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ABSTRACT 
This study has been undertaken to understand customer’s perception towards email marketing. The main aim 

of this research is to identify customer’s opinion in advertisement on email, how it’s useful for the customers, 

how much the customers believe theadvertisers, have they brought products based on the advertisement in 

email. This studyis mainly taken to know about the email marketing impacts on youths only. A sample of 

100 responses have been collected through questionnaire. Chi-square andCorrelationAnalysis has been used. 

 

1. Introduction 

1.1 DIGITAL MARKETING: 

Digital marketing is the area of marketing that promotes goods and services through the use of the internet and 

online-based digital technology, including smartphones, desktop computers, and other digital media and 

platforms. Digital marketing campaigns have become commonplace, utilizing combinations of search engine 

optimization (SEO), search engine market (SEM), content marketing, influencer marketing, content automation, 

campaign marketing, data driven marketing, e-commerce marketing, social media marketing, social media 

optimization, e-mail direct marketing, display advertisement, e-books, optical disc, and games. This is because 

people are using digital devices more frequently than they are physical stores.  

1.2 EMAIL MARKETING: 

Email marketing is the practice of utilizing email to communicate a commercial message, usually to a list of 

recipients. Email marketing can be broadly defined as any email sent to a prospective or existing customer. It 

entails sending emails to request business, make sales requests, or beg donations. The three main goals of email 

marketing techniques are typically to increase brand exposure, loyalty, and trust. The phrase typically refers to 

email marketing campaigns that aim to share third-party advertisements, build a merchant's relationship with 

existing or past customers, promote customer loyalty and repeat business, attract new clients or persuade existing 

ones to make an instant purchase. 

1.3 TYPES OF EMAIL MARKETING: 

1. PROMOTIONAL EMAIL: 

Email marketing campaigns are used to advertise your brand overall, new product releases, gated content (such 

as webinars and e-books), and special offers. A campaign might consist of three to ten emails distributed over a 

few days or weeks.  

Email promotions have a prominent call-to-action, or CTA. Whether it's visiting a page on your website or using 

a coupon to make a purchase, the CTA stands for the precise action you want the reader to take.  

2. INFORMATIONAL EMAIL: 

Newsletters: As the name implies, a newsletter disseminates company-related news. Consider: recently 

accomplished milestones, enhanced product features, or the inclusion of informative content like case studies. 

Regular newsletters—weekly, biweekly, or monthly—help you stay in constant communication with your email 

list members.  

Announcements: Sending out emails to clients about corporate news, the launch of new products, service 

updates, etc.  

RE-ENGAGEMENT EMAIL: 
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The re-engagement email is a crucial kind of marketing communication. Re-engagement emails, as the name 

implies, assist in reestablishing contact with clients or subscribers who haven't been active in a while. 

1.4 OBJECTIVES OF THE STUDY 

• To know the perception of people towards email marketing. 

• To analyze how advertisements on email marketing platform are affecting people purchasing decision. 

 

2. Review of Literature 

DaBrian 2009, “Email Marketing immediate connectivity and instant promotion,” Internet marketing is a very 

vast field. Companies are using this medium to reach to the educated class of customers and those who are using 

net facility frequently. Email marketing is highly specific, where Companies can introduce this marketing 

technique for immediate connectivity and instant promotion. Email marketing is one of those advertising 

techniques, which gives creates instant promotion within no time. Customers can understand that Email, and 

revert for any confusion.  

Lisa 2009, “Is Email Marketing Effective Email,” marketing can be extremely effective and is considered the 

most cost-efficient way to market products or services. Email marketing is a very popular way to advertise, and 

it is easy to see why. With automated services which will send your emails out for you, your business can save 

a lot of time. 

Kamlesh  K  Bajaj, Debjani  Nag (2016)have found in their research that internet has revolutionized  the  E-

Commerce  platform  to  such an  extent  that  it  is  almost  impossible  to  ignore because  whether  it  is  normal  

situation  or  any unprecedented  situation like  pandemic, it  is  going to rule the market as it has the latest 

technology on its side.   

