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Abstract:

Marketing via email remains an effective tool for companies to communicate with customers and boost sales. While
influencer marketing and social media are becoming increasingly popular, email marketing is still an easy and accurate
method to reach out to audiences. This study examines how marketing emails impact the buying habits of consumers. The
research focuses on key factors like specific messages, relevant content, the frequency at which they are sent, as well as
the frequency at which emails are sent and when they are distributed.

The data will be collected through surveys of online shoppers aged 18 to 40 who frequently make purchases. The study
will employ statistics to identify which features in emails have the greatest impact on purchasing behaviour. It is expected
that the results will show that customized emails sent at the appropriate moment can result in better customer engagement
and better conversion rates for sales.

This research offers practical suggestions for those who want ways to boost their marketing campaigns. The study's main
findings suggest that successful email marketing demands an appropriate balance between promotional offers and useful
information that truly aids customers. Through these strategies companies can create stronger relationships with their
customers and increase brand loyalty and build long-lasting relationships with their customers. Businesses can make better
email marketing plans if they understand these factors, which is good for both the business and the customer.

Introduction:

In the current digital age, the use of email marketing has become an integral part of corporate communication and
strategies for customer engagement. It gives businesses a simple, efficient, cost-effective, and personalised way to connect
with new and existing customers. Despite the rise in the world of influencer marketing, social media, and various other
platforms on the internet and channels, email has proven to have a high ROI (ROI) and is among the best methods to
influence consumer buying choices. With targeted and data-driven marketing campaigns, companies can send details
about their products, promotions, and messages from brands directly to the inboxes of their customers.

The effectiveness of marketing via email is dependent on a few critical factors that include personalization of the message
and content, time and frequency, as well as relevance. People are more likely to be receptive to emails that resonate with
their interests, values, and purchasing habits. Ineffective campaigns, however, can result in messages becoming fatigued
or unresponsive. This research aims to study the effect of these variables on consumer purchasing decisions. We will also
analyze ways that marketers can improve emails to increase engagement, create trust with customers, and increase
conversion rates in a highly competitive online marketplace.

Objectives of the Study:

1. To study the effect of personalized content in emails on customer purchasing behavior and engagement.

2. To determine how the relevance of content influences customer response rates and their purchase plans.

3. To determine the best frequency of email that is most effective for engagement, without causing tiredness or
disinterest.
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4. To study the impact of timing and delivery timetables in relation to open rates as well as results of conversion.
5. To determine the connection between various email marketing elements and the actual purchase decision.
6. To know what consumers, prefer about messages that are promotional or informational.

Review of Literature:

Email marketing is one of the most efficient tools used for digital communication that allows businesses to reach out to
customers directly and affect their purchasing habits. Researchers have carefully studied the efficacy of email marketing
using a variety of aspects, such as personalization and timing, design, and relevance to the content.

e  Chaffey (2019) pointed out that email marketing is the most well-liked digital marketing method due to its low cost,
quantifiable results, efficiency, and direct communications. He also stressed the fact that using analytics on customer data
allows marketers to develop more individualized marketing campaigns, which in turn increases the performance of
marketing campaigns and helps retain customers.

e Ellis-Chadwick Doherty, as well as Doherty (2012), investigated the ways that personalization and interactivity in
marketing emails can increase consumer engagement. Therefore, they concluded that the usefulness and importance of
content are important for keeping people's trust and interest.

e  Inthe same manner, Kumar and Sharma (2017) found that the efficiency of email marketing relies on the possibility
of customizing the content. Personalized messages that are based on previous interactions with a client and their purchases
are more likely to boost engagement and create loyalty. Their research confirms that people find personalized messages
to be more authentic and compelling.

e Additionally, Ellis-Chadwick, Doherty, and Hart (2020) stressed how important it is to integrate automated and
data-driven strategies for marketing via mailers. They concluded that predictive analytics assist in the distribution of
relevant and timely messages, which significantly influence the purchasing choices of consumers.

e  Sahni Wheeler, as well as Chintagunta (2018), examined the effects of duration and time on the way they affect
the consumer's reactions. Their study showed that emailing at the right time, such as midweek mornings, can increase
open rates. However, frequent emails could result in the discontinuation of or even the unsubscribe.

