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Analysys Mason interviewed 3000 small and medium-sized 

businesses (SMBs) in 10 countries in Africa, Asia–Pacific, Europe, 

North America and the Middle East.

We asked questions on the following topics relating to all aspects 

of businesses’ telecoms and technology usage and future plans. 
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We surveyed 3000 businesses to understand their usage and views of technology

Europe Asia–Pacific

North America Africa and                           

the Middle East
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More-detailed findings from the survey can be found in our published research.
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▪ Businesses of all sizes are more interested in near-term 

solutions, such as IoT and building apps in the cloud, than 

longer-term solutions like AI and robotics. 

▪ Interest in all types of new technology is significantly higher 

in China than it is in Germany, which in turn is higher than in 

the USA. 

▪ Businesses in Germany and the USA risk being overtaken by 

those in China in terms of developing and using advanced 

technologies. 

▪ Vendors have been focusing on the potential of AI and 

robotics, but they may do better to focus on real, near-term 

applications of other technologies, like SaaS and IoT.

▪ If the survey responses reflect actions, businesses in China 

will lead those in richer countries in terms of developing new 

technologies. Governments in Europe and the USA may 

need to do more to support the development of more 

advanced technologies.

Digital transformation – advanced technologies: businesses in China are more 

interested in new advanced technologies than businesses in the West

Priorities for advanced business technologies, by business 

size1

Business size

Priority <250 employees 250–1000 employees

1 Cloud-based apps IoT

2 IoT Cloud-based apps

3 AI AI

4 Robotics Robotics

Interest in advanced technologies, selected countries1

10

1 Question: “Which of these technology strategies are critical to accomplishing your business growth goals? Please rate on a scale 

from 1–5 where 1 is ‘not at all important’ and 5 is ‘very important’”; n = 2983.

Findings

Implications

Source: Analysys Mason

Source: Analysys Mason
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Near-term business priorities, by business size2

11

Digital transformation – near term: upgrading security and moving to SaaS are 

priorities for businesses of all sizes 

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “Which of these technology strategies are critical to accomplishing your business growth goals? Please rate on a scale 

from 1–5 where 1 is ‘not at all important’ and 5 is ‘very important’”; n = 2983.

▪ Surveyed businesses have similar near-term priorities, 

regardless of their size. Security and SaaS are the most 

important factors.

▪ Businesses were less interested in outsourcing IT and 

advanced analytics.

▪ IaaS was the lowest priority of all – SMBs are more 

interested in the services that use IaaS.

▪ Vendors that sell advanced security and SaaS are 

responding well to the needs of customers. 

▪ SMBs appear to be more interested in capabilities (such as 

advanced security and SaaS) rather than how those 

capabilities are delivered. MSPs and SIs may need to focus 

on how they can support customers in areas such as 

security and SaaS, rather than on the modes of delivery.

Findings

Implications

We forecast that SMB spend on security and security solutions will grow 

from USD95 billion in 2019 to USD205 billion in 2024 (a CAGR of 17%).

Analysys Mason ICT Global Model1

Business size

Priority <250 employees 250–1000 employees

1 Advanced security Advanced security

2 Move to SaaS Move to SaaS

3 Back up and recovery Back up and recovery

4 Outsource IT Advanced analytics

5 Advanced analytics Outsource IT

6 Move to IaaS Move to IaaS

Source: Analysys Mason

http://www.analysysmason.com/services/Research/smb-ict-channels-forecasts
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Digital transformation: businesses of all sizes share similar challenges but short-

term goals vary

Businesses’ top-3 challenges, by type1

Top-5 goals for the next 12 months2

12

▪ All businesses cited the need to increase revenue and 

remain competitive, along with finding, retaining and 

training employees.

▪ The top-5 goals varied significantly by company size. The top 

priorities of smaller companies are to improve customer 

experience and loyalty, reduce expenses and capitalise on 

growth opportunities. Larger businesses identified 

productivity and innovation as more important than 

reducing operating expenses or customer experience.

▪ Larger businesses have a better understanding of 

technology, and its potential benefits, but need help with 

implementation. As well as lacking specific skills, changing 

the company culture can be a challenge for these larger 

businesses. 

