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Shared B2B & B2C Deliverability Factors

J Infrastructure. List unsubscribe, authentication (SPF, DKIM, DMARC), valid MX records

J Volume. The higher the email volume and more erratic the sending patterns the more MBP
scrutiny

J Bounces & Spam Traps. Keep hard bounce rates at < 2% and avoid adding spam traps to the
email list

J Spam Complaints. Below 0.3% is ideal; >0.1% may experience blocking or spam foldering.

J Engagement. Both positive and negative subscriber sighals

J Reputation. Each MBP uses their own unique weighting of deliverability factors to determine a
reputation for each sender, both at the IP and domain level.

J Email Content. Ensure code is safe and clean, avoiding embedded javascript, link
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shorteners, attachments
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B2B Deliverability Challenges

Many of the technical factors that impact deliverability are common to both B2B and B2C.
However, there are factors that can make B2B email marketing more challenging, including;

d Consent. In many countries, consent is either not required to send B2B email, or a lower level
of consentis required.

J Turnover. B2B list quality is jeopardized by new contacts, temporary contacts, and/or
responsibilities shifting among other team members.

 Targeting. B2B targeting is typically less sophisticated than B2C, meaning the products and
services being promoted are less likely to resonate with email recipients.

J Buying Cycles. B2B buying cycles are typically longer and less frequent, which can make
recency segmentation more difficult.
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B2B Deliverability Challenges

 Silos. Marketing, Sales and even individual reps may not be aligned with following a unified
strategy or even best practices.

J Volume/frequency. B2B send volumes tend to be low compared to B2B, and frequency more
sporadic.
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J Shared IPs. Due to volume/frequency challenges, many B2B senders rely on shared IPs to send
messages, which means their reputation depends on the practices and quality of those senders.

 Filtering companies. B2B email content is often required to pass through layered filtering by both
email security software companies used to manage corporate email delivery and/or IT admins.

~

)

aaw, . .
\, Valldlty Proprietary and confidential, Validity, Inc. °



W validity

B2B Sender Best Practices

Proprietary and confidential, Validity, Inc.



B2B Sender Best Practices

Authenticate! SPF, DKIM and DMARC

Sign-up with all available complaint feedback loops and
suppress complainers

Immediately honor unsubscribe requests

Use a branded friendly-from name

Don't send B2B bulk marketing email from your corporate
infrastructure.

Use opt-in consent

Send to the right contact/decision-maker

Segment transactional email and marketing email using
different subdomains and IP addresses

Send emails with recipients in mind

Monitor performance using Everest A\
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WHY IS IT
SO HARD?

EMAIL PROBLEMS...



https://knowledge.validity.com/hc/en-us/articles/220221448
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B2B Sender FAQ's

I'm a B2B sender, why am | hitting traps?
 Check your list acquisition practices, is there an opportunity to validate the email at the time it is
collected?
 What type of traps are they hitting most often?
= Typo - recommend list hygiene.
= Recycled - recommend reviewing active and sunset policies along with list hygiene to also weed
out invalid addresses.
= Pristine - Determine if they are purchasing lists. If so, encourage them to segment by source of
the list. Look for trends by source. Encourage organic list growth and eliminate purchased lists.

 |mplement a confirmation or double opt-in email.
 Create a confirmation email that requires click through to be added to the business list
e (Create a confirmation email that includes a code that needs to be entered on their website

GET LOGIN CODE
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B2B Sender FAQ's

What does sender score mean for me since
I'm not a B2C marketer?

Sender Score provides great insight and can
give us an idea of MBP's perception of them
as a sender. Use SS as directional data.

Inevitably B2B senders do still have a few (or
more) subscribers using traditionally B2C
domains as their contact address. This is why
Seed weighting is so helpful.

The example is from ChowNow B2B's shared
IP. A quick scan shows that there are a
number of complaints on this |IP. That gives us
direction!

WV validity

Subject

Join Morth America's one-stop-shop content marketplace and save $400.

Save on Bay Area ticket deals!

Is ¥our Board Future Ready?

See Haelos tonight!

Robert, Following Up on Your Governance Interests

This Sushi Restaurant Made $120K Online

Mew! Live beach cams

Cheers from Hawaii

Qur favorite summer activities

Do You Want a Tailored Approach to Implementation?

