Deliverability 101

There’s No Second Chance
at a First Impression!
The topic of first impressions deserves its own section in our deliverability series because it serves as the foundation
for all of your email efforts to come. For companies that succeed in creating a high-quality first touch program, the
payoff has been huge! Open rates for companies with a solid initial email have increased their email open rates by as
much as 200%, with many averaging conversion rate increases of approximately 45%.
Still, we realize that making a great first impression is hard, which is why we created this eBook. Our mission is to
guide you through a few strategies that will help your email stand out, allow you to start off your relationship with your
contacts on the right foot, and achieve some serious results.
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Establish the Who, What, When, Where, Why
Making a good impression requires you to remind your contacts about who you are and what you have to
offer. Your first email, and maybe even your second, should inform your recipients about your company and
introduce them to your domains and brands. This will help your contacts put a face to the name and learn to
recognize you as they receive further communications.
Next, let your recipients know which type of content they should expect to receive from you, why, and how
often(when). This will help your new contacts get on board with your plan and create a sense of anticipation
for what’s to come. For example, if your contacts are looking forward to receiving relevant eBooks or blog
posts related to topics they want to learn more about, they’ll be more likely to open up your email because
they know what to expect.
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Finally, your email should inform your recipient of where and how they opted-in to receive email
communication from you in the first place. Our target customers have many things that occupy their mind on
a daily basis, so they may have forgotten when and where they signed up for your email list before receiving
that initial message. The best practice is to remind them why they are receiving communication from you in
order to establish trust early on in the relationship. (You’ll likely have to continue to introduce yourself to your
contacts at various points throughout the customer journey, so you should expect to follow this process more
than once.)
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Every new event that requires an email is an opportunity for you to introduce yourself in a way that makes you
stand out from competitors and achieve your goals. Aim to make a good first impression when introducing
new products, beginning the new customer onboarding process, and any time the prospect or customer
moves to another stage in the sales cycle.
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Set Expectations
Setting your company up for success and good email deliverability relies on setting expectations and
confirming value early on. Your very first email is a great opportunity for you to do that while also reducing the
number of spam complaints you would see otherwise.
For example, if someone has signed up for a daily email and you remind them of that, they are much more
likely to opt-out than mark your email as spam if they get annoyed. Conversely, if someone signs up to
receive content without knowing to expect daily emails, there is a much greater chance of them marking your
communications as spam.
Another important piece of setting expectations is making sure that those expectations are being monitored
and met. Beyond the likelihood of a spam complaint, you might run into trouble with ISPs. Email providers
scan emails too and, while it is unclear how much they capture, double opt-in confirmations and good initial
emails seem to positively impact reputation and deliverability.

Double Opt-In Email
That brings us to our next point: the importance of sending a double opt-in email after your contact signs up
to your email list. This enables you to confirm the new contact’s identity and gives them the opportunity to
once again confirm that they wish to receive emails from you.
A double opt-in email should have the information outlined above along with a statement regarding what to
do if the email was sent to the wrong person. However, some of the information collected may be omitted in a
double opt-in email if it is considered Personal Identifiable Information (PII).
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Follow-Up Email
Maintaining your customers’ trust and helping them see the value in your product is an ongoing effort.
Therefore, your second email (or first, depending on where in the email chain a sender is) should also feature
the information in the initial email but in a more in-depth manner that conveys the vital elements of your
brand, products and services, and overall experience. Expectations should be set and then met — don’t break
your promises!

Conclusion
Following best practices and meeting expectations can go a long way in the world of email marketing.
Making a good first impression is only the first step in ensuring email deliverability and nurturing a longlasting relationship with your customers, but is a crucial component in establishing a mutually beneficial
relationship to build on from the very start.
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