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It’s no secret that we’re all living in a highly 
digital world. These days, interactions 
between consumers and the brands they 
patronize are increasingly playing out across 
a wide variety of different online touchpoints, 
channels, and platforms. Powered by the rise of 
mobile devices and the widespread digital transformation 

forced on brands and consumers alike by COVID-19, this 

new reality is shifting expectations for how business—and 

marketing—is done. 

Accordingly, there’s a lot of attention being paid to a range 

of “shiny new toys”—new social media networks, new 
connected devices, new messaging types. But as these 

emerging technologies get most of the hype, there’s a quiet 

revolution brewing in the background, one powered by the 

longtime unsung hero of customer engagement: Email. 

Compared to the other customer messaging channels out 

there, email has easily the longest track record of success 
and the biggest impact on ROI. But that dependability and 

consistent performance has ironically led many brands to 

treat email as the workhorse of their marketing programs—

important, sure, but basic and 

unexciting. In recent years, however, 

a range of new email marketing trends, 

capabilities, and strategies have emerged 

that make clear what savvy email marketers 

have always known: Responsive, personalized 
email campaigns sit at the center of a best-in-class 
customer engagement program, making it possible for 

brands to seamlessly build and maintain strong customer 

relationships while also hitting their larger business goals.

To see the full benefit that best-in-class email marketing 

can provide, you can’t rest on your laurels. The customer 
engagement landscape and consumer attitudes around 
marketing are changing rapidly and the generic, batch-
and-blast emails that worked for you five years ago aren’t 

what you need to succeed going forward. To help you get 

where you need to go, we’ll be digging deep into what 

exceptional email marketing looks like today, exploring 

modern email must-knows that help form the building 

blocks of successful customer engagement, and examining 

all the different ways that email can reinforce your marketing 

efforts across the board.

INTRODUCTION SEND TO LIST
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Understanding 
Email Today
Everyone thinks they understand 
email, but too many marketers 
don’t know what effective email 
marketing looks like today. Get 
up to speed on this essential 
channel and learn how to make 
the most of it with our exclusive 
look at key trends and shifts 
impacting email marketing.
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There’s a big assortment of messaging 
channels out there—so what is it that makes 
email so special?
First, email is a known quantity. While the average consumer 

might well struggle to explain what a push notification is, 

everyone knows and understands email. Plus, people use 

email in their everyday lives to communicate with friends 

and family, lending it a familiarity that makes it an impactful 

marketing channel.

Second, email’s popularity means that it has serious reach. 

It’s arguably the world’s dominant digital communication 

channel, making it an effective way to reach customers in 

most global markets and across a range of different digital 

platforms (e.g. desktop, mobile, wearables, etc.).

Finally, email is built for flexibility and personalization. 

Emails can be brief and to the point or provide rich and 

immersive experiences leveraging images, GIFs, and even 

video—and be tailored to each individual recipient.  

Plus, new advances in email interactivity make it possible to 

provide a complete customer experience within the inbox. 

That’s transformational!

5

Email’s power comes from a unbeatable 
combination of three essential factors

Familiarity — People everywhere  
use and feel comfortable  

with email

Reach — Email is the dominant  
communication channel 

 in much of the world

Flexibility — Email is built to  
support a wide range of  

messaging and experiences

What Makes Email Unique—and Powerful

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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Flexibility — Email is built to  
support a wide range of  

messaging and experiences

During the height of the COVID-19 pandemic, many people 

around the world were forced to lockdown for weeks or 

months at a time in order to reduce the spread of disease, 

causing significant personal hardship and forcing consumers 

and brands alike to adjust in a flash to new ways of  

doing things. 

One key shift? Digital messaging has now become central 
to every brand’s customer journey and there’s no more 

effective, dependable way to reach, engage, convert, and 

retain customers than by leveraging email marketing.

Research conducted by Braze during 2020 found that using 
email to communicate with consumers was associated with 
significantly stronger marketing performance. Whether 

your brand cares most about engagement, driving purchases, 

or retaining your audience, the simple act of sending emails to 

your audience can play a major role in making those goals  

a reality. 

Taking advantage of email marketing 
leads to stronger business results*

Rise in  
Purchases  
Per User

16X 
Increase in 
Sessions  
Per User

2.6X

Jump in  
Average User 

Lifetime

2.5X
Lift in Customer 
Lifetime Value 

(LTV)

3.4X

Email in a Post-Pandemic World

*Compared to users who received no messages at all

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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Trends in Email Today…And Tomorrow

The marketing and technology landscape never stands still—and the same goes for email.  

Let’s explore the three emerging themes that are increasingly shaping the way email is sent today.

1. Personalization,  
Personalization, Personalization 

Customers have always wanted to be treated like 

individuals—in fact, 90% of consumers express frustration 

when they receive messages they find irrelevant—but it took 

the rise of mobile to provide enough rich, real-time data to 

make that kind of customization possible at scale. Today, 

moving past generic blast emails and embracing message 

personalization is a requirement and dynamic content 
personalization tools make it easy for email marketers to 

ensure that every message they send is relevant, timely, and 

tailored to the person receiving it.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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https://www.braze.com/resources/articles/braze-and-movable-ink?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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2. Email Still Performs on Desktop...But  
It’s Increasingly a Mobile Channel 

While the popular image of email tends to depict it as a 

messaging channel for desktop and laptop computers, 

the truth is that the rise of mobile devices has shifted the 

calculus for email marketers. 46% of emails are now opened 
on mobile devices, making it as much a mobile channel 

as anything else—and putting the pressure on marketers 

to ensure that the campaigns they’re sending resonate 

effectively on both platforms.