Dr.C.S.RAYUDU(2016)has deduced from his findings that digitalization of marketing is the new  norm of 

modern world.  From the activity of early  access  to  customers,  payment,  buying, selling  to  consulting  

doctors  in  apps  like  Practo, internet and EDI are the new visions of future.  

According to Kendra (2017), e-mail marketing is 40 times more effective than socialmedia marketing. Another 

research emphasized that e-mails were still the most efficient way of digital marketing compared to other social 

media mediums in term of acquiring customers. Another article by Silva (2018)showed that, for every dollar 

company spends on email marketing, it will generate a profit worth of $35 to $45. 

According to Chittenden &Rettie (2003, 203-217), email marketing is recognized as the new and powerful way 

of digital marketing. It is great and convenient for attracting consumers by delivering advertising, promotional 

or commercial campaigns directly at targeted consumers’ mailbox in no time or effort (The Balance 2016). 

3. Research Methodology 

 RESEARCH DESIGN:Descriptive Research 

TARGET RESPONDENTS:A sample of 100 respondents was taken into consideration for my study and 

required data has been collected. 

SAMPLING METHOD:Convenience sampling method is used.  

PRIMARY DATA:Questionnaire 

SECONDARY DATA:Websites,Journals. 

TOOLS FOR ANALYSIS 

• Percentage analysis is used to determine the ratio of response by the respondents. 

• Chi-square test is used to compare observed results with expected results. 

• Correlation analysis studies the statistical relation between two or more variables such that systematic 

changes in the value of one variable accompanied by systematic changes in the other. 
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4. Data Analysis and Interpretation 

4.1 PERCENTAGE ANALYSIS 

Particulars Measurements Percentage 

Buying decision  

Very useful 41 

Somewhat useful 47 

Not useful 12 

Total  100 

Receive emails regarding offers  

Regular  52 

Monthly once  29 

Weekly  15 

None  4 

Total  100 

Brand on email marketing influence 

 your buying decision. 

To a large extend 26 

Rarely 55 

Never 19 

Total 100 

Promotional email 

1 per week 39 

2-6 per week 32 

Everyday 22 

More than 2 times per day 7 

Total 100 

Receives an email which irritate  
while doing other works in mobile. 

Read it anyway  28 

Save & read later  25 

Scroll & don’t read  32 

Delete it  8 

unsubscribe 7 

Total  100 

Decision to open a promotional email  

Subject title 54 

Name of the sender 28 

The first part of the email content 18 

Total 100 

Advertising email influence your 
 purchase decision  

Yes 67 

No 33 

Total 100 

Device to Checkyour email  

Mobile Phone 57 

Laptop or desktop computer  33 

App enabled in television 10 

Total  100 

Buy products and service from  
marketing/ advertising emails 

Never  40 

Once a year  21 

Once a month  32 

Multiple times of month  6 

Once a week or more 1 

Total  100 

INTERPRETATION: From the above table it is interpreted that41% of respondents says promotional emails are 

very useful on Buying decision and 47% of respondents are somewhat useful and 12% of respondents are not 

useful. On receiving emails,52% of respondents are received regular. 32% of them are Scroll & don’t 

read.54%Decision to open a promotional email for to read subject title alone.Whereas 67% of the respondents 

says that the Advertising email influence your purchase decision.Respondents uses mobile phone to check the 

mail are 57%. Buy products and service from marketing/ advertising emails, 40% of respondents are to a never 

and 21% of respondents are to once a year and 32% of respondents are to once a month and 6% of respondents 

are to multiple times of month and 1% of respondents are to once a week or more. 

4.2 CHI- SQUARE  

HYPOTHESIS 

HO:  There is no association between frequency of receiving promotional emails and buying decision. 

