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Executive Summary 
Overall 73 percent of consumers utilize their mobile phone to access one or more email 
accounts, making it crucial for marketers to ensure that email messages render properly on 
mobile phones.  Utilizing device detection, a marketer can actually serve different images, not 
just resize them, creating a powerful mobile-optimized experience. The rise in the adoption of 
mobile devices presents significant opportunities for marketers to leverage real-time email 
marketing because real-time capabilities allow marketers to keep content fresh within emails 
without requiring the sending of additional messages.  Marketers that leverage existing 
customer data and pair it with context in a real-time manner will increase the accuracy and 
relevancy of their offer.  

 
The Real-Time Email Value Ladder is a guide to getting started with Real-Time Email.  The 
Ladder progresses from the easiest things to implement to some of the more involved tactics, 
such as those that require leveraging data from disparate sources. For example, utilizing 
countdown timers and live social feeds has shown a fifteen percent to near seventy percent 
increase in click-through rates when comparing emails that included a countdown timer to 
those that did not include one. This paper provides examples and a guide on how to implement 
real-time email. 
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Mobile Email Adoption is Mainstream Across Nearly Every Age Group 
Consumers across nearly every age group are using their mobile devices to read and interact 
with their email (see figure 1). Overall 73 percent of consumers utilize their mobile phone to 
access one or more email accounts, making it crucial for marketers to utilize responsive design 
and device detection to ensure that email messages, as well as websites render properly on 
mobile phones.  With device detection, a marketer can actually serve different images, not just 
resize them, creating a powerful mobile-optimized experience (see figure 2). 
 
Thirty-two percent of consumers state that email marketing messages are too small to read and 
interact with on mobile and 26 percent report that websites are not formatted for their mobile 
phones. Forty-two percent of consumers report that they use their mobile phone to triage their 
email inbox, quickly deleting messages or marking them as unread in order to re-read them 
later on their computer. Nearly one third (31 percent) state that they use their mobile phone as 
their primary email device.  This behavior is highest among 27-to-38 year olds, where 36 
percent state their mobile phone is their primary email device. Marketers should enlist the 
following strategies to drive subscriber engagement on mobile devices: 

¶ Utilize device detection to target images to dynamically display offers within the email 
that are ƻǇǘƛƳƛȊŜŘ ǘƻ ŀ ǎǳōǎŎǊƛōŜǊΩǎ ǎǇŜŎƛŦƛŎ ŘŜǾƛŎŜΦ 

¶ Utilize the prevalence of apps and leverage email as a channel to drive app interaction. 
LƴŎƭǳŘŜ ŀǇǇ ŘƻǿƴƭƻŀŘ ōǳǘǘƻƴǎ ǿƛǘƘƛƴ ǘƘŜ ŜƳŀƛƭ ǘƘŀǘ ŀǊŜ ǎǇŜŎƛŦƛŎ ǘƻ ǘƘŜ ǎǳōǎŎǊƛōŜǊΩǎ 
device. 

¶ Utilize links within the email that directly trigger the app to open for a more seamless 
cross-channel experience. 

 

Figure 1 ς Consumer Mobile Email Adoption by Age ς 2014 

Question Asked: Do you currently access one or more of your personal email accounts on a mobile device such as a cell phone, 
smart phone? (Select one) Source: The Relevancy Group, LLC 2014 Consumer Survey n=1,011 3/14, US Only 
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Figure 2: Example of Utilizing Device Detection to Serve Different Images and Image Size 

 
Source: Liveclicker 

 

Consumers Are Swayed by Relevancy and Message Frequency  
The rise in the adoption of mobile devices presents significant opportunities for marketers to 
leverage real-time email marketing.  Why? Because real-time capabilities allow marketers to 
keep content fresh within emails without requiring the sending of additional messages.  
aŀǊƪŜǘŜǊǎ ƘŀǾŜ ƻƴƭȅ ǎŜŎƻƴŘǎ ǘƻ ŎŀǇǘǳǊŜ ǘƘŜ ŎƻƴǎǳƳŜǊǎΩ ŀǘǘŜƴǘƛƻƴΣ ŎǊŜŀǘŜ ŀ ǎŜŘǳŎǘƛǾŜ ƳƻƳŜƴǘ 
and earn a conversion.  This is documented by the forty-two percent of consumers that utilize 
their mobile phone to triage their inbox, quickly deleting or marking the message as unread.  
Far fewer consumers, 14 percent, forward the message to themselves to be read later. When it 
concerns email marketing, consumers have the same behaviors on their mobile devices as they 
dƻ ƻƴ ǘƘŜƛǊ ŘŜǎƪǘƻǇ ŎƻƳǇǳǘŜǊǎΦ ²ƘŜƴ ŀǎƪŜŘ ǿƘŀǘ ǘƘŜȅ ŘƻƴΩǘ ƭƛƪŜ ŀōƻǳǘ ƎŜǘǘƛƴƎ ŜƳŀƛƭ ƳŜǎǎŀƎŜǎ 
on their mobile phone: 
ω Forty-ŦƻǳǊ ǇŜǊŎŜƴǘ ǎǘŀǘŜŘ ŦǊŜǉǳŜƴŎȅΦ ¢ƘŜȅ ŀǊŜ ǎŜƴǘ ƳŜǎǎŀƎŜǎ ǘƻƻ ƻŦǘŜƴΣ άL ƎŜǘ ǘƻƻ 

