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EXECUTIVE SUMMARY

An update to research on data sources published in 2009, this white paper evaluates the volume

and accuracy of B-to-B marketing data provided by five suppliers. Like the 2009 results, data

coverage and accuracy varied widely among vendors. Thus, we continue to urge marketers who

order compiled data to ask very carefully about the compilation practices and policies of prospective

vendors. We also strongly recommend that marketers conduct a pre-test of the data to assess its

applicability to their particular marketing need.

A ccess to complete and accurate
information about customers and
prospects is more important than ever to
business marketers. In the last year, much has
happened in the world of B-to-B compiled
data. Suppliers who compile business data via
the Internet continue to grow their files, and
develop new ways to package and present
their information. But the traditional B-to-B
data compilers have seen declining sales and
considerable restructuring and consolidation
during the economic downturn.

In light of these changes, we decided to conduct
an update of our 2009 research about online
sources of B-to-B data. We invited a variety of
well-known and reputable vendors to answer a
series of questions about their data and their
business practices.

We would like to express our deep appreciation
to the five vendors who agreed to participate:

* Demandbase .
* D&B Selectory
* Infogroup

Jigsaw

NetProspex

THE SCOPE AND INTENT
OF THE 2010 STUDY

We followed the same approach as last year in
order to address the perennial questions that
concern business marketers about data volume,
completeness and accuracy. We asked the vendors
to provide company counts in a selection of
critical industry sectors, plus contact counts for
specific companies, and complete records on
individual business people.

We specified the same ten industries as in the
2009 study, and asked the vendors to tell us how
many companies they had in each of the ten, as
indicated by SIC. For the contact data, however,
this year we selected a different set of well-known
firms in each of the ten industries.

We also recruited ten new business people in a
variety of industries and in various job categories
to agree to serve as this year’s guinea pigs.

We are grateful to these brave souls for their
generous support of this study.



INDIVIDUAL CONTACTS IN THE STUDY

Industry Name Company Title

Environment Stephen Wallis AlRxpert Systems Chairman

Business Services Deborah Sliz Morgan Meguire LLC President & CEO

Not-for-profit Jim Siegel HealthCare Chaplaincy | Director, Marketing

and Communications

Education Michael Devitt City University of Distinguished Professor,
New York Philosophy Program

Transportation Michael Cox Aviacargo Inc. President

Government- Marilyn Sescholtz Department of Psychiatrist

Administration Veterans Affairs

Retail Bill Williams Harry & David CEO

Financial Services Michael Christie Christie/ Coghlin Managing Partner
Investment Management

USPS Cathrine E. Moriarty USPS Marketing Specialist

Technology Dominic Dimascia GSI Commerce VP, Technology

Delivery Services

This year, we asked only one qualitative question, asking the vendors to explain their competitive

positioning in the marketplace.

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

Demandbase offers the only online database of business contact information
that integrates the highest quality data from the industry’s top sources (Jigsaw,
InfoUSA, D&B, Harte-Hanks, LexisNexis, Hoovers, and dozens of others).
More than 8 million business contact records with email have been pre-validated
and can be searched online at www.demandbase.com using thousands of
powerful filter combinations. A simple user interface, pay-as-you-go pricing,
automated de-dupe, and closed-loop web monitoring technology to track
responses has made Demandbase #1 for more than 30,000 sales and marketing
professionals in just 2 years. Any marketing or sales professional looking for an
easier way to target a market or prospect within a sales territory, should try
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Participating vendor

Demandbase con’t

Demandbase. It is free to get started, there are no minimums, and complete
business contact information can be added to Outlook, CRM, or any marketing
automation system.

D&B® Selectory®

D&B® 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 — 16 million in the U.S. and Canada, and 7 million others world-
wide. 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.

Infogroup

Infogroup is the leading provider of data driven and interactive resources

for targeted sales, marketing and research solutions. Sales and marketing
professionals know they can rely on Infogroup’s flexible suite of solutions to add
insight to every stage of the sales and marketing process and to achieve results.

Infogroup offers comprehensive information through multiple solutions including:

1) idExec, for online access to 2 million executive decision-makers at 900,000
public, private, non-profit, and government organizations in 172 countries.

2) OneSource®, a recognized leader in global business information services,
delivering unparalleled company, executive and industry intelligence and
content from over 2500 information sources.

3) Our signature US Business Database of 14 million US businesses. The US
Business Database is phone verified and is not a derivative of another product or
application. As a result, the coverage of the Infogroup US Business Database is
intended to represent all active business sites.

Jigsaw

Jigsaw is the fastest growing data provider in the world, and the industry leader
in Data as a Service (DaaS) and business information. Jigsaw uniquely leverages
user-generated content contributed by its global business-to-business community
of one million members, as well as world class data hygiene and validation
technologies. Jigsaw is the only company in the Industry to use “Native App”
sharing where users of CRM systems share data with Jigsaw and extend the
reach of the Jigsaw community. Jigsaw gives individuals and companies access
to contact information for millions of business professionals and profiles on
millions of companies. In addition to delivering low-cost and easy access to high
value business information, Jigsaw provides companies with cloud based data
acquisition and management services. Jigsaw has won the CODIE award for
Best Business Productivity Solution, a CRM Rising Star award, and salesforce.
com customer’s choice award for Best Sales Intelligence Tool of 2009.
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NetProspex

NetProspex is raising the standards of the online contact information industry
by being the most accurate resource for business contact information.

