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Data is the 
lifeblood of 
successful 
marketing.

Companies that can harness the 
power of data are tomorrow’s 
winners. At Acoustic, we believe 
deeply in the importance of putting 
data into context to help companies 
quickly determine which marketing 
messages are resonating and which 
strategies are outpacing the market. 

The 2019 Marketing Benchmark 
Report examines email and mobile 
marketing messages sent by 
thousands of brands in 2018 to 
establish industry standards on 
customer engagement, delivery 
and subscriber churn. Our analysis 
uncovers trends and benchmarks 
than can help you optimize your 
audience outreach. Use this 
valuable information to compare 
how your campaigns are performing, 
see where to focus your efforts and 
build your case for more investment.

INTRODUCTION 
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How to interpret and 
apply the data  
This report presents email and 
mobile marketing data by industry 
and geography, including select 
year-over-year comparisons. The 
report allows you to form a snapshot 
of where your programs are performing 
very well, average or below your 
peers. If you feel your campaigns are 
underperforming, we offer tips to help 
you improve.

Use these benchmarks to uncover 
opportunities and to make the case for 
necessary budgets and resources to 
advance your marketing initiatives. 

In addition, many of the metrics are 
available via Assistant, the AI-powered 
data analytics and insights tool in our 
Campaign solution. Simply ask: “Show 
me benchmarks” to access the insights 
you need.

Aim higher 
Typical benchmark reports focus on 
“average” marketing metrics — in other 
words, mean (or median) figures. As 
we like to say, however, “average” is 
the new bottom. If you want to create a 
world-class email or mobile marketing 
program, we encourage you to compare 
your results to the best performers, 
as indicated by top quartile numbers 
where available.

Use the report as  
a starting point 
This report examines “process” 
metrics, which measure message-
centric activity, such as opens and 
clicks. Understanding how your email 
and mobile programs compare to 
these process metrics is an important 
part of benchmarking — but should be 
just the beginning. 

“Output” or “success” metrics — such 
as revenue, leads generated, cost 
savings, order size and number of 
downloads — measure how well your 

INTRODUCTION 

marketing campaigns deliver against 
your company’s business goals. It is 
critical to understand and analyze both 
types of metrics to improve overall 
program performance. 

As always, we believe that while this 
report is a good starting point, make 
sure to benchmark against your own 
program — previous years, types 
of emails, sister brands and more 
— so that you’re performing true 
apples-to-apples comparisons for your 
business and your efforts.

New in this year’s report
New to this year’s report is the 
Insights Inbox, a section featuring 
year-over-year metrics across all 
channels and noteworthy trends that 
caught our attention. We’ve also 
launched an interactive tool enabling 
you to input a few key metrics and 
receive a side-by-side comparison with 
others in your region.

When data permits, we provide 
metrics for 20 different industries. 

This year we’ve made two changes to 
our industry segments. Automotive is 
presented as its own industry for the 
first time. And we’ve merged Consumer 
Services into the Consumer Products & 
Services industry.

Additional resources 
At the end of this report you’ll find 
a glossary explaining various terms 
along with a list of resources that can 
help you learn more about key issues 
affecting email and mobile marketing 
program performance. There’s also a 
list of industry category definitions 
you can use to determine your vertical 
group for the purposes of this study.
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Australia & New Zealand

United States

Continental Europe

Middle East & Africa

Asia Pacific

Latin America & Caribbean

Canada

United Kingdom & Ireland

India

Marketing benchmarks 
by geography

We analyzed various metrics from 
brands based in more than 40 
countries. Where applicable, metrics 
are reported as Overall and also by 
these 9 geographic regions: 

United States, Canada, United Kingdom 
& Ireland, Australia & New Zealand, 
Middle East & Africa, India, Latin 
America & Caribbean, Asia Pacific and 
Continental Europe. 

Where possible, we report data as:

• Median
• Mean
• Top quartile
• Bottom quartile

Once you’ve read the report, 
schedule a consultation 
and learn how to build smarter 
marketing campaigns.

INTRODUCTION 
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7 of the most 
noteworthy  
insights

For the first time, the Marketing 
Benchmark Report features a digest 
of year-over-year trend charts along 
with a few key metrics that caught 
our attention. Here are 7 of the most 
noteworthy insights from the world of 
email and mobile marketing.

INSIGHTS INBOX 
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INSIGHTS INBOX 
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* No Benchmark Report was issued in 2017 with metrics from 2016.

Open rates and 
click-through rates 
continue to grow
Since 2014, open rates and click-through 
rates (CTRs) have increased steadily each 
year — with the biggest jump in 2018.

The steady rise in rates are likely a 
combination of two factors: (1) brands are 
focusing more on list hygiene and high-
quality subscribers (perhaps due to the 
influence of various data- and privacy-
related regulations), and (2) messages 
are more relevant due to the increased 
use of behavior- and preference-based 
personalization and journeys.

Did you know?
Open rates climbed 14% and CTRs 
rose 19% between 2014-2018.
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INSIGHTS INBOX 
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Mean unique open rates (%)*Canada conquers
Canadian brands have long been strong 
performers relative to other regions, 
but since 2015 their open and click-
through rates have leapt ahead of 
brands from the US, UK & Ireland, and 
all other regions.

The likely primary driver is recipient 
re-permissioning and data hygiene 
efforts to comply with CASL (Canadian 
Anti-Spam Legislation), which was 
announced in 2014 and which went into 
effect in 2017. 
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INSIGHTS INBOX 

*No Benchmark Report was issued in 2017 with metrics from 2016.
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Mean click-through rates (%)US clicks  
get a kick
All major regions saw increases in 
click-through rates, but the US saw an 
impressive 20% YOY increase to 3.6% 
from 3.0% between 2018 and 2017.

A greater focus on content optimization 
for mobile devices and on-the-go users 
is a probable contributing factor.
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INSIGHTS INBOX 

Top quartile email opens-per-opener
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Corporate Services

Industrial Manufacturing
& Services

Media & Publishing

Retail & Ecommerce

Leisure, Sports
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Highest-performing industries Lowest-performing industries

4.2

3.4

3.4

2.0

1.9

1.9

Insurance emails 
on repeat
As a measure of the value of 
email content to a recipient, the 
opens-per-opener metric (pg. 16) 
measures the number of times a 
recipient opens the same message. 
The Insurance industry takes the 
repeat-opener crown by a huge 
margin with 4.2 opens per message 
(in the top quartile). This is more 
than double that of Leisure, Sports 
& Recreation, the industry with the 
lowest number of opens (in the top 
quartile) at 1.9 per message.

Many insurance-sourced emails likely 
relate to policy renewals, deadlines 
and other key and often personalized 
account information. The nature 
of this content probably leads to 
multiple opens and the need to 
frequently forward the message to a 
spouse or other family member.
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INSIGHTS INBOX 
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Mean click-through rates (%)Auto races  
to the top
This is the first year in which we provide 
metrics for the Automotive industry, 
and, wow, are the results impressive! 
Emails sent by brands in the Automotive 
industry clearly click with recipients, and 
the industry snatched the top spot in 
mean CTR.

