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30 Seconds On Who I Am?

DATA SERVICES

Data Maintenance and 

Improvement, Hygiene, Append, 

Data Hosting, Landing Page 

Development

NEW CUSTOMER

ACQUISITION 

PROGRAMS
Acquisition Email Programs, 

CRM Retargeting, Data 

Aggregation and Content 

Syndication

1. Help you acquire new customers via Email  
(and other Direct Response Media)

2. Data Improvement and Hygiene

3. Provide Email Consultation

EMAIL MARKETING 

CONSULTATION
Competitive Intelligence, ESP 

Auditing, Campaign Review 

and Best Practice Support



 Worldata executes over 40,000 Email, Online and Direct Marketing 

Campaigns on Behalf of Clients Each Year. 

 We are the largest buyer of permission email media in North America.

 Our research division, Worldata Research, provides free industry 

metrics based on these programs.  Our email research is based on over 

6 billion transmitted messages annually.

RESEARCH INFORMATION

JAY who?

 President & CEO – Worldata

 Board of Directors – DMA

 Founded DMA’s Original Email Council in 1998 – Over 1000 Members

 Crain’s Top 100 Industry Professionals (10 Years in a row)



How Much is Too Much?



WORST STAT 

in Email Marketing



What Is The Main Reason You Unsubscribe?



What Is The Main Reason You Unsubscribe?

How did you read this 

stat?

Did you read 28% say 

“Too Much” 

Or 72% say “it has 

nothing to do with how 

much you send”



What Is The Main Reason You Unsubscribe?

Totally Misleading

“That’s it!  I am unsubscribing from Amazon. 

They just sent me another email!”

SAID NOBODY EVER!



FACT: 92% of People Who 

Unsubscribe from Email Lists 

Have Not Opened or Clicked 

on an Email From That Sender 

in Over 12 Months



Getting to Inbox Zero



FACT: Average Unsubscribe Rate Across 

All Industries/Verticals is 0.15%

Example:  

100,000 address email list

x .0015 Unsub = 150 Removes



FACT: Average Unsubscribe Rate Across 

All Industries/Verticals is .0015%

Example:  

100,000 address email list

x .015% Unsub = 150 Removes

So that means…

Out of the 150 Removes only 12 people have 

opened/clicked in the last year.

Those 12 people ARE NOT GOING TO 

RESPOND to your emails anyway – they are 

sick of all email!



How Many Times Do You Send To 

Your List Each Month?



How Many Times Do You Send To 

Your List Each Month?

BtoB: 75% Send at 

Least 4x Per Month

BtoC: 83% Send at 

Least 4x Per Month



How Many Times Do You Send To 

Your List Each Month?

Open Rates Rise 17% B2C and 21% B2B 

when you send at least 5x per month.  

THIS WILL CONTINUE TO RISE BECAUSE 

DELIVERABILITY IS BASED ON 

ENGAGEMENT NOW!



BtoC:  42x’s For Gap in 30 days.

Generic T-Shirts and Cargo Shorts Rock!



BtoB:  28x’s For Marketo in One Month – Why?

Because It Works! 



eMarketer Just Sent Me 4 IN ONE DAY!

Don’t You Feel Better About Yourself?

This is the best! 



FOMO is The Key 

To Email 

Marketing!



FACT: Emails With Offers 

That Expire Have a 62% 

Higher Overall Response Rate 

for BtoC and 55% for BtoB. 



August 2019

Subject Line Words That Increase Open Rates



August 2019

Subject Line Words That Increase Open Rates

These all say 

the same 

thing!  



August 2019

Subject Line Words That Increase Open Rates

Always be testing…

‘Hurry’ was a 

negative at last 

years INBOUND!



Which One Would 

You Open First?



B2B:  Open Rates Increase 38% 

When Offer Expiration 

Mentioned in Subject Line



B2C:  Open Rates Increase 34% 

When Offer Expiration 

Mentioned in Subject Line



NOT ALL ‘URGENCY’ IS 

GOOD:

C’MON

It Can’t Be Urgent 

When You Have a 

Cartoon Beaver in Your 

Email



Shhh…It’s

If you say so.

BAD FOMO



I CAN READ MINDS!

But I Heard ‘Free’ Will 

Go Into Spam Folder?



Is ‘Free’ ok?