▪ Smaller businesses are less clear on the link between 

technology and challenges – vendors need to show how the 

technology can solve tangible issues, such as customer 

loyalty and reducing operating expenses. 

Findings

Implications

▪ Boosting revenue/sales

▪ Slower payment

▪ Restricted cashflow

Financial

▪ Differentiate from competitors

▪ Pressure to reduce price

▪ Comply with industry and 

regulations

Industry

▪ Find and retain talent

▪ Improve employee productivity

▪ Support a more mobile workforce

Human resources

▪ Train employees

▪ Understand the impact of new 

technologies

▪ Manage the TCO

Technology

Rank <250 employees 250–1000 employees

1
Improve customer 

experiences/loyalty

Improve productivity with 

technology

2 Reduce operating expenses Expand into new opportunities

3 Expand into new opportunities Innovate products/services

4 Innovate products/services Reduce operating expenses

5
Improve productivity with 

technology

Improve customer 

experiences/loyalty  

1 Question: “What are the top business challenges your company is facing?’”; n = 2983.

2 Question “Please rank the following business goals (in terms of importance) that your company is planning in the next 

12 months.”; n = 2983.

Source: Analysys Mason

Source: Analysys Mason
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Cloud infrastructure: spend on cloud infrastructure shows no signs of slowing down

Businesses that intend to increase spend on cloud services 

during the next 12 months, by business size (number of 

employees)2

Use of cloud infrastructure, by platform, and NPS of providers3

14

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “How will your company’s IT spending change over the next 12 months for hosted/cloud-based services?”; n = 2983.

3 Question: “Which of the following service providers/data centers does your company use for leasing/managing servers, IaaS or PaaS?” and “On a scale 

from 0–10 (where 0=not at all likely, and 10=definitely), how likely are you to recommend this service provider to other businesses?”; n = 2384.

▪ Businesses of all sizes are planning to increase their spend 

on cloud services in the next year. 

▪ Azure is the most-used platform.

▪ A few big players dominate the market. The top 4 account 

for 87% of customers. Most cloud providers have a similar 

Net Promoter Score (NPS), highlighting the challenge that 

they face when trying to differentiate themselves.

▪ Cloud infrastructure providers may need to do more to 

explore the opportunity to target smaller businesses. The 

cloud market will continue to grow, but take-up is slower for 

smaller businesses.

▪ Providers could also focus on improving customer 

satisfaction. NPSs of around 25 are good, but not 

exceptional.

Findings

Implications

We forecast that spend on IaaS will grow substantially, from USD34 billion 

in 2019 to USD105 billion in 2024 (a 21% CAGR).

Analysys Mason ICT Global Model1

28%

43%

60%

52%

0–9 10–49 50–249 250–1000
Source: Analysys Mason

Source: Analysys Mason

http://www.analysysmason.com/services/Research/smb-ict-channels-forecasts
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Use of software by category and delivery type1

15

Software and applications: on-premises services continue to dominate all 

categories 

▪ Businesses are continuing to use on-premises software 

more than they use cloud/online software. 

▪ Typically, cloud adoption is half that of on-premises 

solutions, although the difference is greater in some 

categories. 

▪ The opportunity for growth for cloud software vendors 

remains considerable in the SMB market. Adoption to date 

has been low.

▪ Many businesses have benefited from cloud software 

implementations, but more needs to be done to help 

smaller organisations to migrate. Simple migration and 

strong support may help smaller businesses more than 

offering them the most advanced features or technology.

Findings

Implications

1 Question: “Which of the following applications does your firm currently use” and “How does your firm currently have these 

installed? On-premises on PCs/servers or via a cloud-based/online service, or both?”; n = 2983.
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Cloud services migration: improved performance is at least equally important as 

lower costs

Benefits of adopting cloud services1,2

Challenges in adopting cloud services1,3

16

1 Question was only asked to companies who have already migrated some services to the cloud.
2 “Which of the following benefits has your company experienced by using hosted/cloud solutions?”; nine options given; n=2772.
3 “Which of the following challenges has your company experienced while using hosted/cloud solutions”; eight options given; n = 2772.

▪ Businesses regard the ability to access data anywhere and 

reduced costs as the most important benefits of moving to 

cloud-based services.

