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Facts not opinion: 
MarketingSherpa Methodology

Data for our reports, case studies and 

newsletters is gathered from the 

following research sources:
1. Survey of Email Marketers – 3,637 in November 2006

2. Lab tests and partnered research 

3. “Best of” research from dozens of expert sources 

including research firms, usability labs, elite vendors,  

etc.

4. In-depth interviews for case studies – 600+

http://www.marketingsherpa.com
http://EmailMarketingGuide2007.MarketingSherpa.com
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First the good news…
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#1. Growing Your List
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Test Registration/Opt-In Forms

Source: Optimost for MarketingSherpa, November 2006 

http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
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#2. Tests That Work Best 
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#2. Landing Page Test Example

http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
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#3: Improving Delivery
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Source: ReturnPath, Sender Reputation Causes Email Delivery Issues 83% of the Time, September 2006

http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
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The B-to-B Delivery Challenge

Source: MarketingSherpa and KnowledgeStorm, Behind the Firewall: B-to-B Email, November 2006 and 
ReturnPath, Corporate Spam Filter Monitor Industry Study, July 2004.  
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Email Reputation Management 
& Affiliate Marketing
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Source: Lashback Inc. for MarketingSherpa, November 2006

http://EmailMarketingGuide2007.MarketingSherpa.com
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#4. Improving Design 

Source: MarketingSherpa and Eyetools, November 2006
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Are Consumers Viewing 
Images?
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http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
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#5. Is Mobile Marketing in Your 
Near Future?
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#5. Deep Fried Mobile 
Goodness

http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
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For more information or to order call 877.895.1717 or 

http://EmailMarketingGuide2007.MarketingSherpa.com

MarketingSherpa, Inc.

499 Main Street

Warren, RI 02885

(877) 895-1717

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

http://www.MarketingSherpa.com

How to get your own copy:

Our research team 
welcomes feedback 
and/or questions. 

feedback@Marketing
Sherpa.com

233 charts & eight Eyetracking 

heatmaps

All new results data from 3,637 

real-life marketers' campaigns 

http://EmailMarketingGuide2007.MarketingSherpa.com
http://EmailMarketingGuide2007.MarketingSherpa.com
http://www.marketingsherpa.com
mailto:Feedback@marketingsherpa.com
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Meet us in Miami March 4-6th!

650 email marketers

25+ advanced Case 

Studies 

4 Interactive Labs on 

measurement, design, 

list growth & triggered 

email

Bootcamp training day 

Delivery clinic 

Networking parties, 

meals & lounge 

Call (877) 895-1717 or 
http://07EmailSummit.MarketingSherpa.com

http://07EmailSummit.MarketingSherpa.com
http://07EmailSummit.MarketingSherpa.com

