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In the world of email marketing, 

change is the only constant. 

The past year introduced new wild cards and game-

changing twists that left even the most experienced 

senders playing catch-up. Global consumer privacy 

laws tightened, artificial intelligence continued its 

march into the mainstream, and mailbox providers 

launched new initiatives designed to enhance the 

end-user experience. 

Yet smart marketers know the next big change is 

always just around the corner. 

To help you prepare, use The State of Email in 

2024 as your roadmap. It offers expert insights, 

forecasts, and actionable tips to keep you not just 

in the game—but ahead of the curve. This resource 

harnesses the full power of Validity’s global data 

network, which pulls data from 2.5 billion mailboxes 

around the world. 

Here’s what to expect:

An analysis of global email performance in 2023 
(across nine major performance indicators).

Expert forecasts for what’s coming to the world 
of email in 2024.

Actionable tips for senders to get ahead of the 

game.
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CHAPTER 1

GLOBAL FORCES AND 
INDUSTRY SHIFTS
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GLOBAL FORCES AND INDUSTRY SHIFTS

GLOBAL EMAIL 
VOLUME

Like it or not, your email 

program is just one piece of 

an enormous puzzle—and the 

sending volumes of other email 

marketers will impact your 

email performance.

We don’t report the actual volumes Validity’s 

customers send. However, we do show them as 

an index, and how they vary against the 12-month 

benchmark. Research from the Radicati Group 

shows that current global email volumes are 

approximately 360 billion emails per day. This 

number is increasing by around 15 percent per 

year—meaning senders must compete harder 

than ever to get noticed in subscribers’ inboxes.

306

2020 2021 2022 2023 2024 2025 2026

320 333 347 362 376 393

Global Email Volume Per Day
(Billions)

[Figure 1]
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Our volume graph followed a gentle oscillation throughout 

the year. Activity got off to a slow start in January. 

Traditionally, the onset of the new year is also a time when 

subscribers opt out of the emails they no longer want to 

receive. However, tough economic factors necessitated  a 

balancing act for senders throughout the entire year. Some 

chose to double down on volume as they tried to chase 

more sales, while others reduced volume, knowing their 

customers simply didn’t have extra money to spend. 

Spring brought a slight increase in sending volume over 

the Easter/Mother’s Day period. Then followed a slight dip 

across the summer months in the northern hemisphere 

and the expected tidal wave of email volume when the Q4 

peak sale season arrived. Black Friday sending volume 

in 2023 was +/- five percent higher than the prior year. It 

was also noticeable that Black Friday sending volume was 

more tightly clustered around the day itself—less spread 

throughout the entire month (a phenomenon known as 

“Black November”).

There is an obvious difference between weekday (Purple) 

and weekend (Pink) sending volume. The former was 

consistently +/- 20 percent above the 12-month benchmark 

while the latter was consistently +/- 20 percent below the 

12-month benchmark. 

The takeaway? Inbox fatigue is a real 

challenge for email marketers. Every sender 

should work to identify windows (like the 

weekends) when there is significantly less 

inbox activity.

What Happened in 2023?
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[Figure 2]

GLOBAL FORCES AND INDUSTRY SHIFTS: GLOBAL EMAIL VOLUME

Global Email Volume Trend
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Contradicting the Radicati forecast, we believe the global volume of legitimate, 

permission-based email marketing will decrease, as more frequent use of artificial 

intelligence will prompt senders to embrace a “less is more” philosophy.   

Recommended tactics for email marketers 

Many email senders are starting to use AI to identify the most impactful 

behaviors to drive triggered emails and the best time to send them. Triggered 

activity typically generates revenue per email that is >10x greater than 

business-as-usual emails. 

Hyper-personalization will also diminish the need for batch-and-blast sending 

as email marketers adopt AI-powered dynamic content solutions to achieve 

true 1:1 targeting. 

Senders should identify the best windows for sending their emails. One 

of the biggest challenges around sending during peak periods like Black 

Friday is that every other program is doing the same. Senders should use 

competitive intelligence to identify when their competitors are less active and 

communicate with their customers when they have more of an open playing 

field. (Validity MailCharts can help with this.)

