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Introduction

1.1  The rapid growth in online research

In compiling this guide we interviewed the research vendors and agencies to get a feel for how the market for online research was growing. Based on this we project the size of the online research market in the UK will more than double in 2004, compared to 2003, with estimated values as high as £160m. 
BMRA figures estimate between 3- 5% of total UK market research data collection is done online. However we would set this figure closer to 10% overall and as high as 25% for bespoke research work. In the US around 40% of all research work is now conducted online and UK research companies confidently expect the UK to reach these levels within the next two years. All are reporting huge growth in online research with their own sales in online research more than doubling this year.

“We are experiencing 100% growth in online research. Our healthcare sector is now mainly an online business”, said Mike Cooke, Global Director: Online Development, NOP World.
Despite the undoubted popularity of online research, some experts sound a note of caution that researchers may not always be using online techniques for the right types of projects or that the methodological frameworks underpinning the new medium have not been adequately refined. Equally, among research buyers there remain concerns over the representivity of online samples and the prospect that there may be a rapid erosion in co-operation rates.

Just because online research can be done quickly and cost effectively, it does not mean that market research best practice can be short-circuited online. Successful online research requires not only market research expertise but real experience of what works best through this new medium.

Apart from internet and e-commerce companies, the sectors showing the greatest growth in using online for research are financial services, alcoholic beverages, healthcare and wireless telecoms. Demand continues to be strongest for B2C research with business-to-business yet to take off except in certain niches, like IT professionals. 
Larger blue chip companies, particularly the FMCG firms, remain the biggest spenders in market research, but the lower costs of online research are giving smaller companies the opportunity to conduct research, which they could not previously afford

“We’ve seen many more small to medium sized companies doing the kinds of survey research that the big companies do.  Because they are quicker, easier and more affordable, online surveys level the playing field and allow smaller players to compete with the big guys”, commented Bruce Mancinelli, CEO, WebSurveyor

Over the coming months and years, as Internet penetration and broadband penetration continue to rise, there are many areas where online will see huge growth as the medium of choice for research. In particular, the opportunities presented by online as a visual research medium will create opportunities across the board. Advertising, concept testing, branding and new product development work will be key growth areas.

1.2  Why should the e-marketer bother with surveys?

To many in the online economy, surveys and market research seem to be an unnecessary vestige of the pre-interactive age. E-commerce brings not only an immediacy to interactions between supplier and client, but, at no additional cost, it gives the e-trader a rich trail of hard data about the customer, the products or services they are interested in, how much they spend and how often. You can even identify what they never look at and, if you analyse abandoned baskets, what they nearly bought. For traditional marketers, this kind of information could only be collected selectively — and often, expensively — by carrying out market research. 

This abundance of hard data on the customer has engendered an attitude in the online world that research has nothing to add. Data mining, statistics and powerful market segmentation models can tell you all you need to know about how customers behave. At best, they offer some fantastic insights and can pick up behaviours of tiny but valuable minorities. At worst, relying on data mining alone is like accelerating into a motorway only looking in the rear-view mirror. It cannot tell you what is about to happen: only talking to your customers and your potential customers can get you close to that level of insight.

Cross Reference: Web Measurement & Analytics: A Buyer’s Guide
If you’d like to learn more about web stats and quantitative web data analysis, you should read 
E-consultancy’s 170 page guide which also includes full profiles, with commentary and market positioning details, for all the leading web analytics vendors in the UK.

Download >> http://www.e-consultancy.com/publications/web_measurement/ 

For all that data mining and analysis of customer data can show,  the question they cannot answer is why. Why do some customers make one purchase then disappear for ever? Why do some propositions do well and inexplicably, others do badly? Why do previously regular customers become ex-customers? 

The great push towards personalisation in the internet economy recognises that most online activity lacks the personal touch. Companies no longer have the opportunity to talk to their customers and hear what they have to say as a routine part of doing business with them. Dissatisfactions can fester, unnoticed. Satisfaction and loyalty are closely associated. The old world had some advantages in that grumblings could be heard and could be acted on. Online, where customers can easily switch allegiances, it is often too late by the time the CRM and data mining reports pick this up. Your customer has churned, and the money spent on attracting him or her in the fist place, is wasted at a stroke. 

