3 Things

YOU SHOULD NEVER
DO IN ENTERPRISE
EMAIL MARKETING




Common Mistakes in Enterprise Email Marketing (And How to Fix Them)

Even experienced enterprise marketers can make mistakes that negatively impact email
performance. From neglected automations to outdated design choices, these hidden pitfalls can
weaken engagement, damage sender reputation, and ultimately lead to lost revenue.

Many of these issues aren't accidents, but rather the result of choices made along the way — a
shortcut taken to meet a deadline, a focus on bigger numbers, or an assumption that never
got revisited. Over time, these small decisions can add up and undermine both your strategy
and consistency. Recognizing and correcting them is the first step toward a more consistent,
high-performing email marketing program.

1. Winback campaigns with no added value

° The mistake: Sending “We miss you” emails without substance

Winback campaigns are a key part of

every enterprise email marketing strategy,
but many fail to deliver meaningful results.

A bland "We miss you!” message offers

little value and can even remind subscribers
why they disengaged in the first place.

Free Shigping ~Every item, Every Day

Too often, these emails lack relevance or
incentive, which makes them feel more

ENDS TOMORROW
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like an obligation than a re-engagement 1 i ks et VR T
effort. Or they're sent to people who've been e

disengaged for so long, there's no hope of Do You SAll Wanttolear
getting them back. From Us?

How to fix it: D et
Make winback campaigns feel persoal,

intentional, and timely. Reference the
customer’s past engagement or product T
interest and offer a clear reason to return — S il |
a personalized offer, an updated product line,
or helpful new content.

Selling a higher priced item that doesn't need
regular replenishment? Your winback campaign
should reflect that.

~
—— Lt ——

website phone number email
RPEORIGIN.COM 833-FOR-RPEO HELLO@RPEORIGIN.COM FREE CONSULT 01


https://www.rpeorigin.com/blog/
https://www.rpeorigin.com/contact-us/

- ) Test subject lines and timing windows to see when disengaged contacts
- are most receptive, and don't hesitate to suppress or remove unresponsive
£ subscribers. In enterprise email marketing, quality always outweighs quantity.

Sometimes, pruning your list is the healthiest move you can make.

2. Automations running on autopilot

ﬁ The mistake: Not regularly reviewing and adjusting automations

Automations are a key piece of any enterprise L v v seveormon oo s

email marketing program, but even the most e

sophisticated workflows can backfire if they e .
aren't regularly reviewed. Over time, outdated ot e i e

triggers, irrelevant content, or too many auto-

mated sends can create audience fatigue and okcupid
frustration.

One great example is birthday emails. Birthdays

are great opportunities to engage customers — QD

especially when there's genuine value included. N—

But sending a birthday email to everyone on Chock ot o mlhosan o vare o e
your list, no matter how long it's been since they

last engaged? That doesn't feel personal — it “

feels out of touch.

How to Fix it: 5

Build quarterly or semiannual automation audits
into your calendar. Review triggers, update copy,
and check that your emails are targeted to the
appropriate segments.

If it's been several years (or more) since
J Ssomeone last logged in or opened an email from you,
skip the automated birthday message.

Put a clear segmentation strategy in place for
every automation (including engagement-base
rules) and use suppression rules to prevent cus-
tomers from receiving multiple automated emails in a short window. Modern enterprise email
marketing systems are powerful, but they still need human oversight to make sure you're not
sending a birthday email to someone who hasn't engaged with you for five years.
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3. Loyalty emails that lose momentum

° The mistake: Abandoning meaningful loyalty emails because they take time
Loyalty is bigger than points and perks. Your

L e e B s o most loyal customers aren't just the ones
S e B who've signed up for a rewards program —
rmatanamy e they're the ones who consistently engage, pur-

chase, and advocate for your brand.

[k My

A well-crafted loyalty email reminds customers

2017 why they value your brand. It can celebrate
Your year in review milestones, share personalized summaries,
oy e e e e or simply acknowledge their ongoing trust.
SR Aok s el P shan e e 0 Think of those year-in-review emails that high-
s a0 b e e T e light a customer’s activity — whether the hours
v spent in the sky with an airline or number of
‘ - visits to the gym or the top genre of music on
242 a streaming app. When executed well, these
Hous 1 oo iy emails spark emotion, reinforce connec-
e * tion, and remind customers they're part of
- something special.
4.5
Tied fowes roued e o Yet too many brands abandon great loyalty

emails because of data challenges or opera-
tional hurdles. Maybe the integration got messy

24 or the data wasn't perfectly clean, so you
Do i windig™ . .

abandoned the email entirely.

