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PUSH MARKETING ROUNDUP
Push marketing, including mobile email, SMS and in-app and other push
notifications, has the potential to reach consumers with messages whenever
they’re sent, wherever they are. Location-based or time-sensitive offers
coupled with opt-in alerts can be a winning combination to boost conversion
and engagement. eMarketer has curated this Roundup of trends, insights and
interviews to help marketers keep up with what brands, and smartphone users,
are doing with push marketing.
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Overview
Push marketing encompasses several things,
but at the heart of them all is a near-real-time
notification to a consumer that a marketer has a
message for him or her.
That could be an email, a text or picture message, or an inapp notification, among other things that marketers have
thought up—or will think up soon. Email has the deepest
roots, and the biggest audience.

US Email Users and Penetration, 2013-2019
2013 2014 2015 2016 2017 2018 2019
Email users (millions) 218.9 226.8 232.8 239.0 244.5 248.7 251.7
—% change

3.9%

3.6%

2.6%

2.7%

2.3%

1.7%

1.2%

—% of internet users

89.0% 89.6% 89.6% 90.0% 90.4% 90.6% 90.9%

—% of population

69.2% 71.1% 72.4% 73.8% 74.9% 75.5% 75.8%

Note: internet users who send an email at least once per month
Source: eMarketer, Feb 2015; confirmed and republished, July 2015
184547
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Nearly nine in 10 internet users in the US, or 72.4% of the
population overall, use email this year, eMarketer estimates.
That’s a higher penetration rate than for any other digital
activity besides web browsing—even higher than search.
Not all of those email users check their messages on mobile,
but a lot do. According to Experian Marketing Services, 39%
of all email messages the firm sent in Q1 2015 were opened
on smartphones, while another 12% were opened on
tablets. Smartphone-based notifications mean those email
messages have become de facto push marketing messages.
And when a message is pushed to a smartphone, it can
reach consumers whenever it’s sent, wherever they are.
Text messages and in-app push notifications have the
same effect, and while SMS accounts for a small share
of US mobile ad spending, the absolute amount spent is
holding steady at around a quarter of a billion dollars a year,
eMarketer estimates.
While all these marketing methods are opt-in, requiring
marketers to get the agreement of their targets before they
can begin messaging them, they have clear benefits—and
potential. When smartphone users allow an app to send
push notifications, research shows, they become more
engaged with the app and use it more frequently. Many are
interested in being notified, either by in-app push or by text,
of location-based offers, coupons and other alerts. Beacons
have the potential to take these messages to the next level,
especially in retail. Notifications provide valuable alerts to
both location-relevant marketing messages as well as timesensitive ones.
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Push Notifications Lift Retention Rates
Retention rates among push notification recipients more than double
those of nonrecipients
This year, 196.2 million US mobile device users
ages 14 and older will install at least one app on
their devices, eMarketer estimates, representing
81.5% of mobile users. How can apps avoid
getting lost in the sea of icons on mobile
screens? Push notifications are key.

Average App Retention Rate Over the First 3 Months*
Among Mobile App Users Worldwide, Push
Notifications Sent vs. Not Sent, Feb-May 2015
Month 1
61%
28%
Month 2
50%
19%

According to research by Localytics, monthly app launches
among mobile app users worldwide who received push
notifications averaged 13.2 in May 2015—26.9% higher
than the average of 10.4 for users who didn’t receive them.
Localytics also looked at app retention rates between
February 2015 and the end of May 2015 and found a huge
gap in averages depending on whether or not downloaders
received push notifications. Fully 61% of new app users
receiving push notifications launched the app within the
first month—more than double the 28% of installers who
did not receive push notifications within that timeframe.
The difference in retention rates continued to widen
throughout the study period. Three months after
installation, 46% of new users who received push
notifications launched the app—253.8% higher than the
mere 13% not using push notifications.
Analysis conducted by Kahuna between January 2015
and May 2015 found similar results, with average
retention rates slightly lower among both groups. Fully
45.3% of mobile app users worldwide who received push
notifications were still using the app 30 days after first
using it—122.1% higher than the average retention rate of
20.4% among those who didn’t receive push notifications.