3. True In-Message Interactivity Is Now  
Possible for Email

The launch of Accelerated Mobile Pages (AMP) for Email 

has made it possible for brands to transform their email 

marketing from fundamentally static messages to dynamic 

units that function like little web applications inside the 

inbox. Live delivery updates, responsive surveys, in-message 

shopping flows, it’s all possible with today’s  

interactive emails!

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://blog.hubspot.com/marketing/email-marketing-stats
https://blog.hubspot.com/marketing/email-marketing-stats
https://www.braze.com/resources/articles/reimagining-your-email-with-amp-and-how-to-set-your-team-for-success?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
https://phiture.com/mobilegrowthstack/adopting-amp-for-email-what-marketers-need-to-know/
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Email Marketing 
Musts
An effective email marketing program 
doesn’t just happen. To succeed, brands 
have to ensure that they have the tools 
and tactics they need to establish, execute 
on, and optimize their email strategy. 
From mastering IP warming to embracing 
dynamic content personalization, 
here’s what you need to know.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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INTRODUCTION
Email: Integrating the Right Way

Email is a powerful tool. But if you’re not 
thoughtful about the foundation that your email 
program is built on, it’s easy for your email 
marketing to go wrong. 
Internet service providers (ISPs) and inbox providers work 

diligently to keep spam out of people’s inboxes, and their 

work is a big reason that consumers aren’t constantly neck-

deep in unwanted messages. But that also means that these 

gatekeepers are constantly assessing whether the messages 

you send deserve to be delivered to your customers.

To keep your marketing emails out of the spam folder, you need 

to be thoughtful about how you set up your email program, right 

from the very start. Get these key steps right and you’re well-

positioned to build your program successfully.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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INTRODUCTION

6.175.87.25
923

528

Email IPs and IP Pools
Internet Protocol (IP) addresses are a series of numbers separated 

by dots—think 178.58.824.1, for instance—that are used to identify 

network addresses associated with particular devices. For email 
marketers, IP addresses are an essential part of getting ready 
to send messages; generally, your ESP will assign you to a 

dedicated IP or shared IP pool depending on your needs.

For some brands, a key part of this process is creating IP pools. 

Mailbox Providers (MBPs) make filtering decisions based in 

part on the sending reputation associated with the IPs you 

use. So, if you send all emails from a single IP and generate 
a high spam complaint rate, the MBPs may deliver your mail 
to the spam folder, delay delivery, or even outright block 
subsequent messages. IP pools help prevent this outcome by 

allowing marketers to create different IP pools for different types 

of emails, so that, for instance, the reputation of your marketing 

emails don’t impact the reputation of your transactional 

messages. Your ESP or customer engagement platform can 
usually set up IP pools for you, so just ask!

BR A ZE

1. Setting Up Email IPs and Domains
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Email Domains and Subdomains
Emails domains are the visible address that marketing emails 

come from and most brands whitelabel their domains to provide 

clarity to email recipients; after all, your customers expect your 

emails to come from “marketing@yourcompanyname.com” 

rather than “yourcompanyname@youresp.com.” So when you 
“whitelabel” a domain, you’re ensuring that the public-facing 
version of that domain reflects you and your brand, rather than 

the technology partner you’re using to actually send emails.

If an email domain is yourcompanyname.com, a subdomain 

might look like news.yourcompanyname.com. And it’s long 

been a best practice to send messages from subdomains, rather 

than your primary domain. Why? Because ISPs decide whether 

to deliver the emails you send based in part on the sending 

reputation associated with the domains or subdomains you use, 

the same way they do with IP addresses. By creating dedicated 
subdomains for your transactional and promotional emails, 
for instance, you can help protect your ability to send emails 

in a manner similar to IP pools. Your ESP should be able to 

help your brand whitelabel your emails and set up dedicated 

subdomains, but you’ll need to think through what different 

email message streams you’ll be leveraging to help determine 

how many subdomains are needed.

laura @ hello . yachtr.com
You can put anything 
before the @ symbol

Subdomain Domain

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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2. Getting Email Authentication Right

Email  authentication makes it easier for ISPs to determine that a given email has actually come from 
your brand, rather than a shady third-party with ulterior motives. However, because the Simple Mail 

Transfer Protocol (SMTP)—which is the basic email sending protocol that makes email possible—doesn’t 

include a built-in authentication process, three authentication standards have emerged.

1. Sender Policy Framework (SPF)

This standard allows email senders to choose what IP addresses are allowed to send from a specific domain. That, in turn, allows 

mailbox providers to compare the IP address associated with an email against a list of authorized sending IP addresses that are 

published in the domain name system (DNS) records for the sender’s domain.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://en.wikipedia.org/wiki/Sender_Policy_Framework
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2. Domain Keys Identified Mail (DKIM)

This standard provides an encryption key and digital signature with each message to make sure nothing was falsified in the 

creation or sending of an email, ensuring messages arrive whole in the correct users’ inboxes.

