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Micro to Mega: Trends in Business Communications
SEROZER
ESRROZA=H—23VDABMNUF - KR & INERDT—7 T4 5 2322 —23VBEIE?
R Z (Enterprise) HLH/PNEZE(SMB)E,. EBEREMIAZIA=H—3[F Examination of Various Market-Defining Trends
AUTTMBEVIZ2=S—2a FRERV. BEEHEEL,. INEE
L FELTIFRYER A,
SH.BEFLOIZA=F—avIE MR, A5 ENA)L,
V=X )LATATIREZLDFENHYFET . REDFrLUTIE,
BROBRICAFT, AT T Fr R L OBENLBEHEFTITETT . y .

¢ Shitt oo elerTionis dopsment delleery

+  Migration fom ofbet to dighe!
printing

+  Adoption of varlabie data printing
progiam

+  Adopticn of e-mall, mobile, snd sacial
meda marseting

« Crtteris fa¢ salacting prowiders

¢ Use of the Wrternet to order
BOCUMBMIL INE Sroer-Mede warvices

+ Choanel preteresces for speofic types
of commuricatisns

LB REXRBIVHNEEICENT, @QEFEFNVHREY—O32
Z—2avEFHEL. OB ATATDFARRESVFHEEHEZEL. QATATEEICE TOREENODEKREHA
BMIZLET,

B FAEOCEH
e HRBELUALTAVIZEIFAOZI2 2 —2 30 F—ER~NDEXR | ZHRT S

o FETIIVT—LalnBH-ATATHREBICELWTOREWEE)ETEEILT D PRSI i A
e email, mobile, social media ¥—4 T4 J DFAKREHERT S -

o BATATICHITEH. FABMZREILLT S

o JARAT4T-OZT2=—1aVDHREFET D
s FFAANOEFERECHERA/FRAKRERERETS

o H—ERRHEBIZKRODIE. BERAIEERT S
s MEBLUTIVT—LavOEERIZEVT. BBREIULAA T30 FEIET S

B &M . USTHhiE

/N E (500 B UL TF) SAE/N—T1HIL

o Construction

o Education

o Entertainment

. Financial Services/Insurance
U Healthcare

o Manufacturing

o Non—profits

o Personal services

J Professional Services
o Real estate

o Retail

. Hospitality (accommodations and food services)

A2 (500 &L E)REBEN—T1HIL: (FFE)

o Automotive — data only

U Education

o Financial Services/Insurance
U Government

o Healthcare

o Hospitality

o Retail

*  Manufacturing /" R —Mz? /J?
VR

o Utilities/Telecom &N

N

eyt V\<)

ver.110




m FEFE
o Web BERE : K/ \—T1HJIL 75-100 4> T )L (exectives and decision—makers)

L A mix of functions (VPs / Directors of Administrative Services, Functional Owners, and Marketing Executives)

o F/EAAEL—PRAE . 15-204

B AR GHEE. EXCES p.18 £TBIEE)

s IJEUT4THT—(PPT LR—F)

e Key Decision Maker ~ADA2BE 1—H<!1)—
s WRFY— KIHEIT—4

m SREEH
o $16,995 (1 LiR—k: KEeFEhR HLLIE R/ EZERR)
o $26,995 (2 LiR—k: K%k F/MEZERR)

B drupa 2016 [AIA TS Ay (G, SRECHEMLEHEES)
s HEHERDEHILELT—av~DiEH

o RIAR—N—(FE=ZFFTMLKR—F) DIERK

e BHARUNTORE—H—%

BXEtt 41242 X http//www.infotrends.co.jp/corporate—profile/

KEDRRMUIZEK#ZEL InfoTrends #DBREN, TORINAA—DU TG, FXaivby)a—aviigic
HELE-REEFH TRV @EZ /B TAY. TESHRAO ML AR— O RERE. AV FILTA0 T H—EREITST
WEJ, (GBY: BK.KH): TEL:03-5475-2663 Email: mail@infotrends.co.jp

ver.110


http://www.infotrends.co.jp/corporate-profile/
mailto:mail@infotrends.co.jp

© oo NoO kDR

B2 BSE DN P PP DS OOWWWWWWWWWPNDNDMNPDPNDNDDMNDNNDNNMNNMNNEREPERERPRPERPEREREERERERE
SURWNPRPFOOCOISOTELDRNRPLPOOD IODTIRORNEOO®ID0E®N PO

SMB FRAEHR PPTLAR—FER
(Enterprise fRDEEMBEELARIZHEYET , FRN—TAILITELZYFET)

Micro to Mega: Trends in Business Communications SMB Study Research

Introduction

Project Objectives

Markets Studied

Project Focus

A Two-Part Study:  Subscribers Buy One or Both
Research Deliverables

Applying the Study Results to Drive Sales and Volume
SMB & Enterprise Market Size

