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WEB 2.0 ¢A SURVEY OF THE ATTITUDES AND APPROACH OF A SAMPLE OF BRITISH
BUSINESSES

Sales 101 is a specialist consultancy that advises businesses how to improve their new business development
performance. The advent of Web 2.0 has extremely important implications for the way in which companies
attract and retain new business. In this survey we asked businesses how much they knew about Web 2.0 and
what actions they were taking to reengineer their business models to take account of the advances that are
being made. The results suggest that most businesses are ill prepared. Many are not aware of the implications
of Web 2.0 and are taking only limited or ineffective measures to align themselves with the switch in customer
attitudes that is taking place. Wed Hdn A& ASLI NI GS yYyR RAAGAYOG FNRBY a4
the way they interact with their customers at every stage of the sales cycle from initial contact through to
ongoing customer relationship management. Our key findings are below. To discuss how this report affects your
business, please feel free to call or email the Author for a confidential, no obligation discussion.
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WEB 2.0 CRESEARCH INTO THE ATTITUDES AND APPROACH OF A
SAMPLE OF BRITISH BUSINESSES

LONDON ¢ MAY 2008

Web 2.0 is not a new technology. Rather it is a whole new way of thinking about
information, other people and how they interact. This will have an increasingly
important effect on the way that companies do business.

. . . . Figure 1 The Author - Perry Burns
In this survey, business people from a wide range of enterprises were asked

about their attitudes to the internet in general and Web 2.0 in particular. Whilst some of our findings were
expected, others were surprising and could have a profound affect on the way that strategic planners consider
their plans for the future.

Our research shows that despite a deluge of informed comment indicating that Web 2.0 is about to change the
business landscape, many businesses are unaware of Web 2.0 and its implications. Furthermore, the majority of
businesses have no plans to update their strategy to accommodate Web 2.0 tools and methodologies that will be
necessary for business survival beyond the beginning of the 21* century.

Has Web 2.0 prompted you to consider your
sales / business development strategy?

Yes - we have an

No - but we know we active programme in Yes - we will
need to place be
18% 19% implementing
something

No - we are happy
with our strategy as
itis
24%

Not really - we will
integrate Web 2.0 as
necessary
29%

Figure 2 Web 2.0 Strategies

The results showed that although the technologies have moved on dramatically, companies are still running their
internet presence as a passive marketing exercise with little or no regard for the strategic repercussions implied by
the advent of Web 2.0. For example, while 74% of our respondents had a mechanism to request sales contact,
fewer than 30% had a means for online purchase although around half provided a mechanism for download of
general or specific information.

It is therefore not surprising that more than half of the respondents attributed no observable change in business
performance from their web presence.
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WEB 2.0 AWARENESS

Our sample was drawn from our clients and contacts. 91% of respondents were / 9 h dixéctors, partners or
executives and just over three quarters were male. 65% of our sample was from the services sector with significant
contributions from the Public sector, manufacturing retail and distribution.

Survey Makeup Gender

Figure 3 Contributor Grading Figure 4 Gender

Despite the career seniority of the sample, almost half the respondents were aged 31 ¢ 45. Interestingly,
awareness of Web 2.0 and its implications was significantly higher amongst respondents aged 55 and over, with
67% confirming that they had heard of Web 2.0. Surprisingly 57% of eighteen to thirty year olds and an identical
proportion of the forty six to fifty five year olds had not heard of Web 2.0. It is interesting to speculate that while
middle-aged respondents had not come across the term, younger people (sometimes known as digital natives) are
more concerned with the use of the technology than what it is called. All of the respondents were experienced
internet users with 96% having more than five years experience and 67% more than ten years.

Lb¢Owb9o9¢ GLEDE{t 9b{!

95% of the respondents confirmed that the Internet was
indispensable to their work, with 65% confirming that
they had an internet browser open all the time or nearly
all the time.

One of the most astonishing results of this survey is that
97% of all respondents agreed completely or to an
extent that the internet was their primary research tool.
This has very serious implications. The availability of
information over the internet has never been greater
and the growing sophistication of search engines in
helping users to track down information has meant that

traditional methodologies are falling into disuse. Figure 5 Internet as Research Tool

Search engines are now using very sophisticated algorithms to

guarantee the integrity of searches and are even ensuring that ‘Haid forQ
advertisements will take customers to a relevant site. It is not so long
ago that clicking on a link produced in response to a search for say

Today the top link actually isa hotel in Benidorm. This has been made
possible by the increased sophistication of the algorithms and
dissemination of rules by Google and others as to how businesses can
construct their web sites to as to push them higher in the natural
rankings. ThisK I & aLJ 6ySR | ¢K2fS ySg
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Figure 6 Google search for "hotel benidorm™
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(SEQ) industry whose mission is to help businesses to comply with the Search engine Requirements for page
content and layout.

