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WORLDATA: 
  

who we are 
  

Clients Include Over 500 Leading Brands: 

Data Acquisition, Demand Generation, List Rental, Cost Per Lead 

Data Hygiene – Data Append – Data Organization and Hosting 

Consulting and Strategic Planning 

CORE MEDIA:  EMAIL, DIRECT MAIL, SOCIAL MEDIA, WEB MEDIA 

Largest Buyer of Permission Email Media in North America 

Started in 1975  
120 Team Members 

Parent Company of: 
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  Jay Schwedelson 

  
Started in 1975  

120 Team Members 
Who am I? 

Jay Schwedelson – President & CEO Worldata 
 

DMA Board of Directors  
MARKETING EDGE (DMEF) Board of Directors [Direct Marketing Educational Foundation] 

Founder of DMA Email Council – Largest Industry Email Group 
Crain’s Magazine Who’s Who – ’05,’06,’07,’08,’09,’10,’11,’12,‘13 
Advisory Board Member University of Florida  
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 Worldata executes over 30,000 Email 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. 

 
 Email Research is based on over 2 Billion transmitted 

messages annually 
 

RESEARCH INFORMATION 
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So What is The 
Hot Topic In Email 
Marketing Right 

Now? 
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Should We Panic? 
Launched May 29th, 2013 
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GMAIL: 
Average Percentage of  

Customer Database 
 

Consumer: 16% - 29% 
Business:  8% - 19% 
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FACT:  GMAIL is Big 

• 450 Million Users 
• 13% of All Active Email Accounts 
• But…. 
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How GMAIL Users Open Email 

Over 80% of All Opens From Individuals Who 
Use a Gmail Address Come From  

NON-GMAIL Environments. 
 
 



@worldata JayS@worldata.com 

GMAIL OPENS BY CLIENT 
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GMAIL OPENS BY CLIENT 

So Here Is The Simple Math… 
• 25% of Your Database Are GMAIL Users (estimate) 

• 80% of Those People Are Reading Messages Outside of  
GMAIL Environment 

• TABS Adoption Rate is at 25%-30% so Far 
 

• RESULT:  1-3% of Your Total Subscriber Database 
is Likely Viewing Email With The TABS Feature. 
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So This All Means What? 

• It is Critical To Measure Performance At The 
Email Client Level  
– How are users of yahoo responding vs. gmail etc… 

 
• Offers will be responded to AFTER they have 

expired! 
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What Happens If You 
Click On An Email 

Offer After It 
Expires… 
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Clicks After Offer Expires 

22% of All Clicks Will Occur AFTER Primary  
Offer Expires. 

 
The Lifetime Value of New Customers Who 

Respond to an Email AFTER Primary Offer Date 
Expires is 185% Higher (225% Higher BtoB) 
Than Those that Respond During Regular  

Offer Period. 
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Social And 
Email… 
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SOCIAL SHARING IN EMAIL:   
Everyone but me will tell you the 

exact opposite advice… 
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Every 
Email Has 

a Goal 
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It’s Time to 
Celebrate! 
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Consumer: 
‘Celebration Related’ Emails Generate a 

29% Higher Open Rate Than  
Regular Emails. 

 
Business: 

‘Celebration Related’ Emails Generate a 
21% Higher Open Rate Than  

Regular Emails. 
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Email Marketing 
IS Mobile 
Marketing 
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Did You Know? 
 
54% of Primary Email 
Opens (First Open) Occur 
on Mobile 
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This Is The 
Decade Of 
The Finger! 
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•Typical adult 
finger covers 45 
pixels when 
pressed against a 
mobile screen.  
 
•Make sure that 
calls-to-action are 
padded at least 15 
pixels to tap 
errors. 
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finger covers 45 
pixels when 
pressed against a 
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calls-to-action are 
padded at least  
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Needs Better ‘Padding’ 
Around Primary Links 

Typical 
‘FINGER’ 

Size 
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Needs Better ‘Padding’ 
Around Primary Links 

Typical 
‘FINGER’ 

Size 

I am a THUMB guy.  
So that is even 

worse! 
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Quick Stat 

Emails with primary click-through options 
without 15 pixels of padding have  

BtoC:  32% lower overall conversion  
BtoB:  28% lower overall conversion  

 
Reason:  ‘Tap Errors’ account for nearly 

1/3 of all click-throughs for these 
messages. 
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Good ‘Padding’ Around 
Primary Links 

Typical 
‘Thumb’ 

Size 
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Tap Errors Happen 
On Landing Pages 

Too 
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No one has ever said  
‘that button is too big’ 

• Body Copy:  16px+ 
• Headlines: 22px+ 

• Buttons:  44px by 44px 
• Space Around: 15px 
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Why do you want 
people to leave? 



