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At the recent Lyra Imaging Symposium in January, talk of growth areas centered 
largely around color, particularly in the SOHO and SMB markets. Our Business 
Development Survey substantiates this claim, with respondents reporting color toner 
has been and will continue to be the largest growth area for their businesses; 
additionally, the markets with the greatest growth opportunities are small and midsize 
businesses. 
It’s been a long two-and-a-half years since the last time we did this survey. The last 
time this survey was offered was August 2008, both online and at World Expo, so the 
responses reflect the economic conditions at the time. This year’s survey, which was 
also offered online as well as at World Expo 2011, reflects a different economy and 
demographic — not necessarily the recovery that had been hoped for, but certainly a 
slightly more optimistic outlook. 
This year’s respondents are most likely to work for a small or medium-size company, 
with companies reporting revenues of more than $1 million making up the smallest 
percentage of respondents at 29 percent. The trend has changed significantly from 
2008, when large companies made up 46 percent of respondents. To get a feel for the 
way respondents from different-sized companies vary in their responses, see Table A. 
In this table, we’ve combined the six “last year’s revenue” categories (asked in 
question 2) into three: those with less than $100,000 in revenue, which we’ll call our 
small businesses; those with $100,000 to $999,999, which we’ll call our midize or 
medium-size businesses; and those with more than $1 million in revenue, which we’ll 
call our large businesses. The responses with the highest percentage in each category 
are indicated in this chart, which serves to give a broad overview of the differences 
between the company types. 



 

1) What is the legal structure of your company? 

The most common types of structures are sole proprietorships and corporations, with 
31 percent of respondents choosing each of those categories. Limited liability 
companies (LLC) dropped dramatically this year, from the top category in 2008 at 29 
percent to just 19 percent this year. Corporations have held fairly steady, with 27 
percent selecting that category last time, so the shift seems to have taken place 
between LLCs and sole proprietorships, as in 2008, only 21 percent selected that 
category. Since small companies are in the majority this year and large companies 
have dropped into last place, this seems to be a logical shift. See Figure 1. 



 
Just 15 percent of respondents say their company is a branch, division or subsidiary of 
another firm, again falling in line with the high percentage of “Sole Proprietorship” 
responses. When we look at the breakdown, it makes even more sense, as no small 
companies reported being part of another firm, while half of respondents from large 
businesses reported that they are. 

2) How much capital was needed to start your business? What was your 
company’s gross revenue last year? 

The majority of companies needed more than $50,000 in startup capital, with 40 
percent choosing that number and 20 percent each choosing the less-than-$5,000 
category, the $5,000-to-$19,999 category and the $20,000-to-$50,000 category. It’s 



pretty consistent with the last survey, which had an almost identical breakdown. See 

Figure 2.  
Revenues overall seem to have fallen somewhat, with 25 percent of respondents 
reporting less than $50,000 in revenues and 12 percent reporting $50,000 to $99,000, 
creating our “small” business group of 37 percent — a group that made up 26 percent 
the last two surveys. The midsize group totaled 38 percent, with 17 percent choosing 
$100,000 to $499,999 and 21 percent choosing $500,000 to $999,999. This group 
totaled 28 percent in 2008, so it’s also seen an increase. On the other hand, the large-
revenue group has seen a pretty significant drop, totaling just 25 percent now as 
opposed to 46 percent last time. Proportionately, though, the division is still heavily 
weighted in favor of the “more than $3 million” group, with 21 percent choosing this 
category and only 4 percent choosing $1 to $3 million (last time it was 32 percent and 
9 percent, respectively). See Figure 3. 



 
Interestingly, the largest companies — the ones with reported revenues of more than 
$1 million — had less startup capital. Half of those respondents reported startup 
capital of $5,000 to $19,999, proving that it doesn’t always require a huge investment 
to achieve success. 

3) How would you characterize the remanufacturing side of your business during 
the past three years? 

More evidence that there’s a fresh group of small businesses/startups in this year’s 
survey respondent pool can be found in the responses to this question. While 
“growing” has been the top response in past years at 41 percent in 2008 and 50 
percent in 2007, this year it shares the top spot with “starting up” at 27 percent — up 
dramatically from 2008’s 8 percent. While “declining” also showed a slight increase, 
from 9 percent in 2008 to 14 percent this year, a large shift can also be seen in the 
number of respondents who don’t remanufacture: 23 percent. See Figure 4. 



 
 

 
4) Are you planning to expand your remanufacturing business? If so, by what 
percentage do you plan to grow (by cartridge volume) in the next three years? 

Since “don’t reman/refill” was an option in this question, we have to remove the 29 
percent who chose this option to determine the plans of those who do (see Figure 5). 
Of the respondents who remanufacture, 74 percent say they plan to expand their 
remanufacturing businesses. This number has also held steady, hitting the same 
percentages last time, and 73 and 75 percent in the two previous surveys. 



 
What has apparently changed from last time is optimism and growth plans. In 2008 
expansion plans were a bit more conservative compared to previous years, with 37 
percent of respondents planning to expand by 11 to 25 percent. This year, 27 percent 
chose that category, with a more optimistic 28 percent choosing the 26-to-50 percent 
option, putting it back in its typical first-place position after dropping to second place 
(21 percent) last time. The truly ambitious category of more than 100 percent growth 
surged from just 4 percent last time to 18 percent this year — the highest it’s been in 
the history of the survey. 