Itis important to understand that SEO is very different from web site design and development. Whilst the

former is concerned with the content and marketing of websites; the latter is concerned with their technical

creation and maintenance. There may be overlap, but the disciplines are very different.

It is this increased reliability of online search that has led to the enormous reliance of our survey population on the

internet as a primary research tool. ThecorollaryK2 § S@SNJ A &4 GKI G AF odzaraySaasSa |\
searches they must adapt their own marketing strategies to meet the new paradigm.

CHANGE IN COMMUNICATIONS

Coupled with this growth in reliance on the web for information is the finding that almost 60% of respondents
reported that their main mode of written communication was by email with a further 27% agreeing that it was ¢to
an extenté. The immediacy and informality of the medium is obviously attractive but also means that
organizations wishing to find new markets have to adjust
their approach methodology. In the early days of the
internet this was relatively easy but with the flood of
unsolicited email to which most businesses are subject,

the task has become progressively more difficult as SPAM Growth in CTPS Resistrations
FAE GSNB NBY2AAS (FSRQ oGi20NINIBIAKL A2 SYOSCD 2 A 0K
the introduction of Commercial Telephone Preference ‘

Service Regulations limiting the ability of organization to
make telephone approaches and Royal Mail research
suggesting that a postal mailshot needs to cost at least -

60p to be effective, businesses are going to have to invest -
moNB 2F GKSANI YFN] SGAYy3 aLBYR i1y ONBLIAYyI WAzl 2 YSNI L
compared to the traditional ®ustomer pushGmodel seen
until now.

Figure 7 Growth in CTPS Registrations (Source DMA)

Although almost 30% of the survey population treated the internet purely as an information source, the remainder
had all contributed content to the web in some form, with Articles and involvement in Social Networking being the
most significant.

Contributions to the Internet

Social networking (eg
Facebook or
ySpace), 35%

‘ Web postings, 31%
No, 27%

Blogs, 16%
Other, 9%
Wikis, 9%
linkedin, 1%
scientific
publications, 1%

fundraising page, 1% podcasts, 1%

Articles, 42%
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Figure 8 Contributions to the Internet
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Search Engines look for evidence that pages are well regarded in order to display them high up in the rankings.
They employ a number of tools to do this including a measure of how many other sites link back to the site (back
links) and whether there is evidence that users of the site view it as being significant enough to contribute content.

The main way of doing this is by blogs (by comments on posts) and wikis where the content is created by users
rather than owners of the site. It is interesting that only 16% of the sample had used blogs and 9% wikis.
Unsurprisingly, 78% of wiki users had contributed articles and almost 70% used social networking sites. Companies
reacting to the challenge of Web 2.0 will need to actively consider how to facilitate and manage user generated
content (UGC). The survey demonstrates that at the moment this activity is at a low level and is regarded as being
of little importance. We believe that Companies seeking to gain or maintain serious web presence will need to
actively embrace these technologies and incorporate them into the mainstream of their marketing activity.

WEB 2.0 AWARENESS
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that amongst directors only 43% had come across the term. Overall 54% of respondents had heard of the term but
surprisingly, in the respondents that had not come across it, almost 60% did notconsider using the web to find out

what it meant. This perhaps highlights an irony that while the majority of users claim to regard the web as a

primary research tool, its use has not yet become instinctive.

UGC IS NOT ALL BAD

One of the criticisms levelled at Web 2.0 in general and wikis in particular is that the quality of the content is a
mere Wa populiwith little or no validity. In other words, just because a lot of people think something is true, that
does not necessarily prove veracity. The mass of conspiracy theory, faux research and politically motivated, single
issue sites indicates that many people contribute content without regard for facts, accuracy or sometimes even
legality. Many serious contributors have therefore tended to regard wikis as an unreliable, biased source of
information devoid of worth and undeserving of attention for any serious purpose.

¢2 (Sad GKS @GlrtARAGE 2F (GKA& LINRBLRaAGAZY ¢S AyOf dzRSR
respondents to rank them in the order they considered most accurate and informative.