Forecast for 2024

How are your email program’s 
volumes trending?

In the June ’23 edition of State of Email Live, we asked our 

audience for feedback on how their email volumes were 

trending. The majority responded that their email activity 

was increasing. 

[Figure 3]

INCREASING

63%

FLAT

13%

DECREASING

22%

DON’T KNOW

2%

VOICE OF THE MARKETER

GLOBAL FORCES AND INDUSTRY SHIFTS: GLOBAL EMAIL VOLUME
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GLOBAL FORCES AND INDUSTRY SHIFTS

GLOBAL INBOX 
PLACEMENT 
RATES

At Validity, we measure true deliverability by inbox placement rate 

(IPR). This is the percentage of sent emails that successfully 

reach recipients’ inboxes, where they can be seen and clicked. 

Mailbox providers (MBPs) may accept lower-

quality emails but place them in recipients’ spam 

folders if they fail one or more filtering checks. 

Poor-quality programs may also be rejected at 

the MBP’s gateway. These emails are referred to 

as “missing.” Senders should monitor all of these 

metrics to accurately measure deliverability. 

In 2023…

•	 Average inbox placement rate was 86 percent (up 
one percentage point from our previous report).

•	 Spam placement rate was seven percent (up one 
percentage point from our previous report).

•	 Missing rate was seven percent (the same as in 
our previous report).
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For much of the year, the average IPR was fairly consistent, 

coming in around the 12-month benchmark of just below 

86 percent. However, the deliverability impact during the 

last two months of the year (peak holiday sale season) 

is clearly visible—IPRs dropped by an average of five 

percent during this period. 

We have reported separately that senders who qualified 

for Validity’s Sender Certification program maintained (or 

even increased) their deliverability performance during 

this period. Unfortunately, the deliverability hazards for 

non-Certified senders were much greater. 

An important part of the story is the complementary 

metrics. While spam rates increased slightly, it’s the 

missing rate that shows the much sharper increase. We 

can infer that MBPs are becoming more aggressive in their 

treatment of inbound mail, and more likely to reject any 

email activity they don’t trust. 

How one sender
saved their Black Friday 
performance

See what happened when one 
sender deactivated Sender 
Certification—and had to 
scramble before Black Friday.

Watch the video

What Happened in 2023?
[Figure 4]

GLOBAL FORCES AND INDUSTRY SHIFTS: GLOBAL INBOX PLACEMENT RATES
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Inbox placement rates will dip initially as Gmail and Yahoo start enforcing their new 

requirements—but will then improve as email programs start to realize the benefits 

of the higher standards that have been imposed. 

Recommended tactics for email marketers 

Comply immediately with the new Gmail/Yahoo requirements for bulk 

senders. Reference each MBP’s published guidelines, and ensure you are 

observing all the deliverability factors that are most important to them. 

We have seen a spate of Spamhaus blocklistings at the onset of the new year. 

Many of these are because of poor sender reputation. To avoid these negative 

consequences, senders should monitor their reputation and any blocklistings 

daily. A Spamhaus listing in particular can have a devastating impact on 

deliverability.  

Get Sender Certified! Trust between senders and MBPs is a critical part of 

email success. Getting Certification means this trust is automatic and is 

not dependent on the complex mix of variables discussed in this report to 

determine good senders from bad ones. 

Forecast for 2024

Is email deliverability getting harder or 
easier for your program?

BECOMING HARDER

HASN’T CHANGED

BECOMING EASIER

DON’T KNOW

[Figure 5]

65%

19%

1%

14%

Join Validity–and our special guests–as we 
dig into the real-world data and topics that 
matter most for email marketers.

View the series

We recently asked our State of Email Live webinar audience if email 

deliverability is getting easier or harder. A full two-thirds reported 

that it is getting harder. The majority (44 percent) also nominated 

Microsoft as the toughest MBP for deliverability, followed by Gmail 

(14 percent) and Yahoo/AOL (13 percent).

