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E x Ecuti v E summ a ry

As the Internet has created new ways for B-to-B marketers to compile and access prospect data, 

marketers continue to be concerned about the quality and breadth of the data that is available. This 

white paper evaluates the volume and accuracy of data provided by ten participating suppliers of 

marketing information with online access. In general, the data coverage varied widely among vendors. 

Based on these results, we urge marketers who order compiled data to ask very carefully about the 

prospective vendor’s compilation practices and policies. We also strongly recommend that marketers 

conduct a pre-test of the data to assess its applicability to their particular situation.
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         ompiled data is critically important to  
  B-to-B marketers for two reasons: 

 1. Business marketers tend to target  
  relatively narrow audiences. Compiled  
  data, built from such sources as  
  government records, telephone listings  
  and credit data, generally provides better  
  breadth of coverage, compared to  
  response files.  For example, not all  
  machine tool manufacturers will appear  
  on the subscriber files of, say, American  
  Machinist magazine.  

 2. Each account has a high revenue  
  opportunity, so it’s important to gain  
  access to every potential prospect.  

Thanks to the Internet, two important develop-
ments have revolutionized B-to-B compiled data.  
First, entirely new data sources have emerged 
based on information gathered using the Internet 
itself. Jigsaw, for example, provides an online 
marketplace where sales people can swap contacts.  
ZoomInfo scrapes information about business 
people from Internet pages like corporate sites and 
online press releases.  

The second development is easy online ordering, 
now offered by data compilers of all stripes.  
Marketers can search fields, generate counts, and 
place orders via browser-based interfaces, and 
download the data instantly.   

In light of these changes, we decided to research 
the online sources of B-to-B data, to assess their 
accuracy and completeness.  In the later part of 
2008, we invited fifteen vendors to answer a series 
of questions about their data and their business 
practices.

Ten vendors agreed to participate:

	 •	 Demandbase	 •	 OneSource

	 •	 idExec	 •	 SalesGenie

	 •	 Jigsaw	 •	 Selectory

	 •	 Lead411	 •	 Zapdata

	 •	 NetProspex	 •	 ZoomInfo

We express our deep appreciation to them.

Invited vendors who chose not to participate were:

	 •	 Acculeads	 •	 Hoovers

	 •	 Experianb2b.com	 •	 Spoke

	 •	 GoLeads

C



thE scOpE anD intEnt Of thE stuDy

Business marketers are interested in volume  
(how many good contacts can I retrieve from this 
system?), completeness (can I get every field I 
want?), and accuracy (is the contact information 
correct?).  

Getting	counts	is	a	fairly	straightforward	process.		
For this study, we identified ten industries com-
monly of interest to business marketers, and asked 
the vendors to tell us how many companies they 
had	in	each	of	the	ten,	as	indicated	by	SIC.		

Then, we selected a well-known firm in each of  
the ten industries, and asked the vendors to tell us 
how many contacts they had within those firms. 
We also asked whether they code firms with 
NAICS.		Finally,	we	asked	them	to	report	the	
number of complete contacts, “complete” meaning 

that the record included the full name, address, 
title, phone, fax and email.  

Counts are one thing, but to assess data accuracy 
is not so easy.  The problem is that the vendor’s 
record needs to be compared to some standard of 
correctness, which means we need to know the 
“truth” about the contacts that reside on the 
vendor’s database.  

To solve this problem, we persuaded ten business 
people in a variety of industries and in various job 
categories to agree to serve as guinea pigs, by 
providing us with their accurate current contact 
information, and allowing us to publish their 
records as reported by the participating vendors.  
We’d like to express our gratitude to these intrepid 
individuals for their generous support of this study.
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inDi v iDua l c Ontac t s in thE s tuDy

Industry

Technology 

IT consulting 

Data	Communications 

Accounting 

Optical	components 

Higher	education 

Publishing 

Healthcare 
 

Legal	services 

Manufacturing 

Name

Theresa Kushner 

Phyllis	R.	Kramer 

Sean	Clemmons 

Marcia El-Baz 

Carmen J. Conicelli, Jr. 

Jim Carey 

Michael	S.	Hyatt 

Brian	A.	Nester 
 

John E. Tobin, Jr. 

James	H.	Schattinger 

Company

Cisco	Systems 

USTglobal 

Piraeus	Data,	LLC 

Lutz	&	Carr	CPA’s	LLP 

Edmund	Optics,	Inc. 

