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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 and grow your database 

2. Data Improvement and Hygiene

3. Provide Best Practice Email Consultation, Email Competitive 

Intelligence and Audit Tools

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)
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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)

Special Metrics:  Worldata Research ran key metrics 
from March 5th – March 16th.

Our metrics are based on a review of over 100 Million 
Emails from the last 10 days within the United States.

Please use this information as ‘Directional’.  During 
normal times we rely on longer periods to establish key 

metrics.
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“Only send out Corona related 
messaging”

“No offers – only info about how we 
are on top of things”

“We need to freeze all 
marketing until May”

“Don’t change anything.  We need to 
keep doing what we were doing”

“I have no idea what to email 
out because we are at a stand 

still”
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“Only send out Corona related 
messaging”

“No offers – only info about how we 
are on top of things”

“We need to freeze all 
marketing until May”

“Don’t change anything.  We need to 
keep doing what we were doing”

“I have no idea what to email 
out because we are at a stand 

still”

NONE OF THESE ARE CORRECT. 

We need to focus and understand this is a 
marketing challenge and our businesses 

need our expertise more than ever.  
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Now that we have 

covered the 

basics…
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SINCE MARCH 10th 18% of ALL EMAILS Have 
Mentioned Coronavirus/COVID-19

[includes both B2B and B2C]
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Do People Even Want 

to Hear From My 

Company Right Now?
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KEY EMAIL METRICS FROM: 
MARCH 5th – MARCH 16th

Inbox Activity UP 27% (people checking email)

Email Volume [Omitting Virus Messaging] DOWN 19%

B2B Open Rates: UP 7% [Omitting Virus Messaging] 

B2C Open Rates: UP 11% [Omitting Virus Messaging]

Email Newsletter Open Rates:  UP 8%  

What does this mean?



JayS@CorpWD.com

KEY EMAIL METRICS FROM: 
MARCH 5th – MARCH 16th

Inbox Activity UP 27% (people checking email)

Email Volume [Omitting Virus Messaging] DOWN 19%

B2B Open Rates: UP 7% [Omitting Virus Messaging] 

B2C Open Rates: UP 11% [Omitting Virus Messaging]

Email Newsletter Open Rates:  UP 8%  

What does this mean?
People Want Your Emails.  

They Are Looking For:
• Value

• Escapism 
• Ability to Be Productive
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Promotional Mail Should NOT 
Include These Words:

Coronavirus, COVID, Pandemic 
and VirusTHIS IS FAKE 

GARBAGE
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THIS IS FAKE 

GARBAGE

Network Admins are telling employees to NOT click any 
email with the following words:

• Corona
• Virus
• COVID

• Pandemic
• Sanitizer

• Mask

Promotional Mail Should NOT 
Include These Words:

Coronavirus, COVID, Pandemic 
and Virus
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Stop Tip-Toeing.

Be Direct and 

Honest…
You’ve sent the compassionate email so 

now what…
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NOBODY wants to 
get a ‘REGULAR 
DEAL’ right now.

Acknowledge the 
situation and 
recipients will 
want to respond.

SUBJECT LINE:  Staying in?



JayS@CorpWD.com

Acknowledge the 
situation and 
recipients will 
want to respond.

Acknowledgement can 
have many forms…
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Acknowledge the 
situation and 
recipients will 
want to respond.

Non-Transactional Emails That Acknowledge ‘Situation’ In Subject Line 
Have INCREASED Open Rates:

B2B:
Acknowledge ‘Situation’ In Subject Line Open Rates UP 41% vs No Acknowledgement

B2C:
Acknowledge ‘Situation’ In Subject Line Open Rates UP 34% vs No Acknowledgement
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These WORDS are 

surging in 

performance…
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January 2020

Subject Line Words That Increase Open Rates

I would normally tell you all about ‘urgency’ and 

‘exclusivity’ but not now…



JayS@CorpWD.com

January 2020

Subject Line Words That Increase Open Rates

PUT ON HOLD WHAT 

YOU KNOW TO BE 

TRUE…
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SURGING WORDS IN SUBJECT LINE:
MARCH 5th – MARCH 16th

B2C:

Open Rate Increase When Using:

