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The people behind the machines

Who are your key people for minilab distribution and servicing, and what do they offer?
We get the lowdown from those working for you in this competitive business.

When you make as big an investment as a
digital minilab, you want to make sure you
are aligned with the right supplier for your
after-sales and training needs. And as the
lab environment changes, there is a variety
you can choose from. The culture is
changing, with some smaller players
forming alliances with larger entities and
some choosing to stay small and
differentiate in the market. We took a look
at three companies going places — Photo
Direct, Kodak/ Noritsu and Independent
Photographic Supplies.

A profitable partnership

Tracy Lints, formerly of AgfaPhoto, is sales
director of Photo Direct, which recently
took over the distribution of KIS minilabs
from elab digital. The former distributor
now concentrates just on the installation,
training and service of labs.

“We are responsible for delivery of that
service but outsource that to them. They
are technicians, so it’s a good partnership,”
says Lints.

“We can offer the e-station kiosk with a
choice of software [KIS, Lucidiom, Axiom
or d-scope]. Agfa had to offer Agfa
hardware so now it’s good to be able to
offer lots of other options.”

Lints says the partnership works well as
Photo Direct is able to offer elab digital’s
post-installation help.

“It’s no good putting in a machine if
there’s no-one there after that to help you,”
she says. “elab comes in, sets up and
follows up — that’s what they do. Because
we don’t have our own stores it’s up to us
to make sure stores are successful.”

She can see so many opportunities for
retailers in the current environment. “The
industry has heaps more legs and there are
so many more people expecting to do more
with their images. That’s why we need to
keep educating customers [on their
options]. Now we can do things like put
images onto calendars and postcards,
jewellery and magnets — anything. These
features are not necessarily found in
minilab equipment but in peripheral gear
that can hang off it. You can get images
from mobile phones and put them on
coffee cups - consumers just need to
become aware.”

She says retailers need to focus on adding
to the 6x4. “There’s no point only using 10
per cent of the market’s potential.”

“In terms of selling brand new
machines the market’s smaller,

so the bigger investment is
in software.”

For her the biggest investment you can
make is time. “There’s new stuff they can
do [but] you have to keep up-to-date with
software. Regarding minilabs, there’s no
need for hundreds of thousands in
investment anymore — unless you were one
of the ones who got in early and need to
upgrade. Most of the investment is time,
and marketing.”

Lints views the teen market as a major
growth area, with most enjoying the
novelty of taking pictures of each other on
their camera phones. “They need to know
that when they are walking past a retailer
they can go in and get their pictures printed
or stick them onto things.”

She says most of the industry should have
gone digital already, but for those with five-
year-old machines an upgrade might be
timely due to the need for greater capacity.

“In terms of selling brand new machines
the market’s smaller, so the bigger
investment is in software. You've got to go
digital - film is not dead but there’s less to
go round. It’s about kiosks, online printing
and software solutions that will be the bulk
of the investment required.”

lan McEllister is the IPS Queensland
representative.

Lints believes photo retailers are
currently very fortunate due to the recent
drop in price of paper and chemistry. “It
came down 40 to 50 per cent last October.
If retailers are not under contract they’re in
a good position,” she explains. “The end of
Agfa kicked it off - no-one was under

contract. Other contractors were left to -

scramble to pick up that business. When
Konica Minolta exited there was another
feeding frenzy for distributors and
wholesalers. Contracts are really not a
happening thing. You don’t need a
contract. So wholesalers and distributors’
emphasis has been on price.”

Now, she says, you have the flexibility to
choose who you want to go with, and the
margins are actually better in terms of retail
prices per print. Up till now, Australian
paper and chemistry prices have been high
compared to the rest of the world.

“It was a neat and tidy market — now it’s
not,” Lints continues. “We might see more
downward pressure as people jockey for a
position. Now that Konica and Agfa are out
— as key paper and chemistry suppliers —
there is an evening up of demand and supply.
The best advice is to make hay while the sun
shines if you're not locked in a contract. Ex-
Agfa people are lucky in that sense.”

Kodak and Noritsu

Kodak has helped enhance the Noritsu
minilab range while launching the new
G4 kiosks.

Kodak’s consumer output business
development manager Shane Kealley says
the company has nearly 75,000 of the
kiosks at retail locations worldwide, linked
up to the Noritsu labs.

“We have shown that repeat printing
from digital images rises by over 70 per
cent when consumers see how easy it is to
get digital photos at retail,” he says.

Kodak and Noritsu together offer the
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