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Mobile Email Marketing is Here To Stay 

  



 

 
 

 

You Need to Meet Consumers Where They Are 

 

As technology has developed over time, more and more consumers are accessing their 

email either primarily or almost exclusively via mobile devices--whether their phones, 

their tablets, or other personal objects. Email marketing has historically been a format for 

PC consumption; after all, for most of the history of email, people have accessed it on their 

computers. In a short time frame, however, consumers made the shift to their devices for 

the sake of convenience as well as the increasing need to be connected at all hours of the 

day and night. This opens up a bit of a quandary for marketers who are used to the way 

things have been done for decades: how to most effectively make their email campaigns 

mobile-friendly.  

While many consumers--especially among Baby Boomers--still access their emails on PCs 

at some points of the day, it’s undeniable that mobile access to email has been a driving 

factor in the growth of the smartphone market, and that mobile email habits are here to 

stay. To remain competitive, brands simply can’t assume anymore that their emails will be 

accessed on a computer--they have to be optimized for the mobile experience. There are 

several options available to marketers to make the leap, and each one comes with strengths 

and weaknesses; in addition, there are certain formatting changes, and strategy shifts, that 

come along with the jump to mobile-friendly email marketing.  

In this report, we’ll look at the impact that embracing mobile-friendly techniques can and 

will have on your email campaigns, along with the methods and strategies that go along 

with mobile optimization, to give you a full idea of what it takes to keep your customers 

happy and engaged--and what the benefit is to you for making the effort.  

 

We’ll look at: 

● Statistics and findings on mobile email usage and the state of consumer expectations 

● Tools and software available for optimizing your email campaigns for mobile 

● Formatting and design for mobile-friendly campaigns 

● Strategy and tactics for optimal mobile email performance 

 

We’ll break down the different tools available to optimize your email campaigns for any 

device and give you everything you need to make informed decisions as you make the 

transition to mobile-friendly email.   

 



 

 
 

 

Why You Need to Be Mobile 

According to the US edition of the 2018 Global Mobile Consumer Survey, on average, 

Americans check their phones 52 times per day; other studies have documented that over 

88% of consumers actively use their phones for the purposes of checking emails, and that 

approximately half of all emails globally are opened and read on mobile devices. With these 

kinds of findings, it’s obvious that even if users are occasionally opening their emails--

personal, professional, and commercial alike--on web clients, they are increasingly turning 

to mobile devices to stay in touch. 

 

This means, of course, that the first look that your consumers are likely to get of your email 

campaigns will be on a mobile device, as opposed to a PC or laptop screen--a marked 

difference from even a decade ago, when the first smartphones became widely embraced 

consumer products. It isn’t hard to understand why, either; time crunch is a constant factor, 

and increasingly people have been seeking out ways to be more productive in both their 

personal and their professional lives. What better way to maximize time than to check, 

screen, and read your emails when you’re doing something else?  

 

The breakdown of who’s mainly or exclusively checking emails on their phones or tablets 

is, predictably, generational: while Baby Boomers and Gen X certainly do manage their 

emails on their personal devices, it’s far more common for Millennials and looks to be 

almost universal for Gen Z, with the eldest members of that cohort reaching adulthood. The 

younger two generations have been early adopters of the tech, with many Millennials 

having more or less grown up with mobile tech that’s become increasingly sophisticated.  

 

With all of this in mind, the message for brands and marketers alike is clear: it will soon be 

wasted time, effort, and money to plan and deploy email marketing efforts purely based on 

desktop and laptop experiences. If you want to keep getting through to consumers, you’ll 

have to give them an experience that translates to the devices they’re opening your emails 

on: you have to reach out to them where they live, which is increasingly on their phones. 

 

How To Make The Jump: Tools 

 

The first thing to know about transitioning to mobile-friendly email is that there are a few 

different methods to begin making the shift, from the perspective of tools and software  



 

 
 

 

available on the market. The method you choose will depend on how flexible you need your 

campaigns to be, what devices your audiences use, and other factors--so it’s important to 

look at what there is out there, and the strengths and weaknesses of each approach. 

