


Nearly 67% of emails are opened on 
mobile devices. 

By 2020, 80% of adults are going to own a smartphone.1 
Wearables – from rings to watches – are going to keep hitting the 
market. Meanwhile, smart homes and the Internet of Things are 
going to connect our devices like never before. 

Yet many email marketers are still acting like customers interact 
with emails the same way that they always have: at a computer in 
the office or home. 

42% of marketers rarely or never create 
responsive emails.2

What will an email look like on a watch? Or on the screen of a 
connected coffee machine? 

These are the questions email marketers have to start asking 
today if they want to stay relevant tomorrow. While designing 
emails that respond to different mobile devices is still critical, 
marketers need to start designing emails that respond to different 
mobile behaviors, too.

This means redefining what we traditionally think of when we talk 
about “responsive email.” This eBook will show you how to do that.

1Source: The Economist “Planet of the Phones” http://econ.st/1GQVtUz
2Source: Salesforce “2015 State of Marketing” http://sforce.co/1KPTzHl 

Introduction

http://econ.st/1GQVtUz
http://sforce.co/1KPTzHl


Consumers are using their phones in every kind of situation 
and location. They could be settling an argument, looking for 
directions, or waiting in line at a store. And, at any point, they 
could be checking their email. 

So how can you create contextual content that actually 
complements the mobile experience? And how can you 
make sure it’s as relevant as possible, wherever and however 
consumers open their emails?  
 
Here’s how to start creating responsive emails that respond not 
just to a customer’s device, but a customer’s behavior: 

Re:Thinking 
Email’s Mobile Role 
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   Location 

More than three-quarters of 
consumers say that location sharing 
is useful.3 With geo-targeted emails, 
companies can show nearby stores, 
events, offers, and more. 

By using Movable Ink’s contextual 
marketing technology, AIMIA 
embedded personalized maps in 
every email. Every map showed up to 
ten nearby locations where customers 
could redeem their rewards. 
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The emails with maps 
increased click-through 
rates by 66.67% over 
emails without maps, 
with 31% of all clicks 
going to the map.

1Source: Pew Research Center “US Smartphone Use in 2015” 
http://pewrsr.ch/1COQzb9

2Source: Pew Research Center “Mobile Technology Fact Sheet” 
http://pewrsr.ch/1zZNaRo

3Source: ExactTarget Report “2014 Mobile Behavior Report”
http://bit.ly/1Gf3HHG

80% of mobile users 
coordinate a meeting or
get-together on their device.1

30% of mobile users have 
used their phone to decide 
whether to visit a restaurant 
or other business.2

Coordinating Making Decisions

Did You Know?

http://pewrsr.ch/1COQzb9
http://pewrsr.ch/1COQzb9
http://pewrsr.ch/1zZNaRo
http://pewrsr.ch/1zZNaRo
http://bit.ly/1Gf3HHG
http://bit.ly/1Gf3HHG


   Weather

There are fewer things more 
contextual than weather. Allen 
Edmonds created a weather-specific 
email that dynamically changed 
according to the forecast. If the 
weather was colder than 40 degrees, 
recipients got an email about 
winter-proof boots. If it was warmer 
than 40 degrees, the offer was for a 
rain jacket. 
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Colder than 40º

Warmer than 40º

53% of mobile users have 
used their phone to get 
information to settle an 
argument.1

1Source: Pew Research Center “US Smartphone Use in 2015” 
http://pewrsr.ch/1COQzb9

2Source: Pew Research Center “Mobile Technology Fact Sheet” 
http://pewrsr.ch/1zZNaRo

20% of mobile users are on 
their phone to look for 
updates for public transit 
or the fastest way to get 
somewhere.2

Let’s Settle This Public Transit

Did You Know?

By using 
weather-targeted, 
responsive emails, Allen 
Edmonds saw more than 
a 300% increase in 
click-throughs.

http://pewrsr.ch/1COQzb9
http://pewrsr.ch/1COQzb9
http://pewrsr.ch/1zZNaRo
http://pewrsr.ch/1zZNaRo
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   Time

While they might check their emails 
on their phones, more shoppers buy 
on desktops – the conversion rate 
for desktop purchases is 50% higher 
than mobile.3 

That’s why, no matter when 
customers open emails, the content 
should always be relevant. Even 
if a sale has ended by the time a 
customer checks their inbox again 
and is ready to shop, you want to 
make sure the email has dynamically 
changed to show another 
call-to-action. 

That’s what Motorcycle Superstore 
did with this email.

