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Today’s Discussion

Email in the Marketing Mix.
How marketers are budgeting.

Response and delivery rates.
Opens, clicks, conversions and delivery.

How to build lists in the age of spam and clutter.
List building.

Lessons and Conclusions

Your Top Questions
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Interactive Budget Shifts 2003/2004

8% 8% 15% 4%65% Branded Desktop 
application 

35% 40%18% 2% 4%
Web site revamp or 

tweaks

21% 37%24% 1% 18% Custom landing 
pages

4% 10%13% 6% 66% Wireless

11% 23%13% 8% 45% Rich Media

15% 38% 20% 4% 23% Ad buys based on 
behavior targeting

15% 41% 25% 10% 8% Online ads in general

21% 43% 21% 7% 8% Search Marketing

17% 37% 29%10%7%Email Marketing

Increasing 
SUBSTANTIALLY

Increasing
a bit

Spending staying 
about the same

Decreasing 
spending

Do not 
spend

Source: AdTech December 2003 Survey

82% of marketers 
describe house list 
email campaigns as 
Very Effective and 
Effective. That’s 
second only to their 
websites themselves.
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Almost half of 
respondents plan to 
increase their use of 
automated campaign 
elements in 2005.

What are Marketers Planning for 2005?
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or event triggered)

campaigns

Create campaign specific
landing pages

Create co-registration
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Source: 2004 MarketingSherpa Email Metrics Survey
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Our experience 
suggests that testing  
and tweaking of 
landing pages has a 
strongest effect on 
conversion rates

What Email Variables do B-to-B Marketers Test

Source: 2004 MarketingSherpa Email Metrics Survey
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Remember, open rates 
are a vague indication 
of success – there are 
too many ways an 
email can be ‘opened’
but not read.

Source: 2004 MarketingSherpa Email Metrics Survey
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Sample Clickthrough Rate Trends

B-to-B click rates 
dropped from a rough 
average of 15% in 
2003 to around 11% 
in 2004.
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Source: MarketingSherpa Email Marketing Metrics Survey, October 2004

Sample Conversion Rate

Conversion rates for 
marketers who used 
advanced targeting 
were 1-4 pts higher 
than the average.
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How Corporations Filter Email

False positive rates 
for B-to-C emails are 
estimated to be 20% -
and that does not 
include the filtering 
at the user level.

Source: ReturnPath, 2004
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AOL users were also 
33% less likely to hit 
the “This is Spam”
button if they had 
verified their opt-in.

Source: AWeber, AOL User Behavior Study, 2004
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How Marketers Gather Opt-in Names

Source: 2004 MarketingSherpa Email Metrics Survey

74% of technology 
managers have opted 
into at least one 
email list in the past 
24 months. 14% 
opted into 10 or 
more lists, and 39% 
opted into between 
five and nine.
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Errors in Campaigns to Rented Email Lists

Auditing of rented 
email lists found 
errors in 12% of 
campaigns.

Database Selects 
Not Accurate

53%Campaign 
Manipulation

24%

Inaccurate Open 
or Click Rate

9%

Email Not 
Deployed, 3%

Black Listing 
Limited 

Distribution, 7%
Other
4%

Source: Emerging Audit for MarketingSherpa 2002-2004 Data
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When to Send Emails – Day of Week Impact on 
Response Rates

Research into 
deliverability by day 
of week points to 
Mondays as the best 
day of the work 
week, and Friday as 
the worst.

1207952%.3%3.9%38.2%Saturday

5713107%.2%4.4%31.2%Friday

173987322%.1%2.8%32.3%Thursday

199825726%.2%3.1%22.0%Wednesday

221987629%.2%3.4%25.0%Tuesday

6239878%.1%5.9%35.5%Monday

4821846%.2%4.3%20.2%Sunday

SentSent (% total)UnsubscribeClickOpen

Source: eROI Email Statistics Study, August 2004
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Lessons and Conclusions

Email newsletters have become part of the marketing fabric, and 
are succeeding despite clutter and deliverability issues. 

Despite reporting delivery issues, most marketers don’t take the 
basic precaution of tracking delivery by ISP.

The reputation of rented email lists has dropped sharply, but 
marketers who spend for top quality lists see positive results.

#1. Response rates are stable, predictable and will demand old 
fashioned adjustment for significant lift to occur.

#2. Invest in metrics.

#3. Don’t get complacent with your in-house email programs.

Your Questions

Don’t forget about 
your in-house 
campaigns; set at least 
a quarterly schedule 
for testing and 
tweaking.
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Report Overview

2005 Email Marketing Metrics Guide

222-page report with 167 charts and tables on the state of email 
marketing made up of data from more than 70 sources.

Unique research projects with 3rd party partners to drill down 
on deliverability, usability and performance issues. 

Primary data from MarketingSherpa’s 2004 Email Marketing 
Survey, taken by 2,293 marketers in October 2004.

Emphasis is on results in real-world situations; we avoid the 
“30,000 foot” view in favor of the trenches. 

Data on open/click/conversion rates is broken down by 
marketer type (B2B, B2C and Mixed Audience) and by 
campaign type (free vs. sales offers, house vs. rented lists, etc.)
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