2025 email outreach
benchmark report ((

Insights from more than 2.7 millio
emails sent with hireEZ

Nire

/\



Nire

Introduction

r

The inbox remains the starting point for most talent conversations,
and candidates today are not ignoring recruiters, they are making
deliberate choices about which messages to open, read and
respond to.

They pay attention when the subject line feels relevant, they read
through when the content respects their time, and they reply when the
value is clear and worth their effort. That is the standard recruiters are
working against, and it continues to rise.

Between January and June 2025, recruiters using hirekEZ sent more than
2.7 million emails to candidates. This benchmark report examines those
campaigns and turns them into practical guidance, showing where
engagement is strong, where it is weaker, why the differences exist and
how you can adjust your own outreach strategies.

Inside, you will find benchmarks by industry, role, seniority, geography
and company size, as well as recommendations for timing, sequencing
and content that improve response rates. This is a field guide for
recruiter outreach, one that explains the behaviors behind the numbers
and translates those insights into actions you can put to work right now.
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Executive summary

) 4 )

Replies Are the real KPI Keep it tight
Open rates measure curiosity, but replies Candidates respond best to clarity.
qusure success. The qverqée rep|yprqte Subject lines of five to nine words and Remem ber!
was 15.2 percent, and 41.8 percent of bodies between 50 to 150 words |
those replies showed real intent to engage. consistently performed strongest
across audiences. . . .
Personalize with intent.

\_ / \_ J

Write for speed.

4 ) 4 )
Stop at four Personalization lifts results
P Send when
Longer sequences rarely pay off. Subject lines with company and candidate . . .
Campaigns with three to four touches name earned a 68.6 percent open rate Otte ntIO N IS h |g h .
captured 90 to 95 percent of replies, and a 24 percent reply rate. Three to five
while additional steps added little value. personalized variables consistently drove FOI IOW U p f(] St.

stronger replies.
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Timing multiplies impact Al plus human edits win
Timing shapes outcomes. Early weekday Al gives recruiters an edge. Emails
mornings and Sunday mornings delivered supported by Al reached a 17.6 percent
nearly double the replies compared with reply rate, compared with 13 percent
Friday or Saturday afternoons. without it.
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Partl:
Campaign
benchmarks —

the big picture

Averages dre useful, but context is more important. A 15 percent reply
rate can look excellent in one sector and underwhelming in another.
Without segmentation, teams risk setting targets that are too low or
blaming themselves for market dynamics beyond their control.
Benchmarks provide recruiting leaders with the right yardsticks to
measure performance.

Across industries and roles, engagement reflects how each audience
weighs risk, mobility and the pace of the market. Technology talent
often treats recruiter emails as industry radar, scanning them for signals
about new products and company momentum. Clinical professionals,
by contrast, place a higher value on stability and community, making
them more cautious and selective.

Senior candidates may open fewer emails overall, but they are
deliberate and intentional when they do respond. Geography adds
another dimension, with Dutch candidates replying at extraordinarily
high rates and Israeli candidates demonstrating both curiosity and
urgency.

Use the benchmarks in this section to calibrate your strategy. They will
help you decide where to increase volume, where to focus narrowly, and
where to change the message entirely.
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Part I: Campaign benchmarks — the big picture

Nire
Overall performance |,
e w . cruiter plays B

Recruiting emails continue to generate strong 50
engagement when teams stick to fundamentails. In the
first half of 2025, campaigns averaged a 58.3 percent
open rate and a 15.2 percent reply rate, with nearly 40 42% Run monthly list validation
42 percent of replies showing positive intent. and deduplication.

Optimize for positive
replies, not just opens.

Track unsubscribes by
campaign to identify mis-
targeting early.

The main risk lies in list hygiene. Bounce rates of 2.8 30
percent and unsubscribe rates of 0.6 percent erode
domain reputation and hurt deliverability, which is why

. y,
high-performing teams manage data quality proactively 20
rather than waiting to fix problems later.
\_ J 15%
e 1%
— G T T D 3%
Think of sender reputation like a balance sheet. 0 . a a .
Every bounce and opt-out is a withdrawal, &(5@ J\c’)@ @e *d@ «c’)@
while clean data and targeted sends are deposits that oy Q\* Q\* c§/ (\oe’
sustain future campaign performance. oR & Q@ &O\) o>
N / S & Q
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Part I: Campaign benchmarks — the big picture

By industry

. Recruiter plays |

The graph on the next page breaks down email Tech/Communications: Lead with
performance by industry. problem statements and product

Outreach doubles as market intelligence—candidates impact.

scan recruiter emails to gauge tech shifts and company
momentum. In regulated or mission-driven fields, slower
decisions mean outreach must first build trust.

