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CEI 050: Why Mobile Matters With Greg Hickman 

 
Opening Hey there, and welcome to episode number 50 of Connect, Engage, 

Inspire; the Firepole Marketing podcast with Danny Iny, creator of 

Firepole Marketing and bestselling author of Engagement from Scratch.  

Online entrepreneurs like you tune in to this podcast every week to learn 

how to build an engaged audience that connects with their humanity and 

drives their business to success.  

For today’s episode, Danny connected with mobile marketing expert, 

Greg Hickman to talk about why mobile matters for your business. 

Probably a lot more than you think, so let’s get on with the show. 

Danny Iny Hi there! I’m Danny Iny and I’m here today with Greg Hickman. Greg, 

your expertise is the whole world of mobile. And I think that this is one of 

the spaces where some people are already actively living in it and others 

don’t even know that it really exists. Can you start by getting everyone on 

the same page? What’s mobile all about? 

Greg Hickman Sure. Well, first, thanks for having me. And yeah, I think that it’s really 

good place to start because a lot of people when they hear mobile, they 

first think smart phone apps whether that’s an app for a restaurant or an 

app for some sort of utility that they may create, but it’s way more than 

that. It’s, although, a small word, it actually means a lot.  

And there’s a lot of different aspect to mobile, so outside of just apps, 

there’s mobile web, there is email, there is social, there is SMS, which is 

text message marketing or MMS, which is multimedia messaging, so 

picture and video messaging, and really, everything that we’re already 

doing has some sort of mobile component to it which we can talk more 

about. But it does encompass really just every way that you can engage 

with a prospect or an existing customer through their mobile device.  

Danny Iny So where do you start? I mean, that sounds like a giant universe of stuff. 
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Greg Hickman Yeah, it can be overwhelming but I think when you get started, really, 

you need to focus on your website first, from a tactical perspective. We’ll 

talk about strategy as well because that’s also important. But if you’re just 

diving in and you go visit your website from a mobile phone, you’ll 

notice that it’s either looking great or you have to pinch and zoom around 

to kind of navigate.  

And if you’re doing that, most likely, your site is not mobile friendly or 

mobile optimized, whichever language you may have heard before. But 

there’s a few ways to go about optimizing your mobile site and... 

Danny Iny Well, hang on. Hang on. Before we get into that, what’s wrong with 

pinching and zooming? Isn’t that how websites are supposed to be on 

telephone? 

Greg Hickman No, absolutely not. So basically, you want to make sure that your user can 

navigate your site very easily. And with how much traffic – so a lot of 

traffic right now is coming from mobile devices. So by 2015, more people 

will access the internet from their phone than their computer. Fifty-one 

percent of emails are opened from a mobile phone.  

So a lot of the key communications that we use to interact with customers 

right now is happening on a mobile device. So, when they click through 

from a link in your email to your site, and they’re to find their way 

around, really expectations at this point, maybe two years ago, they 

would have tolerated pinching and zooming. But there’s really no more 

patience for that anymore especially because other businesses are starting 

to make their sites mobile friendly, so it’s become expected.  

They expect the site to load fast, they expect it to be easy, and they expect 

whatever they are looking for, to be able to be found. And by having to 

pinch and zoom, you’re adding time to that experience that may not be 

willing to spend or have. Therefore, they’ll most likely leave and 

statistically, we’re actually seeing that. 

Danny Iny So I want to emphasize, kind of reiterate and really underline for our 

listeners that what Greg is saying is that currently, a large proportion and 

soon to be the majority of people, whether it’s visiting your website, 

receiving your emails, will be doing it through a mobile device.  
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So mobile strategy, really, it’s a lot less about some new initiative around 

building an app or starting text message marketing or something. A lot 

more of it, what I’m hearing is – first of all just recognizing that 

everything you’re already doing, it is being consumed on a mobile device 

and just making sure that your website, your emails, etc, that they all 

work in that category—in that context. Is that right? Is that accurate? 

