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Economic Stage Mature Markets
Region (All)
Country (All)
Business Segment (All)
Employee Size Band (All)
Industry 19 (All)
ICT Lens (Level 1) (All)
Cloud Lens (All)

Spending ($M) Year
ICT Sub-Category (Level 2) ICT Discrete Category (Level 3) 2016 2017 2018 2019
Desktop as a Service Desktop as a Service (DaaS) Spend ($M) $829 $1,101 $1,539 $1,869
Endpoint Security Encryption Spend ($M) $1,026 $1,074 $1,123 $1,174
Mobility Management Mobile Device Management (MDM) Spend ($M) $386 $463 $540 $615
Product Support Services Computing Support Spend ($M) $17,531 $17,702 $17,851 $17,986
Software-as-a-Service Business Intelligence (SaaS) Spend ($M) $2,888 $3,786 $4,780 $5,854

Collaboration (SaaS) Spend ($M) $1,707 $2,191 $2,718 $3,279
CRM (SaaS) Spend ($M) $3,381 $3,986 $4,589 $5,184
E-mail (SaaS) Spend ($M) $4,126 $5,358 $6,713 $8,169
Productivity (SaaS) Spend ($M) $3,055 $4,151 $5,407 $6,807
Project Management (SaaS) Spend ($M) $371 $446 $522 $598

Storage Software Backup & Recovery (On-premise) Spend ($M) $1,538 $1,599 $1,660 $1,725
UC Services Audio Conferencing Spend ($M) $2,419 $2,591 $2,814 $2,939

Hosted VoIP Spend ($M) $8,036 $8,994 $10,192 $11,208
Video Conferencing Spend ($M) $960 $1,147 $1,404 $1,613
Web Conferencing Spend ($M) $3,592 $4,557 $6,040 $7,092

UC Software
Presence/Enterprise Instant Messaging (EIM) 
Spend ($M) $284 $303 $322 $341

Web Hosting & DevelopmentWebsite Development Spend ($M) $6,067 $6,268 $6,436 $6,578
Grand Total $58,195 $65,718 $74,649 $83,031





A few years ago with service provider

• Productivity (E-mail + Office)

• Web hosting

• Address a wider range of customers

• Address different levels of management or decision 

making within the customer

Service provider - today

• Productivity 

• Voice and PBX

• Data center

• Web hosting

• Marketing - messaging changed to solution 

and relationship

• Interconnected decision making - cloud
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• Mission critical apps

• BI

• IOT

• Mobile

Build a cohesive research program: 
• What services to offer as a Service Provider

• What services to offer to any given customer, and when

• How well are you performing
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Go

Offer Strategy

Sales and Marketing 

Strategy

• Identify Opportunity by 

Segment

• Build packaged offers

• Overall messaging

Enhanced Net Promoter

Performance monitoring 

and process improvement: 

• Overall Performance 

Monitoring

• Benchmarking 

• What’s next 

• Interest in an Assessment

Opportunity Assessment

Gather customer specific  

information for consultative 

sales call – adoption path

• Current Premise and 

Cloud Technology Use

• Buying Channels

• Goals and Challenges

• Decision Making

• Aggregated by segment

• Custom research into your 

customer base 

• Third party research

• Periodically

G
o

a
l

P
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• Individual company  

• Customer offered either 

information or a scheduled 

consultation

• Annual or part of any 

interaction

• Individual company and 

aggregated

• 2-3 minute email after an 

interaction

• Continuous process

• Example: Rackspace Office 

365 OffersC
a
se

• Example:  Global MSP • Coming soon





Survey existing and 

potential customers  
find trends & test offer 

components

Enhance customer 

profile data  

append details you may 

have missing

Segment customers 

using survey and 

profile data

Build & test new 

offers mapped to 

segments

Build look-alike 

models to guide 

customer targeting 

You get:

targeted offers by 

segment

1 2 3

4 5



…

…

In addition to internal data collection, company profile information can be found via external sources such as:

D&B, Hoovers, Acxiom, Government (DOL, Census), etc.
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Example: SMB Segment overview
TECH ADOPTION

Tech Light Tech Cautious Tech Invested Tech Ambitious Tech Leader

Use technology least; 

lowest SaaS usage, 

Cloud budgets and 

planned Cloud adoption 

Least bullish on revenue

and employee growth

2nd least willing to take 

risks

Heavy technology 

adoption; significant 

legacy system presence 

– 2nd highest server 

usage

Moderate Cloud budget 

growth and Cloud 

eagerness

2nd least bullish on rev 

growth

Moderately willing to 

take risks

2nd lowest app 

outsourcing

Heavy technology 

adoption; significant 

legacy system presence 

–highest server usage

2nd highest Cloud 

budget growth and 

Cloud eagerness

Moderately bullish on 

rev growth

Least willing to take 

risks

High SaaS usage; 2nd

highest app and 

infrastructure 

outsourcing; 2nd lowest 

server usage

Moderate Cloud budget 

growth and Cloud 

eagerness

2nd most bullish on rev 

growth

2nd most willing to take 

risks

Most SaaS usage; 

highest app and 

infrastructure 

outsourcing

Highest Cloud budget 

growth and eagerness 

to adopt Cloud

Most bullish on revenue

and employee growth

Most willing to take 

risks
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Example: Segmentation summary
Tech Light Tech Cautious Tech Invested Tech Ambitious Tech Leader