After homes, automobiles are typically 
a consumer’s most expensive purchase. 
For many, autos are more than just a 
mode of transport; they are a lifestyle 
statement. Auto brands tend to send 
emails infrequently, but when they do, 
current owners and shoppers often 
click on relevant content, such as 
recommended service information, or 
browse a new model of interest.
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INSIGHTS INBOX 

Transactional - 2017

Transactional - 2018
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Non-transactional - 2018

Mean Top quartile
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43.8

73.4
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Transactional vs. non-transactional email open rates (%)Transactional 
messages attract the 
most engagement
Open rates for transactional emails 
dropped ever so slightly from 2017 to 
2018, but top quartile rates are still 
above 73% and mean is nearly 44% —  
20 percentage points higher than non-
transactional emails (promotional, 
newsletters, etc.).

The fact that these rates are relatively 
unchanged could indicate that 
consumers appear to value messages 
that are highly relevant and triggered 
by their own behavior. As the most 
engaged emails your brand will send, 
these emails should be owned and 
optimized by marketing for a  
superior customer experience 
and maximum promotional and 
revenue-generating opportunity.
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INSIGHTS INBOX 

Mobile email 
engagement  
powers down
What’s up with mobile emails? Not 
their engagement. Overall and across 
several of the largest geographic 
regions, the percentage of email 
recipients opening emails on mobile 
devices has declined. (It has grown 
just slightly in the US.) The application 
increasing in usage is largely webmail, 
such as Gmail or Yahoo.

This shift might simply be a result of 
consumers increasingly using their 
mobile devices more for general 
inbox maintenance (such as quickly 
identifying and deleting messages in 
which they have no interest) versus 
opening and engaging with the 
important messages via email clients 
on their laptop or desktop computer as 
well as via webmail.

Webmail MobileDesktop

Overall - 2018

2017

United Kingdom & Ireland - 2018

2017

Canada - 2018

2017

40.0 15.7 44.3

33.3 17.6 49.1

26.6 15.3 58.1

23.4 13.7 62.9

27.5 32.5 40.0

23.8 30.5 45.7

Client/device usage 2017 vs. 2018 (%) — selected geographies
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Are you 
delivering on 
your promise?

King of all email metrics, open rate is a 
foundational email metric that provides 
a simple measure of engagement. 
While not perfectly accurate due to 
image blocking, connection speed and 
other factors, open rate provides a 
comparative picture of how well your 
brand, its perceived value and even your 
subject lines translate into a recipient 
deciding to open (and hopefully read) 
your marketing communication. 

The greatest value of the open rate 
metric is that it serves as a longer-term 
internal benchmark that signals 
progress or problems with engagement. 

Benchmark your open rates to compare 
against your messages sent over time, 
but don’t rely on it as a holistic measure 
of message or campaign success. 

In this section:

Unique open rates by geography 17

Unique open rates by industry 18

Unique open rates by message type 19

Opens-per-opener by geography 20

Opens-per-opener by industry 21

EMAIL / OPEN RATES
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Canada is top at 61.3%, and Australia 
& New Zealand are a close second at 
59.8%, significantly outperforming all 
other regions for top quartile unique 
open rates. Across all regions, the overall 
mean and median unique open rates 
were 24.0% and 19.8% respectively. 

Canada has posted the highest mean 
and median open rates for several years, 
a likely result of companies adhering to 
the strict Canadian anti-spam (CASL) 
regulations that were announced in 2014 
and enacted in 2017. 

Interestingly, Canada’s mean open rate 
(37.2%) was higher than the top quartile 
rates in India (34.6%) and Latin America 
& Caribbean (36.3%).

61.3%
Unique open rates 
by geography
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EMAIL / OPEN RATES

   Top Bottom 
Open rate (Unique) Mean Median quartile quartile

Airlines & Transportation 32.4 28.7 61.3 9.9

Automotive 48.2 52.3 61.7 28.3

Banks & Financial Services 25.3 21.8 46.9 9.2

Computer Hardware & Telecommunications 34.8 27.0 69.0 10.4

Computer Software & Online Services 22.5 18.7 43.7 8.0

Consumer Products & Services 26.0 22.3 51.8 5.9

Corporate Services 23.0 19.7 46.4 5.7

Energy & Environmental 40.8 40.2 62.8 19.6

Food & Beverage 26.1 18.1 56.1 8.1

Hospitals, Healthcare & Biotech 26.4 22.5 51.2 8.9

Industrial Manufacturing & Services 26.3 20.5 54.0 7.8

Insurance 32.6 28.9 60.4 11.4

Leisure, Sports & Recreation 19.6 16.0 39.5 5.7

Lodging, Travel Agencies & Services 24.0 19.6 48.8 7.5

Marketing & Advertising 26.5 22.9 51.9 6.4

Media & Publishing 19.5 16.4 38.4 6.0

Nonprofits, Associations & Government 25.5 22.9 46.2 8.8

Real Estate, Construction & Building Products 28.1 22.4 53.9 11.2

Retail & Ecommerce 22.3 18.5 44.3 6.8

Schools & Education 28.0 21.5 59.4 5.8

48.2%
Unique open rates  
by industry
Two industries stood well above 
the others with mean unique open 
rates greater than 40%: Automotive 
at an amazing 48.2% and Energy & 
Environmental at 40.8%.

Unsurprisingly, the four industries 
with the lowest mean open rates —  
Media & Publishing (19.5%); Leisure, 
Sports & Recreation (19.6%);  
Retail & Ecommerce (22.3%); and 
Consumer Software & Online Services 
(22.5%) — are all B2C industries 
with reputations for sending a high 
frequency of messages.
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EMAIL / OPEN RATES

73.4%
Unique open rates 
by transactional vs. 
non-transactional 
message type
Transactional emails (order 
confirmations, hotel receipts, password 
resets, shipping notices, etc.) generated 
mean and median unique open rates 
of 43.8% and 43.9% respectively, and 
73.4% in the top quartile. 

Marketing must own transactional 
messages. Marketers need and have 
always worked closely with their 
counterparts in IT (Information 
Technology), but transactional 
messages are the emails that generate 
the most engagement with your brand 
and, therefore, should be created, 
distributed and managed by the email 
marketing team to ensure the greatest 
value and results.

Non-transactional

Transactional

Mean Median Top quartile Bottom quartile

43.8

43.9

73.4

13.9

23.8

19.7

47.6

6.9

Did you know?
Transactional messages are 
often opened at 2x the rate of 
non-transactional messages.
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1.6
Opens-per-opener 
by geography 

The overall mean opens-per-opener, 
defined as the average number of 
times that individual recipients 
open the same message. It measures 
the recurring value of the email’s 
content to recipients.