VOICE OF THE MARKETERGLOBAL FORCES AND INDUSTRY SHIFTS: GLOBAL INBOX PLACEMENT RATES
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CHAPTER 2

REPUTATION
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REPUTATION

BOUNCE RATES

Monitoring bounce rates is an important component 

of good email hygiene.

Remember that hard bounces typically indicate permanent conditions (e.g., the email 

address doesn’t exist), and soft bounces typically indicate temporary conditions (e.g., 

the recipient is out of office).

 

High bounce rates have a negative impact on sender reputation and make it harder 

to achieve strong deliverability—whereas soft bounces have a much lesser impact. 

Bounce rates also determine list churn. While these percentages may seem small, 

their compound effect year-over-year becomes significant. 
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Our previous report quoted hard bounce rates of 0.4 
percent and soft bounce rates of 0.1 percent, meaning a 

total average bounce rate of 0.5 percent. 

In 2023, the average bounce rate was 0.05 percent for 

hard bounces and 0.84 percent for soft bounces. We 

also tracked block bounces (0.38 percent) for a total 

average bounce rate of 1.26 percent.   

As Figure 6 shows, bounce rates were largely consistent 

over the first 10 months of the year, generally not 

moving more than a tenth above/below the 12-month 

benchmark. The peaks and troughs broadly mirrored 

the trend shown on our global email volume graph. This 

makes sense—as senders go deeper into their lists 

during high-volume sending periods, the likelihood of 

sending to bad email addresses increases.  

November/December clearly illustrate the pressure 

marketers create for themselves during busy sending 

periods. While total sending volume only increased by 

+/- 20 percent, bounce rates doubled. This reveals in 

which part of the typical database these addresses are 

found (the less engaged segments). 

Interestingly, the hard bounce rate declined, confirming 

that pre-holiday list hygiene pays off. However, soft 

bounce rates doubled, and block bounce rates tripled. 

These are often generated by MBP policies, which are 

heavily influenced by sender reputation.  

Initially, bounce rates will increase as Gmail and Yahoo 

begin to enforce their new sender requirements and reject 

more emails. However, this trend will reverse as senders 

become fully compliant with the new policies. As they 

apply better standards to their email programs, they’ll see 

improved accepted rates as a result. 

Recommended tactics for email marketers 

Review your bounce logs regularly. Most mailbox 

providers provide useful explanations of what caused 

the bounces, which senders can use to reduce them in 

the future. 

Gmail and Yahoo will be introducing new bounce 

codes for events that are aligned with their new 

requirements (authentication, list-unsubscribe, and 

complaint rates). Familiarize yourself with these new 

codes and ensure your bounce handling is set up to 

process them correctly.  

Use a list validation tool like Validity BriteVerify to 

identify invalid addresses before sending. Senders 

should also screen the bounced addresses to ensure 

they weren’t false positives. 

What Happened in 2023?
Bounce Rate

Forecast for 2024
REPUTATION: BOUNCE RATES

[Figure 6]
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REPUTATION

SPAM 
COMPLAINT 
RATES

Spam complaints are generated by email subscribers who 

use their mailbox interfaces’ “this is spam” or “mark 

as junk” buttons in response to emails they no longer 

wish to receive. 

Subscribers often use this approach as an alternative to unsubscribing—particularly if the 

unsubscribe link is difficult to find. For email senders, this choice has dire implications—

high spam complaint rates have negative implications on sender reputation and 

deliverability, while unsubscribes do not.
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In our previous report, the average spam complaint rate 

was 0.03 percent. In 2023, it more than doubled to 0.07 

percent. 

Our graph shows complaint rates spiked around the key 

events on the marketing calendar, including Valentine’s 

Day in February, Mother’s Day in May, and Black Friday 

in November. Complaint rates were much lower during 

vacation periods. One might hope this is because 

subscribers are more relaxed and tolerant of their 

emails during these periods. However, a more plausible 

explanation is that they are ignoring them (as we’ll mention 

in our open rate commentary). Note how they increase 

sharply in September as people return to work! 

