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What Saal apps do SMBs use?2 What makes SMBs buy Saa$S apps?2

paradoxes Email and accounting/finance are top categories. Increasing efficiency and productivity are top drivers to buy Saa$ apps.

Research - Analytics - Positioning 55% Email 42% Increased efficiency/productivity

SMB Saa$ Usage & Adoption Study
Key Findings

46% Accounting and finance
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29% Meet a specific business need

37% Website hosting services 27% Security

19% Innovation or staying ahead
34% File sharing and storage

17% Planned upgrades

34% IT management
14% Additicnal features or use cases

80% Productivity and collaboration 10% Regulatory changes

Does your product focus on user
productivity or efficiency?

5% Pressure from competitors

30% Project management Are you positioning toe much

4% Challenge withing the org on new features and innovation?

How SMBs pay for soffware What drives Saa$ adoption? Obstacles to getting full value out of business software

Training drives adoption and they prefer in-person fraining. They can't make your product a habit if they don’t know how to use it.

53% Nearly one-third agree
k zrrecf,i,rrl-‘?:'::m vithout training, it's likely v

o = 34% valuable features that
of DUI’ChOSGS Preferf tutorial videos 28% uld otherwise make

S r- ) us more effectiv
are subscription-based E I — frf;'n‘?r;;e‘f' at our job.

websites, —
M blogs

Source: Paradores, Inc. paradoxssinc.com info@paradoxesinc.com (425) 827-7484 135 Lake Straet South, Suite 1000 Kirkland, WA 98033 ull study at p
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Saas & Cloud usage



SaaS payment methods, location, and type of payments

Half of organizations’ software services are paid for as a subscription, the location of software services and apps are split relatively down
the middle between Cloud and on-premise, and companies that pay for software services/apps on subscription are split on annual vs.
monthly payments.

Cloud-based vs. on-
premise software services
or apps

Average payment method
for software services or

apps

Average time schedule of
payments for software
services or apps

m Free, unpaid or
on trial

m Paid for monthly

m Cloud-based
as a subscription

= Paid for annually
as a subscription

= Paid for one-time

® On-premise
(locally installed
and operated)

m Paid foras a m Paid for one-time

subscription

There is still a lot of
room for Cloud growth N=158

Q2, Q3, Q4 What percentage of your organization's software services or apps are:
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Types of Saas apps used

Email and accounting & finance software are the most common Saa$ apps to which organizations subscribe. Software to support
internal processes and increase efficiency is more commonly used than externally focused software services or apps.

=

If you sell these
popular products, is
your offering
differentiated?

6 Q6 For what categories of software services or apps does your organization currently subscribe to? Please select all that apply.

Categories of software services or apps organizations

currently subscribe to

Email 55%
Accounting & finance software 46%
Web site hosting services 37%
File sharing & storage software 34%
IT management software 34%
Productivity & collaboration software 30%
Project management software 30%
Customer support software 25%
HR management software 25%
Business process management software 24%
Marketing software 23%
Content management software 22%
Video & communications software 22%
Help desk software 20%
Business intelligence software 20%
CRM software 17%
Construction management software 15%
Learning management software 12%
Other 9%
Shopping cart software 8%

Most common: email and accounting & finance
software

Other popular categories are mainly for internal
use, e.g. IT and project management

Most categories in the 15%-25% range are
externally focused, e.g. customer support,
marketing, content management, help desk, etc.

N=158
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Most common productivity suites; number of SaaS apps subscribed

Office 365 and earlier versions are the most commonly used productivity suites (with 68% and 40% use respectively). The majority of
organizations (68%) subscribe to 1-5 software services/apps monthly.

