
Retai l  Reimagined & Reinvented



© Emarsys 2020

B e t t e r  D a t a ,  B e t t e r  E n g a g e m e n t ,  
B e t t e r  R e t u r n s !



33

Guy 
Hanson

V P  o f C u s t o m e r  
E n g a g e m e n t

V a l i d i t y  I n t e r n a t i o n a l

Steve 
Henderson

H e a d  o f
D e l i v e r a b i l i t y

E m a r s y s

g u y . h a n s o n @ v a l i d i t y . c o m

l i n k e d i n . c o m / i n / g u y h a n s o n

@ G u y H a n s o n

s t e v e . H e n d e r s o n @ e m a r s y s . c o m

l i n k e d i n . c o m / i n / s t e v e h e n d e r s o n 7 4

@ e P r i v a c y P r o f



4

Better Data
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Data ,  The New Oi l

Source: DMA - Email Deliverability: A Journey into  the Inbox
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Better  Data Impact

Source: DMA - Email Deliverability: A Journey into  the Inbox
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Better  Data Permissioning

Source: DMA - Email Deliverability: A Journey into  the Inbox
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Better  Data Hygiene

Source: DMA - Email Deliverability: A Journey into  the Inbox
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Better  Data Hygiene

Source: DMA - Email Deliverability: A Journey into  the Inbox
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Better  Data Correct  and Complete
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Better  Data Correct  and Complete

Source: DMA – Consumer Email Tracker
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Better  Data Opportuni ty  Cost
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Better  Data Performance

Source: DMA – Marketer Email Tracker
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02

Better Engagement
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Better  Engagement  More Traff ic

TRAFFIC SPEND

Source : Google Analytics Benchmarking data | Shopping Industry | April - May 2020 | Visits
Source : Source : Forrester Data Digital Marketing Spend, Forecast, 2019 to 2023 (US) 



17

Better  Engagement  More Traff ic

Source : Google Analytics Benchmarking data | Shopping Industry | April - May 2020 | Visits
Source : Source : Forrester Data Digital Marketing Spend, Forecast, 2019 to 2023 (US) 
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Better  Engagement  More Act ions

Source: DMA – Consumer Email Tracker
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Better  Engagement  Cert i f icat ion

• More messages 
in the inbox

• Exclusive data 
from providers

• Best practices 
guidance
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Better  Engagement  Inbox Placement  ( IPR)

• Pre-Certification 
average IPR - 37%

• Post-Certification 
average IPR - 97%
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Better  Engagement  Not  Just  Del iverabi l i ty

• 15% uplift in 
average IPR

• 40% uplift in 
average opens

• 60% uplift in 
average clicks
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Better  Engagement  Rat ionale  & Methodology

• 20 Certified email programs

• Conducted over a 6-month 
period

• Focused on click rates 
(strong correlation between 
clicks and conversions)

• Considered recipients, 
content and strategy as 
contributing factors

• Concept of a “best fit” 
sender profile
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Better  Engagement  Resul ts

Overall
• 27% uplift in 

average opens
• 35% uplift in 

average clicks
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Better  Engagement  Resul ts

“Best Fit”
• 45% uplift in 

average opens
• 74% uplift in 

average clicks
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Better Returns

03
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Better  Returns Emai l  Customer L i fet ime Value (CLV)

• Average CLV of 
an email address 
is £34.56

• Average revenue 
per email sent is 
± 7.5p

Source: DMA – Marketer Email Tracker
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Better  Returns Revenue Upl i f t

• Overall -
± £26K per 1M 
emails sent

• “Best Fit” -
± £55K per 1M 
emails sent
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Better  Engagement  Thoughts

“Marketers today have to be 
experts across a wide range of 

technology and channels, as well 
as compete with AI and evolving 
technology to filter and protect 

the inbox” 

“While not all programs need a 
complete overhaul, many will 
benefit from a helping hand. 

Certification can give them the 
edge they need, and the results 

can be incredible, as this analysis 
clearly demonstrates”
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