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Slides & resources 
Text INBOUND to 66866
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People love email.
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We Love It

Source: Adobe Email Survey 2018 US
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Consumer Preference Compared to Other Channels

Source: Adobe Email Survey 2018 US
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Email delivers solid ROI.
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$1 = $38

Source: Salesforce
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Email Delivers the Highest ROI for Marketers

Source: Campaign Monitor

https://www.campaignmonitor.com/resources/guides/2018-email-marketing-industry-report/
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Regardless of Industry

Source: GetResponse, 2016
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And, it assists other 
channels too. 
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Assists Channel Interactions

Source: Salesforce Marketing Cloud
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And, Increases Revenue Over Time

Source: Salesforce Marketing Cloud
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Oh, and the media 
loves email again.
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Email context is evolving.
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Mobile First Marketshare

Source: Litmus, The State of Email 2019
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Top 10 Email Clients

Source: Litmus, The State of Email 2019
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B2B conversions
more likely to convert on desktop 

Source: Experian, 2017
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Men & women
more equally likely to convert on desktop 

Source: Experian, 2017
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Women
more likely to convert on tablet, if mobile 

Source: Experian, 2017
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Men
more likely to convert on phone, if mobile 

Source: Experian, 2017
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10.4 
SECONDS

2011

13.4 
SECONDS

2018

We’re Spending More Time With Email, Not Less

https://litmus.com/blog/email-attention-spans-increasing-infographic
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Engagement Is Increasing

Source: Litmus, The State of Email 2019
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Mobile Users Spend More Time, Not Less

Source: Litmus, The State of Email 2019
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We Read Email Everywhere, and I Mean Everywhere

Source: Adobe Email Survey 2017 US
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Summing it up…
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ADOBE

“
”

Email is still the number one most effective one-to-
one communication channel for marketers, even 
though there is more noise in all of our inboxes, 
and despite growth in mobile apps, social media, 
and text. Power rests in being close to the data to 
help determine the right email message and  
when to deliver it.
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But, we got problems
With all due respect, we (largely) suck at life email.



#INBOUND19 
@michaeljbarber

78%
of email is spam
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100+ billion
messages per day
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$20 billion
cost to the global economy
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9
the number of emails I received from  
one brand on Cyber Monday…WTF?
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Holiday Email Averages

July to Sept. Halloween to 
Dec. 15

Black Friday Cyber 
Monday

Daily 
average

7

9
11

12
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80.8%
of holiday email was ignored
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And, it ain’t pretty either.
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Literally, This Morning at 7:19 AM
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Ummm, Subject Line & Where Do I Click?
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Subject Line #FAIL
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Subject Line #FAIL
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You Just Used Half the Screen
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No You Can’t Unsubscribe
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Who Writes This? A Robot?
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Nailed It
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Columns, No, No, No 
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Sharing Testing Is Caring
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Sharing Testing Is Caring
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Data Matters
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Haven’t Had This Car for 6 Months
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All Together Now
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Emails Everywhere, We Don’t Care
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Don’t Wear Camisoles
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Meh, Error.
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Lawd, Help Me With These Preference Centers
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Just Stop Sending Me Email
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Out of the Blue. WTF?
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#CREEPY
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Nothingness 
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Lying 
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#BLAH
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#MOREBLAH
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Columns & Pitch+Zoom  = 😞
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Can You Read This?
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Yeah, Neither Can I
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I Mean, Come On…
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You Really Want To Unsubscribe, Really, Really?
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Oh Yeah
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You’re Not the NSA
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-____-
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I Couldn’t Even Make This Stuff Up…
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Like I Said
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Insert Foot Into Mouth
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#Iveemailedyou5Times #Idontcare #Goaway
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#Iveemailedyou5Times #Idontcare #Goaway
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#Iveemailedyou5Times #Idontcare #Goaway
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Are We Really Trying That Hard?
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“ ”Email is the office memo turned cancerous, 
extended to home and everyday life.
DON NORMAN, INTERACTION DESIGN EXPERT
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Meanwhile…
The tech around email continues to evolve.
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Spam Folders
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Mark as Spam & Instant Unsubscribe
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Layered SPF & Reputation Data

Sender ID 
Framework 

(SPF)

Inbound Mail 
Server

Authentication 
Pass 
Fail

DNS
SPF Record 

Lookup

Inbox

Junk

?