Definition

A term often applied to a perceived ongoing 2020systems 2.91 =

transition of the World Wide Web from a collection _— 7
of websites to a full-fledged computing platform

Web 2.0 is a perceived or proposed second GermWorks 4.40 _

generation of the web. This is were the web has

evolved and improved over time and now offers 2
better and more up to date services like blogs,

wi ki 6s, soci al net wor ki

Refers to a supposed second-generation of The Web 5.17 -

Internet-based services - such as social Works

networking sites, wikis, communication tools, and 1
folksonomies - that let people collaborate and

share information online in ways previously

unavailable.

A term introduced in 2004 to characterize design ProQuest 3.40 _

patterns in a constellation of new generation Web

applications which may provide an infrastructure 3
for more dynamic user participation, social

interaction and collaboration.
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Definition Source

The second phase of architecture and application Aardvark 3.00 _

development for the web. Web 2.0 applications Media

often use a combination of techniques devised in 5_
the late 1990s, including public web service APIs -

(dating from 1998), Ajax (1998), and web
syndication (1997).

Web 2.0 is an expression which was used for the SHARE ¢ 3.00 _

first time in 2004 and referred to the second Sharing

generation of Internet. The main characteristics of  rasources in 5 —
new era in Internet is connected with its constant . -
development and delivering services tailored to Education

the needs of each user.

Web 2.0, a phrase coined by O'Reilly Media in Wikipedia 3.36 _

2004, refers to a perceived second-generation of

Web-based servicesd such as social networking 4
sites, wikis, communication tools, and

folksonomiesd that emphasize online
collaboration and sharing among users.

Figure 9 Definitions of "Web 2.0" drawn from the internet

Much to our surprise we found that the most favoured definition was derived from Wikipedia by a considerable
margin. However it is also salutary to observe that when the survey was compiled, the definitions from Web Works
(which were a straight lift) and Wikipedia were identical. Before going to press, the definition on Wikipedia was
changed and it has since changed again to a definition judged by our respondents as being considerably inferior to
one that appeared just a few weeks ago. Thus judging from our responses, the Wikipedia definition of Web 2.0 was
originally an accurate and reliable source of information, but due to the nature of the medium has actually
deteriorated in quality with time. Anecdotally we understand that Wikipedia in particular is regarded, especially
amongst younger people, as a reliable, accurate source of information particularly for scientific or fact based
knowledge. Regretfully however, we conclude on the basis of our research that while wikis retain the ability to be
edited by unqualified and unaccountable editors, they remain unreliable as a source of trustworthy information.

SEARCH ENGINE OPTIMIZATION

Search Engine Optimization (SEQ) is the process where the construction of a web site is engineered to maximize
the likelihood that it will rank well in searches for keywords selected by an enterprise as definitive of its mission.
SEO has a number of elements but two common abbreviations linked with it are SEO and PPC. 88% and 80% of our
respondents correctly identified the acronyms although we were amused by the 9% of responses that thought PPC
stood for Performance Planning Code, a term of our own invention.

We selected a range of Web 2.0 facilities and asked our population to identify their use with the following results:

A . . Sales | Recruitment{ Communication |Marketing| Other | None
Do you use any of the following in your business: —
1

Social Networking (e.g. Facebook) e 8% 9% 14% 7% 8%  63%
Blog . 7% 1% 11% 20% 2% 60%
Wiki EEE 3% 1% 8% 10%  11% 57%
Downloadable documents SiE_1l 45% 16% 47% 54% 28% 14%
Searchable database HINC_HE 36% 16% 34% 41% 24%  25%
Online ordering CEI.EE 3% 3% 13% 17% 31% 24%

Figure 10 Web 2.0 usage
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Despite the ease of loading documents onto the internet and the increasing willingness of users to use the web as

a primary research tool; it is amazing that only a little over half of businesses are using the medium to distribute

sales, marketing and communication collateral. It is also interesting to note that some businesses have already

identified the power of social networking and are beginning to incorporate it into marketing, communication and

recruitment strategies. It is our belief that the use of these toolsisagoodindick 4G 2 NJ 2F O2Y LI yAS&AQ 4
adapt to the environment and an excellent pointer towards their ability to survive as Web 2.0 gathers pace. Users

show a greater affinity with Web 2.0 because it brings them considerable benefits. Companies who fail to embrace

Web 2.0 will suffer as their potential customers chose to vote with their mouse.