Subscription-based software services or

Productivity suites organizations use apps organizations subscribe to monthly

office 365 N <=

e 68% 26+ | 2% Most SMBs have less than

5 monthly software
Office (an earlier version) 40% 16-25 W 5% subscriptions —are you
_ ’ compelling enough to be
11-15 | 4% in the top 5?
Google Suite [N 34%
6-10 I 14%

Wordperfect [ 24%
1-5 N 65%

None of the above [} 6% o B 7%

N=158

S8 Which of the following productivity suites does your organization use? Please select all that apply. Q1 How many subscription-based software services or apps does your organization subscribe to, monthly?.
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Trials and upgrades

Over half of respondents prefer a full featured one-month trial, 33% more than the next most preferred option. AlImost 50% of respondents use or
trial a software service for 1-3 months before upgrading to a paid version, with 82% using or trialing for 6 months or less. Only 5% of respondents
never use or trial before upgrading. A special promotion is the most effective method to trigger an upgrade at 35%, followed by trial of the basic

version at 25%.

Preferred trial format for a new software

service or app

Full features for a one-month _
o)
limited time 54%

A free version with a cap on
"l 21%

usage

Limited features or light
version (freemium) for an - 16%

indefinite period of time

A version with ads I 8%

Other | 1%
Q7 -You are considering using a new software
service or app for your organization. Which of the
following trial formats is most preferable to you?

Length of time a software service or
app is used/trialed before upgrading

More than ayear | 4%
9 months - one year | 2%

6-9months [l 7%

3-6months [l 15%

1-3months [ 49%

Lessthan 1month [l 18%

Never B 5%

Q9 - Typically speaking, how long do you use or trial a

software service or app before upgrading to the paid version

for your organization?

Most effective method to trigger an
upgrade to paid version of a software
service or app

A special promotion || NN 35%

N 05%

Trial of the basic version

Anemail [l 15%

An in-product reminder pop- o
up to upgrade - 15%

A phone call from a sales
P - M o%
representative

Other | 1%

Q10 - Typically speaking, what is most effective in
triggering an upgrade to the paid version of a N=158
software service or app in your organization?
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Motivations & challenges



Motives for purchasing a new software service or app

Increased efficiency was ranked as the most influential motive for triggering purchase of a new software service or app. Price/cost
savings and “to accomplish a specific business need” were also see as very influential. Pressure from competitors and internal
challenges/frustrations were least likely to trigger a new purchase.

Most influential motives for triggering purchase of a new software service or app

Increased efficiency/productivity I 2%

Does your product
and messaging focus
To accomplish a specific business need G o% on user productivity
or efficiency?

Price/cost savings GGG 3

Security NG 7%

Planned upgrades N 5%

Innovation or staying ahead GGG 17% -
Are you positioning

Additional features or use cases NG 14% too much on new
Regulatory changes/industry compliance I 10% features and
innovation?

Pressure from competitors Il 5%

Challenge or frustration within the org 1l 4%

Other  o%
N=158

Q10.1 - Please rank the following motives by their amount of influence in triggering the purchase of a new software service or app in your organization. Drag, drop, and rank up to

O five of your top choices in the adjacent box. & paradoxes 2



Effective adoption methods

Over half of respondents believe in-person/on-site training is one of the most effective methods to get an organization to adopt and use
a software service or app. Tutorial videos and self-service training provided by the vendor were also deemed more effective than other
methods.

Most effective methods for getting organization to adopt and use a software service or
app

(Up to 3 selected by respondents)

In-person/on-site training [ NN 53%
Tutorial videos from the vendor [ N 34%
Self-service training websites/blogs from the vendor [ NN 0 3%

Events & tradeshows  NEME 17% h

Tutorial videos from third-parties (not the vendor) [ NN 17/%
Internal champion/advocate responsible for helping staff get the most value out of 59 They ca I’]’t use yOU r prOd uct If
software/app 0 ’
they don’t know how —Is

training your customers a top

Supplemental paid training from the vendor [ N 13%

Vendor sponsored user groups NN 11% priority? Do you have a partner
Local meetups [N 10% eco-system to help them? Self-
service?

Third-party training blogs/websites (not from vendor) [ 10%

Third-party user groups (not vendor sponsored) [l 6%

Other M 5%
N=158

11 Q16 - Generally speaking, which methods are most effective in getting your organization to adopt and use a software service or app? Please select up to three. & paradoxes H



Why organizations don't get the full value out of business software

A large number of respondents mentioned a lack of training or lack of understanding as the reason they aren’t getting the full value out

of their business software.

