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Introduction 
 

This document presents the results of a survey undertaken during March 2007 by Microsoft. The 

purpose of the survey was to gather information about the UK web and digital agency market and 

identify future business and technology trends. 

Microsoft has established close relationships with approximately 30 web and digital agencies based 

in the UK as part of an early adopter programme focused around the importance of user experience 

(UX). Microsoft approached named business or technical leaders within these agencies to participate 

in this survey, achieving a 90% participation rate.  

Microsoft’s UX platform comprises tools, technologies and runtimes for delivering compelling 

experiences on the web, desktop and mobile devices; web and digital agencies are pioneers in the 

design and delivery of rich, engaging user experiences and as such Microsoft is working closely with 

agencies to ensure the possibilities provided by the platform are fully realised. 

The survey was completed anonymously and questioned participants on the following key areas: 

 The profile of their agency 

 Requirements for current and future types of client projects 

 Technologies used to deliver client projects 

 Approach to acquiring new skills and training 

 Future technology trends 

The survey was hosted online at SurveyMonkey.com during the period March 20th – March 31st 2007 

and was made available to invited participants only.  
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About the participants 
 

All information for this report was gathered anonymously – participants were however asked to 

provide information about their organisation so that results could be viewed in context of the wider 

web and digital agency market. 

Organisation Type 
 

Participants were asked to select the category which best describes their organisation – the majority 

described their organisation as a “Full service agency”, but this question highlights the diversity in 

how web and digital agencies identify and describe themselves, based upon their particular design, 

new media or development background/strength. 

 

 

Organisation Size 
 

Participants were asked how many people are employed within their UK organisation – the results 

show that Microsoft is engaging with a wide variety of organisation types; from small, specialist 

consultancies through to global full service agencies (44% of agencies questioned have offices 

outside of the UK). 
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Client Services 
 

Participants were asked to identify which services their organisation offered to clients AND select 

one service which they consider to be their organisation’s core competency/offering.  

From the results, it is clear that whilst web and digital agencies typically offer a wide range of client 

services, they are often built around a core technical development, user interface 

design/development or user experience consultancy offering. 
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Key findings 
 

Highlights from the report are presented below as a summary and to provide references to relevant 

pages of the report. 

 Web agencies questioned believe that Rich Internet Applications (RIA), Lightweight desktop 

applications and Gadgets will be in significant demand from clients this year (2007), whilst 

the majority are still unsure as to if and when Software as a Service (SaaS) and Interactive TV 

applications will impact them. [see page 8] 

 

 Web agencies questioned are primarily focused on consumer marketing sites and 

consumer-focused websites/portals. Very few web and digital agencies are participating in 

the design/development of line of business (LOB) applications for SMEs and Enterprise 

organisations. [see page 9] 

 

 It is harder for web and digital agencies to differentiate on website development or 

interactive content production skills, compared with the creation of desktop applications, 

gadgets, mobile content/services and interactive TV content/services which are offered by 

far fewer agencies. [see page 7] 

 

 Microsoft ASP.NET is used by more web and digital agencies for website development than 

either Java/JSP or PHP. [see page 10] 

 

 Web agencies questioned believe that having a direct relationship with the technology/tool 

vendor is important when considering new tools and technologies to invest in and that 

allocating time for designers/developers to learn new technologies is the single largest 

barrier to adoption. [see page 11] 

 

 Smart client applications, Software as a Service (SaaS) and Virtual Worlds are seen as 

emerging technologies that web and digital agencies will need to offer to clients in the 

future. [see page 13] 
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Survey Results 

Projects 
 

The first section of the report focuses on the projects that web and digital agencies are currently 

delivering for their clients and the types of projects that business and technology leaders within 

agencies believe they will be delivering for clients in the future. 

Types of client projects 

 

Participants were asked to identify the types of projects that their agency is delivering for clients as 

at March 2007. Unsurprisingly, web design/development, together with the creation of interactive 

Flash content is provided for across the board by nearly all agencies surveyed. Agencies that are in a 

position to deliver Gadgets, Mobile content/applications, Desktop applications and Interactive TV 

content/services will be able to differentiate over those who continue to deliver the core web 

design/development services. 

 

According to the survey 89% of agencies are delivering Rich Internet Applications (RIAs) for clients 

today.  
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Future client demand 

 

Participants were asked to identify when they expect to see a significant increase in client demand 

for a range of project types. Participants identified Rich Internet Applications (73%), Lightweight 

desktop applications (65%) and Gadgets (62%) as the three main project types that they expected to 

see a significant increase for during 2007.  

Identifying exactly when agencies will see increased demand for Desktop applications, Mobile 

content/applications, Interactive TV content/services and Software as a Service (SaaS) was less clear, 

with respondents either not sure or anticipating a significant increase in demand during 2008/2009.  

 

The investment Microsoft and others are making to provide multi-channel delivery platforms (web, 

desktop, mobile, TV), combined with consumer demand to access content/services across a range of 

digital touch points means that web and digital agencies should invest early in skills to deliver 

Desktop, Mobile and Interactive TV applications.  
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Industry focus 

 

Participants were asked whether their organisation had a focus on or specialisation in particular 

vertical markets. Media & Communications and Retail & Travel emerged from the survey as the key 

verticals for web and digital agencies. 