Durring Sale

After Sale

1Source: Adweek “79% Of People 18-44 Have Their Smartphones With Them 22 Hours A 
Day [STUDY]” http://bit.ly/1HskZPK 

2Source: ExactTarget Report “2014 Mobile Behavior Report”
http://bit.ly/1Gf3HHG

3Source: Movable Ink Blog “The Terrible Truth About Mobile Shoppers” 
http://blog.movableink.com/mobile-shopping-study

79% of people check their 
phones within fifteen 
minutes of waking up.1

65% of tablet owners check 
their tablets at least once a 
day while watching TV.2

Waking Up Watching TV

Did You Know?

http://bit.ly/1HskZPK
http://bit.ly/1HskZPK
http://bit.ly/1Gf3HHG
http://bit.ly/1Gf3HHG
http://blog.movableink.com/mobile-shopping-study
http://blog.movableink.com/mobile-shopping-study
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   Device

Given that so many people are 
starting to use multiple mobile 
devices to check email, your 
emails should be able to respond 
to different devices with different 
content. That means making sure that 
iPhone users, for example, see an 
email with links to the App Store and 
Android users are shown links to the 
Google Play store. 

It also means that you can create 
content that changes depending on 
the device – so if customers open 
an email on a mobile device, an app 
download can be displayed in the 
hero image, driving much higher 
download rates. 

American Eagle took this approach. 
By displaying a download button 
for an app much more prominently 
in mobile versions of the email, the 
company drove a 231% increase in 
mobile app downloads. 

41% of people use their 
tablets and smartphones 
simultaneously at least
once a day.1

1Source: ExactTarget Report “2014 Mobile Behavior Report”
http://bit.ly/1Gf3HHG

2Source: Pew Research Center “Health Fact Sheet” http://pewrsr.ch/LY76BI

19% of smartphone owners 
have downloaded an app 
to track or manage their 
health.2

Multiple Devices Staying Healthy

Did You Know?

http://bit.ly/1Gf3HHG
http://bit.ly/1Gf3HHG
http://pewrsr.ch/LY76BI


7

  Inventory
 

With so many people using their 
phones as shopping companions, 
brands that can show real-time 
inventory information can drive 
serious ROI. Sears, for example, used 
maps and local inventory ads to drive 
122% more visits to local stores.3 

This can be done within emails, 
too. Likewise, events management 
companies and airlines can create 
real-time, interactive inventory 
information that can be used right 
within the email. 

Here, one major airline used 
Movable Ink’s technology to create 
a dynamic seating chart that allowed 
people to upgrade seats from within 
their inbox. This led to $1 million in 
incremental revenue. 

1Source: Business Insider “Social Media Engagement: The Surprising Facts About How 
Much Time People Spend On The Major Social Networks” http://read.bi/1hXoGnn

2Source: eMarketer “Smartphones Are In-Store Shopping Companions” 
http://bit.ly/SeiOMM

3Source: Adweek: “Has Google Perfected the Retail Search Ad With Its Local Inventory 
Offering?” http://bit.ly/1MQSaQP

60% of all time on social 
media sites like Facebook 
and Twitter is spent on 
smartphones.1

Over 90% of consumers 
aged 18-43 use their 
smartphones while 
shopping in stores.2

Social Media Shopping

Did You Know?

http://read.bi/1hXoGnn
http://read.bi/1hXoGnn
http://bit.ly/SeiOMM
http://bit.ly/SeiOMM
http://bit.ly/1MQSaQP
http://bit.ly/1MQSaQP


Research from IDC shows that, while the prevailing sentiment 
around Instagram, LinkedIn, and Twitter is “excitement,” people 
think “productivity” first when they think of email.
 
So social media is exciting, but email is often perceived as a 
chore. That’s because most emails are static and the content 
doesn’t adapt to a customer’s real-time context. 

Right now, marketers are still drawing a line in the sand when it 
comes to distinguishing between “mobile” and “desktop.” 

But to really create next-generation email marketing campaigns, 
you have to only think of the customer first – and create content 
that can be experienced, optimally, on every device. This means 
that the content has to be able to change dynamically according 
to when, how, and where a recipient opens an email. 

Rather than “mobile” or “desktop” emails, brands need to send 
responsive emails that respond to what a customer needs, not 
just what their device needs. 

Movable Ink’s contextual marketing technology helps marketers 
create emails that can respond to mobile behaviors and mobile 
devices alike – without complicated system or database 
overhauls. 

Want to learn more? Visit movableink.com or get in touch at 
contact@movableink.com. 

Re:Discovering 
the Excitement 
around Email
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What happens in the moment influences how we act, and how we 
remember it. Shouldn’t marketing do the same thing? Movable 
Ink’s mission is to enable brands to market in the moment with 
real-time contextual content delivered at scale.

Hundreds of innovative brands, such as American Eagle Outfitters, 
Time Inc., Bass Pro Shops, and Finish Line, use agileEMAIL, by 
Movable Ink, to increase email engagement, conversions, and 
ROI. Movable Ink’s contextual content platform makes it easy to 
plan, create, and execute email campaigns that adapt to each 
individual consumer the instant they engage. 

Contact

contact@movableink.com 
1-800-270-6033
movableink.com

blog.movableink.com
pinterest.com/movableink
twitter.com/movableink

mailto:contact%40movableink.com%20%20?subject=
http://movableink.com
http://blog.movableink.com
http://pinterest.com/movableink
http://twitter.com/movableink