One week left to register for Canada's top shop title.

What are your restaurant’s goals?

Better for you, better for your diners.

You're Invited: Leading the Charge on Easy-Access Scholarly Content

This Restaurant Made $250K Online
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B2B Sender FAQ's

Does Google Postmaster Tools include Google Apps / Workspace data and can it be useful?

Google Postmaster Tools (GPT) is designed primarily for insights on a senders reputation as it relates to sending
to consumers.

It can be helpful to set up if you are sending to 100 or more Gmail subscribers each day. This is another
reason to encourage seed weighting; if there are enough subscribers then the information from GPT is
invaluable!

Domain i Reputation SPF DEKIM DMARC IP Warnings
chownow.com INEEERERRNNNEERERENNEEEEEEN 100% 100% 100% 0
chownowmail.com 100% 100% 100% 0
m.chownowmail.com INERRRRNNERRNNNEREENREEEEN N/A 100% 100% 0
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B2B Sender FAQ's

What happens to the results of my Seed List Optimizer if an organization is hosted at Outlook but also uses a
filter service? Will it default to the filter company categorization?
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Michelle Whitehead 13 minutes azo
most of the time yeah. We go by MX record. So for example, if you look up validity's MX record, it's
mimecast. | think Vade sometimes is an exception and Cloudmark usually is an exception (if i

remember correctly)
Validity.com MX record: Your email service provider is "Mimecast”
Hosting Companies Weight Filter Companies Weight
@ Amazon WorkMail 0 @& Barracuda 18
@ Gandi 0 ; @ Cisco Email Security 0.2
@& Gooagle Apps 13.8 @ Mimecast 0.9
# Hover 0.2 @& Proofpoint 17
@ Inbox.lv 0 @& Sophos 0.1
& Metwork Solutions 01 @& SpamExperts 0.3
@ Office 365 15.5 & Symantec ]

- .« e @& Rackspace 0.8 @ Vade Secure o
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B2B Troubleshooting Tips

* Recommend the client sign-up with all available complaint
feedback loops and suppress complainers

 Ensure the client authenticates with SPF, DKIM and DMARC

* Send emails with recipients in mind Reviewing domain distribution
o Make sure emails are relevant, wanted, and timely can be helpful to
troubleshoot how Mailbox
* Review the unsubscribe process is set up and functioning properly Providers or filtering
companies are likely to filter a
* Confirm transactional messages and marketing messages client's email - and why.

using different subdomains and IP addresses

 As noted in the Quick Tip: Utilize Seed List Weighting to understand
domain distribution
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B2B Troubleshooting Steps

e (Check out Inbox Placement Rates

o Compare Inbox tests to see if there are trends for providers Quick Tip:
o ldentify specific MBP domains that are struggling Try to understand the
= Search for any Help Center articles for that domain client's business.
o Check for MBP Weighting. If this is not present, encourage the
client to utilize this feature. Check out their website!

o Check Diagnostics for authentication information.
o Check out the Friendly From field.

* Visit the client's website to understand their business o g
o Note the opt-in/sign-up process 2
o Are boxes pre-checked for marketing emails? il Sl L
o Are there full disclosures of privacy policy, terms and
conditions, or note of marketing opt-in present?

Last Name

Restaurant Name Zip Code

SeaillS L AN

Job Role v Restaurant Type v

BOOK A DEMO
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B2B Troubleshooting Steps

* Take alook at the HTML e 2 Dest praciice, we recommend allowing your Images (0 foad secarely. o o
o Does it look spammy?
o Does it have a physical address in the footer? @
o Does it have a visible unsubscribe link? ChowNow
o Does anything else look off?

* Investigate spam trap trends L ET ) S E{Q
o Are they hitting one type more than another? L_]a

= See FAQ's for recommendations for each type
o Inquire about list hygiene practices and frequency PA RT N E R
= |deally at time of sign up or use confirmed opt-in methods
= Recommend list hygiene/validation at least 2x per year on
non-engaging records.

= Consider a re-permission campaign to ensure subscribers
are still interested in receiving their emails.

Skip the commissions and pick up more

e (Check Sender Score profits with our branded apps and web
o Look for consistent volume trends. MBP's love consistency! oFeerdng.'Cet euaktadalid 5ee 1b:n

action with a free demo.
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