How to fix it:
Don't abandon highly customized and Don't limit your loyalty strategy to a formal
engaging emails to your loyal customers. rewards program. ldentify your true loyal
This annual loyalty email was fantastic, segment based on engagement, purchase
but it no longer exists. frequency, and relationship history and build

emails that recognize their ongoing value.

If a legacy loyalty campaign worked well in the past, don't let it fade. Refresh the design, update
or even simplify the data sources, and keep it going. Consistency reinforces loyalty over time.

RPE
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4. Transactional emails that stop at the
transaction

° The mistake: Overlooking the power (and profit) of transactional emails

Transactional emails relate to actions your G ——
customer has taken — purchases, password R s mat oo
a o L]

¥ THLSIBIMD - with (agert 422550 PP Wisiinde Sirvides, 1LC - ivanbac

resets, shipping notifications — or critical ac- =1 __

Your Reminder from ASI regarcing yvour policy TXLS28049 - with (agent: 4 2) PIP &
count updates from your brand. But they also e Sondcen, LLC U e 4558
represent some of the highest open rates in e v o+ [

all of enterprise email marketing. Too often, en-
terprise marketers overlook the opportunity to
reinforce the brand and build customer loyalty
through these high-value touchpoints.

4]
b

When treated as an afterthought, transactional | o
emails miss their full potential. Generic plain-
text confirmations or cryptic subject lines not
only look untrustworthy — they fail to capitalize

on a huge opportunity for your brand. These are Legit email or spam? It's really hard to tell.

the ?ma”S your Customers actually open, and Make sure your subject line and content are
they're a key revenue driver — research shows clear and add value for the customer.

transactional and triggered emails can generate

more than half of an enterprise email program'’s annual revenue. Every confirmation, shipping
notice, or receipt is a chance to engage your customer, build brand loyalty, and even cross-sell in
a way that feels natural and helpful.

How to fix it:

Your transactional emails should be both informative and on-brand. Reinforce your company's
commitment to customer satisfaction. Include relevant next steps or resources, such as a link to
your return policy or product care tips. Where relevant, include some related products or other
cross-sell opportunity, but keep it to less than 20% of the total email and check with your legal
team to ensure compliance.

Make sure the look and feel of the email aligns with your brand so people know it's from you.
Write a subject line that makes it easy to find in the inbox if your customer is searching for it
later. Think about how you can build trust and ensure satisfaction in the email copy.

I 4
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5. Sending browse abandon emails too quickly

° The mistake: Not including intent to buy in browse abandon triggers

When browse abandon functionality first appeared 20 years ago, it felt revolutionary that you
could send a follow-up email to someone browsing your product. Back then, if people were
browsing, that usually meant they intended to buy something. But browse behaviors have
changed a lot in the past 20 years, and sending a browse abandon email for a casual product
view doesn't make sense.

How to fix it:

Use behavioral signals to identify genuine
purchase intent. Looking at just one ceiling
fan probably means I'm looking at a product
a friend shared or accidentally clicked on a
popup, but looking at five different ceiling fans
signals intent.

ST e
thresholds — such as

mulhple page views, WE FOUND THESE

time on site, or re- FOR YOU *
L. More Options For You, For

peat visits — before

triggering a browse |
abandon email. Also -
think about refining your messaging based E——
on the customer’s history. A returning buy- -

er deserves a different tone and offer than EVERYTHING YOU NEED
a first-time visitor for browse abandon to be T?Qjﬂ,’ﬁ“‘j‘?ﬁ?ﬁ?'ﬁf‘f‘
more effective. By focusing on intent rather

than simple browse activity, enterprise email
marketers can send targeted emails that bet- 70 35% OFF ONLINE ONLY
ter support the customer journey. —

Don't trigger those browse abandon emails
too quickly — looking at a single product page
does not indicate intent.

~
—— e E—
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6. Image-only emails that leave subscribers in

the dark

° The mistake: Letting design overshadow the subscriber experience

Over the past several years, image-only emails
Nothing Short of Perfect: NEW San Lucio D esésraie . x e have made an unfortunate comeback. While
[ e R L P PN they may look great in a design file, they com-
pletely fall apart in the inbox. When images are
blocked by default, which happens frequently
in enterprise environments running Outlook,
those carefully crafted layouts collapse into a
blank grid. If you don't have adequate alt text
e e B sere s o o on every image, your email not only loses im-
Tt e pact but also violates accessibility standards.

-~

™ images are not displayed. Display images below -
; fisplay imaaes from tommybahsmad@en

If your welcome email is image-only, you're
losing ground immediately because their first
impression is a bunch of empty boxes. When
subscribers can't read or interact with your
content, it damages both engagement and
trust. Image-only designs are more than just a
visual issue — they're a missed opportunity to
connect.

