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BIO: 

From 1992-1998, Mr. McCone was 

co-founder and President of Posicom 

Inc, one of Canada's largest switch-

less resellers of long distance ser-

vices. In 1998, Posicom Inc. was sold 

to Calgary based MetroNet Commu-

nications which subsequently ac-

quired controlling interest in AT&T 

Canada where Mr. McCone assumed 

the position of President-Marketing, 

Carrier and Consumer Services until 

July 2000. From 2000-2007, Mr. 

McCone was appointed President and 

CEO of Ceres Inc. a privately held 

manufacturer of natural fertilizers. Mr. 

McCone has been the President and 

CEO of Preo since October 2007 and 

a director since December 2009. 

 

Company Profile: 

Preo Software Inc. provides revolu-

tionary print management solutions 

with the power to reduce your enter-

prise print volume by 15 - 30% - an 

environmentally responsible return on 

your investment dollars. 

 

Printelligence™ is the only print man-

agement system that adapts itself to 

an organization’s printing behavior, 

thanks to a unique adaptive rules en-

gine that modifies the messaging de-

livered to end-users at the desktop, 

based on individual behavior. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

 

CEOCFO: Mr. McCone, what at-

tracted you to Preo Software origi-

nally? 

Mr. McCone: I was attracted by two 

things. One, the company had some 

unique patented technology to offer in 

what I consider to be an evergreen 

marketplace. Two, I thought it had a 

very solid management team and with 

some minor changes I really thought 

we could bring this company to the 

next level. 

 

CEOCFO: How has Preo Software 

changed since you have been there? 

Mr. McCone: Fundamentally, upon 

my arrival I guess it is fair to say that 

we changed the business model. Ini-

tially, the model was to try to establish 

partnerships and sell this through 

OEMs such as XEROX, HP, and 

Lexmark; people that are obviously 

very prevalent in the print industry. 

However, the problem was that we 

simply had not established proof of 

concept for the technology itself. 

Therefore, upon my arrival I basically 

endeavored to adopt a direct sales 

model, hired four or five people and 

literally went after Fortune 1000 cli-

ents. Now that said, obviously it takes 

you a little bit more time to implement 

that and being that we are a very ob-

scure company based in Calgary Al-

berta; we did not have brand recogni-

tion. So it took us the better part of a 

year and a half to penetrate some of 

these accounts, but we were able to 

land marquis accounts such as Hon-

eywell, ESI Scripts, and Washington 

State. From there that really allowed 

us to go back to the professional ser-

vices divisions of some of these lar-

ger manufacturers to now interest 

them in distributing our technology so 

that we could then establish scale. 

 

CEOCFO: What is unique about the 

Preo Software print system? 

Mr. McCone: Fundamentally three 

things. One there are other organiza-

tions out there that capture end user 

centric data; however, we are the only 

one to do it using a SaaS or “software 

as a service” architecture. Basically, it 

allows for remote deployment where 

the back office resides with us, and 

we simply install a thin client within 

the customer’s firewall. Our system is 

literally deployed within thirty to sixty 

minutes and that is in fact unique to 

us. All of our competitors require the 

installation of database servers, ap-

plication servers, and in some cases 

additional hardware within the client’s 

firewall, so we have a tremendous 
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advantage there. The second thing 

we do that is unique to us is we actu-

ally capture the amount of color cov-

erage on the source document as it 

appears on your computer screen be-

fore the job is actually printed. That is 

extremely important for establishing 

predictive models for toner utilization 

and things of this sort. Finally, the 

amount of raw data that we actually 

capture set us apart. We capture in 

excess of a 120 different data attrib-

utes on any given print job. Our clos-

est competitor I believe cap-

tures somewhere in the area 

of 35 to 40, so we have three 

very distinct and measurable 

advantages in the market-

place. 

 

CEOCFO: What is an ex-

ample of some of the things 

Preo might capture that 

other people would surprise 

people? 

Mr. McCone: There is obvi-

ously the area coverage ap-

proximating the toner cover-

age on a page, but in terms 

of the more usable data that 

most clients would refer to 

we’ll capture the original or 

source application for the 

print, the user ID who gener-

ated the print, number of 

pages, time of day, single-

sided/double-sided, page 

size. Those are the kinds of 

things that we do capture, as 

well as which printer it went 

to, so that you can start to 

manage your device infra-

structure as well. 

 

CEOCFO: Is it that others 

have not figured this out, or 

is it that Preo has figured out how to 

actually make it happen? 

