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Net Drives Profits to Small Biz   (Skewed toward eBay, but valuable still…)
The Internet equals profits for more than half of the 400 small businesses (SBs) that participated in an eBay-commissioned survey, conducted by ACNielsen, and a small portion reported that without the Web, they wouldn't have a business. 

While 51 percent of the respondents indicated that the Internet has improved their profitability, 58 percent said the medium has helped their businesses grow or expand. Fully one-third of the survey participants, which included merchants who have used eBay, sell goods and services online, and 15 percent said the Internet is essential to their survival. 

	The Internet's Impact on Small Businesses

	 
	General
SB
	eBay
SB
	non-eBay
SB

	Helped business grow or expand
	58%
	82%
	57%

	Helped business become more profitable
	51%
	79%
	49%

	Helped business reduce costs
	49%
	78%
	45%

	Business relies on the Internet to survive
	15%
	31%
	14%

	Internet has had no impact on business
	33%
	15%
	24%

	Base: Businesses with Internet access. General SB = 168; eBay SB = 211;
non-eBay SB = 138

	Source: AC Nielsen for eBay


The survey results clearly suggest that both the Internet and eBay have enriched the opportunities for small business success, even for the large majority who have long-established organizations. "Of all the small businesses surveyed, 28 percent have been operating between 10 and 19 years; 35 percent have been operating more than 20 years. Therefore, 63 percent of all the small businesses surveyed existed before eBay," said Jordan Glazier, general manager of eBay Business. 

Glazier noted that eBay provides simple tools that inspire entrepreneurship: "...many of our sellers started their businesses specifically as a result of the ability to use eBay as their e-commerce platform. For thousands and thousands of our sellers, they chose to start a business selling on eBay as an alternative to their previous job. Also, we see many who start out as casual sellers on eBay and find the experience (and income) so compelling that they turn it into their livelihood." 

Survey participants themselves have exercised their e-commerce savvy, with 54 percent saying that they've purchased computers and office technology online, 48 percent have bought capital equipment and supplies, and 21 percent bought office furnishings. One-third buy inventory for online resale, and 59 percent use the Internet to purchase other business-related goods. 

The survey found that eBay businesses had a higher propensity (77 percent) toward purchasing capital equipment, computers, and inventory for resale online than the sampling of general small businesses (41 percent) and non-eBay small businesses (37 percent). The higher incidence of online purchases may be largely due to the fact that more eBay businesses (69 percent) reported that all their employees had Internet access, compared to non-eBay small businesses (57 percent) and the general small business participants (60 percent). 

"We hear from small business owners all the time who tell us that without eBay, they would not have been able to launch their enterprise. For example, Randy Will, a pizzeria owner in Utah, came to eBay to equip his restaurant. He has said that without eBay, he would still be dreaming of his business, rather than running it," said Glazier. 

More than three-quarters of the surveyed small business owners predict stronger revenue in 2004, and 74 percent of the respondents expect a growth in their customer base. Despite the growth predictions, the survey reveals a moderate outlook on hiring with only 27 percent anticipating that they will add full-time employees in 2004. 

The telephone survey of companies with less than 100 full time employees consisted of two sampling components: a random sample of 200 businesses that fit the target criteria, and a random sample of 200 businesses that fit the target criteria and had used eBay for purchasing in the past 12 months. 

A Case Study…

Valentine's Day Boosts Small Businesses

Small-business owners expect to see strong online sales this Valentine's day, according to a survey conducted by Constant Contact. 
Fifty-five percent of small-business owners plan for strong sales leading up to February 14, and 71 percent anticipate healthy online sales. Businesses are implementing online sales and marketing plans to ensure success. 

"[Many] are offline businesses who have learned to use online marketing as a key to their marketing mix," Constant Contact CEO Gail Goodman told ClickZ Stats. 

Promotional offers will be implemented by 70 percent of small businesses. Sixty-eight percent of survey respondents expect customer purchases to average as much as $50. 

