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When privacy protections break open tracking, a large portion of your list
becomes impossible to classify using email analytics alone. That
invisible overlap is the Phantom Engaged problem: people who look
engaged in reports but may or may not be paying attention.



Executive Summary

For years, marketers treated opens as a proxy for attention. Now, that proxy is unreliable.

Apple Mail Privacy Protection (MPP) is designed to prevent senders from learning about Mail
activity by downloading remote content in the background, not only when someone views the
message, and by obscuring IP based inference. [1][2]

This shift creates a practical failure mode: you can no longer confidently distinguish between a
quiet, loyal reader and a truly disengaged recipient whose client triggered tracking anyway.
Those two people collapse into the same reporting bucket when you rely on opens.

This collapse goes beyond analytics. It causes real list damage when marketers run
re-engagement or suppression based on signals that no longer map cleanly to human
attention. In the post privacy world, the highest inbox deliverability risk isn't the subscribers
you can clearly identify as inactive. It's the subscribers who appear active but whose attention
cannot be verified.

Phantom Engaged is the name for that uncertainty bucket: an unavoidable overlap
created when privacy protections break our ability to distinguish silence from
disengagement using email metrics alone.

The solution isn't a clever new metric. It's a classification stance: use intentional actions as
proof of engagement, treat opens as weak evidence, and handle ambiguity conservatively to
avoid irreversible harm.

Phantom Engaged Position Paper v5.0 Page 2 | Expert.Emall



1. What Changed in Measurement

Modern inboxes are built to protect recipients from hidden tracking. Apple’s approach is the
most explicit: when a user enables Protect Mail Activity, remote content is privately
downloaded in the background when the email is received, rather than when it is viewed,
helping prevent senders from learning about Mail activity. [1][2]

For marketers, this background fetch is the core issue. The tracking pixel may load even if the
person never intentionally opened the email. Many email platforms now expose indicators for
machine generated opens or MPP related opens for this reason (for example, SendGrid’s
MPP flag). [3]

At the same time, mailbox providers are tightening sender expectations around
authentication, one click unsubscribe, and complaint thresholds. [4][5] The ecosystem is
simultaneously becoming less measurable and less forgiving.

The Tension: You're being asked to prove you send wanted mail while losing the
cleanest historical proxy (opens) that many teams relied on to define ‘wanted.’

2. Why the Open Event No Longer
Means Attention

Opens were always an indirect measurement. Even before MPP, they depended on image
loading, mail client settings, caching behaviors, security tools, and link scanning. Privacy
protections push this from ‘imperfect’ to ‘structurally unreliable’ for classification purposes.
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Pre-Privacy Implication Post-Privacy Reality

Often means the mail client fetched images.

Open A person likely viewed the email. May happen without a human reading.
A person likely did not view the Could be a non reader, or a reader whose mail
No open email. client blocks tracking.

Still the cleanest proof of intent in email. Not
Click A person intentionally acted. perfect, but far stronger than opens.

High confidence intent signal. May bypass link

Reply A person intentionally engaged. blockers and tracking limitations.
Purchase / Best proof if you can connect it. The gold
login Downstream proof of value. standard for classification.

If you take one thing from this paper, take this: opens are now evidence that something
rendered remote content, not evidence that a person noticed, read, agreed, or wanted
more.



3. The Phantom Engaged Overlap

In a pre privacy mental model, the list felt cleanly separable: engaged subscribers showed
opens and clicks; disengaged subscribers went dark. In the post privacy model, measurement
pushes a large number of people into the same middle zone: visible activity without
confirmable intent.

PHANTOM ENGAGED
(Uncertainty)

ENGAGED

Privacy protections increase the overlap between what we can measure and what is real.

This overlap isnt a new segment you can optimize away. It's a fact of measurement
uncertainty. Attempting to force certainty (for example, by treating opens as attention
regardless) is where most classification mistakes begin.

Phantom Engaged isn't just a deliverability problem. It's a revenue problem. Some of your
highest value subscribers live here. These are people who consistently read but rarely click,
reply, or trigger trackable events. In many niches, “quiet readers” become your best buyers
when the offer matches the moment. Treating Phantom Engaged as “less engaged” by default
can reduce the very exposure that converts them, creating hidden revenue loss that looks like
“cleaner engagement” in dashboards. Phantom Engaged exists to protect both sides of the
risk: sender reputation and the silent loyalty that produces long term value.
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4. A Classification Framework That
Admits Uncertainty

Most engagement models assume clean boundaries. The A/B/C framework starts from the
opposite premise: uncertainty is the default state, and the burden of proof falls on the signals,
not on the subscriber. It's intentionally conservative, designed to protect silent readers and
prevent irreversible decisions based on noisy data.

. . . Send with confidence. These
Clicks, replies, purchases, logins.

A Confirmed Intent . subscribers have demonstrated
Opens optional. .
attention.
Phantom Opens present. No intentional Handle conservatively. This is a
B (Uncertain) actions. Ambiguous by design. holding state, not a verdict.
Unengaged No opens, clicks, replies, or actions Eligible for controlled, finite
C (Observable) within a window. re-engagement or suppression.

Important: Bucket B isn't a behavior segment or a personality type. It's a holding state that
says: “We don't currently have enough proof to classify this person as engaged or
disengaged.” Treating it as anything else defeats its purpose.

Apply this framework to your list. We built a free classification tool to help you map
your subscribers into the A/B/C framework described above. There is no opt in and no
paywall. It's just a practical starting point for teams ready to move from open based
assumptions to intent based classification.

