
THE MARKET
The document industry is transition­
ing to digital systems, to color, and 
to an increased reliance on elec­
tronic documents. Increasingly, 
businesses are creating and storing 
documents digitally and using the 
Internet to exchange electronic doc­
uments. Xerox believes these trends 
play to the strengths of the Xerox 
product and service offerings and 
represent opportunities for future 
growth in the $132 billion market 
that Xerox serves.

ACHIEVEMENTS
Xerox has garnered attention for its 
leadership, not only for its business 
practices, but for its work in diver­
sity, corporate citizenship, and sus­
tainability. The company receives 
hundreds of awards annually, year 
in and year out, from industry 
groups and media around the world. 
In 2007 Xerox was awarded the 
United States National Medal of Technology, 
one of the highest distinctions a technology com­
pany can receive.

Among some of the recognitions the company 
received in 2011, Xerox was named as one of  
the World’s Most Ethical Companies by the 
Ethisphere Institute, marking Xerox’s fourth 
consecutive year on the list, which grades com­
panies on criteria such as innovation in contrib­
uting to public well-being and executive 
leadership. Recognized for its commitment to 
sustainable innovation, Xerox Corporation has 
now been added to the Dow Jones Sustainability 

which include the Ethernet, a proto­
type of the personal computer with  
a computer mouse, icon and window- 
based computing, laser printing, the 
fax machine, and Print-on- 
Demand technology.

THE PRODUCT
Xerox is a $22 billion technology 
and services enterprise and a leader 
in the global document market. Xerox 
develops, manufactures, markets, 
services, and finances a complete 
range of document equipment, soft­
ware, solutions, and services.

Xerox provides the document 
industry’s broadest portfolio of doc­
ument systems and services for busi­
nesses of any size. Digital systems 
include high-end printing and pub­
lishing systems; digital presses; 
advanced and basic multifunctional 
devices (MFDs) that can print, copy, 
scan, and fax; and laser and solid-
ink printers and fax machines. 

Xerox provides software and workflow solutions 
with which businesses can easily and affordably 
print books, create personalized documents for 
their customers, and scan and route digital infor­
mation. Xerox’s services expertise is unmatched 
and includes helping businesses develop online 

document archives, analyzing how employees 
can most efficiently share documents and knowl­
edge in the office, operating in-house print shops 
or mailrooms, and building Web-based processes 
for personalizing direct mail, invoices, brochures, 
and more. Xerox also offers software, support, 
and supplies, such as toner, paper, and ink.

RECENT DEVELOPMENTS
Through its 2009 acquisition of Affiliated 
Computer Services, Xerox is now the world’s 
leading enterprise for business process and  
document management, offering global services 
from claims reimbursement and automated toll 

North America Index (DJSI North America). 
The listing identifies leaders in sustainability and 
gives investors a way to follow companies that 
embrace environmental and social values.

 Ursula Burns, Xerox chairman and CEO 
appeared for the fourth year running on Forbes’ 
100 Most Powerful Women list, 
while Black Enterprise magazine 
again recognized Xerox as one of 
the 40 Best Companies for Diversity, 
outperforming peers in one or more 
of four key categories: supplier 
diversity, senior management, board 
involvement, and employee base.

HISTORY
Xerox was founded in 1906 as the 
Haloid Company. The Haloid 
Company — which later became Haloid Xerox, 
then Xerox — manufactured and sold photo­
graphic paper.

After World War II, the company’s young 
president, Joseph C. Wilson, focused his com­
pany’s energy on a newly acquired technology: 
xerography. Haloid invested all its resources  
to improve the crude, dirty, time-consuming 
xerographic process. In 1959 the years of  
investment paid off with the unveiling of the first 
office copier, which cleanly and efficiently  
produced copies with just the touch of a button. 
This initial success funded more research to both 
refine xerography and invent new technologies, 
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Straightforward. Xerox believes its truthful 
and transparent nature enables others to work 
easily with the company.

Dependable. Xerox believes its dedication 
and accountability for its actions build relation­
ships in which its clients can trust.

Open. Xerox is flexible and receptive, dem­
onstrating that Xerox is trustworthy and willing 
to listen to its customers.

Vibrant. Xerox is colorful and energetic, 
which builds an emotional relationship with its 
customers and helps them to sense Xerox’s pas­
sion for business.

Connected. Xerox is aware and focused on 
relationships, demonstrating its relevance to its 
customers’ businesses for today and tomorrow.

Human. Xerox is real and personal, showing 
others that Xerox is approachable as individuals 
and as an organization.

transaction to customer care centers and HR 
benefits management. 

To further strengthen distribution capacity, 
Xerox has completed several other acquisitions as 
well in recent years. Xerox acquired Veenman 
B.V., expanding its reach into the small and mid-
size business market in the Netherlands.

