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i a honest relat:onshl‘
with a local banker, call me.

— Al Shott, Senior Vice President/Regional Manager, Seattie

We pride ourselves on building long-term partnerships on a friendly,
face-to-face basis without any of the runaround found at other banks.
Our experienced and dedicated team is recognized for their skill
in applying the appropriate financial tools to best serve businesses
like yours, including:

» Commercial Lending * Remote Deposit

* Cash Management Services * Internet Banking

» Automated Clearing House ® Trust Services

* |nternational Banking * SBA Loans

Best of all, our decision-making process is fast and flexible.
We've been based right here in the Northwest since 1978
so you really can have a truly local banking relationship.

Give Al a call on his direct line at 206.664.7355. You'll enjoy the
dialog and quickly see what sets us apart as a local business favorite.

BAY BANK
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1505 Westlake Ave N.
Suite 125, Seattle
206.282.4000

10500 N.E. 8th Street
Suite 1750, Bellevue
425.452.1543
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www.bay-bank.com

COMCAST
SAVES YOU 24%
OVER QWEST.

An obvious move to save month after month doesn’t come
around all that often in business.

So why wait? Switch to Comcast today and enjoy Voice,
internet and TV for just $99 a month.

The Business Bundle from Comcast

» internet speeds up to 6 Mbps download, 1 Mbps
upload with faster speeds available

* Microsoft Outlook, web hosting and custom domain
name included

|« Unlimited local and domestic long distance calling
& o TV service for your workplace

America’s leading fiber-optic network for TV, internet and Phone |

Call 1-888-824-8231

www.comcast.com/business
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Survey Analytics hit market
as trends shifted online

By ELIZABETH M. ECONOMOU
CONTRIBUTING WRITER

As a young teenager living in Cal-
cutta, India, in the early '90s, Vivek
Bhaskaran would constantly dial into
that country’s bulletin-board system
to chat up other like-minded techies
about programming.

What he didn’t realize at the time,
however, was that he was dialing
long-distance to Bangalore, some
1,000 miles away from his home.
By the time the massive phone bill
arrived, Bhaskaran had racked up
thousands of dollars in phone charg-
es, and his father, of course, was out-
raged.

The phone bills didn’t deter him
from his passion for technology. He
came to the U.S. as a student of com-
puter engineering at Brigham Young
University, and while there he worked
three years for a market research pro-
fessor, gaining insight into creating
online research tools.

“] was basically cheap labor,” he
said.

But that on-the-job training paid
off. Bhaskaran founded Survey Ana-
Iytics LLC in 2002.

The web-based Seattle software
company has seen its revenue soar
from $790,000 in 2005 to $3.22 mil-
lion in 2007.

“More than anything else, I was
at the right place at the right time,”
Bhaskaran said.

To date, Survey Analytics, which
he co-founded with software con-
sultant Kevin Battey, owns a suite
of internet properties, including its
flagship product, QuestionPro. The
online tool allows companies to con-
duct market research. Companies
such as Safeway, Microsoft, Google,
U.S. Bank, ING and U.S. Airways
have used Survey Analytics’ prod-
ucts, Bhaskaran said.

“What we really want to do is al-
low non-techy people to be able to
conduct research,” said Bhaskaran.
“Every time someone wants to do
research they have to hire a statisti-
cian ... our goal is to break that bar-
rier. We want to provide tools that
laymen can understand, has statisti-
cal adeptness, but doesn’t require a
Ph.D.”

In its stable of services, Survey
Analytics also provides e-mail mar-
keting tools, web polls, and panel
management services. Its most re-
cent attempt to branch out into mul-
tiple products was the launch earlier
this year of IdeaScale, a tool that of-
fers companies a vehicle for solicit-
ing ideas and allowing customers
to discuss and brainstorm for the
company.

In 2008, Survey Analytics, which
boasts some 5,000 customers and
10 full-time employees at offices in
Seattle’s Fremont neighborhood, ex-
pects its revenue to climb nearly 25
percent to between $4.2 million and
$4.5 million, Bhaskaran said. And de-

spite the financial turmoil shaking up
Wall Street, the animated Bhaskaran
remains upbeat.

“We will do fine,” he said. “I
have zero problems with the cur-
rent economy. I actually like it.
Most of our competitors are fairly
top-heavy. They're not running as
lean as we are. We can drop the
price.”

Some of those competitors include
Portland-based Survey Monkey and
Zoomerang in San Francisco.

And while the mood at Survey Ana-
lytics is quite sanguine these days,
it wasn’t always that way for the two
software consultants turned entre-
preneurs who didn’t quit their day
jobs until the company turned a profit
in 2005.

“The day we made S1 million it was
‘Dude we're actually making money.’
We never thought it was going to be
this big ... It took three years. It was
just me and Kevin bootstrapping it,”
said Bhaskaran.

Survey Analytics has had good tim-
ing on its side. When the company
was on the cusp of launching, the vast
survey market was also shifting from
paper and telephone surveys to the
online arena.

“We fit that bill perfectly, and that’s
probably the reason we hit the nail on
the head,” said Bhaskaran.

He credits his company’s success
to its austere business plan.

“We are profitable and we are lean
simply because we've had to be. We
didn’t get funding. We had nobody’s
money to blow. It was my own money,
so I had to make sure that every cof-
fee I drank was worthwhile.”

Another thing that helped Survey
Analytics turn the corner was halting
online advertising.

“We realized that advertising is not
the most efficient model (for us) to
get more customers. So we stopped
advertising and dropped the price,
and customers got a better deal,” he
said.
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Online tools for conducting market
research via the web

Total
Fiscal operating No. of
year revenue employees
2005 $0.79M 2
2006 $1.88M K
2007 $3.22M 4