3. Domain-Based Message Authentication, Reporting, and Conformance (DMARC)

This standard provides a feedback loop between senders and mailbox providers; ISPs will five senders a report on what they’re 

seeing, while senders give ISPs specific criteria on how to handle messages they send that don’t meet the required delivery 

criteria (e.g. quarantine, reject), making it very difficult for scammers to impersonate legitimate marketing emails.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://en.wikipedia.org/wiki/DomainKeys_Identified_Mail
https://en.wikipedia.org/wiki/DMARC
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3. Consent and Address Collection

This may seem obvious, but you should never send marketing emails to someone who hasn’t 
consented to receive them. It’s obnoxious and it can damage your delivery reputation with ISPs, making 

it hard to reach even highly engaged customers via email. Instead, make sure you understand the 

different email subscriber states and methods for building your email list.

1. Email Subscriber States

1. Opted In: These users have clicked on a opt-in link in a  

 confirmation email and have actively assented to receiving  

 emails from you, making them the ideal audience  

 for messages

2. Subscribed: These users have provided an email address  

 to your brand, but have not affirmatively confirmed that  

 they wish to receive emails from you—making it risky to  

 send messages to them

3. Unsubscribed: These users have explicitly unsubscribed  

 from your emails or marked one of your messages as  

 spam, making them out of bounds for email marketing

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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2. Email List Building Tactics

While these five email list building approaches are often 

seen in the wild, they’re not all created equal—while some are 

smart and scalable, others can alienate email recipients or 

even violate the law. 

1. Purchasing Email Lists: Buying lists of email addresses  

 for marketing purposes puts your delivery reputation at risk  

 and, depending on the vendor you’re purchasing from, it’s  

 possible that messages you send to a purchased list could  

 violate anti-spam legislation like Canada’s CASL anti- 
 spam law. Plus, purchasing lists is against the acceptable  

 use policies (AUPs) of every reputable ESP, which  

 supersede legal requirements. 

2. Co-Registration: Under this method, two or more   

 organizations solicit email sign-ups and then share the  

 resulting lists. Since recipients may not remember signing  

 up for multiple brands at once, you run the risk of sending  

 emails to people who aren’t expecting to hear from you,  

 increasing the risk that they’ll report your mail as spam.  

 Because this method is so risky, some ESPs—including  

 Braze—require that all subscribers to directly opt into your  

 mailing list and prohibit sending to co-registered lists.

3. Pre-Selected Opt-Ins: This approach, where a company  

 pre-checks the “Subscribe for Emails” box on a form  

 or sign-up page, can feel manipulative and lead you to  

 message users who aren’t genuinely interested in hearing  

 from you, creating deliverability risks. Worse, this approach  

 is illegal in Canada and the European Union, making it an  

 iffy strategy for brands.

4. Single Opt-In: With this approach, any user who signs up  

 via a form is automatically and immediately added to your  

 email list—meaning they could be receiving marketing  

 emails within seconds! This approach isn’t advised, since  

 the lack of verification can lead to low-quality data being  

 added to the list. While single opt-in forms provide a low  

 barrier to entry, they can introduce risk to your list,  

 including higher bounce and complaint rates.

5. Double Opt-In: Under this approach, users sign up in  

 the same manner as with a single opt-in, but are then sent  

 a confirmation email with a link that they need to click to  

 actually begin receiving messages. This can reduce sign- 

 ups, but does greatly reduce the risk that you’re sending  

 emails that recipients aren’t interested in, supporting  

 better deliverability.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://crtc.gc.ca/eng/com500/faq500.htm
https://crtc.gc.ca/eng/com500/faq500.htm
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4. IP Warming and Cooling

The rise of email spam in the 1990s led ISPs to take action to curb the delivery of these messages...
and made sending a large volume of emails to users out of the blue a cause for suspicion.  
The upshot? Email marketers have to “warm” the IPs that they’ll be using by slowly scaling up their sends 

and showcasing recipient engagement with the messages before they can start sending to their whole 

audience. Let’s explore IP warming and cooling for a closer look at this key step.

1. IP Warming

To get started establishing a good reputation with ISPs, first-

time senders should use an IP warm-up period (typically 4–6 

weeks, but email volume, frequency of mailings, and overall 

list hygiene can impact this duration) to slowly increase the 

volume of email sends. The goal? To avoid being classified 

as spam by demonstrating that the people you’re messaging 

actually want to hear from you. 

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://en.wikipedia.org/wiki/History_of_email_spam
https://www.braze.com/resources/articles/email-must-knows-ip-warming
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2. IP Cooling

If your email results have generated a poor sending 

reputation, then you may need to leverage IP cooling as a 

last resort to restore your credibility. This process, where IP 

addresses are left to sit for 30-45 days, allows you to  

re-establish a neutral reputation and makes it possible to 

restart the IP warming process from scratch.

18BR A ZE

3. IP Re-Warming

Under most circumstances, warming your IPs once should 

be sufficient. However, if your IP warming process isn’t on 

track—or if you need to significantly increase your potential 

email send volume ahead of specific campaigns, such as 

Black Friday outreach—you may want to “re-warm” your 

email IPs. That means taking a hard look at your email list, 

cleaning it up (by sunsetting unengaged users, validating 

email addresses at sign-up, or implementing a double opt-in 

to ensure the users being added to your list actually want to 

receive messages from you). Once you’re confident that the 

people on your list want to hear from you, it’s time to  

try again.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/docs/user_guide/message_building_by_channel/email/best_practices/sunset_policies/?redirected=true?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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Data—and first-party customer data in 
particular—is at the center of modern customer 
engagement. Consumers increasingly demand 
responsive, highly relevant messages and brand 
experiences, no matter what channel or platform 
they’re engaging with, and the only way to meet 
those demands is with a thoughtful approach to 
data collection and management.

