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Publisher's Letter 
Three years ago, we decided to start publishing this annual Metrics Guide in order to help the 
working marketer with useful data for budgeting, forecasts, results comparisons, and tactical 
decisions. 

At the time, I was fed up with the lack of practical data available, at a reasonable price, for 
marketers. Other metrics reports were either plugging a vendor's services, written for tech 
investors and analysts, or based on tiny samplings of self-reported data. (I've seen some 
studies where the data pool was fewer than a dozen respondents!) 

Fact is, multibillion-dollar projections of where the email world will be in 2007 are not useful 
to most marketers. You need to know what open, click, and conversion rates to expect today. 
You also need to know how these rates differ between B-to-B and B-to-C. (Why do most 
studies lump these together or just ignore B-to-B?) 

As you leaf through this year's Guide, please keep three things in mind: 

#1. Self-reported data isn't always perfect. Much of the data in this report, including that from 
our annual reader survey, is self-reported. That means marketers typed in their data rather 
than us going to their metrics reports and getting the data. In my experience, self-reported data 
is often a bit rosier than reality. Perhaps people fondly remember their best campaigns rather 
than the true average.  

#2. You *can* do better than average (even with a smaller-than-average budget). I speak with 
marketers using email nearly every day, which adds up to hundreds of marketers every year. 
Almost all admit ruefully to me that they could be doing better “if only…”  

Sometimes they can't convince their boss to switch to email best practices, sometimes they 
have no time to check metrics, and sometimes they've run out of editorial ideas for their 
newsletter… Everyone has something they admit they could do better.  

If you're willing and able to do a better job than average, your results will show it. Email may 
be increasingly competitive, but it's not impossible for your campaigns to stand out in the 
inbox. Strong writing skills, an obsession with permission and a willingness to test regularly 
will mean higher response rates. Yes, even if your budget is tiny compared to your competitors. 

Email success is still, for the most part, more about marketing brains than it is about 
technology. Great technology can help, but your own skills and passion are what really count. 

 #3. Got a question about anything in this Guide? Is any of the data unclear? Would you like 
to see us add in data points on something new for next year's edition? Please contact our 
metrics editor Stefan Tornquist at stefant@marketingsherpa.com. He's very much looking 
forward to hearing from you. 

In the meantime, we'd like to thank you very much for your support. This Guide would not 
exist without you. We don't accept sponsorships or ads in our newsletters. We are reader 
supported. You're the boss. 

Thanks again, 

Anne Holland, Publisher 
MarketingSherpa Inc. 

mailto:stefant@marketingsherpa.com
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Executive Summary 
Before you dive into the 167-charts and tables included in MarketingSherpa's Email 
Marketing Metrics Guide 2005, here's our quick overview of the most important (and 
sometimes surprising) lessons from the research.  This research included our survey of 2,293 
responding marketers as well as collected best-of data from 69 external studies.  
 
Lesson #1: Email newsletters still growing and going strong. 
Email newsletters haven't been the buzzworthy Internet marketing tactic de jour since 2001. 
Blogs, streamed video, and paid search ads get all the press. The numbers tell a different 
story… 
 
90% of surveyed B-to-C marketers say their brand publishes an email newsletter. 60% of 
them plan to increase spending in 2005. Less than 1% plan to reduce spending. 
 
89% of surveyed B-to-B marketers say their company publishes an email newsletter. 63% will 
increase newsletter spending in 2005. And again, less than 1% will reduce spending. 
 
To put this into perspective, only 55% of surveyed professional marketers from roughly the 
same pool of thousands of MarketingSherpa readers reported this July that their companies 
were currently investing in any type of search marketing.  
 
The good news continues with response rates. It seems that newsletters have now been around 
for enough years that response rates have stabilized to stay in a fairly predictable range year 
after year. Open rates have dropped a bit (but not plummeted), which makes sense as lists age 
and filters proliferate. However, if you can get the open, you still get the click. 72% of 
marketers reported their click rates have remained constant or even improved since 2003. 
 