Healthcare/Professional Services:
Emphasize mission, local roots,

team stability and scheduling.

Two trends dominate; tech and communications talent

show the strongest interest, with high opens and replies, Consumer Discretionary: Treat the
while healthcare and professional services trail with lower subject line as the primary lever;
conversion.

test clarity against specificity.

Consumer discretionary surprised with modest opens but
strong replies, proving the right subject line can unlock
intent even in quieter markets.
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Part I: Campaign benchmarks — the big picture
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@ Reply
Do not assume a high-performing tech template
will work in healthcare. Shift tone from novelty and
pace to continuity and purpose, and replies will
improve.
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Part I: Campaign Benchmarks — The big picture

By role and function

Motivation varies significantly by role. Product managers
and engineers maintain a broad field of view by necessity,
frequently evaluating new challenges, scope and
potential impact.

That behavior translates into strong inbox engagement
when the message speaks their language. Finance and
clinical professionals, by contrast, are more risk-sensitive,
since career moves can carry higher stakes tied to
identity, schedule or credentials.

The most important signal is specificity. Engineers
respond to details about scale, latency and architecture.
Product managers respond to ownership and measurable
outcomes. Sales professionals expect clear value. Finance
and clinical audiences expect credibility first.

~
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Open Rate @ Reply Rate
73%
Product Management
68%
Engineering m
60 %
51%
Clinical Care m
46 %
Finance
0 20 40 60 80

(
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A candidate’s role is often a proxy for risk tolerance. Frame the
opportunity in the “currency” that matters to them—whether that

is solving problems, gaining ownership, driving revenue or
ensuring stability.




Part I: Campaign benchmarks — the big picture

By career stage

Seniority alters the decision-making process. Early-career
candidates open nearly every message as they explore
the market, but replies lag since timing rarely feels perfect.
Mid-career professionals balance ambition with leverage,
and they engage when a role offers expanded scope.

Senior candidates may open fewer emails overall, but
they respond with intent when the opportunity respects
their experience.

Recruiters should adapt messaging to each stage. For
early-career professionals, highlight mentorship, growth
plans and manager quality. For mid-career talent,
emphasize team scope, visibility and compensation
trajectory. For senior leaders, focus on stability, executive
\partnership and long-term impact.
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@® Open Rate Reply Rate
70 %
61% 62%
58%

50 N‘%
50
40
30
20 19% 19% 16% 15%
10

0

0-2 years 4-6 years 15-20 years 20+ years
— IS

Curiosity peaks early in a career, while conviction peaks mid-career.
Emails should reflect that arc by speaking to growth at the start,
scope in the middle and influence at the top.




Part I: Campaign benchmarks — the big picture

By g eog I“CI p hy Open rate Reply rate

43%
Geography reshapes expectations. Israeli Netherlands
candidates showed both high curiosity and
high intent, reflecting a dense, fast-moving
tech market.

14%
Canada

73%

Canada 34%

Dutch candidates opened far fewer emails Netherlands
but replied at extraordinary rates when

they did engage, rewarding precision over
volume. 58%

United States

15%

United States

Canadian candidates opened at strong
rates but replied less often, signaling that
calls to action require more urgency and
clarity.

\ v, — Recruiter plays S

Israel: Short cycles, concise sequences.
Netherlands: Small, tailored lists with strong fit signals.

Canada: Clear CTAs with next steps and scheduling.

_ USA: Differentiate fast — crowded inboxes. )
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Part I: Campaign benchmarks — the big picture

By company size

-

\_

Company size sets the baseline for trust. Large enterprises
carry instant credibility, but that edge evaporates if
outreach feels generic. Smaller firms don't have the same
recognition, yet they can stand out by leaning into speed,
broader scope, and greater visibility for candidates.

The recruiter’s job is to tilt perception. Company scale
can read as either a strength or a weakness—how you
frame it determines whether candidates see the
opportunity working in their favor.

~N
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Both scale and agility can be magnets. Aim the right
story at the right audience and the response
curve shifts in your favor.

80

60

40

20

718%

10,000+ employees

Open Rate

73%

@ Reply Rate

1,000—5,000 employees

B ccriver pioys

Enterprise:

Keep personalization
high to avoid the
perception of
mass-blast messaging.

Small organizations:
Lead with decision-making
speed, scope of
responsibility and direct
impact.

43 %

100—-249 employees
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Part II:
Strategy and
sequencing—

what works

€

Content often gets the attention, but structure quietly determines
outcomes. Send time, cadence, and source quality decide whether a
well-written email is ever seen, considered, or answered. Many teams
craft strong messages but still underperform because they send at
dead hours, stretch sequences too long, or overlook the quality of their
source lists.