For this report, we analyzed the difference between 

weekday and weekend complaint rates for the first time—

and learned that complaint rates are 40 percent lower on 

the weekends. This suggests subscribers may be more 

tolerant of marketing emails when they have more time and 

flexibility to engage with them. 

What Happened in 2023?
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[Figure 7]

REPUTATION: SPAM COMPLAINT RATES
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Spam complaint rates will come into the spotlight because of the focus created 

by Gmail and Yahoo. This will have a positive impact on this metric, as the greater 

awareness/visibility will cause email marketers to take steps to reduce high 

complaint rates. 

Recommended tactics for email marketers 

Sign up for all available feedback loops, and promptly suppress those who 

complained from receiving any further email activity. 

Use established reputation monitoring tools like Sender Score, Microsoft’s 

Junk Reporting Mechanism, and Google’s Postmaster Tools. (Yahoo is also 

preparing to debut a similar solution.)

Recognize the key factors that cause subscribers to complain:

•	 They receive too many emails

•	 These emails show a lack of relevance

•	 They don’t remember subscribing in the first place

Ask for and honor subscriber preferences around frequency and content. 

Senders may want to go a step further and require explicit—even confirmed—

opt-in.

Forecast for 2024

What is your email program’s average 
spam complaint rate?

[Figure 8]

Less than or equal to 0.1%
44%

Less than or equal to 0.2%
17%

Less than or equal to 0.3%
8%

Greater than or equal to 0.3%
6%

Don’t know
25%

With the enforcement of Gmail and Yahoo’s new requirements 

starting in February 2024, we asked a recent webinar audience 

about their average complaint rates. Encouragingly, most were 

well positioned to stay beneath Gmail’s 0.3 percent threshold. 

(Note that 0.3 percent should be seen as an absolute maximum 

for spam complaints. Per Gmail and Yahoo’s guidance, senders 

should aim for below 0.1 percent as an ongoing average.)

VOICE OF THE MARKETERREPUTATION: SPAM COMPLAINT RATES
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REPUTATION

SPAM TRAPS

Spam traps are email addresses that are used by 

mailbox providers, filtering companies, and blocklist 

operators to identify senders who don’t follow email 

best practices, particularly around acquisition and 

list hygiene. 

There are three common spam trap categories: 

Recycled: These addresses were once valid but have fallen dormant and been 

reassigned by the mailbox providers they are associated with to identify spam. 

Typo: These are emails with common typos (e.g., “gmial” instead of “gmail”) that have 

been repurposed as spam traps.

Pristine: These are created by MBPs and anti-spam vendors with the specific 

intention of identifying non-permissioned senders. 

Note that we do not provide a spam trap rate, as this metric is far more about absolute 

volumes. Particularly with pristine traps, a single hit can be sufficient to generate a 

blocklisting. 
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Spam trap activity generally mirrored the global email volume graph. We can see a 

sizable increase in hits across Q4 as senders increased their volumes and frequency. It’s 

also worth noting that both recycled and typo trap hits spent most of the year below the 

12-month benchmark—until Q4, that is.

This suggests improved practices when it comes to the validation of new addresses at 

the point of acquisition, and better management and suppression of older/inactive email 

addresses.

Email senders are slowly getting better at preventing spam traps from entering their 

mail streams and identifying them when they do. We predict spam trap hits in 2024 

will decrease, provided senders can resist the temptation to throw all established best 

practices out the window when Black Friday rolls around.    

Recommended tactics for email marketers

Implement the strongest consent mechanism your business will tolerate. At a 

minimum, use active opt-in procedures followed by a welcome email. Ideally, use 

a double-opt-in process—and don’t mail to new addresses until the confirmation 

email has been activated. 

Operate a robust recency management strategy (maximum 365 days inactive) to 

reduce the risk of dormant addresses being repurposed as spam traps. 

Regularly monitor your email program for spam trap hits. While specific spam 

traps can’t be identified, you can narrow them down to a small pool. Senders 

should prepare to lose these addresses to rid themselves of the trap.  

Validate all new email addresses at the point of capture using a real-time solution 

like Validity BriteVerify. 

