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Do you remember the Disney jingle, “The Mail Must Go Through”? 

One of the lyrics reads: 

  No matter if it rains or snows. The mail must go through.

In 2020, we’ve learned that physical systems like the postal system are less 
reliable than more modern forms of communication, like email. That’s why 
we’ve come up with a new line to this classic song. It goes:

  No matter if it’s a pandemic or recession. The email must go through. 

Email became a primary news source for hyper-specific, brand-related 
and government news as the COVID-19 pandemic swept around the globe. 
It’s replacing the mail service and in-person events for the most reliable 
source of news. 

Email Must Go Through
Why Email Is the Go-To Channel During a Crisis
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When 2020 began, B2B marketers were 
optimistic about the start of a new 
decade. They had lofty marketing goals, 
including: 

1. Converting leads into customers 
2. Increasing sales leads 
3. Increasing brand awareness 

These goals came from a  survey of 
marketing professionals conducted in 
the final quarter of 2019, which revealed 
that many marketing goals for 2020 are 
intertwined with company revenue goals. 

But, in 2019, marketers couldn’t have 
predicted a pandemic, the economic and 
social implications, and how those factors 
shifted buyer attention in 2020. Mentions 
of the growing virus concerns in China 
were mentioned as early as January or 
February. But the virus’ economic and 
social impact didn’t arrive in U.S. cities 
until early March. By mid-March, waves of 
corona-virus shutdowns began to occur.

As the bustling American economy 
screeched nearly to a halt, many 

Americans were forced to work from home 
(28% in April and 42% by June). Others 
became partially or wholly unemployed, 
reaching an all-time high of 14.7% by 
April. In-person events were canceled and 
in-person meetings became video calls. 

This momentous change in where we 
work and how we engage with each other 
caused a massive disruption in how B2B 
deployed marketing resources. Field 
marketing, tradeshows, and other non-
digital channels were all but eliminated. 
All buyer attention was now digital, and 
largely at home.  For digital marketers, this 
meant a more crowded digital space - but 
also a significant increase in demand. 

As a subset of digital, the email marketing 
landscape has also been altered. In 
2019, there were 3.9 billion active email 
users, and 84% of marketers said email 
marketing was their most implemented 
marketing tactic by the end of 2019 
(SageFrog Marketing Group 2020) 

A NEW DECADE
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Consider that those were the facts before all the offices, restaurants, and 
conference venues shut down, which drove all that in-person buyer activity 
towards the internet and, in turn, email marketing. 

Why? Because, particularly in the B2B world, the sales goals set for 2020 
have not changed. That means marketers must get the job done using 
fewer channels.

Email volumes were up 31% in the 30 days following March 17, according 
to data from Campaign Monitor. In 2019, the average American worker 
received an average of 126 emails a day. A 31% increase would be 165 
emails per day. 

That means an additional 40+ emails per day during the COVID-19 
shutdowns.  We all spent more time digging through our inboxes when 
almost all other channels were disrupted or eliminated. Email became a 
reliable form of communication that was able to weather the storm.   

In the first six months of 2020, an increase in volume and an increase in 
attention became the new hallmarks of the email marketing landscape.

GOALS HAVE  NOT  CHANGED
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Marketers were focusing on converting leads to customers before the 
shutdown occurred. Increasing sales leads was the next most named goal. 
These are still perfectly reasonable and feasible goals in the current B2B 
marketing landscape due to email.   

There are more marketing messages than ever pouring into the inboxes 
of your customers. But that is balanced by the fact that there has been an 
increase in all forms of engagement, from opens to click-throughs. Many 
more eyes turned to the email inbox. For some brands, that might be the 
only digital connection they have with their customers. 

JANUARY AND FEBRUARY 2020

It was mid-March when the stock market plummeted in anticipation of 
several states (including New York, where HIPB2B HQ is) shutting down all 
activity to essential workers only. This is when many in-office, non-essential 
workers were told they would be working from home.  

This included sending children home from school, having teachers plan 
and coordinate digital lessons, and having office workers bring home their 
computers/work stations or work from their personal devices. 

During the first weeks of the pandemic-induced shutdown, there was a 
bump in B2B IT advertising. That makes sense since remote workers would 
need a variety of tools and security upgrades related to a shift in workplace. 

