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Global Benchmarks

) New bulk sender requirements
m INBOX
= SPAM 2] New laws
m MISSING

) Accessibility

S

Al’s influence
* helping senders personalize at scale
* increased MBP focus on engagement

* more convincing email fraud
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The MAGY

METRIC

Inbox -

Spam -

Missing

S —
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United Kingdom & Europe

INBOX PLACEMENT METRICS

—— INBOX PLACEMENT METRICS —

m INBOX

SPAM COUNTRY INBOX | SPAM | MISSING
B MISSING
FRANCE 94.0% 3.7% 2.4%

GERMANY 97.5% 1.9% 0.7%

UNITED KINGDOM 91.5% 1.7% 6.9%

MAJOR MBPs

COUNTRY 1st | 2nd | 3rd

FRANCE Gmail - 24.3% Microsoft - 10.5% Orange - 7.4%

GERMANY Gmail - 38.5% Microsoft - 10.8%  United Int. - 7.7%

UNITED KINGDOM Gmail - 42.6% Microsoft - 27.4% Yahoo - 13.6%
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2026 Year to Date (UK)

Inbox Placement

52.60% ' ] Robust enforcement of bulk

92.39%
sender requirements
e 91.41%

i -1 Increased focus on subscriber

T T~ - _ engagement

~— 90.09%
=~ P . .

Jan Feb Mar Apr May ~ Changing consumer behaviour

in the inbox
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Changing Consumer
Behaviour in the Inbox
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The Evolving Inbox

> Deal cards

<7 validity
>} Auto annotations
O Subscriptions management

Consumer Survey | Summer 2026
"> Purchases tabs Aud ience
> Relevance sorted inboxes Perceptions
Al message summaries
O Integration of Al assistants

\e —

@ Change email addresses www.validity.com/resource-center/summer-consumer-survey-

audience-perceptions-of-ai
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Less Trust in Al-Generated Content

Would you be more or less likely to trust
a retailer’s marketing emails if you knew
they were written by Al?

Much more likely to trust

Somewhat more likely to @ 40% of consumers are less likely to

trust

No difference trust Al-generated emails

Somewhat less likely to trust

Much less likely to trust @ Main concerns are with data privacy
and misuse

@ Marketers must balance increased
scale with reduced trust

ﬁ
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Impact of Al Summaries

Do you trust Al to represent email content
fairly, or do you worry it might miss

30% something important?
@ Only 10% of consumers fully trust Al
summaries
10%
- 5% @ Main concerns are “important details
- get lost” and “incomplete or

| trust it | mostly trust it, | don't trust it— I've received I've turned off Al H ”
completely but verify important details summaries that email features I n a CC u ra te
occasionally get lost turned out to be
incomplete or

@ However 55% of consumers are
making inbox decisions based on Al
summaries alone

39%
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Integration of Al Assistants

How likely are you to use Al assistants to
analyse your emails to find the best deals
or offers?

33%

25%
20%
15%
. )

@ 60% of responders either already do
this, or are likely to start

@ Main concerns are around “lack of

I (1

transparency”, “inaccuracy”, and over-

| already Very likely Somewhat Unlikely—I Never au to ma t i on ”
do this to start likely prefer to do
my own
o @ Convenience outweighs those
concerns — as long as additional value
is delivered
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M

W\ validity

| use Al for shopping much
more than | did a year ago

| use Al for shopping somewhat
more than | did a year ago

| use Al for shopping about the
same as | did a year ago

I've tried using Al for shopping,
but | don't use it regularly

| don't use Al for shopping, but
I'm open to trying it

| don't use Al for shopping and
don't plan to

Al Use for Online Shopping

How is Al changing the way you carry
out your online research and shopping?

@ Al is rapidly reshaping product
discovery

@ 12% of consumers now use Al
products like ChatGPT & Gemini as
their primary research tool

@ 31% of consumers are making greater
use of Al for shopping compared with
1 year ago

www.validity.com/resource-center/summer-consumer-survey-audience-perceptions-of-ai @
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Metrics to Monitor
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Subscriber Lifetime Value

£38.33

£35.41 £40.53
£36.64

esw ° ] Average lifetime value of a UK
: § subscriber is £40.53

£25.76

Only 62% of email marketers can
Subscriber 0% Ability to calculate this value

lifetime value calculate

2021 2026

Source: DMA Marketer Email Tracker 2026
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Disaffection Rate

Unsubscribes + Complaints
+ Bounces

DisaffectionRate = ————  — x 100
Clicks

0.3% + 0.1% + 0.1%

= 50%

1.0%

Source: Validity Deliverability Benchmark Report 2026
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Reply Rate

DRAPER JAMES

Welcome! Take 15% Off @

Draper James <reply@draperjames.com=
tome =

4

COPYRIGHT ©2025 DRAPER JAMES ALL RIGHTS RESERVED.
DRAPER JAMES = 25608 12TH AVENUE 50UTH = NASHVILLE, TN 37204

Send guestions, comments, love notes to us at customercare@draperjames.com (we'll write you back, promisal)
Chon't want to hear from us (or just need a break?) Unsubscribe here.

Privaly poilcy nel

Source: Validity Deliverability Benchmark Report 2026
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Al-powered email, backed by industry-
leading data.

gff Q3 Webinar — “State of Email Deliverability”

248 KB - Audience: Enterprise - Send window: Tue ET

PREDICTED ENGA
M, DMARC Your draft
Cohort median
CTA contrast fails WCAG AA. Button text on teal-100 is
311 — needs > 45:1 Competitor avg

Subject line is 64 chars. Truncates in I0S Mail at 41 Benchmarke

SUGGE OLLOW-UPS

Fix the CTA contrast and re-test [ Generate shorter subject line options ® Find the best send window

On it. Running pre-send QA and a competitive read across the network.

N/ AL Diff Detection paring v3.draft. . . Running
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Learn More
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GUIDE TO EMAIL
MARKETING METRICS

How to Measure Effectiveness and
Troubleshoot Problems in Your Email Program

7 validity

2026 Email
Del iverability Consumer Survey | Summer 2026

Benchmark Audience

W validity

Report

An Analysis of Inbox and Spam
Placement Rates Worldwide

Perceptions

www.validity.com/resource-center/2026- www.validity.com/resource-center/summer- www.validity.com/resource-center/guide-to-
email-deliverability-benchmark-report consumer-survey-audience-perceptions-of-ai email-marketing-metric
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