However, while the need is similar across the 
board, what a successful approach looks like 
can differ from platform to platform and channel 
to channel. For email marketers, it’s not enough 
to rely on data from email campaigns to speak 
to their audience—pulling in information from 
a wider range of touchpoints and platforms 
while still ensuring that it’s up-to-date can be 
the decisive factor in whether a given campaign 
succeeds or fails. So let’s explore what it takes to 
make that happen.

Email: Make the Most of 
the Data at Your Disposal 

19
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1. Embracing True Data Agility

It’s one thing to acknowledge the key role that data plays in successful email marketing today, but 
it’s quite another to ensure that you’re leveraging data to achieve your email marketing goals.  
To get there, you need to ensure you’re collecting and managing customer data effectively and doing  

so in an in-the-moment manner.

1. Data Collection

To make the most of your outreach, email marketers should 

take an expansive view of the data at their disposal. That 

means pulling together any information that can help 

provide deeper customer insights or support better brand 

experiences for message recipients. Wondering where to 

start? Investigate whether you can pull information from your 

website, mobile app, point-of-sale solution, internal systems, 

and public APIs, if applicable, among other options. Once 

you know what’s possible, the key is to focus on data that’s 

relevant and actionable to your specific audience and your 

team’s unique goals.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/docs/user_guide/personalization_and_dynamic_content/connected_content/public_apis/?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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2. Data Agility

When a brand can ensure that the data at their disposal 

can move at the speed of their business, we call that 

data agility. To achieve it, email marketers need the right 
technology ecosystem that allows them to slot in best-in-

class technologies for all of their different customer-related 

needs and to connect them together to support responsive, 

relevant, and deeply human brand experiences. With the 

right data infrastructure, companies can seamlessly move the 

data they need between different tools, providing a single 

view of each customer across departments that fuels a better 

end-user experience both in the emails you send and on 

every platform and channel your brand supports.

3. Streaming Data

Sure, it’s essential to have all your data be easily accessible—

but it’s not much help if the information at your disposal 

is too out-of-date to support truly relevant marketing 

emails. That’s a common problem for email programs that 

depend on systems leveraging batch processing, where 

information is processed on time-based schedules that 

mean data is rarely shared in the moment. For truly real-time 

email customization, you need a technology ecosystem 

that processes each unit of data individually, allowing for 

ongoing, always-current flows of information across different 

systems. Otherwise, you run the risk of frustrating recipients 

with irrelevant messaging instead of delighting them with 

note-perfect personalization.
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INTRODUCTION
2. Leveraging Data-Driven Email Personalization

Your email recipients are individuals, with their own individual 

interests, preferences, and behaviors. And even as a group, 

they’re unique—sure, some customers may overlap with your 

competitors’ audiences, but many of them won’t—and that 

means they need to be approached in custom-fit ways. The 

best way to do that at scale is to leverage the customer data 
you’ve gathered and processed and use it to automatically 
customize the emails you send. Depending on what specific 

information you’ve gathered, you could personalize your 

emails based on: 

Behavioral Data — This information, which covers how users 

engage across your digital properties, makes it possible for 

email marketers to power relevant campaigns by leveraging: 

• Message engagement data 

• User browsing data 

• Purchase history 

• Ratings, favorites, shares, etc.

Demographic Data — This information tends to be more 

static than behavioral data, but can still provide key  

context, including : 

• User age 

• User gender
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Language preferences — Words matter, and, specifically what 

language they’re in: 55% of people only buy if they receive 

messages in their native language.

Location — There’s a reason “Location, location, location” is 

such a popular saying, and it applies in email marketing too.

• Location-targeting: Target uses based on last  

 known locale.

• Location-data enrichment: Go beyond ZIP codes, know  

 where they like to go, such as work-out hangs, post-work  

 happy hours, places to relax, and so forth to message your  

 customers in unique ways.

• Geofencing: If they enter a defined location, such as within a  

 certain radius of your brick and mortar locations, you can  

 trigger custom messaging.

• Beacons: This is an even finer line than geofencing,  

 ideal for in-store situations, like when customers are  

 a few centimeters away from your newest  

 popsicle offering.

Predictive intelligence to send customers:

• The most effective campaign variant: For instance, with  

 Braze Intelligent Selection, our machine-learning  

 algorithm helps select the most appropriate campaign or  

 customer journey path for a given individual based on how  

 each variant performs over time, landing on the one that is  

 best positioned to result in conversions. 

• At the right time of day: With Braze Intelligent Timing,  

 campaigns are deployed asynchronously, at the right time  

 that’s unique to every individual message recipient, no  

 matter where they are in the world or what time of day  

 they’re most likely to engage.
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Now that you have the data and the vision you need to 

effectively tailor your emails to each recipient, the next step is to 

figure out what tools you need to put your personalization plans 

into practice. One great place to start? Leveraging dynamic 
audience segmentation.