▪ Businesses that had made the move to cloud services 

reported that a lack of internal expertise, security and 

compatibility were the greatest challenges.

▪ The pay-as-you-use model – often cited as a benefit of 

moving to cloud services – is not seen as a major benefit by 

customers.

▪ Moving to cloud services is not simply a cost issue. Cloud 

solution vendors should continue to emphasise lower costs 

but businesses are receptive to other benefits, such as 

increased flexibility.

▪ Vendors need to simplify migrations, and so limit the 

reliance on internal expertise, or the need for additional 

training. Security and compatibility fears also need to be 

eased. MSPs and other service providers should be able to 

help with all of this.

Findings

Implications

14%
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21%

24%

26%

29%

32%

37%

Pay as you use model

Support model
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Latest features

Less hardware

Scalability/flexibility

Lower cost

Data accessible anywhere

Percentage of respondents

10%

15%

15%

16%

17%
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22%

25%

Too much downtime

Migration from on-premises

More costly than anticipated

Employee training

Lack of support

Compatibility

Security

Lack of technical expertise

Percentage of respondents

Source: Analysys Mason

Source: Analysys Mason
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Telecoms: levels of satisfaction with most telecoms service providers is low, causing 

churn and limiting opportunities in new markets

Mobile services Net Promoter Scores by business size (number 

of employees)1

Fixed services Net Promoter Scores by business size (number 

of employees)2

18

▪ Satisfaction levels with telecoms services are low, for mobile 

and fixed services.

▪ Satisfaction levels have improved, slightly, compared with 

our previous surveys but the lack of satisfaction continues 

to be a problem for service providers.

▪ Low satisfaction with core connectivity services is a problem 

for service providers because:

― it leads to a high level of churn, particularly in countries 

that are saturated

― it limits the likelihood that businesses will want to buy 

other products from their service providers. 

Findings

Implications

7

12

16

21

13

0–9 10–49 50–249 250–1000 Average

-5

7

13 13

7

0–9 10–49 50–249 250–1000 Average

1 Question: “On a scale of from 0–10 (where 0=not at all likely, and 10=definitely), how likely are you to recommend your mobile 

phone supplier to other businesses?”; n = 1974.
2 Question: “On a scale of from 0–10 (where 0=not at all likely, and 10=definitely), how likely are you to recommend your fixed 

supplier to other businesses?”; n = 2005.

Source: Analysys Mason

Source: Analysys Mason
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Plans for IoT projects, by business size (number of employees)2

2%
11%8%

21%20%

44%
37%

20%32%

5%

0–249 250–1000

Operational
solutions

Planning or
developing
solutions

Interested
in IoT

Not
interested
in IoT

Unaware
of IoT
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Internet of Things (IoT): most small companies have little or no interest in the IoT; 

vendors need to do more to promote the benefits of IoT

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “Which of the following most applies to your business when it comes to the Internet of Things (or machine-to-machine 

communications)?”; n = 2983.

▪ The technology sector is focusing on IoT, but most businesses with fewer 

than 250 employees are either unaware of IoT (32%), or are not 

interested in it (37%).

▪ The picture is more encouraging for larger enterprises (i.e. those with 

250–1000 employees), but even here 25% are unaware of, or 

uninterested in, IoT. 

▪ Technology vendors cannot assume that all businesses 

understand IoT and its benefits; more education is needed. 

▪ Technology vendors need to demonstrate how IoT can help 

SMBs and have more complete solutions ready for these 

businesses. Most SMBs do not have the capabilities or 

resources to create a solution, even if hardware and 

software tools are available.

Findings

Implications

Vendors (and Analysys Mason) believe that IoT is relevant for most, if not 

all, businesses. We forecast that SMB spend will reach USD77 billion by 

2024, more than double the figure in 2019.