Northwestern	University	
Medill		School

Thomas	Nelson 

Lehigh	Valley	Hospital	
and	Health	Network 

New	Hampshire	Legal	
Assistance

Pioneer	Manufacturing	
Company

Title

Director,	Customer	
Intelligence

Senior	Director,	Global	
Relationship	Management

Vice	President	of	
Consulting

Partner 

Chief	Financial	Officer	 

Adjunct professor 

President	and	Chief	
Executive	Officer

Senior	Vice	President,	
Physician	Hospital	
Network	Development

Executive	Director 

President
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thE pOsitiOning statEmEnts

Here	is	how	the	vendors	described	themselves	in	response	to	the	following	question:	 
Provide a statement of no more than 150 words that describes your online B-to-B data product/service, 
including how you are positioned, meaning your competitive differentiation. In short, this question is,  
“Who are you, and how are you different?”

 Participating vendor

Demandbase 
 
 

idEXEC 
 
 
 
 
 
 
 
 
 
 
 

Jigsaw 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Lead411 
 
 
 
 

NetProspx 

Demandbase	provides	new	customer	acquisition	solutions	for	sales	and	marketing	
professionals that help companies identify, reach, and convert new business. With 
Demandbase,	customers	are	able	to	shorten	sales	cycles,	and	increase	revenues. 
 
idEXEC is an online global database of executives at select public, private, non-
profit, and government organizations. idEXEC actively tracks and continuously 
updates 2 million executive decision-makers at 900,000 organizations in 172 
countries. Typically, the idEXEC database includes all public companies, all 
corporate headquarters along with their subsidiaries and branches, private  
companies with over 75 employees or 30 million in annual revenue, and will 
concentrate on the following industries:  professional services, insurance, financial, 
and	telecom.	Records	are	updated	continuously	with	changes	posted	immediately	
online every day. The idEXEC product is a complete web-based solution that allows 
you to search and immediately view and download your most important prospects, 
whether	it’s	one	single	record	or	hundreds	of	thousands.	No	special	software	is	
required – only a standard internet browser. 
 
Jigsaw is a user-generated B2B database built and maintained by its 700,000 B2B 
community members (marketers, sales, recruiters, analysts, business owners). The 
database has grown to almost 11 million contacts, 2 million companies, 6 million 
locations, and is updated in real time, very similar to Wikipedia.   

The result is a highly differentiated database:

 1) The most accurate in the industry – 2X more than traditional data  
  compilers/crawlers, over 1.5 million hygiene actions monthly.
 2) The most complete database in the industry. 100% email, phone,  
  address, title
 3)  The most Contacts up and down the org chart

Jigsaw is a data ownership model. All other providers rent for one-time use, or they 
license annually. With Jigsaw, the client owns the data. Jigsaw’s membership 
currently	grows	at	1,400	members	per	day,	the	database	grows	at	over	40,000	
contacts	per	day.	70,000	SMB	clients	and	22%	of	the	F	1000	are	now	Jigsaw	clients. 
 
We are different in 2 ways. 1. We use crawling technology and low cost inter- 
national research teams to provide verified data at a cost level as low as 25% of  
what other data providers spend. This gives us the ability to charge 25% less.  
2. We provide news alerts that let our customers know when companies are growing 
because they are more likely to purchases products/services during these times. 
 
NetProspex,	is	a	Boston-based	sales	contact	trading	system	that	uses	the	power	of	
the internet to let sales and marketing executives buy or trade business contacts. All 
user-contributed contacts are validated before being published. With 3 million 
up-to-date,	accurate	contacts,	NetProspex	provides	information	on	difficult-to-find	
decision	makers	across	North	America. 

We also asked two qualitative questions, one inviting the vendors to explain their competitive  
positioning in the marketplace, and the other asking about their terms of sale.
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 OneSource 
 
 
 
 
 
 
 
 
 
 
 
 
 

SalesGenie 
 
 
 
 
 
 
 
 
 
 
 
 

Selectory 
 
 
 
 
 
 
 
 
 
 

Zapdata 
 
 

ZoomInfo 

OneSource®, a recognized leader in global business information services,  
delivers unparalleled company, executive and industry intelligence that make 
business professionals more effective and productive in completing their critical 
daily	tasks.	OneSource	combines	and	organizes	content	from	over	2500	 
information sources supplied by 50 content providers creating an unequalled 
information resource. This includes public and private company profiles, executives, 
corporate families, industries, financials, news, analyst reports, and trade and 
business	press	articles.	OneSource	links	all	of	its	information	on	over	17	million	
companies	and	21	million	executives	worldwide.	OneSource	is	available	via	person-
alized web-based subscriptions to the Business Browser service providing a compre-
hensive view of a company’s business, history, competition, industry, strengths and 
weaknesses, among others. All of the information can be searched by multiple 
criteria and one can chose from a library or build customized research documents. 
An alerts feature allows company tracking as well as news and selected topics. 
 
