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CEOCFO: Ms. Sorensen, what is the focus at ThinkBIGsites today?
Ms. Sorensen: ThinkBIGsites has become a comprehensive internet 
marketing firm. Our objective is to cater to any business, small, medium 

or large, and find a marketing strategy that meets their marketing needs as well as their scalable growth benchmarks. 

CEOCFO: What goes into your process of evaluating a company and what works best for them?
Ms. Sorensen: To be totally honest with you, I think it is something that has been missed in this industry for a long time. 
What it really boils down to is getting to know your clients and understanding what their objectives are. We are a 
supplementary service company that helps to take the voice of a company and translate that into a marketing message. 
Marketing today is very different than it ever has been in the past, whereas people no longer want to be sold to. They 
want to be empowered with the decision to buy and have a very sustainable reason to do so. Therefore, we take our 
marketing strategy very seriously in that we are trying to formulate a logical decision for someone and move it forward 
with emotion. We take a very long tail approach to learning who our customer is and what their needs are. 

CEOCFO: How do you help a client or potential client focus on what they really want? How are you able to help 
them articulate or even figure out what their goal is, so that you can then do the right thing for them?
Ms. Sorensen: Most people do not grow up wanting to be a millionaire that runs a food packaging plant. However, the 
guy that runs the food packaging plant has made it there for a reason. Therefore, we line up what the intention is and what 
the feasibility of the objective is. Once we determine what is pertinent for their business, we move forward with a strategy. 
It takes a lot of conversation and reverb back and forth and understanding the buyer base. The buyer base can vary 
depending on the company. If you are specifically targeting an older generation, the way we market to an older generation 
is very, very different than the way we market to a younger generation. Therefore, we determine what the brand stands for 
and what the brand means. We specifically determine who the buyer base has been historically and what it would take to 
expand that. Then we go through to develop what is necessary to implement. 

CEOCFO: Are companies turning to you because they understand your approach and the depth or are they 
sometimes surprised to find out? 
Ms. Sorensen: Most of the time people are very surprised. I am fortunate enough at this point to have a clientele base 
that runs very heavily off of referrals. We are referred to by people that they know and have experienced what we have 
had to offer. Unfortunately, my industry is inundated with people who are more than willing to take advantage of anyone, 
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