Home – UP 18%

Delivery – UP 22%

Shipping – UP 14%

Bored – UP 25%

WFH – UP 17%

Open – UP 20%

You/Your – UP 25%

Yes – UP 11%

‘Free’ is bigger than ever: UP – 39%

B2B:

Open Rate Increase When Using:

Virtual – UP 24%

Online – UP 16%

Home – UP 11%

Essential – UP 15%

WFH – UP 22%

Tips – UP 21%

You/Your – UP 22%

Insight – UP 14%

‘Free’ is bigger than ever: UP – 31%
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SURGING WORDS IN SUBJECT LINE:
MARCH 5th – MARCH 16th

B2C:

Open Rate Increase When Using:

Home – UP 18%

Delivery – UP 22%

Shipping – UP 14%

Bored – UP 25%

WFH – UP 17%

Open – UP 20%

You/Your – UP 25%

Yes – UP 11%

‘Free’ is bigger than ever: UP – 39%

B2B:

Open Rate Increase When Using:

Virtual – UP 24%

Online – UP 16%

Home – UP 11%

Essential – UP 15%

WFH – UP 22%

Tips – UP 21%

You/Your – UP 22%

Insight – UP 14%

‘Free’ is bigger than ever: UP – 31%

You all have ‘free’ things to give.  

Content, Advice, Lists, Access, 

Shipping, etc…
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January 2020

Subject Line Words That Increase Open Rates

AVOID THESE WORDS:
• Urgent
• Hurry
• Critical
• Serious
• Alert
• Rush

Normally they help drive response

Be Subtle About Urgency
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Try Something 

New
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You can ‘tweak’ 
your enewsletter 
registration to 
be more focused 
on ‘the moment’
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Test, Test, Test
It’s okay to swing 
and miss on new 
ideas right now.  
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Last 10 Days:

‘New Offers’+ 

Acknowledgment 

Click-Through Rate Increase:

B2B – 35%

B2C – 28%
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Total Departure From The Norm -

SO GREAT!

SUBJECT LINE:  In Times Like These
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We are living in a 
strange time.
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Quick Audit is 

Critical!
Nobody Wants The ‘Regular’ 

Marketing Stuff
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Quick Audit:

• Email Drip/Nurture

• Display Retargeting Ads

• Scheduled Social Posts

• Autoresponder Content

• Digital Ad Insertions

Received 
YESTERDAY
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Quick Audit:

• Email Drip/Nurture

• Display Retargeting Ads

• Scheduled Social Posts

• Autoresponder Content

• Digital Ad Insertions

Received 
YESTERDAY

I know its hard to get all new 

content pulled together right 

now.  Its more important to be 

relevant than have the most 

beautiful email right now.
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• Web Traffic: UP 24%
(not including work from home related traffic – i.e. video conferencing)

• Social Brand Follows: UP 14%
• Non-Purchase Email Registration: UP 9%

KEY METRICS FROM: 
MARCH 5th – MARCH 16th
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• Web Traffic: UP 24%
• (not including work from home related traffic – i.e. video conferencing)

• Social Brand Follows: UP 14%
• Non-Purchase Email Registration: UP 9%

KEY METRICS FROM: 
MARCH 5th – MARCH 16th

SO WHAT SHOULD I DO ABOUT ALL THIS ACTIVITY:

• Retargeting Tags – Make sure they are live!

• Social Posts – Push Newsletter Registrations and Cross Social Follows

• And for Email Registrations You Should…
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RIGHT NOW:

Light Boxes 

Have an 

Average 

Submit Rate 

of 9% to First 

Time Visitors
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Always be Asking!

Fixed Position Email 

Collectors Have an 

Average Submit Rate 

of 7% During First 

5 Site Visits
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5 SECOND PAUSE:

For Slides: 

JayS@CorpWD.com

@Worldata

mailto:JayS@CorpWD.com
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Quick Tips
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NOT NOW:

Normally CAPITALIZING MULTIPLE 

WORDS in subject line can give 

boost BUT…

RIGHT NOW:

B2B: More Than 1 Capitalized Word 

in Subject Line = Open Rate DOWN 

7%

B2C: More Than 1 Capitalized Word 

in Subject Line = Open Rate DOWN 

5%
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RIGHT NOW:

For B2B:

Surveys Are Doing 

Phenomenal

Everyone Wants To Know What Is 
Happening Within Their Industry 

(like this webinar) 

Survey Related Emails: 
UP 38% in Submissions 

YOU MUST SHARE RESULTS!
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I bet this email is 

doing well.
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Media Cost:

Email Acquisition Data Cost DOWN 25%
Content Syndication Cost DOWN 30%
Retargeting Ad Cost DOWN 20%

Reach Out To Your Vendors!
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What Is The Most Important 

Email Marketing Metric Right 

Now?

