ends

CAP VENTURES

Office Color: Accelerating Demand &
Maximizing Profits

Project Director: Jeff Hayes, Group Director
Senior Advisors: Catherine Charlery

Bob Leahey
Creative Services: Carrie Sylvester
Editorial/Proofreading: Eve Padula

This report is copyrighted by InfoTrends and is made available to a limited number of clients
subject to the following conditions:

InfoTrends retains all rights to this report in its entirety.

Reproduction and/or disclosure in whole or in part to parties other than the InfoTrends client to
whom the document was originally sent is prohibited without the express written consent of
InfoTrends.

This report should be treated as confidential and proprietary for internal use only.

The information is believed to be accurate and reliable, but cannot be guaranteed to be correct
or complete.

InfoTrends
97 Libbey Industrial Parkway, Suite 300
Weymouth, MA 02189
(781) 616-2100

www.capv.com




December 2005 Office Color: Accelerating Demand & Maximizing Profits

Table of Contents

L@ o103 LAY SO PP T PTPPRN 9
11 gTeTo [o] [oTo | PP P TP OPPPP 11
EXECULIVE SUIMIMAIY ...ttt e e ettt e e e oo oo h bbb e et e e e e e e s e ababe et e e ae e e s e anbbbeeeeeaaeesaannbeeeeaaeeeaanrebenes 12
WRAL IS @ UCP? ..ottt ettt e e et e e e sttt e e et bt e e e ek be e e e e abbe e e e e anbaeeeeanbeeeensbeeeeanbeeeeanees 12
Key End-User RESEAICh FINAINGS ...uuuiiiiiiiiiiiiiiiiice ettt e e e e s s et e e e e e e e s e an e e e e e e e e e s ennennnees 13
Key Conjoint ANAlYSIS FINAINGS ..ot s s e e e s s et e e e e e e s s s nnnnreee e e e e s s nrnnnees 15
NN YAV L= T (o] gl =T 6] o= od 1) 16
Market SiZE AN0 FOIECAST.......eiiiiiiiiie ittt ettt e e sttt e e e sbb e e e sbb e e e snbeeeessnbeeeeeans 17
LT oTe] 101 04 1=T 0 o £ o] SRR 20
L 0T [0 Tox B T T PRSPPI 20
Tandem VS. SINGIE-DIUM DEVICES ......ccoiuuiiieiiiiee ettt ettt e et e e atb e e s sbr e e e s sbreeaesbneee s e 20

L 1110 o PO PP P PP PR PPPPPON 21
KBY IMBIKELS ...ttt o bt e s a bt e s ab bt e e ek bt e e e a bt e e ebb e e e e ennbe e e e e neee 21
DiStribUtioN & MAIKELING .......eeeiiieiiiiiiitii ettt e e ettt e e e e e e e e ssabb e e e e e e e e e s e annneeeaaeeeeanans 21
YU VoV T Yo [ o Yo T T TP UUPTTTPRPTTR 23
[T g ToTe | = o] TSP 23
Sample by Company Size and LOCALION SiZE .......c.c.cuviiiieiiiiiiiiieiicee e a e e aee s 23
Role in Selection and Purchase of Office EQUIPMENT ..........oeiiii i 26
Response by Location Type, REJION, SIZE ......uuuiiiiiii it e et rar e e e e e 30
Rates of EQUIPMENT OWNEISRIP .....coiiiiiiiii ettt e et e e s st e e e srbeeeeeaas 32
Overall OWNEISNIP RALES ........uiiiiiiiie it e e e e e e e s e s et e e e e e e s s sntrr e e e eeesseanreeeeeaees 32
Ownership of BIaCK & WHIte DEVICES .......uuviiieiiiiiiiiiiiie e s sttt e e e e s s e e e e e e s s s e e e e e e e s s nnrnaaneees 36
OWNETSNIP Of COlON DEVICES .....ceeiiiiiiie ettt ettt e st e e e et be e e e e be e e e eneees 38

L0 LYo ] i =T (U1 o] 41T o | TP PP STPT O 43
Numbers of People Sharing DEVICES ........coouuiiiiiiiiiie ittt 43
Primary OUIPUL DEVICES .......uueiiieiiiiiiieiii ettt ettt e e e e e s e e bbbttt e e e e e e s e sabbeeeeaaeeeaannsbeeaaeesaannns 45
Reasons for Not Using Color Printers as Primary PriNtErs ... 47
Print Volumes and Color Share of Volume: Inkjet Printers and Multifunctional Devices ................... 49
Print Volumes and Color Share of Volume: Color Laser Printers and Multifunctional Devices.......... 55
Copiers that Are USEO IMOST .....uuiiiiii e e e e s e e e e e e st ae e e e e e s e s st b r e e e e eeeeessnnneeeaaeens 61
Reasons for Not Using Color Copier/Printers for MoOSt JODS.........ccvvviiiiieeiiiceeece e 63
Print Volumes, Color Share of Volume: Color COpier/PriNterS........ccuvvieieieeeieiciiiieee e e s s ssiieneeeee e 65
Use of Outside Providers for Color Copying and Printing ..........ccooviciiiiirieeiisiiiieeeee e ssiivneeeeeee e 69
Color Printing and Copying APPHCALIONS .........ciiiiiiiie ittt 75
Black & White Printing and Copying ApPPlCAtiONS ..........coiiiiiiiiiiiee e 77
Reasons for Printing JOb in Black & WHILE..........c..uiiiiiii e 79
Typical Office EQUIPMENT PUICNASE .........c.cuviiiiiii ettt e e e e e et re e e e e e e e s snnreeeaaee s 81
Single-Function vs. MUILITUNCHONAL.............ooiiii e 81
Same Device or Separate Devices for Color and MoNOChrome ..........cc.uvveeiiiiiiiiiiiiieeee e 83
Personal VS. SNAr€d DEVICES .........uuiiiiuiiiieiiiiite et e sttt e et e et e e s st e e e s nbe e e e s antbe e e s ssbeeeeesbeeeannees 85
Personal, Workgroup, or Departmental DEVICES...........cccuuuiiiieeei e e e e e e s s e e e e e s srrrae e e e e e e eenns 87
The UnIVersal DEVICE CONCEPL ... .uuiiie et i i iiieiieet e e et s ittt e e e e e s e st rae e e e e e e s s annteaeeereaeeesannsrraeereeeeesanstnneeeeees 89
10T T AT 1 U= O @ T o T o | U 89
Reasons for Low INterest in UCP CONCEPL .......vviiiiiiee e e s ettt e e e s s e e e e e e s e s nnrnrneeeaeeeeanns 91
FUNCLioNS NOt NEEAEA IN UCPS ......oiiiiiiiiiiiiiee ettt et e esnn e e neees 93
Controlling ACCeSS t0 COIOr FUNCHON .......ciiiiiiiie ittt 95
Interesting Factors about the UCP Product CONCEPL........cuueiiiiiiiieeiiiiie et 99
TYPE OF UCP PIreferTeU......eeiiiiiiiie ittt ettt ettt et e e e sbb e e snnneeas 103
UCP as a Replacement vs. AdditioNal DEVICE .........ccooiiiiiiiiiiiiie ettt 105
Most Likely DeVICES 10 REPIACE ... ..eeeeiiiiieeiei et a e e e aeeaeeas 107
PUrchase LOCAtIONS FOr UCP ...ttt ettt e e e e et e e e e e e e e e sanbbeaeaae s 109
Requirements for Next Office EQUIPMENT DEVICE..........ccccuiiiiiee ettt r e e e 111

