
User Research Plan 
Security 2.0 – Q1’25

[bookmark: _Toc23943546]Background
With the stakeholder interviews done, some research questions were identified in the security space for Q1, 2025. The research aims to answer these research questions. 
Research Questions

Please note ‘S’ questions are specific to products and require specific feedback, whereas ‘G’ questions require to gather generic feedback (independent of the products). Where not specified, the questions are ‘G’.

A. Understanding security needs

· S+G for needs: What are the user needs, pain points and jobs to be done (in order of decreasing priority for Q1) by them around security as a business and product and who are these needs for (+What Security products do they have in their portfolio today?)? 
· When do they identify these needs/ when do they arise?
· How do they currently feel about their current environment/ devices, and what opportunities does that present? 
· In terms of daily operations, what is the perception of security for SMBs (a necessity or an optional investment) and how this influences their buying behavior.? What’s their understanding of cyber security, what does it mean to them?
· What does the user gain out of our products? What does good look like? 
· S: While purchasing secure broadband, what is the level of security perception? What more do they need? (If the perception is that broadband is not secure) How can we change this perception? 

Insight: 

1. A list of JTBDs (needs and pain points)
2. Perception of security products in daily operations (including secure broadband) and impact on buying behavior
3. List of our product gains

	Objectives
	KPIs

	Revision of marketing and content design used to talk about security products
	- Click through (Learn metrics)

	Revision of product portfolio based on clearer understanding of needs and product gains
	- Adoption rate /usage of security products, enhanced sales and revenue




B. Product decision making

· What is the organisational structure SMBs follow? Who are the key decision makers? (existing data)
· What all factors and detractors influence buying behaviour for security products? S: Are these factors product agnostic? <Bring in new products> Is pricing a top 3 factor – link with pricing section?
· How does SMB prefer to buy? Why? S: Difference in preference between broadband and security purchase process i.e. online and offline, if online what type of information they would require?
· Why do they go ahead with particular channels (self-service portals or phone consultations/offline) and which providers (specialists or IT providers)? 


Insight: 

1. Key learnings about current security purchase decision making process
2. Drivers for buying a particular product from a particular channel and provider


	Objectives
	KPIs

	Revision of marketing and content design used to talk about security products
	- Click through (Learn metrics)

	Revision of product portfolio based on clearer understanding of needs and product gains
	- Adoption rate /usage of security products, enhanced sales and revenue




C. Product usage and adoption (shorten)

· S: How do users drive adoption in their business? 
· What makes them adopt the product more? 
· If the adoption process is different for security, what it is and why? 
· What would be the best example of a product that their company onboarded successfully? 
· If they were to purchase a security product, what support or information do they believe they need for their business? 
· S: Why do users buy but not use security products?

Insight: 

1. Adoption process for security products in an organisation
2. Reasons for low adoption


	Objectives
	KPIs

	Enhanced adoption of products 
	Usage rate




D. Pricing it right – Introduction (Not mandatory for Q1 if pricing questions asked in B.)

· S: What’s their view on pricing of new products?
· Is too cheap not good? Is too high too complex? 
· Does selling it for free devalue the product?
· S: What triggers a cancelation (if so)?

Insight: What are their perceptions around price? 

	Objectives
	KPIs

	Inform price for a product 
	Increase in sales and revenue




E. Future thinking (Website redesign to cater for new products/solutions)

· Are the new designs better than current live website? Why? 
· What should be the IA (Information Architecture) for PLP (Product Listing Page) for better engagement?
· What should be the IA for nav. bar so that users land on the right page?
· Do they understand the different products by looking at the content? Does these products make them click further?
· Testing of PDP – Complete cloud secure (not a priority)

Insight: 

1. Refined IA
2. Insights to support PLP revamp


	Objectives
	KPIs

	Website redesign with ideal IA for nav. bar for landing on the correct PDP
	Journey/funnel analysis for landing on PDPs 

	Website redesign with PLP structure ensuring active engagement on the PLP
	Bounce rate and zone analysis on PLPs



3. Research Participant Profiles
· Tentative recruitment criteria subject to finding relevant participants.
· [bookmark: OLE_LINK3][bookmark: OLE_LINK4]Total units: 12 UK residing participants 
· Please note website redesign would be a separate test and would cover the same type of users as for the other parts
· Screening to be done together with agency – judge: if they can share inner thinking and experience, if they have sufficient time and safe place to share their thoughts in the listening session, whether it is not just about compensation for them

	[bookmark: OLE_LINK2]Units
	Age
	Gender
	Common recruitment criteria
	Specific recruitment criteria (Persona Type)

	12
	Any
	Any
	Fair mix across different genres of industries/verticals (in terms of the product they are selling)

Fair mix across businesses using different vendors’ security products (for users)

[bookmark: OLE_LINK1]Fair mix across Business antivirus protection by McAfee and/or Wifi security control with broadband pro users for BT vendor and similar products from other vendors and other security products from BT/other vendors


	Fair mix across:
- 1-9 
- 10-50
- 51-250
employees

Fair mix across: 
- business owners
- decision makers belonging to teams: IT, Procurement, Operations

Fair mix across:
-have used McAfee (1) and/or Wifi security control with broadband pro (2) from BT 
-have NOT used McAfee (2) and/or Wifi security control with broadband pro (1) but are aware that they have bought it from BT  
-non security product users but could buy in future
-other security products users from BT/ other vendors


Timeline/Approach
Team members to be part of interview sessions and high-level themes to be shared after every 4-5 interviews:

Research taking 1.5-2 months post initiation of recruitment of users.


