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What’'s on the Minds of Marketing Executives?

1. Biggest marketing business challenge is determining there is a payback for
marketing dollars spent.

2. Two of the biggest sales challenges are tracking sales follow-up with
prospects and the fact that lead generation is getting more expensive.

3. Specific marketing needs are focused on getting the right message to the
right person and secondly, reporting results on marketing programs.

4. Most companies have some marketing technology tools, but lack integration
between e-mail, surveys and analysis.

5. Finding out target market interests and customer trends is the most likely
use of a survey tool.

6. The top marketing priorities included creating a centralized database,
communicating frequently to the target market and measuring results.

7. When buying a marketing technology solution, the two highest evaluation
priorities were return on investment and software features and functions.

8. When gathering more information on technology solutions, communication
preferences included e-mail, website links and web seminars. Getting a

phone call from a sales rep was a resounding “NO!”
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Marketing Survey

1. What is your biggest marketing business challenge?
[custoMQuestions ______________________________________________

1, What iz vour biggest marketing business Response Response
challenge? Percent Total
Kn-:uwlng that there iz a payback far — 24.0% 25
rmatketing dollars spent

Generating predictable lead flaw for zales I 22.3% 23
DlFFerer!tlatlng our comnpany from — 21, 4% 53
competitors

Gettllng rmarketing comrnunications out — 14.6% is
consistently

Qualifying lead status before sales hand-off |m 7.8% 2

Total Responses 103

Skipped Question 0

Write in comments:

e Overcoming slow adoption and lack of awareness of technology in the industry segment my
agency serves (food service)

e Getting my email newsletter to everyone who requested it.

e Note: Your survey form required me to choose one of the above options.

e Getting cooperation from other business unit (IT/IS) in order to implement changes and
"Get Stuff Done".

¢ Not having a CRM tool- we don't know who to talk to, what to talk about, when our customers were

visited, etc!
e Getting sales to follow up on marketing generated leads
e Finding business-focused, fantastic marketing team members.

e Integrating with sales (even with best practice lead generation results and top internal
communication strategies)

e Tracking lead sources
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2. What is your biggest sales challenge?

Fezponse Response

2, What iz vour biggest zales challenga? Percent Total
Sales follow-up with prospects and

| o
customers is difficult to track 24.3% 23
Lead generatllnn i= gettlng TR =L L — So 3ag 23
and payback is getting worse
Rigid bu',l!ng processes at most companies — 15 4% ig
are delaying decisions further
Fetting exmtlng;u;tnmers to buy rmore — 16.5% 17
products ar zervices
Mot enough quality leads for the sales force — 12 6 13
to call on
Technlql..les far gettlng! zales appointments ax 5 oo ‘
are getting lesz effective

Total Responses 102

Skipped Question ]

Write in comments:

e Prospects are completely inundated with "sales" calls, literature and etc. They are immediately on
the defensive (especially Gate Keepers) when you identify yourself.

e Buying Process is changing from negotiated relationship selling to low bid.

e Solution in place that have none of the concerns

e (Good, continuing training for sales forces. Effective, easy-to-use CRM technology. Adequate,
reasonably honest feedback from customers.

¢ Shift to solution selling

e Their bandwidth to cover, they are trying to balance closing existing pipeline versus qualifying new.

e Speeding up the sales cycle - creating an imperative for 'why now, why us?' It's a 'big idea’ sell - so

we need to convert the prospect - the sale then becomes incidental.
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3. Which comment best describes your s

needs?

M oA R

pecific marketing

2. Which commment best describes your

Fezponse FResponse

specific marketing neads? i Ui
Mane.lglng data zo the right meszszage gets to —— 37, 9% 29
the right parson

Feporting and analyziz on marketing results | - —— 30.1% 31
Mea;grlng lead wolurme and lead — 12, 60 13
qualification steps

ﬁgetimentati:-n and querying of custamer i 10, 7% 11
:_E-.I:tilit',I to utilize a systerm without IT — o 7 a
invalvernent

Total Responses 103

Skipped Question ]

Write in comments:

e All the other four comments in the survey.
e Ability to know salient demographics of who's in the database.

e Market knowledge
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Marketing Survey

4. What comment best describes your current marketing

technology situation?

4, Wwhich cornment best describes vaur IR R

current rarketing technology situation? Rercent T
Snm?a tools but no |ntegrat.|cun between —— 27, om a9
ernails surveys and analysis

Mo central rmarketing database w.lth i 2o 29 a3
custormers prospects and rental lists

:iin:n:rd dai_:abase but no easzy way to segment — 19 49 20
infarmation to target rmarkets

DI'FFICLIlt. to executn_a on-going autormated i 17, 6% 13
rmarketing campaigns

Mo way to measure culgtcurner interackion on — 2 a9 2
the marketing campaigns

Total Responses 103

Skipped Question u]

Observations:

e 80% indicate that they are experiencing some frustrations with the current tools they are utilizing.
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Marketing Survey

5. If you had an easy to use survey tool, where would you

most likely use it?