Quarantine

Block/Delete

Reputation
Data

1 2 3 4

Sender

Internet
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Layered SPF & Reputation Data
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New Gmail Impacts
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Proactive Unsubscribes
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Top Picks
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New Promotions Tab



#INBOUND19 
@michaeljbarber

Promotions Tab Builder
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AMP Support Within Gmail 
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AMP Support Within Gmail 
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AMP Support Within Gmail 
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Outlook Starts Evolving, Slowly
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Device Evolution Continues
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Native Mobile Apps Are Changing Too
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Video and Native Email
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List Building
Acquiring people.
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Email Page
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Preferences Page
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Sharable Signup Pages
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Inline Sign-Up Units
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Inline Sign-Up Units
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Chat/Bot Lead Gen
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Bottom-of-Story Boxes
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Nav Unit
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Footer Unit
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Footer Unit



#INBOUND19 
@michaeljbarber

Homepage Unit
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Homepage Unit
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Homepage Unit
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App Hompage Unit
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Post-Email Share Sign Up
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Remnant Ad Inventory 
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Author Bios
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Social Icon Unit
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Right-Rail Boxes
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Top Units
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Toaster/Pop-Ups
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Pop-Ups / Toaster Units
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Pop-Ups / Toaster Units
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Pop-Ups / Toaster Units
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Sweepstakes
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Based on Log-in State
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Final Ideas
๏ Create a landing page where users can sign up in advance of a new 

newsletter launch 
๏ Targeted posts on Facebook/Instagram 
๏ Touts on YouTube videos / in actual video 
๏ Promotion for niche newsletters inside main newsletters 
๏ During purchase of a consumer product / ticket to an event 
๏ A feedback or question submission page  
๏ In an archive of the newsletter
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Authentication
Prove who you are.
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Layered SPF & Reputation Data
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Authentication Matters

SPF
DKIM

DMARC



#INBOUND19 
@michaeljbarber

SENDER 
POLICY 

FRAMEWORK
It provides the email service 
provider with a framework of 
data for every email you send.
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DOMAIN KEYS 
IDENTIFIED MAIL

ESP's way of checking the 
DNS records you provide 
with the ones that come 
with the email.
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DMARC

Allows a sender to indicate 
that their messages are 
protected by SPF and/or 
DKIM, and tells a receiver 
what to do if neither of 
those authentication 
methods passes.
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This Isn’t Hard
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MailChimp Example
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Postmaster Tools
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Postmaster Tools
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Microsoft Smart Network Data Service (SNDS)
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Blacklist Lookup
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Authentication Rewards
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Brand Indicators for Message Identification (BIMI) Standards
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Design
Ubiquity matters.
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From Names Matter, A Lot

From Name
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From Names Matter, A Lot

From Name
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Single Column “Skinny” Layouts.
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Inverted Pyramid
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The Zig Zag
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Slim Up Headers 



#INBOUND19 
@michaeljbarber

Single Column “Skinny” Layouts.
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Single Column “Skinny” Layouts.
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Single Column “Skinny” Layouts.
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Single Column “Skinny” Layouts.
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Single Column “Skinny” Layouts.
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Single Column “Skinny” Layouts.
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Fonts & Buttons, Oh my!

>



#INBOUND19 
@michaeljbarber

Fonts 

Headlines 
30px+ 

Body copy 
16px+ 
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Buttons

Buttons 
44 x 44 px minimum
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Fonts & Buttons, Oh My!
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Fonts & Buttons, Oh My!
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Contextual Buttons
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For the Love of All Things Holy, Eliminate Click Here

X
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Better Buttons FTW
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Get to the Point
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Let Images Do the Talking
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Let Images Do the Talking
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Let Images Do the Talking
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Tim Just Made Text Relevant
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Need Inspiration?
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Tools for Ubiquity
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Litmus
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Subject lines
They matter a lot.
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Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Subject line length accounts for 
just 0.1% of email open rate 

variance 

Size Doesn’t Matter
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Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Sentiment
words matter
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Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Diversity
different strokes for different folks
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Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Sophistication
it’s email!?!?! The more simple, the better.



#INBOUND19 
@michaeljbarber

Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Emojis
make good subject lines better,  
make bad subject lines worse
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Emojis &🎄🎉

Source: Adobe, 2017
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Emojis &🎄🎉

Source: MailChimp
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Punctuation Matters

Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/
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Superlatives Matter.

“Brand new” “Latest” “Exciting”
+37% +24% +19%
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Superlatives Matter. 

“The perfect gift” “Good”
-28% -20%
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Superlatives Matter. 