What Happened in 2023? Forecast for 2024
[Figure 9]

REPUTATION: SPAM TRAPS
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A sender’s rejected rate includes all email messages 

that are blocked by the receiving party during the 

Simple Mail Transfer Protocol (SMTP) conversation. 

MBPs typically reject emails based on key reputation drivers such as complaint rates, 

spam trap hits, unknown user rates, third-party filtering, and blocklisting status. 

REPUTATION

REJECTED 
RATES
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Rejected rates broadly followed the same trajectory as the 

volume graph, but it’s illuminating to see how the effect 

was amplified. For example, a sending volume variance 

of +/- 10 percent in either direction is accompanied by 

a rejected rate variance of as much as 50 percent. This 

reinforces observations we’ve made several times in this 

report that problematic addresses generally occupy a less-

used segment of a typical sender’s list, and their impact is 

disproportionate when they are used. 

In the section on inbox placement, we highlighted how 

MBPs are becoming more aggressive about rejecting 

emails (the missing rate) rather than simply placing them in 

recipients’ spam/junk folders. This is clearly visible across 

the November/December period when rejected rates were 

regularly 100 percent above the 12-month benchmark—

much higher than we saw for the comparable period in 

2022. 

As we progress through 2024, remember that smaller, 

higher-quality lists will always generate lower rejected rates. 

What Happened in 2023?
[Figure 10]

Email After Hours: 
The Podcast for 
Email Senders

Looking for more email insights? 

Listen to these quick, candid 

podcast episodes to answer your 

burning email questions.

Listen on Spotify Listen on Apple Podcasts

REPUTATION: REJECTED RATES
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Rejected rates will increase in 2024 as enforcement 

of non-compliance with the new Gmail and Yahoo 

requirements starts to have an impact. This will be 

exacerbated by Gmail’s parallel initiative to retire all 

accounts that have been inactive for >24 months.   

Recommended tactics for email marketers 

Monitor all sender reputation metrics, and 

watch out for spikes in complaints, unknown 

users, and trap hits that may cause rejected 

rates to increase. 

Suppress all >24-month inactive email 

addresses from broadcast activity.

Monitor for blocklisting daily. Rejected 

rates will increase significantly when a 

blocklisting occurs.

Forecast for 2024

How does your deliverability 
trend during peak sales season?

[Figure 11]

4%

Improves

7%

58%

Stays constant

29%

21%

Decreases

18%

17%

I don’t know / we don’t measure IPRs

46%

The peak season deliverability challenge for 

email marketers is clearly reflected in this 

audience poll from our September ’23 edition 

of State of Email Live. Three times as many 

respondents said deliverability “decreases” (19 

percent) during the holiday sales season as 

those who reported it increases (six percent). 

Note how Validity customers were far less 

likely to be impacted by these deliverability 

challenges, while non-customers were far less 

likely to have any visibility of their deliverability 

at all (46 percent vs 17 percent).

Validity Customers Non-customers

VOICE OF THE MARKETER

REPUTATION: REJECTED RATES
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Unknown users are invalid addresses in a 

sender’s database.  

These will typically be malformed addresses that will never deliver 

successfully (e.g., name@yahoo.comm). However, common role addresses 

(e.g., donotreply@validity.com) can also be deemed unknown, as they 

would be highly unlikely to sign up with an email marketing program. 

REPUTATION

UNKNOWN 
USER RATES
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Following the first two months of the year, unknown users 

rate decreased sharply. We know many subscribers use 

the new year period as an opportunity to carry out email 

housekeeping: Remember complaint rates fell in January 

as subscribers left programs they no longer wanted 

to engage with. The unknown users metric may have 

increased because of those who took the opportunity to 

change addresses and make a fresh start! 

Note how the unknown users rate started trending upward 

from August onwards. We have seen a definite theme 

among senders of using the months approaching the 

holiday season to run re-permission and re-engagement 

campaigns, making sure their contact lists are healthy 

before the big sales push. We also know responsible 

senders were getting ahead of the curve preparing for the 

implementation of Gmail’s >24-month inactive policy.  

What Happened in 2023?