Analysys Mason ICT Global Model1

Source: Analysys Mason

http://www.analysysmason.com/services/Research/smb-ict-channels-forecasts
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Cyber security: almost 25% of micro businesses report having inadequate protection

Percentage of businesses that feel somewhat or not 

satisfactorily protected against a cyber-security attack, by 

business size (number of employees)2

24%

18%

10% 11%

0–9 10–49 50–249 250–1000

Percentage of businesses that cited the lack of awareness of 

security vendors and their products as a challenge, by business 

size (number of employees)3

23%

17%

5%
4%

0–9 10–49 50–249 250–1000

20

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.
2 Question: “How well protected is your business against any type of internal data theft/loss, or external cybersecurity threats and 

attacks?”; n = 2983.
3 Question: “Which of the following are challenges to your company having a highly effective cybersecurity capability?”; n = 2983.

▪ The smaller the business, the less well protected it feels 

against a cyber-security attack. These smaller businesses 

also do not feel well informed about security vendors or 

solutions.

▪ Security attacks can have a greater relative impact on 

smaller businesses; even an attack costing a few thousand 

dollars can threaten the existence of a company with tight 

cash flows.

▪ Small businesses are a large and underserved market.

▪ Vendors that want to sell to small businesses need to:

― highlight the impact of a security breach

― show how their products can help to mitigate the risks

― make it easy for businesses to adopt and understand the 

benefits of their services.

Findings

Implications

This market can be hard to target, but big rewards are available to vendors 

that are successful in this market. We forecast that SMBs will spend around 

USD50 billion on security in 2019.

Analysys Mason ICT Global Model1

Source: Analysys Mason

Source: Analysys Mason

http://www.analysysmason.com/services/Research/smb-ict-channels-forecasts
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Current use of networking solutions, by type and business size 

(number of employees)2

21

Networks: micro and small businesses can have complex networking requirements

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “Which of the following networking solutions does your company currently use?”; n = 2983.

▪ Relatively complex networks are not purely the reserve of 

larger companies. Even businesses with fewer than 50 

employees may have complicated needs; these businesses 

also have relatively few resources to manage these needs. 

▪ For example, businesses of all sizes are likely to have a Wi-Fi 

network. More than half of micro businesses have a LAN 

and almost half of small firms manage their own servers. 

▪ Vendors have an opportunity to help businesses of all sizes 

with LAN management and Wi-Fi networks. 

▪ Other services, such as firewalls and WAN, are more 

relevant to medium-sized businesses (but there will be 

exceptions).

Findings

Implications

Spend on network-related products is significant at USD40 billion in 2019. 

We expect this to increase to USD55 billion by 2024.

Analysys Mason ICT Global Model1
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Technology service providers, by rank order1

23

Channel preferences: established technology service providers dominate, but 

domain experts are making their mark

▪ Local consultants, SIs and VARs are the preferred partners 

of small and medium-sized firms for providing technology 

services, followed by telecoms operators. 

▪ The market is fragmented; no one type of provider 

dominates.

▪ SMBs often also work with small, specialist players. These 

small players may do well in newer areas, such as IoT, where 

larger players have been slow to gain traction.

▪ The SMB market is highly contested; none of the service 

providers addressing it can afford to be complacent. SMBs 

may be particularly likely to look for different types of 

provider in new technology areas such as AI.

▪ Telecoms operators are considered as technology providers 

more often than we expected; operators have the 

opportunity to expand in new areas, if they are willing to 

adjust their sales and delivery models. 

Findings

Implications

1 Question: “Which of the following types of service providers does your company prefer to work with when implementing 

technology initiatives? (Rank your top 3 choices in order of preference)”; n = 2983.
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Managed IT services – usage and interest among non-users2

24

Managed service providers: Strong migration to managed IT services will continue –

businesses show strong interest in outsourcing more services

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “Which of the following managed IT services does your company currently subscribe to via a monthly or annual 

contract, or what is your level of interest in using these in the future?”; n = 2983.

▪ Businesses expressed a strong interest in buying services, 

such as security, networking and storage/back-up, as 

managed IT services.

▪ Many businesses are interested in outsourcing multiple 

services (for example, a combination of servers, PCs and 

security).

▪ MSPs are likely to see strong growth, especially of bundles 

of related services. This will favour technology vendors that 

can provide their MSP clients with more than one solution.

▪ Companies are not typically interested in outsourcing IT per 

se; MSPs need to stress how their services improve an 

existing solution.

