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Preference Report
Q3 2014: Different Verticals, Different Story

EXECUTIVE SUMMARY
Q3 2014: DIFFERENT VERTICALS, DIFFERENT STORY
Movable Ink’s US Consumer Device Preference Report was first released in 2013 and provides deep
insight into consumers’ adoption and use of smartphones, tablets, and desktop computers, and
how they engage with email while using their preferred devices.
The Q3 2014 US Consumer Device Preference Report focuses on data from July 2014 - September
2014. This edition highlights the continued popularity of mobile devices, which now account for
almost 2/3 of email opens, and as well as email engagement by device type too. New to the report
this quarter are insights into consumer device preference and email read length by vertical. You
can use this new analysis to optimize your email for your consumers.

KEY FINDINGS
•

Smartphone email opens at almost 50%. In Q2 2014 smartphones
accounted for 45% of all email opens. During Q3 it inched up to 48%.
Tablets also gained 1% over the quarter dropping desktop opens to 34%,
the lowest since this report was started.

•

Apple gains on Android… again. iPhones and iPads accounted for 59%
of all opens in Q3, gaining 4% from Q2. Android meanwhile held steady
at 6%. Blackberry, Windows, and Kindle Fire devices still account for a
combined .5% of all email opens.

•

The map swings back in mobile’s favor too. Desktop computers
clawed back some ground by geographic preference in our last report,
but gave it all up in Q3. Only 14 states are left leaning toward a desktop
preference over mobile devices, with none showing a strong preference
for desktop email. Meanwhile six new states showed a strong preference
for smart phone email.

•

Desktops are still the king of engagement. Although it’s popularity for
email is falling, desktop email users stayed engaged with email longer
than mobile and tablet users. However, tablets take the cake for speed
from open to click-through.

•

Vertical impacts email engagement too. New to the Q3 2014 report
is an analysis of device preferences by vertical. Although overall trends
held true, there are some interesting differences between the six featured
verticals that can help inform how to execute email within your vertical. If
your vertical has a shorter read length, make sure to send visual email to
quickly capture the consumer and make the most out of every open.

•

Tablet use increased again during the quarter. Tablet use picked up
during each day of the week during the quarter, but still trails its Q1 peak.
Gains in Q3 were at the direct expense of desktop computers.
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EMAIL OPENS BY US STATE
Our state-by-state analysis of smartphone versus desktop usage reveals the continued trend
towards smartphone dominance. Only 14 states remain with a slight preference for desktops. Of
the other 36 states, 11 strongly prefer mobile devices. Michigan, Louisiana, Illinois, Connecticut,
Arkansas, and Alabama are all new to the strong mobile preference group this quarter. Below is the
Q3 state-by-state geographic device preference comparison.

Q2 2014
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Q1 2014

Q4 2013

“Heavy” means that more than 50% of recipients in the state open email on a smartphone or desktop. “Leaning” means that fewer than 50% of recipients
in the state open email on a smartphone or desktop, but that those devices are currently the most widely used in the state (e.g., if desktop had the highest
percentage of opens when compared to smartphones and tablets, but not the combination of the two, the state is labeled as “Leaning desktop.”)
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Q3 2013

EMAIL OPENS BY TIME OF DAY
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EMAIL OPENS BY DEVICE
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EMAIL OPENS BY VERTICAL
DEVICE PREFERENCE
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Smartphones were the clear device of choice in Retail Apparel, Retail NonApparel, and Media/Entertainment/Publishing. Desktops were the clear favorite in
Automotive and Financial Services. Desktops and Smartphones split preferences
almost evenly in Travel & Hospitality.
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EMAIL READ LENGTH BY VERTICAL
EMAIL ENGAGEMENT
15+ SECONDS

Email read length also varied by vertical. In general, desktops drove the longest
read length, followed by smartphones, and then tablets. Overall, Automotive
emails had the longest read length, followed by Financial Services, Media/
Entertainment/Publishing, Travel & Hospitality, Retail Apparel, and lastly Retail NonApparel – corresponding to the vertical’s device preference noted on page 6.
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ABOUT THE REPORT
METHODOLOGY

CONTACT

Charts are based on data collected through Movable Ink’s agileEMAIL platform
between July 1 - September 30, 2014. They reflect aggregate statistics across
Movable Ink’s customer base, which includes more than 150 enterprise B2C
marketers from the retail, travel, financial, media, and telecommunication
industries. Because determining email opens requires images to load, the
percentages for some devices might be over or underrepresented.

For media inquiries, questions, or feedback on this report, please contact:
Research Team
research@movableink.com
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ABOUT MOVABLE INK
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 180 Fortune 1000 brands including Ebay,
Airbnb, Bass Pro Shops, and Finish Line.
To learn more about Movable Ink, visit movableink.com or reach out to us directly at contact@movableink.com or
1-800-270-6033.

@movableink
pinterest.com/movableink
facebook.com/movableink
linkedin.com/company/movableink
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