 

Device-Specific Tools 

As with standard email for computer screens, there are coding systems and tools in place to 

render emails properly for each of the mainstream smartphone and tablet platforms that 

exist. Primarily these are concerned with iOS and Android products, and for marketers on 

something of a budget, this can be one way to go; if you know, for example, that your email 

recipients almost all access your emails from iPhones, you can just use tools to translate 

your campaigns to the proper iOS email platform format with a fair degree of success. On 

the plus side, you can save a bit of money and trouble incorporating tools to target 

specifically one or the other platform’s users; as a negative, however, you risk losing out 

with parts of your audience that aren’t on whatever platform you’re targeting. 

 

Coding tools and products for a specific mobile platform can be a good short-term solution 

for your brand, provided you know that those recipients who aren’t accessing your emails 

via desktop are using exclusively Android or Apple operating systems. However, if you 

have an audience that is distributed across multiple platforms, this is a time-consuming 

and potentially expensive option. 

 

Responsive Design Tools 

Responsive design is a great option if you know that your recipients are scattered across 

more than one mobile platform, because it enables you to create one email and have it 

render properly for each platform. Most of the responsive design tools put bits of code to 

use to “tell” the email which version of a template to present based on the platform/device 

opening it. The strengths of this particular set of tools are obvious: there’s no real need for 

you to know specifically which devices your recipients are using to open your emails, and 

while there is the work to make sure that the templates are present for the tools to choose 

between, you don’t have to send emails in multiple batches. Additionally, it will present the 

correct template automatically for each recipient, even as they open the email across more 

than one device: if they open first on a device and then on desktop, the experience is the 

same.  

 

 



 

 
 

 

 

When it comes to adopting tools for making the jump to mobile email, there are a few 

things to keep in mind: 

 

● What devices are your recipients using; do you have that information readily 

available? 

● Do your recipients mostly use one or the other of the most popular platforms? 

● How much time and money are you willing to invest to get started? 

● How many templates are you willing to prepare? 

● Are you planning on incorporating platform-exclusive functions (such as Android’s 

dynamic content or iOS-based functions)? 

Once you’ve resolved these questions, you can decide on which tools to incorporate into 

your development processes to get your emails ready for mobile platforms. 

 

Your Mobile Emails Need to Be Beautiful 

 

Just like with your desktop emails, the design and creative of your emails for mobile need 

to look clean and attractive to your recipients. This aspect of mobile email has a few 

components to it, but at the end of the day, it isn’t more complicated than your usual 

routines. What it comes down to is proper formatting for the smaller screens your emails 

will be shown on, and design elements that work for the more concentrated space. There 

are a few ways to tackle the design elements, which we’ll talk about below; but when it 

comes to formatting, there are some easy-to-remember rules. 

 

Formatting your mobile emails 

There are some basic rules to follow when it comes to templates and formats for your 

designs in mobile email; at heart the goal is to make sure that every image in your email 

creative renders properly on the screen, and that there isn’t a need on your recipient’s part 

to do a lot of up-down-side-to-side scrolling to get the entire message. It may seem tedious 

in some cases, but if you make these formatting rules routine, you’ll find they’re intuitive 

and easy. 

 

● Keep your emails 600 pixels wide 

 



 

 
 

 

○ While responsive designs can size your email templates and layout reliably, 

making sure it’s no wider than 600 pixels will ensure it loads quickly and 

properly every time. 

● Use a larger font size 

○ A 10-font size is small even on the bigger screen of a computer; 13 or 14 size 

fonts are much easier to read. 

● Keep images small/compressed, and use fewer ones 

○ This can be tricky if you don’t have as much tech savvy but shrinking your 

images by 50% and compressing their size makes them load faster; on the 

other hand, you can just use responsive design coding. 

○ Fewer images make the small space of a mobile screen look less cluttered. 

● Place your call to action ‘above the fold’ 

○ You want scrolling to be to a minimum; mobile email, even more than 

traditional format, is a fast-paced medium and attention spans are short. 

● Avoid using an image for your call to action 

○ This just creates confusion and makes things look cluttered, as well as 

running a risk of making it harder to click. 

● Separate links with plenty of space 

○ Don’t stack links--instead space them out so that the recipient can click on 

them individually and not have to keep navigating back to the email to get to 

the link they want. 

 

By following these formatting rules, alongside incorporating responsive design into your 

email development, you can make sure--at least--that your emails are rendering correctly. 

There are, it’s worth noting, a few tools that you can use to make this whole process easier. 