We once worried the plethora of email newsletters would cause readers to become tired of 
signing up for them. However, almost 25% of surveyed marketers reported their sign-ups had 
increased "significantly." On the B-to-B front, we have data showing more than half the 
managers at technology companies have signed up for five or more vendor newsletters in the 
past year.  
 
You'll find more data on newsletter, and other house list mailings, open, click and conversion 
rates in this Guide. 
 
Lesson #2: Despite very real delivery problems, 84% of marketers fail to take basic 
precautions. 

Back in 2001, we were the first media outlet to report on the false positive problem when we 
learned that some marketers' mail was mislabeled as "junk" in Yahoo inboxes. This year the 
outcry and worry about false positives was a firestorm across the press.  
 
This buzz was fed by an ever-growing stack of email vendor-sponsored studies about 
deliverability. (And, of course, each vendor was hoping to sell you a solution to help against 
it.) We've excerpted the most reliable and practical bits of data from these studies in the 
deliverability section of this Guide.  
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Depending on which study you trust, the false positive rate is 17-19% to consumers and can 
reach as high as 50% to the corporate workplace. (Company IT heads are infamous for relying 
on content-based filters and third party blacklists, which produce extremely high false positive 
rates.)  
 
Despite high hopes, we strongly distrust any experts who say this rate will change in the 
coming year. Sender ID-based systems (currently touted as the industry's salvation) have 
significant flaws to say the least.  
 
Therefore, if you want your email to get through, you can't wait for the situation to improve. 
You must start tracking your key delivery metrics immediately to spot and control problems. 
Don't rely on a vendor's delivery promises. You have to answer to your boss for bottom line 
results.  
 
However, most marketers aren’t taking the basic steps to improve deliverability and avoid 
blockage. We found that only 16% of surveyed B-to-C marketers are tracking their response 
rates by ISP. This means, for example, you may have no idea that all of your emails to AOL 
members are being blocked. (Which is precisely the situation the marketers at the 700+ chain 
store Things Remembered found themselves in this year until they conducted a delivery audit.)  
 
That said, it’s worth noting that the majority of marketers said that spam complaints were stable 
year after year (59%), and more said that complaints dropped than increased (13% to 10%).  
 
Lesson #3: Yes, Email is *Still* an Acquisition Tool. 
“Email is about relationship marketing!” hundreds of experts and news articles thundered this 
year. This is true, but only to an extent. 
 
Promotional results from house lists certainly remain very strong — and, in fact, house list 
mailings significantly outperform search marketing for conversions while costing far less. But 
that's nothing new. Relationship marketing has always outperformed acquisition marketing in 
virtually every single marketing channel online or offline since the dawn of time. Comparing 
the two is like apples to oranges. 
 
So, why are so many people against using email for acquisition?  
 
We suspect it's because it's not a super cheap-and-easy tactic anymore. Email has grown up to 
require fairly sophisticated media buying, offer testing, and copywriting. The risk that you 
may lose your marketing investment, and perhaps even tarnish your brand's good name is 
definitely present.  
 
However, if you're willing to work a bit, data from hundreds of marketers shows that email 
will pay off for you. Key notes: 
 
o Although third party list rentals have nosedived in public perception, marketers who 

pick their lists, offers, copy, and landing pages extremely carefully are seeing steady 
open, click, and conversion results.  
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In fact, almost half of marketers who reported using rented lists this year said they'd 
increase rentals in 2005. Targeted list rentals at the high end of the B-to-B market are 
particularly strong.  

 
o Last year 27% of surveyed marketers said they planned to invest more on ads in third 

party email newsletters in 2004. Anecdotal evidence we gathered from both the 
marketers themselves and newsletter publishers selling ads revealed that prediction was 
spot on. In fact, one marketer complained to us last week that he now has to contract 
newsletter media buys three months out in order to get a slot in the most in-demand 
newsletters. 
 