	Marketing Plans for Valentine's Day

	Marketing Method
	Percent

	E-mail marketing
	76

	Online marketing
	49

	Direct mail
	25

	Flyers
	25

	Advertising (TV, radio, newspaper)
	10

	Source: Constant Contact, 2006


Online ranks top in methods to reach consumers. Small businesses plan to use e-mail marketing (76 percent); online marketing (49 percent); direct mail (25 percent); flyers (25 percent); and advertising on TV and radio and in newspapers (196 percent). Regardless of the method, timing is key to a successful campaign. 

"We really suggest that people back up to 10 days to two weeks for their first mention of their Valentine's offerings, then a second [mention] about three to five days later," said Goodman. "You want to make sure people have time to respond." 

	Average Customer Valentine's Gift Purchase

	Amount Spent
	Percent

	Less than $25
	32

	Between $25 and $50
	35

	Between $50 and $75
	14

	Between $75 and $100
	9

	More than $100
	10

	Note: Individual purchase typically spent on Valentine's day gifts.

	Source: Constant Contact, 2006


The industry breakdown of companies surveyed in terms of anticipated holiday sales includes hospitality -- restaurants, travel, and lodging (76 percent); retail specialty shops, clothing stores, and florists (63 percent); and customer services, including jewelers, spas, beauty salons, fitness, and photography (48 percent). 

The "2006 Small Business Valentine's Day Outlook" survey was conducted through targeted online distribution of Constant Contact customers. Findings are derived from 400 respondents. The survey was conducted from December 29, 2005, to January 10, 2006.

Net Attracts Health-Seeking Surfers

According to research from Harris Interactive, 114 million adults have looked for health information on the Internet, compared to 111 million in 2004, 109 million in 2003 and 110 million in 2002. 

The annual survey of more than 1,000 American adults found that 74 percent of all those online have looked on the Internet for health information.
Search Sees Double-Digit Growth


The number of U.S. searches grew 55 percent in December 2005 over December 2004, according to data released by Nielsen//NetRatings. 

The growth accounts for 5.1 billion searches conducted in December 2005, up from 3.3 billion searches carried out the previous December. During this time, the U.S. Internet user base increased by just 3 percent to reach 207 million users in the total digital media universe, which includes some non-active users. In December, the number of active home users registered at 143.8 million. 

"The growth of search and the role of search in usage of the Internet has been astounding," said Ken Cassar, senior director of analytics at Nielsen//NetRatings. "When you look at search penetration, it's near 80 percent. The number of searches each person generates, it's high. It would be intuitive to say the numbers can't get any bigger than they are, but they've continued nonetheless." 

In December, Google searches rose six percentage points to reach a 49 percent share of all searches over the previous December. Yahoo! Search and MSN Search each declined slightly in the percentage of shares they served. 

	Top Three U.S. Search Share Rankings by Percentage Points, December 2004 and 2005

	Search Engine
	December 2004 Search Share (%)
	December 2005 Search Share (%)
	Change (Percentage Points)

	Google
	43.1
	48.8
	5.7

	Yahoo!
	21.7
	21.4
	-0.3

	MSN
	14.0
	10.9
	-3.1

	Source: Nielsen//NetRatings, February 2006


The number of searches isn't a factor in market share. Each of the three search engines experienced double-digit year-over-year growth. Google experienced 75 percent growth, Yahoo! Search went up 53 percent, and MSN Search increased by 20 percent. 

"There are a lot of positive things happening in the search space that only lead me to believe people will use it more frequently," said Cassar. 

	Top Three U.S. Search Engines by Growth in Searches, December 2004 and 2005

	Search Engine
	December 2004 Searches (000)
	December 2005 Searches (000)
	Growth (%)

	Google
	1,414,778
	2,475,895
	75

	Yahoo!
	711,857
	1,085,918
	53

	MSN
	460,377
	553,476
	20

	Source: Nielsen//NetRatings, February 2006


Online Retail Revenues to Reach $200 Billion


Online retail is expected to hit $211.4 billion in 2006, a 20 percent gain over revenues of $176.4 last year. That's according to "The 2006 State of Retailing Online," the ninth annual report published by Shop.org and conducted by Forrester Research. 