© InfoTrends/CAP Ventures www.capv.com Page 2



December 2005 Office Color: Accelerating Demand & Maximizing Profits

(000 Yt To Tl AN g = 112 1 RSP 113
Overview of Conjoint Analysis MethodOolOgy .......ccccvviiiiiioeiic e 113
What iS CONJOINT ANAIYSIS? ...ecciiiiiieiiei e e s r e e e e e s s e e e e e e e e s s st aaeeeeeeesssnnntnaneeeeeeseannns 113
What is Choice-Based Conjoint or DiSCrete ChOICE?.......uuuuiieieeiiiiiiiiieeee s e e e e e 113
ANAIYSIS OFf CONJOINT DALA.......eiiiiiiiiieiiiiei et e et e et b e e e sbb e e e sbbe e e e sabeeeessnbneeeeaas 114
Product Attributes Used fOr thiS STUTY .......c.ueiiiiiiiiiiiii e 114
Conjoint ANalysis KeY FINAINGS .....ccoiiiiiiiiiiiieae ettt e e e e e e e e e e e anrneeaaeae s 116
Personal/Small Workgroup Segment (K25 PPIM) ...eeeiiiiiiiiiiiiieee ettt e e e e eeaa e e 117
Overall ARIDULE TMPOITANCE........ii i ittt e e e e e e s bbb e e e e e e e e s anneeeaaaaeas 117
Individual AttriDULE IMPOITANCE ........eeeiiiiee ettt e e e e e et e e e e e e s s anbnbeeeae e e e aanes 117
Share Of PreferenCe ANAIYSIS.... ... a e abae e e e e s 119
Workgroup/Small Department Segment (25 — 50 PPM) w.vvrriiireeeiiiiiiieir e e e s esreer e e e e e s ssenreeeeeeeeesnnnnnes 130
Overall AfIDULE IMPOMANCE........ccii it e e e e e e e e s e e e e e e s s et e e ae e e e e e e s s snreaneeeeens 130
TaTo T\VA o [N F= VAN 11 g1 o181 (=2 aq] o Lo g r= g o] = PR 130
Share Of PreferenCe ANGIYSIS........ooii it e e e s e e e e e e s s snrareaaee s 133
Departmental/Light Production Segment (504 PPM) ....uviiieiiiiiee e e e et e e e nree e 141
Overall AUIDULE IMPOITANCE ..ottt e et e e et e e e s bt eeesrbeeeeeans 141
Individual AttriDULE IMPOITANCE ......coi it 142
Share Of PreferenCe ANAIYSIS.......ouuiii ittt e e s sree e 144
How to Use the Conjoint Market SIMUIALOT...........ceiiiiiiiiieece e e e e e 148
Logging 0N t0 the SIMUIALOT .....ccoiiiieiee e e e e st e e e e e e e e snnbeeaaae s 148
Selecting ProdUCE SEOIMENT ...t e et e e e e e e s bbb e e e e e e e e e annnbeeaaaeens 148
Creating a Scenario — BasiC INSIIUCHIONS .........cccuiiiiiiee e et e e e s trrre e e e e e e e s enrnnaeeee s 148
Other FUNCLONS — FIlE IMEBNU ....coiiiiiiie ettt e e et e e st e e s st e e e sbbeeaesnneeeeeans 149
Other FUNCLIONS — PrOAUCT IMENU .....coiiiiiiii ittt sttt e e st e e e st e e e s stbeeeessnneeen e 149
Other FUNCLIONS — MOTUIES MENU ....ccoiiiiiiiiiiiiiee ettt st e e s sbreeeee 149
T S RS Y=o 4 =T g1 =Y 4 o o SRR 151
Personal ENVIFONMMENT .........uuiiiiiieeeiiitieie e e st r e e e e e ettt r e e e e e s s sttt et e e aaeessasnebeneeaeeeeaaanneneeeeeeseannns 151
Printers and Printer IMIPS .......oiiii ettt e e e s e e e e e e e e s e st e e e e e e e e s snneeeeeeees 151
Copiers and COPIET IMEPS ... ..ttt e st e e s st e e e e sreeeeans 151
WOrKGroup ENVIFONMIENT ......coiiiiiiiiiiiei ettt ettt e e e e ettt e e e e e e e e s s bt e e e e e e e e e s e snnbabeeeeessnnbnbeees 152
Printers and Printer IMFPS ... .ottt e e e e e e s et be e e e e e e e s sneeeaaaae s 152
Copiers and COPIEE IMEPS ...ttt e e e et e e e e e e e s abbbe e e e e e e e e s nbaeaaaeens 152
LU PRSPPI 152
Production ENVIFONMENT .........iiiiiiiiiie ittt sttt e s st e e s st et e s snbt e e e e snbn e e e e sbeeeesnaeeeas 155
L0701 [0 g U 7= 1o = 155
CrEALIVE IMBIKEL ... ettt e e bttt e e ettt e e e et b et e e e sabb e e e e snba e e e e seeeeeanbaeeeeans 156
1= o1 =1 @ 3o PP PUPTPPPPRP 156