Greg Hickman Yeah, absolutely. And kind of back to the point that I made a little bit 

earlier is just that a lot of what we’re already doing from a consumer 

perspective but also as a business owner perspective is happening to be 

consumed out of mobile phones. I mean, looking for local restaurants, a 

lot of that now, over 45% is happening from a mobile device. Again, the 

emails we talked about.  

People listening to this podcast, statistically, 61% of podcasts are 

downloaded from a mobile phone. And I actually just launched a new 

podcast and I get to actually see some more enhanced analytics than ever 

before, and almost like 90% of the listeners are listening from iTunes, the 

mobile app or the podcasting app.  

So it’s pretty crazy how the tools that we’ve already been using as a 

business owner, email, search, paid search, SEO, social is obviously a 

huge one that most of us are probably familiar with and using, when 

we’re dealing with customers, they’re actually doing those things on their 

mobile phone.  

So whether you’re prepared or not, you’re already sort of mobile but you 

want to make sure that the end user, your end customer, your prospect is 

able to accomplish the goals that they have when they’re actually 

interacting with your business. Does that make sense? 

Danny Iny It does, but I want you to talk about it a little more. So in some cases, I get 

it. A website that you have to pinch and zoom on a little screen, it looks 

different. But email is email, isn’t it? Like how is email different on my 

desktop versus on my phone? How do I change my strategy or my 

practice to account for that? What do I have to consider? 

Greg Hickman Yeah. So a couple of key things; before the customer even opens your 

email, they usually are interacting with your subject line and your 

sender’s name. So if you’re listening, pull out your phone, look at some 
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emails that you have received recently, you’ll notice a couple of things. 

You’ll notice, one; that the sender’s name is always presented more 

predominantly than the actual subject line.  

So if you’re sending out emails, say, from news@yourdomain.com. That 

might actually just get caught up from a click, one-eye, one-thumb 

perspective and be one of those emails that people delete right away. 

Whereas if it says, “Danny Iny” right there, I know exactly who you are. 

It looks like I’m getting an email from you. I recognize that and I’m more 

likely to open that email.  

So using your sender’s, your own name, or your business’ name is very 

important. 

Danny Iny And also building a relationship with the audience that they look forward 

to reading your stuff. 

Greg Hickman Absolutely. Like if your business has really long name, for example, I 

subscribe to newsletters from a site called Mobile Marketing Watch. And 

what happens is on both my iPhone and even my Android, it says like 

Mobile Mark...and then it gets truncated, like you see little dot, dot, dot 

because the sender’s name is so long that there’s not enough character 

space to display the whole name.  

So if you have really, really long business name, maybe you want to start 

using your personal name or some sort of abbreviation that might be 

recognizable from your existing customer base because that’s going to be 

getting cut off. Especially new subscribers, if that’s cut off and they can’t 

tell exactly who you are because your name might be super long, you 

might want to adjust to make it a little bit more clean. And so, that goes to 

kind of character limitation point.  

So subject lines should adhere to what I call the 5/7 rule, which five to 

seven words before your subject line gets truncated, again, to that dot, 

dot, dot kind of visual perspective.  

So if you can’t convince me, the reader, to open the email within five to 

seven words, the likelihood of me deleting your email has actually 

increased. So you want to use creativity, kind of intrigue, a lot of those 

emails—standard email practices from direct copy marketing, 
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copywriting days, still actually apply. But you want to make sure that 

within to five to seven words, your audience kind of has an idea of why 

they should even open this thing, right? 

Danny Iny And I’ll also add, that doesn’t mean you necessarily have to only write 

shorter subject lines or have shorter sender names and stuff but think 

about making what you’re writing truncatable.  

So for example, when I send emails, it says – the sender name is Danny, 

space, the app sign, space, Firepole, space, Marketing. So if marketing 

gets truncated out of there, Danny@Firepole, everybody knows what that 

is.  

Likewise, if I’m sending an email often all have an email subject line that 

has a short subject kind of covering something. And then in brackets, 

another value points. If the bracketed part gets truncated out, it’s still 

coherent. 