The data is direct. Emails delivered early in the morning or on Sunday
mornings consistently outperform those sent on Friday or Saturday
afternoons. Sequences longer than four touches generate little
additional lift while increasing fatigue.

Rediscovered candidates from your ATS outperform cold, open-web
leads on both curiosity and conversion. These levers operate much like
product settings. When tuned correctly, they make every message work
harder.
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Part II: Strategy and sequencing— what works

Candidate sources

r

Warm familiarity almost always outperforms cold
outreach. Candidates already in your ATS, previously
engaged, or re-imported from old lists recognize your
brand and recall past interactions. That recognition builds
trust quickly and drives higher reply rates.

Open-web candidates need more effort. They often lack
context or awareness, so generic messages fall flat. The
strongest strategy is to lead with warm pools to capture
quick wins, then layer in colder lists with deeper
personalization.

- Recruiter plays _

Run rediscovery before new outreach.
Cite skills/projects for open-web candidates.
Re-engage silver medalists and stalled finalists.

Nire

64%

Rediscovery

55%

Open-web

20 30 40

50

60

/70
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Part II: Strategy and sequencing— what works

Timing your sends

-

The charts on the next page show how reply rates shift by
send time. Attention follows clear rhythms. Hitting the
inbox when candidates are starting their day or checking
messages during a quiet weekend window doubles reply
rates compared with landing in a Friday or Saturday
afternoon slump.

Timing is not a minor adjustment; it is a major driver of
outcomes. Recruiters should use scheduling strategically,
optimizing for when candidates choose to read—not when
it is convenient to send.

The best windows in our dataset were early weekday
mornings and mid-mornings on Sundays. The lowest-
performing windows were late in the week, especially
Friday afternoons and all of Saturday.

~
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Recruiter plays

Default to early-morning delivery
across candidate time zones.

Use Sundays for re-engagement

and final-sequence touches.

Avoid Friday afternoons and
Saturday afternoons; reschedule
rather than “fill the slot.”




Part II: Strategy and sequencing— what works

Sunday 9 a.m. to -12 p.m. 14%
Monday 3-6 a.m. N%
Wednesday 6-9 a.m. N%
Sunday 3-6 a.m. 10%

Friday 3-12 p.m.

Saturday afternoon

Nire

10

12

R protip Y.

Timing is leverage.

A good email delivered at the
right hour outperforms a great
email delivered at the wrong
one.

14
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Part II: Strategy and sequencing— what works

Sequence length and design

4 )

Persistence pays off, up to a point. Three to four touches capture +4.14%
90-95% of all replies. After that, the curve flattens: returns shrink
while list fatigue grows. 4  3.69%

The best sequences make every step count by evolving the

message—new information, a fresh angle, a different reason to
respond. The weakest ones stall out because they recycle the 3
same ask again and again.

Recruiters who map the full arc of a sequence ahead of time +291%
turn outreach from random nudges into a story that builds. Each 2

touch should move the conversation forward, not circle back to
the same line.

+0.77% t039% g3y

Stepl Step2 Step3 Step4 Stepbd Stepb6
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Part lll: Content
and messaging—

what stands out

€

Content is the make-or-break factor in whether curiosity becomes
conversation. The subject line earns the open. The body earns the reply.
Personalization proves intent. Al can now deliver scale, speed, and
consistency, but it's the recruiter’'s judgment that adds the nuance—
choosing the right hook, the right detail, the right tone.

Candidates don't reward cleverness; they reward clarity. They want to
know within seconds why this email landed in their inbox and why it
matters to them. That means plain language instead of jargon, signals
of fit that show real research, and a single, unmistakable next step.

The data in this section pulls back the curtain on what actually drives
engagement versus what clogs inboxes. It shows how the right choices
compound into higher reply rates—and how the wrong ones waste even
the best lists.

~N
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Part lll: Content and messaging — what stands out

Subject lines

A subject line is a promise. It tells the
candidate whether opening the message
will be worth their time. Short, concrete
subjects consistently perform best, while
vague or filler phrases underperform.

When recruiters add personalization that
actually means something, engagement
rises sharply.

The formula is simple: combine role
clarity with relevant tokens. Then stop.
Overly clever teasers or mysterious
phrasing rarely help.