Distribution 36% 16% 14% 17% 17%

% Willing to take risk 59% 60% 53% 63% 71%

Firmographics

Top verticals
ProServ, Manufacturing, 

Construction, Finance, 

Legal

IT, ProServ,

Manufacturing, Legal, 

Retail

IT, Manufacturing, 

ProServ, Healthcare, 

Publishing

ProServe, IT, Non-profit, 

Manufacturing, Retail

IT, ProServ, Retail, Non-

profit, Manufacturing

Avg # locations 13 4 9 3 3

Avg # employees 26 44 60 20 47

Avg annl sales revenue $6.8M $6M $14.7M $2.9M $12.8M

Avg yrs in business 16 17 23 17 13

Business Outlook

% Revenue increase 50% 55% 56% 61% 68%

% Employee increase 31% 45% 42% 42% 55%

% Cloud budget 

increase
20% 32% 36% 22% 39%

Tech Usage

% Using SaaS/IaaS 0% / 9% 100% / 51% 100% / 58% 100% / 49% 100% / 63%

Top SaaS applications NA
Email 73%, Productivity 

36%, CRM 32%

Web 100%, Email 92%,

VOIP 35%

Web 97%, Email 91%,

VOIP 41%

Web 100%, Accounting 

100%, Email 97%

% using 6+ servers 15% 36% 37% 17% 26%

Highest across segments
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Average Tech Light Tech Cautious Tech Invested Tech Ambitious Tech Leader

Email 21% 24% 16% 12% 29% 20%

Productivity 25% 18% 24% 13% 44% 30%

ERP 7% 4% 8% 15% 4% 7%

Infrastructure 25% 17% 28% 41% 19% 29%

Storage 32% 32% 29% 30% 33% 34%

DR/backup 21% 17% 20% 30% 20% 21%

Security 38% 38% 43% 47% 28% 35%

Big Data 11% 7% 17% 15% 7% 15%

Web hosting 52% 11% 100% 0% 3% 0%

VOIP 75% 6% 75% 65% 59% 49%

BI 87% 5% 78% 79% 87% 74%

CRM 75% 8% 68% 70% 61% 49%

Lower priority Higher priority

(percent of Tech Lite planning to have SaaS 

solutions next 24 months) 

Percentages of 

orgs planning to 

invest in these 

areas in next 24 

months

Percentage of 

respondents 

NOT using 

SaaS in these 

areas 
(except Tech Light)







20%

19%

12%

27%

12%

All at once

Start with web

conferencing

Start with replacing

phone service with

cloud PBX

Start with  Office365

and email

Start with File Server

Example:  Buying Path differs 

significantly even with similar 

companies

* Quantitative Survey adjusted with qualitative 

data

So, what does this mean, and how can 

we use the research process to help?



Customer environment / existing technologies and 
services

Effectives of current technologies

Problem areas

Goals and priorities

Decision process

Next steps

• Information

• Consultation

• No action

Have customer complete a basic assessment 

Customer schedules a phone or on-site 

consultation (self-scheduling system)

Annual process – staggered according to your 

capacity or as part of an introductory sales call

Customer may request specific information prior 

to consultation





Web Metrics

Product-Specific Page Views

Organic vs. paid search traffic 

for Microsoft products

Financial Performance

Revenue by product

Consumption – users and 

usage

Activities

Campaigns

Events

Sales Effectiveness

Cross Sell Metrics vs. 

Benchmarks

Revenue per user

Etc.

Quality Evaluation

Net Promoter Score (NPS) for 

Microsoft Products

Experience ratings by category: 

sales, support, etc.

Customer behavior and 

insights (from NPS)

Existing environment

Buying path

Future needs

Competitor alternatives

Multi-dimensional 

dashboard combining 

internal and external 

data, calculations and 

analysis to measure and 

drive results  



Web traffic data – your 

own, plus Benchmark

Net promoter data –

your own plus 

Benchmark

Campaign performance 

data – your own plus 

Benchmark

Performance within 

Segment

Note: Ability to  

compare Microsoft 

paid and organic traffic 

to competitors’ traffic 

at the product level.
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Paradoxes is a strategic marketing company that helps organizations minimize guessing by finding a 

clear, data-driven path to improvement. Our proven combination of research, analysis, and positioning 

helps you make smarter decisions. Smarter decisions make your business better.

Founded in 2007 and with offices in New York and Seattle, Paradoxes conducts audience and market 

research across North America, LATAM, EMEA, MEA and APAC for clients who range from some of the 

world’s most recognizable brands to early-stage startups.

We have a well proven practice area dedicated to helping managed service providers, hosting 

providers, and cloud providers improve their offers and understand how to sell more – Find out more 

at http://paradoxesinc.com

http://paradoxesinc.com/


Edge Strategies has worked with Microsoft for over 15 years to help Microsoft grow and transform 

its business through Partner Channels.  Edge Strategies provide the key end-customer and 

Partner Business Model research to help Microsoft build the CSP (Cloud Service Provider 

Program, and is now working with Microsoft and its Partners to accelerate Partner success across 

the entire set of Microsoft Services – from IaaS, to PaaS to Office 465 and related services. 

For more information about what Edge Strategies and our capabilities,  please contact Bob 

Kazarian Bkazarian@EdgeStrategies.com .

mailto:Bkazarian@EdgeStrategies.com