The forecast $211.4 billion includes travel, a category valued with revenues of $73.4 billion in 2006. The top non-travel categories include computer hardware and software ($16.8 billion); autos and auto parts ($15.9 billion); and apparel, accessories and footwear ($13.8 billion). Cosmetics and fragrances ($800 million) and pet supplies ($500 million) are expected to experience over 30 percent growth in 2006, more than any other categories. Pet supplies is a new category tracked in this year's report. 

Integration between online and offline activity is key for retailers who report 22 percent of offline sales are influenced by the Web. Retail Web sites are also a viable channel to reach new customers; 38 percent of online customers are first-time buyers. 

The study finds the Internet can serve as a means of window shopping. Consumers compare prices, find gift ideas and research products. Some of the resulting sales are transacted offline. To integrate the experience online and offline, 79 percent of retailers have instituted consistent pricing across channels, and 46 percent allow for customers to buy and redeem gift cards on the Web site as well as at brick-and-mortar locations. Thirty-three percent of retailers have loyalty programs to retain customers, and 26 percent offer in-store product availability information online. 

Payment over a secure channel remains an important task. Sixty-three percent of retailers surveyed require card verification value (CVV) codes at checkout. Private-label cards are accepted by 25 percent of retailers. Twelve percent of online retailers offer third-party e-mail payment options, and nine percent accept eChecks. A further seven percent offer third-party credit accounts. 

Data in the report are derived from sales data reported from 174 surveyed retailers and publicly available earnings statements. Forecast figures for 2006 are estimated based on the percentage of individual product categories that will move online and compared against a list of top online retailers by category. 
Research and Decision-Making
The Internet has become increasingly important to users in their everyday lives. In many cases, the Web has become a crucial source of information at major moments and milestones in their lives. 

Multiple surveys show that 45% of Internet users, or about 60 million Americans, say that the Internet helped them make big decisions or negotiate their way through major episodes in their lives in the previous two years. 

· 54% in the number of adults who said the Internet played a major role as they helped another person cope with a major illness. And the number of those who said the internet played a major role as they coped themselves with a major illness increased 40%. 

· 50% in the number who said the Internet played a major role as they pursued more training for their careers. 

· 45% in the number who said the Internet played a major role as they made major investment or financial decisions. 

· 43% in the number who said the Internet played a major role when they looked for a new place to live. 

· 42% in the number who said the Internet played a major role as they decided about a school or a college for themselves or their children. 

· 23% in the number who said the Internet played a major role when they bought a car. 

· 14% in the number who said the Internet played a major role as they switched jobs.

Online Job Sites Overshadow Newspaper Classifieds


The battle between the leading online job marketplaces may have a negative impact on newspaper classifieds revenues, according to a report released by researcher Corzen. 

The report found that the revenue growth rate for Careerbuilder, Monster, and HotJobs outstripped their newspaper classified counterparts by 3 to 1 in the third quarter of 2004. Overall growth for the three averaged 47.4 percent higher in the third quarter than in the same time period in 2003. That growth compares to the 15.9 percent year-over-year growth measured by newspaper classifieds in the Newspaper Association of America. 
	Trend in Recruitment Revenues: Job Boards and Newspapers ($ Mils.)
Includes Job Posting and Resume Database Revenues

	 
	Q1 04
	Q2 04
	Q3 04

	Leading Online Job Board Revenues

	Monster
	$96
	$101
	$112

	Careerbuilder
	$56
	$67
	$77

	HotJobs
	$24
	$27
	$28

	Totals
	$176
	$195
	$217

	Percent Change (YoY)
	26.9%
	39.3%
	47.4%

	 
	Q1 04
	Q2 04
	Q3 04

	Newspapers

	Newspaper Print Recruitment Revenues (1)
	$968
	$1,150
	$1,089

	Percent Change (YoY)
	3.9%
	20.2%
	15.9%

	Note: (1) Newspaper Association of America

	Source: Corzen, Inc.