[ 0T [0 Tox 1T o HOU PR RRPPTPRP 156
Workgroup Printer and Copier Market FOTrECAST.......ccciiuiiii ittt 157
Methodology and DEefINITIONS ........ooieiiiiiii et e et e e e e e e e s bbb be e e e e e e e aans 157
101 0] 0 0= U TP 157
IMPIESSION VOIUMIE ... ..iiiiiiiiii et e e e e e e e e e e et e e e s e st b e s e e eeeeeseaaasbbaeeeeeeeesassssenaeaeeeesnnnnrenes 158
UNItEA STAIES FOIBCAST ... ... eiiiiiiiie ettt e e e e e e e e e aabb b e e e e e e e e s abbeneaaaaens 158
WeStern EUrOPE FOIECAST .......ccouiiiiiiiiiiiieee e 161
Workgroup Printers and Printer MEPS............uiiiiiiie e e e e e e e e e e snbnan e e e e e e e e eneeees 163
U T11=To IR S] = LR ] (=T o= T RSP RRR 163
WESTEIMN EUIOPE FOIBCAST ...cevvvtiiiiiiii ittt e e e e e e et et e e e e et e e et e s e e et e eabbb s eeeeeaeees 166
Color Workgroup PrINEIS & MEPS ...ttt e e e 169
0T T1=To IS] = L0 I =T Lo LTSRS 169

VAV LTS G g I U] o] o T TN I 1= o USSP 170
Overall Color Workgroup Printer and Printer MFP Forecast ASSumptions..........cccccceveeeviiivveeeennnn. 170
<5 ppm Workgroup Color Page Printer/MFP SEOMENT........ccuiiiiiiiiiieiiiiiee et 172

5 — 8 ppm Workgroup Color Page Printer & Printer MFP Segment..........cccccooiiiiiiiiiiieiiiiiieeee, 176

9 — 16 ppm Workgroup Color Page Printer & Printer MFP Segment..........ccccoo i 180
17+ ppm Workgroup Color Page Printer & Printer MFP Segment...........ccccoiiiiiiiiiiiiiiiiieeeeeen 184

RTAY 0T o | (0T UT o N @] o 1= =S 188
UL T11=To IR S] = L0 0 (=T o= L) RSP PRR 188

© InfoTrends/CAP Ventures www.capv.com Page 3



December 2005 Office Color: Accelerating Demand & Maximizing Profits

WESTEIMN EUIOPE FOIBCAST ...cevvvtiiieiiiiiieiiie ettt e e s e e e b e e e e e e ee et e s e e et e eatbb s e eeeeneees 190
Segment 2 (20 to 30 ppm) — Black & White Copiers and Copier MFPS ...........cccccvveeeiee i, 192
Segment 3 (31 to 45 ppm) — Black & White Copiers and Copier MFPS ...........cooccvviveeee e, 196

Y =To gL oL A Lo o TN G I o] ] 1 ) SRR 200
Workgroup Universal Copier Printers (UCPS) ......coi ittt e e 204
UNIted STAtES FOIBCAST ... . .eeiiiiiii et r e e e e s e r e e e e e s s s snbb e e e e e e e e esssreeeeaeeens 204
WESEEIN EUIOPE FOIECASE ...oeiiiiiiiiiiiiie ettt ettt e e e s e s e e e e e s s s e e e e e e nenaees 206
FOrECaST ASSUIMPLIONS ....cei ittt ettt ettt et e ekt e e e sk bt e e ekt e e e e e enbe e e e e anbr e e e e anreeeeeneee 207

Ry Todo] aaY o [=T aTo b= TA o] o I TP PPPT T 209
BT (oY = T4 ] PSSR 209
ProducCt MiX @n0 FEALUINES........ciiiiiiiie ittt sttt s et s et e st e e s bt e e e enba e e s asbeeeeesnsbeeeesnteeeesnneeeeas 209
Tandem vs. SiNgIe-Drum ENQINES ........cuuuiiieiie et e e e e s e s ae e e e e e e e s st te e e e e e e s s snnnrnnnneaeees 209
[ T o PSSR 210
= T = 0T USSP PRERRRN 211
SMall VS. Large WOIKGIOUPS ....eeiiieeeiiiiiiieiiee e e ettt e e e e e e s sttt e e e e e e s st e e e e e e s snnnnan e e e e e e s e snnnrnaeeaees 212
(@1 1o ST ] - o o 1o SRR 212
SMAII BUSINESSES ...eeeiiiieeiieiiititit et ettt e s ettt e e e e e s ettt ettt e ae e e s s aeeteeeeaeeeesaansesaneeeeeesssssrnaneeeeens 212
LArgE BUSINESSES ... iitiiie ettt ettt ettt ettt e e et e e e et e e e e e b bt e e e e b b e e e e e bbbt e e e aabe e e e e aabeeennbeeeeennee 213
(D111 o101 1 o] o BT TP PPRTTPN 214
= T (=111 T R PRERRR 214

© InfoTrends/CAP Ventures www.capv.com Page 4



December 2005 Office Color: Accelerating Demand & Maximizing Profits

Figure 1:
Figure 2:
Figure 3:
Figure 4:
Figure 5:
Figure 6:
Figure 7:
Figure 8:

List of Figures & Tables

Workgroup Product SEgMENTALION. ..........ooii it et e e e e snnbeaeaeae s 13
Type of Device that Company Will Purchase Next — ReQION ............ccoieiiiiiiiiiiiiiieiee i 13
Preferred Type of ProducCt — REGION ........coiiiiiiiiiiieie et e e e e et e e e e e e enanaee s 14
Devices that Would Be Replaced — REJION...........uuuiiiiiiiiiiiiiiiieee e sccineee e e ssarrene e e e e 15
Workgroup Placements, Monochrome vs. Color — U.S. (000) ........ccccceveeeeiniiiiiiiieeeee e 17
Workgroup Placements, Monochrome vs. Color — Western Europe (000) ........cceeeeevvivvvvenenennnn. 17
Workgroup Placements, Monochrome vs. Color — U.S. Hardware Revenues ($Millions) .......... 18
Workgroup Placements, Monochrome vs. Color — Western European Hardware Revenues

LGV LT ToT g =) ISP 18

Figure 9:

Figure 10:
Figure 11:
Figure 12:
Figure 13:
Figure 14:
Figure 15:
Figure 16:
Figure 17:
Figure 18:
Figure 19:
Figure 20:
Figure 21:
Figure 22:
Figure 23:
Figure 24:
Figure 25:
Figure 26:
Figure 27:
Figure 28:
Figure 29:
Figure 30:
Figure 31:
Figure 32:
Figure 33:
Figure 34:
Figure 35:
Figure 36:
Figure 37:
Figure 38:
Figure 39:
Figure 40:
Figure 41:
Figure 42:
Figure 43:
Figure 44:
Figure 45:
Figure 46:
Figure 47:
Figure 48:
Figure 49:
Figure 50:
Figure 51;
Figure 52;
Figure 53:
Figure 54:
Figure 55:
Figure 56:

Workgroup Impression Volume, Monochrome vs. Color — U.S. (Billions) .......ccccccveevviviviieennnnn. 19
Workgroup Impressions, Monochrome vs. Color — Western Europe (Billions) .............cccuuueee. 19
COMPANY SIZE — REGION ...ttt ettt e e e e e et bttt e e e e e e s bbb beeeeaaeeesanbbaneaaaeaaaann 23
LOCALION SIZE — REGION .....eteeiiiie ettt e e e e ettt e e e e e s e bbb e et e e e e e e e e e aanbbeaeaeeeesnnrnreees 24
Primary BUSINESS — REGION ...ueeviiiiiiiiiiiieiie e e e sttt e e e s e s st te e e e e e e s e st a e e e e e e e s s e sannreaeeeeessnnnrnreees 25
Role in Selection and Purchase of Office Equipment — RegION ........ccccvveeeeiiiiiiiiiieeee e 26
Scope of Responsibility for Office Equipment Decisions — ReQION ........ccccvvevveeeiiiiiiiiieeeeeeee s 27
Scope of Responsibility for Office Equipment Decisions — Location..........ccccceeevviciivieeneeeennnns 28
Role in Selection and Purchase of Office Equipment — Location Size...........cccccvvvevveeeeivicnnnee, 29
(oY= Vo) o T NV o =Tl = =T o o R 30
Location TYPE — LOCALION SIZE........oiiiiiiiiiiiiiiie ettt eabe e 31
Office EQUIPMENT — REGION ... .ueiiiiiiiiii ittt et e ettt e e s stb e e s sabeee s snbneeeeans 32
Office EQUIPMENt — LOCALION SIZE.......ccoiiiiiiiiiiiii ettt e e 33
Number Of DEVICES — LOCALION SIZE........euiiiiiiiiiiiiiiiiae ettt e e e e e nebeee s 34
NUMDbEr Of DEVICES — REGION ...ttt e e e e e et ee e e e e e annreeeees 35
Number of Black & White Laser Printers — RegION.........oocuuiiiiiiiiiiieiieece e 36
Number of Black & White Laser Printers — LOCation Size ..........coccvveeiiiiiee i 37
Numbers of Other Black & White Devices — Medians by Region........ccccccceeevviiiiiiieeeeee e, 38
Number of Color Laser Printers — REQION .......c.c.uvviiiiiee it e et ee e e 38
Number of Color Laser Printers — LOCAtION SiZE ........ccuueviiiiiiieiiiiiieeiiiee e 39
Number of Color Laser Multifunctional Devices — REQION...........ccoovvuiiiiieeee i iscieeieeee e 39
Number of Color Laser Multifunctional Devices — Location Size.........ccccccceeeviiiiiiiiiieee e 40
Number of Inkjet Printers or Multifunctional Devices — REQION ..........coccuveeeiiiieeiiiiiiee e 40
Number of Inkjet Printers or Multifunctional Devices— Location Size............ccccvveeeveeeeiiiiinnnee. 41
Number of Color Copier/Printers — REQION..........uuiiiiiiiiiee e 41
Number of Color Copier/Printers— LOCAtION SIZ@.........coiiiuuuiiiiiiieie et 42
Number of People Sharing DeVviCes — ReQION .......cooiiiiiiiiiiiiiie e 43
Number of People Sharing Devices — LOCation SiZe.........cccccvvevieeiiiiiiiiiieece e 44
Type of Printer Used for Most JObS — REJION.........coiiiiiiiiiii e 45
Type of Printer Used for Most JObS — LOCALION SiZE .......ccvevieiiiiiiiiiiiieee e 46
Reasons for Not Using Color Laser Printer or MFP as Primary Printer — Region..................... 47
Reasons for Not Using Color Laser Printer or MFP as Primary Printer — Location Size........... 48
Prints per Week on Inkjet Printer — REQION .........uviiiiiiiiiicciieee e 49
Prints per Week on Inkjet Printer — LOCAtON SIZE ........c..oeiiiiiiiiiiiiiieeieee e 50
Percentage of Inkjet Pages by Color — REGION.........coiiiiiiiiiiiieie e 51
Percentage of Inkjet Pages by Color — LOCAION SiZe .........cccuveiiiiiiiiiiiiiiie e 52
Percentage of Inkjet Pages by Coverage — RegiON.........c..uuiiiiiiaiiiiiiiiiiiee e 53
Percentage of Inkjet Pages by Coverage — LOCation SiZe ..........cooiiiiiiiiiiieeiiiiiiiiieeee e 54
Prints per Week on Color Laser Printer or MFP — REQION ........cooviiiiiiiiiiiiiie e 55
Prints per Week on Color Laser Printer or MFP — Location Size .......cccccceeeiiiiiiiiieeeee e, 56
Color Laser Pages by Color — REJION .....uuuiiiiii it e ettt e e e e e strae e e e e e s snnbean e e e e e e e e eanns 57
Color Laser Pages by Color — LOCALION SIZE........cccuuiiiiieeieiiiiiieeee e e ettt e e e e ssinane e e e e 58
Percentage Color Laser Pages by Coverage — REQION .......ccvveeeieiiiiiierreee e siiiiieeee e e e e e sennneees 59
Percentage Color Laser Pages by Coverage — Location Size .......cccccceveeeiiiicniiieneee e 60
Type of Copier Used for MOSt JODS — REJION.......ccoiiiiiiiiiiiie ittt 61
Type of Copier Used for Most JObS — LOCALION SiZE ........coevveeiiiiiiiiiiiiieee e 62
Reasons for Not Using Color Copier/Printer for Most JObS — RegION ..........ooecvvvveeereeeeeiiiineee 63
Reasons for Not Using Color Copier/Printer for Most Jobs — Location Size .........cccccccovviiennee. 64