During the week of March 16, B2B email volume increased 29%. That same 
week, open rates increased by 53%. By the time March was done, email 
open rates had increased by an average of 21% over 2019.  During March, 
the average click-to-open rate was 12.8%, and the average click-through 
rate was 2.78%.

MARCH TO MAY 2020
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In June, many economies started their reopening 
processes. This led to the leveling of email opens, click-
throughs, etc.  

This is likely the result of attention shifts due to the 
reopening of some offices, venues, brick-and-mortar retail, 
and more. Much of B2B can -- and will -- remain remote-
based, however. After all, as many economies continue 
to reopen, the number of COVID-19 cases climbs.  Some 
experts feel many of the states reopening might have to 
close again.

While in B2C, attention may shift back to in-person 
interactions, it’s a safe bet that B2B companies will 
continue to work, close deals, and hold trade shows 
remotely. Prominent companies like Facebook, Google, and 
Salesforce have announced that their employees will be 
working from home through much of 2021.  

While most channels are unpredictable and uncertain today, 
email remains a consistent source of news and information 
going forward – regardless of location. No matter if there’s a 
pandemic or economic recession, email must go through.

That was and is great news for email marketers. But there 
were other unforeseen changes afoot as well. Let’s take a 
closer look at them.

JUNE TO AUGUST 2020 “NO MATTER 
IF THERE’S 
A PANDEMIC 
OR 
ECONOMIC 
RECESSION, 
EMAIL 
MUST GO 
THROUGH.”
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B2B marketing is a broad landscape, literally covering all business-to-business 
interactions.  There are several different realities workers are experiencing, 
dependent entirely on industry.

This means that some sides of B2B are thriving while others are not. The indus-
tries that are experiencing increased email engagement are essential ones. This 
means B2B business that works in or with these industries are likely experiencing 
growth: 

• Digital communication/IT/Apps

• Healthcare 

• Government 

• Financial Services 

While these industries thrived, other parts of B2B suffered as in-person business 
activity evaporated. Some of those areas include: 

• Travel and Hospitality  

• Venues 

• Food and Beverage  

• Co-working spaces 

WHICH INDUSTRIES BENEFITED FROM 
INCREASED EMAIL MARKETING?
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WHAT DAYS WERE THE BEST FOR 
SENDING?

During the pandemic, our team noticed a big change in when our audi-
ence engages with our emails. We’ve noticed we get the best engagement 
on Mondays and see a decrease in engagement as the week continues. 
We’ve also noted that while volume and overall users online are lower, we 
reach a more engaged audience on the weekends. 

This is confirmed by recent data from Campaign Monitor, these were the 
highest and lowest email volume days during the height of pandemic-re-
lated shutdowns: 

• Tuesdays with the highest volume of email messaging 

• Weekends with the lowest volume of email messaging 

You want to avoid sending on Tuesday, which is when competition for 
attention is high.

Use these data points as a launching point for your own campaigns. See if 
these findings hold true for your, then tweak your strategy accordingly.  
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WHAT COMES NEXT?
The future of attention on email is certain, even in these strange times. 
During a pandemic, emails don’t spread disease or require complex, 
physical, precarious systems like the USPS to function. 

That means that in the future, if and when a crisis happens, we’ll always 
be able to utilize email.  

But what does the future of email marketing hold?

“THE PANDEMIC IS STILL UNDERWAY, MAJOR TECHNOLOGY 
COMPANIES HAVE SAID, ‘DON’T EVEN COME BACK TO THE WORKSPACE 
THIS YEAR.’ THERE’S NOT GOING TO BE FIELD MARKETING. THERE’S 
NOT GOING TO BE EVENTS. AND YEAH, SOME OF THAT CAN BE 
VIRTUAL, BUT IT STILL HAS TO BE PROMOTED.

YOU’RE NOT GOING TO DO A DIRECT MAIL PIECE FOR A VIRTUAL 
EVENT. IT JUST DOESN’T WORK THAT WAY, SO WHAT DO YOU TURN 
TO? ADS OR EMAIL. ADS ARE LESS TARGETED, EMAIL IS TARGETED. 

