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- Movable Ink

The Inkredible FIVE,
Best of the best 2014
Each quarter, Movable Ink and its Inkredible Five Series recognizes the 
five brands that delivered the best emails. With 2014 coming to a close, we 
would like to honor the best of the best email campaigns of the year.

The following brands incorporated live web content, real-time geo-
targeting, device targeting, and time-sensitive and personalized creative 
that resulted in outstanding campaigns. Using these elements they created 
dynamic emails that drove engagement and stood out in the inbox.

Here, in no particular order, we honor the best of 2014. Congratulations to 
all the honorees!



7 For All Mankind’s “Dreaming in Blue” campaign 
featured a video that played directly in the inbox 
and a live feed of the latest Instagram photos 
from their #dreaminginblue hashtag.

7 FOR ALL 
MANKIND

“
”

	 When email is united with
other marketing channels – like
video and social media – the
result is a highly interactive and
memorable campaign. By pulling
in the latest photos that used the
#dreaminginblue hashtag, 7 For All
Mankind made their fans part of the
email experience.

Neil Salonga
Operations Associate, Movable Ink

VideoBEST 
of Retail
apparel

FROM the 
INKREDIBLE FIVE 

Spring 2014

social feed



Steven Joya
Community Manager, Movable Ink

“
”

	 This is email is an example of
real-time content at its best. Cropping 
the most recent stories from the web 
ensured that recipients always saw 
the latest articles, no matter what time 
or day they opened the email.

The Wall Street Journal included a live web crop 
of the latest news stories in its March “Monthly 
Update” newsletter. The web crop ensured that 
subscribers would always see the latest news, 
no matter when they opened the email.

The WALL STREET 
JOURNAL

Web cropBEST 
of Media, 

Entertainment, 
and publishing

FROM the 
INKREDIBLE FIVE 

Spring 2014



DICE
Dice, the career site for tech professionals, used 
real-time geo-targeting to show job-seekers the 
latest available jobs near their current locations. 
The job postings displayed in the email also 
corresponded with areas of interest previously 
specified by subscribers.

“
”

	 Location is often one of the 
top considerations job-seekers 
have in mind when exploring new 
opportunities. Targeting each email 
not only by recipients’ current 
geography, but also by self-declared 
areas of interest, transformed this 
campaign into a highly customized, 
1-to-1 communication.

Andrew Cohen
Engineer, Movable Ink

geo-targeting

BEST 
of Online 
services

FROM the 
INKREDIBLE FIVE 

Spring 2014



BEST 
of travel and 

hospitality

FROM the 
INKREDIBLE FIVE 
Summer 2014

Phindle Kekana
Operations Manager, Movable Ink ”

	 Before agileEMAIL, Best 
Western International had 
limitations on how they could 
display dynamic content in email. 
Now they have the flexibility to test 
in real-time and figure out which 
creative versions perform best to 
increase performance on the fly.

Best Western International increased app 
downloads within their welcome series by 143%. 
They used device-specific content and call to 
actions that decreased the number of clicks 
required to download the app.

BEST WESTERN

Responsive design

Device targeting

Spring 2014

“

Same Email Opened on Mobile and Desktop



Scott Nowicki
Sales Director, Movable Ink

“
”

	 The Craftsman Father’s 
Day campaign was great 
because Sears paired their own 
personalization and subscribers 
loyalty account information with 
real-time content elements to 
drive consumers to act on a time 
sensitive holiday promotion.

This spring, Sears utilized countdown clocks 
to increase urgency around Father’s Day sales 
of their Craftsman products.  Adding real-time 
elements worked, increasing engagement and 
email revenue in the run up to the holiday.

CRAFTSMAN
Countdown timer

BEST 
of retail

Non-Apparel

FROM the 
INKREDIBLE FIVE 
Summer 2014



BEST 
of non-profit

FROM the 
INKREDIBLE FIVE 

winter 2014

Movember encouraged past participants of its 
global men’s health awareness campaign to sign 
up again by personalizing each image at the 
moment of email open with the subscriber’s name. 

Anne Terry
Account Manager, Movable Ink

“
”

	 Deciding to support a cause is 
a very personal decision. By adding 
subscribers’ names into the creative 
of this re-engagement campaign, 
Movember made every message 
highly personalized and more likely 
to resonate with each recipient.

MOVEMBER
Image personalization



To nominate an agile email marketing campaign 
for the next edition of “The Inkredible Five,” 
forward the email to ink5@movableink.com.

ARE YOU INKREDIBLE?

Movable Ink is changing the way marketers 
connect with their consumers. agileEMAIL, 
Movable Ink’s flagship agile marketing 
solution, empowers marketers to optimize, 
target, and personalize emails at the 
moment of open. Movable Ink has offices 
in New York City and London, and powers 
over 190 Fortune 1000 brands including 
Ebay, Airbnb, Bass Pro Shops, and Finish 
Line. For more information, please visit 
movableink.com.

Contact Us:
636 Avenue of the Americas
Fifth Floor New York, NY 10011

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

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