Global Imaging Systems Inc. (GIS) acquired 
Saxon Business Systems, an office equipment 
supplier with offices throughout Florida, and 
three smaller acquisitions: Better Quality 
Business Systems, Precision Copier Service  
Inc. DBA Sierra Office Solutions, and Inland 
Business Systems of Chico. Xerox acquired  
GIS, a provider of office technology for small 
and mid-size business in the United States.

PROMOTION
Experiential marketing is a key component of 
Xerox’s brand strategy, including a global initia-
tive that connects clients and prospects to the 
Xerox brand in personally relevant and compelling  

ways while demonstrating strong corporate citi­
zenship. Among Xerox’s major sponsorship plat­
forms are long-standing, multiyear relationships 
with the University of Notre Dame and the Xerox 
Rochester International Jazz Festival.

Xerox has been a major sponsor of the 
University of Notre Dame athletics program, 
aligning the brand with highly ethical, winning 
teams across multiple sports. As part of this pro­
gram, Xerox also works with the university on 
minority scholarship programs and work experi­
ences for women engineers. 

Xerox’s title sponsorship of the Xerox 
Rochester International Jazz Festival also has  
a strong community relations component,  
including charitable contributions for scholar­
ship programs at the University of Rochester’s 
acclaimed Eastman School of Music. 

New to Xerox’s sponsorship portfolio is the 
highest-attended annual sporting event in the 
world: the US Open Tennis Championships, 
which was looking for a better way to coordinate 
event communications for thousands of employ­
ees, vendors, and media. The US Open found 
what it was looking for in Xerox: better docu­
ment technology and broader capabilities from a 
global leader in business communications and 
document management. Starting with the 2011 
US Open, and for the next five years, Xerox is 
the exclusive office equipment and document 
technology and services provider for both the US 
Open and Arthur Ashe Kids’ Day. 

In all these endeavors and related customer 
events, Xerox seeks to leverage experiential  
marketing as a competitive differentiator for  
the brand and the business. 

BRAND VALUES
Savvy. Xerox believes its deep understanding 
and pragmatic approach toward its customers 
uncovers the insights that competitors don’t see.

Enterprising. Xerox believes its proactive, 
hard-working, and action-oriented attitude 
allows it to experiment and take intelligent risks.
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Xerox believes that sustainability is not 
just a nice thing to do. It’s about valuing 
Xerox employees and communities, pre-
serving the environment, and returning 
value to Xerox shareholders . . . now and 
for the future. 

For 40 years, a focus on green innova-
tion has enabled Xerox to introduce the 
first office equipment with automatic 
power-down mode and two-sided copying. 
Xerox helped create the EPA’s ENERGY 
STAR program and has since launched 
over 500 products meeting that program’s 
increasingly stringent standards. Xerox’s 
solid-ink technology reduces waste by 90 
percent compared to color laser printing, 
and its breakthrough High-Yield Business 
paper uses half the trees of conventional 
office paper. 

Looking to the future, Xerox is aligning 
efforts around four commitment areas 

where Xerox will innovate and partner 
to build a more sustainable business:

�Climate protection and energy 
reduction. Xerox invests in technol-
ogies that reduce the carbon foot-
print of its operations and the 
document-management solutions it 
offers to its customers. 

Preserving biodiversity and the 
world’s forests. Xerox works with its 
customers, suppliers, and other stake-
holders to support the development of a  
sustainable paper cycle through paper-
sourcing guidelines, environmentally 
sound paper offerings, and products and 
services that decrease offices’ depen-
dency on paper. 

�Preserving clean air and water. Xerox strives 
to eliminate the use of toxic materials 

throughout the supply chain. Xerox hasre-
duced emissions of regulated by 94 per-
cent since 1991. 

�Preventing and managing waste. Xerox’s 
goal is to produce waste-free products in 
waste-free facilities that promote waste-
free customer workplaces. Xerox diverts 
over 100 million pounds of waste from 
landfills annually with its recycling and 
remanufacturing programs.

g reen     f ocus  

m �Because Xerox has been in business for 
more than half a century, many people 
think of the company as a copier com-
pany when, in fact, the company special-
izes in document management. From 
desktop printers and multifunction office 
systems to high-speed color presses, 
outsourcing, and digital imaging, Xerox 
provides the industry’s broadest portfo-
lio of document services and systems for 
businesses of any size.

m �Almost without exception, Xerox’s ser-
vices business and office document  
solutions are routinely helping custom-
ers take 25 percent or more of the cost 
out of managing information, content, 
and documents.

THINGS YOU DIDN’T KNOW ABOUT
XEROX