Since	1972,	infoUSA	has	compiled	and	maintained	its	signature	database	of	 
13.7	million	US	businesses	and	1.4	million	Canadian	businesses.	As	businesses	
continually emerge, change, and dissolve, our database keeps the information 
up-to-date and as accurate as possible. The database is compiled in two phases. 
First,	infoUSA	compiles	4,000+	telephone	directories	and	over	350	new	business	
sources	such	as	Secretaries	of	State,	county	courthouses	and	public	record	notices.	
Through	these	sources	and	additional	processing,	infoUSA	will	gather	and	verify	
base-level information such as company name, telephone, address, and industry. 
Second,	infoUSA	calls	each	business	annually	to	verify	the	information	we	have	 
and	to	obtain	additional	information.		infoUSA	data	is	created	to	primarily	power	
research and marketing endeavors; the database is not a derivative of another 
product	or	application.	As	a	result,	the	coverage	of	the	infoUSA	database	is	intended	
to represent all active business sites.  
 
Selectory® helps sales and marketing professionals find new customers and grow 
their sales by building targeted lists, profiling existing customers and running  
direct	marketing	campaigns	from	their	desktop.	Selectory	offers	its	users	unlimited	
searching, viewing and printing of detailed, location-specific company and contact 
information.	Selectory	provides	access	to	23	million	businesses	—	15	million	in	the	
U.S.	and	Canada,	and	8	million	others	worldwide.	Selectory	allows	you	to:	Build	
targeted	lists	using	up	to	40	search	criteria	—	Download	information	for	campaigns	
or	for	importing	into	CRM	applications		—	No	need	to	deal	with	a	list	broker	—	
build	a	list	in	minutes	—	Pinpoint	the	best	opportunities	in	your	target	market	—	
Lookup	company	and	contact	details	before	making	the	call	—	Add	tags	or	notes,	
and keep all your sales data in a single place. 
 
Zapdata	gives	you	access	to	15	million	US	companies	so	that	you	can	create	a	list	of	
prospect and license the list online with a credit card. Zapdata includes advanced 
features such as suppression of previous lists, preview and analysis of your prospect list. 
 
ZoomInfo	is	a	business	information	service	with	profiles	on	over	45	million	people	
and	5	million	companies.	Because	ZoomInfo	crawls	the	Web	24-hours-a-day,	
365-days-a-year, we’re able to deliver customers the freshest business information 
available. While other sales and marketing tools only scratch the surface by  
delivering high-level overviews of companies and their senior management teams, 
ZoomInfo digs deep into organizations to give you insight into the typically 
hard-to-uncover decision makers at companies of all sizes, from the Fortune 1000  
to	SMBs.	And	not	only	does	ZoomInfo	put	you	in	touch	with	the	right	person,	 
it also gives you in-depth insight into the person’s career history, education and 
affiliations, and into the company, to quickly build rapport.
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thE salEs tErms

While we had no intention of asking about pricing, we did want to learn whether the vendors  
are willing to sell small amounts of data for one-off campaigns, or whether they insist on annual  
subscriptions by the seat. Three vendors did not provide an answer to this question.

Here	is	how	the	vendors	responded	to	the	following: 
Please describe your sales terms. For example, do you sell only through annual subscription? Can marketers 
purchase data from you on a one-off basis? Note: We are not asking for pricing information here.

 Participating vendor

Demandbase 
 
 
 
 

idEXEC 

Jigsaw 
 
 
 
 
 
 
Lead411 
 
NetProspx

 

OneSource 
 
 
SalesGenie

Selectory

Zapdata

 

ZoomInfo

Demandbase	sells	our	data	and	solutions	directly	online	at	www.demandbase.com,	
through our direct sales force, and through channel partners. Customers are offered 
$20 of free contacts upon registration, and can thereafter purchase contacts one at a 
time or in bulk without a subscription.  Corporate volume discounts are also 
available for larger purchasers. 
 
