
stop. Second, Xerox’s strength is directly 
dependent on your strength.”

Channel partners “bring local relation-
ships, local coverage, trusted relationships, 
the technical expertise, the entrepreneur-
ial spirit,” Boissonneault said. “We can’t do 
that ourselves. We have to rely on you to 
go and help us win more business. Our re-
sponsibility is to make sure we give you the 
right products, the right pricing, the right 
support and the right economics to make 
sure we turn those strengths into growth.”

What gives Xerox “an edge, how do we help you win, and 
how do we help you win more business using that edge?” Bois-
sonneault asked. “The answer is not a single product or a price 
point. Our advantage is a combination. So, let’s look at the four 
advantages that become much more powerful when we bring 
them together.

“First, our portfolio,” Boissonneault explained. “We’ve got 
everything — A4, A3, production, software, managed print, 
digital services and IT solutions. Why does that matter? Well, 
it helps us participate in ... more client decisions. It helps cli-
ents solve needs without having to engage with multiple part-
ners, multiple vendors ... [It provides] more stickiness.”

The second advantage is technology control, Boissonneault 

said. “That’s probably one of the things that 
is exciting the partners the most when I visit 
them,” he said. “We own the technology now. 
Why does that matter? Well, the clients can 
expect greater reliability, easier integration 
and a clearer support path. For partners, [it 
means] less integration risk, simpler escala-
tion and greater selling confidence.”

The third advantage is Xerox’s services, 
Boissonneault continued. “I firmly believe 
that we are at the forefront of transforming 
the service delivery experience for clients,” 

he said. “I know you’re going to play a key role in this.”
The final key advantage is Xerox “making sure that all of 

this is profitable,” Boissonneault said. “We have the programs, 
pricing and user support, [with] all of those driving the recur-
ring revenue models that we are all after. Our role is to make 
sure we help you compete without sacrificing the economy of 
your business. So, if we can win more oppor-
tunities, we expand account value and we pro-
tect margin.” n

Brent Hoskins, executive director of the Business 
Technology Association, is editor of Office 

Technology magazine. He can be reached at 
(816) 303-4040 or brent@bta.org.

“Our role is to make sure 
we help you compete 
without sacrificing ... your 
business. So, if we can 
win more opportunities, 
we expand account value 
and we protect margin.”
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9 • 2027 BTA Events

(800) 843-5059 / www.bta.org/BTAEvents 

22 • American Fidelity

(800) 843-5059 / www.bta.org/Insurance 

15 • Avanue

(213) 313-1454 / https://avanue.ai 
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www.xeroxscanners.com 
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(866) 341-6316 / www.c2cresources.com 
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11 • ProFinance

(800) 843-5059 / www.bta.org/ProFinance
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www.square-9.com 

7 • UPS

(800) 636-2377 / www.savewithups.com/bta 

21 • vCIO University
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