“Special” “Wonderful”
+12% -2%
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Sell Without Being Spammy

“Prices” “Deal”
+89% +246% +91%

“BOGO” “Worth”
+134%
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Questions Make a Difference

“won’t” “what”
+25% +20% -41%
“can’t” “who”

-27%
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Subject Line Tool
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Phrasee Pheelings™ Lite
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Interactivity
Let’s have some fun in the Inbox.
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Dude, GIFs FTW
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Dude, GIFs Work for B2B Too
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Dude, GIFs Work for B2B Too
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Dude, GIFs Work for B2B Too
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Real-Time / Conversational Data
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Interactive Content
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Inbox Is the Cart
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Buy Now in the Inbox
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Reviews Natively
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Personalization and Segmentation
It’s time-consuming, but makes all the difference.
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Segmentation Makes All the Difference

Source: Optimove Blog

https://www.optimove.com/blog/understanding-the-power-of-segmentation-for-marketing-campaigns
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Segmentation Pillars 

Source: emailmonday

GEOGRAPHICS DEMOGRAPHICS PSYCHOGRAPHICS BEHAVIORAL

๏ Country 
๏ City 
๏ Density 
๏ Language 
๏ Climate 
๏ Area 
๏ Population

๏ Age 
๏ Gender 
๏ Income 
๏ Education 
๏ Social status 
๏ Family 
๏ Life stage 
๏ Occupation

๏ Lifestyle 
๏ AIO: activity, interest, 

opinion 
๏ Concerns 
๏ Values  
๏ Personality 
๏ Attitudes

๏ Benefits sought 
๏ Purchase pages 
๏ Intent 
๏ Occasion 
๏ Buyer stage 
๏ User status 
๏ Life cycle stage 
๏ Engagement

Digital DNA FIRMOGRAPHICS CONTEXTUAL BODY LANGUAGE

https://www.emailmonday.com/smart-email-marketing-segmentation-the-art-of/
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Have Data, Will Use It
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Celebrations / Milestones
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Celebrations / Milestones
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Celebrations / Milestones
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Celebrations / Milestones
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Purchase Intent / Cart Abandonment
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Purchase History
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Post Purchase
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Pre and Post Event
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Location
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Weather
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User Behavior
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Usage
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Value
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Value
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Increased Spend
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Customer Data



#INBOUND19 
@michaeljbarber

Customer Data
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Customer Data
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Product Adoption
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Cold Leads 1

4

10

17

21

26

Come In for Lunch
Immediate

29

36

46

Come In for Lunch

Resource Guide

Activities: Live with Purpose

Financial Counselors

Come In for Lunch

Take Our Care Questionnaire

Survey: What Activities?

Discuss the Transition

Days
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Transactional
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Transactional Emails Matter
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Always Give Me More
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Always Give Me More
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Always Give Me More
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Always Give Me More, Including Mini Horses
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Always say hello
Because it’s the most important campaign you’ll send.
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43%
of companies don’t send a  
welcome email to subscribers

Source: Emma
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4x
higher open 

rate

Source: Emma

5x
higher click 
through rate

The Stats Speak for Themselves

33%
increase in 
long-term 

engagement
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10x
more than the transaction rates and 
revenue per email over batched welcome 
mailings compared to real-time emails

Source: Emma



#INBOUND19 
@michaeljbarber

Say Hello
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Help Me Get Started
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Show Me How To Do Business With You
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Offers Can Be Good, but Be Careful
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Bringing It All Together
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Be human
Let’s get real. It’s email after all.
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Speak Like a Human Being (SAY THAT SLOWLY FOR DRAMATIC EFFECT)
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Speak Like a Human Being (SAY THAT SLOWLY FOR DRAMATIC EFFECT)
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Always Say Sorry When Stuff Happens
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Ask and You Shall Receive
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Ask and You Shall Receive
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Tell You When I Want It
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Let’s Get Engaged Again
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Let’s Get Engaged Again
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Re-Engagement Flow
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If I Want Out, Make It Easy
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Give Me Reasons To Stay



#INBOUND19 
@michaeljbarber



#INBOUND19 
@michaeljbarber

Die Purchase Lists, Just Die
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But, act like a scientist
Test, test, and test, correctly.
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Hypothesis, always.
Don’t test without making some educated guesses.
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Test automated/operational emails.
74% of companies don’t.
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Focus on tests that move your needle.
Don’t focus on stuff that doesn’t.
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Limit Tests to One Thing 
One at a time. 
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Test audience segments that are  
similar and different.
Different strokes for different folks.
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Test audience segments that are  
active subscribers.
Actives are different than watchers.
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Ensure your testing groups are 
statistically significant.
Might just be too few or completely random. Neither is good.
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Share results, everywhere.
Your tests can impact other channels.
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Develop Holistic Email Metrics
Make sure you’re seeing the whole picture.
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Email Campaign Success
๏ Clicks & click rate 
๏ Duration of engagement 
๏ Post-click behavior (browsing, 

