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Introduction

Today people are checking email messages on
their mobile phones more than ever. Studies 
have estimated that open rates on mobile 
devices range anywhere between 50-60%. 
Because of the huge number of people 
checking emails on their mobile devices, the 
old “email design best practices” needs to be 
re-thought. Now, designing messages for a 
mobile audience should be a top priority. 

The following tips will help you create better emails and allow 
subscribers to view your messages, regardless of what type of 
screen they are using.
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34%
Webmail

10%
Mobile

56%
Desktop

Upland PostUp
Email Analytics

Mobile:
Smartphones (iPhone, Android)
and tablets

Desktop:
Installed email programs
(Outlook, Apple Mail)

Webmail:
Email accessed through a
web browser (Gmail, Hotmail,
Yahoo!)

Upland PostUp
Email Clients

Apple Mail 25%

Outlook 30%

Gmail 32%

Apple iPhone 6%

All Other Clients 6%
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Chapter 1
Know Your Audience

Having a clear picture of who your subscribers are and 
where they are opening your messages can help 
determine which email design approach to utilize.

By tracking data, you can identify which email clients and 
mobile devices your audience is using. Just having an 
understanding of your demographic can better determine 
which mobile strategy to implement. For instance, if your
company is a mobile app, you can assume your audience 
will be heavy mobile users. In this case, responsive design 
would be bene�cial. Or better, you could implement a 
mobile �rst strategy with a single-column layout. If your 
subscribers are mostly Desktop or Webmail clients, 
something like �uid or scalable design would be better. 
Designing email layouts to suite your audience’s needs 
will guarantee better results for mailings and give 
subscribers an experience that works.
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Chapter 2
Layout Widths

A question we o�en receive from clients is, “What width 
should my emails be?” Unfortunately, due to the variety 
of design and audience, the response is usually “it 
depends.” That said, the general rule of thumb is to stay 
around 450-650 pixels wide.

When determining email width, we weigh a combination 
of: content (image heavy vs. text heavy, single message 
vs. multiple messages, etc.), audience (mobile vs. desktop 
users, iOS vs. Android, etc.), and message (newsletter, 
welcome message, transactional, etc.) The design method 
that you utilize will in�uence the size of your layout. For 
instance, if your message is text heavy, a �uid design 
with a variety of widths will work. If you are creating a 

responsive newsletter, a width up to 660 pixels is 
acceptable. That will give you a very clean and 
manageable two-column layout that makes the switch to 
mobile very easily. If you are unsure about choosing a 
width, the best bet is to stay skinny. Wider layouts, unless 
responsive, don’t translate well to mobile screens. A 
thinner layout may not be ideal for desktop readers but 
your mobile users will appreciate it because the content 
will �t on their smaller screens better. The most popular 
trend we are seeing is of emails catering to mobile 
screens �rst, which means thin single column layouts, 
along with responsive layouts.

Ideal Mobile Layout: single column under 600px wide

5PostUp 8 Great Tips for Better Email Design in a Mobile World



Chapter 3
Pre-header Text

Your ‘sender name’ and subject line in�uence whether 
or not subscribers open your emails. Another equally
important, o�en overlooked snippet of copy is your 
pre-header copy, which typically displays as “preview” 
text on mobile devices.

This 1-2 lines of text at the very top of emails is typically 
the �rst thing a reader sees before deciding to download 
the images. Most marketers simply add the standard,

“If you have trouble displaying this email…” or “Can’t see 
images? View in browser.” But considering that 75% of 
emails are displayed with preview text, it’s vital that you 
take advantage of this messaging opportunity. It’s
an opportunity to tell a little more of your story before 
the reader makes a decision to open the message. By 
simply doing an A/B split test of pre-header options, you 
could see up to a 30% CTR boost.
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Chapter 3
Pre-header Text
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1. Avoid repeating the subject line. Give more information 
so the reader has a better idea what the email is about.

2. Make sure your preview info is relevant to the subject 
line. It’s an opportunity to extend the story to the reader.

3. By default, it usually grabs the �rst line of HTML text in 
the code. A minor tweak to the code and you can create 
a more enticing preview line.

Classic Mistakes



Chapter 4
Using Images Properly

Ten years ago images in email were like �re to 
Frankenstein… Fire Bad!!! But with increased bandwidth 
speeds and the slow death of the dial-up modem, 
images have become much more prevalent in
email today.