Instead of the static, list-based audiences of yesteryear, dynamic 

segmentation leverages real-time data to create constantly 

changing groups of individuals that move in and out of the 

target segment as they meet (or fail to meet) the defined criteria. 

This level of fluidity is what makes the segmentation dynamic, 

and each segment can be personalized to fit the needs of your 

email program. Dynamic segmentation is powerful because 
it empowers email marketers to create and target audience 
cohorts based on recent actions and stated preferences, as 

opposed to sending the same message to your entire user base 

and potentially alienating your customers.

INTRODUCTION
Audience Segmentation

Visited 
website in 
last seven 

days

Visited website in 
last 30 days

Hasn’t visited 
website in last  

30 days
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While audience segmentation makes it possible to target 

different recipients with different versions of a given email, that’s 

not the only kind of personalization out there. If you’re looking 

to automatically insert any recipient’s details—from membership 

status to total number of loyalty points to recently shared 

articles or watched shows—into emails, you should consider 
leveraging Liquid or other templating languages to tailor  
your messages.

This approach makes it possible to send important 
information without requiring a heavy lift or strain on your 
development resources. Simply insert basic lines of code into 

your campaigns, and you’ll be set, and ready to start seeing the 

benefits—including stronger engagement with the messages 

you personalize.

INTRODUCTION
Message Personalization
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Want to take your personalization efforts to the next level? 

Dynamic content personalization allows email marketers to 
dynamically populate emails with text and images from their 
own proprietary systems or from public APIs that are updated 
in real time. That makes it possible to seamlessly integrate 

personalized recommendations (if you bought this, you’ll like 

this; if you traveled here, you may want to visit there next, etc.), 

user-specific offers or promo codes, in-the-moment message 

variants based on localized weather conditions, and a lot more, 

all right within the messages you send.

The benefit of dynamic content personalization is that it 
operates in the moment, meaning instead of needing to be 

evergreen, your content can be truly custom to each individual 

and each individual moment in time. Plus, marketers see a 

1.7X lift in unique click rates when using dynamic content 

personalization in their email campaigns.

INTRODUCTION
Dynamic Content Personalization
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3. Prioritizing Email Data Privacy and Security

Over the past five years, data privacy and security have become key issues for consumers, businesses, 
and governments around the world. There’s no intrinsic conflict between collecting data to power 

effective personalization for your email program and respecting customer data privacy—but it does take 

thought and care to balance these considerations. The best way to do it is by really listening to consumers’ 

wishes, respecting their preferences, and being transparent about how you are using their data.

1. Consumer Privacy Views

Data privacy has become a bigger focus for consumers in recent years, as media coverage has highlighted missteps and abuses 

on the part of technology companies and other organizations. A survey conducted by Wakefield Research on behalf of Braze 

found that:

of US adults say that its very 
important that their data  

is kept private

82%
of US adults want privacy  

laws to do more to protect 
their personal data

61%
of US adults expect  

companies to share what  
data they collect on them

70%
of US adults expect companies 

to tell them how long they’ll 
retain collected data

59%
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2. Privacy Regulations

Responding to growing concerns about data privacy, 

governments around the world have begun instituting 

privacy regulations and legislation intended to provide 

additional protections when it comes to consumer data. 

Among the most significant of theses new laws are:

• The EU’s General Data Protection Regulation (GDPR):  

 This pioneering law requires brands collecting personal  

 information from European Data Subjects to honor user  

 requests regarding their personal information,  

 including requests to disclose, adjust, and even delete  

 their personal data, among other provisions.

• The California Consumer Privacy Act (CCPA): This state  

 law focuses on the rights of consumers to opt-out of  

 the sale of their personal information and also requires  

 companies that collect such data to provide new data  

 rights, similar to the rights that exist under GDPR, while  

 also setting down even more stringent rules on data  

 collection for children.

While these laws put significant new restrictions on how 
user data is managed, leading brands have shown that it’s 
possible to comply fully while still using customer data to 
power personalized emails and brand experiences.

3. Big Tech Privacy Updates

In recent years, Apple—and, to a lesser extent, Google—have 

been increasingly focused on data privacy and have used 

their annual updates to its various operating systems to give 

consumers more control over their data and nudge brands to 

respect user privacy. 

• Apple’s Mail Privacy Protection: This 2021 feature,  

 included in the Apple Mail app, is intended to hinder  

 marketers’ ability to leverage tracking pixels within emails  

 by running all email images through proxy servers,  

 reducing the accuracy of email opens as a metric and  

 nudging email marketers to look beyond high-level  

 metrics to measure the success of their programs.

• Apple’s Hide My Email: This update allows Apple users to  

 sign into third-party sites with a random, Apple-generated  

 email address, allowing them to more easily control which  

 brands are given permission to send them marketing  

 emails and making it even more essential for email   

 marketers to leverage segmentation, personalization,  

 and real-time data to provide real value to customers in  

 this channel.
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Futureproofing 
Your Strategy
Worldwide, more than 306 billion emails are 
sent and received every day and that number 
is only expected to grow, reaching nearly 350 
billion emails per day by 2023. But not all emails 
are created equally. Emails that  drive people 
to take high-value actions are built around 
delivering hyper-personalized content for each 
specific recipient. But your ability to do that 
successfully and keep achieving your goals in 
the future of a shifting landscape isn’t a given. 
You need the right approach and the right tools.

