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 Xerox  - Evolution from Copying to Solutions Partner 
 
Business Situation & Challenge 
 
For nearly 60 years the name Xerox has been synonymous with copying and printing.  Over 
the course of this time Xerox became the clear leader in printing and documenting services, 
expanded into other areas of business while delivering profitable growth.  Given Xerox’s 
strong presence in the printing and documenting sector, the company wanted to further 
expand into the growing market of business process outsourcing.  This trend in expansion 
was already underway by their key competitor HP, with their acquisition of EDS.    
 
Recognizing the need for diversification, in 2009 Xerox acquired Affiliated Computer 
Systems (ACS), the world’s largest business process outsourcing firm for $6.4billion.  In the 
words of Xerox CEO Ursula Burns, “"By combining Xerox's strengths in document 
technology with ACS's expertise in managing and automating work processes, we're 
creating a new class of solution provider, a game-changer for Xerox, acquiring ACS helps 
us expand our business and benefit from stronger revenue and earnings growth.”  This 
acquisition transformed Xerox into a $22 billion global company, of which $17 billion is 
recurring revenue.   
 
With the acquisition details finalized the next step was for Xerox to announce their entrance 
into the business process outsourcing space.   Xerox knew the challenges facing them.  Not 
only did Xerox invent the copier but the brand’s name was synonymous with both the action 
and end product of copying.  It was not uncommon to hear people in the office say “I am 
going to make a Xerox”.  Xerox needed to be thought outside of this.   
 
To add further pressure, pre-acquisition tracking conducted by Millward Brown identified 
Xerox’s personality as Stodgy, Grey, Traditional, Old and Cold.  The company was now 
faced with two objectives; changing perceptions of the brand, akin to asking people to think 
of Kleenex as something other than tissues and evolving into a Vibrant, Connected, 
Human and Open personality.   
 
Xerox knew in order to do this, a bold, innovative and outside the box marketing strategy 
had to be created.  
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1st Research Role - Guiding Campaign Development 
 
Before developing this announcement campaign, Xerox first needed to understand where 
the brand stood in the eyes of C-Level executives and what right to play they had in the 
BPO space.  Working closely with Millward Brown, brand equity measurement was 
conducted to assess Xerox’s positing in printing and document and what opportunity the 
brand had to stretch itself into these new BPO solutions.  This early research would be 
essential in establishing benchmark levels to later measure success.   
 
Research was conducted in three markets (US, UK, and France) among C-Level executives 
and Senior IT decision makers.  Given Xerox’s heritage in printing & document and its 
expansion into BPO, Millward Brown created a custom equity program to capture key health 
measures and overall strength in both business sectors.  
 
The benchmark findings were extremely encouraging and concluded that:  

 Confirmed Xerox’s leadership within the printing and document space 

 Suggested Xerox had a right to play in the BPO sector on par with companies already 

well established in this  

 Indentified attributes that are category drivers which enabled the creatives to focus 

around those communication points. 

 Established benchmark levels to gauge success once the campaign launched 

 
Advertising Strategy 
 
Theme - Take Xerox out of the copy room, and into the world of business. 
 
Incorporating the findings from the earlier equity work, Y&R responded by creating a 
complex multi-media campaign targeting senior business decision makers.  The Marketing 
strategy utilized an integrated and scalable campaign focusing on all touchpoints a C-Suite 
executive would encounter on a daily basis.  The campaign consisted of the following 
channels: 

 TV 

 Print 

 OOH (airports) 

 Digital Media,  

 Campaign Sitelet 

 Social & Digital Engagement  

 Sales Tools 

The marketing strategy was also global with an aim to air in the following markets: US, UK, 
France, Germany and Pan Euro.  The strategy was reached focused, aiming to deliver 1.7B 
global impressions (1.3B US impressions).   
 
