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Facts not opinion: 
MarketingSherpa Methodology

1. Primary Research

• MarketingSherpa’s Business Technology Survey

1,900 business technology marketers, June of 2006

• MarketingSherpa Business Technology Vendor Website 
Study

166 large and SMB sites put through their paces

2. Partnered Studies 

• MarketingSherpa & CNET B2B Business Technology 
Buyer’s Study 

633 business technology buyers surveyed in May of 2006

3. ‘Best of’ Secondary Research from:

• Babcock & Jenkins, BNET, BusinessWire, CMP TechWeb, 

Hitwise, Intouch, ITToolbox, Knowledgestorm, SEO-PR, 

TechTarget, Unisfair, Zoominfo and many others

4. Anecdotal Evidence from MarketingSherpa’s Own 

3,300 Case Studies & Interviews
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Marketing Spend of B-to-B 
Tech Marketers
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How much do B-to-B Tech marketers 
spend online vs offline?
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What Influences Business Technology & 
Services Purchasing Decisions?
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Source: MarketingSherpa and CNET, Business Technology Buyers’ Survey, May 2006
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Lead Generation Results: Broad 
vs Vertical Trade Shows 2006

Source: MarketingSherpa IT Marketing Benchmark Survey 2005 and Business Technology
Benchmark Survey, June 2006
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Classic Online Advertising 
Tactics Compared
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How Effective Are New (Web 2.0) 
Marketing Channels for B-to-B Marketing?
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Search Engine Optimization (Or 
Lack Thereof)
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Which Lead Gen Offers on Your 
Web Site Are Effective?
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Sales Cycles Continue to 
Lengthen
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Source: MarketingSherpa and CNET, Business Technology Buyers’ Survey, May 2006
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When Email Relationships Go 
Stale…
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B-to-B Marketer’s Use of 
Personas 2004 - 2006
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All-new for 2006: 

1,900 tech marketers surveyed 

151 tables & charts 

13 personas & profiles 

Covers: search, email, PR, lead generation, Web 

sites, advertising, branding, podcasting, 

telemarketing, and budgeting

For more information or to order call 877.895.1717 or 
http://PracticalBusinessTechMktg.MarketingSherpa.com

MarketingSherpa, Inc.

499 Main Street

Warren, RI 02885

(877) 895-1717

Outside the U.S.(401) 247-7655

http://www.MarketingSherpa.com

Want more practical data?  
Here’s the source:

Our research team 
welcomes feedback 
and/or questions. 

feedback@Marketing
Sherpa.com

http://PracticalBusinessTechMktg.MarketingSherpa.com
mailto:feedback@marketingsherpa.com
http://www.marketingsherpa.com
http://www.marketingsherpa.com
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