From dynamic content to AI-powered 
sending strategies, the future of email is 
here, allowing marketers to deploy more 
meaningful messaging at the speed of 
instinct. Ensure that you’re ready to meet 
tomorrow’s challenges by exploring these 
forward-looking email marketing strategies.
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In marketing, the one constant is change—and staying ahead 

of the curve is a key part of remaining competitive. One 

big recent change? The rise of interactive email. Backed by 

Google, the rise of AMP for Email is changing the game for 
forward-looking email marketers. Now instead of having 

to drive users to your app or website to provide a complete 

customer experience, you can now make that happen 

entirely within a single email. 

What does that look like in practice? For one thing, users can 
fill out a customer support form and get real-time updates 
on their ticket within that message, instead of having 
to leave their inbox to fill out a form on another system. 

And the same principle applies to a wide variety of brand 

experiences, from live-updating delivery notification emails 

to in-message shopping that can be completed entirely 

within the inbox.

1. Push the Boundaries of Engagement  
With Interactive Email

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.google.com/url?q=https://www.braze.com/perspectives/article/ltr-2019-driving-marketing-innovation-with-amp-for-email&sa=D&source=editors&ust=1626688383577000&usg=AOvVaw3FwFT5vcMbOaBsDdsDwmog?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot


31BR A ZE

Retail/eCommerce
• Interactive Product Galleries

• Live Pricing & Stock

• In-Email Product Reviews

• Interactive Abandoned Cart

QSR/On Demand
• Restaurants Online Now

• Live Delivery Updates

• Post-Purchase Reviews

Media/Entertainment/
Events 
• Real-Time Breaking News

• Live Tickets Remaining

• Live Seating Availability

Financial Services
• Live Exchange Rates

• Loan Application Status

• Live Account Balances

• B2B Lead Capture Forms

Travel/Hospitality
• Live Hotel Reviews

• Real-Time Pricing

• Hotel Image Galleries

• Live Table Booking

• Live Seat Availability

Social/Messaging/
Gaming
• Live Game Statistics

• Live Odds

• Real-Time Profiles

• Live Message Threads

Productivity/Utilities/
Fitness
• Step Tracking

• Live Delivery Tracking

• SMS Alert Sign-Up

Cross-Vertical

AMP for Email: Use Cases By Industry

The following use-cases can all be delivered directly within the email using AMP:

• In-Email Preference Center      • In-Email Surveys      • Live Polls      • In-Email Unsubscribe
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2. Optimize Your Email with Intelligent  
and Predictive Capabilities

Over the past 15 years, the mobile revolution put a phone 
in every pocket, a major shift that helped to kick off the 
big data revolution and the focus on data-driven  
decision making. That, in turn, triggered a wave of 

advancement in applied machine learning (ML), allowing 

more and more manual processes to be improved and 

automated by brands.

For email marketers to stay competitive, they need to 
embrace this new reality to automate, personalize, and 
optimize their email programs in an ongoing way. That 

means using a new generation of intelligence features 

and predictive tools to ensure that each email they send 

reaches its full potential. Some key functionalities that email 

marketers should consider leveraging include:

Send-Time Optimization
Reach each recipient in their unique  

high-engagement windows

Channel Optimization
Automatically find better-performing channels  

for users who don’t engage with email

Campaign Optimization
Compare different email campaign variant  

performance and auto-deploy when a winner is found

Churn Prediction
Identify and target at-risk users with targeted  

email campaigns to boost retention

Purchase Prediction
Pinpoint users predisposed to make a purchase and 

engage them via email to increase revenue
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Lift in Average User Lifetime When Adding 
Additional Channels to Email

While we’ve already seen that email marketing significantly 

increases user retention, there’s more you can do to hold onto your 

users. So let’s examine the retention boost you can see when you 

go from email-only to email-plus-additional-channels:

Email is more than just a channel—it generates 

revenue, creates loyalty, and can serve as the 

foundation of a comprehensive marketing 

strategy. But while email is powerful, it isn’t 

an island...and one of the best ways to make 

the most of your existing email program 

is by complementing the emails you’re 

already sending with supplemental outreach 

channels. In fact, Braze research has found 

that using the right combination of channels 

in your campaigns can significantly increase 

user retention.

3. Bolster Email 
Campaign Results 
With Supplemental 
Channels

Increase in average  
user lifetime

44%

Increase in average  
user lifetime

60%

Increase in average  
user lifetime

92%

Email + Web Push:Email + Push:Email + SMS:

Increase in average  
user lifetime

96%

Increase in average  
user lifetime

2.5X

Increase in average  
user lifetime

4X

Email + Push + In-App 
Messages + Web Push:

Email + Push +  
In-App Messages:

Email + In-App 
Messages:
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Build Effective 
Messaging Across 
the Customer 
Lifecycle:  
The Braze Email 
Difference
If you want to make the most of your 
email marketing, it’s time to think 
about leveraging Braze. Our customer 
engagement platform allows email 
marketers to seamlessly orchestrate, 
personalize, and optimize every 
message they send, driving unique click 
rates that are 9X higher than industry 
benchmarks while provisioning relevant 
experiences and fostering strong 
customer relationships. From AMP for 
Email support to previews of emails 
across 90 different inbox types on 
various devices, Braze email has it all.
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Braze powers comprehensive email programs for some of 

the world’s largest and most innovative brands—and that 

means our platform is built to support swift, timely email 
marketing at a massive scale. Today we send more than 

15 billion emails each month, leveraging responsive cloud 

infrastructure to scale as needed in response to the needs of 

our customer base. 

