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A Promoting a global data and marketing culture

Global Data and Marketing Alliance
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Major Email Landscape Changes

2021

Apple Mail Privacy
Protection (MPP)
i0S15

2023

Brand Indicators for
Message Identification
(BIMI)

Adoption increasing

Generative Al

2024

“Yahoogle”

One-click unsubscribe
Spam threshold

Email authentication

2025
i0S18 Updates Microsoft
Inbox Al summaries deliverability
Brand logos is Inbox rules
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Benchmark Objectives
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Email Benchmark - Overview

61 Specified 11.4 million 521 billion
countries campaigns Emails sent
2024: 31 2022-2024: 5.2 2022-2024: 203 billion
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About Us News Consumer Attitudes Email Benchmark Hub for Educational & Training Initiatives

GDMA e e

RESULTS 2024
2025 GDMA
INTERNATIONAL
EMAIL BENCHMARK 32.40% 7.62% 2.91%

The GDMA International Email Benchmark is an independent initiative of OR CTO CTR
the Global Data & Marketing Alliance (GDMA) and the Dutch Association

for data & marketing (DDMA), together with ESPs and DMAs from across

the world. This interactive dashboard provides cross border insights based

on email campaign data, to help organizations optimize their email perfor-

mances and strengthen the position of email as a channel.

Thanks to This report is based on

20 11.39M 63

ESPs Campaigns Countries

521 billion 54K 4

ot Sent emails Companies  Benchmark data years

Power Bl development: www.easybi.nu




Benchmark - Global vs Europe vs Netherlands
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Major takeaways

Despite a stable trend in AR (98.7%) and OR
(32.5%) since 2022, engagement remains
the key. Globally, the Click to Open Rate
(CTO) dropped by 1.2%-point to 7.6% In
2024, and the Click Through Rate (CITR) fell
by 0.7%-point to 2.9%.

Small is the new big: segmentation pays off
- While the Ilargest batches (>250,000
emails) achieve an OR of 26.0%, CTO of
2.9%, and a CITIR of just 0.8%, smaller
campaigns (<5,000 emails) achieve an OR
of 37.6%, CTO of 10.2%, and a CIR of 4.4%.

The retail sector accounts for 81% of all
emails sent globally in 2024. The average
number of campaigns per retailer is 810
worldwide, compared to 163 in other
sectors. This has its downside: generic,
promotion-driven retail campaigns lead
to safturation & declining engagement.

Relevance is the key to more engagement!
The 3 leading industries in CTO & CIR are
Charity, Telecom and Publishing, while the
bottom 3 are Travel, Retail and Automotive.
The difference¢ Quality & relevant content
is crucial and will impact campaign
mefrics.
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International Email Benchmark

2026

Our ambitions
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Email marketing recommended to-do list

Email marketing is mature and healthy. It can wait for the
user’s attention. And with the highest ROl across marketing
channels, email remains unmatched for retention,
engagement, and conversion. So what’s next?

Effective list Transparent
cleansing to Offers and Pricing
enhance to optimize
engagement KPIs content

Omnichannel

Personalization Email Jc.)utneys
to maximize

Al-Enhanced

to improve
revenue

relevance GDMA




What do you see in your
markeits? Let’s talk!

Robin de Wouters
Director General, FEDMA/GDMA
rdewouters@fedma.org

Check the study

Thank you
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