Messages sent by brands in Australia 
& New Zealand (2.0) and Canada (1.9) 
topped all regions and were well above 
the overall mean.

EMAIL / OPEN RATES
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EMAIL / OPEN RATES

4.2
Opens-per-opener 
by industry
At 4.2, the Insurance industry has the 
highest top quartile opens-per-opener 
— more than double that of Leisure, 
Sports & Recreation, the industry with 
the lowest number of opens at 1.9 per 
opened message.

Several of the industries with the highest 
number of opens-per-opener are either 
B2B or those with high-consideration 
products and services. This stands 
to reason as recipients likely receive 
fewer emails from brands in these 
industries but may forward them 
(incurring additional opens) or return 
more frequently to revisit important 
information and take action on the 
content in these messages. (Note: The 
lowest reading for this metric is 1.0.)

   Top Bottom 
Opens (Unique) Mean Median quartile quartile

Airlines & Transportation 1.8 1.5 2.8 1.3

Automotive 2.0 1.8 2.6 1.4

Banks & Financial Services 1.6 1.4 2.5 1.2

Computer Hardware & Telecommunications 1.9 1.6 3.0 1.3

Computer Software & Online Services 1.6 1.4 2.5 1.2

Consumer Products & Services 1.7 1.5 2.6 1.2

Corporate Services 2.0 1.5 3.4 1.3

Energy & Environmental 1.8 1.7 2.6 1.4

Food & Beverage 1.7 1.4 2.6 1.2

Hospitals, Healthcare & Biotech 1.9 1.5 3.0 1.3

Industrial Manufacturing & Services 2.0 1.6 3.4 1.2

Insurance 2.3 1.8 4.2 1.3

Leisure, Sports & Recreation 1.4 1.3 1.9 1.2

Lodging, Travel Agencies & Services 1.7 1.4 2.6 1.2

Marketing & Advertising 1.7 1.5 2.5 1.2

Media & Publishing 1.5 1.4 2.0 1.2

Nonprofits, Associations & Government 1.7 1.5 2.5 1.2

Real Estate, Construction & Building Products 1.7 1.5 2.4 1.3

Retail & Ecommerce 1.4 1.3 1.9 1.2

Schools & Education 1.8 1.5 2.9 1.2
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How do you 
measure 
engagement?

The click-through rate (CTR) measures 
recipient action (link clicks) in an email 
message. It’s a more revealing metric 
than the open rate as it’s primarily 
driven by the content, value and design 
of the message.

The click-to-open rate (CTOR), 
sometimes known as the “effective 
rate,” offers more insight on customer 
engagement than the CTR because it 
evaluates interest in content 
vis-a-vis the recipients who 
demonstrated initial interest in 
the message (by opening it). CTOR 
measures unique click-through rates 
as a percentage of unique messages 
opened instead of the total number of 
messages delivered.

In this section:

Click-through rates by geography 24

Click-through rates by industry 25

Click-through rates by message type 26

Click-to-open rates by geography 27

Click-to-open rates by industry 28

Click-to-open rates by message type 29

Clicks-per-clicker by geography 30

Clicks-per-clicker by industry 31

EMAIL / CLICK-THROUGH RATES
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The top quartile click-through rates 
for Australia & New Zealand, Canada, 
Continental Europe, and the UK & Ireland. 
Mean overall CTR is just under 4% while 
the median overall CTR is only 1.7%.
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by geography

EMAIL / CLICK-THROUGH RATES
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Click-through rates 
by industry
Mean CTRs for Automotive (10%)  
and Computer Hardware & 
Telecommunications (7.3%) are  
well above all other industries.  
The means of the lowest-performing 
industries are around 3%.

EMAIL / CLICK-THROUGH RATES

   Top Bottom 
Click-through (Unique) Mean Median quartile quartile

Airlines & Transportation 4.4 2.3 12.2 0.3

Automotive 10.0 9.5 18.9 2.2

Banks & Financial Services 3.1 1.6 8.8 0.2

Computer Hardware & Telecommunications 7.3 1.9 23.5 0.3

Computer Software & Online Services 4.1 1.5 12.8 0.2

Consumer Products & Services 5.6 2.2 16.1 0.2

Corporate Services 3.8 1.7 11.2 0.2

Energy & Environmental 6.5 4.7 15.5 0.9

Food & Beverage 4.1 2.0 11.5 0.4

Hospitals, Healthcare & Biotech 3.0 1.3 8.9 0.2

Industrial Manufacturing & Services 3.0 1.2 8.8 0.2

Insurance 5.3 2.4 15.2 0.3

Leisure, Sports & Recreation 3.8 1.5 11.4 0.2

Lodging, Travel Agencies & Services 3.7 1.5 11.1 0.4

Marketing & Advertising 4.5 2.0 13.0 0.2

Media & Publishing 3.1 1.7 8.5 0.3

Nonprofits, Associations & Government 2.8 1.1 8.6 0.1

Real Estate, Construction & Building Products 3.7 2.0 10.0 0.4

Retail & Ecommerce 3.0 1.6 8.2 0.3

Schools & Education 4.8 1.9 14.7 0.3

Acoustic tip
Don’t use generic copy for links like 
“Read More” or “Click Here.” Instead 
convey the benefit and value of 
clicking, such as:

• Download the “9 Investment Trends 
of 2019” report

• Check if Cheetah Runners are 
available in your size
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8.7%
Click-through rates 
by transactional vs. 
non-transactional 
message type
With a mean click-through rate of 8.7%, 
transactional emails easily outperform 
their non-transactional counterparts 
by 2.3 times at 3.8%. The CTR for top-
quartile transactional messages of 
28.1% is more than 2.5 times higher than 
the non-transactional (11.0%) 
top performers.

EMAIL / CLICK-THROUGH RATES

Non-transactional

Transactional

Mean Median Top quartile Bottom quartile

8.7

2.6

28.1

0.0

3.8

1.7

11.0

0.2

Acoustic tip
Use transactional messages to add 
value in the context of the customer’s 
transaction. Offer an incentive for a 
related purchase, invite buyers to review 
their purchases and join your loyalty club 
or link to how-to videos and user tips.

Did you know?
The CTR is mainly driven by  
the content, value and design  
of the message.
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United StatesUnited Kingdom
& Ireland
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& Africa

Latin America
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IndiaContinental
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CanadaAustralia &
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Mean and median overall click-to-
open rates (CTORs) were 14.1% (13.9% 
last year) and 10.0% (9.5% last year) 
respectively. Asia Pacific, Continental 
Europe and United Kingdom & Ireland 
were the top performing regions.