Reasons respondents don’t get the full value out of business software

Don't understand features/no training

I A

Software doesn't have what we need/missing features
Too many features

Difficult to use

Limited needs

Limited trial/free version

Takes too much time

Not affordable

Didn't meet expectations/not right fit

Becomes outdated/needs upgrades

Federal obstacles

Other

12 Q11-1sometimes don't get the full value out of business software because...
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Are you creating avid
users of your products
who use it habitually?

N=158
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Challenges

Only 13% of respondents don’t find learning a new software service or app challenging — the top reasons for it being challenging are that
the initial experience is confusing (25%) and that there are too many features (25%).

13

Most challenging aspect about learning a new software
service or app

The initial experience is confusing | N NNNEREMBI 5%

Do you have a first-use There are too many features | RN 25%
education strategy?
Onboarding help? The user experience is not intuitive [ N RN 13%

We do not find it challenging to learn new
. N 13%
software services or apps

The software is too general/not specific enough o
for our needs I 10%

My most important use cases are not covered [ 6%

other B 1%

N=158
Q20 - For your organization, what is typically most challenging about learning a new software service or app? & paradoxesg



Demographics



Respondent demographics

A majority of respondents (43%) are C-level employees at their organization. All respondents are either final decision makers or heavily
involved in the selection process for IT/software services and apps.

Role description

C-level (e.g. CEO, CFO, COO) _ 43%

Involvement in IT/software services

Employment status .
ploy and app selection

VP level (e.g. VP, SVP, VP of o
partnerships) - 10%

Director Level (e.g. director of - o
product marketing) 18%

Manager level (e.g. marketing _ o
I'm the final decisi K manager, sales manager) 28%
m Employed Full Time = Self Employed = I'm the final decision maker

= |'m heavily involved in the process

N=158
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Organization demographics

Almost half (49%) of respondent organizations have annual revenue under $5 million, and 84% have annual Organization industry
revenue under $50 million. Most respondent organizations (84%) have 100 or less employees. While the Construction 13%
sample is relatively spread across industries, top represented industries include construction (13%), retail Retalil 11%
(11%), technology/IT services/consulting (11%), and manufacturing (10%). Technology/IT 11%

Services/Consulting
) ., Manufacturing 10%
Employee count Organization’s annual revenue IT service provider 6%
Finance/Banking 5%
S500 million to $999 Healthcare 5%
>01-1,000 4% million I 3% Hospitality 5%
301-500 ™ 2% £100 million to $499 Accounting 4%
million to

201-300 = 3% illion . 4% Real Estate 1%

Technology/IT Software

! 4%

101-200 mwmm== 7% i S50 million to $99 ! Development ;
o il 9% ! Insurance 3%

51-100 27% M mitiion ! Engineering/Architecture 3%
26-50 mE— 2% : - : Entertainment 3%
° ! $10-$49 million [N 20% i Telecommunications 3%

16-25 s 18% i ! Aerospace 2%
6-15 mmmm 4% ! P i Trade Services 2%

° i $5-9 million - 15% ! Transportation 2%

3-5 ™ 2% ! ! Wholesale/Distribution 2%
1-) s 11% i Under $5 million _ 49% ! Agriculture/Forest/Fishing 1%

! ! Information/data processing 1%

! | Legal 1%

Media 1%

Utilities 1%

S2 Approximately how many employees does your S5 Approximately what is your organization annual revenue?

L6  organization have? N=158 & paradoxes:




About Paradoxes
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research > analytics > positioning

Make Smarter Decisions

Founded in 2007, Paradoxes is a strategic marketing organization that helps technology companies collect,
analyze, and use data to make smarter sales, marketing, and product decisions.

We specialize in helping companies drive product adoption and habitual usage.

To find out how Paradoxes can help you go to http://paradoxesinc.com or email jscott@paradoxesinc.com
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