 

The mobile email design toolkit 

Implementing these specific items in your email design and development can be tedious, 

and there was a time early on in the days of mobile email where you had no other choice. 

However, there are a lot more options available now--and ways to make sure everything is 

done without having to take care of each individual step yourself. 

 

 

 

 



 

 
 

 

 

Templates: a life and time-saver 

The easiest way to make sure that your emails are visually optimized for mobile screens is 

to build basic templates to the specifications you’ll need for the mobile screen. Even better: 

many email marketing agencies and service providers already have ready-made templates 

that you can customize with your logos, brand colors, and other details. They’re tried and 

true, and if nothing else will give you a clean visual that consistently performs the way that 

it should. 

 

Web shortcuts: for making things fit just right 

One of the issues we discussed before was making sure that images fit into the email 

properly; not only do you want to make sure that your email doesn’t exceed 600 pixels in 

width, but you want to also avoid the images taking a long time to load, and you want the 

images to load cleanly. Apart from actual images, there are design elements that you want 

to include, but which need to be made to fit into the smaller space. Email marketing service 

providers have a lot of options available, and there are also several toolkits and resources 

for marketers and brands to use to get things right without having to learn more tech info 

than they’re comfortable with.  

 

Examples include: 

● Image shrinking and file compression programs 

● Testing programs and sites that will run your layout and design through different 

parameters to make sure it loads in the optimal time and completely 

● Mobile email generators that help you edit your templates down to the right 

parameters, or let you start from scratch 

● Tools that help you to embed and include video and other dynamic content in your 

emails 

There are dozens of other more specific resources available, but this gives you an idea of 

just how automated the process can be. And taking care of the design aspect is vitally 

important: research shows that consumers will delete an email without responding to the 

call to action if it takes more than about 30 seconds to load. The majority of that load-time 

is dictated by the amount, quality, and size of the images and other rich content in your 

email. 

 

Now that we have the design elements under control, it’s time to talk content, which is also 

an important factor in mobile--and also requires a markedly different mindset compared to 

the traditional email format. 



 

 
 

 

Content Drives Success or Failure For Mobile 

If you think about content when it comes to email, and about the size of the mobile screen, 

it becomes readily apparent that content strategies for mobile are going to be different 

from what they would be for traditional email marketing. Of course, there is an emphasis 

on short, to-the-point content on every level when it comes to email generally; but that 

emphasis becomes all-important when you have 30 seconds and a very limited space to get 

your message across in. First we’ll look at the brass tacks of the issue: word counts, 

formatting, and those very basic essentials. Then we will look at content strategies that 

work for the concentrated space and attention of mobile email. 

 

Get right to the point 

From subject lines to preview text to body content, mobile email has tight guidelines. The 

screens your emails will be appearing on are comparatively tiny; the word counts 

accordingly become challengingly small. While desktop email clients (Outlook, Gmail, 

Yahoo, and so on) provide ample space not just in subject lines but also in the email body, 

you have to shrink everything down--and not taking that into consideration will make your 

emails look sloppy even with the best designs. So basic guidelines for word counts or 

length for your different components are: 

 

● Subject line: 30 characters or less 

● Preheader/preview text: while this varies depending on which operating system 

and platform is being used, it’s best to stay under 50 characters as a general rule 

● Body text: between 50 and 125 words, or between 300 and 800 characters 

These are tight limits, but they can be used to make impactful statements, provided you use 

the right strategies. 

 

Get strategic with your content 

While the character and word limits for mobile email can be a challenge, they also open up 

a wealth of opportunities. Tighter, shorter bursts of content allow you to play with things 

like tone, expectations, humor, and other engaging writing techniques. Some ideas in terms 

of strategies include: 

 



 

 
 

 

● Using the subject line as the set up for a joke and the body content for the punchline 

● Creating a word puzzle or riddle in your subject line that the body content answers 

● Giving a hint in the subject line and preheader text that is more fully fleshed out in 

the body 

Ultimately, the strategy for mobile email content should be to get your point across in as 

few words as you can without sounding terse or spammy. Think of it like an elevator pitch 

as opposed to a full-blown sales proposal: you should start from the full details and 

information that you need to impart, and then cut down the information until you could 

recite it all within 60 seconds.  

