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Attendee Breakdown: Who Are You Marketing To?

CMP/MarketingSherpa Registrant
Primary Target Markets

n/a
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Enterprise IT
31%
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Medical
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Small Business
20%

Source: MarketingSherpa/CMP Media, Teleconference Registrant Survey, 2005 
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MarketingSherpa CMP TechWeb Study – 3 Findings:
#1. Online Ad Messaging IT Pros Say They Are Most 
Likely to Respond To

Ad Types: Most Likely to Respond
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Source: MarketingSherpa/CMP Media, Attitudes and Online IT Advertising Survey, 2005 
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MarketingSherpa CMP TechWeb Study - 3 Findings: 
#2. iPod Ownership & Desire

Do you own an iPod?
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No, don't want one.

Source: MarketingSherpa/CMP Media, Attitudes and Online IT Advertising Survey, 2005 
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MarketingSherpa CMP TechWeb Study - 3 Findings:
#3. Benefit Statements IT Professionals Rate ‘Extremely 
Compelling’

Source: MarketingSherpa/CMP Media, Attitudes and Online IT Advertising Survey, 2005 
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MarketingSherpa IT Benchmark Study - 4 Findings: 
#1. What Works for Lead Generation

Most Effective Lead Generation Tactics
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Source: MarketingSherpa IT Marketing Benchmark Survey, June 2005
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MarketingSherpa IT Benchmark Study - 4 Findings: 
#2. Trade Show Lead Generation

Trade Show Lead Generation
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Source: MarketingSherpa IT Marketing Benchmark Survey, June 2005
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MarketingSherpa IT Benchmark Study - 4 Findings: 
#3. Website Management Practices

Website Management - Self - evaluation
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Source: MarketingSherpa IT Marketing Benchmark Survey, June 2005
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MarketingSherpa IT Benchmark Study - 4 Findings: 
#4. If You Had An Extra 50K, What Would You Buy?

Marketing Wishlist - Overall
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Source: MarketingSherpa IT Marketing Benchmark Survey, June 2005
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Biz360 PR Trend Analysis for MarketingSherpa: VOIP

Source: Biz 360 for MarketingSherpa, June 2005
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4 Dangers/Opportunities For 2006:
#1. Leads Get Cold Ultra-Quickly
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Source: KnowledgeStorm/Artemis Group, March 2005
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4 Dangers/Opportunities For 2006:
#2. Sales Cycles Are Getting Longer
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Source: SiriusDecisions Lead Metrics Study, 2005
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4 Dangers/Opportunities For 2006:
#3. Blogs Overhyped

Usage of Blogs
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Sources: MarketingSherpa/CMP Media, Attitudes and Online IT Advertising Survey, 2005 and 
Bitpipe 2005 Marketing Trends Study, December 2004 
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4 Dangers/Opportunities For 2006:
#4. Customer Service More Critical Than Price

Why Customers Leave
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Source: RightNow Technologies, The Loyalty Connection: Secrets to Customer Retention, 2005
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New from MarketingSherpa: 
IT Marketing Benchmark Guide 2005 - 2006

Software, hardware & IT services marketers:
Now you can easily compare your results & plans to 
“the norm.”

100% revised 290-page Benchmark Guide includes:
-> Search, email, & PR campaign results 
-> Real-life data from 826 IT marketers 
-> What IT pros think about your ads

For more information/copies:
http://ITMarketingTrends.MarketingSherpa.com
Or call (877) 895-1717
Service@MarketingSherpa.com
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