The importance of speed at scale cannot be overestimated 

as consumers’ expectations for on-demand, hyper-

personalized communications continue to increase. 

Thankfully, our flexible, elastic architecture and support for 

in-the-moment data streaming means that Braze is uniquely 
positioned to handle the size, volume, and speed-related 
needs of today’s most ambitious email marketers.

730 Million Emails Delivered on Cyber 
Monday 2020 (With 100% Uptime)

15+ Billion Emails Powered by the  
Braze Platform Each Month

137 Billion Emails Sent by Braze 
Customers Around the Globe in 2020

Braze Email: Exceptional Speed and Scalability
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The value of customer data decays with every second 
that passes after it’s created. But because most ESPs are 

built on batch processing, they can’t talk efficiently to other 

systems, making out-of-date information all but inevitable 

and hurting your ability to effectively use the data at your 

disposal to support more effective email marketing.

Braze is built to solve that problem. Architected on a 

foundation of in-the-moment streaming data, the Braze 

platform makes it possible to pull information in from other 

technologies and your own internal systems in real time to 

support your email program, then get timely feedback on the 

results of your efforts, creating a powerful data feedback 
loop that can power ongoing optimization and  
exceptional results.

Braze Email: What True Data Agility Looks Like

Interactive feedback loop
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INTRODUCTION
Powerful, In-The-Moment Personalization

With Braze email, 1:1 and one-to-many personalization are 
effortless. Powered by streaming data, our dynamic audience 

segmentation capabilities means no outdated lists, no additional 

queries—just precise, real-time audiences that you can build 

directly in Braze. By taking advantage of our support for 

Liquid personalization and our nuanced, real-time campaign 

interaction data, you can easily tailor every email you send to 

the intended recipient, highlighting everything from customer 

names and location-specific promotions to highly relevant 

recommendations and offers based on previous engagement.

Looking to take things even further? The Braze platform’s 

Connected Content dynamic personalization feature and our 

Movable Ink integration make it possible to provide recipients 

within eye-catching, always up-to-date emails informed by 

data from your own systems, partners, or public APIs. Plus, 

our Intelligent Channel selection feature ensures that you’re 

sending messages to people who prefer email to other 

channels, boosting the impact of your email messaging.
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Liquid

Liquid + Dynamic Content
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Email marketers can easily build triggered, automated 

customer messaging journeys with Braze Canvas, our drag-

and-drop user journey management feature. Link together 

different messages into an organic, responsive flow; leverage 

its testing capabilities to compare two message variants or 

even two different messaging channels at every stage of the 

customer journey; and easily tweak and adjust your multi-part 

campaigns to get the most out of every message.

Even better? Like everything in the Braze platform, Braze 

Canvas was architected to be both channel agnostic and 

naturally cross-channel. That means that all the powerful 

data, segmentation, orchestration, and personalization tools 

we provide can be used in your email marketing, but also 

for any message in any channel at any time. It’s powerful, 
effective, and makes for a better brand experience for the 
people receiving your emails.

Braze Email: Seamless Customer  
Journey Management
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Braze Email Playbooks

Looking to boost the impact of your email program by leveraging supplemental messaging channels, 
but not sure where to start? Check out these “email-plus” playbooks for tips, metrics, and more for 

expanding your channel mix and boosting your customer engagement results.

1. Email + Web

It’s for you if...

Your brand’s website is central to your customer 

engagement efforts, but you also have an email program 

that’s successfully engaging your audience.

Keep in mind that...

Not every web visitor is necessarily an email subscriber (and 

vice versa), so make sure that each message can both stand 

on its own and work in concert with your overall engagement 

flow. Consider using Braze Canvas to test and optimize your 

email and web flow for these different segments over time.

Done right, this combination* can drive a...

Increase in Sessions Per User (Email + Web Push) 

Increase in Purchases Per User (Email + Web Push)

Increase in Average User Lifetime  
(Email + Web Push)

9%

5.1X

92%

*Compared to users who received only emails

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
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3. Email + Mobile

It’s for you if...

You’ve got an active email audience that drives significant 

engagement, but you also have a mobile app that’s a key part 

of your brand experience.

Keep in mind that...

Different mobile messages channels have different strengths 

and weaknesses. Depending on your brand’s specific 

marketing goals, it may make more sense to leverage push 

notifications versus in-app messages in tandem with email 

for a given campaign (or vice versa) to see the best results.

Done right, this combination* can drive a...

Increase in Sessions  
Per User (Email +  
Push + In-App  
Messages)

5.6X

Increase in Average  
User Lifetime (Email  
+ Push + In-App 
Messages)

2.5X

Increase in Purchases  
Per User (Email +  
Push + In-App  
Messages)

5.1X

Increase in Customer 
Lifetime Value (Email  
+ In-App Messages)17%

*Compared to users who received only emails

2. Email + SMS

It’s for you if...

Your brand doesn’t have a mobile app, but you need 

an effective way to deliver both in-depth and urgent 

communications in tandem as part of your  

marketing strategy.

Keep in mind that...

Both email and SMS reach users outside the boundaries 

of a web or app experience. To ensure that this outreach is 

impactful, not overwhelming, consider using frequency caps 

and exception events to manage send volumes.