H1:   There is association between frequency of receiving promotional emails and buying decision. 

 

How often do you receive emails regarding offers 

Total 1.0 2.0 3.0 4.0 

Email marketing is useful 
 forbuying decision 

1.0 29 7 5 0 41 

2.0 18 20 6 3 47 

3.0 5 2 4 1 12 

Total 52 29 15 4 100 
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Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 16.258a 6 .012 

Likelihood Ratio 16.978 6 .009 

Linear-by-Linear Association 8.192 1 .004 
N of Valid Cases 100   

Interpretation: 

The significant value 0.05 lower than .012 (.012<0.05).  Hence Ho is rejected H1 is accepted.Therefore, there 

is association between frequency of receiving promotional emails and buying decision. 

4.3 Correlation 

HYPOTHESIS 

Ho: There is no significant relationship between promotional and device used. 

H1: There is significant relationship between promotional and device used 

Correlations 

 

 factor that make decision to 
open a promotional email 

 

Device do you own and use to check 

your email 

 factor that make decision to 
 open a promotional email 

Pearson Correlation 1 .293** 

Sig. (2-tailed)  .003 

N 100 100 

 Device do  you own and use to check 

your email 

Pearson Correlation .293** 1 

Sig. (2-tailed) .003  

N 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

Interpretation: 

The significant value 0.01 is greater than the table value 0.003. H1 is accepted. Therefore there is significant 

relationship between promotional and device used. 

5. Findings and Suggestions 

• According to the study, 49% of respondents are Male and 51% of respondents are Female.  

• 57% of respondents are PG and 35% of respondents are UG and 8% are Higher Education. 

• According to the study, 41% of respondents are very useful on Buying Decision and 47% of respondents 

are somewhat useful and 12% of respondents are not useful. 

• Brand on email marketing influence your buying decision, 26% of respondents are to a large extend and 

55% of respondents are rarely and 19% of respondents are none. 

• According to the study,39% of respondents are to a 1 per week and 32%respondents are 2-6 per week   

and 22% of respondents are everyday and 7% are respondents to more than 2 time per day. 

• 28% of respondents are to a read it anyway when Receives an email which irritate while doing other 

works in mobile. and 25% of respondents are save & read later and 32% of respondents areScroll & don’t 

readand 8% are respondents to delete it and 7% respondents are unsubscribe. 

• According to the study, 54% of respondents are to a subject title and 28% of respondents are name of 

the sender and 18% of respondents are the first part of the email content. 

• According to the study, 40% of respondents are to a never and 21% of respondents are to once a year 

and 32% of respondents are to once a month and 6% of respondents are to multiple times of month and 1% of 

respondents are to once a week or more. 

• The significant value 0.05 lower than .012 (.012>0.05).  Hence Ho is rejected H1 is accepted. Therefore, 

there is association between gender and email marketing. 
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• The significant value 0.01 is greater than the table value 0.003. H1 is accepted.  Therefore there is 

significant relationship between promotional and device used. 

5.2 SUGGESTION: 

• Use the type of advertisement which have more visual and audio features. 

• Use movable advertisements which get more attention than the immovable advertisement. 

• Accurate level of information must be provided offers like price reduction, guaranty., 

• Email marketing must be attractive and noticeable.  Attractive advertisement can capture the attention 

of consumer. 

5.3 CONCLUSION  

The study clearly states the acceptance level of email marketing among college students. There are both pros 

and cons in email marketing from the marketer’s side which makes the respondents not to respond in a greater 

way. People use emails often, and they do receive emails often, but the respondent level is not up to the mark.The 

remarkable feature about email marketing among college students is the mails regarding job alerts. Email 

marketing could be made effective by building a proper relationship with the customers. In a nut shell, the result 

about the study is as follows, “Emails usage is very effective among college students whereas accepting emails 

as a marketing tool is not as effective when compared with the usage of emails for other purposes.” 
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