SMB Market Size by Vertical Industry (<500 employees)
Respondent Demographics

Number of Employees (Means by Vertical)

Annual Revenues (Means by Vertical)

Business/Office Description

Level of Responsibility in Decision-Making Process
Job Title

Market Focus

Executive Summary

Executive Summary — Key Findings
Recommendations

. Average Annual Communications Spending by Vertical
. Communications Budget Increasing or Steady

Anticipated Increase in Communications Budget

ermage of Responders
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(Means by Vertical)

Anticipated Decrease in Communications Budget (Means by Vertical)

. Average Annual Print Spending by Vertical

Print Used to Acquire Customers and Build Brand

. Top Objectives of Print Materials
. Top Objectives for Printed Materials & Apparel

Digital Media Used to Acquire Customers and Build Loyalty

. Top Objectives of Digital Media
. Top Objectives for Digital Media

Interview Perspective: Media Objectives

. Share of Current Communication Spending by Channel

Share of Communication Spending by Channel in 2 years

. Communication Spending Growth

Print Spending Growth

. Spending Growth by Channel

Print Application Growth

. Top Print Spend by Application by Vertical

Primary Digital Printing Applications by Vertical

. Online Migration by Application

Frequency of Print Personalization by Industry
Loyalty to Print Providers

Interview Perspective: Customer Loyalty
Purchasing Print-Related Products and Services
Decisions About Print Procurement Contracts
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Purchasing Trends

Web-Based Purchasing Platform/Portal Provided
Print Ordered Over the Internet

Aggregate Survey Results

Communication Spending

Communications Spending Distribution (Means)
Interview Perspective: All Channels On!

Print Spend for Internal vs. External Communications
Communication Methods

Interview Perspective: A Multi-Channel Approach Helps Develop New Business

Top Objectives for Print Direct Response

Top Objectives for Print Publication Advertising
Top Objectives for Print Signage

Top Objectives for Packaging

Top Objectives for Mass Media

Top Objectives for Online Marketing

Top Objectives for Search Engine Marketing

Top Objectives for e-Mail Marketing

Top Objectives for Social Media Marketing
Interview Perspective: Social Media Didn’t Work
Top Objectives for Mobile Marketing

Top Objectives for Promotional Products

Top Objectives for Promotional Apparel

Top Objectives for Business Identity Products

Top Objectives for Sales/Marketing Materials

Top Objectives for Transactional Print

Top Objectives for Electronic Transactional Communications
Spending by Top 10 Print Applications

Interview Perspective: The Value of Print
Transition to Digital

Delivery Format of Communication Materials
Interview Perspective: Monthly Printed Company Newsletter
Production of Printed Communications
Exclusively Electronic Delivery in 2 Years (1)
Exclusively Electronic Delivery in 2 Years (2)

Top Reason for Transitioning to Electronic Format
Mandates/Policies for Electronic Format

Offset Vs. Digital

Split Between Offset and Digital Printing (1)

Split Between Offset and Digital Printing (2)
Media Usage Trends

Marketing/Advertising Campaign Type

Frequency and Degree of Personalization

Reasons for Not Personalizing Communications
Interview Perspective: Personalization is Too Expensive
Number of Media Types Used Per Campaign

Print Blended with Digital Media

Reasons for Blending Print and Digital Media
Types of Digital Content Linked to Print
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Interview Perspective: Linking Direct Mail and Online
Response & Action Rates of Various Media Combinations
Interview Perspective: Printed Direct Response Delivers
Key Print Buying Trends

Decisions About Print Procurement Contracts

Department that Makes Decisions about Vendor Selection
Departments Making Decisions about Vendor Selection
Interview Perspective: C-Level and Sales-Level Decision Making
Purchasing Print-Related Products and Services

Reasons for Not Ordering Print Online

Functions Used When Ordering Print Online

Web-Based Purchasing Platform/Portal

Print Ordered Over the Internet

Interview Perspective: Purchase Promotional Products Online
Reasons for Not Ordering Print Online

Functions Used When Ordering Print Online

Interview Perspective: Purchasing Business Cards Online
Selecting a Print Provider

Criteria in Choosing a Print Services Vendor

Importance of Ancillary Services

Interview Perspective: Priorities When Selecting Providers
Provider of Services

Change in Spending on Services

Anticipated Change in Spending on Services

Frequency of Using Print Services Vendor (Means)
Switching Print Providers & Reason for Switching
External Service Providers

Preferred Marketing Method

Relationship with External Providers

Appendix: Industry Demographics
Vertical Industry

Construction Business

Education Business

Public/Private Education
Entertainment Business

Financial Services/Insurance Business
Healthcare Business

Hospitality Business

Manufacturing Business
Non-Profit/Association Business
Personal Services Business
Professional/Technical Services Business
Real Estate Business

Retail Business
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