Mr. McCone: Software as a Service 

continues to become more and more 

popular within the Enterprise market; 

organizations like salesforce.com and 

WebeX have clearly demonstrated 

that. So organizations are now start-

ing to wrap their minds around that. A 

lot of our long standing competitors 

originally bet on the fact that most 

organizations do not like to see infor-

mation leave outside their firewall. To 

develop the SaaS architecture proba-

bly required a good three to four years 

in R&D on our part, so we were very 

slow in coming out to market. We 

sacrificed short-term revenue for long 

term gain. So that makes us a rela-

tively new entrant in this market, but 

at the same time given the attractive-

ness of the SaaS model, we probably 

have a first mover advantage that I 

think we can maintain probably for 

another twelve or eighteen months. 

 

CEOCFO: Are most companies or 

organizations today aware that they 

should be looking at printing or is it 

still something where there is educa-

tion to be done? 

Mr. McCone: There is still a fair 

amount of education to be done. 

Thankfully, there are research organi-

zations like Gartner who have pub-

lished articles that clearly state that 

3% to 5% of most organizations gross 

annual revenue is spent on document 

output management. Office print is 

probably the last bastion of uncon-

trolled expense in the enterprise mar-

ket and interestingly enough the av-

erage employee just printing inciden-

tally throughout the course of a day 

will print approximately 8,000 to 

10.000 pages a year at an annual cost 

to the employer of about $800 to 

$1000. When you have organizations 

with ten thousand to twenty thousand 

employees, that is a huge amount of 

money, and quite frankly nobody has 

been paying attention to it. Most of 

these organizations would no sooner 

allow you to place a long-distance 

call, yet you could literally print at will 

and nobody is really monitoring that. 

Once our software is de-

ployed, typically within thirty 

to forty-five days we see a 

cost reduction in the 10% to 

15% range, which is signifi-

cant. Literally, our software 

pays for itself within 45 to 60 

days. 

 

CEOCFO: Do you do any-

thing with regard to em-

ployee concerns over being 

watched? 

Mr. McCone: We try to 

mitigate that factor in that 

when we deploy our soft-

ware what we try to do is 

encourage print administra-

tors within these organiza-

tions to take a soft shoe ap-

proach. In other words, do 

not impose restriction at de-

vices, but take a look at 

your usage, establish your 

baseline, and find out who is 

printing what, which applica-

tions are driving it and which 

users are driving your color 

print. Then from there try to 

make some meaningful 

suggestions. We do not 

suggest, although our soft-

ware has the capability, that 

you literally shut down or impose cer-

tain or specific practices. We try to 

promote that soft shoe approach, 

whereby we would make suggestions 

to employees through the use of pop-

up balloons. For example, if I were to 

go out and print an email in color, my 

print admin might have established a 

guideline whereby every time an 

email is printed in color a message is 

sent to those employees saying, “All 

employees in the company should 

print their emails in black and white 

instead of color. We as a company 

could save $1.5 million a year.” Doing 

There are other organizations out there that 

capture end user centric data; however, we are 

the only one to do it using a SaaS or “software 

as a service” architecture. Basically, it allows 

for remote deployment where the back office 

resides with us, and we simply install a thin cli-

ent within the customer’s firewall. Our system 

is literally deployed within thirty to sixty min-

utes and that is in fact unique to us. All of our 

competitors require the installation of database 

servers, application servers, and in some 

cases additional hardware within the client’s 

firewall, so we have a tremendous advantage 

there. The second thing we do that is unique to 

us is we actually capture the amount of color 

coverage on the source document as it ap-

pears on your computer screen before the job 

is actually printed. That is extremely important 

for establishing predictive models for toner 

utilization and things of this sort. Finally, the 

amount of raw data that we actually capture set 

us apart. We capture in excess of a 120 differ-

ent data attributes on any given print job. Our 

closest competitor I believe captures some-

where in the area of 35 to 40, so we have three 

very distinct and measurable advantages in the 

marketplace. - Gary McCone 
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it that way you have not actually 

slapped anybody on the wrist, and 

have not stopped them from doing it, 

but you have sensitized them to the 

impact that a change in behavior 

might generate for the organization. 

That has proven to work quite nicely 

and as I say, sort of mitigates the fact 

that big brother is watching. But there 

is no question that they know big 

brother is watching, but big brother is 

not coming down on them either with 

a hard stick. 

 

CEOCFO: Do you think most em-

ployees just do not realize what they 

are doing, just print without any 

thought? 

