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Debunking Myths

any ideas that e-mail marketers hold to be true regarding e-mail delivery are simply false, according
to research and analysis conducted by my e-mail
marketing agency, Alchemy Worx. Here are seven such email myths:
MYTH 1. CONSUMERS ARE DROWNING
IN E-MAILS FROM TRUSTED BRANDS.
Figures from Alchemy Worx and the Direct Marketing
Association’s E-Mail Tracking Report show that around 40%
of consumers who receive brand e-mails are getting no more
than three per day, on average, and almost two-thirds (63%)
receive no more than six. Further, research from Merkle
suggests that three-quarters (74%) of consumers prefer to receive commercial communications via e-mail, which means
that consumers prefer emails from brands over contact via
any other channel

MYTH 2. THERE IS A BEST TIME
TO SEND E-MAILS

This myth assumes that consumers simply are waiting for a
brand to e-mail them, and that consumers act immediately on
every e-mail they receive. Data from Alchemy Worx shows
that while 76% of e-mail opens happen in the first two days,
four out of five purchases (79%) take place after that two-day
period. One-third (32%) of purchases take place more than
two weeks after the consumer receives an offer e-mail.
MYTH 3. YOU SHOULD STOP SENDING E-MAILS
TO INACTIVE USERS AFTER SIX MONTHS
According to figures from Alchemy Worx, 20% of a brand’s
annual unique opens are from people who have been inactive
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for the first six months of the year. So, by not sending e-mails
to users who are deemed inactive for just a year, brands are
potentially missing out on one-fifth of their annual opens.

MYTH 4. CONSUMERS ARE TRIGGERHAPPY WITH THE SPAM BUTTON
In fact, according to data from Return Path, less than one
subscriber in every 2,000 will mark an e-mail as spam.
MYTH 5. IF BRANDS SEND MORE E-MAIL,
CONSUMERS SIMPLY IGNORE MORE
Though it’s true that increasing send frequency tends to
reduce the open and click rates for a given message, Alchemy
Worx’s own customer data shows that over a three-month
period, if a brand increases the number of e-mails it sends
to consumers from one per month to four, doing so more
than doubles the number of consumers opening one or more
e-mails (from 10% to 24%). That increase in e-mail volume
also, on average, results in an additional 11% of revenue for
the brand.
MYTH 6. SHORT E-MAIL SUBJECT
LINES GIVE BETTER RESULTS

Analysis of more than 200 million e-mails by Alchemy
Worx highlights that short subject lines (fewer than 60 characters) will only help increase open rates. However, if brands
want consumers to engage with e-mails—by opening and
clicking on the content—then 70 characters or longer will be
more successful. The longer the subject line, the more likely
consumers are to click on the content within the e-mail.
MYTH 7. E-MAILS END UP IN THE SPAM
FOLDER BECAUSE OF THE SUBJECT LINES
Alchemy Worx analyzed data from eData Source of more
than 200 clients and 540 billion sent e-mails, which shows
that keywords often thought to ensure an e-mail will end up
in the junk folder actually have little or no effect. Whether
an e-mail ends up in a junk folder is more complicated than
that, with the main reason being the sender’s reputation. And
that is generally based on what information the mail filter or
receiving ISP can gather about the sending habits of your IP
address, rather than the contents of its subject line.
So, use this info and send great mortgage-related e-mails
today to boost your sales. 

