Q&A: Karl Boissonneault

Xerox leader shares vision for the future

by: Brent Hoskins, Office Technology Magazine

ecently, Office Technology maga-
Rzine interviewed Karl Boissonneault,
president of North America Channels
at Xerox Corp. He is responsible for growth
strategies and programs related to Xerox’s
network of channel partners. Previously, he
was senior vice president for the North Amer-
ican Channels and SMB business.
Boissonneault has more than 20 years
of experience in sales and marketing in the
technology industry and 10 years in senior
leadership roles. He joined Xerox in 2014
leading the Canadian Eastern and Central
Agent Operations.
The following are six of the questions asked of Boisson-
neault and his responses.

OT: During the Xerox Global Partner Summit in
March, there was an emphasis on the “reinvention
of Xerox.” What changes are underway at Xerox?

Boissonneault: The first is getting to a point where about
30% or more of our total revenue is not related to print di-
rectly — being able to capture new total addressable mar-
kets beyond print, with those being IT services and digital
services. And then, within print, declaring again that it’s at
the core of our strategy.

Within print, we also want to see a shift in how we go to
market. We are investing in our channels business to have it
deliver more of our print business. Right now, we are much
more of a direct-focused company. We believe our best shot
at grabbing share, which is really the game, is through our
partner community.

We are also “rewiring” the company, making sure that
our back-office systems are streamlined. That’s not just
about an ERP; it’s about the processes, the people, every-
thing — the tools that we have to make us a much more ef-
ficient company in order to support some of these new of-
ferings, such as digital services and IT services, which come
with things like licensing software renewals — things for
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which our current systems are not neces-
sarily designed.

We're also making sure we have the rel-
evant offerings that the economic buyer
wants to buy. That is, making sure that our
product portfolio remains up to date and
that everything were bringing to market
continues to provide more value to end us-
ers and, obviously, to our partners as well.

OT: Xerox has sold direct and
through agents against the indepen-
dent dealer channel for many years.
What is Xerox doing to ease the con-
cerns among dealers in terms of Xerox’s long his-
tory of selling against them?

Boissonneault: What were doing right now is working
to redefine the rules of engagement or principles of engage-
ment — ensuring that they are much more neutral. I think
we could agree that, historically, they were much more di-
rect focused. Were not looking to bring them to be com-
pletely indirect focused, but to make them more neutral so
that, ultimately, we want to let end users decide who they
want to buy from. Historically, we would reserve accounts
for specific routes to market. Were trying to move away from
that while also protecting price points and not engaging in
a spiral where, ultimately, we're just bringing prices down.

OT: How will Xerox manage territories that
have Xerox direct, Global locations, agents, deal-
ers and, with the acquisition of Lexmark, any leg-
acy Lexmark dealers?

Boissonneault: Were going to let people compete. Right
now, we have our direct sales force, which is mostly what we
call Xerox Business Solutions. We do have some enterprise
reps as well, who are focused on the enterprise segments,
so think of the Fortune 500 companies. Most of our agents
have now become dealers, which means theyre no longer
restricted to selling in specific territories because, like any



dealer, they can sell where they want.
The name of the game is to make sure
that we grab more market share. Again,
what we don’t want to do is have that be-
come a price war. So, obviously, whether
it be through different tier certifications
or different schemes that we have around
our partner programs, those may or may
not provide some of our partners pre-
ferred pricing, volume pricing or things
like that to position them based on how
they want to go to market. We truly believe that having them
partner with us in bringing some of our differentiated offer-
ings is a great way for them to not just win more business, but
also be able to get more wallet share with the end user. If you
think about it, all of those routes to market do have different
value propositions for end users, which really comes back to
what I said earlier — ultimately, the end user will decide.

OT: Xerox acquired ITsavvy in 2024, Will the
resulting offerings through Xerox be rolled out
to your dealers to resell to their customers?

Boissonneault: We are very excited about the acquisi-
tion of ITsavvy. The integration is actually ahead of sched-
ule. It’s going really well. ITsavvy will become Xerox IT Solu-
tions. That’s how we're going to reference it going forward.

The answer is: “Absolutely.” In fact, we are in the final
stages of launching our first offering through the channels.
That will be a Microsoft cloud service provider platform,
which will be available either in a storefront model or in a
broker model for our partners to leverage. Then we have two
other offerings that we're finalizing that we want to bring to
market in either late Q2 or early Q3. We will not be provid-
ing hardware for them to sell because that’s not the purpose.

What we're looking to do is to have specific offerings that
they can use. Many dealers have an offering in IT services,
right? The reality though is they source portions from vari-
ous companies, based on what they want to gather in their
portfolios. Were going to be one more vendor for them to be
able to buy from or lean on when it comes to providing these
value-added services to their clients. But the answer is defi-
nitely yes, we're bringing offerings to our channel partners.

OT: What can you share at this time about the
status of Xerox’s acquisition of Lexmark?

Boissonneault: It is progressing the way we expected.
As we speak, we have a group of people from Xerox working
alongside a group of people from Lexmark and about 10 or
so different integration work streams to be able to come up
with one-day, 100-day and 365-day plans once we close. We
recently announced what the proposed executive committee
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We truly believe that
having them partner with
us ... is a great way for

them to not just win more
business, but also be able
to get more wallet share
with the end user.

leadership team would look like once the
deal closes, which includes bringing two
individuals from Lexmark’s current se-
nior management team on to our team.

This opens up new doors for us. It
helps us accelerate our A4 growth strat-
egy. It helps us penetrate new markets.
It gets us back to the manufacturer
table. The work continues; the regula-
tory work is mostly done. We're pushing
through to get to the point where we can
close a deal at some point in Q3.

OT: If you owned and managed an indepen-
dent office technology dealership, what would
you primarily be focused on today to optimize
your dealership’s ongoing level of success?

Boissonneault: There are a number of things, based on
the observations I see from traveling quite a bit. First and
foremost, you need to have a strategy on how you go to
market and bring to your end users your digital transfor-
mation platform, which includes print, scanning — things
with which we are all very familiar. In addition, you've got
to have the right talent, the right people, the right software
programs and partnerships to really position yourself as
a trusted business advisor when it comes to digital trans-
formation. End users want to hear how we can help them
transform their businesses to be future-proofed, which im-
plies things like Al robotic process automation and all the
current technology trends that people want to hear about.

That leads me to the second piece, which is that you need
to start instilling a learning culture in your company. Tech-
nology is moving at such a rapid rate. We don't have the lux-
ury to just be able to surf on what we've known for 20 years.
We need to continue to adapt and learn. That’s one of the
reasons why we'e excited to launch our Learning Central,
now opened up to our partners, which has a ton of knowl-
edge for them to leverage for themselves and for their sales
teams to stay ahead of the technology curve.

The third thing I would say is people need to think about
succession planning. There is a new generation coming into
this business. There is an opportunity for a business strat-
egy or business plan to be developed alongside the next gen-
eration to help encompass the previous two items I shared
in terms of the strategy going forward. How do we bring this
new talent or new learnings into our company to make sure
we're positioning ourselves as trusted business advisors for
our end users going forward? B
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