carting, etc.) 
๏ Conversions & conversion rate 
๏ Email campaign revenue & profit 
๏ Lead generation
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Email Channel Success
๏ Email program revenue & profit 
๏ Email revenue per email or 

subscriber 
๏ Subscriber lifetime value 
๏ Subscriber RFM (recency, 

frequency, monetary) 
๏ Email marketing ROI 
๏ Lead pipeline impact
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Email Campaign Omnichannel Influence
๏ Web traffic & sales 
๏ Mobile app activity 
๏ Store traffic & sales 
๏ Social media activity 
๏ Direct mail effectiveness 
๏ Call center volume
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Email Program’s Omnichannel Influence
๏ Web traffic & sales 
๏ Mobile app activity 
๏ Store traffic & sales 
๏ Social media activity 
๏ Direct mail effectiveness 
๏ Call center volume 
๏ Customer lifetime value of subscribers vs. 

non-subscribers 
๏ Customer RFM (recency, frequency, 

monetary) of subscribers vs. non-
subscribers
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Subscriber Reaction
๏ Opens & open rate 
๏ Clicks & click rate 
๏ Click-to-open rate 
๏ Unsubscribes & unsubscribe rate 
๏ Spam complaints & complaint rate
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Email List Health 
๏ Active list size 
๏ List growth & churn rate 
๏ Inactivity rate 
๏ Length of inactivity 
๏ Open reach (percent of subscribers who 

have opened at least one email in past X 
days) 

๏ Click reach (percent of subscribers who 
have clicked at least one email in past X 
days) 

๏ Tracking metrics by acquisition source
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Email Engagement
๏ Opens & open rate 
๏ Duration of engagement 
๏ Deletes without opens 
๏ Replies 
๏ Forwards 
๏ Social shares 
๏ Foldering/archiving 
๏ Soft and hard bounce rates 
๏ Recycled spam trap hits 
๏ Spam complaints & complaint rate
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Deliverability
๏ Delivered rate
๏ Inbox placement rate
๏ Blocks
๏ Blacklistings
๏ Tracking metrics by inbox provider
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Let’s recap
How we can create email programs for 2020?
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AUTHENTICATION
PROVE WHO YOU ARE.

DESIGN
BE UBIQUITOUS.

SUBJECT LINES
GET BETTER OR BE BORING.

INTERACTIVITY
LET’S GET JAZZY.

PERSONALIZATION
TIMELY, TARGETED, RELEVANT.

ALWAYS SAY HELLO
IT’S POLITE AND WORKS.

BE HUMAN & A SCIENTIST
NOTHING IS WRONG WITH NORMAL.

GET HOLISTIC
MEASURE MORE IMPACT.

LIST GROWTH
ACQUIRE EVERYWHERE.

ACT SCIENTIFIC
GET NERDY.
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Slides and resources
Text INBOUND to 66866
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But, why make email for 2020?
Three reasons.
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Engagement matters
#1
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Less relevant metric because images downloaded by 
default in certain email clients, but ISPs still track it.

OPENS

EMAIL EXPERIENCE COUNSEL
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We do not measure clicks as a form of engagement.
CLICKS

EMAIL EXPERIENCE COUNSEL
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Replying to a message is a super-strong signal of 
engagement. So, why are we all using no-reply@?  
Baffling, I tell you.
EMAIL EXPERIENCE COUNSEL

REPLIES
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Strong, negative signal.
EMAIL EXPERIENCE COUNSEL

MOVES TO JUNK/SPAM
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Strong, positive signal that the email  
should not be considered spam.
EMAIL EXPERIENCE COUNSEL

MARK NOT AS JUNK/SPAM
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A quick glance at the sender/subject: a somewhat 
negative signal. From name and subject lines matter.
EMAIL EXPERIENCE COUNSEL

DELETE WITHOUT OPEN
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If people are moving messages around, it means they 
care about them. This is a strong positive signal.
EMAIL EXPERIENCE COUNSEL

MOVE TO FOLDER
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Engagement is measured at the subscriber-
level and based on metrics we aren’t tracking.
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The Future Matters
#2
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The Web Into the Inbox
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The Inbox Becomes the Cart
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We won’t be able to take advantage of 
email’s future if we’ve screwed up its past.
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Familiarity rules
#3
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The Inbox is the digital place we understand 
and know how to control.



THANKS.
Text INBOUND to 66866

SEPTEMBER 2019

SAY HELLO.
@michaeljbarber


