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 Acquire email address
 Trade show
 Website
 Inbound / outbound
 List service
 Social

 Enrich w/ 3rd party data

 Content creation

 Segment on industry, location, title

 Blast, “nurture”, sales outreach



 Email volume has changed

 Deliverability has changed

 People have changed





 Marketers are sending too much email (commodity)
 What’s your open and click rate

 Industry Avg – 24.7% open / 2.98% click rate

 Salespeople are sending too much email

 Colleagues are sending too much email

 Friends are sending too much email

 Only 80% of legitimate marketing email actually 
makes it to the inbox





 The inbox is a stressful place
 Tools like clutter and inbox pause

 Productivity training

 Mobile



When do I send my 
email?

Can I lower risk 
with email 
delivery?

How do I spread load on my 
web servers or call center?

How do I re-engage 
dormant leads?

How do I decrease 
bad unsubscribes?

Did something go wrong with 
my email deployment?

Is my audience 
fatigued?

How long should my email be? 
What salutation should I use?



 The little (big) things
 Authentication
 From address, subject lines and preview text
 Email metrics and signals
 List cleaning

 ABM strategy
 Timing and frequency
 Personalized outreach
 Using email addresses with social



 Phrasee – subject Lines

 Leadgnome and siftrock – email reply mining

 Sigstr – signature line marketing

 Databox - reporting

 Seventh Sense – email engagement optimization





 What’s the best time to send email



 How often should I send email



Step 1

Step 2Step 3

Step 4











 Advocacy!

 Clean your lists!







 Authentication
 DKIM



 From address

 Preview text



 Email open tracking



 Email click tracking



 Does size still matter

 List cleaning
 Remove bounces, unsubscribes, spam complaints

 Prune out non-engagers
 Start small
 Special offer
 Adword or Facebook targeting



 New, but old approach to marketing

 ABM email delivery strategy



 Only test one variable at a time
 A/B cohort creation
 Results (abl)
 Tools – online a/b test test results calculator



 Patience is key

 The 8% rule
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 Facebook audiences

 Google customer match


