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As a co-founder of EmailDelivered, I’ve had the
opportunity to work with some of the top email
marketers and to see what works from a marketing
perspective as well as from the “technical” side of
things.

There is only one thing that’s constant when it 
comes to email marketing, and that is that it’s 
always changing! What worked just a few years 
ago isn’t near as successful now and, in some 
cases, may have adverse effects on your email 
program as a whole. 

The bottom line is that in the current market, it’s 
extremely important to make sure that you’re 
sending the right message to the right people at 
the right time.  But… that’s not all!

You’ve got to have CONTROL over your email 
and not be at the mercy of strict email service 
providers and/or the other “marketers” sending out 

of the same IP addresses. 

In this issue of the EmailDelivered “Pulse”, we’re 
going to talk about some of the current issues 
facing marketers when it comes to getting your 
messages delivered to the inbox including The 
State of Email in 2013, Dedicated vs. Shared IPs, 
and IP Reputation.

We invite you to also visit us online at  
www.EmailDelivered.com where you can sign up 
to receive our monthly newsletter mailed directly 
to you along with free training videos, reports, 
infographics, and more. 

HOT TOPICS ON EMAILDELIVERED.COM THIS MONTH:  Engagement Rates | Reducing Spam 
Complaints | Troubleshooting Inbox Deliverability | Email Deliverability Best Practices

LETTER FROM 

THE EDITOR

p2
The State of Email 
Marketing in 2013  

The only guarantee when 
it comes to email is: “The 

Landscape is always 
changing”.

p3
Dedicated Email Provider 
vs Email Service Provider 

With ISPs paying more  
attention to engagement rates 

and subscriber behavior ...

p4
Email Reputation: 5 Key 

Pieces to the Puzzle 
Getting your emails to the 

inbox has everything to do 
with repuation.



2 PULSE

© Copyright 2013. EmailDelivered.com | Marketers Publishing Group, Inc. www.EmailDelivered.com

THE STATE OF
EMAIL MARKETING IN 2013
The only guarantee when it comes to email is... “The  
Landscape is Always Changing.”

It used to be as simple as figuring out whether your email messages made 
it to the inbox or the spam folder! But now, you’ve got to pay attention to 
engagement rates, “priority inbox”, “clean sweep” and more!

The ISPs (GMail, Yahoo, AOL, Hotmail/Outlook) have one goal… to deliver 
messages their customers WANT. 

As a result, they are looking more and more at engagement factors such 
as whether or not people are reading your messages, creating custom 
filters for them, clicking on links, starring the messages or adding to a spe-
cial top level filter, clicking the spam button, and so on. 

In addition, there are 3rd party providers that are helping subscribers keep 
unwanted mail out of their inboxes. These include throwaway email ad-
dresses, spam filters prior to the emails making it TO the inbox, and more. 

As a result… it’s absolutely essential that you are sending messages to 
people that WANT THEM! You also want to build trust and credibility right 
from the beginning by letting subscribers know what they’re signing up 
for… and not abusing their email address!

TESTIMONIALS
“One of the Best Decisions 

I Have Ever Made”

“I have been using EmailDelivered 
services for several years now, and 

considering my 
100% success 
or failure in this 
industry is won 
or lost by being 
able to effectively 
deliver my email 

content on a very large, continual 
and manageable scale. Heather and 
her entire team have been one of the 
best decisions I ever made. The cost 
has paid for itself over and over and 
over and... well, you get what I mean. 
Heather, if everyone isn’t using 
your services, they’re utter and 
complete morons. Thank you so 
much! You Rock!!!”

~ RYAN DEISS 
Digital Marketer

“41% Increase in Open Rates”

“I made the switch to EmailDeliv-
ered, warmed up my server. In a few 

short weeks, I had 
achieved a send-
erscore of 99. I’m 
making inboxes 
I haven’t made it 
into since 2009!

I did a quick anal-
ysis of our open rates on EmailDe-
livered.com vs [Previous ESP] and 
found that we have achieved a 41% 
increase in our average open rate 
and a 74% (!) increase in click 
throughs.  The best part is that 
it’s translating into an exponential 
revenue increase from our email 
campaigns.  I highly recommend 
EmailDelivered.com.”

~ SUSAN LASSITER-LYONS 
SusanLassiterLyons.com
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DEDICATED EMAIL PROVIDER  
VS. EMAIL SERVICE PROVIDER (ESP)
With ISPs paying more attention to engagement rates and subscriber behavior, it’s more import-
ant now, more than ever before, to have your own dedicated email provider. 

When it comes to traditional ESPs (email service providers), you’re sharing 
resources AND results with 100s, possibly 1000s of other mailers. Your 
email program is only as good as the very worst person sharing these re-
sources. 

You may be familiar with shared IP addresses (this is kind of like the funnel 
through which your emails go out of). If one person does something bad, 
YOU can be affected!

Your email messages that are going out through the same IP addresses are 
getting relegated to the spam folder or, worse, getting blocked entirely. 

But the problem is actually worse than just that! 