14.1%
Click-to-open rates 
by geography

EMAIL / CLICK-THROUGH RATES

Acoustic tip
The CTOR is a great metric for 
diagnosing design and copy 
shortcomings in your messages. Use 
the CTOR to isolate and uncover 
opportunities to optimize copy, layout, 
use of images and calls to action to 
increase the percentage of clicks.
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19.6%
Click-through  
rates by industry
Automotive had the highest mean 
(19.6%) and median (18.6%) click-to-
open rates (CTORs). Media & 
Publishing had the second highest 
mean CTOR at 18.6% and the highest 
top quartile rate at 47.7%. 

EMAIL / CLICK-THROUGH RATES

Acoustic tip
If your CTOR is subpar or merely 
average, try analyzing your actual 
clicks per link across several messages 
and look for patterns. Which factors 
do you associate with higher clicks? 
Does the type of link (such as call to 
action buttons, product images, text 
links), link location in the message, or 
message design drive more clicks?

   Top Bottom 
Click-to-open rate (Unique) Mean Median quartile quartile

Airlines & Transportation 11.6 8.9 25.7 1.9

Automotive 19.6 18.6 34.4 6.7

Banks & Financial Services 11.0 8.2 25.7 1.0

Computer Hardware & Telecommunications 14.6 8.3 37.6 1.8

Computer Software & Online Services 14.6 8.9 37.9 1.4

Consumer Products & Services 16.4 12.3 37.0 2.5

Corporate Services 14.7 10.8 33.6 2.2

Energy & Environmental 15.2 12.0 32.4 3.8

Food & Beverage 13.8 12.6 27.1 3.2

Hospitals, Healthcare & Biotech 10.7 6.8 27.2 1.0

Industrial Manufacturing & Services 11.0 7.6 26.4 1.6

Insurance 14.3 9.8 34.7 1.6

Leisure, Sports & Recreation 15.2 10.2 36.8 2.3

Lodging, Travel Agencies & Services 12.2 9.6 26.1 3.1

Marketing & Advertising 13.3 9.6 31.1 1.9

Media & Publishing 18.6 11.4 47.7 2.7

Nonprofits, Associations & Government 9.5 6.0 24.1 0.6

Real Estate, Construction & Building Products 13.3 10.7 29.5 1.7

Retail & Ecommerce 13.0 10.2 28.1 2.8

Schools & Education 14.9 10.5 35.4 2.0
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Acoustic tip
In addition to content that helps 
deliver a superior post-transactional 
experience, don’t forget to promote your 
various email programs and your other 
channels such as social media, SMS and 
a mobile application if you offer one.

Non-transactional

Transactional

Mean Median Top quartile Bottom quartile

17.0

8.3

48.9

0.0

14.1

10.0

33.3

2.0

Did you know?
The best time to interact with 
customers is when they are 
already engaged.

48.9%
Click-to-open rates 
by transactional vs. 
non-transactional 
message type
Top-quartile performers see nearly 
half (48.9%) of transactional messages 
clicked after being opened. Mean CTORs 
are only 3 percentage points higher for 
transactional emails at 17.0% versus 
14.1% for non-transactional messages.
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Clicks-per-clicker measures the 
average number of times a recipient 
clicks on links in the same message. 
While the number of links don’t 
necessarily correlate with user 
engagement, clicks-per-clicker can be 
a telling measure of content relevancy.

The overall mean clicks-per-clicker 
is 1.8, while United States (2.0) and 
Canada (2.0) have the highest  
among geographies.
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Acoustic tip
If your emails, such as content-heavy 
newsletters, have several links, then a 
clicks-per-clicker ratio is an important 
metric to track.

EMAIL / CLICK-THROUGH RATES

1.8
Clicks-per-clicker 
by geography
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2.7
Clicks-per-clicker  
by industry
Hospitals, Healthcare & Biotech (2.7 
clicks) and Nonprofits, Associations & 
Government (2.3) had the highest mean 
clicks-per-clicker across industries. 
The lowest mean for this metric (1.6) 
was reported in five of the industries 
tracked. (Note: The lowest reading for 
this metric is 1.0.)

EMAIL / CLICK-THROUGH RATES

   Top Bottom 
Clicks per clicker Mean Median quartile quartile

Airlines & Transportation 1.6 1.4 2.4 1.1

Automotive 1.7 1.6 2.5 1.2

Banks & Financial Services 1.6 1.3 2.8 1.0

Computer Hardware & Telecommunications 1.6 1.4 2.5 1.1

Computer Software & Online Services 1.8 1.4 3.2 1.1

Consumer Products & Services 1.9 1.5 3.3 1.1

Corporate Services 2.1 1.5 4.2 1.1

Energy & Environmental 1.6 1.4 2.6 1.1

Food & Beverage 1.8 1.5 2.9 1.2

Hospitals, Healthcare & Biotech 2.7 1.5 6.5 1.1

Industrial Manufacturing & Services 2.2 1.6 4.2 1.2

Insurance 2.0 1.5 3.9 1.1

Leisure, Sports & Recreation 1.6 1.4 2.5 1.0

Lodging, Travel Agencies & Services 1.7 1.5 2.8 1.1

Marketing & Advertising 1.7 1.4 2.9 1.1

Media & Publishing 1.9 1.6 3.2 1.2

Nonprofits, Associations & Government 2.3 1.7 4.5 1.2

Real Estate, Construction & Building Products 1.7 1.4 2.9 1.1

Retail & Ecommerce 1.9 1.4 3.5 1.2

Schools & Education 2.0 1.6 3.6 1.1

Acoustic tip
For content-focused newsletters, test 
combinations of the number of content 
links and formats (headlines, short 
snippets, comments, etc.) to optimize 
for more clicks.
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Email
Message size



Are your emails 
optimized for 
smartphones  
and tablets? 

With the proliferation of consumers 
checking their email on smartphones 
and the growing number of tablets 
connecting via cellular data or slow 
free WiFi, optimizing email marketing 
messages with proper design and coding 
continues to be important.

For optimal inbox deliverability 
placement rates, a general rule of 
thumb is to keep email message size 
between 15 kb and 100 kb. Emails that 
are above or below this message size 
are more likely to be identified as spam.

In this section:

Message size (kb) by geography 34

Message size (kb) by industry 35

EMAIL / MESSAGE SIZE
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Message size  
by geography

The overall mean message size was 
29 kilobytes (kb), and the largest 
message size quartile was 61.4 kb. Asia 
Pacific (21.0 kb) and India (23.7 kb) 
had the lowest mean size of messages, 
suggesting these messages likely had 
less copy and used simpler designs on 
average versus other regions.
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Acoustic tip
Message size isn’t as critical as it used to 
be thanks to cheaper mobile data plans 
and faster download speeds. But, it’s still 
important to optimize images so they 
load as quickly as possible and to use 
“bullet-proof buttons” — HTML behind 
images — so that key CTA buttons are 
seen even if images don’t load.

Message size  
by industry
Not surprisingly, due to their typical use 
of many images, Retail & Ecommerce 
(39.3 kb) and Lodging, Travel Agencies 
& Services (35.6 kb) had the largest 
mean message sizes.