This year 28% of surveyed marketers again said newsletter ad spending would increase 
for 2005, and another 19% said it would remain steady. This steady, persistent growth 
(together with click and conversion data we include further in the Guide) shows that 
email can be a solid acquisition tool. 

 
o Co-registrations are also, at long last, on the rise again. This is the method of acquiring 

names for your emailed offers by placing a check box on a third party site's registration 
form. Although costs currently remain steady at $.35-$5.00 (with the B-to-C quality-
name average around $.90), media buyers we've interviewed are warning these prices 
will rise shortly with increased demand. 

 
Conclusion: For email, these are the good old days. 
Response rates have leveled off to respectable, affordable levels for campaigns conducted 
intelligently. Marketers have tested and tweaked their tactics. And email marketing is no 
longer something you have to fight to budget for. It's an accepted part of the marketing mix. 
 
The revolution is over. Email is now part of the fabric of our marketing lives. Now we begin 
the next adjustment. 2005 won't be a time of great changes, but rather of a thousand tests and 
tweaks. Marketers don't expect to get a 10-point lift from anything. But a percent of a point 
here, there, elsewhere… it all adds up to steady and sometimes stronger results. 
 
These potential improvements rely on two key things: 
 
#1. Invest in metrics (and read your reports). Most marketers still don't have technology to tie 
their email results together with their Web site, inbound phone, and other response device 
measurements. Hence, the over-reliance on open and click rates as major success indicators.  
 
If conversions are the end game, then for goodness sake, figure out how to measure them! 
You may not need fancy technology. Some B-to-B companies we've heard of hire temps to 
come in monthly and compare prospect to recent buyer lists. Where's there's a will to 
measure, there's a way!  
 
#2. Don't get complacent with your house email programs. So many house campaigns — such 
as newsletters and regular sales alerts — have become a routine part of the marketing 
schedule that very little new thinking goes into the creative and the content. You're very busy 
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elsewhere and the house campaigns perform admirably well already, so why bother putting 
too much effort into them? 
 
Just remember, what works can always be made to work harder. And you probably won't 
spend any more money — just time. Consider setting up a test-and-tweak schedule on at least 
a quarterly basis for house campaigns. 
 
While you're at it, put tweaking your autoresponders and standard messages on the 2005 
calendar as well. When was the last time you even looked at your house list's Welcome 
message to new opt-ins?  
 
Data from a MarketingSherpa poll to consumers, which AcuPOLL kindly helped us with, 
revealed that almost 70% of consumers were neutral or positive about the idea of getting 
marketing offers in the text of standard relationship emails such as shipping notices. Why not 
test this tactic as soon as possible? 
 
Just be sure to let us know the results.  
 
Thanks for your support, 
 
The Editors  
 
Stefan Tornquist  
Stacy Cornell 
Mark Brownlow 
Jennifer Nastu 
 
 
 
 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

7

Table of Contents 
 

Publisher's Letter ....................................................................................................................9 

Executive Summary...............................................................................................................10 

The Ultimate Email Marketing Glossary ............................................................................14 

Chapter 1: Planning by the Numbers..................................................................................29 
Email Metrics: No Consensus on Essential Definitions..................................................29 
Choosing or Designing a Reporting Infrastructure..........................................................33 
1.01 Table: Interactive Marketing Budget Shifts: 2003/2004 .........................................34 
1.02 Chart: Size Estimates of the Email Industry............................................................35 
1.03 Table: Success Metrics of Email Campaigns ..........................................................37 
1.04 Chart: Tracked Metrics by Marketer Type ..............................................................38 
1.05 Table: Diagnostic Metrics for Email Campaigns ....................................................39 
Segmentation — Matching Content to Your Audience...................................................40 
1.06 Table: Willingness to Provide Personal Data for Personalized Content .................40 
1.07 Table: Consumer Interest in Personalized Content by Age.....................................40 
1.08 Chart: Marketers' Use of Advanced Segmentation .................................................41 
Segmentation Case Study — Cetaphil.............................................................................42 
1.09 Chart: What do B-to-C Marketers Test?..................................................................45 
1.10 Chart: What do B-to-B Marketers Test?..................................................................46 
1.11 Chart: What do Mixed Audience Marketers Test? ..................................................47 
1.12 Table: What Variables to Test .................................................................................48 
1.13 Chart: Current Email Marketing Platforms by Marketer Type ...............................49 
1.14 Chart: Planned Changes in Email Platform by Marketer Type ...............................50 

