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MARKET RESEARCH TOOLKIT #3:  
 
Online / Web-based surveys 

 

The following section outlines the benefits and implications of online quantitative research. Essentially it is less 
expensive than traditional methods making it an option for many organisation. These tips and rules will help 
ensure you get the best from your research. 

Use of web-based surveys by market researchers has increased year-on-year from 26% of the market share in 
2008 to 33% in 2012, whereas face-to-face quantitative surveys have decreased from 25% in 2008 to 20% in 
2012

1
. Internet usage has continued to increase year on year: in 2012, 33 million adults in the UK accessed the 

internet every day, more than double the 2006 figure of 16 million
2
.  

Web-based surveys have a number of key benefits including being less expensive, more environmentally 
friendly and allowing for stimulus material (including video and images) to be shown in full to participants to 
stimulate recall. An in-house data-base (email addresses) is the best source for organisations to conduct their 
own online surveys. If an in-house data-base is not available it may be necessary to gather email addresses for 
future use, use an online panel to access potential participants, or to work in collaboration with another 
organisation who has an appropriate list. For a list of possible panel suppliers please see footnote

3
.   

Advantages of online surveys 

Lower cost – Although there are some the start-up costs involved with administering online surveys i.e. 
purchasing software to design and develop the survey.  They are much cheaper than more traditional methods 
such as paper self-completion questionnaire (i.e. no printing, postage, paper, envelopes, time spent packing 
and folding).  

More environmentally friendly – Online surveys eradicates the need to use paper, envelopes, delivery and 
return of questionnaires.  

Unrestricted scope – There are no geographical constraints, possible to administer a survey from Glasgow to 
participants in India or the US instantly! 

Automatic filtering / skip logic – Surveys can be designed to automatically skip questions that are not relevant 
to that participant resulting in more accurate data / less missing data.   

                                                           
1 UK Market Research Annual Survey 2012, The Market Research Society (2013) 
2 Internet Access – Households and Individuals, Office of National Statistics (2012) http://www.ons.gov.uk/ons/rel/rdit2/internet-access---households-and-
individuals/2012-part-2/stb-ia-2012part2.html  
3
 Research Now, Panelbase, Cint, Research Bods are just some of the panel providers available online. 
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Fast response – Response rates are quicker and more efficient than postal.  

Electronic Data Collection - Data can be collected in ‘real time’ / collated and analysed very quickly using built 
in software. The data is captured directly in electronic format, making analysis faster and cheaper – saving 
time manually entering the responses into a spead sheet.  

 

Interactive surveys – The technology is constantly evolving and improving in the web-based survey industry – 
easy to include a range of media (including images, video and sound) / stimulus material within surveys. 

Can you use your in-house database? – If you gather email addresses for ticketing or marketing purposes you 
already have your target population available. 

Disadvantages of online surveys 

Restricted online population – This is no longer much of a problem as internet use continues to increase year-
on-year however it is good to be aware of your target group, not all target populations will include high 
penetration of internet users. 

Multiple replies – In the past there has been concern around some people completing a survey more than 
once however, more recently survey systems have built-in systems that will create unique IDs per respondent, 
and can identify IP addresses, therefore removing this concern. 

Sampling of Email Addresses - Unless email addresses are included in the sample it can be difficult to control 
who is taking part, some survey systems however allow hard quotas to be set (this requires screening 
questions to be set). More recently online panels offer access to participants that meet a certain criteria that 
you set (please note there are cost implications for this approach). 

 

This sheet is part of series, for more information please see: 
 
Toolkit #1: Introduction to Market Research 
Toolkit #2: Qualitative of Quantitative? 
Toolkit #4: Online Focus Groups & interviews 
Toolkit #5: Survey Design – Top Tips 
Toolkit #6: Types of Questions 
Toolkit #7: Qualitative Research: Practical Advice 
 

This toolkit was prepared by Wild Heather Digital Research. WHDR uses the latest technology to deliver primary 

research insights to organisations. We offer online quantitative and online qualitative research services, including the 

development and use of panels, and broad based consultation programmes in addition to online group discussions, 

depth interviews and online surveys.  

 

 

 

 

 

 

 

 
 
 