The price wars between online job sites are the key driver behind that disparity, said Bruce Murray, Corzine's chief executive. 

"The online job board marketplace is growing more competitive among its leaders, characterized by much more aggressive sales tactics and promotional spending on TV and online," Murray said. "Furthermore, the price of job listings is declining online as they compete for volume. That causes traditional newspaper print advertisements to appear even more expensive relative to the cost online." 

Growth trends for the online job boards were ahead of newspaper classifieds in 2003 as well, but not by as large of a margin, he added. 

Online job boards posted an even larger percentage growth in recruitment volume, with Careerbuilder, Monster, and HotJobs registering an average year-over-year increase of 61.3 percent in job postings in the third quarter. Year-over-year newspaper print recruitment volume growth, meanwhile, was only 11.9 percent in the third quarter. 

	Trend in Recruitment Volume: Job Boards and Newspapers

	Avg. # of US Job Postings (000s)

	 
	Q1 04
	Q2 04
	Q3 04

	Leading Online Job Board Volume (1)

	Monster
	163
	195
	217

	Careerbuilder
	200
	227
	262

	HotJobs
	79
	90
	95

	Totals
	442
	512
	574

	Percent Change (YoY)
	45.4%
	52.4%
	61.3%

	Note: (1) Online volume based on total number of jobs posted in the prior 30 days on each online job board.

	Source: Corzen, Inc.


Murray projects that online job board recruitment revenue and volume growth will continue to significantly outpace print newspaper classifieds beyond the end of 2005. Said Murray: "As online job boards gain more volume, consumers will gravitate to them in even greater numbers. It's the kind of thing that, taken as a whole, hurts overall print newspaper sales, where you don't look in the Sunday classifieds anymore for job listings." 
Industrial Suppliers Lack Web Presence


Buyers of industrial equipment and services look to the Web to source goods, but the distributors they want to locate are slow to build an online presence. That's according to a survey conducted by GlobalSpec, a vertical search engine for the engineering, industrial and technical communities. 

Today, you find far less companies that don't have a Web site, it's really more about how they've embraced the Internet and online," said Chris Chariton, VP of marketing at GlobalSpec. "It takes them out of their comfort space a little bit." 

Traditional means of sourcing new suppliers, trade shows, sales calls and catalogs, are being replaced by Web searches. Seventy-three percent of buyers of industrial equipment look for new sources on search engines and online directories. Search engines are the first place to query for new vendors, online industrial directories account for 21 percent of first searches. Online sources exceed initial searches through traditional channels like recommendations from colleagues, manufacturer sales calls, trade magazines, and direct mail. 
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"The audience has moved online, and the first place they're going to look for new sources is the Internet," said Chariton. "From a time savings standpoint, the engineering and tech audience really embraces the Internet as a place to find information and news sources." 
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When finding a source on the Web, up-to-date content and technical specifications are the most important functions of a site, e-commerce isn't as critical. Online ordering and the ability to track orders online rank lower on the list of priorities from buyers. 

GlobalSpec conducted a survey of engineers, technical buyers, scientific professionals and other members of the engineering, industrial and technical communities in January and February of this year. 

Customers Move to Web to Manage Credit Card Accounts

Many consumers now manage their credit card accounts online. A comScore report finds the number of customers who rely on the Web to carry out customer service activities grew 28 percent in the 12-month period ending Q1 2005. 

People who log on to credit card e-service accounts make up 21 percent of the online population and account for 43 percent of all online spending. The average income of e-service credit card users skews higher. Sixty-four percent of those users have household incomes greater than $50,000. On the flip side, 57 percent of people who don't use e-services have household incomes in the same bracket. 