Chapter 2: Email Marketing Metrics ..................................................................................51 
Section 1: Email in the Marketing Mix ...............................................................................51 

2.01 Table: Email ROI vs. Other Marketing ...................................................................51 
2.02 Table: Most Effective Promotional Vehicles ..........................................................52 
2.03 Table: Performance of Digital Marketing by Tactic ...............................................53 
2.04 Table: Top Methods for Promoting Online Catalogs ..............................................54 
2.05 Chart: Drivers for Digital Marketing.......................................................................55 
2.06 Chart: Purposes of Email Marketing .......................................................................56 
2.07 Chart: Eretailer Email Marketing Content...............................................................57 
2.08 Chart: B-to-C Marketers Email Tactic Usage Forecast...........................................58 
2.09 Chart: B-to-B Marketers Email Tactic Usage Forecast...........................................59 
2.10 Table: Email Newsletter Frequencies and Results ..................................................60 
2.11 Chart: Emailing Frequency by Eretailers: 2004 ......................................................61 
2.12 Table: Eretailer Email Frequency during Holiday Season ......................................61 
2.13 Chart: Multichannel Marketing Customer Spending...............................................62 
B-to-B Multichannel Marketing Impact ..........................................................................63 

Section 2: Open Rates .........................................................................................................64 
2.14 Chart: Open Rate by Industry: 2004........................................................................64 
2.15 Chart: Eretailer Email Open Rates for Holiday Season: 2004 ................................65 
2.16 Chart: Open Rates by Audience Type to House Lists .............................................66 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

8

2.17 Chart: Open Rates by Audience Type to Rented/Third Party Lists ........................67 
2.18 Chart: B-to-C Open Rate for House Lists: 2002–2004 ...........................................68 
2.19 Chart: B-to-B Open Rates: 2004 .............................................................................69 
2.20 Chart: B-to-B House Open Rate to House Lists by Year: 2003/2004.....................70 
2.21 Chart: B-to-B Marketers Open Rate Trends: Rented/Third Party Lists ..................71 
2.22 Table: B-to-B and B-to-C Ezine Open Rate Comparison .......................................72 

Section 3: Clickthrough Rates .............................................................................................73 
2.23 Chart: Unique Click Rates by Industry: 2004 .........................................................73 
2.24 Table: Click Rate by Category: 2003/2004 .............................................................74 
2.25 Table: Click Rates by Industry: 2004 ......................................................................75 
2.26 Chart: B-to-C CTR for All Mailings to House Lists: Trends 2002–2004 ...............76 
2.27 Chart: B-to-C Click Rate for Newsletters to House Lists: 2003/2004 Trends ........77 
2.28 Chart: B-to-B Click Rate Trends: House Lists........................................................78 
2.29 Chart: Average B-to-B Click Rates Trends for Newsletters to House Lists: 
2003/2004 ........................................................................................................................79 
2.30 Chart: Clickthrough for Free Offers to House Lists: B-to-B vs. B-to-C .................80 
2.31 Chart: Clickthrough for Sales Offers to House Lists: B-to-B vs. B-to-C................81 
2.32 Chart: Clickthrough for Free Offers to Rented Lists: B-to-B vs. B-to-C ................82 
2.33 Chart: Clickthrough Rates for Sales Offers to Rented Lists....................................83 
2.34 Chart: Clickthrough: Ads for Free Offers in Third Party Newsletters ....................84 
2.35 Chart: Clickthrough: Ads for Sales Offers in Third Party Newsletters ...................85 
2.36 Chart: B-to-B Click Rates, by Campaign Purpose: 2002/2003 Trends...................86 