Greg Hickman Absolutely. Yeah, I love that. And to that point, depending on which 

email provider you’re using some allow you to include a pre-header, 

which again, by default on most phones is doable but a lot of people—I 

know at least from an iPhone perspective, iOS actually reported on this at 

one point that, I think it was like 30% of their users actually choose to 

hide the display area of the actual email. So you actually only do see the 

sender’s name and the subject line. But in some cases, if they haven’t done 

that, you can set up a 160 characters that is the pre-header. 

So if you have like a really important call to action that’s not captured or 

you’re able to include in your subject line because we just maybe made it 

a little bit shorter, you can use the pre-header to kind of give the user and 

little hint as to what’s going on. Maybe like “Special offer, make sure you 

check this out,” or something like that or, “Save up to 20% by midnight,” 

or something like that where you might actually have this additional 

opportunity to kind of get your customer to click through to open your 

email in the first place. 

Danny Iny Like the snippets in Gmail? 

Greg Hickman Yeah, exactly. And usually, if you don’t use those, it’ll just display the 

first sentence of whatever your email is. 
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Danny Iny So Greg, what about -- I mean, let’s, just because this is interesting, let’s a 

drill a little more into email. 

Greg Hickman Sure. 

Danny Iny How does the fact that people are consuming emails on their mobile 

devices, how does that change the timing of when you should be sending, 

because it’s not just that people are reading emails in exactly the same 

way, they just happen to do it on a mobile device. Now, I mean, 

everyone’s morning routine, and often their routine for going to bed, it 

involves their phone, right. A lot of people, they see their phone in the 

morning before they look at their spouse and they see their phone at the 

end of the day after looking at their spouse, right?  

So you get up in the morning, you’re half-asleep, you check your email on 

your phone, and so this is going to be like 6:00 or 7:00 or whatever AM in 

the morning and people go through like a purge. It’s like, archive, 

archive, archive, archive, archive, not relevant. They kind of get rid of all 

the stuff that they don’t want to have to deal with during the day.  

And it used to be great to send emails around, let’s say, 6:00 AM because 

it’s means you’re going to be on the top of the inbox when people check 

their email. But now, it means that you’re just going to get swept away 

with this purge, so you kind of want to email after.  

So, I guess, I just want to kind of call attention to the fact that it’s not just 

that like it looks different but the consumption behavior is different. So 

you want to really think about how people are now using and looking at 

consuming what you’re sending them. Does that make sense? 

Greg Hickman Absolutely. It’s a great point. And I think what, at least, I found 

personally and through talking with others and even some of my clients; 

that still depends on the customer. So for example, I work with a salon 

that sends out email reminders for events and things that are happening. 

And I think businesses may want to think about sending them a little bit 

later. She’s definitely seeing a decline in those early emails.  

But for people like authors, speakers, online marketers that have that kind 

of really intimate relationship, like you do with your audience and like 

Pat Flynn and so on, they’re so already looking forward to your emails 
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that I haven’t really seen any evidence, at least, from those people that 

I’ve spoken with that their email rates have really suffered from still 

sending it in the morning.  

So my point there is I really think it has to do with the customer avatar 

and their relationship with you. So I know for me, I’m definitely one of 

those guys that, like you said, the first thing I do is grab my phone and 

I’m swiping and archiving as many emails that I know are really not 

super important, to just kind of lighten that load before I get to my desk. 

And the ones that I know that I’m deleting are a lot of newsletters from, 

like, websites and stuff like that. Not like websites like Firepole Marketing 

or like Smart Passive Income or Chris Ducker, identities that I am very 

tied to and loyal to. But it’s like the Mobile Marketing Watch or 

mobilemarketer.com or some like Business Digest or something like that 

where that might be the local pizza shop or one of the restaurants 

downtown that’s just sending an email. I think just our relationship to 

those types of businesses and our loyalty to that person also plays a part.  