Credit card holders who log in to check balances and pay bills are more likely to log in to resolve customer-service-related account issues as well. Credit card issuers receive a cost benefit from customers who use the Web for account management and customer service. 

"The growth in e-servicing adoption also represents a very favorable trend for issuers who benefit from the reduced costs associated with transactions conducted online," said Nick Tabbal, VP of comScore's credit card division. "Significant opportunity still remains for issuers to increase awareness and further adoption of the range of account management activities available to their customers online." 

During the study period, customers who e-service their accounts increased the frequency and time spent on visits to the issuer sites. Customer visits increased by 45 percent, and time spent went up 31 percent. 

The report also cites a higher level of satisfaction among cardholders who use the Internet to manage their accounts. More than 70 percent of e-service-using credit card holders expressed satisfaction with the issuer's Web site. Though online account users are satisfied with the service, as many as half are unaware of additional services available to them on the issuer's site. 

Customer service activities available online include:

· Order statement copies

· Add authorized users

· Change address

· Set up e-mail alerts

· Stop paper statements

· Resume paper statements

· Request balance transfer

· Request credit limit increase

· Dispute a charge

· Set up recurring/automatic payments (e.g., monthly cable, telephone, or health club membership bills)

The data derives from a panel of a global cross-section of more than 2 million consumers who have given comScore explicit permission to confidentially capture browsing and transaction behavior including online and offline purchasing. Panelists also participate in survey research that captures and integrates their attitudes and intentions.

Online Is Destination for Travel Booking


Consumers are going online to plan and buy travel in increasing numbers. Driven by low prices, most buyers search multiple sites. 

Claria Corporation's Feedback Research division said 88 percent of consumers who have gone or plan to travel this summer use the Internet to research and purchase their trips. 

In terms of actually purchasing travel, 61 percent indicate they purchased or planned to purchase an airline ticket online, up from 50 percent in 2004. Online purchases of hotel accommodations also increased this year to 52 percent, up from 40 percent in 2004. 

Consumers frequent multiple general travel sites, according to the study. Respondents who visited Hotwire.com also looked at Orbitz (71 percent); Expedia (67 percent); and Travelocity (62 percent). 

Of those who purchased travel online and researched at a general travel site, 73 percent indicated they went to the specific travel company's site to actually make the purchase. Just over half (52 percent) report they go directly to the company site because they believe company sites offer the lowest prices. Forty-seven percent say company sites offer special deals, and 22 percent just want to get their frequent flyer points. 

Airline-only sites record the highest number of repeat visitors per month. Southwest.com leads the pack with an average 9.31 visitor returns. AlaskaAir followed at an average 9.29 return visitors, and Northwest.com visitors came back an average 9.19 times. 

Scott Eagle, Claria's CMO, said the study shows consumers increasingly compare prices. 

"While some consumers indicated that they purchase because of ease of use or frequent flyer programs, it's clear that low prices will be a primary driver in online travel decisions," Eagle said. "In an environment like this, the challenge for travel brands is balancing the costs of maintaining a competitive product with building brand equity and high brand awareness." 

Feedback Research analyzed data from its parent Claria's network of users between April 1 and July 1, 2005. Additionally, users who had purchased travel in the past 12 months or viewed travel sites in the prior 30 days were surveyed. 

Pop-ups vanishing, but 'relevant' web advertising thrives 


Web surfers infuriated by pop-up advertisements have virtually killed off "interruptive" online marketing, a new report suggests.  Within the web advertising world, interruptive formats, including pop-ups, dropped by 9% from a year ago and are now worth only 0.7% of all online advertising spending. 
Overall, online advertising spending soared more than 40% in the first half of this year, putting it on track to overtake press advertising by the end of 2006, according to research by the online marketing trade body the Internet Advertising Bureau (IAB). The figures echo reports that indicate the online sector is shrugging off a tough overall advertising market, which has hit television and radio stations in recent months. 

