\l,

(\arketlng Sherpa

Email 2008: Top 10 Research
Findings and Practical Ways to

Increase Email Performance
December 19th, 2007

Stefan Tornquist
Research Director, MarketingSherpa, Inc.

Tim McAtee
Senior Analyst, MarketingSherpa, Inc.




Based on Real-life Data:
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Our research comes from 5 sources:

1. Survey of 1,210 Email Marketers & Agency Pros
2. Surveys of Consumers & Biz Execs

3. Lab tests and Partnered Research

4. Sherpa Case Studies — 800+
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“Best of” Data from 500+ Research Orgs.
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Source: MarketingSherpa, Email Marketing Benchmark Survey, November 2007
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Source: MarketingSherpa and Q Interactive, September - November 2007
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9. Avoiding Banner Blindness in
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Our research team
welcomes feedback
and/or questions. > Results from in-depth survey of 1,210

marketers with hands-on Email experience

feedback@Marketing
Sherpa.com > 328 pages that include 260 charts, 12 images

and 9 new eyetracking heatmaps

> 4 new special reports

MarketingSherpa, Inc.

499 Main Street For more information or to order call 877.895.1717 or
Warren, Rl 02885

(877) 895-1717 http://EmailMktqgGuide08.MarketingSherpa.com

Outside the U.S.(401) 247-7655
http://www.MarketingSherpa.com
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Not all paths to Email Marketing lead to success.
It’s all about finding the experienced Sherpa to guide you.
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I\/IarketmgSherpa s 3rd Annual Email Summit, Expo & Awards

Save The Date

February 24-26, 2008 - Miami, Florida
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EM@IL SUMMIT ‘08 Srecial Offer - Expert Email Marketer's Package

Email Certification Course + Email Summit ‘08 + Landing Page Handbook

EXpO & Awa rdS $2,987 value for $1,995 - Get the most out of your time while you're in Miami.

For information and to buy the Email Marketer’'s package: http://EmailSummitEMBG8.MarketingSherpa.com
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