LETTERS

Vendor’s Marketing Tactics
Questioned

Dear Editor:

During my time as a volunteer on the
parents association of my son’s public
school, I discovered and remedied a mar-
keting scheme by the Xerox Corporation
aimed against unsuspecting educators, ad-
ministrators, and parents in the New York
City school system.

Principals, administrators, business
managers, and parents are not familiar
with the billing process, cost per copy,
and general business expenses in running
copying equipment. As a result of this
shortcoming in the school system, Xerox
marketing professionals are recommend-
ing Xerox equipment too sophisticated—
and subsequently far too expensive—for
their particular copying needs.

What is even more appalling is the
manner in which the Xerox representative
extracts educational dollars out of an al-
ready overburdened school system.
These representatives, knowing full well
that there is little or no money for copy-
ing equipment, research various depart-
ments, projects, individuals, associations,
and any other professional group within
the school jurisdiction to find out who has
money, and how much they have to )
spend. Then, armed with this informa-
tion, the Xerox representative markets
“concepts” in copying to these people and
groups, and draws out what he needs
from each source to help him meet his
marketing goals, whether the school
needs the equipment or not.

In our particular situation, we did not
need additional equipment, yet the sales-
man convinced the principal, special edu-
cation, school-based management, the
district office, and the parents association
that we were behind the times, and could
improve our productivity. We did some-
what in going from 7,250 copies a month
on a Xerox 1040, all the way to 12,000
copies a month with the addition of the
Xerox 1050 and the Xerox 1075. What
the salesman failed to tell anyone was the
expense for this increase in productivity.
Our expenses jumped from $137 a month
to $1,800 a month. Not one of the people
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or groups knew the ulumate expense ol
obtaining the additional Xerox copiers that
were placed in my child’s school. At my
suggestion, the equipment was removed
from the school, and a credit was given by
Xerox for the excessive charge.

Every company is in business to make
money. However, in call after call to other
schools in New York City, and nation-
wide, I discovered that Xerox consistently
oversells whenever possible, with the ad-
monition of “buyer beware.” Frankly, |
never would have gotten involved in this
except that the problem landed right on
my doorstep. With all the talk about giv-
ing something back to our schools in the
public sector, Xerox is conducting what 1
feel is an unethical marketing campaign 1+
grab all the dollars it can at the expense o
our children's education.

I am currently on a nationwide cam
paign with public schools around the
country to make them aware of what has
happened in our school, and help them
with any problems with Xerox they might
have. Through the Greater Council of
Schools I was able to talk to superinten-
dents of the 48 largest school districts in
the United States, and with the exception
of one district, all have had, or currently
have, problems with Xerox in their school
system.

Take it upon yourself to look at this
letter and, if need be, get involved with
your local public school. The monies you
can save today for these schools can prob-
ably add countless benefits to our
children's education—and what better rea-
son can you have than helping our chil-
dren, and improving their future.

Very truly yours,

MATTHEW R. SMITH
Davis, Smith and Associates, Inc.
New York, NY
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