[Message dipped] View enfite message

Imagine this is a welcome email and
someone’s first introduction to your brand. Yes,
it happens, and it's not a good first impression.

How to Ffix it:

Design for balance. Use live text for key content and CTAs, and make sure
every image has descriptive alt text for accessibility. Test your emails with
images turned off to ensure the message still makes sense.

If your team isn't sure how to combine images and text effectively, bring “‘

in someone who knows how to code hybrid designs that look great and
perform well. It's a specialized skill worth the investment, because a
well-structured, accessible email ensures your message gets through to
the subscriber, no matter the inbox, platform, or device.

RPE
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7. Unsubscribe practices that make you look
desperate

° The mistake: Sending unsubscribe confirmation emails

A subscriber who opts out is giving you clear feedback. Sending a confirmation email to say
goodbye — or worse, asking them to reconsider — can damage trust and brand perception.
Yet far too many enterprise brands still send an unsubscribe confirmation email.

L How to fix it:

=2 2 2 0 Skip the follow-up email and provide a
| o Jreerbes = e .o T clear, easy unsubscribe process. Use your
| e sttt .| unsubscribe page to provide meaning-
. ful options — for example, reducing the

SmartBrief frequency of emails per week or allowing
We're sorry to see you go ~ subscribers to choose topics of interest.
T b o g s v Respecting subscriber choice is a hallmark
i s s S ~ of responsible enterprise email marketing.
EE“M ~ One potential exception to this rule is
T | regulated industries like financial services

» The Friday Feed SmartBrief Trial Send

or healthcare, where compliance stan-
dards may require a confirmation email.

1f you have a mement, we'd appreciate your feedback

Looking for someth
You may ba intere:

Sincaraly,
The SmartBriet Team

Tii wnrail wa cretesd for ryan.boomardgmail.com

Don’t want any of these email newsletters?
Try one of our other 100+ newsletters!

L
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8. Emails that don't fit the screen

The mistake: Designing emails that G
x

mobile users can’t read L O §

More than half of all emails are opened on a

mobile device, yet it's still an afterthought even = Enjey our 2016 Sauvignon Blanc now!
for many large brands. If subscribers have to

design so your layout adapts to any screen
size. Keep subject lines and headlines short,
use large buttons, and break up text for easy
scanning. Before sending, preview your email
on multiple devices, especially smaller phones.
Enterprise email marketing demands a consis-
tent, high-quality experience on every screen.

pinch, zoom, or scroll sideways, they Il likely just o 7T

close and delete your email.

How to fix it: i emr i e i I S j w0
Take a mobile-first approach. Use responsive !‘b_u‘

9. Buying lists

° The mistake: Paying for subscribers
instead of building your list organically

Paying for subscribers is the shortcut that never : -
pays off. Buying, renting, or scraping lists might E ﬂﬂ .
seem like a way to scale quickly, but it leads -
to poor engagement, deliverability issues, and
long-term damage to your sender reputation.
Buying a list is never a good idea. Never.

That text is tiny and basically unreadable on a
mobile device, which means your email won't

How to fix it: get read.

Build your email list organically by offering value to subscribers. Collect email addresses through
gated content, loyalty programs, event signups, and customer transactions. Use transparent
privacy practices and honor subscriber preferences to establish trust.

RPE
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Permission-based email marketing with clear consent protects your brand and leads to better
ROI over time because sustainable growth always beats temporary reach.

Key takeaways

Avoiding these pitfalls isn't just

about improving metrics — it's \ / l l '
about reinforcing brand integrity and

creating meaningful customer connections.

Enterprise email marketing thrives on a balance of strategy and creativity and respect for
your audience. Every message is an opportunity to strengthen your relationship, whether it's a
promotional send to most of your list or a highly refined and targeted automation to your
most loyal customers.

By regularly auditing your campaigns, understanding the customer journey, and optimizing for
accessibility, you can ensure your email marketing program remains strategic, compliant, and
customer focused

The result? A stronger, more effective email program built for long - term success.

About RPE Origin

Wearetheindustry's only vendor-agnostic, email-centric agency serving enterprise companies
throughout their digital journey. We aimtobe anindispensable partner for enterprise and agency
clientswhorely on email for success. Whether you need help choosing anew ESP, enhancing
automated B2C or B2B customerjourneys, or connecting data points acrossyour tech stack, we
help you move from simple to sophisticated to drive more revenue through email marketing.

Qur team lives email every day, and that includes both email marketing and maximizing
the connective tissue across all digital channels. With our customized approach and
flexible services, we can do everything from one piece of the puzzle to the entire picture.

Need help with using Al to better
target marketing emails?

Contact our team to get the conversation started.
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