Between the animated GIF, videos in email, and new 
high-density displays, your image options are better than 
ever. However, even with Apple’s iOS that enables images 
to display by default, many other mobile devices (i.e. 
Android) turn images o� by default. You can’t assume 
your images will be seen. You have a 50/50 shot at 
having your images disabled, leaving your reader with the 
decision to download images based o� the little text they 
see. By using alt-tags or making your main message and 
CTAs HTML-safe text, you stand a greater chance of your 
message being read or opened–even if there’s nothing to 
see. Overall �le size of your email, which increases 
dramatically when images are included, should be kept in 
mind. Large emails can trip spam �lters, increase load 

time, and wreak havoc on server bandwidth. Overall, use 
images sparingly and with purpose... and try to never 
make your main message an image, in case it doesn’t load.
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Chapter 5
Clear Messages and CTAs

When constructing emails, there are two factors to 
consider. First, people are on the go now more than 
ever. Second, real estate on a mobile device screen is 
valuable, so it’s important to get straight to the point of 
your message.

Place your o�er or CTA buttons as far to the le� and top 
as you can. This is prime real estate in the email world. 
Also, a simple thing like including your logo at the very 
top can give instant credibility to the sender, inspiring 

trust in your reader. On average, most readers give an 
email 3-5 seconds of their attention, so you better make 
your point quickly and clearly. Use actionable verbiage for 
your buttons and CTA links; tell the reader what you want 
them to do. Also, avoid generic copy such as “Learn 
More” or “Click Here”. It’s recommended that if using 
buttons for your CTAs, you should make them HTML 
buttons so they show under all circumstances. If they are 
images, you stand a chance of them not showing.

Limiting the amount of 
information can lead 
to more focus on the 
information that’s 
most important.

Simple, straight 
forward headline 
along with a very 
clear button, so 
there’s no mistaking 
what the reader is 
being asked to do.
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Chapter 6
Think Tap, Not Click

In today’s mobile world our �ngers have become the 
mouse and fat �ngers make taking action on a smart 
phone di�cult. You want to ensure it’s easy for 
someone to clearly tap the CTA button or link in
your email.

Anyone who has tried to tap in a cluster of text links 
knows the frustration of tapping the wrong one. If you’re 
not implementing a responsive technique, then make 
sure you design your layouts with ample space around 
text links and ensure your buttons have a minimum click 
area of 44x44 pixels, or so says some company named 
Apple. With responsive layouts, you have the ability to 
use text links for a desktop layout and then have your 
text link change to a large, tap-friendly button for the 
mobile layout. Again, having a clean, simple layout, with a 
properly placed, well-designed button and plenty of 
space will have them tappin’ in no time.

BUTTON LINK 44px

Minimum Clickable Area

I LIKE BIG BUTTONS
AND I CANNOT LIE!
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Chapter 7
Larger Font Sizes

Depending on which design method you are utilizing 
(responsive v. scalable), you should consider using 
larger font sizes for your main headlines, as well as 
body copy.

If you have a scalable layout, your copy will scale down 
proportionately with the rest of the message. This will 
likely result in the recipient having to zoom in/out to view 
text, which is not ideal for mobile emails. Using a larger 
size headline or button, text will be easier to read on a 

mobile phone. If going with a responsive layout, then you 
have the �exibility to set di�erent sizes between desktop 
and mobile layouts, enhancing the mobile experience for 
the reader. We typically keep our headlines around 
20-24px, body copy 14-16px, and legal at 12px. Keep in 
mind that some mobile phones, such as the iPhone, 
automatically default small text to 13px, which could 
break layouts or create unattractive copy formatting, 
unless you code with a webkit.

Desktop Version
Responsive Version Scalable Version

Which one
is easier
to read?
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Chapter 8
Clear The Clutter

Images can add �air and interest to any message, but 
they can also increase load time or, if not designed 
properly, may not read well on a mobile phone.

Luckily, with responsive design you have the �exibility to 
change images between layouts to better �t the screen 
size or even hide images altogether. Hiding certain 

images in a mobile layout streamlines the experience and
makes it much easier for your audience to digest your 
message without having to scroll. Some elements such as 
social media icons, secondary support images, or graphic 
headers don’t translate to mobile screen well or don’t 
support a great mobile experience a�er tapping.
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In summary, if you’re not thinking about how your 
emails look on mobile devices, I guarantee your 
subscribers are.

Most people delete an email that does not render proper-
ly on their mobile phone… no matter who the sender. In 
fact, the majority of mobile users believe that a poorly 
designed email re�ects negatively on the brand.

Don’t get le� behind. The number of emails opened on 
mobile devices is only going to grow. Keeping these tips 
in mind when creating your next email will help improve 
your inbox delivery as well as give your mobile audience 
the experience they deserve. At the end of the day, the 
idea is to reach as many people as possible, in the best 
way possible. Giving your mobile readers a layout they 
can easily read and digest will go a long way for your 
metrics, as well as your brand reputation.

Conclusion
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Want to learn more?

Contact us.

phone: 833-UPLAND-1

seven enterprise cloud solution suites that enable more than 

one million users at over 9,000 accounts to win and engage 

customers, automate business operations, manage projects 

and IT costs, and share knowledge throughout the enterprise. 
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