 

Another method that helps is to call back to the “inverted pyramid” of your school days: the 

most important information should always—always --be ‘above the fold’, and not 

something that the recipient has to scroll to get to. Dates, offers, the who-what-where-

when-why should be right in the beginning where it can be read and digested in the blink of 

an eye, because that is the amount of time you have to hook your recipients. 

Strategy and Tactics: Bringing it All Together 

Having discussed the separate elements of design and content, the only thing that remains 

is to discuss bringing it all together with overall strategy and tactics. When it comes to 

mobile-friendly email, the strategies and tactics you bring to bear are going to be a little 

different and a little more concentrated than they are for traditional, desktop-based email; 

but they’re not so difficult once you understand the underlying logic of mobile email. 

 

Analytics are everything 

Metrics rule the email marketing world in general, so it should come as no surprise that in 

mobile email, they are indispensable. The kinds of data you need and can effectively use for 

mobile email include factors outside of the usual metrics, such as click-through rate and 

open rate. Relevant data includes: 

 

● Email client usage  

● Time of day emails are opened 

● Day of week emails are opened 

● Length of time spent reading the email 

 



 

 
 

 

 

These analytics specifically can go a long way towards helping you to target your recipients 

when they’re most likely to be in a receptive mood, and on the right devices. You can also 

gauge how well your content strategy is working and make refinements accordingly. If, for 

example, you discover a shorter read-time, you can tailor your content to a quicker read.  

 

Plan for the full experience 

Your emails should be mobile ready--but your site and landing pages should be, too. If your 

audience gets a great email that populates their device perfectly, only to reach a site that’s 

difficult to navigate or isn’t ready for mobile-based purchasing, they’re going to abandon 

you--and their conversions will go with them. So in addition to implementing mobile-

friendly email design and content, you should have mobile-friendly experiences all the way 

around ready to go. It should be as close to seamless as possible, and there is even more 

good news on that front: Google is launching capabilities that will allow you to create the 

entire experience in the email body itself, with its dynamic content and mobile pages 

features rolling out through 2019.  

 

Take advantage of rich content functions 

One of the great things about the move to mobile email is that consumers are primed to 

consume a wide variety of media on their phones--and email platforms like Gmail and iOS 

email are making it more and more possible to incorporate newer formats and media into 

your emails. Video, animation, audio, and more are all rolling out through the different 

mainstream providers, and they offer possibilities to connect with consumers in new ways-

- ways that wouldn’t gel as readily with traditional email marketing. As you move into 

mobile email, investigate the ways to implement the newer features to keep your email 

campaigns fresh and interesting and engaging. 

 

 

  



 

 
 

 

Final Thoughts on Mobile Email 

It’s undeniable that consumers are moving increasingly towards accessing their emails 

primarily if not exclusively through their mobile devices, and brands that follow that trend 

sooner rather than later have the advantage on setting the standards. It will soon be a 

matter of diminishing returns to keep focusing on traditional email marketing tactics, 

trends, and formats; currently about half of all emails are opened on a mobile device, and 

that trend is not going to reverse itself. 

 

While it can seem like a difficult prospect to transition to mobile-friendly email, there are a 

wealth of tools available to make the jump quickly and easily, from templates to formatting 

tools, to analytics and more. Learning the tricks and tips for making your emails perform 

consistently and strongly on a mobile platform, you can reach out to your customers where 

they live and make meaningful connections with them that will drive increased conversions 

and improved engagement.  

 

The facts are clear: mobile email is not going away, and marketers must embrace the shift 

and make their emails friendly to the newer medium. If it seems like a lot of work to do all 

by yourself, consider partnering with an agency that has all of the tools already in place to 

develop, design, and deploy emails to recipients using mobile devices. Opting to work with 

a company that has all of the tools on-site and at-hand to make it easy is one way to get 

things started while you’re working out the finer points. Take up the mobile email format, 

tactics, and strategies, and you will find yourself continuing to reap the rewards of 

customer engagement.  

 

 

 

 

 

 

Additional Sources: 

 

https://www.campaignmonitor.com/resources/guides/mobile-email-marketing/ 

https://www.copyblogger.com/mobile-friendly-emails/ 

https://econsultancy.com/seven-tools-to-optimize-your-email-marketing-for-mobile/ 
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