e In adifferent research, Ellis-Chadwick, Doherty, and Doherty (2015) found that the design of the email, the clarity
of subject lines, and the position of a call-to-action are vital to determining the effectiveness of the mailer. A well-designed
and appealing message entices customers to act, thereby increasing the probability of buying.

e  Mohammadi (2015) studied the effect of marketing through email on purchasing behavior. He discovered that a
consistent and relevant message improves brand recall and motivates buyers to purchase. Like this, Salehi, Mirzaei,
Aghaei, and Abyari (2012) found that marketing via email can profoundly influence the decision to buy, either impulsive
or deliberate, by letting customers know about new products or deals.

e  Alalwan (2020) found that consumer trust and useful, personalized emails enhance engagement. Al and automation
enable dynamic customization, supporting relationship marketing by maintaining consistent, relevant communication and
strengthening long-term customer relationships.

e  McCloskey (2021) emphasized that data analytics and behavioral segmentation improve email effectiveness. Well-
designed, creative, and data-driven emails with clear subject lines and interactivity significantly boost consumer
engagement, conversions, and response rates.
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. Kapoor & Dwivedi (2020) looked at how the perception of consumers about trust affects their responses to
emails. Their research showed that email messages viewed as trustworthy reliable, trustworthy, and supported by a
genuine brand image greatly increased click-through rates in addition to conversions. The study also stressed the
importance of ensuring compliance with the laws regarding data privacy to ensure trust among consumers.

e Lee & Kim (2019) studied emotional appeal and the visual design in marketing emails. They discovered that visually
attractive layouts that have color consistency and short content increased the engagement of users and decreased bounce
rates. A resonant emotional tone of storytelling in emails resulted in more brand loyalty and purchase intent.

e Boateng & Okoe (2015) studied the perceptions of consumers about consent-based marketing. Their research
showed that people are more open to marketing messages if they've signed up on their own in this manner, and that
consent-based marketing improves brand loyalty and lowers the perception of spam.

e Sharma & Verma (2021) examined the significance that artificial intelligence plays in automated processes in
improving the effectiveness of email marketing campaigns. The study revealed that algorithms that predict and automated
segmentation enable marketers to provide relevant and timely messages, increasing the response rate and decreasing the
amount of email that recipients are tired of.

e Balakrishnan, Dahnil, & Yi (2014) examined the role of perceived utility and ease of interaction on email
interfaces. Their findings showed that clear calls-to action, simple navigation, and a responsive design are significant
factors in determining customer satisfaction as well as the probability of making purchases through email.

e Jayasree & Anand (2022) examined engagement metrics of customers, such as open rate dwell times and
conversions in order to determine the effectiveness. Their research concluded that customized subject matter and
segmentation of behaviour were the most reliable predictor factors for those who buy repeatedly. This highlights the
importance of customized content that is always evolving and continuously evolving.

e  Sheth & Malhotra (2023) examined cross-channel integration and found that the effectiveness of marketing emails
improves when campaigns are synchronized with retargeting on social media and web analytics. Integrating
communication increases recall and strengthens the journey of a customer from awareness to acting.

Preparation of Hypotheses:

H1 Marketing campaigns via email can significantly influence the purchase decisions of consumers.
H2 Relevant and personalized email content positively influences consumer engagement and responds to customers.

H3 Achieving optimal email frequency design, timing, and frequency positively impacts the perception of consumers as
well as brand recognition.

H4 The most important elements, such as individualization, relevancy time, design, and personalization, all contribute to
the effectiveness of marketing via email in influencing purchasing behaviour.

HS5 Marketing via email with strategic suggestions can increase retention of consumers and purchase-buying intentions.

Research Design:

The study employs the quantitative and descriptive research approach to examine the effectiveness of marketing emails
in influencing consumers' purchase decisions. This method is suitable for understanding the relationship between
important factors, such as personalization, relevance to content, as well as frequency, timing, and design-- and the behavior
of consumers. A survey-based approach is used to collect data from participants, enabling the study to test hypotheses and
meet the goals. Descriptive statistics will highlight the responses of consumers, while regression and correlation analyses
will determine the quality and direction of connections between marketing variables in emails and purchasing
intentions. This method assures that the research examines what elements of marketing emails have the greatest impact
on trust, engagement, and conversions.
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Sample Design:
The target audience is consumers who are active on the internet between 18 and 40 years old, since they are the most

likely to receive and respond to advertising campaigns. To guarantee the validity of statistical data and a significant
analysis, a sample size of 40-50 participants has been selected. A convenience sampling approach will be utilized due to
the accessibility of social media, online platforms as well as email groups. The effort will be made to include respondents
from diverse demographics, which includes differences in age, gender and the the frequency of shopping online. The
sample design is in line with the research objectives by collecting a population which can offer insights into how marketing
emails influence the purchase decision-making process and how they affect engagement.

