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About Outsell  
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Why We’re Here Today 

 Determine and communicate IM propositions 

 Increase alignment to critical business functions 

 Improve awareness and marketing 

 Strengthen relationships with global customers 

 Drive value 
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A Story 
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Getting Started 
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re·la·tion·ship 
/riˈlāSHənˌSHip/ 

 

noun 

noun: relationship; plural noun: relationships 

 

1. The way in which two or more concepts, objects, or people are 

connected, or the state of being connected; the way in which 

two or more people or organizations regard and behave toward 

each other 

2. An emotional association between two people 

 synonyms: connection, relation, association, link, alliance, bond, interrelation, 

 interconnection 
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val·ue 
/valyo͞o/  

 

noun  
noun: value; plural noun: values 

 

1. The regard that something is held, importance, worth or 

usefulness of something 

2. A person’s principles or standards of behavior 

3. Have a high opinion of 

 synonyms: usefulness, advantage, benefit, gain, profit, good, merit,  

 think highly of, hold in high esteem 
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Running a Business within a Business 

5 steps to value for IM 

 Build a target market map 

 Complete a needs assessment 

 Weed and feed a portfolio of products and services  

 Brand and market internally; deliver ‘wow’  

 Measure ROI and value 
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Understand Your Markets  
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Mapping Strategic Focus 

 

 

 

 

 

 

 

 

Services and Library 

Offerings 

 

  

  

 

Key Functional 

Groups and/or 

Divisions 

Executives 
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Target Market Mapping 
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Division or Region 

Role  HQ Div A Div B Div C or US Europe Latin Am APACs 

CEO, COO,  

MD, President 

Strategy and 

Intelligence 

Marketing 

R&D 

Engineering 

Mfging and 

Procurement 

IT 

Sales 

Partners 
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Needs Assessment 

Information consumption and obstacles 

 What types of information are users accessing? 

 What platforms are they using? 

 What obstacles are they experiencing? 

 How much time are they spending? 

 How much time do they save using the library? 
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Needs Assessment: Engineers and Scientists 
Top obstacles to getting information for work 
 

37% 

42% 

25% 

13% 

43% 

24% 

10% 

29% 

Not enough time

Hard to know what is available

Too difficult to get the desired
results/Insufficient search capability

Full text is not available

Engineers Scientists

Base: Engineers (n=100); Scientists (n=100) 

Source: Outsell End-User Study 2013 
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Needs Assessment 

Enterprise portals 

 How often are they using them? 

 What tasks are they performing on them? 

 What platforms are they using? 

 How much time are they spending? 
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Needs Assessment 

Business applications 

 What applications or programs are they using? 

 Are they integrating external content? 

 Are they satisfied with their content mix? 

 What content are they missing? 
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Needs Assessment 

Information budgets and decision-making 

 How much are we spending on information? 

 How do we measure ROI on what we spend? 

 Who makes the decisions on what we spend? 

 Are users spending money on their own? 
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Needs Assessment 

Executive perspective 

 How do executives use information? 

 What types do they rely on? 

 What obstacles do they face? 

 Are users spending money on their own? 
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Needs Assessment 

Executive perspective 
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12% 

20% 

21% 

22% 

25% 

26% 

29% 

34% 

51% 

11% 

23% 

15% 

18% 

22% 

25% 

24% 

29% 

43% 

Having insufficient training

Lack of budget

Insufficient search capability

Not comprehensive enough

Hard to know what is available

Not current enough

Lack of support staff

Hard to determine credibility

Lack of  time

Obstacles to Obtaining Information for Work 

Total

Executives

Source: Outsell’s End-User Study 2013. Base: (Total n=1922) (Executives n=101) 



A d v a n c i n g  t h e  B u s i n e s s  o f  I n f o r m a t i o n  ©  2 0 1 5  O u t s e l l ,  I n c .   

Needs Assessment 

Methodologies 

 Quantified data via surveys 

 Qualified data via interviews  

 Benchmarking 

 Measuring time saved 

 Measuring money saved 
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Don’t Forget to Ask 

 Awareness 

 Importance ratings for sources and library offerings 

 Frequency and impact of use 

 Reuse and recommend rates 

 Experience with staff and materials 

 Unmet needs  
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Continuous Evaluation of Product Portfolio 

Information product lifecycle 
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Execute: Brand, Market, and Deliver Wow 
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Have the Right Team 
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Brand Your Experience 
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Market in Purposeful Rhythms 
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Measure ROI and Value 



A d v a n c i n g  t h e  B u s i n e s s  o f  I n f o r m a t i o n  ©  2 0 1 5  O u t s e l l ,  I n c .   

Metrics That Matter 

Best practices for measuring performance 
 

 Strategic Metrics – Outcomes 

 Workflow Metrics – Usage 

 Inform and Planning 
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Value is in the Eye of the Beholder 

Speak stakeholders’ language(s) 
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Infographics 

Information is powerful, but it 
can be bland and unimaginative 
 
Infographics bring clarity  
to complex ideas. 
 
 Infographics channel information 

 Make things instantly understandable 

 They are powerful and beautiful 
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Sample Infographic 

Company analysis 
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Sample Infographic 

Market analysis 
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Sample Infographic 

Analysis of topics 

32 



A d v a n c i n g  t h e  B u s i n e s s  o f  I n f o r m a t i o n  ©  2 0 1 5  O u t s e l l ,  I n c .   

Have Fun and Enjoy the Results! 
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A Story 
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Shift Happens! 

36 



A d v a n c i n g  t h e  B u s i n e s s  o f  I n f o r m a t i o n  ©  2 0 1 5  O u t s e l l ,  I n c .   

Q&A and Discussion 
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About Outsell 

Outsell, Inc. is the world’s only research and advisory firm focused solely on media, 

information, and technology. We use a time-tested, quality-proven, top-secret blend of data, 

brains, community, and pizzazz to produce extraordinary value for our clients. Elite 

information industry executives from all over the world look to Outsell for trusted advice, 

bold insights, and confidential access to exclusive intelligence and decision support. Outsell 

has your back. You’ll stay more focused, save time, and grow revenue in a fast-changing, 

global, digital environment, and sleep better at night. Guaranteed. 

www.outsellinc.com 

info@outsellinc.com 
Burlingame, CA · USA 

+1 650-342-6060 
London · United Kingdom 

+44 (0) 20 8090 6590 

The information, analysis, and opinions (the “Content”) contained herein are based on the qualitative and quantitative 

research methods of Outsell, Inc. and its staff’s extensive professional expertise in the industry. Outsell has used its best  

efforts and judgment in the compilation and presentation of the Content and to ensure to the best of its ability that the Content 

is accurate as of the date published. However, the industry information covered by this report is subject to rapid change. 

Outsell makes no representations or warranties, express or implied, concerning or relating to the accuracy of the Content in 

this report and Outsell assumes no liability related to claims concerning the Content of this report. 
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