@worldata JayS@worldata.com 



@worldata JayS@worldata.com JayS@worldata.com @worldata 



@worldata JayS@worldata.com JayS@worldata.com @worldata 



@worldata JayS@worldata.com JayS@worldata.com @worldata 

EMAIL 

LANDING PAGE 
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LANDING PAGE 
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EMAIL 

LANDING PAGE 

Landing Pages that have the same 
PRIMARY IMAGE as the originating email 

generated a 18% higher overall 
conversion rate 
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So What Else Is 
Working Right 

Now? 
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Each Additional ‘Must Fill’ 
Field Will Cause You To Lose 

7% of Your Potential 
Registrations 
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Subject Line 
Time! 
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“just for you” in 
Subject Line 

Increases Open 
Rate by 28% 
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JUST FOR… = 17% Increase in Open Rates 
 

Just For CFO’s 
Just For Our Customers 

Just For HR Professionals 
Just For Serious Investors 
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‘Up To’ vs. Fixed % Off 
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Open Rates are 14% Higher When 
Offer is ‘Fixed’ % Off vs. ‘Up To’ 
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Open Rate % of Increase When Specific 
Words Used in Subject Line 

Compared over 50,000 Campaigns  

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%



@worldata JayS@worldata.com 



@worldata JayS@worldata.com 

So that means your subject line should read: 
  
Shhh…Exclusive Free Top Jobs Giveaway 
Today.  First Private White Paper – Secret 
Issue Preview 
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We all want to be in the 
‘know’  
‘first’ 

‘backstage’ 
‘VIP’ 

‘in on the secret’ 
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The Most Important New Feature 
is something that saves you from 

having to swipe your phone. 
 

But it’s sold out! 
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COST: $200,000 
Why?  Because Hermes Has Created The Aura of Exclusivity.   

 
CAN YOU BELIEVE YOU NEED  

TO BE ON A WAITING LIST TO BUY THIS????? 
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Open Rate % of Increase When Specific 
Words Used in Subject Line 

Compared over 50,000 Campaigns  
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They all convey exclusivity 
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Subject Lines That Convey  A Form of Exclusivity  
(Shhh, Secret, Private, For CFO’s Only, etc) 
Generate a 26% Higher Open Rate Than  

Those Without 



@worldata JayS@worldata.com JayS@worldata.com @worldata 



@worldata JayS@worldata.com 



@worldata JayS@worldata.com 



@worldata JayS@worldata.com 



@worldata JayS@worldata.com 

Ok, now what… 
• Create a Sense of Urgency  

– Consumer Emails that have some form of a DATE  
in subject line will generate a 31% higher ‘Open 
Rate’ 

– Business Emails that have some form of a DATE in 
subject line will generate a 38% higher ‘Open 
Rate’ 
• 2 Days Until Offer Expires 
• Registration Ends Today 
• Last Chance to Save 
• Free Webinar on April 11th 

 

This is the #1 
Factor in Driving 

Higher Open Rates 
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GREAT! 
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10 Second Pause: 
FOR SLIDES: 

Jay Schwedelson 
JayS@Worldata.com 
Twitter: @Worldata 
800.331.8102 x176 

mailto:JayS@Worldata.com
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Rapid Fire 
Stats… 
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C’mon 
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I Have No Stat For This Slide.   
I Just Really Hate This. 
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Bad 
Subject 

Line 
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Bad Pre-Header 
Cutoff 
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WHO ARE THE 
OTHER 20%!!!! 
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Emerging Trends 
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Tools and Free 
Stuff!!! 
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Worldata’s 
Email Marketing Calendar 

2014 B2B  
& B2C 

Worldata’s research division aggregates email 
campaign statistics from over 30,000 
campaigns that are executed annually.  
These campaigns measure results from over 
2 Billion transmitted messages. 
  
Worldata strongly encourages marketers to test 
all delivery timing options to find the optimal 
strategy for your specific programs 
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FOR SLIDES: 
Jay Schwedelson 

JayS@Worldata.com 
Twitter: @Worldata 
800.331.8102 x176 

 
If you enjoyed the session please fill out 

the survey that you receive.  Thanks 

mailto:JayS@Worldata.com
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