Mr. McCone: Absolutely, and we 

have done enough deployments now 

to prove that. In other words, they did 

not realize it cost so much. The aver-

age cost to print a page in an organi-

zation, if we are talking a relatively 

large organization you are probably 

looking at about a penny and a half to 

2 cents a page loaded cost and to 

print a color page is about 7 cents to 8 

cents per page. So if somebody prints 

a 20-page document, well that just 

cost a $1.60 if printed in color. There-

fore, as soon as people are sensitized 

to the fact that it costs so much then 

all of a sudden people will start to look 

at their print habits. Another interest-

ing statistic, which after capturing 

hundreds of millions of jobs is that 

50% of the jobs printed are one page. 

I mean I can understand somebody, a 

CEO or president that says, “I am go-

ing to print this 50-page document 

and I will read it on the plane because 

I am traveling a fair amount, but who 

really needs to print a one-page 

document. It seems to me you can 

read that electronically and store it, 

but do you really need to print a one-

page document. So when you be-

come cognizant of the print behavior 

within your own organization you real-

ize very quickly where the opportuni-

ties for savings are without seriously 

affecting your employees productivity. 

 

CEOCFO: Preo Software has just 

extended a relationship with Xerox, 

would you tell us about the relation-

ship 

Mr. McCone: We have a unique rela-

tionship with Xerox in that they basi-

cally use our software to promote a 

very specific line of printers known as 

the Color Cube 9300 Series. They 

introduced this line of printers about a 

year ago and with it introduced the 

concept of tiered pricing. Earlier I 

mentioned that the average cost to 

print a color page was in the 6 cents 

to 8 cent range; what Xerox did was to 

introduce the concept of tiered pricing 

based on the amount of toner or color 

on that page. They had three different 

tiers and depending on the amount of 

coverage you have on that page, they 

will charge you anywhere from a 

penny and a half to 8 cents, at the 

high-end, for color print. As a result, 

in comparison to their competitors, 

Xerox claim they can generate sav-

ings ranging from 20% to 60% on 

color print. Basically, they are using 

our software to measure the amount 

of color on that document and we ba-

sically calibrated our process to how 

they actually drop toner on a page. 

Xerox uses our technology as a pre-

sales tool. They deploy it within the 

client environment; they capture all of 

the print from that particular account 

having already preloaded the existing 

cost per device for printing to those 

actual devices. Then they super im-

pose their cost structure on it and 

then actually go back to the customer 

with a proposal using the customers 

own data and give them a very spe-

cific return on investment for the ac-

quisition of their printers, which can 

cost anywhere from $15,000 to 

$20,000. Therefore, as you can see, it 

is basically used as a presales tool. In 

fact, if you went to the Xerox.com 

website, if you click on print advisor, it 

will basically allow you to submit a job 

or a series of jobs and have them 

costed right on their website. You get 

immediate results and you can imme-

diately compare that to what you are 

paying today and that potentially in-

cites you to contact your Xerox sales 

rep. So that is fundamentally what 

they use our software for. 

 

CEOCFO: Do you see further licens-

ing of your technology, in different 

ways perhaps? 

Mr. McCone: Absolutely! In fact, 

most of our focus has been on the 

managed print services industry or 

MPS as it is called. Basically, that is 

the partial or complete outsourcing of 

your print infrastructure. More and 

more organizations are turning that 

over to the professional services divi-

sions of larger manufacturers in the 

states as well as some independent 

players; organizations like Supplies 

Network, Synnex, NER to name a 

few. Therefore, we are now establish-

ing relationships with these people, 

because typically managed print ser-

vices contracts which range from 

three to five years in duration are sold 

on a cost per page or cost per image 

basis. From that point on the out-

sourcer basically handles everything 

from hardware to toner to supplies to 

paper. You no longer need to manage 

that. You just pay on a cost per click 

basis. One of the criticisms of this 

particular industry up to this point has 

been that they are only addressing the 

effect of print, which, basically, is the 

activity that is occurring at the device 

as opposed to addressing the cause 

of print, which is actually an employee 

who has who hits” file print” on his 

computer. So, now we have started to 

work with these organizations to 

merge end user data along with de-

vice data. It is creating quite a buzz 

because now we have signed a num-

ber of partnerships that will now in-

corporate us as a subset of a broader 

managed print solution. Now all of a 

sudden I am going to be leveraging or 

Preo will be leveraging both the sales 

and the technical organizations as 

well the brand awareness of some of 

the largest players in this industry. 