 

Participants were also asked to rank the time spent delivering consumer, SME and Enterprise 

projects – 39% of agencies spent most of their time delivering consumer-focused marketing sites, 

with consumer-focused websites/portals and SME/Enterprise-focused websites/portals listed in 2nd 

and 3rd places respectively. 44% of agencies did not spend ANY time delivering line of business 

applications for SME/Enterprise customers; suggesting that opportunities exist for web and digital 

agencies to take the user experience message to corporate clients for intranet and extranet 

applications, where an investment in UX can result in employee productivity improvements. 
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Technologies 
 

The second section of the report focuses on the tools/technologies that web and digital agencies 

are using to deliver clients projects, the approach that agencies take when considering new 

technologies and the tools/technologies agencies believe will be important for delivering future 

projects. 

Tools/Technologies used today 

 

Participants were asked to select which developer tools/technologies were currently used within 

their organisation. 75% of all agencies surveyed use Microsoft ASP.NET and Visual Studio, making it 

the most prevalent development platform, with PHP a close 2nd over and above use of JSP, 

ColdFusion and Ruby on Rails. 

 

This survey did not question participants on the use of designer tools used; existing primary research 

indicates that the majority of web and digital agencies currently use both Macromedia and Adobe 

tools; including Flash, Fireworks, Photoshop and Illustrator. Future web agency surveys will track the 

adoption of Microsoft Expression Studio – the Expression products are currently in beta and are due 

for release during the first half of 2007. 
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New technology adoption 

 

Participants were asked a series of questions to ascertain the approach web and digital agencies 

take when considering the adoption of new and emerging tools/technologies. 

According to the survey results, web and digital agencies proactively invest time researching new 

tools/technologies, even when client demand has yet to be established, so as to stay ahead of the 

game in what is a highly competitive market. Balancing this desire with the practicalities of engaging 

designers/developers in non-revenue work is however highlighted as the number one barrier to 

adopting new technologies. 

The software vendor’s role in helping web agencies with the adoption of new tools/technologies is 

valued by participants; assistance in helping web and digital agencies to create customer-ready value 

propositions would remove a significant barrier to new technology adoption. 

A % of designer/developer time is dedicated to research and learning about new 

tools/technologies. 

 

The organisation only identifies new tools/technologies to invest time learning when there is clear 

demand from clients. 

 

A direct relationship with the technology/tool vendor is important when considering new tools 

and technologies to invest in. 

 

4%

96%

False

True

10%

90%

True

False

4%

96%

False

True



12  

 

The organisation is constantly looking to identify the next wave of technologies so as to 

proactively offer new applications/services to clients. 

 

The organisation invests in either developing training courses or attending external training events 

to skill-up in new tools/technologies. 

 

Barriers to technology adoption 

 

Participants were asked to select the single largest barrier to adopting new tools and technologies 

within their organisation. 
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Future technologies 
 

Participants were asked to rate a number of technologies/terms based upon whether they thought 

the technology/term represented marketing hype, a short-term client offering, a current and 

valuable client offering or an emerging, potential future offering. 

The survey results highlight AJAX, Rich Internet Applications (RIA), “Web 2.0” and Mobile/device 

applications as current and valuable client offerings. 36% of participants did however think that 

“Web 2.0” represented hype or a short-term offering, rather than a longer-term client proposition. 

Participants highlighted SaaS, Smart client applications and Virtual Worlds (such as Second Life) as 

emerging offerings that will likely form part of future client solutions.  
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Partnering with Microsoft 
 

The final section of the report focuses on the benefits that web and digital agencies would expect 

from an agency-focused Microsoft partner programme. 

Microsoft Partner Programme 

 

Participants were asked to select the THREE most important benefits from a list of benefits that 

might be offered by Microsoft in a future partner programme.  

Based on survey responses web and digital agencies see value in partnership programmes that help 

them grow their business through joint business development opportunities and that help them 

successfully deliver innovative client projects, through evaluation of pre-release tools/technologies 

and access to technical support on Microsoft products. 
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Summary 
 

This report provides a snapshot of the UK web and digital agency market as at March 2007, 

capturing the projects that agencies are delivering for clients today and providing an insight into the 

types of applications and services that business and technical leaders within the industry think they 

will be delivering for clients in the future. 

Web and digital agencies believe that client demand for Rich Interactive Applications (RIAs) will grow 

significantly in 2007; as we continue to move from HTML page-based websites through to fully-

interactive browser- and desktop-based RIA experiences web agencies will face challenges in 

allocating the necessary time/resources to adopt new toolsets and will need to re-evaluate the 

designer/developer workflow required to deliver more complex projects. 

Providing a consistent set of tools and platform technologies to enable unparalleled collaboration 

between designers and developers, whether targeting the web, Windows or devices, is a key part of 

Microsoft’s strategy. Leveraging Microsoft Expression Studio and Visual Studio enables web and 

digital agencies to lower the cost of development, delivery and support of Rich Interactive 

Applications, whilst tapping into the wealth of solutions offered by the Microsoft Application 

Platform. 

As part of the web agency early adopter programme Microsoft is engaging with web and digital 

agencies to introduce the tools, technologies and runtimes that will enable them to deliver rich, 

engaging and interactive experiences for the web, Windows and devices. Information about agencies 

involved in the early adopter programme, together with additional resources for web and digital 

agencies can be found at http://ukwebagencies.wordpress.com/  

For more information about Microsoft Expression Studio visit 

http://www.microsoft.com/expression/  

http://ukwebagencies.wordpress.com/
http://www.microsoft.com/expression/