Done right, this combination* can drive a...

Increase in Sessions Per User (Email + SMS)

Increase in Purchases Per User (Email + SMS)

Increase in Repeat Buyers (Email + SMS)

44%

7.1X

97%

*Compared to users who received only emails

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/articles/whats-frequency-capping
https://www.braze.com/resources/articles/what-are-exception-events-anyway
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During the COVID-19 pandemic, global design community Canva wanted to 

reach more users faster—with content tailored to their location and interests, 

in 20 different languages. It increased its audience volume from 30 million 
to 50 million, while maintaining a 99% email deliverability, boosting open 

rates by 33%, and platform engagement by 2.5%.  

How Canva’s Email Strategy  
Increases User Engagement

CANVA CASE STUDY

Increase in Email  
Open Rates

33%

Increase in Platform 
Engagement for Their 

Millions of Users

2.5%

Deliverability While 
Doubling Down on  

Email Volumes

99%

Read the full case study here.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/customers/canva-case-study?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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Within months of migrating their email and other messaging channels to 

Braze, Pizza Hut stood up an incredibly complex multi-armed bandit (MAB) 

machine learning multivariate test that couldn’t have been supported by their 

previous platform. Thanks to the ease of loading data into Braze, the flexibility 

of the Braze platform’s Canvas customer journey builder, and the ability to 

build multi-faceted dynamic logic through Liquid, the team was able to build 
and launch highly targeted emails with hundreds of variants as part of a 

cross-channel program, then auto-updated their email strategies in real time. 

Pizza Hut Drives a 21% Increase in Revenue  
With Email and Machine Learning

PIZZA HUT CASE STUDY

Increase in Transactions

30%

Increase in Revenue

21%

Increase in Profit

10%

Read the full case study here.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/customers/pizza-hut-case-study?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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By leveraging a thoughtful program of Braze-powered segmentation 

connected with the brand’s email messaging, Birchbox was able to move 

away from generic email content and toward a diverse, more personalized 

strategy that spoke to customers based on where they were in their journey 

with the brand. The team also began using Canvas, the Braze platform’s 

customer journey builder, and Braze Content Blocks to power more 

personalized messages. Combined with an A/B testing program for subject 
lines and email templates, this effort yielded a data-driven, much more 
targeted email messaging strategy.

Birchbox Boosts Conversions 25% With  
New Email Segmentation Strategy

BIRCHBOX CASE STUDY

Increase in Email 
Open Rates16% Increase in Email 

Conversions25%

Read the full case study here.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/docs/user_guide/engagement_tools/templates_and_media/content_blocks/
https://www.braze.com/customers/birchbox-boosts-conversions-25-with-new-email-segmentation-strategy
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App-based medical provider Babylon, which enables remote consultations 

with doctors via its app, saw an opportunity to use the Braze platform’s 

support for AMP for Email to showcase its Healthcheck feature—which asks 

questions about users’ lifestyle and then generates a report with ideas on how 

to better their health—in a memorable, interactive way. The brand tested three 

versions of their message: One email that was coded with CSS, one created 

with AMP for Email, and a non-interactive version. By focusing on customer 
interaction first, the health tech company achieved high engagement rates 
and paved the way for future campaigns.

Babylon Pioneers AMP for Email to  
Achieve a 20% Increase in Engagement

BABYLON CASE STUDY

Higher Click 
Through Rate (CTR) 
for Interactive Emails

56%
Increase in  
Healthcheck 
Completion

20%

Read the full case study here.

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/articles/reimagining-your-email-with-amp-and-how-to-set-your-team-for-success
https://www.braze.com/customers/babylon-health-case-study?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot


Get in touch to learn more
BRAZE.COM/CONNECT-WITH-SALES

Conclusion
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Email is the foundation of modern customer 
engagement. And like any good foundation, it’s at 
its best when you use it as something to build on.

By reinforcing the success of your email campaigns with the right mix of supplemental 

channels and marketing automation tools, it’s possible to provide your customers with 

brilliant experiences, message by message and channel by channel.

Interested in finding the right mix of channels to add to your email program? Check out 

the Braze guide to messaging channel expansion to get started.

Get in touch to learn more
BRAZE.COM/CONNECT-WITH-SALES

https://www.braze.com/connect-with-sales?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review
https://www.braze.com/resources/reports-and-guides/brilliant-experiences-channel-by-channel?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
https://www.braze.com/resources/reports-and-guides/cross-channel-messaging
https://www.braze.com/connect-with-sales?utm_source=gated_content&utm_medium=guide&utm_campaign=fy22-q3-global-email_guide_reboot
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Methodology

For this analysis, Braze pulled anonymized and aggregated behavioral data from over 770 brands 
across our US, APAC, and EU clusters to analyze app activity, message engagement, and purchasing 
trends by industry. 

These statistics span January 1–December 31, 2020 and include data from over 5 billion user profiles and 56 sub-

industries. The raw data has been cleaned using volume and company count checks so that no one brand or group of 

brands is over-represented. For all purchase- and messaging-related stats, only brands tracking the relevant information 

have been included so as not to skew the analysis. 

https://www.braze.com/?utm_source=braze&utm_medium=owned-content&utm_campaign=fy22-q1-global-customer_engagement_review&utm_content=2021_customer_engagement_review