Guy Phillipson, the IAB's chief executive, said advertisers were realizing that more tailored campaigns were the way forward, and were moving away from formats such as pop-ups that mirrored the old-fashioned interruptive nature of TV and radio advertising. 

"The random, scattergun approach is dying out...but engaging and relevant advertising online is doing well," he said. 

The IAB's report, written with PricewaterhouseCoopers and the World Advertising Research Centre, suggests that online advertising growth is fastest in the so-called search area - sponsored listings that advertisers pay for when a consumer clicks through to their site. 

Spending on search advertising jumped 57.7%, giving it a 57.9% share of the online market. Online display advertising, such as banners, was at 23.5% and online classified advertising made up 17.7%. 

Online's share of the overall advertising market, at 10.5%, was just behind the national press's portion of 11.4%, the IAB said. "The gap between online and newspaper advertising is narrowing fast," said Mr Phillipson. 

Internet is now double the size of outdoor advertising and consumer magazines, and three times the size of radio advertising. It still has some way to catch up with television, where market share is at 22.7% but falling.

Advertising Statistics Breakdown (1st Q, 2006)
	Advertising Breakdown by Industry, Monthly Comparison

	Industry
	Total Impressions March 2006
(M)
	Total Impressions February 2006
(M)
	Change from Previous Month (%)

	Automotive
	4,298.8
	3,344.0
	28.55

	Business to Business
	7,073.0
	7,612.9
	-7.09

	Consumer Goods
	7,905.2
	7,079.6
	11.66

	Entertainment
	6,867.7
	4,241.7
	61.91

	Financial Services
	63,310.6
	49,072.2
	29.02

	Hardware and Electronics
	5,007.3
	4,300.5
	16.44

	Health
	4,338.9
	3,335.5
	30.08

	Public Services
	13,093.5
	11,893.3
	10.09

	Retail Goods and Services
	42,417.5
	36,796.6
	15.28

	Software
	5,393.7
	4,419.0
	22.06

	Telecommunications
	34,158.4
	29,009.4
	17.75

	Travel
	8,922.2
	7,152.6
	24.74

	Web Media
	43,415.3
	35,867.9
	21.04

	Source: Nielsen//NetRatings, 2006


	Advertising Breakdown by Industry, Ad Unit Types

	Industry
	Flash (Generic) (M)
	Rich Media (M)
	Sponsored Link (M)
	Standard Image (M)
	Standard Image/Text Link (M)

	Automotive
	1,775.3
	333.7
	292.7
	1,259.6
	637.7

	Business to Business
	692.6
	72.1
	2,669.5
	1,968.0
	1,670.8

	Consumer Goods
	2,467.1
	525.7
	1,822.4
	2,534.8
	555.2

	Entertainment
	2,701.6
	510.3
	356.4
	2,277.6
	1,021.9

	Financial Services
	9,685.1
	386.5
	4,937.4
	11,007.7
	37,293.9

	Hardware and Electronics
	1,538.9
	67.8
	470.7
	1,311.9
	1,618.0

	Health
	2,074.2
	99.8
	911.5
	1,099.4
	154.0

	Public Services
	1,293.0
	55.8
	2,160.9
	3,249.1
	6,334.7

	Retail Goods and Services
	2,958.4
	304.0
	14,032.2
	13,228.7
	11,894.1

	Software
	1,972.7
	53.1
	1,044.9
	1,956.6
	366.4

	Telecommunications
	9,998.2
	129.6
	873.2
	19,757.2
	3,400.1

	Travel
	2,690.2
	198.1
	3,148.9
	2,301.6
	583.3

	Web Media
	8,252.8
	75.1
	15,921.0
	10,507.8
	8,658.6

	Source: Nielsen//NetRatings, 2006


Web Trend Predictions
Web 2.0 is going to be the next "dot.com" wave

The Web 2.0 driven community is going to start our next big dot.com wave. Although it will not be as big as the first one and the money involved will be considerably less. However, we are going to see a similar pattern. Huge buzz, crazy company strategies, mergers, take-over - and eventually bankruptcy for most of them (or at least the loss of an investment).