 

CEOCFO: What is the financial pic-

ture like for Preo today? 

Mr. McCone: The financial picture of 

course with any start-up company that 

spent three to four years on R&D is 

somewhat challenging, but I am 

pleased to report that we have gener-

ated our  million in revenue over each 

of the last two years and I would ex-

pect that to at least triple in 2012. Be-

cause ours is an annual renewable 

subscription model, the revenue 

model is extremely sticky and we are 

poised for tremendous growth going 

forward. 

 

CEOCFO: When it comes to imple-

menting with a company, is it all tech-

nology, or do you need experts to go 

in and look first? What is the process? 

Mr. McCone: The process is rela-

tively simple. Let’s assume that an 
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organization is interested in deploying 

our software. What we would typically 

do is send either the IT manager or 

the print administrator a registration 

key via email. They would download 

that, then they simply need to input 

the IP addresses of the print servers 

on which they want to monitor print, 

and allow somewhere between a min-

ute to two minutes per print server 

and you are done. You are then im-

mediately capturing print without ever 

leaving the office. There has been no 

significant expertise required because 

it is literally that simple. In fact, we 

are working with one right now that 

has 20,000 employees in forty differ-

ent countries so can you imagine the 

impact of being able to capture print 

from 20,000 employees in 40 different 

countries and probably get that 

downloaded within less than two or 

three hours; it is almost unheard of 

and unprecedented in this industry. 

 

CEOCFO: Are people concerned 

about security? 

Mr. McCone: There are some organi-

zations that haves hared that concern. 

The good news is we do not actually 

capture any content, so the content of 

what is being printed is never sent to 

our back office. We just get high-

level, what we call meta data. So your 

time of day, source of applications for 

the print, but we do not actually know 

what was printed. That is an obvious 

way to address that. Now if an organi-

zation says, “I am not crazy about the 

idea of the user being identified, we 

can in fact suppress that in those 

situations, but then you start to lose 

some of the effect of the manage-

ment aspect or capability of this tool. 

The other thing that typically drives 

the point home is every time some-

one brings that up I say to them, 

“Who manages your payroll? Of 

course, particularly in the large or-

ganizations all of that is outsourced, 

where you have things like social se-

curity numbers and names and ad-

dresses of people actually leaving 

your firewall, so why would you be 

concerned about a print server ID 

number. So that tends to drive the 

point home and people say, “Oh yeah, 

I had never really looked at it quite 

that way”. I am pleased to report that 

as the SaaS model becomes more 

popular, more people have wrapped 

their minds around this and it is be-

coming less of an issue, but for some 

people it still remains an issue. 

 

CEOCFO: Has the investment com-

munity started to pay any attention 

and do you do any outreach to attract 

investor attention? 

Mr. McCone: We have not had the 

funds really to create that awareness, 

but I am pleased to report that we will 

be closing on some significant financ-

ing here in the next sixty to ninety 

days. We will be allotting some of 

those funds to a fairly comprehensive 

investor relations program, and we 

already know who we want to do busi-

ness with going forward. I will proba-

bly spend a better part of the next 

twelve months going out on a quar-

terly basis to meet with analysts, in-

vestors, institutional investors, and 

really spread the word. That com-

bined with some of the significant 

partnerships that we have signed and 

are about sign, is really going to put 

this company on the map. Therefore, 

I have tremendous expectations at 

least as it relates to awareness for our 

company over the course of the next 

year. 

 

CEOCFO: In closing, why should po-

tential investors pay attention to Preo 

Software today? 

Mr. McCone: The fact that we have 

concluded significant partnerships 

with the likes of Supplies network, 

Toshiba. Xerox, and a major office 

solutions company that will remain 

unnamed because they are only 

launching in January, is extremely 

appealing, and again there are more 

to come. It bodes well in terms of our 

ability to scale and literally cover the 

world. The most important element is 

we are not just an additional sku on 

their pricelist. At least 75% of the 

partners I have just mentioned here 

have agreed to include our data entry 

level offering within their broader 

managed print solution at no addi-

tional cost to their end users. There-

fore, we have achieved some form of 

ubiquity and will be installed in liter-

ally 100% of these cost per page 

deals, which represents the vast ma-

jority of their business. So having 

achieved that milestone, combined 

with our recurring revenue model, 

makes this particular organization one 

of the most attractive in the market-

place today. 

 

 

 

 

 


