up front and on CPC(s)
cpPC

Provide accurate performance (CPC) data.
Inventory/Orders

(Improve) Inventory.

(Give us) Reasonable quotas.  (We must have)
Reasonable or manageable backorder situations.

Deliver new products ordered at time of launch
more quickly.

Product

More competitive color products with lower
operating costs.

High Volume is weak - 1) Sharp tops out @
70PPM, 2) More color in the product line, 3) a full
range of desktop printers.

Sapport
Better service support.
Help in finding salespeople!

Redlize the day-to-day challenges we face
everyday and make sure we have the support
necessary to meet them.

More sales support. Better margins.

Any support- Sharp is competing to see if they
can be the most difficult company to deal with!

Training
More help in sales training.

Training. Calls in the field.

Training- Local- Sales (Equipment, Software,
Solutions.)
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Miscellaneoas

Correct information on their own products.
Timely marketing collaterals. Timely order fulfill-
ment of equipment, parts, and supplies. Quality
technical support.

Product demos. Calling on customers with
salespeople.

Sharp- A Segment 6 product! It would help.
Konica Minolta- Better field support.

Sharp does very well and they listen to our concems.

Better marketing. There is always a shortage of
brochures & other sales tools.

I've been selling Sharp for 24 years. They are in
really good shape right now, except for two
things: (1) Shipping turnaround & (2) TV adver-
tising specific to feature(a- Single pass duplex
scan & b- security.)

Flexibility

The DSM while capable are predominantly
tasked as order takers. There seems o be a
divide between vendor and dealer with the DSM
caught in the middle. We all benefit by helping
each other.

Confidence in the direction of the MFG.
Supply leads.

Quality DSM, return calls, support.

TOSHIBA

Color

(We need) Production color.
Faster color print speed.
Faster business color.

Faster color copiers.
Communication

Communicate more effectively.

Competition & Pricing

Better competitive pricing on all products, supplies,
& parts. Less distribbution availobility. It is difficult to
compete with another Toshiba deadler. It would be
great to have protected ferritories again.

Be more aggressive on supply costs. The market is
getting very competitive.

Provide better pricing on commercial customers.
Lower cost of parts.

Better (lower) dealer cost.

Distribation

(I would prefer) Exclusive rights to my authorized
teritory.

UP NEXT

Due to the length of this year's report we are pro-
viding it in two parts. You will note on the cover
we indicated that this is Part |. We started with 56
pages of text and after editing and adding pho-
fos it came to the same 56 pages.

The second part will be released on or about July
15. We hope you enjoy the read and believe it
was worth the effort. It tells us all what we really
need to know about dedlers.

OTHER INDUSTRY HAPPENINGS

We have much to share with you about EF
Connect, Muratec’s Accelerate  Deadler
Conference. We also have the latest product
releases from Xerox. Some of the coverage will
come from Live Wire® and the remainder will
appear in August’'s Cannata Report.

AWARDS DINNER

Our Awards Dinner is set for July 27, 2005 at the
Grand Hyatt in New York City. We hope that you
will be able 1o join us. If you have not received
an invitation please give us a call and we will
send one post haste. If you do plan on aftend-
ing please bring a check in the amount of $300
per person made out to Seton Hall University, We
can promise you one hell of a night.



