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oy T Based on Real-life Data:
T e MarketingSherpa Methodology

Our research comes from 5 sources:

1. Surveys of Real-life Marketers

2. Surveys of End Consumers & Biz Execs
3. Lab tests and partnered research

4. “Best of” data from 500+ research

5. Sherpa Exclusive Case Studies — 750+
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S(MarketingSherpa Marketers Say: Biggest challenge
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_ﬁ@k e Prospects Say: Committees
A VEREHOSAEPS - Getting Larger
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Hvarketingsherpa  \White Papers: Lift Your Barrier?

OPeople who are using white papers less frequently

Don't have to register/

provide personal 71%
information
Prefer the medium
itself (listening to 42%
podcasts for example)
Less biased
0,
information 40%
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Sketingsherpa  \Webinars: Varying Audiences
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Weekly

Every other week -
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?.ﬁ:?;"rketing%m Telemarketing Still Works
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S(Marketingsherpa  Tech Buyers Say They Found You
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Mietnoshema \Where Did They Look?
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e tiashens (SDZ?(;Ch Engine Optimization Report
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Is Your Homepage Optimized?
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FretingSherpa Example: Before and After Design
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Is Your Lead Gen Offer Form
Optimized?
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New Lead Nurturing Media
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RSS 'nice to have'

Listen to bus/tech
related podcasts
(any audio content)




Good News: Lead Conversion

Rates

Best

© 2007 MarketingSherpa Inc. 2007 1,000 praCtice 11000

avg. inquiries | mktg. inquiries
Inquiries to
gualified leads 17% 170 12% 120
QL to prospects 34% 57.8 40% 48
Prospects to
sales 16% 9.2 20% 9.6




Sherpa.com

MarketingSherpa, Inc.

499 Main Street

Warren, Rl 02885

(877) 895-1717

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

MarketingSherpa 2007 Business
Technology Benchmark Guide

189 pages & 10 Eyetracking
heatmaps

New results data from 1,083 real-life
marketers' campaigns

4 658 execs reveal what works when
marketing to them

For instant download plus printed copy:
http://BizTechTeleseminar2007.MarketingSherpa.com
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