Section 4: Conversion Rates................................................................................................87 
2.37 Chart: Average Conversion Rates by Types of Offer: 2004 ...................................87 
2.38 Chart: B-to-C Conversion Rates by Goals of Email Campaigns: 2004 ..................88 
2.39 Chart: 2004 B-to-B Conversion Rates by Goals of Email Campaigns: 2004 .........89 
2.40 Chart: B-to-C Conversion Rates for Free Offers: House Newsletters.....................90 
2.41 Chart: B-to-C Conversion Rates for Sales Offers: House Newsletters ...................90 
2.42 Chart: B-to-C Conversion Rates for Free Offer Ads: House Lists..........................91 
2.43 Chart: B-to-C Conversion Rates for Sales Offer Ads: House Lists ........................91 
2.44 Chart: B-to-C Conversion Rates for Free Offer Ads: Third Party Lists..................93 
2.45 Chart: B-to-C Conversion Rates for Sales Offer Ads: Third Party Lists ................93 
2.46 Chart: B-to-C Conversion Rates for Free Offers Ads: Third Party Newsletters .....94 
2.47 Chart: B-to-C Conversion Rates for Sales Offers: Third Party Newsletter.............95 
2.48 Chart: B-to-B Conversion Rates for Free Offers Sent to Own Newsletter .............96 
2.49 Chart: B-to-B Conversion Rates for Sales Offers Sent to Own Newsletter ............96 
2.50 Chart: B-to-B Conversion Rates for Free Offers Sent to House Lists.....................97 
2.51 Chart: B-to-B Conversion Rates for Sales Offers Sent to House Lists ...................97 
2.52 Chart: B-to-B Conversion Rates for Sent to Rented Lists: Free Offers ..................98 
2.53 Chart: B-to-B Conversion Rates for Sent to Rented Lists: Sales Offers .................98 
2.54 Chart: B-to-B Conversion Rates for Free Offers Sent: Third Party Newsletter......99 
2.55 Chart: B-to-B Conversion Rates for Sales Offers Sent: Third Party Newsletter.....99 
2.56 Chart: Mixed Audience Conversion Rates for Free Offers Ads in  
        Own Newsletter .....................................................................................................100 
2.57 Chart: Mixed Audience Conversion Rates for Sales Offers Ads in  
        Own Newsletter .....................................................................................................100 
2.58 Chart: Mixed Audience Conversion Rates for Free Offers Sent to House Lists ...101 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

9

2.59 Chart: Mixed Audience Conversion Rates for Sales Offers Sent to  
        House Lists ............................................................................................................101 
2.60 Chart: Mixed Audience Conversion Rates for Free Offers Sent to  
        Third Party Lists ....................................................................................................102 
2.61 Chart: Mixed Audience Conversion Rates for Sales Offers Sent to  
        Third Party Lists ....................................................................................................102 
2.62 Chart: Mixed Audience Conversion % for Free Offers Sent to Third Party 
Newsletter......................................................................................................................103 
2.63 Chart: Mixed Audience Conversion % for Sales Offers to Third Party  
        Newsletter..............................................................................................................103 

Section 5: Email Performance Variables and Best Practices ............................................104 
How Subject and From Lines Affect Performance .......................................................104 
2.64 Table: Success Metrics by Size of Email, Subject Length and  
        Number of Links....................................................................................................104 
Performance of HTML vs. Text in Email Marketing....................................................105 
2.65 Chart: Text vs. HTML Open Rates: 2001–2004 ...................................................105 
2.66 Chart: Percentages of HTML vs. Text Emails Trends: 2001–2003 ......................106 
Time of Day and Day of Week Impact on Performance ...............................................107 
2.67 Table: Day of Week Impact on Performance ........................................................107 
2.68 Chart: Comparison of Email Read, Click and Volume Levels..............................108 
Rich Media Email — Future Passed?............................................................................109 

