Label Printing

Why it belongs in the dealer conversation

by: Anne Valaitis, Keypoint Intelligence

office print conversation. It shows up in ship-

ping, retail operations, health-care workflows
and compliance requirements. It is present in many
customer environments, but rarely part of what deal-
ers are asked to manage.

The technology behind many of these use cases is
dedicated label printing. While thermal technologies
remain the dominant choice for shipping, retail and
compliance applications, the broader label printing
market encompasses a range of solutions designed
for different media, durability and business needs.

Every day, labels produced by dedicated label
printers move packages through delivery networks,
track inventory, identify products and support com-
pliance processes across businesses of all sizes — in-
cluding many of the customers dealers already serve.

That reliability is part of the reason labeling has
not attracted much attention from the channel. It works, it
gets left alone and no one asks questions. But as custom-
er environments become more connected and workflows
more distributed, that hands-off approach is starting to
create gaps.

For many dealers, labeling may feel like new territory —
butitis already in their accounts. Customers are using label
printers in shipping areas, front offices, retail spaces and
back-office workflows. In most cases, those devices got there
without dealer involvement: they were sourced through IT,
purchased online or bundled with a specific application.
That is precisely why they have stayed off the radar.

These devices are smaller, task-specific and relatively low
cost — and easy to overlook until something goes wrong.
But when they stop working, workflows stop. Dealers are
deeply involved in managing print environments, work-
flows and service delivery, yet labeling often exists just be-
yond that scope, even within the same customer.

Shipping is the most visible entry point. As e-commerce
continues to grow, even small and medium-sized business-
es are producing a steady volume of shipping labels — and

l abeling tends to sit just outside the traditional
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what was once centralized is now distributed across offices,
branches and remote locations.

Retail environments are evolving in a similar direction.
As stores take on more fulfillment responsibilities, label-
ing touches pricing, markdowns and order pickup work-
flows in ways it did not before. In health care, the stakes are
higher — labeling is tied directly to patient identification
and compliance, where a misread or failed print has im-
mediate consequences.

What is changing is how closely labeling is tied to broad-
er operational and technology decisions. It increasingly
intersects with systems and environments that dealers are
already managing elsewhere in the same accounts.

Labeling spans a wide spectrum — from highly special-
ized industrial environments to everyday desktop applica-
tions. The segment most relevant to office technology deal-
ers sits at the desktop and light industrial level, where the
use cases — shipping, retail operations and compliance la-
beling — are familiar and accessible.

One of the reasons labeling has remained separate from
the traditional print conversation is that it behaves differ-
ently. The conversation does not start with the device. It



starts with the application. What needs
to be labeled, where it will be used and
what the environment requires all come
into play. Media, durability and integra-
tion matter as much as the hardware.

Dealers will recognize that dynamic.
It is not unlike how copier/MFP evalu-
ations work. The difference is that la-
beling conversations tend to start with
the workflow itself, which aligns well
with how many dealers are already en-
gaging customers around solutions and service.

The labeling market is well established but has long been
fragmented, with multiple vendors, overlapping product
lines and a channel landscape that has never fully consoli-
dated. Historically, labeling has been served by specialized
automatic identification and data capture (AIDC) resellers,
but that is changing. IT providers, managed service provid-
ers and office technology dealerships are increasingly active
in the same spaces, often serving the same accounts.

That overlap is also changing how labeling is introduced
and supported within customer environments. In some
cases, it arrives bundled with a specific application — ship-
ping software, a retail system or a health-care platform —
and the hardware is almost an afterthought. In others, it is
a standalone purchase made quickly to solve an immediate
operational problem.

Over time, this creates inconsistency. Different locations
may use different devices, media or workflows. Support is frag-
mented and visibility into howlabeling is used across the orga-
nization is limited. As businesses scale and workflows become
more distributed, that inconsistency becomes difficult to ig-
nore — and easier to address with the right partner involved.

Labeling may not carry the same volume or visibility as
traditional office print, but it plays a critical role in process-
es where failure is not easily tolerated. A mislabeled ship-
ment, an unreadable bar code or a failed print job can have
immediate operational consequences — the kind that get
noticed right away.

Where Dealers Fit

For dealers, this calls for a different kind of conversa-
tion — one that is less about device replacement and more
about understanding how labeling fits into specific work-
flows. That means starting with different questions: Where
are labels being produced and how frequently? What sys-
tems do they connect to? What happens when something
goes wrong?

From there, the conversation can expand into standard-
ization, media selection, integration and ongoing service.
These are areas where dealers already have a lot to offer.

Label printing may also require developing some familiarity

Labeling may not carry
the same volume or
visibility as traditional

office print, but it plays

a critical role in processes
where failure is not

easily tolerated.

with industry-specific requirements:
the compliance standards that govern
health-care labeling, the terminology
used in logistics and warehousing, or
the regulatory requirements that apply
in certain verticals. That kind of contex-
tual knowledge is what separates a ven-
dor from a trusted advisor.

This aligns with a broader shift al-
ready underway in the channel. Dealers
are increasingly engaging around work-
flow, integration and service rather than focusing solely on
hardware — and many are building out industry-specific
solutions tailored to health care, retail, manufacturing
and other verticals. Labeling fits squarely into that model.
It is operational, service-dependent and the requirements
vary enough by industry that vertical expertise becomes a
real advantage.

The considerations in labeling are not entirely foreign to
dealers. Media selection, integration with business systems
and configuration all play a significant role in performance
and reliability — and dealers have been navigating similar
decisions in traditional print environments for years. The
difference is in the specifics: label stock behaves differently
than paper, adhesives and coatings matter, and the conse-
quences of getting it wrong tend to show up more quickly.
That is familiar territory with a new vocabulary.

A Practical Starting Point

None of this requires a complete reinvention of the dealer
model, but it does suggest an opportunity to extend existing
strengths into adjacent areas of the customer environment —
particularly where print, workflow and operations converge.

There is also a natural connection between labeling and
the core strengths of the office technology channel. Dealers
are accustomed to managing large installed bases of de-
vices under contract, supporting workflows and providing
ongoing service across customer environments. Labeling
touches many of the same areas — it is workflow-dependent,
sensitive to downtime and often deployed across multiple lo-
cations. The difference is that many label printers today are
purchased transactionally, outside of any managed contract.
That is both the gap and the opportunity.

In many cases, labeling is already present within the ac-
counts dealers serve. But it can also open doors to customer
relationships that have not developed through traditional
office print channels, creating an opportunity to demon-
strate the kind of service-oriented, workflow-focused ap-
proach that dealers do well.

For dealers exploring this space, the starting point is
not mastering every type of labeling — it is knowing where
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to look. Labeling is already present Anne Valaitis is a principal analyst at
in most customer environments. The For dealers, this is not Keypoint Intelligence, covering workplace
first step is simply making it visible: about chcsing a new solutions, services and customer
understanding where labels are being communications. She leverages her
produced, how those workflows oper- extensive expertise in document workflow
ate and where there are gaps that are management and customer engagement
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