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Chart #1. Breakdown of Revenue Sources
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marketing to list
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Other

Source: MarketingSherpa Subscription Content Survey, April 2008
Methodology: Fielded 4/3/08 - 4/22/08, N=410
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Chart #2. Impact of Economic Downturn

Consumer Sites Business Sites
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Source: MarketingSherpa, Economic Downturns and Marketing Survey, March 2008 LI,
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Chart #5. Use of Emerging Content Distribution Channels ¢ B-to-B
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Chart #6. Use of Emerging Content Distribution Channels ¢ Consumer
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Chart #7. Measuring Impact of Web 2.0 ¢ B-to-B
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Source: MarketingSherpa Subscription Content Survey, April 2008
Methodology: Fielded 4/3/08 - 4/22/08, N=410
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Chart #8. Measuring Impact of Web 2.0 ¢ Consumer
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Chart #9. Free Trial Starts & Conversions
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Chart #10. Role of Group Subscriptions
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Chart #11. Tests that Deliver Best ROI ¢ B-to-B
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Chart #12. Tests that Deliver Best ROl ¢ Consumer
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