Collection of Data

The primary data will be gathered by distributing a questionnaire online using Google Forms as well as via email. The
survey will ask questions regarding the opinions of consumers of personalization in email marketing as well as the
relevance of content and frequency, timing, the design and their impact on purchasing choices. Respondents will evaluate
items using a 5-point Likert scale, which allows for the analysis to be quantitative. Additional data will be collected from

research papers or journals as well as industry reports on strategies for marketing via email and consumer behavior, giving
an understanding of the theory behind. The collection of both primary and secondary data will ensure that the study is
able to identify effective strategies to market via email and analyzing their effect on the consumer's purchase decision.

Data Analysis:
Data collected via Google Forms was analyzed without using any statistical tools. Simple descriptive summaries were

used. The responses were organized, reviewed, and analyzed to determine common patterns, opinions and preferences of
respondents regarding email marketing campaigns.

The analysis focused primarily on the interpretation of data in a descriptive and qualitative manner. It highlighted
participants' opinions on factors like personalization, relevance of content, frequency, timing, and design. The percentages
and responses were only used to describe the general trends that emerged from the survey results.

The study was able to determine how consumers view marketing emails and what aspects affect their purchasing decisions
without having to perform complex statistical analyses. The results revealed clear consumer attitudes and identified key
areas where marketers should concentrate to improve the effectiveness of email marketing.

Age Group

49 responses

® 18-25
® 26-30
31-35
® 3640
® Above 40

Age Group:
The pie chart displays the percentage distribution of respondents across various age groups, highlighting the predominant

age segments in the study. Each slice represents an age bracket, showing how the population is divided demographically.
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Gender
49 responses
® Male
® Female

@ Prefer not to say

Gender:
This pie chart illustrates the gender composition of the sample, with proportions of male and female participants clearly
marked. It provides a snapshot of gender representation within the data.

How often do you shop online?
49 responses

@ Daily
61.2% @ Weekly
@ Monthly
@ Rarely

3. How Often Do You Shop Online:
The chart represents different frequencies of online shopping habits, such as daily, weekly, monthly, or rarely. The size of
each slice reflects the share of respondents for each shopping frequency category, revealing consumer engagement levels.

What type of marketing emails do you receive most frequently?

49 responses
Promotional 33 (67.3%)
Informational 14 {28.6%)
Newsletters 5(10.2%)
Surveys/Feedback 9(18.4%)
0 10 20 30 40
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Regularly sent emails that promote sales, discounts, or special offers are intended to encourage quick purchases. They do
not overwhelm recipients, but they should be frequent. Informational emails are designed to inform rather than to sell.
They may include useful tips or updates on products. Newsletters are a way to share stories about brands, industry news,
and curated content. They also provide regular updates. Surveys and customer feedback are used to collect opinions and
improve products.

Timing and Frequency of Emails

20
Bl Stongly Disagree [l Disagree I Neuval I Agree [ Strongly Agree

10

Timing of emails affects | preder receiving Receiving too many emails | am more likedy to open Receiving frequent emails

whether | open them marketing emalls during makes me Ignore them emalls during festivas or makes me unsubscribe
weekdays sales

Respondents strongly disagreeing with the emails feel that they are too frequent and poorly timed. Some people express
mild dissatisfaction but still tolerate emails. They prefer some adjustments. Neutral respondents are indifferent to the
frequency and timing of emails, expressing neither liking nor disliking them. Strongly agreeing participants think the
email schedule is generally appropriate and consistent with their personal preferences. It is not ideal, but it is acceptable
to neutral participants. This helps marketers customize email campaigns to maximize effectiveness and minimize
irritation.