5. What Goes Wrong When You Ignore
the Uncertainty
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https://plannertoolv2.phantomengaged.com/

Most list harm in the post privacy era happens when teams apply pre privacy rules to post
privacy signals. These mistakes are common, understandable, and worth naming clearly so
you can recognize them in your own program:

* Resend to non openers becomes a frequency amplifier. What was once a relevance
tactic now adds volume to inboxes that may already be receiving your emails, just without
generating a trackable open.

* Aggressive “last chance” campaigns pressure silent readers. When quiet loyalty
looks identical to disengagement in your data, urgency based re engagement risks
pushing away people who were still paying attention.

* Open based suppression quietly removes high value subscribers. Readers whose
mail clients block tracking or who consume emails without triggering pixels get sorted into
your inactive bucket, and deleted.

» Dashboard confidence replaces relationship awareness. Teams over trust reporting
and under trust what they know about long term customer behavior and brand affinity.

These errors are rarely visible in the moment because the reporting still looks healthy. The
cost shows up over time: higher complaint rates, weaker inbox placement, reduced
conversion, and a list that grows harder to recover.

Phantom Engaged is why modern re-engagement is primarily a risk management
problem. The most important decisions are about what you choose not to do when you
cannot know the full truth from email metrics alone.
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6. Principles for Working Marketers

These are principles, not tactics. Tactics change with platforms and tools. Principles hold up
regardless of which ESP you use or how large your list is.

Principle 1: Intentional proof beats inferred attention.

Clicks, replies, purchases, logins, and other downstream events are not perfect, but they
reflect deliberate action. Build your classification around these signals first. Treat opens as
supporting evidence, not as the foundation.

Principle 2: When you are uncertain, restraint is a strategy.

When you cannot safely distinguish a loyal quiet reader from a non-reader, pressure and
urgency-based tactics carry real risk. It is better to reduce frequency, adjust content, or route
people into lower-pressure paths than to gamble trust for short-term clarity.

Principle 3: Classify first, optimize second.

Optimization assumes your labels are correct. In the post-privacy world, those labels are often
wrong. Invest in building a truthful classification stance before chasing marginal KPI lifts. The
returns from accurate classification will outperform the returns from optimizing against flawed
segments.

Principle 4: Lock your observation windows before judging.

An observation window is the amount of time you commit to watching for an intentional signal
before changing how you treat someone. Set it in advance. Without a fixed window, it is easy
to unconsciously move the goalposts to match whatever story your dashboard is telling that
week. A locked window turns engagement policy into a fair, repeatable process.

Principle 5: Prefer reversible actions over irreversible ones.

When you are unsure, choose actions you can undo. Reducing frequency, changing content,
or moving people into a different sending cadence are all reversible. Suppression and
permanent removal are not. Save irreversible decisions for situations where you have high
confidence.
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7. A Note on Ethics and Privacy

Phantom Engaged is not a call to outsmart privacy protections. Those protections exist
because recipients deserve control over how they are tracked. The appropriate response is to
adapt how we interpret metrics and how we treat people, not to find clever workarounds.

This paper takes a clear stance on where the line should be:

» Deceptive workarounds designed to recreate individual-level surveillance undermine the
trust that makes email marketing sustainable.

 People should not be penalized for failing to produce trackable signals. Silence is not the
same as rejection.

» Manufacturing urgency to force clicks as a “proof of life” mechanism treats subscribers
as problems to solve rather than people to serve.

e The better path is consent-based: clear expectations, easy unsubscribe, and content
that earns attention on its own merits.

This stance also aligns with the direction mailbox providers are heading: easier unsubscribe,
stronger authentication requirements, and lower tolerance for unwanted mail. [4][5] Working
with that trajectory, rather than against it, is both the ethical choice and the practical one.

8. What Competent Teams Do Next

This isn't a campaign checklist. It's a governance upgrade: changes to the rules your email
program runs on.

Adopt a measurement hierarchy.

Write down, in order, which signals you trust most for engagement classification. In most
programs, downstream events and replies outrank clicks, and clicks outrank opens. Having
this documented means your team makes consistent decisions instead of defaulting to
whatever metric is easiest to pull.
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Separate deliverability safety from performance reporting.

Your dashboard is a performance tool. It should not be the final authority on who stays and
who goes. Deliverability safety policies should be conservative by default and should explicitly
account for the uncertainty that privacy inflated opens create.

Design for silent readers.

Accept that a meaningful percentage of your audience will never click but still receives value
from your emails. If your program requires clicking to avoid being treated as inactive, your
program is hostile to a real segment of real people. That is worth examining.

Reduce emotional automation.

Revisit any automation that interprets silence as rejection. In the post privacy world, silence is
often just silence, not a statement about your brand, your content, or your value.

Invest in proof where it actually exists.

Where feasible, connect email to outcomes you can verify: purchases, logins, subscription
renewals, product usage. This is not about surveilling individuals. It is about ensuring you are
not mistaking a privacy artifact for actual disengagement.
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Conclusion

Phantom Engaged is the name for a reality email marketers can no longer afford to ignore: a
large portion of your list now sits in an overlap where the most common engagement signal
(opens) is not trustworthy proof of attention.

The correct response is not panic, and it is not denial. It is classification discipline: prove intent
where you can, admit uncertainty where you must, and treat that uncertainty with restraint.

If you share one sentence with your team, share this:

Stop asking your dashboards to answer a question they can no longer answer. Replace
false certainty with policies that protect trust and list health.

Put This Into Practice

The ideas in this paper become useful when you apply them to your own subscriber data. To
make that starting point easier, we built a free tool that walks you through the A/B/C
classification framework described in Section 4.

There is no opt in, no paywall, and no sales pitch. It exists to help working marketers put
classification discipline into practice. Access the free tool here.
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