Conserve your
resources

anufacturers and providers of advanced technology

online research

products and services need to stay up to date with the

current desires of a constantly changing marketplace.
To do so they conduct thousands of surveys with IT profession-
als. These individuals comprise a critical research target, with the
purchasing authority and servicing responsibility of computer
hardware and software, servers, wireless communications, hand-
helds and other technologies utilized in businesses of all sizes.
Because the online surveys they are asked to complete gather
data that heavily influences next-generation designs for the
technologies under their jurisdiction, IT professionals have a
vested interest in participating. H owever, because they are rela-
tively small and frequently-contacted group, it is important for
marketers to consider factors that will encourage survey partici-
pation when designing online Web surveys.

Important considerations to ensure respondent participation
include a clearly-written and -presented survey, short length
(under 20 minutes is preferred), completion flexibility and a
genermus incentive. Online surveys allow the respondent to read
and digest all questions quickly, and perhaps most importantly,
give this crucial respondent set the flexibility to complete the
survey according to their own schedule, not the interviewer’s.
Use of this method can in turn
offer the project sponsor a
decrease in research cost and
timing, and an increase in survey

Reaching IT
professionals
through online

surveys

response rates.

Online method offers
flexibility

A study conducted by my firm
uncovered that more than 98
percent of IT managers working
in large companies (more than
500 employees) were asked to participate in a market research
survey within the previous year. Additionally, the majority of
respondents were asked to participate on more than five occa-
sions. On average, respondents were invited to participate in sur-
veys eight times. With stats like these, it’s clear that if researchers
wish to gain participation from this heavily surveyed group,
offering flexibility is key.
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