Free Webinar, 
Free Whitepaper, 
Free Visit, 



FREE is ok for - Amazon, Marvel, IBM, 

Salesforce, Walgreens, NFL, etc…



FREE is ok for - Amazon, Marvel, IBM, 

Salesforce, Walgreens, NFL, etc…FREE was a 

problem when you 

had one of these…



QUICK 

TIP



HALF Sentence:

‘Half Sentence’ 

Subject Lines 

37% Higher Open 

Rate B2C

31% Higher Open 

Rate B2B



HALF Sentence:

‘Half Sentence’ 

Subject Lines 

37% Higher Open 

Rate B2C

31% Higher Open 

Rate B2B

• Have you seen…

• Only Our Members Will Receive…

• And The Winner Is…



HALF Sentence 

Example

And never complain 

about the limitations 

your legal people 

have on your 

emails…



Title Casing in Subject Line:

Title Casing Improves Open Rates By 14% 

vs. 

Standard Capitalization

Jay Is The Coolest Speaker Ever

Jay is the coolest speaker ever

jay is the coolest speaker ever

This is 

NERDY stuff



Little Things = Big Performance

[ ]

Just using these 2 characters in my subject 

line can increase my open rates by how 

much? 



Top Performer: 
[Brackets] or 

(Parentheses) in 
Subject Line Boosting 

Open Rates by 31%





The Key Metrics



Critical to Understand The Numbers



Critical to Understand The Numbers

DON’T BE 

FOOLED!!



Critical to Understand The Numbers

FACT:

Auto-Opens Account for 24% of All ‘Opened’ Emails

Auto-Clicks Account for 18% of All ‘Clicked’ Emails



Source: Returnpath

Do You Know 
Your ‘Inbox 

Rate’?

Delivered 
Rate is The 
Old Metric



QUICK 

TIP



Subject lines 

that start with a 

number have a 

21% Higher 

Open Rate



BAD TREND



11% of Emails Sent Now Use Prefix of ‘DoNotReply’ Example: no-

reply@acme.com

(Up 700% In Use)

Click Rates Drop by 23% When No-Reply Used



‘no-reply@’

is destroying your 

campaigns

No-Reply = No Clicks 
(23% Drop When Used)



‘no-reply@’

is destroying 

your campaigns



Maybe We Are 

Confused On How 

The Testing 

Works…



This ‘Test Message’ 

Mistake Is 

Destroying Your 

Response Rate



PRE-HEADERS ARE CRITICAL!

Subject Lines have become the ‘from line’ and 

the  ‘pre-header’ has become the ‘subject line’.



We Stink at This!

How We Use The Pre-Header:

37% Accidental HTML Code

22% Format Issue Link/Safe 

Sender

21% No Pre-Header

20% Offer Related 

THE ONLY 

CORRECT 

OPTION



Emails that utilize 

the first line of a 

pre-header for 

‘offer’ related 

information 

generate a 24% 

higher ‘Open 

Rate’ than those 

that don’t.



UGGGHHHHH

MIT and the IAB – C’mon!

You will only see 

this if you test your 

emails on your 

mobile device.  

IT WILL LOOK FINE 

ON YOUR 

DESKTOP TEST.



UGGGHHHHH

MIT and the IAB – C’mon!

You will only see 

this if you test your 

emails on your 

mobile device.  

IT WILL LOOK FINE 

ON YOUR 

DESKTOP TEST.

Emails That Have ‘Accidental 

HTML Code’ in Pre-Header 

Have a 

39% LOWER Open Rate BtoC 

and 41% BtoB



Bad Pre-Header 

Cutoff



A FEW MORE

QUICK 

TIPS



‘Single Offer’ 
Emails Generate 

a 57% Higher 
Overall 

Conversion Rate 

Vs. 

Emails With 
Multiple Offers



Don’t Just Target 

by Industry…



Have your offer and content focused on specific 

industries…



Industry Specific Emails 
(with Industry Specific Subject Lines) 

Outperform Generic 
Business Emails by Over 

260%



Light Boxes 

Have an 

Average 

Submit Rate 

of 9% to First 

Time Visitors



Always be Asking!

Fixed Position Email 

Collectors Have an 

Average Submit Rate 

of 7% During First 

5 Site Visits



TOOLS & FREE STUFF



Over 7 million Subject Lines Checked  And It’s FREE!



Email Marketing Calendar:  
Best and Worst Days to Send

For Calendar and Slides: 

JayS@CorpWD.com

@Worldata

2019

NEW: IF YOU WANT 2020 CALENDAR PLEASE 

DROP OFF YOUR CARD!  
[CALENDAR IS PHYSICAL – NOT DIGITAL]

mailto:JayS@CorpWD.com