EMAIL / MESSAGE SIZE

   Largest Smallest 
   messages messages 
   (Top (Bottom 
Message size (kb) Mean Median quartile) quartile)

Airlines & Transportation 33.8 23.9 75.0 10.9

Automotive 20.7 10.6 50.1 9.6

Banks & Financial Services 26.9 22.5 53.2 9.3

Computer Hardware & Telecommunications 28.6 23.7 53.3 11.6

Computer Software & Online Services 34.4 23.2 79.4 10.1

Consumer Products & Services 26.7 16.4 66.8 4.7

Corporate Services 34.2 24.2 76.5 10.4

Energy & Environmental 31.8 27.1 55.2 18.8

Food & Beverage 34.2 33.0 54.7 16.5

Hospitals, Healthcare & Biotech 21.5 17.1 40.1 10.9

Industrial Manufacturing & Services 27.5 21.1 56.4 9.6

Insurance 26.5 22.7 49.8 9.9

Leisure, Sports & Recreation 20.4 18.6 41.5 2.8

Lodging, Travel Agencies & Services 35.6 30.0 64.2 14.3

Marketing & Advertising 29.6 24.7 60.3 8.2

Media & Publishing 34.5 26.8 75.4 7.5

Nonprofits, Associations & Government 21.6 17.5 43.1 7.1

Real Estate, Construction & Building Products 33.3 27.1 61.5 15.8

Retail & Ecommerce 39.3 32.4 76.7 12.2

Schools & Education 21.2 18.0 40.6 7.8
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Email 
List churn rate



Are your emails 
engaging?

List churn metrics reveal recipient 
disengagement and discontent 
and also provide insights into your 
data-hygiene practices. 

Higher-than-average hard bounce  
rates may indicate you are not 
eliminating bad email addresses 
vigorously enough at opt-in or  
making it easy for subscribers to 
update their email address.

Rising unsubscribe rates might  
indicate that your email program 
doesn’t match subscriber  
expectations when they signed up. 
If your unsubscribe rate rises over 
time or remains constant while spam 
complaints increase, your unsubscribe 
process might need revamping.

In this section, the bottom quartiles 
have the highest rates.

In this section:

Hard bounce rates by geography 38

Hard bounce rates by industry 39

Unsubscribe rates by geography 40

Unsubscribe rates by industry 41

Complaint rates by geography 42

Complaint rates by industry  43

EMAIL / LIST CHURN RATE
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Most brands in regions around the 
world are seeing hard bounce rates 
within a close range of the overall 
mean rate of 0.50%. Australia & New 
Zealand had the highest mean at 
0.86%. Their bottom quartile rate was 
almost 4X higher at 3.34%.

Hard bounce rates 
by geography

Mean Bottom quartile
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Acoustic tip
If your hard bounce rates are much 
higher than the mean rates, consider 
using address validation techniques 
during opt-in to reduce faulty addresses 
from getting into your database.

EMAIL / LIST CHURN RATES
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Hard bounce rates  
by industry
Unlike the regional data, mean hard 
bounce rates vary widely by industry, 
from a low of 0.16% for Media & 
Publishing companies to a high of 1.01% 
for Consumer Products & Services 
organizations. These differences are 
likely a simple result of frequency.

It’s not uncommon for Media & 
Publishing companies to send emails at 
a relatively high frequency of five times 
per week (or more), whereas many 
other industries may only send a few 
broadcast messages in an entire month. 

Sending emails more frequently results 
in lower hard bounce rates per message, 
though the total amount may be more 
or the same as other industries.

EMAIL / LIST CHURN RATES

  Bottom 
Hard bounce rate Mean quartile

Airlines & Transportation 0.44 1.75

Automotive 0.42 1.60

Banks & Financial Services 0.55 2.15

Computer Hardware & Telecommunications 0.92 3.49

Computer Software & Online Services 0.53 2.06

Consumer Products & Services 1.01 3.87

Corporate Services 0.89 3.34

Energy & Environmental 0.66 2.37

Food & Beverage 0.26 1.03

Hospitals, Healthcare & Biotech 0.36 1.41

Industrial Manufacturing & Services 0.41 1.54

Insurance 0.81 3.07

Leisure, Sports & Recreation 0.62 2.48

Lodging, Travel Agencies & Services 0.39 1.51

Marketing & Advertising 0.91 3.54

Media & Publishing 0.16 0.61

Nonprofits, Associations & Government 0.17 0.68

Real Estate, Construction & Building Products 0.48 1.86

Retail & Ecommerce 0.31 1.23

Schools & Education 0.47 1.82
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The overall mean unsubscribe rate is 
0.11%, with Asia Pacific (0.04%) and 
India (0.06%) having the lowest rates. 
At 0.22%, the Middle East & Africa 
region was the only region that was 
significantly higher than the overall 
mean rate.
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Unsubscribe rates 
by geography

EMAIL / LIST CHURN RATES

Did you know? 
Improving your unsubscribe rate just 
0.1% would save 1,000 subscribers 
every time you send to a database 
of 1 million people. That’s more than 
200,000 contacts retained over a year 
if you send four emails per week.
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Unsubscribe rates 
by industry
Mean unsubscribe rates vary widely 
by industry, from a low of 0.05% for 
Energy & Environmental companies 
to a high that’s 4X greater at 0.20% 
for Real Estate, Construction & 
Building Products companies.

  Bottom 
Unsubscribe rate Mean quartile

Airlines & Transportation 0.07 0.27

Automotive 0.12 0.46

Banks & Financial Services 0.11 0.42

Computer Hardware & Telecommunications 0.08 0.27

Computer Software & Online Services 0.13 0.44

Consumer Products & Services 0.14 0.49

Corporate Services 0.16 0.56

Energy & Environmental 0.05 0.22

Food & Beverage 0.10 0.29

Hospitals, Healthcare & Biotech 0.10 0.39

Industrial Manufacturing & Services 0.11 0.38

Insurance 0.13 0.45

Leisure, Sports & Recreation 0.11 0.41

Lodging, Travel Agencies & Services 0.12 0.38

Marketing & Advertising 0.18 0.60

Media & Publishing 0.07 0.24

Nonprofits, Associations & Government 0.10 0.32

Real Estate, Construction & Building Products 0.20 0.64

Retail & Ecommerce 0.08 0.26

Schools & Education 0.16 0.54
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The overall mean spam complaint 
(“abuse”) rate is 0.015% and ranges 
from a low of 0.003% in India to a high 
of 0.021% in Middle East & Africa.

Higher than normal spam complaint 
rates may mean you are being 
overly aggressive with your offers 
and frequency or have a significant 
disconnect between expectations 
created during opt-in and the content 
and value of your messages.
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Complaint rates  
by industry
Airlines & Transportation companies 
had the lowest mean abuse rates 
at 0.005%. Marketing & Advertising 
(0.026%), Automotive (0.025%) and 
Real Estate, Construction & Building 
Products (0.021%) had the highest 
mean complaint rates.