Because of Gmail’s policy to delete >24-month inactive 

accounts, we can expect the unknown users rate 

to increase as some programs continue sending to 

addresses that no longer exist.    

Recommended tactics for email marketers 

Run regular re-permissioning/re-activation (ideally 

quarterly) campaigns to ensure your subscribers still 

want to receive your marketing emails. 

Operate a sunsetting policy that permanently 

suppresses non-responders from further email 

marketing communications. 

Take the opportunity to audit your email preference 

center. Ensure it provides subscribers with the 

opportunity to update their email addresses, “opt 

down” to a lower frequency, take a temporary break 

from your program, and move communications to 

another channel. 

Forecast for 2024
REPUTATION: UNKNOWN USER RATES
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[Figure 12]
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CHAPTER 3

ENGAGEMENT
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ENGAGEMENT

OPEN RATES

Open rates traditionally measured the percentage of 

emails opened against those sent. 

This metric relied on the use of a single-pixel GIF that fired when emails were opened 

and image links were activated. However, since the introduction of Apple’s Mail Privacy 

Protection (MPP), these images are nearly always automatically downloaded for Apple 

users, regardless of whether the emails were opened or not. 

Validity’s reporting shows that 70 percent of all opens are now generated by Apple’s 

privacy proxy—meaning senders can’t rely on this metric to accurately measure 

subscriber engagement.
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Our previous report quoted average open rates at 25.5 

percent. This has now increased to 65.1 percent, clearly 

illustrating the open rate inflation caused by Apple’s MPP.

Our graph shows a distinctly seasonal aspect to the way 

open rates trended throughout the year. If we break the 

months into three groups, we see: 

•	 January to April: 65.2 percent

•	 May to August: 61.7 percent

•	 September to December: 69.6 percent

We can infer a “summer holidays” effect comes into 

play around mid-year. Overall email engagement cools 

while many subscribers are on vacation or enjoying 

longer evenings away from their laptops and phones. 

Engagement returns as subscribers return to work (or 

school/college) and peak sale season approaches. 

What Happened in 2023?
ENGAGEMENT: OPEN RATES

[Figure 13]Open Rate
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Open rates will continue to trend upward. The metric will benefit from the increased use of artificial 

intelligence, specifically the improved deployment of triggered/automated messages, and the delivery of 

“hyper-personalization,” both of which have positive implications for subscriber engagement.   

Recommended tactics for email marketers 

Remember that even MPP-generated opens have value. The act of firing the email tracking pixels 

shows that these emails were delivered to valid addresses and that these emails were delivered to 

inboxes, not spam/junk. 

Consumers regularly report that brand recognition is the single biggest factor that persuades them 

to open emails. Increased focus on the combined impact of subject lines, pre-header text, and 

friendly froms will help move the needle. 

Brand Indicators for Message Identification (BIMI) has a big role to play here, especially as Gmail and 

Yahoo are now making DMARC a mandatory requirement. Brands that have validated their domain 

through BIMI are much more likely to be viewed as trustworthy by their readers—and thus are more 

likely to win subscriber engagement.

For senders who still use open rates to measure subscriber recency, MPP will hide “decaying” 

engagement. This will lead to senders continuing to mail to their less engaged contacts—which will 

slowly erode their sender reputation. This helps explain why inbox placement rates (IPRs) at Apple 

were 24 percent lower than the MAGY (Microsoft, Apple, Gmail, and Yahoo) benchmark.  

Forecast for 2024

How did Apple’s MPP impact 
your deliverability?

[Figure 8]

Declined
18%

Flat
29%

Improved
5%

Don’t know
47%

We recently asked email marketers to 

describe the impact of Apple’s MPP on 

their deliverability. Those who answered 

“it declined” outnumbered those who 

answered “it improved” by almost four to 

one. Troublingly, almost half of responders 

didn’t know the full impact MPP has had on 

their programs. 

VOICE OF THE MARKETER
ENGAGEMENT: OPEN RATES
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ENGAGEMENT

CLICK RATES

Clicks measure the percentage of email recipients 

who respond to one of the calls to action (CTAs) in 

the email by “clicking through” to visit the web page 

hosting the offer. 

