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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. 


