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Well, hello there!
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good karma :)
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…but then…
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!?
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https://medium.com/@carusoapps/how-my-favorite-company-failed-me-c7f474c90db5
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good karma

bad karma
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relevance

value

fun

opens

clicks

sales

lifetime value
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bad karma
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Definitely 
opened…
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Vicky Ge
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Uncheck the email box.
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Hierarchy of 
Subscriber Needs

REMARKABLE

VALUABLE

FUNCTIONAL

RESPECTFUL

exceptional content + experiences

targeted, relevant, personalized

links and images work

permission + expectations

@chadswhite
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Top Reasons Consumers Report Spam

0% 10% 20% 30% 40% 50% 60%

43%

45%

50%

51%

53%

57%

Percentage of consumers who have marked promotional emails from a brand as spam

Irrelevant or too many emails

No longer interested in the brand

Didn’t subscribe to receive emails

Couldn’t easily unsubscribe

Bad customer service experience

Didn’t work well on smartphone

Source: Litmus/Fluent Survey
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Too many marketers make unsubscribing 
hard.

How easy or difficult is it to 
unsubscribe from receiving 
promotional emails?

Source: Litmus/Fluent Survey

39%

61%
Easy
Difficult
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@themarkbailey @darkpatterns
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50% of consumers say it’s easier to mark as 
spam than unsubscribe.

Have you marked promotional emails 
as spam because you couldn’t easily 
figure out how to unsubscribe? 

Source: Litmus/Fluent Survey

50% 50%

Yes No
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MARKETERS: WOW! Did you see this! 
I’m not sure if it’s the iPhone or gmail or 
the spam filters implementing this notice 
but it’s NOT GOOD for email marketers. 



While unsubscribes don’t hurt your 
sender reputation… 

Spam complaints do.

Email Marketing Truth
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SUBSCRIBER EXPERIENCE
FROM NAME SUBJECT 

LINE
PREVIEW  

TEXT

INBOX

OPEN TAP/CLICK

EMAIL BODY
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An optimized inbox
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24%

34%

42%

From name
Subject line
Preview text

Subscribers look at from name first, subject 
line second

What’s the first thing you look at 
when deciding whether to open an 
email?

Source: Litmus/Fluent Survey
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quora from names
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no-reply@brand.com

replies@brand.com

Behind every from name…
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46% 54%

Yes No

54% of subscribers say they’ve felt tricked 
by a subject line

Have you felt cheated, tricked, or 
deceived into opening a 
promotional email by it’s subject 
line?

Source: Litmus/Fluent Survey
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Source: Litmus/Fluent Survey

43%

51%

Emails look bad on mobile?

said they’ve marked a brand as spam

said they’ve unsubscribed
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‣ Body copy: 16px+
‣ Headlines: 22px+
‣ Buttons: 44px by 44px
‣ Space: 40px+
‣ Tappable touch targets

Mobile-friendly email



Stop measuring opens 
and clicks.

Email Marketing Truth
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< 2% bounce; < 0.02% spam
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< 2% bounce; < 0.02% spam

unsubscribes are okay/good!
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read rate; aka engagement

confusing? clear?



@meladorri  \\  @litmusapp#MozCon  

Highest volume of sessions
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2x time spent on page
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2x more pages/session than social
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#1 in conversions/signups
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‣ Twitter mentions
‣ Support tickets

Beyond opens and clicks

‣ Web visits
‣ Blog comments
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WHO are you sending to?

WHAT do you want them to do?

WHEN is it appropriate to send the message?

WHERE will the recipient read it?

WHY should they care?

HOW are you going to measure success?

Ask the 5 W’s



@meladorri  \\  @litmusapp#MozCon  

‣ Internal vs. external

‣ B2B vs. B2C

‣ Demographics

‣ Know your audience!

Who?

‣ Register for a webinar

‣ Read an article
‣ Buy something

What?

‣ Triggered vs. mass

‣ Drip or automation

‣ Behavioral-based

‣ Day and time

When?

‣ Mobile / tablet

‣ Web browser / webmail
‣ Desktop / at work

Where?

‣ Helpful/useful

‣ Entertaining

‣ Relevant/valuable

‣ Inspirational 

Why?

‣ Opens/clicks

‣ Conversions
‣ Awareness

How?
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‣ Who 
‣ What 
‣ When 
‣ Where 
‣ Why 
‣ How

‣ From name
‣ From address
‣ Subject line
‣ Preview text
‣ Headlines/subheads
‣ Copy
‣ Call to action
‣ Graphics / images

Identify, agree on, and write down:

5 W’s Needs Experience 
‣ Respectful
‣ Functional
‣ Valuable
‣ Remarkable
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Hierarchy of 
Subscriber Needs

REMARKABLE

VALUABLE

FUNCTIONAL

RESPECTFUL

exceptional content + experiences

targeted, relevant, personalized

links and images work

permission + expectations

@chadswhite
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SUBSCRIBER EXPERIENCE
FROM NAME SUBJECT 

LINE
PREVIEW  

TEXT

INBOX

OPEN TAP/CLICK

EMAIL BODY
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NO PLAN? NO PURPOSE?

NO EMAIL.



        Download the 
planning workbook.

Uncheck (and recheck) the boxes.
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Thanks! 

http://litmus.com/lp/mozcon


Thank You

Justine Jordan
VP of Marketing, Litmus

@meladorri