Judicious use of surveys, for customer satisfaction, for market research and even for product development, will help to inject the why into the considerable pool of knowledge you already have about what is happening. Uniquely, they let you listen to your customers and give you a channel to their hearts and minds. For most participants, the desire to be listened to is a greater motivation than any modest inducement you may offer. The feeling that you care enough to listen can itself engender the loyalty and sense of community you may be seeking to build among your customer base. More than that, surveys to people drawn from other mailing lists can tell you about the people who aren’t your customers, and even those who are your competitor’s customers.

1.3  About this guide

In this report, we will be providing you with a practical framework to go about learning more about your customers (and your non-customers) using a variety of online survey techniques. There is now a wide range of companies and products to choose from. Mainstream market research has started to move away from traditional face-to-face and telephone research, because of the economies of doing research online. Worldwide, between five and eight per cent of professional market research is now carried out online, and this is growing annually. This means there is a growing experience in the market research industry of how effective online research is, and also how online research should be done effectively. It also means that there is now a wide range of software products to support creating and administering interviews online.

In Section 7 of this guide you will find 18 Vendor Profiles: seven research providers and eleven do-it-yourself internet survey software providers. These profiles are based on a standard questionnaire which has been completed by all the vendors that we approached in order to give them an opportunity to present their products and services. Our intention here is not to point out the best vendor in the market place, as this will depend on your own set of criteria and circumstances, more it is to present your options and highlight some of the issues and pitfalls that you may encounter. 

Among software suppliers, we sought products that were:

a) Built to carry our professional research surveys, not just internet polls or forms.

b) Simple to operate from a technical perspective

c) Affordable and cost-justifiable for relatively small volumes of interviews.

Among research agencies, we sought companies that: 

a) Have a UK base and UK support

b) Offer internet-based research to the e-commerce sector as a core competence

c) Are members of recognised professional research associations

To both software and research services providers, we applied these criteria:

d) Company in business for at least three years

e) Company has a credible position in the marketplace

Later in this document you will find a list of additional criteria that can provide a useful checklist when seeking a supplier. 

In the process of compiling this guide we have tried to give coverage to a range of solutions in depth, rather than provide a directory. In the final section of the guide, we list some other sources of information, including some directories, where you can learn about other products and services too. Our aim is to arm you with the kind of information you need in reaching a decision about what kind of solution would work best for you.

We trust that this guide will be of assistance to you. If you have any comments or suggestions for inclusion into future publications of this guide please contact E-consultancy (info@e-consultancy.com or +44 (0)20 7071 8612).
7. Vendor Profiles
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7.1 Introduction

Following are profiles of 16 leading providers of Internet survey solutions: ten software providers and six research companies specialising in internet-based research. As E-consultancy’s core focus is the UK e-business market, we have focused on service providers from the UK. However, there is a truly international market for research software, and we have therefore not restricted the choice of providers to UK companies, although the majority have a sales and support presence within the UK.

All of the software providers fulfil these criteria:

a) Tools built to carry our professional research surveys, not just internet polls or forms.

b) Simple to operate from a technical perspective

c) Affordable and cost-justifiable for relatively small volumes of interviews.

All of the research companies fulfil these criteria:

a) A UK base and UK support

b) Offer internet-based research as a core competence

c) Members of recognised professional research associations

To both software and research services providers, we applied these criteria:

d) Company in business for at least three years

e) Company has a credible position in the marketplace

7.2 Software providers

In Section 7.2.1 that follows there is a Vendor Matrix which summarises the capabilities of all the software vendors profiled in sections 7.2.2 to 7.2.11, in a single table. For each individual profile there are details on the company and the software they provide. This information has been provided by the individual vendors, with their permission for use within this guide. 

If you believe any of the information to be incorrect, or would like to see other vendors profiled, please let us know: info@e-consultancy.com or +44 (0)20 7071 8612.

1.2.1 Vendor matrix

This matrix shows the services offered by the vendors and can be used as a quick reference rather than having to go through each vendor guide.
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Sheet1

		Product		Confirmit Survey & Reporting Software		InstantSurveyTM		Keypoint Version 4		MERLINPLUS		Net-MR		Snap Survey Software		SphinxSurvey		SurveyWriter.com		The Survey System		WebSurveyor Desktop

		Software Provider		FIRM		NetReflector, Inc.		Cambridge Software Publishing		Merlinco Limited		Global Market Insite, Inc, GMI		Snap Surveys (trading name of Mercator Research Group Ltd)		Sphinx Development UK		SurveyWriter.com, LLC		Creative Research Systems		WebSurveyor Corporation