 
 
Our	sale	model	is	varied.		Customers	can	purchase	static	one-off	data	purchases	
(lists, bulk uploads), or they can buy annual subscriptions.  The big differentiator is 
that in either model, the customer owns the data. Unlike one-time list rental, or 
one-year  licenses, with our competitiors, Jigsaw lets you own it in perpetuity. For 
static purchase, you don’t get updates, in subscription,model you do, but either way, 
with Jigsaw, you buy it once and own it forever. 
 
Monthly/annual subscription or $0.25 a record for lists. 
 
NetProspex	provides	both	annual	subscriptions	and	one-off	purchase.	No	limits	on	
amount	of	contacts.	Product	is	an	online	self-service	model	with	detailed	selection	
criteria. Users can pick exact contacts they want from preview information provided 
in results sets. 
 
A	OneSource	subscription	is	available	on	an	annual	basis.	Marketers	can	also	
purchase on a one-off basis and clients can generate lists pertinent to their needs. 
 
 
 
Selectory	is	sold	as	an	annual	subscription	and	is	available	in	a	variety	of	different	
slices and pricing options. Users can customize their database by geography, 
company size, industry and more. 
 
We sell a single company report or a list online on a pay-as-you-go basis and a 
one-off basis. We also offer prepaid contracts but no subscription. In a prepaid 
contracts your purchases are deducted from your balance. 



OBsErvatiOns aBOut thE Data

Going	into	this	study,	we	figured	that,	because	
B-to-B data is a mature category, most vendors 
have	fairly	similar	access	to	information	about	U.S.	
businesses. We also assumed that data accuracy 
would be a serious problem, on the grounds that 
we don’t know any business marketer who doesn’t 
complain endlessly about data quality.   

We were surprised on both fronts. First, we did  
not expect such a wide variance among company 
counts and contact counts reported by various 
vendors.	In	SIC	32,	stone,	clay	and	glass	products,	
for example, when we asked how many companies 
each vendor had on file, the counts ranged from 
385 to 36,382, with all kinds of quantities in 
between.

In terms of completeness, the least likely data 
element to be available was email address,  
followed by fax number. This probably reflects  
the relative recency of these media as business 
communications tools.

Second,	we	were	pleasantly	surprised	by	the	level	
of data accuracy revealed in this study. When 
vendors reported having the individual’s record,  
it was correct in the vast majority of cases.   

The major problem was in coverage. The number 
of vendors reporting no record on any given 
individual ranged from a minimum of three to  
a high of seven.  Among the ten individuals, the 
higher	ranking	business	people	(CEO,	president)	
tended to enjoy better coverage among the data 
providers.

aDvicE tO BusinEss marKEtErs 
OrDEring cOmpilED Data OnlinE

Analysis of these results suggests that business 
marketers should exercise caution when ordering 
data from compliers. Marketers are advised to 
develop a detailed ordering methodology, to 
increase the likelihood that the data they receive  
is what they were seeking.

Some	guidelines:

•	 Given	the	wide	variances	in	data	quantity	 
 and quality, it’s essential that you investigate  
 thoroughly the data sources and maintenance  
 practices of the vendors you are considering.   

•	 Do	not	assume	that	all	subsidiaries	of	large	 
	 compilers	will	have	the	same	data.	SalesGenie,	 
	 OneSource	and	idEXEC	are	all	units	of	 
	 InfoGroup.	Selectory	and	Zapdata	are	divisions	 
	 of	D&B.	All	showed	dramatic	differences.		

•	 When	you	do	place	your	order,	be	very	specific	 
 about industry selections. Find out if the  
	 vendor	uses	SIC,	or	some	kind	of	conversion	 
	 algorithm.	Not	that	any	method	is	wrong—	 
 just that you want to know exactly what you  
 are getting. 

•	 Keep	an	eye	out	for	vendor	specialization	by	 
	 industry.		NetProspex,	for	example,	appears	 
 to have particular depth in the business  
 services category, but does not cover education 
 at all.  

•	 It’s	a	good	idea	to	conduct	a	comparative	test	 
	 before	you	buy.	One	way	to	do	this	is	by	 
 running an append test, sending each potential  
 vendor a list of 5000 of your house names and  
 asking them to add data fields. Be sure you  
 include a few dozen records on which you  
 know the “truth,” to assess accuracy of what  
 comes back. Another method is to order a  
 sample of names, and verify their accuracy  
 by telephone.  

We hope our research is useful to business  
marketers who are renting or buying data online.  
This information will serve as a guide as you 
conduct your due diligence.
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