






A

Spring 2008 n PARTNERS 7

	 ICED-sponsored focus groups 
bring together like-minded 
business owners, franchisees intent 
on growing their businesses, to 
create a “board of directors”-type 
accountability group with peers. 
And these groups have a proven 
record of success. Three focus 
groups meet within the ICED 
family of franchises: the Seven 
Figures Future Focus Group 
(7FFFG), facilitated by 
Dave Buzza, vice president of 
Business Development at ICED; 
The Sharper Focus Group, 
facilitated by Leah White, business 
analyst at ICED; and Jay Groot, 
president of Kwik Kopy Business 
Centers, who also leads an ongoing 
KKBC Focus Group. 
	 Dave initiated the first 7FFFG in late 2004 with eight 
members who were interested in creating million dollar 
businesses and willing to meet eight times over two years in 
each of the participants’ cities. Dave’s main objectives are 
threefold: increase top line gross sales, increase bottom line 
profits and help owners regain their lives. “The idea is to 
install systems and techniques to allow owners to work 
‘on’, not ‘in’ their businesses,” he said. “The goal is to 
reduce owner involvement and eventually let the business 
run itself.”
	 “Our experiences with Dave Buzza’s million dollar 
focus group have been nothing short of miraculous!” 
said Jerry Hays, co-owner with David Vaughan of 
KKBC in Spring, Texas. “Our sales have doubled to more 
than $1 million since we began in the group. Dave has 
been instrumental in showing us how to improve operations 
and improve profitability beyond our greatest expectations.”
	 The Sharper Focus Group, which meets at ICED eight 
times over a two-year period, has had a hand in assisting 
more than one printing owner who found himself 

overwhelmed when business conditions took a turn for 
the worse. Chuck Cox, owner of Franklin’s in South Carolina 
for the past 15 years and a self-described “meat and potatoes 
guy,” had been introduced to the focus group idea three 
years ago by a fellow owner, but he never went. In 2006, 
six of Chuck’s largest customers walked out, putting him in 
an uncomfortable position. “Leah called,” he said, “and I 
decided I could use some other heads to bang ideas around 
with.” After he returned from the first Sharper Focus Group 
meeting he went out selling. “Several people in our data base 
were pleased to see me and wondered where I had been,” said 
Chuck. “That startled me. It was a reality check that I should 
be following up with existing customers. The guidance I got 
from the focus group bailed me out of a bad situation.”
	 Chuck also credits his involvement in The Sharper Focus 
Group with giving him ideas about analyzing his sales and 
managing his center. “I was just clippin’ along before,” he 
said. “Things were up and down; I had become complacent.” 
Thanks to the focus group, Chuck’s sales were up 13 percent 
in 2007. “Next year my goal is another 10 to 15 percent,” 
he said. “My motto for 2008 is ‘Feet on the Street.’” n
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The Value of a Focus Group
After spending a few (or many) years in business, do you feel as though you’ve lost your edge? Have fighting fires in the 
workplace rather than cultivating new practices – and new business – become standard operating procedure? If so, it may 
be time to open yourself and your business up to a bit of scrutiny. 

The KKBC Focus Group is one of three ICED-sponsored groups of its kind designed to offer center owners 
a “board of directors” peer accountability group promoting business growth. (l to r): Mark Kiser, 
Taylor Mill, KY; Leah White, ICED; Manish Patel, Frisco, TX; Joey Cehan and center manager 
Tony Chapman, Houma LA; Mike and Kathy Macguire, Lakeville, MN; David Vaughan and Jerry Hays, 
Spring,TX; Dan and Mary Ann Jones, Temple, TX; Hank Henriksson, Houston, TX; Jay Groot and 
Katrina Lowrey, ICED
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An “Independent” Finds a Family

Manish Patel has always seen the benefit in making 
smart alliances. After 18 years in the U.K., in 2004 he 
moved his family of four to Frisco, Texas, an upscale 
community north of Dallas, to open an independent pack 
and ship business. Just three years later, looking ahead for 
future growth opportunities and with room to spare in his 
current location, he re-branded his operation as a Kwik Kopy 
Business Center (KKBC).