On page 2, we talked about the state of email marketing in 2013 and it’s no 
longer enough to worry about making sure other people are “behaving”, but 
how they interact with their own subscribers. 

For example, the ISPs want to see complaints below a certain threshold. (A 
good guideline is < .01%, but some of the ISPs allow up to .3%). If someone 
gets too many complaints on their messages, YOUR emails may get stuck in 
the junk folder simply because there are too many spam complaints coming 
from those IP address. 

In addition, the ISPs are relying heavily on individual engagement rates to 
determine where to place your messages. 

If one subscriber routinely junks your email without reading it, there’s a good 
chance that eventually all messages sent to that subscriber will automatically 
be moved to the junk folder. The ISP assumes that they just don’t want the 
email from you. 

Conversely, if a subscriber interacts back and forth with an email thread, that 
sender will get moved up in priority. 

As of right now, the majority of the engagement is on a per subscriber basis, 
but as the filters continue to get more sophisticated, you can bet that it’s 
going to be global. 

This is exactly what happened with 
spam complaints! They used to 
be subscriber-specific. However 
NOW… too many spam com-
plaints = more of your messages 
to non complainers will wind up in 
the junk folder. 

So, if you’re using an Email Service 
Provider, one of two things is going 
to happen:

1. Your open rates and click 
throughs will begin to drop (more 
of your mail will be sent to the 
spam folders because of the activi-
ty of other senders); or

2. The ESPs are going to get 
MORE strict. You’ll be missing the 
days where they simply required 
double optin! They’ll begin to 
require you to re-optin your list, 
send re-engagement campaigns to 
non-openers, and/or purge all sub-
scribers that aren’t opening your 
emails within a certain window. 

That certainly takes the control out 
of your hands, which is why you 
ABSOLUTELY want to look at a 
dedicated email provider if email is 
an important part of your business 
and revenue.  

For more information on 
EmailDelivered’s All In One 
Dedicated Email Solutions, 
email us for a free consult at 
support@emaildelivered.com 
or call us directly at (512) 981-
5413.  
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Sender Score: 
This score is 

derived from a 
proprietary Return 

Path algorithm, 
and represents an 

IP address’s overall 
performance 

against metrics 
important to both 

ISPs and their 
customers who 

receive your email. 
For senders, this 
score represents 
the overall health 

of your email 
programs as they 

appear to receiving 
systems.

EMAIL REPUTATION:  
5 KEY PIECES TO THE PUZZLE)
Think of your email reputation like a “credit score”. The better your “score”, the more likely 
your email messages are going to be delivered to the inbox. 

It is important to note that just like a 
credit score, your reputation score is 
an INDICATOR of how good or bad 
your email practices are. In other 
words, if you are doing all the right 
things, you’re likely to have a high 
score. If your email practices are 
questionable, then your scores will 
reflect that. 

Also, just as there are multiple credit 
reporting agencies, there are multiple 
sources by which you can check 
your email reputation. One of the 
more popular of these sources is 
Sender Score (many of the ISPs also 
share data with Sender Score about 
your sending practices). 

“Sender Score” rates your email 
program between 0 and 100. 

The closer you are to 100, the better 
your program is doing. The more 
people sharing the IP address(es), 
the more likely your scores are going 
to be lower AND the less control 
you’ll have over your program. 
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What Does Your Sender Score REALLY Mean In Terms of Deliverability?
Sender Score Deliverability

Sender Score Inbox Placement Rates by ISP

This is one of the BIGGEST REA-
SONS to use a Dedicated Email 
Provider. 

Your Reputation is based on several 
key elements including:

• Blacklists
• Infrastructure
• Subscriber Complaints
• Bad Email Addresses (Un-

known Users)
• Spam Traps

Let’s talk about each of these briefly. 

Blacklists
Blacklists can impact both your 
IP addresses AND your domain 
names. They can either cause your 

emails to go to the junk folder or get 
blocked altogether. 

This is a little known secret that the 
ESPs don’t share with you. In fact, if 
your emails contain a domain that’s 
on a blacklist, your email service 
provider is likely dropping those 
subscribers from your list if you’ve 
included the domain in your emails 
on 3-5 occasions. (Most providers 
remove soft bounces after 3-5 fail-
ures over the life of the subscriber). 

Product launches and large pro-
motions can seriously impact your 
list size if there’s a problem with the 
domain name. (We’ve seen affiliates 
get shut down because they were 

promoting another marketers do-
main that was on a blacklist). 

Infrastructure
This is all the “technical” stuff. 

If YOU aren’t technical, you’ll want 
to hand this off to the tech person 
on staff or sign up for a service like 
EmailDelivered (www.EmailDeliv-
ered.com). 

This includes making sure that DNS 
Settings, SPF (Sender Policy Frame-
work), DKIM (DomainKeys Identified 
Mail), domainkeys, Sender ID, and 
DMARC are set up properly AND 
that you’ve got all the necessary 
abuse contacts in place. 
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Again... this is not something YOU 
should worry about! Send it to 
your tech team or outsource! All of 
this is included in the setup fee for 
EmailDelivered. 

