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EMAIL LIST GROWTH IN THE YEAR AHEAD

Two-thirds (67%) of companies participating in this survey reported that email list growth is “very 
important” to the overall success of their marketing program. 

How will marketers overcome the new challenges to email list growth success in the year ahead?

To find out, Ascend2 and our Research Partners fielded the Email List Growth Survey and 
completed interviews with 251 marketing, sales and business professionals from around the world. 
We thank them for sharing their valuable insights with you. 

The charts in this edition of the study titled Email List Growth Survey Summary Report represent 
the average of all market segments responding to the survey. Specific market segments are 
reported on exclusively by our Research Partners.

This research has been produced for your use. Put it to work in your own marketing strategy 
planning and presentation materials. Clip the charts and write about them in your blog or post 
them on social media. Please share this research credited as published.

Sergio Balegno
Partner / CEO
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MOST IMPORTANT OBJECTIVES

The definition of a “conversion” is subjective. But whether you define it as the completion of a 
content download registration form, or the completion of an online sale, increasing conversion 
rates is the most important email marketing objective in the year ahead.
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RATING EMAIL MARKETING SUCCESS

70% of companies currently consider their email marketing strategy successful to some extent. 
The remaining 30% are struggling to overcome the obstacles to email marketing success.
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MOST CHALLENGING OBSTACLES TO SUCCESS

Next to creating relevant content of value to subscribers, attaining the level of expertise required 
to create and execute an effective list growth strategy are top challenges for email marketers. 
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IMPORTANCE OF EMAIL LIST GROWTH

For two-thirds of companies (67%), growing their email list is considered “very important” to the 
overall success of their marketing program. Only 4% consider email list growth “not important”.
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EMAIL LIST SIZE IS CHANGING

61% of companies report their email list is growing, albeit slowly. But for 25% of companies, the 
attrition rate of email subscribers is greater than or equal to the rate of acquiring new subscribers.
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MOST EFFECTIVE TACTICS USED

Requiring registration to gain access to private or restricted areas within a website, or to download 
premium content, are the most effective tactics used for email list growth purposes.
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MOST DIFFICULT TACTICS TO EXECUTE

The use of social media sharing and paid search campaigns are considered the most difficult 
tactics to execute for email list growth purposes.
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TACTICAL EFFECTIVENESS VERSUS DIFFICULTY

There is very little correlation between the effectiveness of a tactic used and the degree of 
difficulty required to execute a tactic for email list growth purposes. 
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RESOURCES USED TO EXECUTE TACTICS

A majority 58% of companies only use in-house resources to execute email list growth tactics. 
Attaining the level of expertise required to create and execute an effective list growth strategy is a 
challenge often difficult to overcome without the use of external resources.
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NUMBER OF FORM FIELDS USED

Short registration forms requiring only two to four fields of subscriber information is the most 
popular size used by 61% of companies for email list growth purposes. However, five or more fields 
of subscriber information is required by 29% of companies.
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NOTES
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SURVEY METHODOLOGY AND DEMOGRAPHICS

Ascend2 benchmarks the performance of popular digital marketing strategies and practices using a standardized 
questionnaire, research methodology and proprietary 3-Minute Survey format. Findings are examined in a 
quantitative context by experienced analysts and reported objectively.

This survey was conducted online from a panel of more than 50,000 US and international marketing, sales and 
business professionals representing a range of demographic roles, channels and company sizes as follows: 

Number of Employees

More than 500 14%

50 to 500 31%

Fewer than 50 55%

Role in the Company

CEO / COO / CMO / CSO etc 32%

Marketing VP / Director / Manager 39%

Sales VP / Director / Manager 3%

Marketing or Sales Staff 16%

Other 9%

Primary Marketing/Sales Channel

B2B (Business-to-Business) 71%

B2C (Business-to-Consumer) 29%
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ABOUT ASCEND2

Research-Based Demand Generation for Marketing Solution Providers

If marketing professionals are your ideal prospects, we can help you find more of them. Marketing software, data 
and media companies, and digital marketing agencies partner with Ascend2 to reliably generate demand and 
supplement marketing content for their firms. Our Research Partner Programs are transparent – spotlighting 
your brand and the interests of your market.

Learn more at www.Ascend2.com
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ASCEND2 RESEARCH-BASED DEMAND GENERATION

Research Partner Programs provide white label reports and 
a guaranteed number of leads in two simple steps: 

1. Choose the topics of interest to your target market 

2. Choose an exclusive research segment for each marketing topic 

Å Benchmarks for Success [Research data from the successful program segment]

Å B2B Benchmarks [Research data from the business-to-business segment]

Å B2C Benchmarks [Research data from the business-to-consumer segment]

Å Enterprise Benchmarks [Research data from the large company segment]

Å SMB Benchmarks [Research data from the small and medium business segment]

Å Agency Benchmarks [Research data from the marketing agency segment]

Å Leadership Benchmarks [Research data from the marketing leadership segment]

Å Other Benchmarks [Research data unique to a specific topic when available]

If marketing professionals are your ideal prospects, watch this 90 second video.

Å Content Marketing
Å Email Marketing
Å Video Marketing
Å Organic Search (SEO)
Å Marketing Automation
Å Email List Growth

Å Website Optimization
Å Inbound Marketing
Å Paid Search (PPC)
Å Lead Generation
Å Social Media Strategy
Å Marketing Database

http://ascend2.com/home/research-partner-explainer-video/

