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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 April 1st– April 30th.

Our metrics are based on a review of over 200 Million 
Emails from the last 30 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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Last Month:
Caring and Compassionate (and super long emails)

2 Weeks Ago:

I’m so bored I’ll read anything…

NOW:

You BETTER have something 

GOOD to show me…
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BtoC BtoB

Daily Minutes Spent Emailing

*Through April 28th *Through April 28th
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BtoC BtoB

Daily Minutes Spent Emailing

*Through April 28th *Through April 28th

ADOBE Email Study is even higher! 
Minutes Checking Email Per Day: 

BtoC - 209
BtoB - 256
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BtoC BtoB

Daily Minutes Spent Emailing

*Through April 28th *Through April 28th

BtoC: INCREASED by 

40%

BtoB: INCREASED by 

28%
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Tuesday March 24th Wednesday March 25th Thursday March 26th

THESE ARE FROM MARKETO 
THEY DO EMAIL FOR A LIVING!

Tuesday April 13th Thursday April 15th
Wednesday April 14th
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Forget What 

You Know
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EMAIL OPEN RATE BY HOUR
[Business]

BEFORE MARCH 

LAST 10 DAYS
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EMAIL OPEN RATE BY HOUR
[Consumer]

BEFORE MARCH 

LAST 10 DAYS
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RECEIVED: MARCH 29th 8:34 PMRECEIVED: April 1st 4:27 PM RECEIVED: APRIL 1st 7:03 PM
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RECEIVED: APRIL 1st 6:09 PMRECEIVED: MARCH 31st 4:33 PM
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At first the days were all 

blending together…

But now it’s hard to keep 

up with all the changes.
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I’m Going On Record:  THIS IS BAD!

But this is showing up in the data…

This Past Sunday This Past Monday



JayS@CorpWD.com

This will change but for 

NOW this specific DAY is 

SUPER IMPORTANT!
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BtoC: Open Rate Average by Day

January

LAST 30 Days
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BtoB: Open Rate Average by Day

January

LAST 30 Days
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Standing Out In The Inbox Requires Serious 

Attention to Detail…
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Words Matter…
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Your Subject Line is 

More Important 

Today Than Ever!
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January 2020

Subject Line Words That Increase Open Rates

If we didn’t have a pandemic going on the chart 

below would be useful…
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URGENCY vs. Subtle Urgency
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URGENCY vs. Subtle Urgency

Usually URGENCY is 

the #1 Thing You 

Should Do…
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• Don’t Wait
• Don’t Miss Out
• Times Running Out
• Limited Supply
• Now’s The Time
• Right Now

URGENCY vs. Subtle Urgency

• Urgent
• Hurry
• Critical
• Serious
• Alert
• Rush
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• Don’t Wait
• Don’t Miss Out
• Times Running Out
• Limited Supply
• Now’s The Time
• Right Now

URGENCY vs. Subtle Urgency

• Urgent
• Hurry
• Critical
• Serious
• Alert
• Rush

‘Subtle Urgency’ in Subject Line (vs. No Urgency) 

Increases Open Rate:

BtoB: 28%

BtoC: 32%
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Nope Wrong
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SURGING WORDS IN SUBJECT LINE:
April 1st – APRIL 30th 

B2C:

Open Rate Increase When Using:

Now – UP 24%

% OFF – UP 31%

Delivery – UP 24%

Shipping – UP 14%

Mom – UP 31%

WFH – UP 24%

Open – UP 18%

You/Your – UP 27%

Just For – UP 22%

‘Free’ is bigger than ever: UP – 42%

B2B:

Open Rate Increase When Using:

Virtual – UP 20%

New – UP 22%

Home – UP 18%

Remotely – UP 15%

Now – UP 17%

WFH – UP 28%

Tips – UP 22%

You/Your – UP 22%

Jobs/Career – UP 27%

‘Free’ is bigger than ever: UP – 37%
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SURGING WORDS IN SUBJECT LINE:
April 1st – APRIL 30th 

B2C:

Open Rate Increase When Using:

Now – UP 24%

% OFF – UP 31%

Delivery – UP 24%

Shipping – UP 14%

Mom – UP 31%

WFH – UP 24%

Open – UP 18%

You/Your – UP 27%

Just For – UP 22%

‘Free’ is bigger than ever: UP – 42%

B2B:

Open Rate Increase When Using:

Virtual – UP 20%

New – UP 22%

Home – UP 18%

Remotely – UP 15%

Now – UP 17%

WFH – UP 28%

Tips – UP 22%

You/Your – UP 22%

Jobs/Career – UP 27%

‘Free’ is bigger than ever: UP – 37%

You all have ‘free’ things to give.  

Content, Advice, Lists, Access, 

Shipping, etc…
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It’s All About TODAY

TODAY increases 

Open Rate:

BtoB: 31%

BtoC: 34%
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Who Cares…



JayS@CorpWD.com

BtoC: Click-Through Rate (CTR) 
BY NUMBER OF WORDS IN EMAIL 

[NON-NEWSLETTER]

January

LAST 30 Days



JayS@CorpWD.com

BtoB: Click-Through Rate (CTR) 
BY NUMBER OF WORDS IN EMAIL 

[NON-NEWSLETTER]

January

LAST 30 Days
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Booooring GOOD!
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What Can We Learn From Joe 

Exotic’s Hair?

