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interrupt them anymore, you need to think twice about those list rentals and list purchases.  

We looked at the data and they don’t perform as well.  They don’t have as high an ROI.  And, so 

it’s something to think twice about and to consider spending more time building out your house 

email list.  It’s an inbound approach and it performs better. 

 

How to Prepare for Future of Email Marketing 

So, what we’re here to talk about today is how to prepare for the future of email marketing.  

Marketing is changing and we, at HubsSpot, we believe that email marketing is changing as 

well.  There are some fundamental things that are going to be different about email marketing, 

moving forward.  And, then what I’m going to do is I’m going to walk through a bunch of those 

and talk about what you, as a marketer, can do to prepare for it.   

Optimizing for Mobile 

Quick, show of hands.  How many people have spent the last three days checking their work 

email on their mobile phone?  Yeah.  That’s what I expected.  We all know that mobile is on the 

rise.  Eighty million smart phones were sold in the fourth quarter of 2004.  Mobile phones is 

where people are going.  It’s how we’re starting to read email.  It is a trend that we, as 

marketers, cannot afford to ignore.   
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So, these are some numbers that come from a report on eROI.com, about email usage and the 

different tools that people use to receive their emails.  I don’t think anyone’s surprised.  Thirty 

one percent use Outlook.  That works.  There is a series of smaller email players, like Yahoo, 

Hotmail and Apple, that fall in there.  What’s interesting is nine percent on the iPhone and 

three percent on Android, for a total of at least 12 percent using mobile phones.  But, I actually 

think these numbers are deceptively low.  I think there are a lot more people using mobile 

devices to read their emails, and I think that for two reasons.  First, email writers who like 

Outlook and Gmail, they have mobile versions of their tools that you get to through the 

browser on your smart phone.  That doesn’t render as separate for them.  That shows up here 

as just part of Outlook or Gmail. I know, I use Gmail and I use it on my smart phone all of the 

time. 

Second, there is one really big mobile player missing from this pie chart.  I’m sure a lot of you 

out there are using Blackberrys and it doesn’t show up here.  And, a lot of that reason is that up 

until the most recent version of the Blackberry interface, Blackberry, you could only get emails 

in text, and so the numbers weren’t in yet for this report to be done.  And, so, as a lot more 

people are adopting the newest version of Blackberry, I expect we’ll see Blackberrys showing up 

on these charts in the future.  But, email usage on mobile phones, it’s just growing.  And, so as 

marketers, we have to think about what we need to do to change our emails to adapt for that. 

Be image conscious  

I know when I’m working on building an email and our marketing team is working on building 

an email, we do it at our computer.  We don’t do it on our mobile phone.  We sit at our 

computer with our beautiful desktop monitor.  Our emails, they look great. But, as a marketer, 

you really have to think about how it’s going to look on a screen this big.  It’s not enough to just 

look beautiful on your monitor anymore.  You have to think about how that email really shrinks 

down and how it displays from people reading it on their mobile phone.  So, one of the things is 

avoiding large images.  And, this actually…it’s not just for mobile phones.  This is something, as 

marketers, we need to be thinking about for people reading emails on their computers as well. 
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This is an email that Mike Volpe, our VP of Marketing, got for a CMO breakfast.  That’s the kind 

of thing that gets Mike really excited.  So, normally, he would love to read this email.  But, he 

can’t actually say anything about this breakfast.  He doesn’t know what it is.  He doesn’t know 

how much it’s going to cost.  He doesn’t know who’s going to be there.  There’s not even a call-

to-action.  He’s not even actually sure what he’s supposed to do.  All he can see is that he can 

forward the email.  He can unsubscribe from it.  That doesn’t really do that much for him.  So, 

you know, Mike, he hit Delete.  Well, actually he forwarded it to me first so I could include it in 

the slide deck, and then he hit Delete.  But, this doesn’t, as a marketer, this doesn’t convey the 

point you’re trying to make.  This isn’t the first impression you want when someone’s opening 

an email from you, to see nothing essentially, and have to download those images.  The 

important thing to note, and this was in the most recent MarketingSherpa report, is 67 percent 

of recipients do not automatically download images.  That means 67 percent of people see the 

email this way.  That’s enough people that we need to stand up and pay attention. 
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This is actually an example of a similar email in outlook, all red X’s.  You know?  You’ve all seen 

these before.  You’ve got to right-click to download the images.  Again, “unsubscribe,” “forward 

to a friend,” great!  I have no idea what this email is about.   

This is an example on the iPhone.   
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The iPhone does a pretty good job of displaying emails.  It is one of the few browsers that 

displays all of the images and then you can zoom in and see them. But, where it falls down is if 

you’re reading your email on the subway, which is how I read all of my emails.  On the way to 

work, I download them all and go through them. I can see they want me to register for 

something, but I don’t know what.  So, I’m going to delete this email and move. Likewise, you 

know, you go into the mountains and you don’t have 3G, it just doesn’t work anymore.  So, you 

have to think, as a marketer, about those images, about image-intensive emails where the 

point of your email is not getting across unless those images are downloaded.  More than half 
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of your recipients do not automatically download images.  So, that’s something that you need 

to think about as you’re designing your emails.  So, first, avoid large images. 