© InfoTren

ds/CAP Ventures www.capv.com Page 5



December 2005 Office Color: Accelerating Demand & Maximizing Profits
Figure 57: Pages Copied or Printed per Week on Color Copier/Printer — Region...........ccccceevveeeeiiiivnnnen, 65
Figure 58: Pages Copied or Printed per Week on Color Copier/Printer — Location Size .......cccc.cccceecuveeee. 66
Figure 59: Percentage of Color Copier/Printer Pages by Color Use — Region.........cccoccvvveiviiiieenniieeennen, 67
Figure 60: Percentage of Color Copier/Printer Pages by Color Use — Location Size ..........cccceeviiieeennen 68
Figure 61: Annual Spending on Color Copying/Printing with Outside Providers — Region ..............c......... 69
Figure 62: Annual Spending on Color Copying/Printing with Outside Providers — Location Size............... 70
Figure 63: Factors Contributing to Outsourcing of Color JObS — Region ............c..ueeeiieiiiiiiiiiiiiiieceee 71
Figure 64: Factors Contributing to Outsourcing of Color Jobs — Location Size..........ccccoecviiieiiiiiiiiiiiinnen 72
Figure 65: Send Color Jobs Out vs. Print on Internal Equipment — Region .........cccccceeeeiiiiiiiiieeee e, 73
Figure 66: Send Color Jobs Out vs. Print on Internal Equipment — Location Size€ ...........cccccvvveveeeeeiiiinnnee, 74
Figure 67: Percentage of Digital Color Volume by Category — REQION ...........ccccvviieeeeee i 75
Figure 68: Percentage of Digital Color Volume by Category — Location Size ........cccccevvvvcvvvieeieeeecvsicinne 76
Figure 69: Percentage of Black & White Volume by Category — RegiON..........cccvveveeeeeiiiiiiiieeeeee e s 77
Figure 70: Percentage of Black & White Volume by Category — Location Size .........c.cccccevviiieeenniieeennn 78
Figure 71: Factors Impacting Decision to Print Jobs in Monochrome Instead of Color — Region .............. 79
Figure 72: Factors Impacting Decision to Print Jobs in Monochrome Instead of Color — Location Size....80
Figure 73: Typically Purchase Single-Function vs. Multifunctional — Region ...........cccccooviiiiiiieiiieniiniinnnn 81
Figure 74: Typically Purchase Single-Function vs. Multifunctional — Location Size............cccccccceiiiiinnee. 82
Figure 75: Use Same Device for Monochrome & Color Output — REQION .......cceuviiiiiiieiiiiiiiiieeeee e 83
Figure 76: Use Same Device for Monochrome and Color Output — Location Size ..........cccccceeeeeeeeviiinnee, 84
Figure 77: Use Personal vs. Shared Device — REJION .........ueeiiiiiiiiiiiiiiiie e e e e 85
Figure 78: Use Personal vs. Shared Device — LOCAtiON SIZE ..........ccvvveeeieeeisiiiiiiieeeee e e 86
Figure 79: Type of Device that Company Will Purchase Next — ReQION ..........cccvvvveveeeiiiiiciiieieeee e 87
Figure 80: Type of Device that Company Will Purchase Next— Location Size........cccccccvvvvvvvieereeeeeeisennnee, 88
Figure 81: Interest in Universal Printer or MFP — REQION ......vviiiiiiiiiiiiee e 89
Figure 82: Interest in Universal Printer or MFP — LOCALION SIZE.......ccoiiiiiiiiiiiiiiiieee e 90
Figure 83: Reasons for Low Interest in Universal Printer or MFP — Region...........ccccocvviiiiiiiiivic e 91
Figure 84: Reasons for Low Interest in Universal Printer or MFP — Location............c.ccccovoeeiiiiiineieeee, 92
Figure 85: Functions that Are Not Needed — ReQION ...........uuiiiiiiiiiii e 93
Figure 86: Functions that Are Not Needed — LOCAtiON SiZ@.........coooiiiiiiiiiiiiiiiieeee e 94
Figure 87: Importance of Controlling Access to Color Output Function — Region............ccccceeiiieiniiinnnen. 95
Figure 88: Importance of Controlling Access to Color Output Function — Location Size..............c.cccuveeee. 96
Figure 89: Preferred Type of Color Output Control — REQION .........ccciiiiiiiie e 97
Figure 90: Preferred Type of Color Output Control — LOCation SiZ€.......ccceeevviiiiviiieieee e 98
Figure 91: Factors that Interest Respondents in UCP Concept — REgION .........ccvvvveveeeeiiiiiiiiieieeee e 99
Figure 92: Factors that Interest Respondents in UCP Concept — Location Siz€...........ccccvvveeveeee i, 100
Figure 93: Value of Benefits from Universal DeVviCes — REJION .........oocuiieiiiiiieiiiiiie e 101
Figure 94: Value of Benefits from Universal Device — LOCation SIize ...........cccceiviiiiiiiniieee e 102
Figure 95: Preferred Type of Product — REQION .......ccoiuiiiiiiiiii et 103
Figure 96: Preferred Type of Product — LOCAtION SIZE.........cooiiiiiiiiiiiiiiiieie e 104
Figure 97: Purpose of Universal DeviCe — ReQION ........ooiuuiiiiiiii et 105
Figure 98: Purpose of Universal Device — LOCAtION SIZE........ccoiiiiiiiiiiiiiie e 106
Figure 99: Devices that Would Be Replaced — REQION..........ccoiiiiiiiiiiiiiiieee s e e e 107
Figure 100: Devices that Would Be Replaced — LOCAtion Size ........ccccveeeeeiiei i 108
Figure 101: Purchase Place of Future DeviCe — REJION........cccciiiiiiiiiiiiiee ettt e e st re e e 109
Figure 102: Purchase Place of Future Device — LOCation SiZE ........cccvveeeeeeeeiiiiiiieeec e e e 110
Figure 103: Requirements for Next Office EQUIPMENT DEVICE .........cc.vvviieiiee e 111
Figure 104: Requirements for Next Office Equipment Device — Location Siz€ .......ccccccevecvvvveereeeeeiiiinns 112
Figure 105: Type of Device that Company Will Purchase Next — Location Size ..........cccccovvveeeeiniieeennns 115
Figure 106: Overall Attribute Importance — Personal or Small Workgroup (<25 ppm) ........cccceevviiieeennnn 117
Figure 107: Individual Attribute Importance — Personal or Small Workgroup (<25 ppm) .......ccceeveeeennen 118
Figure 108: Personal/Small Workgroup Black & White vs. Color Scenario (ALL) ........ooccuviiieiiieiiiiiinnen. 120
Figure 109: Personal/Small Workgroup Share of Preference by Location Size............occcviiieeiiiiinniiinns 121
Figure 110: Personal/Small Workgroup Share of Preference by Region and Country ...........c..c.coeeuvneee. 122
Figure 111: Personal/Small Workgroup Color Printer Scenario (ALL) ........cooovviiveeeeeeeiiiiiiieee e 123
Figure 112: Personal/Small Workgroup Color Printer Share of Preference by Location Size.................. 124
Figure 113: Personal/Small Workgroup Color Printer Share of Preference by Location Size.................. 124
Figure 114: Small Workgroup Color Printer Low Cost Per Page Single-Drum Printer Scenario — ALL ...125