Ƴŀƴȅ ƳŜǎǎŀƎŜǎΦέ ό{ŜŜ ŦƛƎǳǊŜ оύΦ 
ω Many are sensitive to relevancy. Thirty-seven percent stated that marketing 

messages are not relevant to them.    
ω Rendering hinders engagement. Nearly one third (32 percent) stated that the 

messages are too small to read and interact with and a quarter (26 percent) stated 
that when they click-through, the website is illegible on their mobile device.  

 
Marketers must focus on frequency, relevancy and real-time capabilities to capture consumer 
attention and drive engagement. 
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Figure 3 ς Consumer Reported Challenges to Email Marketing on Mobile Phones 

 
vǳŜǎǘƛƻƴ !ǎƪŜŘΥ ²Ƙŀǘ ŘƻƴΩǘ ȅƻǳ ƭƛƪŜ ŀōƻǳǘ ƎŜǘǘƛƴƎ ŜƳŀƛƭ ƳŀǊƪŜǘƛƴƎ Ƴessages on your mobile phone? (Select all)  

Source: The Relevancy Group, LLC 2014 Consumer Survey n=1011 3/14, US Only  
 

 
Data Access and Program Coordination Challenge Marketers 
aŀǊƪŜǘŜǊǎ ŀǊŜ ŎƘŀƭƭŜƴƎŜŘ ōȅ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŘȅǎŦǳƴŎǘƛƻƴΣ ŀǎ ƳŀǊƪŜǘƛƴƎ ŎƘŀƴƴŜƭǎ ŀƴŘ 
disciplines are siloed (see figure 4).  Often what prevents marketers from utilizing data to 
ƛƳǇǊƻǾŜ ǊŜƭŜǾŀƴŎȅ ƛǎ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ŀŎŎŜǎǎ ǘƻ ƛǘ ŀƴŘκƻǊ ƭŀŎƪ the resources to coordinate 
programs, offers and staff across channels.   As marketers begin to think about implementing 
real-time email, they must seek coordination and organizational buy-in first.  Real-time email 
ŘƻŜǎƴΩǘ ŀƭǿŀȅǎ ǊŜǉǳƛǊŜ ŀŎŎŜǎǎ ǘƻ ŘŀǘŀΣ ōut to accomplish many of the most advanced real-time 
email tactics it will require access to data.  The overall organizational shifts to cloud computing 
will simplify data access. Marketers must be prepared to define the value of the data and begin 
to map out different offers for different types of circumstances that will happen in real-time.  It 
is important to leverage existing customer data and pair it with context in a real-time manner, 
which will increase the accuracy and relevancy of the offer. 
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Figure 4 ς Omnichannel Campaign Challenges 

 
Question Asked: What are your greatest challenges when developing multichannel campaigns? (Select all) 

(Selected top 12 challenges) Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise 
n=137, 10/14 US Only 

 
 

Real-Time Email Marketing Adoption Is Increasing 
Given the volume of email marketing and the overload of messages that consumers are feeling, 
more marketers are embracing real-time triggering and targeting tactics, in part to cut through 
the clutter and stand out in the inbox.  It is imperative for marketers to embrace these 
relevance-empowering tactics such as 37 percent of enterprise marketers that are utilizing the 
ǎǳōǎŎǊƛōŜǊΩǎ ƭƻŎŀǘƛƻƴ ǘƻ ŎƘŀƴƎŜ ǘƘŜ ƻŦŦŜǊ ŎƻƴǘŜƴǘ (see figure 5).  These real-time tactics deliver 
revenue and efficiency gains as many of these items are automated and do not require a great 
deal of set-up. While some of the tactics are easier than others to implement, the survey 
illustrates that marketers are increasing their use of real-time data and real-time email. 
Marketers utilizing these tactics will have a greater competitive advantage over those 
marketers that are blasting the same message to every subscriber. Additionally when asked 
about their 2015 priorities for improving ROI, marketers are focused on improving their 
relevance through the use of analytics, segmentation, real-time data and content (see figure 6).    
 

 
 
 

 



 

Page | 6                                                                                                                                                                                                       Research Sponsored by                                                  

Copyright © 2014 The Relevancy Group, LLC. All Rights Reserved.                                                                                                                      

Figure 5 ς Email Tactics Regularly Utilized  

 
Question Asked: Which of the following email marketing tactics have you used in the last six months? (Select all) 

Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only 
 

Figure 6 ς Top Five 2015 Priorities for Improving ROI 

  
Question Asked: What are your top five priorities for improving the ROI of your email marketing programs in 2015? (Select top 
five) Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only 
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Implement the Real-Time Email Value Ladder 
The Real-Time Email Value Ladder is a guide to getting started with Real-Time Email. The Ladder 
progresses from the easiest things to implement to some of the more involved tactics, such as 
those that require leveraging data from disparate sources.  From Novice to Expert, items such 
as Countdown Timers can be implemented in a matter of minutes (see figure 7). 
 