WHEN YOU COMBINE THAT WITH THERE BEING A LOT MORE 
EMAIL SENT, A LOT MORE EMAIL BEING READ, AND INCREASED 
ENGAGEMENT, I THINK EMAIL HAS A VERY SOLID PLACE IN THE LAST 
THIRD OF THIS YEAR.“ 

– BRET SMITH
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LET’S LOOK FORWARD TO …
Digital Experience/Events

We may not see the number of conferences 
and trade shows held that we did prior to the 
pandemic for years. That means that the rise 
of digital experiences will be key to the B2B 
market in the future.   The competition for 
attention digitally will become and remain 
intense as more events go online. 

Email will be a primary channel for promoting 
these events, which will spark creativity in how 
these events differentiate themselves from one 
another.

Dark Mode 

Dark mode became standard as Google, Apple, 
and Microsoft all rolled out their version of 
it during 2019.  It’s better for battery life and 
better for your eyes (especially if you’re putting 
in late nights). 

More and more email designs will need to be 
dark mode responsive in the future, which 
means using different types of image files, dark 
mode response text, and more.  

Remote Working 

Many offices may never return to their full, 
in-house capacity. That will change how, when, 
and what marketing emails you send and track.  

It will also change how and what decisions are 
made. 

Account-Based Marketing (ABM)

The future of B2B email marketing is ABM. 
Account-based marketing means that emails 
are sent to all potential stakeholders. 

We will see entire companies targeted in the 
future instead of just individuals, with the 
intelligent use of personalization to ensure 
each stakeholder targeted is getting the ideal 
experience. 

Minimalist Designs 

Flashy emails take longer to load and muddle 
the point of your email. While the future of 
email might include more interactive elements 
like video, games, social proof and more, they 
will be laid out in a simple, straightforward 
manner. 

It’s tempting to try to pack as many elements 
into your email as you can, but don’t. Those 
larger, interactive elements take a long time to 
load, so including just one major element and a 
CTA should be the bulk of what you design.  

This will make your emails load faster and 
cause less friction overall. 
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IN CONCLUSION  
No matter if it’s a pandemic or recession. No matter if it’s a pandemic or recession. The email 
must go through. 

Despite all the pandemic has changed, the top three 
goals for 2020’s marketing managers remain the same. 
In review, they are: 

1. Converting leads into customers 

2.  Increasing sales leads 

3. Increasing brand awareness 

According to a survey by MarketingProfs release late 
August 2020, said that at least 56% of marketers have 
as much or more budget than they did at the beginning 
of the year.  Investors have the same expectations and 
marketing managers have less places to spend that 
budget. 

The other thing that hasn’t changed is how valuable a 
channel email is. Email has a high ROI, with an average 
of $42 in revenue for every $1 spent. What better way to 
spend your remaining budget this year? 

Step up your marketing game for the final third of the 
year. Reach out to HIPB2B to ensure you’ll reach your 
marketing goals.

“MANY COMPANIES ARE PUBLICLY HELD OR 
DESIRE TO BE PUBLICLY HELD. SHAREHOLDERS 
AND INVESTORS, TO PUT IT DELICATELY, DON’T 
GIVE A SH*T ABOUT A PANDEMIC. THE GOALS AS 
THEY WERE PRESENTED AT THE START OF THE 
YEAR, YOU CAN’T REALLY DEVIATE FROM THEM, 
WITHOUT THERE BEING A DOWNSIDE THAT YOU 
DON’T WANT TO DEAL WITH. THAT COULD BE 
LESS INVESTMENT, REDUCTION OF WORKFORCE, 
THAT COULD BE A LOT OF THINGS.”

– BRET SMITH
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W E ’ D  L O V E  T O  H E L P  Y O U R  B U S I N E S S !

W E  A R E  H E R E

8 1  M I L L E R  R O A D / S U I T E  8 0 0

C A S T L E T O N - O N - H U D S O N / N Y / 1 2 0 3 3

C O N T A C T  U S

+ 5 1 8  5 1 2  0 9 7 5

@ H I P B 2 B . C O M

S O C I A L

F A C E B O O K

L I N K E D  I N

T W I T T E R

Learn more about HIPB2B  
• SOLUTIONS
• CONTACT VERIFICATION

Get started with HIPB2B
• CONTACT US
• REqUEST qUOTE