Findings

Implications

We estimate that approximately 11% of IT spending by SMBs in 2019 will 

be through managed service providers. This is expected to rise to 15% by 

2024.

Analysys Mason ICT Global Model1
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Intention of businesses to buy services other than connectivity 

from their fixed service provider2

25

Telecoms operators: operators have the potential to act as a channel for IT services, 

if they are willing to invest and change processes

1 For more information, see www.analysysmason.com/services/Research/smb-ict-channels-forecasts.

2 Question: “Would you consider purchasing the following services from your principal fixed provider?”; n = 2983.

▪ Businesses are receptive to buying IT services from their 

principal fixed telecoms operator. 

▪ The results vary by:

― service

― business size

― satisfaction levels.

▪ Telecoms operators have the potential to sell a range of 

business services to customers. Whether they can do so 

successfully, depends on how they work with partners, and 

how they sell to, and service, customers.

Findings

Implications

We believe that only 1% of business application budgets will be awarded to 

telecoms operators.

Analysys Mason ICT Global Model1 34%

36%

37%

38%

40%

Remotely managed IT services

Software/applications

Cyber security

Cloud storage or hosting

Unified communications

Percentage of respondents
Source: Analysys Mason

http://www.analysysmason.com/services/Research/smb-ict-channels-forecasts/)
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Business characteristics based on the age of the CEO1

27

Business demographics: younger business leaders have different priorities than 

their elder peers 

1 CEO or equivalent title. 

▪ A large proportion (almost a quarter) of businesses are led 

by people under the age of 40. 

▪ These businesses have different characteristics from those 

with older CEOs. They tend to be smaller, newer and faster 

growing. Expansion is more often a higher priority than cost 

cutting. 

▪ Younger business leaders are more interested in 

digitising/modernising all business areas, and will use more 

modern technologies to do so.

▪ As well as the standard segmentations (for example, vertical 

market), technology vendors may need also to consider who 

business leaders are and they are changing. 

▪ Younger leaders appear to be more willing to adopt new 

technologies and make changes more quickly.

Findings

Implications

Age of CEO (years)

Under 40 40–49 Over 50

Share of businesses 24% 39% 37%

Expected revenue growth 

rate (last/next 12 months)

8.0%/11.6% 6.3%/6.6% 4.9%/5.8%

Intend to digitise marketing 42% 35% 32%

Intend to digitise financial 

planning

45% 33% 32%

Intend to migrate more 

processes to the cloud

50% 40% 30%

Source: Analysys Mason
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Activity of start-up (less than 2 years old) and established 

SMBs, by vertical market1

28

Business demographics: vendors need to consider how their technology can 

support the agendas of businesses of different ages

▪ Newer businesses tend to be present in different segments 

from established firms. This is for a variety of reasons such 

as barriers to entry and perceived opportunities.

▪ Some sectors, such as professional services and 

healthcare, are not attracting new competitors, while retail 

in particular has a high share of new companies.

▪ Typically, between 5% and 10% of SMBs are in start-up 

mode in any year, and more in middle-income countries in 

Asia.

▪ Start ups in all verticals are likely to be interested in how 

technology can reduce barriers to entry to new markets. 

Established businesses may be more interested in how 

technology can increase these barriers and help to deter 

new entrants. 

▪ Technology vendors need to consider the different agendas 

of these companies when trying to promote the benefits of 

their solutions.

Findings

Implications

1 Question: “How long has your company been in business?” and “What is your company’s primary business activity?”; n = 2983.
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Survey methodology and sample size

Topic Description

Survey description The survey consisted of an approximately 45-minute online questionnaire filled out by a senior/director-level executive or CTO from 

each business during 1Q 2019. The survey covered almost 3000 businesses across 10 countries and the questions related to all 

facets of businesses’ telecoms and technology usage and future plans. Surveys in non-English countries are translated by professional 

translators and checked in-house. 

Country Sample size

Australia 251

China 303

France 306

Germany 304

India 302

Indonesia 250

Saudi Arabia 257

South Africa 250

UK 301

USA 459

Total 2983

Business segment 

(number of employees)

Sample size

Micro (0–9) 870

Small (10–49) 710

Medium (50–249) 730

Large (250–1000) 673

Total 2983
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