( )

5-9 words in length

N

15%

59%

Open rate Reply rate

Nire

Company+candidate name

24% '

68.6%

Location tokens as the only hook

40% 5.8%

Open rate Reply rate

\_ J

Openrate Reply rate
Job title included
62.8% 19%

Open rate Reply rate

Zero personalization

®
71.9%

44.2%

Open rate Reply rate
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Part lll: Content and messaging — what stands out

Body copy

(
The body of the email carries the real weight.

Candidates decide within two sentences
whether to continue reading or move on. Long
blocks signal more effort for them than for
you, while overly short notes come across as
lazy.

The sweet spot is a concise narrative of 50 to
150 words that explains why the candidate,
why this role, and what the next step should
be.

Structure removes guesswork. The most
effective approach follows three moves:
provide context, show value, and close with a
call to action. Personalization should go
beyond inserting a name.

When it includes role-specific details, skills, or
projects, the message feels chosen rather

than sprayed.
% pray

~N

Nire

4 )
50-150 words 3-5 variables JD attached
17% 20% 20.3%
Reply rate Reply rate Reply rate
G J
4 )
Company + Candidate’s company + Name .Rep,ymte 30%
Company + Candidate’s company + . 959,
Name + Current title Reply rate
Candidate company + Name + Current title sy 259,
Reply rate
G J
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Part lll: Content and messaging — what stands out

Al vs. human writing
. . — G

Al is raising the floor on email Openrate @ Reply rate

quc:lity.omd Speec.ll. In our data, 60 Al draft: “Frontend Engineer role at
Al-assisted emails 60% Meta — Interested?”
outperformed human-only 56%

drafts by a wide margin on 50

Human edit: “Anyaq, your React work on
design systems stood out. Meta'’s frontend
40 team is hiring — open to a quick chat?”

replies.

The catch is that unedited Al
often reads generic. The winning
pattern combines Al for 30
scaffolding with recruiter edits
for voice and context.

20

That hybrid approach keeps
structure tight while preserving 10
authenticity. Candidates can tell
when a real person connected

the dots. Al-assisted Human-only
G J
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Part lil: Content and messaging — what stands out hl r e

Surprising things to avoid

4 )
Some of the most common email habits actually hurt

performance. Salary mentions, images, and even
over-explaining working type drag down replies.

Emojis may spike opens, but they don't move
conversations forward. The data shows that small .|3 79
missteps can undo otherwise strong outreach. oL A

The lesson: keep messages clear, human, and role-

focused. Candidates reward relevance, not gimmicks.
\_ J

- _ Recruiter plays N

Lead with role clarity, not comp details.
Skip images unless attaching a job description.

Mention working type only when it drives choice.
\. y,

Working type




PartliV:
Candidate
behavior —

responding
on their time

€

The clock matters just as much as the content after an email is sent.
Replies cluster quickly, and momentum fades just as fast.

Teams that treat responses like live leads—moving candidates from
inbox to calendar within the same day—consistently win more
conversations, even when their open and reply rates are identical to
peers who move slower.

Two engagement curves illustrate this reality. Opens arrive rapidly and
then trickle in over time.

Replies arrive even faster and then stop almost entirely. Most
opportunities live inside a narrow two-day window, which means
recruiters must design their processes around speed.
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Part IV: Candidate behavior — responding on their time

Reply and open curves

( ° [ ] ° \
Replies concentrate within

hours, not weeks. By the end of
the first day, most outcomes
are already determined. While
opens may continue at a
slower pace, they rarely convert
into replies without a follow-up.

Operational discipline here is
straightforward: route, respond,

and schedule immediately.

\. J
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% of replies

66%
12%
N% 5%
0-12 hours 12-24 hours 1-3 days 3-5 days
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0

— Recruiter plays |

N
Set a 12-hour SLA for replies.

Route positives and senior titles to recruiters.

Nudge opens with no reply after 24-48 hours.
. y,

% of opens
49% @ wotop
1% N%
8%
1%
0-12 hours 12-24 hours 1-3days 3-5days 5-10 days
22
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Closing

(
Email continues to be a reliable pipeline driver, but the data is clear:

success depends on precision. High-performing teams personalize with
intent, send during peak attention windows, keep messages concise,
and follow up with speed and discipline.

The benchmarks in this report highlight what works, based on more than
2.7 million recruiter messages sent in the first half of 2025.

Recruiters deserve better than trial-and-error outreach. hirekZ
Campaigns pair automation with personalization, rediscovery with Al
drafting, and tracking with transparency — giving recruiters the tools to
move from “send and hope” to strategies that consistently earn replies
and build pipelines.

Better benchmarks are here. Now it's time for better recruiting.

\_
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Thank you!

Click here to book a demo and
learn how hireEZ helps you put
these benchmarks into action.
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https://explore.hireez.com/contact-sales