		ASP		Yes		Yes		No		Yes		Yes		No		Yes		Yes		No		Yes

		Desktop		(only as an internal web server deployment)		Yes		Yes		Yes				Yes		Yes				Yes		Yes

		Bureau services offered				Yes		Yes		Yes		Yes		Yes		Yes				Yes		Survey consulting services

		Graphical, survey design tool		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Drag and drop capabilities in survey design tool		Yes		Yes		Yes		Yes		Yes		Yes		Yes		No		Yes		Yes

		Facilities to import text from simple word documents and create questions from them		Yes		Yes		No		?		Yes		Yes		Yes		No		Yes		No

		Question libraries with example questions		Yes		Yes		Yes		Yes		Yes		Yes		Yes		No		Yes		Yes

		Facilities to sort, classify and code open-ended questions		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		No

		Library of style templates to control look-and-feel independently of the question script		Yes		Yes		Yes		Yes		Yes		Yes		Yes		No		Yes		Yes

		Questions and skip logic conditional on previous answers		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Personalisation: text piping of previous answers or fragments into questions		Yes		Yes		No		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Progress bars		Yes		Yes		Yes		No		Yes		Yes		Yes		Yes		Yes		Yes

		Answer hiding		Yes		No		Yes		Yes		Yes		No		Yes		Yes		Yes		Yes

		Can you randomise selected questions?		Yes		Yes		No		Yes		Yes		No		No		Yes		Yes		No

		Can you randomise answers to questions?		Yes		Yes		No		Yes		Yes		No		Yes		Yes		Yes		Yes

		Integrated email invitations		Yes		Yes		Yes		No		Yes		Yes		Yes		Yes		Yes		Yes

		Generation of unique IDs and passwords		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Support for secure (SSL) interviewing?		Yes		Yes		Yes		No		Yes		Yes		No		Yes				Yes

		Can respondents break off and resume later without losing data?		Yes		Yes		Yes		?		Yes		Yes		Yes		Yes		Yes		Yes

		Do you offer real time reporting via a web browser?		Yes		Yes		No		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Do you offer an automatic top-line report summarising the answers to each question?		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Do you offer integrated analysis or cross-tabs?		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes		Yes

		Can you extract data to analyse offline?		Yes		Yes		Yes		Yes		Yes		Yes		Yes				Yes		Yes





Sheet2

		Product		Confirmit		Instant Survey		Keypoint		MERLIN PLUS		Net-MR		Snap		Sphinx Survey		Survey- Writer.com		The Survey System		Web- Surveyor Desktop

		Software Provider		FIRM		Net-Reflector		Cambridge Software Publishing		Merlinco		GMI		Snap Surveys		Sphinx Develop-ment		Survey-Writer.com		Creative Research Systems		Web-Surveyor Corporation

		Type of solution offered

		ASP		t		t		0		t		t		0		t		t		0		t

		Desktop		0		t		t		t		0		t		t		0		t		t

		Bureau services offered		0		t		t		t		t		t		t		0		t		0

		Product features

		Graphical survey design tool		t		t		t		t		t		t		t		t		t		t

		Drag and drop survey design		t		t		t		t		t		t		t		0		t		t

		Import text from Word		t		t		0		0		t		t		t		0		t		0

		Question libraries with example questions		t		t		t		t		t		t		t		0		t		t

		Facilities to classify open-ended questions		t		t		t		t		t		t		t		t		t		0

		Style templates to control look-and-feel		t		t		t		t		t		t		t		0		t		t

		Personalisation: text piping		t		t		0		t		t		t		t		t		t		t

		Progress bars		t		t		t		0		t		t		t		t		t		t

		Answer hiding		t		0		t		t		t		0		t		t		t		t

		Randomise selected questions		t		t		0		t		t		0		0		t		t		0

		Randomise answers to questions		t		t		0		t		t		0		t		t		t		t

		Integrated email invitations		t		t		t		0		t		t		t		t		t		t

		Unique IDs and passwords		t		t		t		t		t		t		t		t		t		t

		Support for secure (SSL) interviewing		t		t		t		0		t		t		0		t		0		t

		Respondents can break off & resume later		t		t		t		0		t		t		t		t		t		t

		Real time reporting via a web browser		t		t		0		t		t		t		t		t		t		t

		Automatic top-line reports		t		t		t		t		t		t		t		t		t		t

		Integrated analysis / cross-tabs		t		t		t		t		t		t		t		t		t		t

		Extract data to analyse offline		t		t		t		t		t		t		t		0		t		t
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