So if you’re a small business, restaurant or local establishment or 

something, I think you might want to experiment sending emails where 

maybe they’ll be reading them from their office computer versus from a 

phone or something like that early in the morning.  

However, there’s also that opportunity to or the likelihood that they 

could be reading it from their phone during other times of the day. I 

mean, I mean think about people that go to work, they’re unfortunately 

looking at their phone while they’re driving or they’re in transit 

somewhere.  

So even though you’re sending it at that 6:00 AM time, your customer 

avatar might be in transit. So again, knowing your customer avatar, are 

they likely to be commuting? If you’re a local business you might have 

that idea a little bit in tuned. Like John Lee Dumas like his podcast, he 

knows that people are commuting. So if he’s sending out emails early in 

the morning, that might actually be a conflict with them listening to his 

episode in the morning because that’s when they’re driving to work.  

So I think really understanding that avatar is important. Like my business 

and your business, Danny, could actually have completely different 
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results sending email at the exact same time. 

Danny Iny Absolutely. Greg, I want to start talking about websites and getting your 

website ready for mobile. But the first question that I have for you, you 

mentioned earlier that two years ago, people would pinch and zoom 

because what are they going to do? Now, all your competitors are already 

mobile responsive, so you’ve got to be too, because people aren’t going to 

tolerate it anymore.  

So I want to drill down on that a little bit because is that really the case? 

Are most websites really ready? I mean, we were at a conference together. 

You were speaking at this conference and you pulled up the websites of a 

lot in attendance and they were not nearly as mobile responsive as they 

should be and this was online business conference. So I understand these 

were people who kind of get this space.  

And even speaking for myself, the Firepole Marketing website is mostly 

mobile responsive but it can be better and we know that and we’re 

working on it. So are we really there or are we getting there but not there 

yet? 

Greg Hickman No. I think we’re getting there and not there yet. It’s still sort of just the 

beginning. And I think that conference, even though it was a very small 

attendance, there were a handful of people that did have their sites 

responsive not because they were planning to but because the theme that 

they purchased, the WordPress theme they purchased happen to already 

be mobile responsive.  

So I think WordPress, they build their base themes now using mobile 

responsive. So I think the odds of someone kind of doing the bare 

minimum is a lot more likely now because the tools that we use are 

starting to pay attention. I mean, you look at Squarespace that’s listening, 

like, most of their themes, I’m pretty sure all of them are responsive. You 

know you go to purchase themes from themes from ThemeForest, a very 

large percentage of those now are being built using responsive.  

So whether people know that they’re trying to be mobile friendly or not, I 

think some of them, thankfully are just because of these providers and 

these platforms out there are starting to recognize. But like you said, 

there’s still things that you can do above and beyond just having this 
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theme so to speak that will make your site a better experience for your 

customers. 

Danny Iny And we’re still in kind of the sweet spot of the space where it’s like, yes, 

you do have to get your site mobile responsive because a large portion of 

your traffic is coming from there and we’re very close to the time where 

you’re going to be left behind. But if you do it now, you can still kind of 

pick up an advantage which is pretty cool. 

Greg Hickman Absolutely, 100%. 

Danny Iny So I have a question for you. Maybe this is a dumb question but like – and 

in hindsight, I know that it’s sort of a dumb question if you know this 

stuff. But I didn’t connect the dots. I had this question for a long time 

before I realized that it’s like, how do I know if my site is mobile 

responsive especially if I don’t have a smart phone? How do I test it? Do I 

need a smart phone to know if my site is mobile responsive? 

Greg Hickman No. You can actually test and at least get somewhat of an idea just from 

your desktop or laptop browser. So if you visit your site and you take 

your mouse and you click on the bottom-right corner of your browser 

window and drag inward, essentially making your browser window 

more narrow, you’ll start to see, if it is responsive or using responsive 

techniques, the content start to shift and the layout start to modify based 

on the width of the screen.  