Figure 7 ς The Real-Time Email Value Ladder 

Source: The Relevancy Group, LLC/Liveclicker Inc. 
 

 
Utilize Countdown Timers and Live Social Feeds to Quickly Implement Real-Time 
Email 
One of the first and easiest tactics is to put countdown timers in an email. This provides a sense 
of urgency. Client testing has shown a fifteen percent to near seventy percent increase in click-
through rates when comparing emails that included a countdown timer to those that did not 
include one.   Additionally marketers utilizing countdown timers have seen an increase in 
revenue and orders, with some reporting as much as a thirteen percent increase in the number 
of orders. A best practice when using countdown timers is to feature them front and center, 
above the fold in the email marketing message (see figure 8).  These are great for time-based 
sales, new product launches, webinars and events.  Countdown timers can be deployed in five 
to ten minutes simply by adding an HTML embed code to the email template. Marketers do not 
need to change ESPs (Email Service Providers) to implement this technology; it works with any 
sender system.  Additionally, implementing live social feeds is easy to do but takes a bit more 
time. This adds a Twitter or Facebook feed to an email marketing campaign, which regardless of 
the time it is opened will add context to address consumer-time shift behavior (see figure 9). 



 

Page | 8                                                                                                                                                                                                       Research Sponsored by                                                  

Copyright © 2014 The Relevancy Group, LLC. All Rights Reserved.                                                                                                                      

 
Figure 8 ς Novice ς Countdown Timers 

 
Source: Liveclicker Inc. 

 
Figure 9 ς Novice ς Live Social Feed 

 
Source: Liveclicker Inc. 
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Utilize Location to Improve Content Relevance 
The next rung in the Real-Time Value Ladder is the Intermediate step.  This delivers real-time 
ƛƴŘƛǾƛŘǳŀƭ ǇŜǊǎƻƴŀƭƛȊŀǘƛƻƴ ōŀǎŜŘ ƻƴ ŀƴ ƻǇŜƴŜǊΩǎ ƭƻŎŀǘƛƻƴΣ ǿŜŀǘƘŜǊΣ ǘŜƳǇŜǊŀǘǳǊŜ ƻǊ ŘŜǾƛŎŜ ǘȅǇŜ 
to build real-time context. This requires the marketer to have multiple sets of creative. For 
example, marketers can automatically change content based on temperature and weather (see 
figure 10).   Another example of creating personal context is location, by inserting local content 
into a message based on the subscribŜǊΩǎ ƭƻŎŀǘƛƻƴ ŀǘ ǘƘŜ ǘƛƳŜ ƻŦ ƻǇŜƴΦ LƴǎŜǊǘƛƴƎ ƭƻŎŀƭ ƻŦŦŜǊǎ ƻǊ 
ƳŀǇǎ ŦƻǊ ǎǘƻǊŜǎ ƛƴ ǘƘŀǘ ǎǳōǎŎǊƛōŜǊΩǎ ŀǊŜŀ ƛǎ ŀƴ ŜŦŦŜŎǘƛǾŜ ǿŀȅ ǘƻ ǇŜǊǎƻƴŀƭƛȊŜ ŜƳŀƛƭ όǎŜŜ ŦƛƎǳǊŜ ммύΦ 
This concept also applies to the ability to leverage real-time A/B testing and automate the 
winƴƛƴƎ ǾŜǊǎƛƻƴ ǘƻ ǘƘŜ ǊŜǎǘ ƻŦ ǘƘŜ ƳŀǊƪŜǘŜǊΩǎ ƭƛǎǘΦ  hŦǘŜƴ ƛƳǇƭŜƳŜƴǘƛƴƎ ǘŜǎǘƛƴƎ ƛǎ ŘƛŦŦƛŎǳƭǘ 
because it implies rework. With real-time A/B testing, the two tests are deployed and once the 
predefined winning metric is reached the better performing version of the test is automatically 
deployed to the recipients who have yet to open the email. Lastly in the Intermediate phase is 
Embedded Video (see figure 12).  On average, Embedded Video in Email generates thirty-five to 
forty-five percent more plays because of mobile.  Mobile devices will render the video and play 
it with one tap, whereas linked video thumbnails require two taps to play. Not without its 
limitations as some email clients still do not render video, but Liveclicker finds that on average a 
business-to-consumer sender can reach sixty percent of their audience with inline or fullscreen 
video, delivering high value for marketers. This is great for media companies, as well as for 
retail and travel providers that have high value or complicated products to sell. Cases have 
shown up to a sixty-six percent increase in revenue per email delivered versus more traditional 
video inclusion methods. 
 

Figure 10 ς Intermediate ς Real-time context based on device type and other attributes 

 
Source: Liveclicker Inc. 
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Figure 11 ς Intermediate ς Real-time context based on location 

 
Source: Liveclicker Inc. 

 
 
 

Figure 12 ς Intermediate ς Embedded Video 

 
Source: Liveclicker Inc. 

 
 