	 “I did some research on printing on the Internet and 
found it a good match with my existing business,” says 
Manish. “I looked at all the franchises and then I came 
across KKBC.” 
	 His decision to become a KKBC was a no-brainer; he 
already had the Parcel Plus component in place. Getting 
the printing portion up and running, in his mind, was 
the challenge. “We started off on sound footing,” he said. 
“Partnering with a company like Kwik Kopy with its 
wealth of experience in printing gave me a feeling of 
strength. Having the resources to know what equipment 
to buy and someone who will take care of training gave 
me a shorter learning curve. Simply having to make a 
phone call if I have any problems is a great benefit.”
	 A soft conversion in July last year began reaping near 
immediate rewards. “August and September were very 
good,” said Manish. When the outdoor signs went up 
in October, the conversion was complete. It wasn’t long 
before the Kwik Kopy reputation earned him a new 
customer from Arlington, a town 30 miles away. The 
customer had done business with a Kwik Kopy Printing 
in the past, and he was driving by Patel’s recently re-branded 
center, saw the familiar sign and stopped in. “Wow, you’re a 
Kwik Kopy now,” he said to Manish. Now he has become a 
“regular.” He can upload his files on Manish’s Web site and 
get a quick turnaround and shipment of his order. 
	 Growing a profitable business was Patel’s aim from the 
beginning, and partnering with KKBC is turning out to 
be a successful strategy. “I am getting a good grounding in 
business practices with KKBC,” said Manish. “It’s been a 
positive experience and I’m sowing seeds for the future.” n

Manish Patel , KKBC, Frisco, Texas.

“Simply having 
to make a phone 
call if I have any 

problems is a 
great benefit.”

KWIK KOPY BUSINESS CENTERS
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What’s in a Name? 

 	 “We want to benefit from the strength of the Kwik Kopy 
brand and the growth that KKBC is enjoying domestically 
and overseas,” said Jim. “We are going to take advantage of 
the name change to launch additional products and services. 
It’s also a great time to contact customers we haven’t heard 
from in a while.”
	 Since 2003, Jim and Jerry have been delivering a full-range 
of fast-paced business services to Small Office/Home Office 
(SOHO), small businesses and the public in Midtown, the 
cultural heart of Atlanta and one of its trendiest and most 
densely populated areas. “Midtown has more small businesses 
than any other area in the United States,” said Jim. They 
opened their first Copy Club center, now considered the 
“hub,” across the street from the Georgia Tech Hotel and 
Conference Center. Just over a year later, the men opened a 
satellite location in Colony Square, an indoor mall connected 
to two high-rise office buildings. The Sheraton Hotel, with 
its booming business clientele, provided a jump-start for 
the fledgling satellite. Now, the satellite and the hotel have 

different names (Sheraton is now W Atlanta Midtown). In 
addition to Atlanta, W Hotels can also be found dotting 
the New York skyline among other notable cities.
	 Banking on Kwik Kopy’s recognizability and solid 
reputation, Jim and Jerry plan to open three additional 
“spokes” (satellite centers) in the future. They are especially 
interested in developing a satellite in Buckhead, an upscale 
area that is considered a hot growth location. “We want to 
fully use our assets,” said Jim. “We have spent money on 
equipment – and people – and we want to keep them busy. 
The hub and spokes will be so close together that we can 
send work to the hub when the satellite locations are 
overloaded. Pick up and delivery from these satellites can 
be accomplished in very little time.” Why do Jim and Jerry 
believe in the growth potential of KKBC? “We know the 
names of 80 percent of our customers – and many of their 
children’s names,” says Jim. Relationships are built on 
knowing names. “People know Kwik Kopy,” he said. n

KWIK KOPY BUSINESS CENTERS

Jerry Freeman (left) 
and Jim Hawes (right),
KKBC, Atlanta.

TThey have been in business for nearly five years, but in February Jim Hawes and Jerry Freeman held the grand openings for 
the two Kwik Kopy Business Centers (KKBC) they own in Midtown Atlanta. They have nothing against celebrating; it’s just 
that the centers were originally Copy Clubs when the men opened them in 2003 and 2004. In early 2008 they re-branded their 
Copy Club centers, making them KKBCs.