So one example I always point to is our mutual friend Pat Flynn at Smart 

Passive Income. So if you’re listening, at some point whether you’re, 

hopefully, not doing it while you’re listening but afterwards, go to 

smartpassiveincome.com and take your mouse and drag that bottom-

right corner inward and you’ll notice his layout start to shift. You’ll notice 

some content that actually is not displayed at certain widths of resolution. 

He has this little patented kind of monthly revenue income report counter 

in his top-right corner. As you start getting down to tablet sizes and smart 

phone device sizes, that is no longer visible. He chose not to show that on 

that small screen width. His navigation goes from five or six tabs across 

the top to a drop-down menu.  

So you’ll notice these elements of the site start to be modified based on 

the width. I will add a little caveat without kind of going too technical. So 
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his site would be what’s called just using straight up responsive design. 

And there’s kind of three key components to responsive design.  

One of the main ones is being media queries, which again, is just sort of 

saying, “Hey, what’s the width of the resolution trying to access my site? 

Should I be modifying the layout because of it?” There’s kind of that if 

and statement. If these resolutions don’t show this, don’t load this sort of 

thing... 

Danny Iny And then also, let me just jump in. 

Greg Hickman Yeah, go ahead. 

Danny Iny I want to clarify two things. The first is that – so if you want to do that 

kind of drag to adjust the size of the window, it shouldn’t be full-screen. 

So make it not full screen and then you expand and close. But also, a very 

important thing to point out is that when you’re doing – you don’t do it, 

the computer does it. If the media query see how wide is the browser so I 

know what to show and what not to show, it’s not about specific sizes. It’s 

about ranges. Because I mean, there are tons of different devices, tons of 

different phones. You don’t have to design a separate site for every one of 

them. You just basically tell it if it’s wider than this, it should look like 

that. If it’s narrower than this, it’ll look like this. 

Greg Hickman Exactly. And what we’re starting to see is with how fast responsive has 

evolved. Say, there are those people listening that just spent a certain 

amount of money building their new site. They redesign their site and it 

happen to not to be built in a responsive way, that’s where I start to use 

the term mobile responsive.  

So we’ve been saying mobile responsive all along. But like an example of 

Pat Flynn site, I would say, is responsive. But say, you’ve just built your 

own site and it’s not using this responsive technique, you could go the 

route of instead of redesigning your entire site for responsive, go to the 

mobile responsive route, which essentially is making everything from like 

that tablet size down to the smart phone, make a responsive experience.  

So then, if someone tries to go to your desktop site and it realizes that 

someone is trying to access from, say, an iPhone, it will redirect them to, 

say, maybe like an m.yourdomain but the m.dot is actually built 
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responsively. So essentially, everything smaller than desktop would be 

responsive and then you slowly make your way to getting to the point 

where, “Okay, it’s been maybe a year, two years, I want to now update 

my full desktop experience.” 

So it’s doesn’t need to be this all or nothing. There are ways to phase that 

in if that makes sense. Does that make sense? 

Danny Iny I think it does. So just to – let me say it again and you tell me if I got it 

right. 

Greg Hickman Yeah. 

Danny Iny So responsive is like, that’s deluxe, the BMW, best case scenario. That’s 

when you can drag the size of the window and it keeps adjusting based 

on what you’re doing. 

Greg Hickman Yeah. 

Danny Iny Mobile responsive is when you have just basically a separate version of 

the site, let’s say, a different theme that’ll be rendering the site for people 

who are on a mobile device. And you can do that with, what, like a plug-

in? 

Greg Hickman Yeah, exactly. 

Danny Iny So which plug-in would that be for people who want to... 

Greg Hickman I actually believe it’s called Mobile Redirect. And there’s actually, if you 

do a search for plug-ins, there’s a handful that do it. It actually just uses 

what’s called a user agent detection. So it kind of tells what device is 

trying to access it and it’ll say, “Oh, it’s an iPhone, redirect it to m.dot.” 

Danny Iny Okay. And we’ll find that plug in and we’ll link to it in the show. And I 

think there’s another one called WPtouch. We’ll include a couple of links 

below. 