© InfoTrend

s/ICAP Ventures Www.capv.com Page 6



December 2005 Office Color: Accelerating Demand & Maximizing Profits

Figure 115: Low Cost Per Page Single-Drum Color Printer Share of Preference by Location Size ........ 126
Figure 116: Low Cost Per Page Single-Drum Color Printer Share of Preference by Region................... 126
Figure 117: Small Workgroup Color Printer Single-Drum Multifunctional Scenario — ALL ..............c........ 127
Figure 118: Single-Drum Color MFP Share of Preference by Location Size..........ccccoocviiiiiiiiiiniien e, 127
Figure 119: Single-Drum Color MFP Share of Preference by Region..........ccccevviiiiiiniieii e 128
Figure 120: Small Workgroup Color Tandem Multifunctional Scenario — ALL .........cccccoviiiiiiiiiiiiinnnniinns 128
Figure 121: Single-Drum Color MFP Share of Preference by Location Size.........ccccccoiiiiiiiiiiiiiiiiiiinee, 129
Figure 122: Single-Drum Color MFP Share of Preference by Region............ooccoiiiiiiiiiiiiies 129
Figure 123: Overall Attribute Importance — Workgroup/Light Department (25 to 50 ppm)...........ccccvvneee. 130
Figure 124: Individual Attribute Importance — Workgroup/Small Department (25 to 50 ppm).................. 131
Figure 125: Low-End to Mid-Range Black & White Copier MFP vs. Color UCP Scenario (ALL)............. 133
Figure 126: Low-End to Mid-Range Black & White Copier MFP vs. Color UCP Scenario by Location Size
.......................................................................................................................................................... 134
Figure 127: Low-End to Mid-Range Black & White Copier MFP vs. Color UCP Scenario by Region...... 134
Figure 128: Mid-Range Black & White Copier MFP vs. Color UCP Scenario (ALL) ......cccovvvvveeiiiieeennen 135
Figure 129: Mid-Range Departmental Black & White Copier MFP vs. Color UCP by Location Size ....... 135
Figure 130: Mid-Range Black & White Copier MFP vs. Color UCP by Region ............occcuiiiieiiiiiiiiiinee. 136
Figure 131: Mid-Range Black & White Copier MFP vs. Color UCP with Lower Price Single-Drum Products
(N I PSP SUURRPPPRR 137
Figure 132: Mid-Range Black & White Copier MFP vs. Color UCP with Lower Price Single-Drum Products
o)V o Tot= 10 ] s JR SSP 137
Figure 133: Mid-Range Black & White Copier MFP vs. Color UCP with Lower Price Single-Drum Products
o)V CT=To T = o] 1 /22 SO 138
Figure 134: Mid-Range Color UCP CompariSON (ALL).........uueuiieeriiiiiiiieeieeeeeeisiereeereeessssnnsneeseeeaeessnnnnnes 138
Figure 135: Mid-Range Color UCP Comparison by LOCAtion SiZ€.........ccceeeiviiiiiiiiieee e iiiiieeee e 139
Figure 136: Mid-Range Color UCP Comparison BY RegION ........c.eeiiiiiiiiiiiiiiiiieee e 139
Figure 137: Mid-Range Color UCP with Lower Price Tandem Product Comparison (ALL) ...........cc........ 140
Figure 138: Overall Attribute Importance — Department/Light Production (50+ ppm) ........ccccceevviiieeennnee. 141
Figure 139: Individual Attribute Importance — Department/Light Production (50+ ppm) ........ccccceeviivnneee. 142
Figure 140: Departmental Black & White Copier MFP vs. Color UCP Scenario (ALL) .......ccccceeeeiinnnnee. 145
Figure 141: Departmental Black & White Copier MFP vs. Color UCP Scenario by Location Size........... 145
Figure 142: Departmental Black & White Copier MFP vs. Color UCP Scenario by Region..................... 146
Figure 143: Departmental Black & White Copier MFP vs. Color UCP with Scanning for SD 68.............. 146
Figure 144: Departmental Black & White Copier MFP vs. Color UCP with Scanning and Price Increase for
ST D N3 TR PPSP 147
Figure 145: Workgroup Product SEgMENtatioN.............ccccuuiiiiieeeeeiiiiiieie e e e e s sssieee e e e e e e s s snvaeee e e e e e e s nnnneees 153
Figure 146 : Printer Product SEgMENTALION. .........uutiiiiiiiee ettt 154
Figure 147: Copier Product SEGMENTALION. .........iuuiiiiiiiie ettt e e e 154
Figure 148: Market Segmentation by Color VOIUME ........ccoiiiiiiiiiii e 155
Figure 149: Workgroup Impression Volume (Monochrome vs. Color) — U.S. (Billions).........cccccceeviunnnee. 159
Figure 150: Workgroup Impression Volume (Printer vs. Copier) — U.S. (Billions) ..........ccccviieiiiiiiiniinnee. 159
Figure 151: Workgroup Impression Volume (Single-Function vs. Multifunction) — U.S. (Billions)............ 160
Figure 152: Workgroup Impressions (Monochrome vs. Color) — Western Europe (Billions).................... 161
Figure 153: Workgroup Impressions (Printer vs. Copier) — Western Europe (Billions) ..........cccccccoeeuvneee. 162