Dear Bud, Mary, Jim and the rest of the Kwik
 Kopy Corporation,

Thank you for supporting u
s for 25 years!

In our opinion and hearts
, not enough has been said

 or done by those 

of us who are owners to 
thank you for the opportun

ity to be a 

franchisee of the Kwik Ko
py Corporation. When the roof of our buildin

g was 

damaged for 56 days in our f
irst year of business, you 

stood by us. You backed 

us up in the times we needed help with a
 vendor. Through your negotiation

 

with corporate players we
 have been able to save o

n the cost of equipment 

and supplies. You were patient in our 
training when we didn’t u

nderstand how 

or what we were getting i
nto. You brought us into the c

omputer age — not to 

mention the Internet — kick
ing and screaming with the best products

. These 

are but a few of the ways
 you have helped us; ther

e are many others as well.

In retrospect, after 25 ye
ars, we are very thankful 

and ever mindful of all 

the opportunities we have
 been afforded as franchi

sees. We look forward to 

continuing the search for 
excellence in printing that

 is the essence of 

Kwik Kopy and what has 
made it the success that it

 is.

Our experiences as Kwik 
Kopy owners have enriche

d not only ourselves, but 

our family as well. We are writing this note so
 maybe, in a small way, we can 

thank everyone at the cor
poration for caring so much about us. We want to 

let you know how important you are and that 
we appreciate your efforts

 on 

our behalf.

Kwik Kopy #828

In operation since August 
1, 1983.

11327 Arcade Dr. Suite A  •  Little Rock, Arkansas 72212  •  501-224-8855  •  Fax 501-224-7350
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We Did it Together

KWIK KOPY PRINTING



IIn 1983, the ink was barely dry on the Eager’s contract with 
ICED and Jim and Jan were working feverishly on a Saturday 
to get five projects out the door when, with no warning, a 
storm blew through and tore the roof off of their building. 
And they were inside! Though no one was hurt, the building, 
of course, was left without power. “The dumpster next to us 
flew 10 feet off the ground,” says Jim, as told to him by a 
bystander who witnessed the whole hair-raising event. 
“ICED helped us financially to get back on our feet. We 
were only out of business for 56 days.” 
	 It just so happens that in that same time period Arkansas 
was experiencing one of its worst winters – zero degrees on 
many days. The Eagers were able to turn out work already 
in the pipeline by pushing their copier into an empty store 
across the street, and with the help of the management of 
a computer store next door, they snaked an extension cord 
into their temporary space to give 
them electrical power. “We had only 
ambient light to work from,” said Jim.
	 The challenges of that experience early 
in their marriage and as new business 
owners helped the couple learn how to 
operate efficiently and gracefully under 
pressure, and forced them to 
work as a team. Though 
Jim had worked as an 
insurance company 
sales representative 
several years after 
graduating 
from Southern 
Methodist 
University, he 
admits without 
hesitation 

that Jan is better at sales. “Jan had no clue that she was a 
salesperson,” he says. “But she is fearless.” 
	 One of Jan’s sales calls proved to be the catalyst for snagging 
their first big account – TCBY (This Can’t Be Yogurt). 
The company was a client for the first six or seven years 
until TCBY took their printing in-house. The management 
requested all the artwork that Jim and Jan’s Kwik Kopy 
Printing had produced for them over the years. “There were 
five cartons of paper and artwork,” said Jim. But instead of 
looking at the loss as a tragedy, they decided to be thankful 
that TCBY had jump-started their business and were good 
clients for more than a half-decade. Since then, the Eagers 
have continued to diversify their clientele: doctors, attorneys, 
restaurants and churches are some of their largest these days. 
“People in Little Rock know they can call Jim and Jan Eager 
when they need anything,” he says.
	 “We are thankful,” said Jim. He appreciates his customers, 
and he also has strong gratitude for the folks at ICED. 
“They saved us thousands of dollars on equipment,” he said. 