  Bottom 
Complaint rate Mean quartile

Airlines & Transportation 0.005 0.018

Automotive 0.025 0.098

Banks & Financial Services 0.015 0.061

Computer Hardware & Telecommunications 0.010 0.039

Computer Software & Online Services 0.014 0.054

Consumer Products & Services 0.017 0.066

Corporate Services 0.016 0.063

Energy & Environmental 0.013 0.054

Food & Beverage 0.015 0.044

Hospitals, Healthcare & Biotech 0.010 0.041

Industrial Manufacturing & Services 0.014 0.056

Insurance 0.019 0.076

Leisure, Sports & Recreation 0.016 0.064

Lodging, Travel Agencies & Services 0.014 0.054

Marketing & Advertising 0.026 0.100

Media & Publishing 0.012 0.047

Nonprofits, Associations & Government 0.014 0.052

Real Estate, Construction & Building Products 0.021 0.082

Retail & Ecommerce 0.015 0.055

Schools & Education 0.014 0.057

Acoustic tip
If your complaint rate is consistently 
higher than average, consider adding  
an extra unsubscribe link at the top  
of your email templates.
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Client usage and engagement



How are you 
segmenting your 
subscribers?

Tracking and understanding the mix 
of devices and email client types that 
your subscribers are using to read your 
emails should be a staple of all email 
marketers. While these splits across 
your entire database will not likely 
change much year to year, there can 
be significant differences across users 
based on their location, demographics, 
engagement and overall value.

Having a detailed understanding of 
whether a segment of your subscriber 
base has a higher use of desktop email 
clients, for example, means you may 
need to tweak your template to ensure 
optimal rendering of your emails in 
Outlook™ and Lotus Notes®. 

Further, identifying customers based 
on whether they are highly engaged 
with your emails — for example, 
those who read 8 seconds or more 
(the read rate) — can uncover further 
opportunity for targeting or follow-on 
triggered messages.

In this section:

Client device usage by geography 46

Client device usage by industry 47

Engagement rates by geography 48

Engagement rates by industry 49

EMAIL / CLIENT USAGE AND ENGAGEMENT
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Webmail MobileDesktop

Overall

Asia Pacific

Australia & New Zealand

Canada

Continental Europe

India

Latin America & Caribbean

Middle East & Africa

United Kingdom & Ireland

United States

40.0 15.7 44.3

32.5 19.3 48.2

45.6 18.4 36.0

27.5 32.5 40.0

46.2 14.1 39.6

61.8 9.1 29.0

46.2 7.2 46.6

61.2 16.8 22.0

 26.6 15.3 58.1

33.8 16.9 49.3

44.3% 
Client device usage  
by geography
A surprise this year was the material 
decline in mobile email readership 
across all geographies, down to 44.3% 
from 49.1% last year.

Webmail was the beneficiary of this 
change, increasing to 40.0% from 
33.3% last year. Overall desktop 
usage declined about two percentage 
points to 15.7% from 17.6%.

The United Kingdom & Ireland 
region has had the highest mobile 
readership since we’ve been tracking 
this metric, and this year is no 
different at 58.1%. Though this is a 
decline from 62.9% last year, it is 2.5 
times that of mobile readership in 
the Middle East & Africa (22.0%). 

Desktop usage remains the highest 
in Canada at 32.5%, an increase 
from 30.5% last year. Latin America 
& Caribbean had the lowest level of 
desktop usage at 7.2%. 

Acoustic tip
It’s important to track not just the 
devices and email clients that your 
subscribers use to read your emails, 
but to drill down into your different 
customer segments. Can you uncover 
any correlations between low or high 
engagement and conversions based on 
the segments reading your emails?

EMAIL / CLIENT USAGE AND ENGAGEMENT
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Airlines & Transportation

Automotive

Computer Hardware & Telecommunications

Corporate Services

Food & Beverage

Industrial Manufacturing & Services

Insurance

Leisure, Sports & Recreation

Marketing & Advertising

Media & Publishing

Nonprofits, Associations & Government

Real Estate, Construction & Building Products

Retail & Ecommerce

44.3 14.7 41.0

30.2 16.8 52.9

42.9 11.2 48.8

35.1 17.4 47.6

38.7 16.3 45.1

34.1 40.3 25.6

14.5 67.5 18.0

39.2 12.7 48.1

37.3 18.3 44.4

34.3 14.1 51.5

Webmail MobileDesktop

41.1 19.6 39.3

18.8 37.4 43.8

35.2 15.6 49.2

52.9% 
Client device usage 
by industry
Mobile readership across industries 
ranged widely from a high of 52.9% 
for Automotive to a low of 18.0% 
for Insurance.

Insurance (67.5%) and Industrial 
Manufacturing & Services (40.3%) 
had the highest desktop usage, 
while Airlines & Transportation 
(44.3%) and Computer Hardware & 
Telecommunications (42.9%) saw  
the highest use of webmail services.
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Read Skimmed Glanced

Overall

Asia Pacific

Australia & New Zealand

Canada

Continental Europe

India

Latin America & Caribbean

Middle East & Africa

United Kingdom & Ireland

United States

68.7 18.8 12.5

70.3 17.6 12.2

75.6 14.4 10.0

75.1 15.3 9.5

17.7 11.6

70.5 17.4 12.1

67.8 19.4 12.8

70.5 17.0 12.5

67.0 20.5 12.5

66.9 19.9 13.2

70.7

Engagement rates 
by geography
Overall, nearly 7 out of 10 (68.7%) 
emails tracked were classified as 
read, followed by skimmed (18.8%) 
and glanced (12.5%). Australia & New 
Zealand (75.6%) and Canada (75.1%) 
have the highest read rates and the 
lowest glanced rates across the regions.

Engagement rate, often called read 
rate, measures how long a recipient 
reviews or interacts with an email at 
three different time intervals:

• Read: 8 or more seconds 

• Skimmed: 2 to 8 seconds 

• Glanced or deleted: less than 
2 seconds

Acoustic tip
Ensure emails are visually interesting 
to compel recipients to read the entire 
email and take action. 
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Overall

Airlines & Transportation

Automotive

Banks & Financial Services

Computer Hardware & Telecommunications

Computer Software & Online Services

Consumer Products & Services

Corporate Services

Energy & Environmental

Food & Beverage

Hospitals, Healthcare & Biotech

Industrial Manufacturing & Services

Insurance

Leisure, Sports & Recreation

Lodging, Travel Agencies & Services

Marketing & Advertising

Media & Publishing

Nonprofits, Associations & Government

Real Estate, Construction & Building Products

Retail & Ecommerce

Schools & Education

Read Skimmed Glanced

68.7 18.8 12.5

70.2 17.7 12.1

70.1 19.4 10.5

70.7 16.6 12.7

68.8 19.9 11.3

70.9 16.6 12.4

81.6 9.5 8.8

72.6 17.0 10.3

76.3 15.5 8.1

61.1 22.7 16.2

58.1 30.5 11.5

63.2 21.2 15.6

83.1 9.2 7.8

67.7 19.0 13.4

80.9 11.6 7.5

66.3 20.0 13.7

65.7 19.6 14.7

60.3 23.8 15.9

64.3 20.6 14.9

63.4 21.6 15.0

72.6 14.8 12.6

Engagement rates 
by industry
Insurance (83.1%) and Consumer 
Products & Services (81.6%) had 
the highest read rates. Hospitals, 
Healthcare & Biotech (58.1%) 
and Nonprofits, Associations & 
Governments (60.3%) had the  
lowest read rates.
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Mobile
Push and SMS



Are you meeting 
your audience  
where they are?