Figure 154: Workgroup Impressions (Single-Function vs. Multifunction) — Western Europe (Billions) ....162
Figure 155: Workgroup Printers and Printer MFPs (Monochrome vs. Color) — U.S. Placements (000) ..163
Figure 156: Workgroup Printers (Single-Function vs. Multifunction) — U.S. Placements (000)................ 164
Figure 157: Workgroup Single-Function Printers (Monochrome vs. Color) — U.S. Placements (000) .....164
Figure 158: Workgroup Multifunctional Printers (Monochrome vs. Color) — U.S. Placements (000) ....... 165
Figure 159: Workgroup Printers and Printer MFPs (Monochrome vs. Color) — U.S. Hardware Revenues

LGV 1T ToT g Ty ISP SPSSTRON 166
Figure 160: Workgroup Printers and Printer MFPs (Monochrome vs. Color) — Western European

[ F= oS g 1= 0 KSR (000 ) PP POPTPPPII 167
Figure 161: Workgroup Printers (Single-Function vs. Multifunction) — Western European Placements

(0100 PP UPRRPPPRR 167
Figure 162: Workgroup Single-Function Printers (Monochrome vs. Color) — Western European

[ F= Lo =T g T=T ) ¢S (000 PP 168

© InfoTrends/CAP Ventures www.capv.com Page 7



December 2005 Office Color: Accelerating Demand & Maximizing Profits

Figure 163: Workgroup Multifunctional Printers (Monochrome vs. Color) — Western European Placements

(00 ) TP PP PR URRPPRN 168
Figure 164: Workgroup Printers and Printer MFPs (Monochrome vs. Color) — Western European
Hardware Revenues (BMIllIONS) .......cc.uui ittt s e e st e sete e eaeeenneaens 169

Figure 165: <5 ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Placements (000)..172
Figure 166: <5 ppm Color Page Printer Hardware Revenues (Single-Function vs. Multifunction) — U.S.

61V 1T ToT g = PSSR 173
Figure 167: <5 ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

[ F= o =T 0 g 1= ) ¢S (000 RSP 174
Figure 168: <5 ppm Color Page Printer Hardware Revenues (Single-Function vs. Multifunction) — Western

T oL Y 1 o 1 PRSPPI 175
Figure 169: 5 — 8 ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Placements (000)

.......................................................................................................................................................... 176
Figure 170: 5 — 8 ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Hardware Revenues

LGV 1T ToT g Ty ISP SSTRSSTRO 177
Figure 171: 5 — 8 ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

[ F= el 0 1= 0 KSR (000 ) TR PO 178
Figure 172: 5 — 8 ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

Hardware ReVENUES (BMIllIONS) .....oueiiiiiieeiie ettt et se e e e ee e see e 179
Figure 173: 9 — 16 ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Placements (000)

.......................................................................................................................................................... 180
Figure 174: 9 — 16 ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Revenues

311 Lo 3T SRS 181
Figure 175: 9 — 16 ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

[ F= Lo =T g T=T ) ¢S (000 S 182
Figure 176: 9 — 16 ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

REVENUES (BMIllIONS) ...ttt sttt ettt ettt e e sbe e e snbe e e ss e e et e e sseeesnbeeesneeesnneaens 183

Figure 177: 17+ ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Placements (000) 184
Figure 178: 17+ ppm Color Page Printers (Single-Function vs. Multifunction) — U.S. Revenues ($Millions)

.......................................................................................................................................................... 185
Figure 179: 17+ ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

[ F= o =T 0 g 1= ) ¢S (000 RSP 186
Figure 180: 17+ ppm Color Page Printers (Single-Function vs. Multifunction) — Western European

REVENUES (BMIllIONS) ...ttt e e sb bt e e s se bt e e s sabe e e e e snbbeeessnbeeeeean 187
Figure 181: Workgroup Copiers and Copier-Based MFPs (Monochrome vs. Color) — U.S. Placements

(0100 PP UTUURTPPPPRP 188

Figure 182: Workgroup Copiers (Single-Function vs. Copier-Based MFPs) — U.S. Placements (000)....189
Figure 183: Workgroup Copiers and Copier-Based MFPs (Monochrome vs. Color) — U.S. Hardware

REVENUES (BMIllIONS) ...ttt ettt st et e st e e ebe e e snb e e e ss e e e beeesseeesnbeeesneeeanneaens 190
Figure 184: Workgroup Copiers and Copier-Based MFPs (Monochrome vs. Color) — Western European

[ F= oSt 0 1= 0 KSR (000 ) IR PRI 190
Figure 185: Workgroup Copier (Single-Function vs. Copier-Based MFPs) — Western European