You do not create your business strategy on a specific technological approach; you base it on people and business needs. We have seen this so many times in the past. We get all hyped up about something new –base our every decision upon that (instead of our customers)—and fail. 

The goal has always been to satisfy people's needs. This has been the case since the Stone Age.  If you do that well you will succeed. 

Web applications will take off - big time

2007 will be the year of web applications. We are already seeing the beginning, but it is getting a lot bigger. The Internet as a platform is going to get big. 

We already see a lot of regular desktop programs being converted to the Internet. Like email, project management, time management, Office Live, security applications etc. 

This trend is going continue big time. 

The Internet as a pipeline is getting started

In the second half of 2006 we are going to see the start of the thing to replace web applications. The "Internet as a platform" is going to be replaced by the "Internet as a pipeline". We are already seeing the start of this with RSS (e.g. NewsGator), Google Earth, MsOffice Research Bar and Adobe Stock Photos.

To use the Internet as a pipeline means that your desktop applications rely on the servers and information stored on the Internet. It is combination of the best elements of both worlds.

This has two very big advantages. 

1. You can still access and work with data from anywhere 

2. You get the speed and flexibility of the desktop world 

Windows Vista will be the first platform to use this concept in a more public sense.

BTW: This will also mean the end of the browser (eventually, but not for several more years). 
Interoperability will be the key

People will start demanding that web applications are interoperable - that you can share, transfer and work with data between them. 

In the first part of 2007 we are going to see an enormous waste of time as people tackle with their online data. In the second part we are going to see the early steps of interoperability hype - mostly powered by new possibilities using RSS.

We are going to see new web services, which only purpose is to manage your data in varies web applications.
"Getting real" is going to get a taste of what reality is really like

"Getting real", the term coined by 37signals is going to experience serious obstacles as the web application world matures and the expectation tightens. 

It will simply not be good enough just to sell small nimble products - initially made to solve your own in-house problems. People will demand scalable and flexible solutions that by today's standards are large and complex. But, specifically people want web applications that are made to solve their problems and goals - regardless of what that means for the complexity of the development team.

The web is going to see the same patterns as when Microsoft Office emerged on the desktop. People would rather have a single huge package that can do almost everything with, than multible small nimble products that you have to learn individually.

The "Getting Real" concept is going to get a taste what it means to play with the big guys (who so far have done very little on the web).

Simplicity is being replaced with Right

In 2005 we finally managed to solve the problem of featuritis (having too many features). Many companies and products have embraced a much simpler approach. But we also see a number of examples of making it too simple - effectively taking away people's abilities to getting things done. 

By the end of 2006 we are going to see a more balanced approach. Simplicity is going to be replaced by "right". The right amount of flexibility, the right amount of abilities, the right work method, the right goal etc. 

In 2007 it will be about "Getting it Right".

Web design standards is going to get a whole new meaning

Web design is going to experience a change that most web designers and marketing departments will fight vigorously. This change is a standardization of design, instead of individually made web sites. 

We are already seeing it with the huge amount of new people who blog using the default web design templates. We can also see it on services like Flickr, or with Microsoft's recent decision to use the same RSS feed icon as Firefox. 

As time is getting more and more constrained, web design and individual look will become secondary for many people. Instead people will focus more on the content.

BTW: As a result, think that we will se much better designed default templates.
Other things to watch for:

· New ways to use WI-FI 
Today WI-FI connections are currently only being used as a normal network without the wires. But, in 2006 we will start to see products that enhance what we can do using the "always connected" concept. 

· Web standards will become less important 
As web standards becomes the standard way to make websites/applications, it will loose some of the inflexible advocacy that surrounds it. This opens up for products that are more focused on getting results, than adhering fully to standards.
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