Until recently, clicks could be calculated as a percentage of sent or a percentage of 

opened. However, Apple’s MPP means the former is more accurate, and this is the 

measure used in this report. 
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Our previous report quoted average click rates at 4.2 
percent. This has now reduced to 1.8 percent, although 

we should be mindful that global email volumes have 

doubled compared with pre-pandemic levels. 

Last year, there was a distinct summer holiday lull before 

click rates came back strong later in the year. The 

December click rate was 26 percent higher than the 

12-month benchmark, which reflects frenetic holiday 

shopping. December is also a favorite time of the year to 

deploy interactive content (virtual advent calendars for 

example) that generates higher clicks. 

A specific challenge with this metric is that click rates are 

increasingly inflated by bots. Counter-intuitively, this may 

be a good thing—email security platforms have ramped 

up their defenses to protect clients, and a common 

defense is deploying bots to check links. The main 

concern about bots is around accidental unsubscribes. 

This can be managed through the implementation of 

RFC8058 in the one-click unsubscribe header, and 

by directing your subscriber to a preference center or 

secondary landing page to complete the action within the 

visible unsubscribe link in the message’s body or footer.

What Happened in 2023?

Global click rates will increase as inflationary pressures 

ease and the global economic outlook improves. With more 

disposable income in their pockets, consumers will once 

again become more likely to engage with email offers.

Recommended tactics for email marketers 

We are seeing a focus on “back to basics” email 

tactics, with simple designs that make it easy for 

subscribers to absorb information. This approach 

includes click-through optimization, making buttons 

easy to use, and descriptive text to incentivize the 

action. 

Accessibility is a hot topic right now. The win for 

email marketers is that many accessibility best 

practices overlap with recognized click optimization 

tactics. Smart use of white space, high-contrast color 

usage, and easy-to-use buttons will all help increase 

click rates. 

Senders should explore interactive elements to make 

emails more engaging so that subscribers are more 

primed to click through.

Forecast for 2024
ENGAGEMENT: CLICK RATES

[Figure 14]Click Rate
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ENGAGEMENT

UNSUBSCRIBE 
RATES

While email marketers often view their unsubscribe 

rate as a negative metric, unsubscribes are a natural 

part of the subscriber lifecycle and far preferable to 

receiving spam complaints. 
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Our previous report quoted average unsubscribe rates 

at 0.1 percent. This has now reduced to 0.03 percent. 

While a fall for this metric may be seen as good news, 

it needs to be read in context. As we show elsewhere in 

this report, spam complaint rates have increased over 

the same period. While unsubscribe rates are viewed 

“neutrally” by MBPs, spam complaints are viewed as 

negative engagement metrics, and depreciate both 

sender reputation and deliverability. 

Although this is a very small metric, it showed a 20 

percent variance between the first and second halves 

of the year (0.033 percent vs 0.027 percent). One 

potential reason is that many of the “personal” events 

(Valentine’s Day, Mother’s Day, Father’s Day) happen 

in the first half of the year. People who have suffered 

from a breakup or a bereavement won’t want to receive 

marketing emails based around these events and are 

more likely to unsubscribe to avoid them. 

What Happened in 2023?
ENGAGEMENT: UNSUBSCRIBE RATES

[Figure 15]Unsubscribe Rate
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The changed requirements from Gmail and Yahoo, which now enforce the adoption 

of One-Click List-Unsubscribe in senders’ email headers, will effectively force 

an increased unsubscribe rate. However, this will be good for senders as spam 

complaint rates will reduce. 

Recommended tactics for email marketers 

If you haven’t already implemented One-Click List-Unsubscribe (RFC8058), 

work with your email service provider as soon as possible. If you’re not sure 

if you meet this requirement, open one of your emails and search the header 

for “one-click”. 

Objectively review your program. Is it easier to leave by registering a spam 

complaint rather than by unsubscribing? If so, remove friction points from 

the opt-out process. 