Beware of tables and columns 

Second, tables and columns are hard on a mobile device.  Your email might look beautiful on a 

screen, and it’s got two columns, and that second column is nice and skinny, and you’ve got 

your blog listing there, or how to connect with me on social media.  But, when that scales down 

to a screen this big and that column is that wide, it doesn’t display quite as well. 

Keep it simple 

Formatted text is your friend, and I know we all really love our big call-to-action buttons.  I do 

too.  They’re really pretty.  They stand out.  But, if I can’t see the call-to-action, because the 

button hasn’t been downloaded, that’s not a great user experience.  I would think about 

putting it in text and using bold.  Use formatted text and start to incorporate that into your 

emails a little bit more.  Definitely, it doesn’t look as beautiful as the images.  We love our 

images.  Really, they can look great.  They can have rounded corners and drop shadows, and 

they really look amazing, but formatted text might work better for people on mobile devices. 

Keep it short 

And, lastly, shorter is better.  If you write an email that’s five paragraphs and I’m looking at it on 

my computer screen, I can skim paragraph two through four, and get to the call-to-action, and 

move on.  If I’m getting that on my iPhone, I’ve got to scroll all the way to the bottom of the 

email to see what the call-to-action is.  It’s not very likely I’m going to take that action.  So, 

think about keeping your emails brief so that people on really teeny screens will actually read 

the whole thing. 

 

Building Your Social Authority 

Next, we’re going to talk about building your social authority.  We’re going to talk a bunch 

about social media.  We’ve been talking about social media for two days now.  This is a little bit 

different.  This is about building your social authority.  It’s not just about incorporating buttons 

in your email, although we will talk about that.  This is about your social authority. In the last 

few couple of month there have been two huge developments in email. The first is the priority 

inbox from Gmail.  

I use priority inbox is one of the best things to happen to me. What priority inbox does is it pays 

attention to your email habits which emails you read and which ones you respond to. It divides 

your email into two; everything that’s important which goes in the top and everything else goes 
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on the bottom. So if I spend the afternoon in meetings and I come back to my computer and 

have a hundred emails, what priority inbox does is it takes the most important 20 of them and 

it puts them at the top of my inbox so I can pay attention to those. So what that means for 

marketers is that a lot of the emails that I get end up in the ‘everything else’ bucket. It’s a little 

scary.  

Social Inbox came out through Facebook. And Social Inbox is pretty similar. All of us now have 

@Facebook.com email access. And people can email us at Facebook and what Facebook does is 

it will separate out emails that you’re getting into people that you’re friends with. Companies 

that you “like” go into one inbox.  And the people that you aren’t friends with and companies 

that you don’t like go into another inbox, so you don’t have to pay attention to them.  

 

And so what this is all coming to is that the Spam filter is now social. We all know the tips and 

tricks to make sure that our email doesn’t go into someone’s Spam anymore, but when we have 

to factor in social media, that’s a whole other level of Spam filtering that we need to think 

about now, moving forward. Now these two new tools, they don’t have high adoption yet. No 

doubt about it. However, moving forward this is kind of the future of email marketing and the 

Spam filter is going to become more social over the next 6-12 months or even two years out. 

Diving into that a little bit more and what it means for marketers, this is what your email inbox 

looked like before 2011.  
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Most of your messages are ranked by date, the most recent emails are at the top. Flagrant 

Spam goes into its own folder and we never look at it. Right?  

But moving forward, after 2011, things you like, people and brands are going to show up at the 

top of your inbox.  
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And things you don’t know or don’t like are going to show up at the bottom. This means that 

sending your email at eleven o’clock on Tuesday is not going to matter that much anymore. 

Because that’s not how inboxes are going to be prioritized. And it means that as a marketer, 

you’re going to have to start thinking about how your email is ranking in inboxes, the same way 

you think about how your websites are ranking in search engines.  

I don’t know about you, but I spend a lot of time worrying about how my Web site ranks in 

search engines and now I’m going to have to do the same on my email. So how do we do that? I 

don’t have all the answers for this one because this is still unfolding. This is some real new 

development. But what I can tell you is that social media is going to be a really important part 

of this moving forward. And so, what you want to do now is start building your social authority.  

 

Start getting people to ‘like’ you on Facebook. Start getting people to follow your company on 

LinkedIn. Start building your Twitter presence. Twitter doesn’t impact either Facebook or 

Priority Inbox at this point, but it will moving forward. It’s going to have an impact. And so as 
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marketers, you want to start building that social authority now. You want to start thinking 

about that today, so that when the time comes, be it six months, two years from now, you 

don’t have to start from the bottom. If all your emails are going to the bottom of people’s 

inboxes in two years, are you going to say, “I should have listened to Karen. I should have built 

my social authority?”  And so start doing that now. 

Optimize for social  

Tip three is optimizing for social. The good thing about optimizing your email for social is that it 

will help with tip number two. It’s going to help you build and reach your social media 

authority. We’re going to talk about the following module. I already expect that a lot of you 

already use this. And what this is, we call this “follow me” module. I’ve heard other people call 

it social sharing. But it’s including in your email the key icons for the social media sites where 

you have a presence; Facebook, LinkedIn, Twitter, Youtube, your RSS feed. Whatever you think 

is most important including those in your emails.   


