Chapter 3: List Building Techniques.................................................................................110 
3.01 Table: Levels of Permission — Pros and Cons .....................................................110 
3.02 Table: Customer Interaction & Conversion Levels by Opt-In Method.................111 
Why Use Verified Opt-in (a.k.a. Double Opt-In)? ........................................................112 
3.03 Chart: Value of Verified vs. Non-Verified Opt-in Users 1 ...................................112 
3.04 Chart: Value of Verified vs. Non-Verified Opt-In Users 2 ...................................113 
3.05 Chart: Email Permission Basis by Audience Type: 2004......................................113 
3.06 Chart: Willingness to Register for B-to-C House Lists: 2002–2004.....................115 
3.07 Chart: Willingness to Register for B-to-B House Lists: 2002–2004.....................115 
3.08 Chart: Willingness to Register for Mixed Aud. House Lists:  2002–2004............116 
3.09 Table: Consumer Interest in Permission Emailing: 2004......................................117 
3.10 Table: Unsubscribe Rates by Industry...................................................................118 
Unsubscribes and the Impact of Brand for Corporations ..............................................119 
3.11 Chart: Brand and Email across the Organization ..................................................119 
3.12 Chart: Consistency in Organizational Email .........................................................119 
3.14 Chart: Email List Unsubscribe Handling: Failure by Sector.................................120 
3.15 Chart: B-to-C Opt-out/Unsubscribe Yearly Trends: 2002-2004 ...........................121 
3.16 Chart: B-to-B Opt-out/Unsubscribe Yearly Trends: 2002-2004 ...........................122 
3.17 Table: Types of Site Opted-Into by B-to-B Managers ..........................................122 
3.18 Chart: How Marketers Gather Opt-In Names: 2004 .............................................123 
3.19 Chart: Use of Co-Registration by Audience Type: 2004 ......................................124 
Email Appends — Correlating Offline and Online Addresses......................................125 
3.20 Chart: Use of Appends by Audience Type: 2004..................................................125 
3.21 Table: Newsletter Metrics Breakdown ..................................................................126 
Newsletter Circulation Case Study................................................................................127 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

10

3.22 Chart: Most Effective Lead Generation Methods: 2004 .......................................130 
Collecting Email Addresses Offline — Transact Case Study .......................................131 
Online Couponing — A Primer.....................................................................................133 
3.23 Table: Types of Online Coupon ............................................................................133 
Coupon Metrics — Basic Redemption Data .................................................................134 
Couponing Case Study — Krispy Kreme......................................................................135 
Use of Rented Lists........................................................................................................136 
B-to-C List Pricing ........................................................................................................137 
B-to-B List Pricing ........................................................................................................137 
Validity of Rental List Names and Email Selects .........................................................138 
3.24 Chart: Rented Email List Errors: 2002–2004 ........................................................138 
3.25 Table: Mailing Frequency and Effectiveness by List Size ....................................140 
3.26 Consumer Behavior toward Email Marketing Messages ......................................140 
3.27 Table: Attitudes toward Mixing Service and Marketing Messages ......................141 
3.28 Table: Number of Consumer Email Relationships with Businesses .....................142 
3.29 Table: Retailer Response Times to Customer Email Queries ...............................142 