SHORT

LONG
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LAST 30 DAYS:
9% of Subject Lines Have LESS Than 20 

Characters… 

Subject Lines With LESS Than 20 

Characters Have OPEN RATE INCREASE:

B2B = 22%

B2C = 25%
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LAST 30 DAYS:
7% of Subject Lines Have MORE Than 65 

Characters…

Subject Lines With MORE Than 65 

Characters Have OPEN RATE INCREASE:

B2B = 14%

B2C = 17%
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Uh Oh…You Have 2 

Problems You Didn’t 

Know About – Sorry
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DON’T GET NERVOUS:

Unsubscribe Rates Are Going 

UP RIGHT NOW:

B2B Unsub Rates Up: 8%

B2C Unsub Rates Up: 11%

This has NOTHING to do with how much you are 

sending right now.  People are bored, trying to be 

productive so they are ‘cleaning house’.
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DON’T GET NERVOUS:

Unsubscribe Rates Are Going 

UP RIGHT NOW:

B2B Unsub Rates Up: 8%

B2C Unsub Rates Up: 11%

This has NOTHING to do with how much you are 

sending right now.  People are bored, trying to be 

productive so they are ‘cleaning house’.

MANAGE 

EXPECTATIONS 

INTERNALLY
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• The address never existed - Not current issue
• Sender is blocked - Not current issue
• Undeliverable Email - CURRENT PROBLEM (unemployment)

• Mailbox Full - CURRENT PROBLEM (unemployment/temp not working)

• Vacation/Auto-Reply - CURRENT PROBLEM (unemployment/temp not working)

Your Emails Are Bouncing 
Because of ‘Situation’
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• The address never existed - Not current issue
• Sender is blocked - Not current issue
• Undeliverable Email - CURRENT PROBLEM (unemployment)

• Mailbox Full - CURRENT PROBLEM (unemployment/temp not working)

• Vacation/Auto-Reply - CURRENT PROBLEM (unemployment/temp not working)

Your Emails Are Bouncing 
Because of ‘Situation’

Last 2 Weeks:

BtoB Bounces Up: 17%

BtoC Bounces Up: 11%
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• The address never existed - Not current issue
• Sender is blocked - Not current issue
• Undeliverable Email - CURRENT PROBLEM (unemployment)

• Mailbox Full - CURRENT PROBLEM (unemployment/temp not working)

• Vacation/Auto-Reply - CURRENT PROBLEM (unemployment/temp not working)

Your Emails Are Bouncing 
Because of ‘Situation’

What Does This Mean?  

What Should I do?
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CHECK YOUR BOUNCES and 

Talk to your ESP:

Auto-Reply’s are NOT 

bounces!

Lots of False Positives right 

now..
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NOW is the time 

to GROW your 

database…
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Media Cost:

Email Acquisition Data Cost DOWN 25%

Best time to acquire new prospects in 
years…
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Don’t Let People 
Scare You About 
Prospect Email 

Marketing
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Quick Tips
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Emoji Usage UP 200% in Last 45 Days



JayS@CorpWD.com

Emoji Usage UP 200% in Last 45 Days

EMOJI FIRST CHARACTER 

SUBJECT LINE=

BtoC: Open Rate Increase 21%

BtoB: Open Rate Increase 24%
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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?
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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 53% vs No Acknowledgement

B2C:
Acknowledge ‘Situation’ In Subject Line Open Rates UP 49% vs No Acknowledgement

THIS IS THE SINGLE BIGGEST THING THAT IS BOOSTING OPEN RATES
(UP HUGE FROM EVEN LAST WEEK!)
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Habits Are 

Different Right 

Now…
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LAST 2 WEEKS: 
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 210% Higher BtoC (245% Higher BtoB) 
Than Those that Respond During 

Regular Offer Period.

@Worldata
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THIS DRIVES 

ME CRAZY!  

I Clicked on 

one of your 

emails!
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Another Fantastic 

Prospecting Option: 

EMAIL Retargeting
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Have you Heard 

About This 

Stuff Called 

Retargeting? 

It Really Works!
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62% of All Marketers Do Some 

Form of Retargeting

@Worldata
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BUT - Only 8% of All Marketers 

Do Some Form of Email/CRM 

Retargeting
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BUT - Only 8% of All Marketers 

Do Some Form of Email/CRM 

Retargeting

I Stink at Explaining This. 

YOU CAN SERVE WEB BASED 

DISPLAY ADS TO THOSE PEOPLE 

THAT YOU HAVE AN EMAIL 

ADDRESS FOR. 