5. If you had an easy to use survey tool, RSZECE;I-:;E RE_?EEETSE
where would vou most likely uze it?
Market Intelligenca - Find cut marketplace — 26, 9% 25
trends and custorner interests '
Praspedct Qualification - Qualify leads by i a0, 4% 2y
product category or sales stage .
WindLoss Repn.r‘t - Why a clieni.: bought vour — 13, 40 19
product or service or a competitors
Cu.stu?-mer Satisfaction - Understand how i 17.5% 15
existing customers feel about you
Produck De'.'eln:prneni_: -_Determine — ey -
enhancernents to existing products
Total Responses 103
Skipped Question 0

Three Deep Marketing Survey
January 13, 2006 - Version 1



Survey Results

Marketing Survey

6. Rate the priorities of these business imperatives.

&, Rate the priarities of theze business
imperatives, Fesponse Response
Percent Total
fa, Creating a centralized database of all
vour custorners and prospecks
High | S, 49 SE
Medium L 27, 2% 28
Low I 18, 49% 19
Total Responses i03
Skipped Queastion 0
&b, Segmenting yvour databaze by the Response Response
products and services you are offering Percent Total
High | 40, 8% 42
Medium I 39, 8% 41
Low L 18, 4% 19
Total Responses 102
Skipped Question 1
&c, Communicating marketing messages to Fesponse Response
vour target market frequently Percant Total
High | &1, 2% 63
Medium L 25, 2% 25
Low L 10, 7% 11
Total Responses 100
Skipped Question 3
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Marketing Survey
6. Rate the priorities of these business imperatives.
&d. Levaeraging rnulti-channel Response Responze
comnrmunications to your target market Percent Total
High I 48, 5% 50
Mediurm I a4, 0% 39
Liow I 14, 6% 15
Total Responses 100
Skipped Question 3
e, Getting marketplace feedback and Response Responze
reasuring results Percent Total
High I 64, 1% =13
Mediurn I 20.1% 21
Lo | 4, 9% ]
Total Responses 102
Skipped Question 1
&f. Finding ways for continual Response Response
cormnmunication improvernents Percent Total
High I 58, 3% &0
Mediurn I 32.0% je3c]
Low L B.7% 9
Total Responses 102
Skipped Question 1
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7. When buying a marketing technology solution, please rate

evaluation priorities? Responses for a, b, c

7. When buving a marketing technology

. . LS FResponse Response
solution, pleasze rate evaluation priarities P P

Percent Total
7a. Feature { function
High F3.8% TE
Mediurm 23.3% 24
Laow 1.9% 2

Total Responses 102

Skipped Question 1

7b. Solution cost Foesponse Response

Parcent Total
High 53.4% 55
Mediurn 41, 7% 43
Low 3.9% 4

Total Responses 102

Skipped Question i

7o, Technical support R EETIEC R GRS

Percent Total
Mediurn 41, 7% 43
High 39.8% 41
Low 15.9% 1eg

Total Responses i00

Skipped Queastion 2
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7. When buying a marketing technology solution, please rate

evaluation priorities? Responses ford, e, f

7d, Implermentation consulting RSZE::.:niE RE_?‘E::-I'SE
Mediurn I 21.9% 93
High I 24, 3% 25
Low I 23, 3% 24
Total Responses 102
Skipped Question 1
7e, Client success stories TS TS
Percent Total
Mediurn — 21.9% =3c]
High I 25.0% 36
Low L 12, 6% iz
Total Responses 102
Skipped Question 1
7f. Return on investrnent Respanze Response
Parcent Total
High | 24, 5% 87
Mediurm L 2.7% 3
Low L] 3.9% 4
Total Responses 100
Skipped Question 3

11
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8. In general, to gather more information about marketing and

survey technology solutions, what communication methods

do you prefer? Responses for a, b, c

2, In general, to gather rore informnation
about marketing and survey technaology
. : St Fesponse Response
salutions, which comriunication rethods do
Percent Total
you prefer?
Za, Recaive and share information via email
Yas | 26, 49 29
Ma L 12.6% 13
Total Responses 102
Skipped Question 1
2b. Link to a2 website with relevant Response Response
information Percent Total
Yas | 87,49 [0
Ma L 10.7% 11
Total Responses i01
Skipped Question 2
Sc. Phone discussion with a sales rep TSR Tel S
Percent Total
Ma | F0,99% TE
es L 26, 2% 27
Total Responses 100
Skipped Question 2

12
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8. In general, to gather more information about marketing and

survey technology solutions, what communication methods

do you prefer? Responses for d, e, f

2d, Face-to-face sales meeting and Fesponse Response

dermonstration Percent Total

Ma I 57.39% 59

es I 28.8% 40
Total Responses a9
Skipped Question 4

Se, Large group seminar presentation & Fesponse Response

dermonstration Percent Total

Mo | 53, 1% 53

es I 24, 0% 235
Total Responses 100
Skipped Question 3

2f. web baszed prezentation taken from any Response Response

cormputer Percent Total

Yes | T4, 8% 77

Ma I 20.4% 21
Total Responses ag
Skipped Question 5

13
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Survey Response Rates

Survey Response Rates To Date Overall Conversion Rate: 27.7%

Impressions vs. Conversions By Date (Current Week)

4 -
3.2 1
2.4+
1.6
0.8+

0 T T T B
Mon 12/26 Tue 1227 ‘Wed 12728 Thu 12/29 Fri 12/30 Sat 1231 Sun 11 Mon 172

B Impressions & Conversions
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Survey Response Rates
e 372 Impressions
e 103 Conversions

e 27.7% Conversion rate

Total Impressions vs. Conversions Clicked Links

{Auto Response Email / Exit Message)

 |Impressions: 372

B |
versions: 1ﬂ3|
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Impressions vs. Conversions By Click Source
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About Three Deep Marketing

Your marketing and sales systems should give your prospects and customers the unshakeable confidence that you provide
the best business value. If your current marketing and sales systems aren’t doing that, we fix them by:

Developing strategic lead generation programs that get prospects interested what your company offers.

Creating follow-up systems that nurture and educate the market on how you solve their problems.

Automating these processes by leveraging technology to make marketing and sales investments pay-off.
To learn more about our company, go to our website at www.threedeepmarketing.com or call (651) 777-6601.
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