Whether you’re just getting started 
with mobile marketing or are well  
down the path with SMS and/or  
mobile push, use the benchmarks in 
this section to make the case for more 
mobile marketing resources and to 
help set targets for improvement. 

If you’re focused on a single 
channel, use these metrics to start 
a conversation with your peers who 
manage other channels about how 
to pursue a multichannel marketing 
approach to deliver more effective 
experiences. This approach enables 
marketing teams to accommodate 
individual customers on various 
channels where they may be  
more engaged.

In this section:

Mobile push open rates by type 52

Mobile app inbox message 53

SMS delivery rates by geography 54

SMS and mobile app push 55

MOBILE / PUSH AND SMS
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Mobile push open 
rates simple push 
notifications vs. 
inbox message
Open rates on simple push 
notifications (those messages that 
appear on a smartphone’s home 
screen) see a 4.9% open rate on 
average. Push notifications have 
relatively low open rates as compared 
to email open rates because their 
content — such as a flight delay, 
package shipping status, breaking 
news — often don’t require further 
action by the recipient.

At 22.1%, mobile inbox messages  
are opened at rates similar to that  
of email messages.

Simple push notification

Inbox message

4.9

22.1

Acoustic tip
Consider creating content similar  
to the preview text in emails — 
supplementing the headline 
and providing additional value 
and reasons to drive a user to 
click-through for more information.

MOBILE / PUSH AND SMS

Simple push notification Mobile inbox message indicator
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Mobile inbox message open rate

Email open rate

Mobile inbox message interaction rate

Email click-through rate

Mobile inbox open interaction rate

Email click-to-open rate

22.1

24.0

5.3

3.8

23.9

14.1

23.9%
Mobile inbox 
vs. email — a 
comparison of  
key metrics
Similar to the email CTOR, the mobile 
inbox open interaction rate (23.9%) 
measures the percentage of mobile 
inbox messages that are opened and 
lead to user action (such as click, click 
to call and open app).

The mobile inbox message open rate, 
analogous to the email open rate, 
is 22.1%. The mobile inbox message 
interaction rate, which corresponds to 
the email click-through rate, is 5.3%.

Acoustic tip
Users engage at high levels with 
mobile inbox messages, and yet a high 
percentage of brands with mobile apps 
don’t include this functionality. Similar 
to emails, these inbox messages provide 
brands with a much larger canvas to 
convey both text and image-based 
content to users.

MOBILE / PUSH AND SMS
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Colombia

Peru

United States

Australia

UAE

Mean

Median

Brazil

United Kingdom

Chile

India

Saudi Arabia

99.8

99.8

93.6

81.6

79.5

77.5

76.5

68.1

66.5

62.4

80.9

83.8

SMS delivery rates  
by country
The mean and median SMS delivery rate 
across various countries is around 80%, 
but rates range widely from a mediocre 
62.4% to an almost perfect 99.8%.

Did you know?
Sender reputation and practices 
greatly affect email delivery. However, 
SMS delivery rates are fundamentally 
driven by the carriers in each market.

MOBILE / PUSH AND SMS
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Mean

Median

SMS Push

233

177

36

39

Acoustic tip
Regardless of your mobile message 
cadence, align your marketing efforts 
with the advantages offered by SMS 
and mobile push channels — and 
make sure you use them in concert for 
the greatest impact on engagement.

SMS and mobile 
app push — average 
monthly cadence
Based on the median, brands 
are sending SMS (36) and push 
notifications (39) at roughly the same 
cadence on a monthly basis. Based on 
the mean, however, brands are sending 
43% more SMS messages (253) than 
push notifications (177).

MOBILE / PUSH AND SMS
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Resources
Campaign overview
Explore how Campaign can help you create 
personalized customer experiences.

Mobile Marketing overview
Learn how to boost engagement and 
conversions wherever your customers are.

Interactive marketing benchmark tool 
How do you stack up? Use our interactive 
tool to see how your metrics compare to 
others in your region.

2019 Marketing Benchmark Report webinar
Watch and learn how to use this data  
to map strategies and tactics to boost  
your programs.

RESOURCES, METHODOLOGY, AND GLOSSARY
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This study analyzed email and mobile 
marketing messages deployed during 
2018 by thousands of clients that use 
our marketing solutions. 

For email marketing metrics, a broad  
set of email message types were 
included in the study — from 
promotional emails and content-
based newsletters to notifications 
and transactional messages. SMS 
and push messages analyzed were 
primarily promotional in nature but also 
included transactional and customer 
service-related notifications. 

Researchers analyzed various metrics 
from brands based in more than 40 
countries. Email marketing metrics are 
reported as Overall and, where possible, 
1) by 9 geographic regions: United 
States, Canada, United Kingdom & 
Ireland, Australia & New Zealand, Middle 
East & Africa, Continental Europe, Latin 
America & Caribbean, Asia Pacific, and 
India; and 2) by 20 different industries.  

RESOURCES, METHODOLOGY, AND GLOSSARY

Reporting the findings
Many (not all) charts feature statistics 
that include the mean, median, and top 
and bottom quartiles. The mean is the 
average of all numbers and is calculated 
by adding together all of the numbers in 
a set and then dividing the sum by the 
total count of numbers. The statistical 
median is the middle number in a 
sequence of numbers and is identified 
by organizing each number in order  
by size; the number in the middle is  
the median. 

The bottom quartile is the number 
below which lies the lowest 25 percent 
of the data. The top quartile has 75 
percent of the data below it and the top 
25 percent of the data above it.

Methodology
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Glossary
Click-through rate (CTR) 
Measures the percentage of email 
messages that drew at least one click 
within the email. For this study, it is 
expressed as unique click-through rate, 
counting only one click per recipient. 
To calculate the click-through rate, 
divide the number of emails identified as 
registering at least one unique click by 
the total number of delivered messages 
and multiply by 100.  

Click-to-open rate (CTOR) 
Measures the percentage of opened 
messages that recorded at least one 
click. To calculate, divide the number 
of emails identified as registering at 
least one unique click by the number of 
opened messages and multiply by 100.