Subscriber Complaints 
You’re probably familiar with “spam 
complaints” if you have been send-
ing email at all! The key is to keep 
complaints as low as possible, of 
course. 

BUT… you also want to watch what 
types of messages are generating 
complaints and restructure your 
campaigns accordingly. 

Some things that impact complaints 
include: infrequent mailing (they ha-
ven’t heard from you in a month or 
more), TOO frequent mailing (they’re 
sick of you), mailing something 
they’re not expecting from you, etc.

 

Unknown Addresses/Bad Ad-
dresses
These are just as they sound… 
addresses that don’t exist. 

You want to minimize how many of 
these you mail to. Less than 2-3% 
is recommended. If you’re growing 
your list organically, then this should 
not present a problem. 

If you’re trying to re-engage sub-
scribers who haven’t’ heard from 

you in 3 years, you could have a big 
problem on your hands with bad 
addresses (which may 
even have some of 
those recycled 
spam traps hid-
den in them). 

If you’re not careful, 
one or more of these 
elements can drasti-
cally impact your score.  

In fact, we’ve seen people go from 
98 to 70 in just a few days because 
of issues with list quality, com-
plaints, etc. 

Spam Traps 
Spam traps even SOUND bad!

And they are… 

You want to minimize, or better yet 
eliminate, your spam trap hits. There 
are a few types of spam traps that 
exist. 

The first is where email addresses 
are specifically set up to catch  
spammers. These are email ad-
dresses that nobody owns nor ever 
has. Anyone sending email to those 
addresses is sending spam! 

The other type of spam trap is a 
recycled trap. These are addresses 
that were once valid but have since 
been abandoned and converted to 
spam traps. These are designed to 
catch mailers that don’t clean out 
their list. 

For more on the different TYPES 
of spam traps, and how to avoid 
them, download the PDF at www.
EmailDelivered.com/spam-traps.  
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OTHER FACTORS THAT 
CAN IMPACT YOUR 
EMAIL PROGRAM

In addition to the items we just 
mentioned, there are a few other 
things that can also impact your 
email program. These include:

• Message Filtering/ISP Blocks
• Content-related issues
• Sending Volume & Frequency

Message Filtering
This is where the ISPs either filter 
your messages to the junk folder or 
simply reject it. You’ll want to pay 
attention to your bounces to make 
sure that your messages aren’t get-
ting blocked. 

If they ARE, then you’ll need to look 
at the problem and work with the 
ISP to resolve the problem. If you’re 
not into handling ISP blocks, black-
lists, and overall bounce data, you’ll 
want to look at the EmailDelivered. 

com monitoring system which ties 
into the bounce processor so you 
can find out exactly what’s going on 
with your email. 

Content
Email content plays a big role in 
whether your messages make it to 
the inbox or not. Unfortunately, it’s 
not as simple as running it through 
SpamAssassin or Barracuda spam 
checker. When one of our team 
members troubleshoots deliverabil-
ity issues for clients, we go through 
a 12-step process to cover all of the 
components that could be causing 
problems related to content. 

Sending Volume & Frequency
ISPs need to see consistency in 

mailing. So you want to build up 
your email program over several 
weeks, maybe months depending 
on how big your list is, how fre-
quently you mail, etc. Then, it’s im-
portant to maintain that consistency 

long term.

Engagement
Not all subscribers are created 
equal. There’s no question that 
you’re going to have subscribers 
with different levels of interest and, 
consequently, engagement. 

You’ll have some subscribers that 
open every message you send and 
click on links every time you send 
a campaign. There are others that 
may open your messages occas-
sionally, and still others that simply 
don’t read anything you send their 
way! They may batch delete your 
emails, filter them to the trash/junk 
folder, etc. 

It’s important to pay attention to 
who is engaging with your content 
(and HOW they are engaging with 
your content) and who is not. It’s 
best to run frequent “win-back” 
campaigns and/or remove all 
subscribers that DON’T open your 
messages after 3-6 months. 

To access the complete train-
ing video on IP reputation, visit 
www.EmailDelivered.com/in-
box2013. Here, you’ll get a more 
detailed training on each of 
these elements along with the 
Top 10 Email Best Practices. 



Contact Information

3 Ways to Get “How to Get Your Emails 
Delivered to the Inbox in 2013” Fill out 
the form below and receive the CD that 
will ensure that your emails get seen by 

the right people! 

An amazing deal available only to the 
readers of EMAIL DELIVERED PULSE!

1. Call Us @ (512) 981-5413

2. Email support@emaildelivered.com 

3. Fax this form below (305) 675-4664

GET YOUR

TODAY!

$47.00
FREE

First Name: _______________________________________ Last Name: ____________________________________

Company: ______________________________________________________________________________________

Mailing Address

Address: _______________________________________________________________________________________ 

City: ___________________________________________________________ State: _________ Zip: _____________

Country: ______________________________________________

Phone #: (      ) _____________________________ Fax #: (      ) ___________________________________________

Current Email Solution: ______________________________________ Monthly Email Volume: ___________________

Biggest Email Challenge: __________________________________________________________________________

_______________________________________________________________________________________________