The creative design employs multiple partner brands that use humor to illustrate their brand 
entities performing the tasks themselves that Xerox actually does for them.  The tagline in 
each component advocates how these partner brands use Xerox for various business 
process outsourcing solutions so they can focus on what they do best.  The partners brand 
range in products/services spanning:  
• Retail 
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• CPG 
• Durables 
• Services  
• Entertainment   
 
2nd Research Role – Maximizing Campaign Potential 
 
With such an innovative and unique campaign that was a departure from their earlier 
advertising attempts, Xerox needed to ensure this new approach would work synergistically, 
no small feat given the complexity of the media channels and individual partner branded 
creatives (over 20 in total) 
 
The strategic goals of the advertising were also challenging and needed to ensure the 
campaign was: 
 
1. Creating the perception of change - there is something new and different about Xerox 
2. Telling the new Xerox story - drive understanding that Xerox is now a provider of 
business process outsourcing 
3. Enticing business executives to consider Xerox - drive consideration of Xerox as a 
business process outsourcing provider. 
 
Given the complexity and scope of the marketing strategy, Millward Brown created an 
innovative research program to test the multiple creatives.  Millward Brown designed a 
cellular approach using complex rotations to evaluate the campaign in its entirely to best 
represent a C-Level exec’s opportunity to encounter the various media components in- 
market.  Furthermore, the research design also provided learnings on how well the various 
media components were working synergistically as well as overall opinions (whether 
positive or negative) of the individual partner brands (a secondary objective and concern of 
the brands involved)   
 
The learnings indicated the campaign had the ability to: 

 Breakthrough and be remembered for Xerox and not the partner brands – 80% 
remember for Xerox  

 Communicate the new offerings Xerox had – 85% learned something new about 
Xerox 

 Increase consideration to work with Xerox within the BPO space – 78% more likely 
to work with Xerox 

 
Furthermore, this research also confirmed the audience has an extremely positive reaction 
to how the partner brands were portrayed (80%+) and it even improved appeal for those 
individual brands (60%+).   
 
3rd Research Role – Capturing In-Market Performance 
 
After establishing benchmark levels and determining the campaign had the potential to be 
successful, we had to understand how the campaign was performing in-market and what 
impact it had on shifting attitudes.  As with any major shift in positioning, Xerox had to 
ensure the new communication was not impacting its current leadership position within 
printing and documenting but also increasing awareness of the new solutions Xerox offers.  
 
Millward Brown conducted another round of equity assessment after the campaign had 
enough time to resonate.  The post launch assessment indicated that the campaign was 
performing strongly as predicted   
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 Xerox was still the undeniable market leader in printing and document services 

 Communication awareness for Xerox was increasing – above average increases in 
Xerox’s presence in BPO sector  

 Increased receptability towards the new products and services they offer were 
growing – above average consideration to work with Xerox in the future  

 Xerox’s personality was beginning to evolve 
 
 
Impact on Overall Business  
 
Guided media planning and future creative development - helped identify how each 
individual channel and creative contributed to the broader performance of the campaign.  
Media weight can be focused on the higher performing creatives.  When delivering $1.7 
Billion global impression any optimization is going to have a substantial impact on media 
investment.   
 
Provide support for sole Xerox branded BPO solutions – research findings indicated 
attitudes and receptions were positive towards Xerox and the need for dual ACS branding 
was not needed resulting in reduced marketing expenditures.  
 
Provided support to expand into French market - Global results indicated the campaign 
had the potential to significantly improve perceptions and consideration in France and 
resulted in full expansion into French market. 
 
Evolving Perceptions - Xerox’s perceptions were beginning to change, not as easy task 
given how deep rooted the original brand imagery and personality had become.  New 
services and solutions were now in the top 5 attributes associated to Xerox (an near 
threefold increase over pre-campaign levels)   
 
Secured new partner brands to participate in the campaign - Compelling data showing 
the positive impact the campaign had on the existing partner brands enabled Xerox to 
secure new brands to use to keep the campaign fresh  
 
 
 
 