Chapter 4: Deliverability ....................................................................................................143 
Anti-Spam Efforts and Their Impact on Email Marketing............................................143 
4.01 Worldwide Spam Growth Forecast Current and Projected ...................................145 
Bounce Rates — When to Take Notice.........................................................................146 
4.02 Chart: Bounce Rates by Sector: 2004....................................................................146 
4.03 Chart: B-to-C Bounce Rate Trends: 2002–2004 ...................................................147 
4.04 Chart: B-to-B Bounce Rate Trends: 2002–2004 ...................................................147 
4.05 Chart: Mixed Audience Marketers Bounce Rate Trends: 2002–2004 ..................148 
4.06 Chart: B-to-C Marketers Spam Complaints Trends: 2002–2004 ..........................149 
4.07 Chart: B-to-B Marketers Spam Complaints Trends: 2002–2004 ..........................149 
4.08 Chart: Mixed Aud. Marketers Spam Complaints Trends: 2002–2004..................150 
4.09 Table: Consumer Attitudes and Delivery of Permission Email ............................151 
4.10 Chart: How Corporations Filter Spam...................................................................152 
Approaches to Avoiding Filters.....................................................................................153 
4.11 Chart: Lost Productivity to Spam — Percentage of Employee Time....................154 
4.12 Chart: Trends in Cost of Spam to Corporations per Employee.............................154 
4.13 Chart: Spam Category Data: 2004.........................................................................155 
Email Copy and Impact on Delivery .............................................................................156 
4.14 Chart: Impact of Unsubscribe Language on Delivery ...........................................156 
Unsubscribe Phrases That Do Not Affect Delivery.......................................................157 
4.15 Chart: Delivery Comparison — “Advertisement” vs. “ADV”..............................158 
Impact of Promotional Language on Email Delivery....................................................158 
4.16 Table: Impact on Delivery — Subject Lines with “Mortgage Rates”...................159 
Impact on Delivery of Promotional Language in Body Text ........................................160 
4.17 Impact on Delivery of Having Link/IP on URL Blocklist ....................................161 
Anatomy of a Spam .......................................................................................................162 

Other Issues in Deliverability............................................................................................164 
4.18 Chart: Time of Day and Impact on Deliverability.................................................164 
4.19 Chart: Day of Week and Impact on Deliverability................................................165 
Impact of Bad Email Addresses on Lead Generation....................................................166 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

11

4.20 Table: User Typo Rate During Online Registration: 2002–2004..........................166 
4.21 Table: User’s Omission of ‘.com’ in During Online Registration: 2003–2004 ....166 
Email Handling..............................................................................................................167 
4.22 Table: Compatibility Chart of ISPs with Email Formats ......................................167 

Chapter 5: Usability ............................................................................................................168 
Page Position Tracking Data — How People View Marketing ....................................168 
5.01 Diagram: Web Page Viewing Patterns ..................................................................169 
5.02 Chart: Percentage of Format Errors by Top 10 Market Sectors ............................170 
5.03 Chart: Non-Compliant Emails by Top 10 Sectors: 2004.......................................171 
5.04 Chart: Top 10 Sectors by Broken Links in Emails: 2004......................................172 
5.05 Table: Email Clients Technology Compatibility by ISP .......................................173 
5.06 Image Blocking by Email Client/ISP ....................................................................174 
Gmail Basics..................................................................................................................174 
5.07 Percentage of Email List Member by Web-based Email Client: 2004..................175 
5.08 Chart: Campaign Effectiveness by Time...............................................................176 
Landing Page Best Practices..........................................................................................177 
5.09 Table: Browser Statistics .......................................................................................178 
5.10 Table: Display Statistics ........................................................................................178 
5.11 Color Depth ...........................................................................................................178 

Chapter 6: Email Alternatives — IM, Wireless, Desktop Apps & RSS.........................179 
Instant Messaging ..........................................................................................................179 
IM Marketing.................................................................................................................179 
6.01 Table: Growth of IM and SPIM: 2004–2008 ........................................................180 
6.02 Chart: Instant Message Clients Used by Consumers: 2004...................................180 
Instant Messaging in the Corporate Environment .........................................................181 
6.03 Chart: Corporate Use of Instant Messaging: 2002/2004 .......................................181 
6.04 Chart: Types of Communication for At-Work IM Users ......................................182 
6.05 Chart: Leading Reasons for Deployment of Enterprise Instant  
        Messaging: 2004....................................................................................................182 
Wireless Marketing........................................................................................................183 
Wireless Marketing Example ........................................................................................183 
Wireless SPAM .............................................................................................................183 
Desktop Applications ....................................................................................................184 
6.06 Table: Top 10 News and Information Media on the Internet: 2004......................184 
6.07 Table: Top 5 Internet Applications by Audience and Reach: 2004 ......................185 
6.08 Table: Desktop Application Category Usage Metrics...........................................185 
RSS (Really Simple Syndication)..................................................................................186 
6.09 Table: Email vs. RSS — Marketing Perspective...................................................188 