Month 3
46%
13%
Push notifications sent

Push notifications not sent

Note: represents activity on the Localytics platform, broader industry
metrics may vary; among Android and iOS devices; read as 61% of new app
users receiving push notifications launched the app within the first month,
while 50% did within the second month; *after their initial engagement
with the app
Source: Localytics as cited in company blog, June 30, 2015
193488
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Average Retention Rates over the First 30, 60 and 90
Days of Use for Mobile Apps Worldwide, Push
Notifications Sent vs. Not Sent, Jan-May 2015
30 days
45.3%
20.4%
60 days
35.0%
14.2%
90 days
27.6%
10.1%
Received push notifications
Did not receive push notifications
Note: represents activity on the Kahuna platform, broader industry metrics
may vary; read as 27.6% of users who received push notifications were still
using an app 90 days after first using it vs. 10.1% of users who did not
receive push notifications
Source: Kahuna, "The Kahuna Mobile Marketing Index," June 30, 2015
193841

www.eMarketer.com

Just as in the Localytics study, the gap continued to widen
as time went on. After 90 days of use, retention rates
averaged 27.6% among push notification recipients, vs.
10.1% among nonrecipients.
Companies using apps would be wise to encourage
downloaders to opt in to push messages if they want to
keep them coming back.
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Email Marketers Move to Cross-Channel, Real-Time Communication
Email strategies must include a more cross-channel attitude toward
customer interactions
The enduring quest to be as pertinent and
timely as possible is one of the top trends
affecting email marketing. 2015 will be an
important year for brands looking to shift toward
a next-generation approach to real-time email
marketing, which most will find involves more
than just email, according to a new eMarketer
report, “Email Marketing Benchmarks 2015:
Are Performance Metrics Revealing Signs of
Consumer Fatigue?”
The need for relevancy has never been stronger; today’s
consumers expect a seamless digital experience across
the board. “If consumers are going to engage with a
brand, they expect that brand to know the best way to
reach them and communicate with them,” said Spencer
Kollas, vice president of global deliverability services at
Experian Marketing Services. “They don’t care that your
email marketing group isn’t going to get credit if you click
on something through an SMS. They see you as one brand.
For a long time, email marketing was just the old-fashioned
[email] blast, whereas now it’s more about being able to
identify and engage people by using intelligence to know
when to interact with them and what channel best fits that
person. That’s where it’s all going.”
Departmental siloes and even divisions of labor between
brands, agencies and other third parties make it extremely
difficult for any one group to have access to all the
necessary customer and channel-specific data. Though
all companies interviewed for eMarketer’s report noted
they were seeing improved interdepartmental relations
among their clients, most acknowledged that many were
only just beginning to achieve the necessary data-sharing
requirements, largely thanks to improvements to the
technologies and systems used.
One example Loren McDonald, vice president of industry
relations at Silverpop, shared as a sign of improvement
was the evolution of messaging consumers after cart
abandonment. Whereas before, latencies in data relay
between systems often meant retailers were limited
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Top 5 Email Marketing Priorities for 2015 According to
US Marketers
% of respondents
1. Improving segmentation and targeting
35%
2. Utilizing real-time data
33%
3. Greater use of analytics in order to optimize our
communications
33%
4. Improving email inbox delivery of our messages
30%
5. Centralizing our customer data and making it actionable
29%
Note: n=353
Source: The Relevancy Group, "The Relevancy Ring: ESP Buyer's Guide
2015," Feb 23, 2015
186509
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in their ability to send a follow-up email reminder in a
timely manner, today, with systems better integrated,
many companies can act on those findings in a matter of
minutes, using multiple channels.
It’s this real-time data—and the ability to centralize
it across channels and act on it—that’s driving these
capabilities forward. As such, it’s hardly surprising that
the ability to utilize real-time data and centralize one’s
customer database to make it actionable were among the
top five 2015 email marketing priorities for US marketers
polled by The Relevancy Group in December 2014.
While syncing data between behaviors gleaned from digital
channels and customer databases is important, these
are not the only two data sources on the minds of email
marketers. Increasingly, many also look to pull in offline
purchase data, whether via in-store collection at the point
of sale or from third-party sources. Not only does such
data provide a more end-to-end picture of customers and
their relationship with a company, it also provides valuable
intelligence that can be fed back into this cross-channel
strategy—even as a means to find those who are “best
customers” from an in-store revenue standpoint but who
are largely unresponsive to email. Once such customers
are found using this or other customer-rich data, the goal is
to identify more relevant methods of continuing a dialogue.
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Mobile Coupons: Don’t Push Without Permission
Nearly half of web users don’t want unsolicited location-triggered mobile
coupons from retailers
In a May 2015 survey of US internet users by the
Marketing Executives Networking Group (MENG),
nearly half of US internet users ages 18 to 64
said it would be unacceptable for retailers and
brands to send them unsolicited mobile coupons
via text message. Respondents were asked
about location-triggered mobile coupons, and
whether they were entering a store or walking
down the street, they wanted to opt in before
receiving coupons.
eMarketer estimates that this year, 40.5% of companies
in the US will send mobile coupons out. Meanwhile, 97.4
million consumers will redeem mobile coupons.
According to May 2015 research from Fluent, 8.6% of
internet users polled about their grocery and consumer
packaged goods shopping habits said they mostly got
coupons by downloading them to mobile apps. Many more