Implement “snooze” functionality that allows subscribers to take short-term 

breaks or opt down from your email program, specifically during sensitive 

holidays such as Valentine’s Day, or during high-frequency periods like the 

holidays. Research from Oracle showed this tactic can reduce unsubscribe 

rates by over 80 percent. 

Forecast for 2024

Do you offer temporary 
opt-out functionality?

[Figure 16]

We recently canvassed our audience about the use of “snooze” 

functionality. Their response showed only 20 percent of them 

currently have this in place, although another one-third are 

planning to introduce it soon. 

VOICE OF THE MARKETER

Yes
8%

Yes, but only for key events
10%

No, but planning on introducing it soon
37%

No
46%

ENGAGEMENT: UNSUBSCRIBE RATES
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CHAPTER 4

CONCLUSION
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The average revenue per email will increase from 

12.9 cents to 17 cents by 2026! As third-party cookies 

depreciate, marketers will be looking to divert their 

paid search ad spend to high ROI channels like 

email. Furthermore, email is continuing to improve. 

With more privacy laws in place and sender best 

practices enforced by email service providers (ESPs), 

subscribers are more likely to engage with the email 

marketing channel. 

1. Email’s value is 
increasing

2. Subscribers will be less 
tolerant of email gaffes

3. Mailbox providers will 
continue to crack down

As subscribers’ inboxes get more crowded, they’ll 

become even more selective about the emails they 

engage with—and they won’t hesitate to complain 

about those that miss the mark. New technologies 

and artificial intelligence have raised consumer 

standards for personalized brand experiences. 

Senders will need to be relentless in pursuing new 

hyper-personalization tactics to stay competitive.

The new requirements from Gmail and Yahoo show 

that mailbox providers are taking a hard stance 

against problematic sending behavior. We predict 

these mailbox providers won’t stop after this update. 

Gmail and Yahoo are continuing to make the email 

experience more customizable for recipients—and 

other MBPs will likely follow suit. Email marketers 

must be ready to adjust their approaches accordingly.

CONCLUSION

KEY TAKEAWAYS
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From the shifting tides of global email volume to the often-tumultuous relationship between 

marketers and mailbox providers, 2024 promises to be another dynamic year for email marketers. 

Fortunately, you don’t have to go it alone. 

The Validity suite of email solutions helps senders achieve best-in-class performance across all 

areas mentioned in this report.

Sender Certification is the ultimate email deliverability insurance policy. Senders who qualify 

for this exclusive program see average inbox placement rates of 99.3 percent.

BriteVerify, the industry’s longest-standing contact verification solution, provides secure, 

scalable list validation, so senders can reach more people and communicate more effectively.

Everest, our email success platform, provides unparalleled insights and deliverability 

guidance to help senders increase engagement and achieve maximum program 

performance.

To learn how Validity can help you position your program for success in 2024 and beyond, talk to 

our team of experts today.

CONCLUSION

HOW VALIDITY 
CAN HELP
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The State of Email in 2024 draws from the Validity global data network, the largest 

email data network in the industry.

Validity has assembled a rich email heritage—built from the combined forces of 

BriteVerify, Return Path, and 250ok. We partner with over 100 mailbox providers 

and security companies to obtain data on 2.5 billion mailboxes around the world. 

As a result, we analyze over three trillion data points per year (10 billion per day).

The Validity data network is augmented by a deep bench of internal email experts. 

With decades of email experience under their belts, the experts at Validity infused 

their continuous learning into this report.

CONCLUSION

METHODOLOGY
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For over 20 years, tens of thousands of organizations throughout 

the world have relied on Validity solutions to target, contact, engage, 

and keep customers – using trustworthy data as a key advantage. 

The Validity flagship products – DemandTools, BriteVerify, 

Everest, GridBuddy Connect, and MailCharts – are all highly rated 

solutions for CRM data management, email address verification, 

inbox deliverability and avoiding the spam folder, and grid CRM 

applications. These solutions deliver smarter campaigns, more 

qualified leads, more productive sales, and ultimately faster growth. 

For more information, visit Validity.com and connect with us on 

LinkedIn and X (formerly known as Twitter).

validity.com

sales@validity.com
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