Chapter 7: Email User Population and Habits.................................................................189 
Email User Population...................................................................................................189 
7.01 Chart: Online Populations by Language: 2004......................................................189 
7.02 Table: Total Worldwide Email Traffic 2004–2008...............................................190 
7.03 Chart: Email User Population Trends 2001–2003.................................................190 
7.04 Table: US Audience Growth by Age Group: 2002–2003 .....................................191 
7.05 Table: Broadband vs. Narrowband in US Homes: 2003–2004 .............................192 
7.06 Table: Broadband vs. Narrowband by Age Group: 2004......................................192 



Email Marketing Metrics Guide 2005  MarketingSherpa Inc. 

 
© Copyright 2002-2004 MarketingSherpa, Inc. It is forbidden to copy this report in any manner.  

For permissions contact service@sherpastore.com. For more copies, go to http://www.sherpastore.com  

12

Common Online Activities of Experienced Users ........................................................192 
7.07 Chart: Users Beliefs on Privacy by Online Experience.........................................193 
7.08 Table: Hours Online — Trends 2001–2004 ..........................................................193 
7.09 Table: Percentage of Users by Number of Years Online ......................................194 
7.10 Chart: Hours Spent Online Per Week by Years Online: 2004 ..............................194 
7.11 Chart: Time Spent per Online Activity by User Experience .................................195 
7.12 Chart: Time Spent per Online Activity by User Experience .................................195 

Referenced Studies and Advisors.......................................................................................196 

MarketingSherpa Email Marketing Metrics Survey, October 2004 ..............................201 

About MarketingSherpa .....................................................................................................212 

Recommended Resources ...................................................................................................213 

More Valuable Marketing Reports for You .....................................................................222 

 



Order today at www.SherpaStore.com or call (877) 895-1717

Your Order Options:

    • Call during US East Coast business hours 877-895-1717

      (outside the US please call 401-247-7655)

    • Go online to http://www.sherpastore.com/c/a.pl?1164&p.cfm/2180

    • Fax this form to 401-633-6519

    • Mail with payment to MarketingSherpa, Inc., 499 Main St., Warren, RI 02885

Email Marketing
Metrics Guide 2005

167 Useful Charts & Tables on
Real-Life Open, Click &

Conversion Data

Real-life numbers to base your email marketing plans
on (and compare your results to)...

100% Money-Back Satisfaction Guaranteed:

Get your copy of the Email Marketing Metrics Guide 2005 instantly by
choosing the PDF option. Or we can ship you the printed copy within
24 hours. Either way, your copy is 100% satisfaction guaranteed.

FAX/Mail-in Form:

❏ Yes, please send me the Email Marketing Metrics Guide 2005 so I can know if my  email

marketing clicks and conversions are as good as they should be, how to improve them
and if I’m budgeting the right amount of money. I prefer the following format:

❏ Printed copy — ships within one business day ($157 plus $7 shipping)

❏ PDF Copy — hotlink to be emailed to me immediately ($147)

❏ Save $107.00 — print plus PDF ($197)
    (RI please add 7%. Shipping outside US $14.)

Name __________________________________________________________________

Company ______________________________________ Title _____________________

Address ________________________________________________________________

City_______________________State/Prov_____Country_________Zip/Postal ________

Phone (in case of questions)___________________Email_________________________

Payment method:  ❏ Check  ❏ MasterCard  ❏ Visa  ❏ AMEX

Card # _____________________________________________ Exp Date ____________

Print Cardholder Name ____________________________________________________

Signature _______________________________________________________________

http://www.sherpastore.com/c/a.pl?1164&p.cfm/2180
http://www.sherpastore.com/c/a.pl?1164&p.cfm/2180