respondents, however, were signed up for mobile alerts
from their favorite grocery retailer. Among respondents in
households with $40,000 or more in annual income, at least
one in five were signed up for mobile alerts.
US Internet Users Who Are Willing to Receive
Unsolicited Coupons via Text Message, by Location,
May 2015
% of respondents
Agree/strongly agree
34.8%
30.0%
Neither agree nor disagree
20.1%
21.4%
Disagree/strongly disagree
45.1%
48.7%
Entering a retail store

Walking down the street

Note: n=1,036 ages 18-64; numbers may not add up to 100% due to
rounding
Source: Marketing Executives Networking Group (MENG), "What Do Leading
Brand Executives Really Think?" June 9, 2015
191174
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Are Retailers’ Same-Day Second Emails Effective?
Second mailings boost transaction rates, revenues per email
Retailers are familiar with the phrase, “If at first
you don’t succeed, try, try again,” based on data
from Experian Marketing Services. According
to the research, retail brands embraced sameday second emails in Q4 2014. Starting in midOctober and through the end of the year, at least
half of retailers in North America sent two or
more emails per day to the same subscribers,
peaking at 92% during the week including Black
Friday and Cyber Monday.

And the extra effort paid off. Second mailings had an
average transaction rate of 0.07%—33% more than that
for first mailings. In addition, revenues per email were
29% higher for second mailings, at 11 cents, vs. 8 cents
for first mailings. In all, retailers that sent same-day
second mailings saw an 88% rise in revenues on average.
Recipients also appeared unbothered by the increase in
messages; unsubscribe rates held steady at 0.03% for first
and second emails. Still, retailers must make sure their
frequent communications are relevant to consumers, or
they risk ending up in the spam folder.
Experian found that second emails featuring a sense
of urgency (such as a last-chance offer), mysterious
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headlines, good deals or special products all helped
increase transactions. Those with personalized subject
lines saw a 75% boost in transaction rate, while percentage
discount offers had a 41% lift. Free shipping and “urgency”
in follow-up message subject lines had rates 21% and 12%
higher than first mailings, respectively.
Email usage is already high for retailers, and the success of
same-day second mailings could give them the opportunity
to take advantage of a marketing area they’re skilled at. In
September 2014 polling by the Economist Intelligence Unit,
email ranked as the second most-used channel that retail
executives worldwide leveraged to communicate with
customers, trailing only company websites and ahead of
brick-and-mortar locations.