When combined with email programs 

increases response rate by 120%. Boom.
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Quick Tips
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Choose Wisely…
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Online vs Virtual
XX% Off vs Up To XX% Off

Recording vs Archive
Reserve Your Spot vs Register

It’s The Little Things…
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Using ‘Virtual’ instead of 
‘Online’ in Subject Line = 

22% Increase in Open Rate

It’s The Little Things…
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Using ‘XX% Off’ instead of 
‘Up To XX% Off’ in Subject 

Line = 
17% Increase in Open Rate

It’s The Little Things…



JayS@CorpWD.com

Using ‘Recording’ instead of 
‘Archive’ in Subject Line = 

18% Increase in Open Rate

It’s The Little Things…
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Using ‘Reserve Your Spot’ 
instead of ‘Register’ for Call 

To Action in Message = 
14% Increase in Click Rate

It’s The Little Things…
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LAST 10 DAYS:
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Instant Trend
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One Off Email Designs:

These are ALL from Tommy John Clothing

‘One Off’ Email Designs:

BtoC Click Rate Increase: 31%

BtoB Click Rate Increase: 38%
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PAST Week:  Fastest Growing ‘Word’ 
is FUN
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Sending Out “1” 
Email to Promote 

an Offer is 
Completely WRONG
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Multi-Touch Email 

Campaigns Are a 

REQUIREMENT!
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3x Touch Example: 

Drop 1 = Introduce Offer

Drop 2 = Time is Running Out

Drop 3 = Last Chance
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2x vs. Single Send
BtoB =  42% Higher Overall Response Rate
BtoC =  28% Higher Overall Response Rate

3x vs. Single Send

BtoB =  58% Higher Overall Response Rate

BtoC =  49% Higher Overall Response Rate
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2x vs. Single Send
BtoB =  42% Higher Overall Response Rate
BtoC =  28% Higher Overall Response Rate

3x vs. Single Send

BtoB =  58% Higher Overall Response Rate

BtoC =  49% Higher Overall Response Rate

BUT ANOTHER WAY 

IS EVEN BETTER!!!
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Initial Email Offer Sent

25% Open Initial Email-
But Don’t Respond -

Openers Receive ‘Special’ 
2nd Touch

75% Don’t Open Initial Email-
And Don’t Respond -

Non- Openers Receive 
‘Special’ 2nd Touch

10% Open ‘Non-Openers 
Email’ But Don’t Respond –

Graduate to Last Chance

Special Last Chance Aggressive Last Chance
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Initial Email Offer Sent

25% Open Initial Email-
But Don’t Respond -

Openers Receive ‘Special’ 
2nd Touch

75% Don’t Open Initial Email-
And Don’t Respond -

Non- Openers Receive 
‘Special’ 2nd Touch

10% Open ‘Non-Openers 
Email’ But Don’t Respond –

Graduate to Last Chance

Special Last Chance Aggressive Last Chance

LOTS OF ARROWS 

BUT NOT 

COMPLICATED!!!



JayS@CorpWD.com

Initial Email Offer Sent

25% Open Initial Email-
But Don’t Respond -

Openers Receive ‘Special’ 
2nd Touch

75% Don’t Open Initial Email-
And Don’t Respond -

Non- Openers Receive 
‘Special’ 2nd Touch

10% Open ‘Non-Openers 
Email’ But Don’t Respond –

Graduate to Last Chance

Special Last Chance Aggressive Last Chance

Multi-Touch Using Openers 

and Non-Opener Flags 

Increase Response Rates 

B2C 85% B2B 115% 
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Quick Tips
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Hi jay…

I mean JAY…

I Mean Jay…



JayS@CorpWD.com

First Letter Capitalized (NO 

Last Name) = 

Best Possible Open Rate = 

19% Increased Open Rate B2C 

and 17% B2B
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Desktop Subject Line View:

Mobile Subject Line View:

Important Stuff FIRST!

Subject Lines 

with OFFER 

Details in 

First 40 

Characters 

Have 31% 

Higher Open 
Rates!
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SAME SUBJECT 

LINE:  Stinks that 

nobody will know 
about 20% Off…
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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 Decision Makers

Just For You
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JUST FOR… = 17% Increase in Open Rates
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Is the LOGO in your email going 

to your homepage?

BtoC = 27% of ALL Clicks are on LOGO

BtoB = 31% of ALL Clicks are on LOGO
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Emails that have all primary links 

going to ‘offer’ page have 57% 

higher overall conversion rate.  



TOOLS & FREE STUFF



Email Marketing Calendar:  
Best and Worst Days to Send

B2B and B2C Versions 

[UPDATED DUE TO SITUATION]

For Calendar: 

JayS@CorpWD.com

@Worldata

NEW: IF YOU WANT UPDATED 2020 

CALENDAR PLEASE EMAIL ME  
[CALENDAR IS PHYSICAL – BUT UPDATED ONE IS ONLY DIGITAL]

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

My Ask: 15 mins

For Slides and Calendar: JayS@CorpWD.com

mailto:JayS@CorpWD.com


Over 7 million Subject Lines Checked  And It’s FREE!
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Thank You!
Stay Safe!

For Slides and Calendar: JayS@CorpWD.com

mailto:JayS@CorpWD.com
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Something New!

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

