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How InfoTrends Works with Clients

Strategy

OperationsSales
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InfoTrends Products and Services

Custom 
Projects

Multi-client 
Studies

Advisory 
Services

Databases 
& Tools
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Some of Our Clients

Enterprises

Government

Service Providers

Channel

Private Equity

Technology Vendors

Enterprises

Government

Service Providers

Channel

Financial Services

Technology Vendors
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Agenda

Market Trends

Being Digital

Strategic Paths

1

2

3

4 Recommendations
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Classic Market Development Curve

Market Rapid Competitive

Development Growth Turbulence Saturation Decline

Sales/ 

Growth

Time

Fax

MFPsPCs

Managed Services

Security

Mkt Automation

NLPQuantum 

computing
IoT

3D

Mobile

Big Data

AR

Cloud

R&D, Entrepreneurial Operations, ServiceMarketing, Sales Accounting

Workflow
Servers

WFPs

Presses



8© InfoTrends www.infotrends.com

Strategic Paths

Innovation Driven

Operations

Driven

Greater 

� quality

� efficiency

� productivity

� customer service

New

� services 

� products

� customers

� business models

Continuous investments in …

�technology

�business processes 

�sales & marketing

that lead to … 

Lagging

Mainstream

AdvancedSurviving

Striving
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Where Are You?

Operations

Driven

Fax

Forms SMB

Break/Fix

A3/A4

Innovation Driven

Workflow

MPS

Production

Security
Back-up

ERP, CRM
Verticals

Email

Website

Predictive

Visualization
Marketing Automation

Analytics

3D

Managed Services

Mobile

Cloud

Figure out the right mix 

of operations and 

innovation initiatives
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Are You Ready?
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What Will be Valued in 3 to 5 Years?

Analytics

Visualization

Predictive

Workflow

Mobility

Automation

Compliance

Security

Services

Cash flow

Time

Devices

Integration

Break/fix

Price

$

Financial Government Retail Professional Utilities Healthcare Education Wholesale
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Google (Search) Trends – Copiers

Source: ThinkWithGoogle

Numbers represent search interest relative to the highest point 

on the chart. Does not convey absolute search volume. 

A line trending downward means that a search term's relative 

popularity is decreasing. But that doesn’t necessarily mean the 

total number of searches for that term is decreasing. It just 

means its popularity is decreasing compared to other searches.
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Search Trends – Copiers vs. Printers

Source: ThinkWithGoogle
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Search Trends – Managed Print Services

Source: ThinkWithGoogle
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Search Trends – Copiers vs. Managed Print Services

Source: ThinkWithGoogle
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The Customer Journey to Online Purchases
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Google … The Customer Journey
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Customers May Be More Knowledgeable than Reps

Source: Corporate Executive Board survey with over 1,400 B2B customers
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Your Website Matters
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These Aren’t Solutions … They Are Boxes



24© InfoTrends www.infotrends.com

What You Are Up Against
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Engaging Content and Tools Tuned to Customers
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ERP

MPS

3rd-Party

Accounting

Marketing

CRM

Data-Driven

Dealership



28© InfoTrends www.infotrends.com

Data-Driven Operations

Marketing originated customers

Customer acquisition costs

Account profitability

Customer lifetime value

Product mix/line profitability

Professional services profitability

Territory optimization

Vertical & geo market penetration

Sales cycle length

Annual sales and quota

Percent of quota

Months to quota

Sales rep profitability

…

Page views

Click through rates

Visits

Sales

Costs

MIF

AMPV

MTBF

Response time

MTTR

Page coverage

Parts inventory

Consumables

Meter reads

Payment

Credit scores

…

DATA

By product

By account

By sales rep

By technician

By sub-region

By marketing channel

By time period

…

DRILL DOWN INSIGHTS
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More People Involved in the Decision, 

Harder to Reach Them

Source: Corporate Executive Board survey with over 1,400 B2B customers
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Ad Retargeting

Your 

Site

Prospect on Web Visits Your Site

Your ad displays 

on other sites they visit

Your retargeted ad 

captures their interests

Prospect converts into a 

loyal customer

Leaves Your Site

Place cookie
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Customer Engagement Platforms

� Account-based advertising

� Target specific companies with personalized messages

� Place your ads across leading exchanges and publishers

� Measure and optimize by account
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Predictive Sales Automation Tools
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When to Call the C-Suite

Source: The Wall Street Journal
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Recommendations

� Anticipate more disruption and “clarification”

− Value shifts and channel consolidation

� Determine your strategic path – and push way out

− Operations and innovation

� Make “being digital” the center of your strategy

− Strategy and management

− Products and services

− Sales and marketing

− Employees, processes and tools

� Push your company (and customers) to evolve faster
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"Being digital is different. We are not 

waiting on any invention. It is here. It is 

now. It is almost genetic in its nature, in 

that each generation will become more 

digital than the preceding one.”

Nicholas Negroponte, 1995

Chairman Emeritus of MIT Media Lab
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