Retail Email Marketing Transaction Rate and Revenue
per Email in North America for the First vs. Second
Email Sent Daily, Q4 2014
among emails sent by Experian Marketing Services clients
Revenue per email
$0.08
$0.11
Transaction rate
0.05%
0.07%
First email

Second email

Note: represents activity on the Experian Marketing Services network,
broader industry metrics may vary; among 24 retail brands
Source: Experian Marketing Services, "Q4 2014 Quarterly Email Benchmark
Report," Feb 10, 2015
188213
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Why Do Consumers Read Retail Promo Emails?
Email readers most likely to look at recommendations of products on sale
Email still sits among the top digital marketing
channels, and many retailers plan to funnel even
more spending into the channel this year. Based
on recent research, retailers should focus heavily
on sales promotions in those communications.
Listrak found that 72% of US internet users opened and
read promotional emails from retailers, and age and gender
didn’t play huge roles in whether or not they did. Fully 71%
of males said they looked at retail promo emails, as did
73% of females. Millennials were the most likely to open
and read promotional emails, at 75% of respondents from
this group, but all other age ranges weren’t too far behind:
73% of 35- to 44-year-olds were promo email readers, as
were 71% of those 45 to 54 and 70% of the 55-to-64 and
65-and-older groups.
Personalized emails including recommendations are in
demand, and across these gender and age groups, one
thing was loud and clear: Sales were a key way to get
users to check out tailored product recommendations.
Fully 84% of females who opened and read promotional
emails said they would be encouraged to read website
or email recommendations of products if they were on
sale, and 78% of their male counterparts said the same.
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Factors that Would Encourage US Email Users* to
Read Website or Email Recommendations of Products,
by Demographic, Dec 2014
% of respondents
On Organized New Highest
Top
sale by price
rated sellers

Most
None
"pinned"
of
(i.e., on these
Pinterest)

Female
18-34

83%

51%

30%

35%

40%

16%

35-44

93%

40%

43%

39%

29%

4%

5%
2%

45-54

76%

39%

29%

28%

14%

6%

12%

55-64

85%

37%

38%

28%

22%

6%

7%

65+

82%

32%

29%

30%

20%

5%

11%

Total
female

84%

41%

33%

32%

26%

8%

7%

18-34

81%

44%

51%

53%

47%

15%

2%

35-44

72%

54%

58%

44%

42%

2%

4%

45-54

79%

29%

36%

38%

35%

9%

4%

55-64

76%

41%

32%

36%

27%

1%

8%

65+

81%

27%

42%

42%

19%

1%

6%

Total
male

78%

40%

45%

44%

36%

7%

4%

Male

Note: *who open and read promotional emails
Source: Listrak, Jan 8, 2015
184163
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Price was the second most popular response among
women, cited by 41%, while men cared more about getting
recommendations on new and highly rated products.
Among age groups, 83% of 35- to 44-year-olds said
sales would encourage them to read website or email
recommendations, as did 82% of email users in the 18-to34 and 65-and-older groups, 81% of 55- to 64-year-olds and
77% of those ages 45 to 54. Price was the second-biggest
factor among millennials (48%) and the 45-to-54 (34%) and
55-to-64 (39%) groups, while 35- to 44-year-olds ranked
recommendations of new products second, at 50%.
Among the 65-and-older bracket, getting recommendations
about new and the highest-rated products tied for second
(35% each).
Considering the short amount of time retailers have to
catch email users’ attention, they should put the reason
behind their product recommendations front and center.
According to Movable Ink research in Q3 2014, 45% of
emails sent by nonapparel retailers in the US were read
for just 0 to 3 seconds, as were 42% of apparel retailer

emails—the top two rates among industries studied.
Meanwhile, 32% of nonapparel and 34% of apparel retailer
emails were read for more than 15 seconds, the lowest
rates for this frequency among sectors.
Length of Time that Marketing Emails Are Read in
the US, by Industry, Q3 2014
% of total on Movable Ink's platform
Retail (non-apparel)
45%