Business contacts are crowd-sourced from a community of users, and verified
by proprietary technology before being published. Continual data scrubbing
ensures maximum quality. With over 9 million verified contacts, NetProspex
provides accurate contact information on difficult-to-find decision makers
across North America.

1. It’s growing — new records added each day.

2. It’s verified — scrubbed by powerful proprietary CleneStep™ technology
and backed by a 100% hard bounce replacement guarantee within 30 days.

3. It’s crowd-sourced, providing a deep reach into hard-to-find mid-management
decision makers.

4. It’s integrated, designed to fuel companies large and small, available on the
AppExchange, and perfect for fueling marketing automation and sales
pipeline fulfillment.
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OBSERVATIONS ABOUT THE DATA

We knew going into the 2010 study that much
consolidation had taken place in the B-to-B data
industry. So it came as no surprise that fewer
firms participated in our study this year—five,
down from ten. Last year, several divisions of
both Infogroup and D&B participated. But
this year, both of these firms chose to represent
themselves with single reports. One firm from
last year dropped out because it had divested
its business lists division. Other companies,
like ZoomInfo, declined to take the time to
participate due to the press of business.

Overall, the results bring us to the same
conclusion as last year: The business data
available from vendors tends to be relatively
accurate, but coverage is extremely spotty.

To be fair, this year we went further afield in
selecting the ten businesspeople whose individual
records would be requested from the vendors.
We included such people as a psychiatrist from
the VA, a marketing director at a non-profit,
and a Washington lobbyist. All of these people
are active buyers of business products and
services, and thus of great interest to business
marketers. But in many cases, the vendors had
no records on them.

Another interesting angle in the data is the
wide variance between vendors who build
their files from the business level and those
who build from the contact level. Jigsaw is

an example of the latter, having begun as a
business-card swap site. As such, compared
to traditional compilers like Infogroup and
D&eB, Jigsaw has many contacts per company,
but relatively fewer companies per industry.

Like last year, individuals with more senior
titles tended to attract better coverage. Also
like last year, we noticed that we could ask the
same question of multiple vendors and get some
very different answers, due to differences in
interpretation and definition.

With regard to how the reported data has
changed year on year, we can make a few
observations:

* Inexplicably, some vendors reported vastly
lower company counts in the same SICs in

2010 versus 2009.

*  On the individual records, we assumed that
vendors would provide us with direct phone
numbers, but many provided only the general
company number.

ADVICE TO BUSINESS MARKETERS
ORDERING COMPILED DATA ONLINE

Our advice to marketers based on this year’s
data has changed little from last year. We urge
caution when ordering data from compliers.
Marketers should develop a detailed ordering
methodology, to increase the likelihood that the
data they receive is what they were secking.

Our 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.

*  Specify exactly what you mean when ordering
data. Also drill down in detail to understand
what the vendor means. In this year’s research,
D&B Selectory and Jigsaw were working from
a different definition of the term “complete”
than ours. Not that either is right or wrong—
but this can add to the confusion experienced
by data buyers. As another example, when
asking for phone number, be clear about
whether you want the general switchboard or
the contact’s direct dial.

* Be very specific about industry selections.
Find out if the vendor uses SIC, or some
kind of conversion algorithm. You want to
know exactly what you are getting.

* Keep an eye out for vendor specialization
by industry. As we saw in this year’s study,
some individuals in some categories were
not included in these large databases. So it’s
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essential for market coverage that you explore
industry specialty files for both prospecting
and data append purposes.

Consider whether you want breadth of
contacts or breadth of companies—or both.
Data source will always be an important
factor in determining which compiler is

right for you in the area of contacts versus
companies. To enhance coverage, many
marketers find that buying data from multiple
vendors is necessary.

Only use reputable vendors. A number of
unscrupulous firms have entered the market
claiming they can get you any business
names you want, but their data turns out to
be stolen, inaccurate, or otherwise not usable.

Conduct a comparative test before you buy.
Here are three approaches you can try:

1. Send each potential vendor a list of
5000 records from your house file
and asking them to add data fields.

Include a few dozen records on which
you know the “truth,” to assess
accuracy of what comes back.

Order a sample of names from a
prospective vendor as per above,
and then verify the accuracy of
sample records by telephone.

Give each prospective vendor a set of
instructions using very narrow criteria
like a certain employee size range and
sales volume range in a certain state.
Ask the vendors to sort the records in
ZIP sequence, and give you the first
1000 records to look at. A high
incidence of identical records among
the vendors will be a strong indicator
of likely accuracy.

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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