• Delivered Rate  - NO

• Click Through - NOPE

• Open Rate – WRONG

• Unsubscribe - INCORRECT



Critical to Understand The Numbers

Who Cares?

How many are going 

to the Inbox?



Critical to Understand The Numbers

If you don’t know your INBOXING RATE

than you are not doing email marketing.

How Often Do You Check Your SPAM 

Folder?
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Source: Returnpath

Do You Know 
Your ‘Inbox Rate’?

NOBODY IS 100% 
INBOX.  

Average Inboxing 
Rate: 82%
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People Aren’t Paying Attention –
So You Have to Help Them

Clicks After Offer Expires

31% 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 210% Higher 
(245% Higher BtoB) Than Those that Respond During 

Regular Offer Period.
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Clicks After Offer Expires

26% 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 190% Higher 
(240% Higher BtoB) Than Those that Respond During 

Regular Offer Period.

What is on your 

landing page 30 

days, 60 days, 

120 days after 

email goes out?
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THIS DRIVES ME 
CRAZY!  

I Clicked on one 
of your emails!
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This Email That You Send Out is 
BY FAR The Most Important!
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Who Cares?  Of 

course you send 

out a post-

registration 

email…

What is the big 

deal?
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Future Delivery to Contacts Inbox Who 
Open Initial Post-Registration Email 

Increase by 87%

Future Emails to Contacts Who Don’t Open 
Post-Registration Emails Generate Open 

Rates that are LOWER by at least 60%
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Future Delivery to Contacts Inbox Who 
Open Initial Post-Registration Email 

Increase by 87%

Future Emails to Contacts Who Don’t
Open Post-Registration Emails Generate 

Open Rates that are 60% Lower 

Push Incredible/Fantastic Offer In Post 

Registration Emails. 

MAKE SURE OFFER IS MENTIONED IN 

SUBJECT LINE.
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Push 

Aggressive/Fantastic 

Offer In Post 

Registration Emails. 

MAKE SURE OFFER IS 

MENTIONED IN 

SUBJECT LINE.
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Content Must Be 
Digestible.

Nobody Really Wants To 
Read a Manifesto Right 

Now
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Once you have sent your 
‘compassionate email’ 
you need to get back to 
‘simple’

Let’s Be Real:

Mellow Mushroom is 
great pizza but…

Are you open?
Do you deliver?
Any deals?
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Paragraphs (blocks of text)

To Prospects:  Over 50 Words in Single 
Paragraph Leads to 34% Lower Overall 

Click-Through Rate

To Customers/Subscribers:  Over 100 
Words in Single Paragraph Leads to 

23% Lower Overall Click-Through Rate



TOOLS & FREE STUFF
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Before the Free Stuff…

We are in this TOGETHER!

My ask: 15 mins

For Slides: JayS@CorpWD.com

mailto:JayS@CorpWD.com


Email Marketing Calendar:  
Best and Worst Days to Send

B2B and B2C Versions

For Calendar and Slides: 

JayS@CorpWD.com

@Worldata

NEW: IF YOU WANT 2020 CALENDAR PLEASE 

EMAIL ME  
[CALENDAR IS PHYSICAL – BUT I WILL ALSO SEND YOU DIGITAL IF YOU LIKE]

mailto:JayS@CorpWD.com


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



SOMETHING NEW 

FROM 

WORLDATA!
For Calendar and Slides: JayS@CorpWD.com

mailto:JayS@CorpWD.com
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• Best Practice Support For YOUR 
Company and Industry

• Competitor Campaign 
Performance 

• Blacklist Monitoring

• Inboxing Rate Tracking

• 2x Week Dynamic Newsletter

• Printed Quarterly Summary

For Calendar and Slides: 

JayS@CorpWD.com

@Worldata

mailto:JayS@CorpWD.com
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We are in this 
TOGETHER!

My ask: 15 mins

For Calendar and Slides: JayS@CorpWD.com
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