23%

32%

Retail (apparel)
42%

24%

34%

Media, entertainment and publishing
36%
22%

42%

Travel and hospitality
35%

41%

Financial services
22%

28%

Automotive
22%
0-3 seconds

24%

50%

26%
3-15 seconds

52%
15+ seconds

Note: represents activity on Movable Ink's platform, broader industry
metrics may vary
Source: Movable Ink, "US Consumer Device Preference Report: Q3 2014
Different Verticals, Different Story," Nov 18, 2014
183949
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Proof Push Notifications Matter for Mobile Apps in China
App usage during first six months after download drops significantly year
over year
Interest in apps is wearing out faster in China
now than just a few years ago, according to
research from Localytics. The company found in
March 2015 that 37% of mobile app users in the
country had used apps downloaded six months
previously just a single time since then. That was
up from 26% a year earlier.
Meanwhile, the share of app users who had opened their
downloaded apps 11 times or more in the prior six months
dropped from 27% in March 2014 to 18% a year later.
More than half of app users (52%) in March 2013 had
opened their apps between one and three times over
six months, Localytics reported. The same year, 24% had
opened apps at least 10 times. In the most recent round
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Number of Times Mobile Apps Were Used During the
First 6 Months of Ownership Among Mobile App
Users in China, March 2013-March 2015
% of total
March 2013

March 2014

March 2015

1

27%

26%

37%

2

15%

14%

16%

3

10%

9%

9%

4

7%

6%

6%

5

5%

5%

4%

6

4%

4%

3%

7

3%

3%

2%

8

3%

2%

2%

9

2%

2%

2%

10

2%

2%

1%

22%

27%

18%

11+

Note: includes apps for mobile phone, phablet and tablet; read as 18% of
users who downloaded an app in Q3 2014 opened that app 11+ times by
March 15, 2015
Source: Localytics as cited in company blog, June 12, 2015
191714
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of research, those figures changed to 62% and 19%,
respectively. No matter how you slice the data, apps are
getting used less frequently after download.
Push notifications might be one way for app developers to
stem the tide of downloaded but unused apps. Localytics
reported that push-enabled apps were opened 11 or more
times by 35% of users, and just once by 20%. Apps without
push notifications enabled, by contrast, were opened 11
or more times by just 15% of users, and a dramatic 43% of
users opened them only a single time.

TalkingData found in February 2015 that mobile app users
in China spent an average of 35.2 minutes per day with
gaming apps—the category of app they devoted the most
time to. Chat apps came in second, at 18.1 minutes each
day, with third-place reading apps getting 10.2 minutes of
attention daily.

Email Marketers Look to Real-Time, Cross-Channel Communications

Spencer Kollas
Vice President, Global Deliverability Services
Experian Marketing Services

As vice president of global deliverability services
at Experian Marketing Services, Spencer Kollas
works with marketers and internet service
providers to ensure clients’ emails have the best
chance of making it to the inbox. Kollas recently
spoke with eMarketer’s Lauren Fisher about
what’s on marketers’ minds when it comes to
keeping up with the latest email marketing trends
and technological advancements.
eMarketer: What are some of the big email marketing
trends you’re seeing among clients?
Spencer Kollas: The desire to move toward a more
cross-channel practice is a big one, but one thing we’re
definitely seeing is the continued presence of siloes within
organizations. One group might be responsible for email,
another might be responsible for mobile, but if they aren’t
talking to each other and working with each other, they
are never going to get to the utopia of cross-channel
marketing, which is what consumers expect.
If a consumer is going to engage with a brand, they expect
that brand to know the best way to reach them and
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communicate with them. They don’t care that your email
marketing group isn’t going to get credit if you click on
something through SMS. They see you as one brand. For a
long time, email marketing was just the old-fashioned blast.
Now it’s more about being able to identify and engage
people by using intelligence to know when to interact with
them and what channel best fits that person. That’s where
it’s all going. That’s why it’s so important to work to identify
your users and the best way to communicate with them
without going overboard and using too much data.
eMarketer: Do you feel like companies today are close
to pulling this all together and making cross-channel a
true reality?
Kollas: Some companies are definitely close. The
marketplace is what’s pushing companies to be able to do
it and force them into this realm because the technologies
are getting better, and we now have more data. You
also see all of the clouds coming from companies like
Salesforce.com and Adobe, which are forcing marketers to
say, “If we don’t get this all together in one spot and really
get it together and work together as different departments,
we’re going to lose our clients to those companies who are
doing it that way.”