[ F= o =T 0 g 1= ) ¢S (000 PP 191
Figure 186: Workgroup Copiers and Copier-Based MFPs (Monochrome vs. Color) — Western European

Hardware Revenues (BMIllIONS) .......ccuviiiieiii ettt e e e e snta e e snaeesneeenseeans 192
Figure 187: Segment 2 Black & White Copiers — U.S. Placements (000).........cccccvveeeeviiieviieeeeeeeeeeeneennne 193
Figure 188: Segment 2 Black & White Copiers — U.S. Hardware Revenues ($Millions) ..........c.cccceeuveeee. 194
Figure 189: Segment 2 Black & White Copiers — Western European Placements (000)..............cccuvveee. 195
Figure 190: Segment 2 Black & White Copiers — Western European Hardware Revenues ($Millions)... 195
Figure 191: Segment 3 Black & White Copiers — U.S. Placements (000) ...........ccceeerriiireeiniiieenniiieeeene 196
Figure 192: Segment 3 Black & White Copiers — U.S. Hardware Revenues ($Millions)............ccccceenee. 197
Figure 193: Segment 3 Black & White Copiers — Western European Placements (000)..............cccuvueeee. 198
Figure 194: Segment 3 Black & White Copiers — Western European Hardware Revenues ($Millions)... 199
Figure 195: Segment 4 Black & White Copiers — U.S. Placements (000).........ccccceeeeeeiiiiinineieeeeeeeeesennne 200
Figure 196: Segment 4 Black & White Copiers — U.S. Hardware Revenues ($Millions) ..............ccccuvueee. 201
Figure 197: Segment 4 Black & White Copiers — Western European Placements (000)...............cc.eueee. 202
Figure 198: Segment 4 Black & White Copiers — Western European Hardware Revenues ($Millions)...203
Figure 199: Workgroup Color UCPs (Color-Capable vs. Color-Centric) — U.S. Placements (000).......... 204

© InfoTrends/CAP Ventures www.capv.com Page 8



December 2005 Office Color: Accelerating Demand & Maximizing Profits

Figure 200: Workgroup Color UCPs (Color-Capable vs. Color-Centric) — U.S. Hardware Revenues
311 Lo 3T SRS 205

Figure 201: Workgroup Color UCPs (Color-Capable vs. Color-Centric) — Western European Placements
(000 ) PP UURRPPPRR 206

Figure 202: Workgroup Color UCPs (Color-Capable vs. Color-Centric) — Western European Hardware
REVENUES (SMIIONS) ...ttt ettt b ettt e et e e ebe e eneeenee e sbeesaeesaeesneeennas 207

© InfoTrends/CAP Ventures www.capv.com Page 9



December 2005 Office Color: Accelerating Demand & Maximizing Profits

Objectives

The key aim of this study is to help manufacturers and distributors of office copying and printing
equipment to increase demand for color devices and to spur greater use of them. This study addresses this
goal in two major regions, namely North America and Europe. To accomplish this key objective in these
two regions, the study will address a series of supporting objectives on the two geographies:

Assess customers’ printing and copying behaviors

Understand customers’ perceptions of office color devices

Identify inhibitors and enablers to increasing color imaging in offices

Understand motivations that spur outsourcing of color

Understand the tradeoffs that users face when deciding to print in color or black & white
Establish a price-elasticity model around color usage

Understand company policies around color use in the office

Determine who is responsible for deciding to purchase color equipment

Profile key vertical industries and applications regarding their use of office color

Assess color opportunity among businesses of different sizes

Estimate and forecast the market for office color printing and copying equipment

Finally, this study aims to make actionable recommendations to clients to help them design and target
their products to meet current and future market needs.
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Methodology

InfoTrends undertook a series of research activities to achieve the study’s main and supporting objectives,
which are detailed as follows:

Step 1 — Review of existing market research: InfoTrends tapped its own extensive research from
the past 24 months for relevant insights. This research includes two multi-client reports that are
highly relevant to the new study, specifically The Universal Copier/Printer Study and The Workgroup
Color Printer Study, both of which are based on structured surveys with over 200 respondents. The
existing research also includes the most recent market forecasts from InfoTrends’ Digital Peripherals
Solutions and On Demand Printing & Publishing Consulting Services.

Step 2 — Transaction data gathering and processing: InfoTrends also examined other sources for
market information on key applications, segments, competitors, and product categories. Examples of
these sources are the U.S. Commerce Department, the Bureau of Labor Statistics, trade periodicals,
trade association newsletters, and Web sites.

Step 3 — Personal interviews with office equipment users and decision-makers: InfoTrends
conducted 10 personal interviews in North America and 10 in Europe to support this study. The
interviews were with office equipment decision-makers and document owners in key market
segments, and they were spread among small, medium-sized, and large companies in different
industry verticals.

Step 4 — Structured survey with office equipment users and decision-makers: InfoTrends
designed and managed a structured survey with a total of 1,062 office equipment users and decision-
makers, spread across both regions; the total included 413 respondents from North America
(primarily the U.S.) and 649 respondents from Europe (split about evenly between the U.K., France,
Germany, Italy, and Spain). Respondents were split fairly evenly between small, medium-sized, and
large companies, and all major vertical industries were represented. InfoTrends tabulated and
segmented the results of this survey.

Step 5 — Conjoint analysis: InfoTrends designed, implemented, and analyzed a conjoint research
program to understand the trade-offs that customers face when deciding between different office
equipment products. We analyzed the data using a market simulator that determines the “share of
preference” different product configurations would yield. Clients to this study have access to the
market simulator to run their own custom product scenarios.

Step 6 — Market estimate and forecast: By combining insights from its own recent market forecasts,
the project’s personals interviews and its structured survey, InfoTrends assembled a market estimate
and forecast for this new study, to include estimates and forecasts (2004-2009) for device placements,
revenues, and installed base (in U.S. dollars).

Step 7 — Assembled report and final recommendations: InfoTrends gathered all of the study’s
major elements, its survey instrument, tabulations, slides, and market forecast and assembled this
report to include (1) interpretation of survey, conjoint, and forecast data; and (2) recommendations to
clients for product and market development.
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