Greg Hickman Yeah. 

Danny Iny Greg, I can imagine there are people listening to this who think that their 

site is mobile responsive, like, their site works well on mobile or so they 

think but it doesn’t in fact. And you pointed out some really good 
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examples of this conference where you pulled up a mobile responsive 

site, it looked good on a mobile device. You click through to their check-

out page and you couldn’t read it, which is the worst place to lose people.  

So let me ask you two questions because I think a lot of people wonder. 

First of all, will people input credit card information on a mobile device 

or will they just browse and then buy on their PC—that’s the first 

question. And the second question is what are the leaks that people 

should be checking for and what can we do about it? 

Greg Hickman Absolutely. Yeah, so the first question of will people enter payment 

credentials—absolutely, if it’s easy. I believe at the conference I made this 

statement that mobile users will do anything and everything a desktop 

user will do provided it’s presented in a usable way.  

You guys all know this already. It’s just so subconscious that you 

definitely interact with certain sites from your phone right now that are 

amazing experiences and you do exactly what you would have done on a 

desktop but you can do it on your phone. But then you definitely have 

probably come across sites where it’s like so painful that you just 

abandoned the experience, right?  

So, when it’s seamless, you don’t even notice and you’ll do anything that 

you would have done on a desktop, again, provided it’s presented in a 

usable way. So I don’t see payment credentials being a problem. There are 

ways to optimize that but there’s a lot of people that just kind of have that 

feeling of, “Oh well, no one is going to enter their credit card 

information.”  

Well, if they want your amazing product, Danny, they will pay for it. And 

if they’re on their phone, they’ll do it as long as you make it easy. So 

that’s kind of the first part.  

And the second part is actually, obviously, very closely tied to this, the 

holes that are created are these third-party providers, whether that third-

party WordPress plug-in or a third-party payment provider. And again, a 

lot of these providers are starting to take the step in the right direction of 

making these experiences mobile friendly.  

For example, in the presentation, we showed one of ClickBank. And I 
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would assume that some of your audience is familiar with ClickBank. 

They have a mobile optimized check-out experience. So if you’re out 

there and you’re using ClickBank and you have a nice button on your site 

that is mobile responsive or responsive and they click on it, it’ll take them 

to a very mobile-friendly and optimized experience on ClickBank. 

Whereas, say, you’re using Infusionsoft or ONTRAPORT, previously, 

Office Autopilot, there’s a lot of hands-on customizations that you’ll need 

to make on the backend and possibly even know some code. And I know 

that I have this challenge to myself because I’m a ONTRAPORT user, and 

you have to have someone that knows what they’re doing, go in and 

modify those forms.  

So if you’re hosting these payment checkouts from Infusionsoft or Office 

Autopilot on your site and even on their site, they’re not going to be 

mobile friendly. And you’ll see very quickly that you will have to pinch 

and zoom to kind of tap in to those fields, send your name, your email, 

and your credit card, which is not a great experience.  

But then there’s actually tools out there that are focused predominantly 

on this and started with that mobile-first design principle of let’s make 

checking out so easy even on a phone that it’s not going to affect 

anybody. And a great example of that is Gumroad. Have you started 

using Gumroad yet at all, Danny? 

Danny Iny We’re familiar with it. We’re not, but we’re doing our own processing. 

We are using [offsite]. I have programmers on my team. So the best of my 

knowledge, all of our checkout pages are currently mobile responsive. 

Greg Hickman Cool. 

Danny Iny Although they weren’t before the conference. 

Greg Hickman Well, you’re definitely an action taker. So Gumroad is cool because it 

really drives people only into their payment. So all you have to do is enter 

your credit number and I believe, the expiration date and maybe the CSV, 

the three-digit number on the back of your card, and your email address 

and the transaction is processed. So it doesn’t require you to have to take 

first name, last name, you know, all these other fields that you typically 

see on checkout forms.  
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So really, really nice and they offer a couple of easy solutions to embed on 

your site and/or they host it too. And I just love the way that they’re 

going with how mobile optimized it is and that’s how they started. They 

literary designed a checkout on the phone first.  