“Companies are finding other ways to
re-engage folks by doing reactivation
campaigns through other channels to
understand how to reach them.”
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The technologies continue to make it easier for marketers,
but when consumers start to get that experience from
one or two companies, they’re going to expect it from
everyone. It’s like good customer service—we just expect
that we should always get it.
eMarketer: What other notable trends are you seeing?
Kollas: Engagement continues to be important, and one
thing I’ve seen a lot over the last couple of years is finding
ways to re-engage or reactivate users. Whether it’s in email,
social or mobile, marketers are finding ways to engage
those customers again that haven’t been engaged with
their brands in a while.
I’ve had a lot of conversations with retailers, and they say,
“We have to keep emailing these people. They’re our best
customers we have out of our entire database.” You come
to find that they’re a great customer for your brand, and
they might go into a store and spend a ridiculous amount
of money. But if they haven’t opened an email in two years,
that means you shouldn’t waste your time sending them
an email because they’re not engaged with that channel.

Companies are finding other ways to re-engage folks by
doing reactivation campaigns through other channels to
understand how to reach them.
eMarketer: Do you see some companies looking to their
apps to drive that engagement?
Kollas: I do. Again, it’s about identifying what works for a
particular customer. There are certain people that will play
around in an app all day long, but they might not engage
in the email. Getting people to download that app to see if
that’s where you can identify them as a good customer is
important.A lot of it comes down to finding different ways
to have real-time interactions. Identifying those people
and using the intelligence you have to know when and
how to engage them—and using that real-time interaction
in whatever channel fits that person—is where this is all
really going.

More than a Buzzword, Beacon Technology Promises to Catch On

Jeff Malmad
Managing Director, Head of Mobile and Life+
Mindshare North America

Beacons have been around for almost two years,
but aside from being a much-used buzzword, the
technology has not been adopted by many. Jeff
Malmad, managing director and head of mobile
and life+ at Mindshare North America, recently
spoke with eMarketer’s Rimma Kats about the
future of beacons and whether the hype has
died down.
eMarketer: Beacons have been around for about two
years. Is that enough time to declare it a failure?
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Jeff Malmad: Although beacons have been around for
two years, we’re still so early on in the world of connected
everything and the internet of things (IoT) that we
are learning.
Beacons are not going to go away. Sensor-based
technology is going to continue to grow and
expand and proliferate in retail, out-of-home and
workplace environments.
Google recently announced that they’re deploying their
own type of beacon open-sourced system that’s going to
work with iBeacons, as well as an open-source that they’ve
developed called Eddystone, which will give more scale to
beacons outside of just iOS devices. Those with an Android
device will be able to receive push notifications triggered
off of beacons as well in the very near future.

Copyright ©2015 eMarketer, Inc. All rights reserved.

9

eMarketer: What’s holding adoption back?

eMarketer: What’s the ideal use case for beacons?

Malmad: There are a lot of players in the space who
are trying to figure out how to use beacons from a
marketing standpoint.

Malmad: We leveraged beacons recently for a campaign
we did that would allow consumers to learn about recipe
inspiration while they’re in [the grocery store] aisle.
When consumers walked down the aisle, we pushed
a notification giving them recipe inspiration from the
company we were working with.

eMarketer: Are there technologies that are better suited
for doing what beacons promise?

“Beacons are not going to go away. Sensorbased technology is going to continue to
grow and expand and proliferate in retail,
out-of-home and workplace environments.”
Malmad: Location-aware technology might be better than
beacons. It’s not going to be as close to touching people
in the aisle, but if I trigger a specific latitude and longitude,
then I may get a push notification delivered to my device if I
had that specific app on my phone.
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You’re going to start seeing a lot more of that. One of the
things we don’t want to happen in the world of beacons
is what we call “notification numbness.” Notification
numbness is pushing too many messages to people
within the beacon environment, or in the push notification
environment, that’s going to get consumers to actually turn
off those notifications being delivered to their device.
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