5) Which products or services have grown the most in the last three years? 
Which sectors hold the main opportunities for growth at your company? 

Color laser, as mentioned earlier, is an area agreed on by both analysts and those in 
the trenches as the key growth area for the industry. As quality improves and technical 
knowledge grows more advanced, the industry can definitely see strides in this high-
demand and potentially high-profit area. Sixty-nine percent of respondents said color 
laser was the area that grew most over the last three years. This was by far the highest 
percentage this category has ever seen; in 2008 color inkjet held the top spot with 38 
percent. Monochrome laser is still a growth area as well, with 56 percent choosing 
that category. Not surprisingly, inkjet — both color and black — has dropped 
considerably; while still at 38 and 31 percent for color and black, respectively, they 
are a distant fourth and fifth. Another unsurprising area of growth, if we assume that 



growth is from overall profits and not volume, is empties at about 20 percent — a 
huge surge from 7 percent last time. In-house production took a leap from 5 percent to 
31 percent (in line, possibly, with the increase in smaller businesses in this year’s 
survey, most of whom said the remanufacturing side of their businesses were “starting 
up.”) 
One of the struggles we face when creating surveys is keeping categories up to date 
while still being able to have accurate data for comparison with previous years. In 
previous surveys, “click-charge programs” and “print management” were two separate 
potential areas for growth. In the interest of both relevance and relatively accurate 
comparisons, we combined the two into a “managed print” category, so in looking at 
that number — 13 percent reported it as a growth area over the past three years — we 
likely need to combine the two previous categories for a comparison. Click-charge 
programs came in at 8 percent last time, and print management came in at 5, so it 
seems fair to say that managed-print-type programs have remained a steady area of 
growth. 
Managed print becomes even more apparent as a source of growth when we look at 
the second part of this question: “Which sectors hold the main opportunities for 
growth at your company?” This is the hottest growth area for many companies, with 
31 percent saying they expect it to be a growth opportunity in the future. See Figure 6. 
Interestingly, the equipment sales category also nearly doubled, with 25 percent 
expecting it to be a growth area. This may also tie in with the trend toward becoming 
a total solution provider, although with hardware placements expected to remain flat 
and businesses holding on to legacy machines for a longer time, it might be overly 
optimistic. In-house production, on the other hand, took a dive, dropping to 13 
percent. It may be that the smaller companies and startups are quickly realizing the 
practicality of outsourcing. Color laser takes a small drop, with 63 percent predicting 
it will be a growth area — still a substantial lead. And mono laser begins its expected 
turn toward flattening out, with only half of respondents expecting it will be a growth 
area.  



 

6) Which markets hold the most opportunities for growth for your company? 

Once again there is agreement between analysts and business owners, as SOHO and 
midsize businesses are expected to be the sweet spot for growth. According to Lyra 
analysts, “cost controls and restricted access have slowed the transition to color in 
large businesses/enterprises … (while) smaller businesses understand the value of 
color and are less sensitive to the added expense” (Palmer and Jamieson, Lyra 
Imaging Symposium 2012). So for businesses expecting color to be a growth area, 
SOHO and SMBs are the place to be. For those invested in inkjet, it’s a good place to 
be as well, as business inkjet use is largely found in SOHO and small workgroup 
settings. 
Government is also an area of opportunity, and with more and more environmental 
regulations and legislation requiring the use of “green” solutions and remanufactured 
cartridges, savvy businesses will keep an eye on that market as well. See Figure 7. 



 
 

7) What are the main obstacles to the growth of your business? 

There was a tie for the No. 1 obstacle to growth this year, and it represents a huge 
switch from previous years. While in the past, “competition” was cited as the No. 1 
obstacle (and it still remains a contender at 39 percent), “lack of good salespeople” 
and “sourcing empties” tied for first place at 46 percent each. While empties are not a 
surprising obstacle, the lack of good salespeople is. In today’s economy, one would 
expect a surplus of qualified (if not overqualified) salespeople to choose from. 
Perhaps compensation plans, which in general are not what they used to be, also play 
a role. It all comes back to the economy — and that’s as political as we’ll get in this 
article. 

8) What are the chief obstacles to financing an expansion? If you plan to expand, 
what type of assistance does your company need? 

Getting back to the economy, “poor cash flow” is the main obstacle to financing an 
expansion, with “lack of collateral” in second place. Those who do have the cash flow 
and plan to expand are being frugal about it; the majority (42 percent) say they need 



less than $25,000 to finance an expansion, while an even 25 percent each need 
$25,000 to $49,999 or $50,000 to $100,000. Only 8 percent need more than $100,000. 

9) Which types of technical or business assistance does your company need to 
expand its business? 

On the other hand, the type of assistance needed to expand is less financially based 
and more knowledge-based. Getting back to the lack of good salespeople we saw in 
question 7, “training sales force” and “capitalizing on sales leads” were each chosen 
by 46 percent of respondents as the type of assistance needed. Neither one of those 
responses was the top choice, though; that spot was again tied between marketing and 
technical knowledge. All the percentages were higher than they have been in the past, 
again perhaps tying in with the greater number of startups we saw in this year’s 
survey. The percentage of respondents choosing “marketing” was 62 percent; in 2008 
marketing was in the top spot at just 36 percent. Only “capitalizing on sales leads” 
was above the teens at 23 percent in the 2008 survey, while this year the smallest 
category, “obtaining loans,” was also 23 percent. See Figure 8. 
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