Again, kind of those open loopholes, so to speak, is really those third-

party content providers or third-party payment systems that you might 

be using that haven’t adopted mobile yet. 

Danny Iny So, Greg, I want to wrap this up but I do have one last question. 

Greg Hickman Of course. 

Danny Iny We’re big on implementability on Firepole Marketing. It’s not just about 

good ideas and information, it’s about what you do with it. So I can 

imagine this podcast really being a wakeup call for a lot of people. I 

mean, for me, the trigger of hearing you speak to go check our analytics 

and realize that yeah, 40% or whatever of our traffic or our visitors are 

doing it on a mobile device. So it’s a wakeup call, saying, “Wow, this is 

important.”  

So if someone feels that way, they’re like, “You know what, I’m going to 

get on top of this. I want to get ahead of this and create a better 

experience for people who are consuming my stuff on a mobile device.” 

And they clear three hours this afternoon to get started on that path, what 

should they do with those three hours? 

Greg Hickman Awesome. So one, like you just said, check your analytics to see how 

much of your current audience is already connecting to you from a 

mobile device, which that should only take a few minutes of your time. 

So you still have a good portion of those three hours left.  

After that, I would say, focus on your site. So if it’s not mobile optimized, 

if you’re not using responsive and a responsive theme, quick hit, quick 

win would be to download a plug-in called, like you said earlier, 

WPtouch and choose the pro version. It’s only $50, and it will be your 

kind of foundational start point.  

Do I think it’s where you want to stay for the next year? No, but it’ll start 

taking care of that percentage that you just found out is already accessing 

your site from mobile. So this is a WordPress plug-in that is very easy to 
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implement that you can have, essentially, your entire site, mobile friendly 

very quickly just by installing and setting up this plug-in.  

It’ll probably, overall, maybe take you, maybe 45 minutes, I think, if you 

really kind of dive deep with the color combinations and things like that. 

But bare-bone minimum, a few minutes, you have that plug-in set up.  

Then kind of the last three hours, I would, if you’re using one of the most 

common, any of the common kind of email provider, MailChimp, 

Constant Contact, AWeber—those guys, make sure you’re using 

responsive email templates.  

We did talk about some of those quick tips on how to make your subject 

lines mobile friendly, which you could implement. Again, that won’t take 

very long. But the email templates, most of these providers have now 

rolled out mobile friendly email templates.  

So make sure that the newsletter style template that you’re using in one of 

these tools is, in fact, one of their mobile ready templates. And your email 

will look a thousand times better just by using one of those templates.  

So I think within those three hours, you could probably do all of those 

things. 

Danny Iny Amazing! Greg, thank you so much for coming on the show, sharing your 

expertise, your insight with our listeners. I know this is going to be 

hugely impactful for a lot of people.  

People want more of the goodness that is Greg, where can they find you? 

Greg Hickman The goodness that is Greg can be found at mobilemixed.com—it’s M-I-X-

E-D. And Danny, thank you so much. You know, I love your show and I 

love the exact way that you kind of even brought this episode to life. I 

mean, you asked some really great questions. Sometimes, I get very 

technical even though I don’t think it’s technical but thank you for kind of 

working with me on that. That was really helpful. 

Danny Iny It was fun. We should do it again. 

Greg Hickman Absolutely! 

Closing Thanks for tuning in. You were just listening to Connect, Engage, Inspire, 
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the Firepole Marketing podcast. If you enjoyed the show, we’d very much 

appreciate a rating and review here on iTunes and make sure to head 

over to firepolemarketing.com where you can get free access to top rated 

marketing books, dozens of special reports on engagement and audience 

building, access to expert Q&A with Danny and a whole lot more.  

And of course, stay tuned for upcoming episodes on marketing, 

engagement, and successful online business. 
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