
2021 Industry Forecast
Manufacturers look to the year ahead

Compiled by: Brent Hoskins, Office Technology Magazine

Office technology dealers will forever 
look back at 2020 as an extremely 
challenging year. Certainly, 2021 will 

present its own challenges, but the year will 
present opportunities as well. What will be 
the greatest opportunities in the new year? To 
find the answers, Office Technology magazine 
asked 12 MFP and printer manufac turers to 
share their expectations for 2021. Perhaps the 
insight shared in this year’s industry forecast 
will help you better position your dealership for success.

Each of the contributors was asked to address four ques-
tions in essay form. The questions focused on: the primary 
market, product opportunities and best strategies for suc-
cess in the new year; the most significant challenges dealers 
will face in 2021 and how can they best address them; an-
ticipated changes in demand/needs/expectations for office 
technology among end users in 2021; and the characteristics 
of the office technology dealership that is best positioned for 
success in 2021. Following are their responses.

 
Ricoh USA Inc. 
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Dealer Division

You do not need me to tell you that 
the way people work has changed 
this year. This is a challenging time, 
but it is also a time of opportunity 
for dealers. As we look to 2021, smart 
dealers are seizing this opportunity 

to expand from being their customers’ trusted print provid-
ers to their workflow management consultants and reliable 
collaborators. In other words, they are becoming their cus-
tomers’ 911 for business and technical challenges. Dealers 
are adapting to provide the low-touch, high-efficiency so-
lutions customers need right now, and they are more able 
to capitalize when they recognize the need for accelerated 
digital transformation. 

Nobody can predict with certainty what will happen next 

year. What we do know is organizations 
will have to provide agile work experiences. 
Dealers can be uniquely agile and flexible at 
the customer level, positioning them well to 
address the needs of the new world of work. 
When you have a strong customer relation-
ship, that trust carries over as your portfolio 
evolves. Then it is about demonstrating to 
your customers that you have the tools and 
know-how to solve their problems and help 

them focus on looking forward.
Organizations are changing their processes, so they are 

looking for partners that have the expertise to help. To suc-
ceed, savvy dealers will adapt to this demand, in both the 
short and long term. As people return to offices, the demand 
for secured, effective processes is not going away. For one 
thing, many workers simply will not return to offices. This 
is because some businesses have realized remote work is a 
good fit for them. For another, digital transformation con-
tinues to be the way forward for modern businesses, just as 
it was pre-pandemic. 

Dealers who step up to deliver improved workflows and 
process automation will not just be meeting a demand spike 
— they will be laying the groundwork for stronger, longer-
lasting customer partnerships centered on collaboration. 
Many of these offerings are built on subscription pricing 
models that give organizations more financial flexibility 
while keeping revenue flowing for dealers. Dealers can help 
their customers more successfully manage information, un-
covering hidden problems and removing obstacles to seam-
less productivity. Bundled, more comprehensive solutions 
can help simplify complexity.

Similarly, with high-quality production print technology 
becoming more affordable and intuitive, production print 
can be a smart addition for dealers. Organizations are eager 
to drive efficiencies, and bringing tasks in-house with pro-
duction capabilities set up — or even managed — by trusted 
dealer partners can help organizations lower costs and be-
come more self-sufficient. 
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Beyond assessing and refining portfo-
lios, cultivating a strong digital presence 
is essential. Dealers can be prepared to 
approach customers virtually. It is a dif-
ferent experience than their usual chan-
nels, but it is yet another area where a 
more consultative approach can go a 
long way. 

We recommend having close partner-
ships based on collaboration with your 
OEMs — and vice versa. The market-
place is always changing — maybe more drastically now 
than it has in decades. Walk through the portfolio you of-
fer, the ways OEMs can help you expand those offerings, and 
how each of those offerings aligns with current and emerg-
ing customer demand. 

At Ricoh, we are committed to hav-
ing constant communication with deal-
ers to discuss their portfolios. When 
they look to change things up, we pro-
vide go-to-market resources, including 
training, marketing collateral and “con-
versation-starter” copy. Dealers who 
are attentive to customer needs and 
open to change can thrive, even in these 
difficult times. Here is 
to a new year and much 

success for all dealers. n
Brent Hoskins, executive director of the 

Business Technology Association, is editor 
of Office Technology magazine. He can be 

reached at brent@bta.org or (816) 303-4040.

Dealers can be
uniquely agile and
flexible at the customer
level, positioning them
well to address the
needs of the new
world of work.
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