Clicks-per-clicker
The number of times a recipient clicks 
on links in the same message.  

Hard bounce 
A message that generates a permanent 
delivery failure because the recipient’s 
address doesn’t exist or the account  
was closed.

Hard bounce rate 
The percentage of sent messages that 
failed (bounced) because the address 
doesn’t exist or the account was closed. 
To calculate, divide the total number of 
bounced messages by the total number 
of emails sent and multiply by 100.

Inbox message interaction rate (push)
The percentage of any post-open 
interactions taken by a user on a mobile 
application inbox message. These 
interactions include clicks, click to call 
and open app.

Inbox message open rate (push)
The unique number of times users 
opened a message in a mobile 
application’s message inbox divided 
by the number of users who received  
the message in their app’s inbox, 
multiplied by 100.

Inbox open interaction rate (push)
The number of unique inbox message 
interactions divided by the number of 
unique inbox message opens, multiplied 
by 100.

Non-transactional message
Promotional marketing messages 
(one-off and automated), newsletters, 
event announcements, etc., across 
any channel.

Open 
Refers to an HTML email message 
whose viewing is recorded by a clear 
1 X 1 pixel image. When a message is 
opened and images are enabled, the 
image calls the server and the message 
is then counted as an open. The number 
of opens counted for this research 
include both this direct reporting and 
an “implied open.” The implied open 
applies to text messages that recorded 
a click on any link in the message or an 
HTML message whose viewer did not 
enable images but clicked on a link.

Opens-per-opener
The number of times individual 
recipients open the same message. It 
measures the recurring value of the 
email’s content to recipients.

RESOURCES, METHODOLOGY, AND GLOSSARY
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Spam complaint rate 
The percentage of delivered email 
messages that generate spam 
complaints. To calculate, divide the 
total number of spam complaints by the 
total number of delivered emails and 
multiply by 100. 

Transactional message 
A message that is triggered by a 
customer or prospect action such as 
an order/subscription confirmation 
or shipping update. Transactional 
messages can be sent at any time 
of the day, do not require opt-in 
and do not need to provide a call to 
action (CTA).  

Unsubscribe rate 
The percentage of delivered email 
messages that generates unsubscribe 
requests. To calculate, divide the 
number of unsubscribe requests 
received by the number of delivered 
emails and multiply by 100.

Open rate (unique) 
The unique open rate measures one 
open per recipient and is expressed 
as a percentage of the total number of 
delivered email messages. To calculate 
the rate, divide the number of unique 
opens by the total number of delivered 
emails, and then multiply by 100.

Simple push (app) opens 
The number of times that users click 
on a simple notification to open the 
mobile app associated with that  
push notification on a device such  
as a smartphone. 

Spam complaint 
A complaint registered by a recipient 
who indicates the email message is 
unwanted, whether it fits the classic 
definition of “spam” as an unsolicited 
email or simply any message the 
recipient no longer wants to receive. 
The majority of spam complaints are 
received in a direct message via a 
“feedback” loop with an ISP. 
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Glossary (continued)
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Industry category definitions
By segmenting benchmark data into 
various industry segments, we hope 
that this report provides greater value 
in enabling comparisons to similar 
companies. The categories range from 
fairly narrow to broader segments  
that combine related but different  
company types. 

For each segment, we required a 
minimum number of companies 
to ensure reliable averages and to 
minimize the chance that outlier  
results would skew a segment’s  
average higher or lower. 

Airlines & Transportation 
Airlines, freight carriers, shipping lines

Automotive
Automobile manufacturers, suppliers 
and dealers

Banks & Financial Services 
Banks, financial/asset management, 
stock brokerages 

Computer Hardware & 
Telecommunications 
Computer hardware and 
telecommunications manufacturing, 
telecommunications providers 

Computer Software & Online Services 
Business and consumer software,  
online services 

Consumer Products & Services
Manufacturers of consumer products, 
including those that also sell direct 
to consumer, but primarily their own 
products; Personal services (e.g.  
spa, optometry), home and 
miscellaneous services 

Corporate Services 
Accounting, legal and consulting firms, 
miscellaneous business services 

Energy & Environmental 
Energy companies and utilities 

Food & Beverage 
Food and beverage producers and 
distributers, restaurant chains 

Hospitals, Healthcare & Biotech 
Hospitals, health management services 
and biotech companies 

Industrial Products 
Industrial, chemical and forest products 

Insurance 
Providers of all types of insurance 
products 

Leisure, Sports & Recreation 
Amusement parks, sports teams, 
casinos and gaming 

Lodging, Travel Agencies & Services 
Hotels, travel agencies and cruise lines 

Marketing & Advertising 
Advertising and marketing agencies. 
Note: This category includes messages 
sent by agencies both on behalf of  
their clients and to market their  
own businesses 

Media & Publishing 
Magazine, newspaper, online media and 
other publishers 

Nonprofits, Associations & Government 
Nonprofit organizations, charities 
and trusts, associations and 
government entities 

Real Estate, Construction & 
Building Products 
Commercial, residential and 
multi-family real estate and property 
management companies, construction 
and organizations that manufacture 
building products 

Retail & Ecommerce 
Traditional retailers, online retailers  
and ecommerce companies, whether 
B2C or B2B 

Schools & Education 
Private and public schools, universities 
and technical training organizations 
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Acoustic (formerly IBM marketing and 
commerce) is the largest independent 
marketing cloud platform, driven by 
a mission to unleash the brilliance 
in marketers. We offer the industry’s 
leading open marketing ecosystem 
comprised of intuitive, AI-powered 
products that are purpose-built 
for marketers. Acoustic serves an 
international client base of more 
than 3,500 brands including Fortune 
500 companies, providing digital 
marketing, marketing analytics, content 
management, personalization, mobile 
marketing and marketing automation 
solutions. Acoustic is headquartered in 
New York City. For more information, 
visit www.acoustic.co.

Acoustic Campaign
Acoustic Campaign (formerly IBM 
Campaign Automation) is an AI-
powered, SaaS-based digital marketing 
platform that puts the power of data 
insights in the hands of the marketer 
to design more effective campaigns 

that exceed customer expectations. 
Use behavioral data from any source 
to create consistent campaigns across 
email, web, mobile push, SMS, social, 
group messaging and more.

Acoustic Assistant
Included with Campaign, the AI-powered 
Assistant helps marketers work faster 
and quickly gain data-driven insights 
to improve their campaigns. Marketers 
can directly interact with Assistant in 
natural language to analyze campaign 
performance, compare metrics to 
benchmarks (such as those included in 
this report) and learn how to use the 
Campaign platform more efficiently — 
freeing up time to be more strategic and 
creative in their marketing campaigns. 
For direct access to hundreds of data 
points from this report, use this tool to 
gain business-crucial insights and steer 
your brand to success.

ABOUT ACOUSTIC

Who we are
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