“And I can always call and get help from 
Gary [Tamburello], Bob Below or 

Bob Jauregui. I figure they probably will 
have the answer to my questions. It seems 
nobody has thanked the ICED employees.” 
Being thankful has come back to reward 

them. Calling or writing to thank 
customers for their business 

has, many times, turned into 
subsequent job opportunities. 
“We can’t forget to thank 
those responsible for our 
success,” he said. n
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Jim & Jan Eager, owners of Kwik Kopy Printing in Little Rock, Arkansas, had just celebrated their 

first wedding anniversary when they “signed their lives away,” according to Jim. But the couple 

quickly learned that signing on the dotted line began more than a business partnership with ICED; 

they found an extended family and support system that would help them weather more than a few 

challenges throughout their 25-year relationship, which they celebrate this year.

Jim & Jan Eager, owners of Kwik Kopy Printing in Little Rock, Arkansas, had just celebrated their 

first wedding anniversary when they “signed their lives away,” according to Jim. But the couple 

quickly learned that signing on the dotted line began more than a business partnership with ICED; 

they found an extended family and support system that would help them weather more than a few 

challenges throughout their 25-year relationship, which they celebrate this year.

Jim and Jan Eager



Your customers know FedEx Express. But they may not know that FedEx Ground offers a great rate for reliable 
shipping within 1 to 5 business days. We’re expanding our ground network to provide your customers with the 
cost-efficiency and consistency that FedEx delivers. Trust FedEx to get it there when you need it – all for a price 
that’s less than you might think.

fascnet.com
©2008 FedEx

  The reliability you need.
The great rates  
you can count on.
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For more than 10 years, we at ICED have recommended 
PrintSmith for printing management and job pricing. When 
jobs are priced correctly, then you are profitable, and it shows 
in your bottom line.
   PrintSmith is a customizable program that fits the many 
different needs of print and copy centers. EFI PrintSmith 
integrates with fiery devices and offers modules (for additional 
purchase) that include a job tracker, credit card processor, 
report writer and an e-commerce tool.
	 For PrintSmith to operate as it should, you must have 
correct data in your program. Re-calculate your primary 
production rate (PPR) every six months based on your 
previous year’s profit and loss statement. Include in your 
calculation any loans you are making payments on. If you 
need assistance in determining your PPR, Franchise Services 
can help. There is an Excel spreadsheet on the O-Net that will 
allow you to plug in the numbers and get your PPR as well as 
your breakeven amount. (See Online Support/Business Tools.)

After this is done then you should: 

•	 Update the latest labor rate and markup in the press 		
	 definition area of the program

•	 Update paper prices and markup based on the price 
	 you pay for the paper

•	 Look at your copier definitions and make sure the cost 	
	 per click in your matrix is up to date and links correctly 	
	 to your paper

•	 Update your charge definitions. This includes pre-press, 	
	 bindery and other miscellaneous charges.

•	 We recommend that you do a daily closeout and, of 		
	 course, at the end of the month, a monthly closeout. 		
	 Data may then be exported either daily or monthly into 	
	 QuickBooks, Money, Peachtree, or any of several other 	
	 accounting software programs.

•	 Back up your PrintSmith folder daily and take at least 		
	 one copy with you each week to be stored off-site. Also, 	
	 test your backup hardware and software to be sure it is 	
	 working properly.

	 PrintSmith has many other applications that also require 
proper set up, and you can always get support from Franchise 
Services. It is important, however, to keep up your annual 
maintenance contract with PrintSmith. This will allow you 
to download updates for the program that addresses fixes and 
other issues. 
	 Those who have sufficient balances in their Bud Bucks or 
Ron’s Rewards accounts may use them to cover PrintSmith 
maintenance fees. Submit the paid invoice to Franchise 
Services for reimbursement. 
	 PrintSmith training is regularly available at ICED. 
Contact the Training Department at 1.800.231.1304. 
For other PrintSmith questions contact Franchise 
Services. PrintSmith sales and support can be reached at 
1.800.426.4963, or e-mail sales@printsmith.com or  
support@printsmith.com. n

EFI PrintSmith Business Management System 

By Gary Tamburello, ICED Franchise Services
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Gary Tamburello