Notwithstanding the ease with which online ordering can be implemented, it was surprising at how few businesses
had embraced online selling, with almost a quarter having no activity in this area at all. It is also astonishing that
despite the fact that search engines regard blogs as being a reliable indicator of active involvement in a market,
60% of our sample had not yet developed a strategy for harnessing this key machinery. There is no doubt that as
Web 2.0 gathers pace, businesses that do not adapt strategies to incorporate these and other Web 2.0 elements
will find themselves increasingly isolated. With other channels becoming restricted by legislation and common
business usage increasingly favouring the web as a primary medium (as discussed above), companies that do not
adapt their strategies run severe risks as to their ongoing viability.

In terms of risk to the ongoing web health of a business the design and management2 ¥ (G KS O2YLJ y & Q&
crucial. The responses however showed a remarkable disregard for the importance of web site optimization.
. Notwithstanding the importance
o e SEO Responsibility of SEO for the future health of
Optimization) their business, only 4% of our

4% sample had commissioned an
outside specialist to manage their
SEO. Only 41% had dedicated
resources supporting the problem
while almost half were relying on
a design consultant or an
employee with additional
responsibilities. This indicates
T house by o GKF(i odzaAirySaasSa ary
dedicated understood how important this
smplovee issue is and are taking a serious
gamble with the long term

viability of their business.

Figure 11 Responsibility of Web site creation and maintenance

SEO STRATEGIES

Having ascertained the attitude to Web 2.0 we then asked a number of questions about detailed Web 2.0
components.

Not
Important - High | Important | Nice but | important Not

Thinking about your web strategy. How important are

the following? Critical - priority for - lower not -low | necessary

Implemented | implementation | priority [necessary| priority |/ no plans
|

Pay per Click (PPC) ) | e 13% 6% 9% 14% 18% 41%
SEO ==y | 18% 27% 20% 9% 4% 23%
Keyword targeting | . 19% 33% 13% 13% 5% 18%
Backlink strategy S Ees 6% 16% 19% 15% 10% 33%
Being No 1 in our chosen

S T 24% 28% 22% 14% 3% 10%

search terms
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Not

Thinking about your web strategy. How important are " Important - ey | TTgafzins | NS T ) itz ot
3 Critical - priority for - lower not -low | necessary
the following? . . o o
Implemented | implementation | priority |necessary| priority [/ no plans
|
Wiki(s) 1 s T 4% 8% 14% 16% 19% 39%
eCommerce ==y | . 16% 14% 20% 13% 9% 28%
Blog CEE___ e 6% 9% 14% 16% 11% 42%
Article marketing = [ e 13% 27% 19% 14% 5% 23%
Adsense | e 3% 14% 14% 10% 16% 43%
Social Networking CHE_ 8% 9% 11% 10% 11% 51%
Figure 12 SEO Strategies

Again, the results demonstrate a cavalier attitude to some of the issues. While it is understandable that more than
half of the sample regard Social Networking as unnecessary it is simply astonishing that less than a fifth have
implemented a keyword strategy and less than a quarter have taken action to ensure that they are humber oneé
for their chosen search terms.

{AYAfFNI @&z gKAfad ¢S R2yQi | OOSLIi (KS @ASs: 6S KI @S
wikis and blogs. However the disregard for certain other issues such as SEO, PPC article marketing and backlinks

indicates a fundamental lack of understanding of this issue which, if not addressed, is likely to have a long term,

negative effect on a business and which may have severe, if not disastrous consequences.

SUMMARY

This research has demonstrated that while there is some awareness of Web 2.0, very few businesses are
embracing it as fully as they need to. It is clear that while users may not recognize the label, they find Web 2.0
techniques helpful, enjoyable and facilitative of their search for information, products, services and potential
business partners.

Implementation of Web 2.0 is not simply about writing a blog or getting directors to upload a video to YouTube. In
order to create a meaningful customer experience which will become the major source of new business activity as
the technology matures; businesses will need to completely restructure their websites to increase the interaction
with their customer in terms of communication, availability of information and demonstration of expertise. They
will also need to create new channels through which to do business and develop process to ensure that the
information they showcase is up to date, relevant and stimulating.

About the Author

Perry Burns is Managing Director of Sales 101 Ltd in London which specializes in using tools and exercises to
improve performance. A former director at Ernst & Young he now works with a wide range of companies to provide
training resources ansitrategic advice.
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