Impact on Purchase Decisions

B Strongly Disagree [l Disagree T Neuval I Agree T Strongly Agree
20 ;

10

Markating emails influence Umited-time offers | compare products after Reminder emails about Overall, marketing emails

my decision to buy. motvate quick purchases reading promotional abandoned carts Increase  have a positive Impact on
emalls purchasa likelinood my buying behsvior

Consumers differ in their perception of the impact that marketing emails have on their purchase decisions. Those who are
strongly opposed to emails tend to ignore them as they have no or little influence on their purchasing
decisions. Respondents who disagree notice a slight influence, but don't consider emails to be decisive for
purchases. Participants who are neutral feel that emails have no positive or negative impact on their decisions. Marketing
emails are important to those who agree, as they encourage consideration or purchases. Respondents strongly agree that
emails have a significant impact on their buying behaviour, and often they are the direct cause of this. This highlights the
power of targeted email campaigns to drive sales. This spectrum allows marketers to tailor their email strategies to
maximize the impact of emails on purchases.
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Data Interpretation:

The study suggests that the personalization of content and its relevance are the most significant elements that influence
consumers' engagement and buying choices. Personalized emails that are tailored to the individual's preferences enhanced
trust and improved the speed of response, in line with goals 1 and 2. The optimal intervals and frequencies were
additionally found to boost engagement, without causing fatigue, which was a key objective. Additionally, an
organized email with clear calls to action improved click-through rates as well as conversion rates, which supports goals
4 and 5. Overall, the results confirm that the strategic execution of email marketing campaigns improves the trust of
consumers, increases brand loyalty, and positively impacts buying behavior.

Findings and Suggestions:

The study shows that the personalization of content and its relevance are the most significant factors that affect the
effectiveness of marketing emails, as well as supporting the Relationship Marketing Theory, and uses along with
Gratifications Theory, which are based on trust-building and meeting the needs of consumers. A well-paced, optimally
timed email increases engagement without causing fatigue, which is in line with the Optimal STL Theory. Furthermore,
appealing and attractive designs and clear calls to action guide users throughout the Model of AIDA and increase the
likelihood of purchasing. Businesses should focus on personalised, valuable email campaigns that strengthen customer
relationships and build loyalty. The frequency and timing of emails should be adjusted to prevent overloading
customers. Effective design of emails with powerful calls to action should be used to direct consumers attention to making
a purchase. Monitoring and analysis on a regular basis are suggested to improve strategies and improve the effectiveness
of marketing email campaigns.

e Limitations:

Although this research offers useful insight into how email marketing campaigns influence consumers' purchasing
decisions, there are some limitations that are to be noted.

e Sample Dimension and diversity: The study was conducted with a restricted sample of 40 people, mostly from
online shoppers between 18-40. This might not accurately reflect the behaviour of other groups, like older consumers or
buyers who aren't digital.

e  Geo-spatial Limitations It is important to note that the participants were mostly from a certain area, which limits
the generalizability of the findings across different regions or cultures where the behaviour of consumers and their digital
literacy differ.

o self-reported data: Since data were gathered through self-administered surveys, the results could be affected by
personal bias or social desire, and this could impact the accuracy of assessment of behaviour.

e static time frame: The study tracks consumer attitudes and behaviour during a certain time. However, trends in
technology and consumer preferences in marketing via email are rapidly changing, and the findings are therefore sensitive
to time.

e A limited number of variables were considered. The research focused on the personalization of timing,
significance, and frequency. Other factors that influence the results, such as mobile optimization, aesthetic design,
psychological appeal, or integration with social media, were not thoroughly examined.

s»Further Scope:
e  Further research could extend this study in many important directions.

e  Wider and cross-cultural sampling: conducting research using greater and more diverse sample sizes across
various age groups and countries can provide a greater understanding of the effectiveness of email marketing across the
globe.

© 2025, IJSREM | https://ijsrem.com DOI: 10.55041/IJ]SREM53135 | Page 7


https://ijsrem.com/

e Journael

.‘.-’ ’.?;\.
g— he) . D g . . .
IJSREMgg International Journal of Scientific Research in Engineering and Management (IJSREM)
w Volume: 09 Issue: 10 | Oct - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

¢ Longitudinal Research: Studies in the future could use a longitudinal approach to track changes in consumers'
behaviour and their preferences as technology and practices change.

e Comparative channel analysis: This might conduct a study to examine the impact of email marketing to other
channels such as influential marketing and social media or SMS campaigns, to determine their respective
efficacy effectiveness.

e The impact on AI as well as Automation: Future research will concentrate on ways Artificial Intelligence,
Predictive Analytics and automation tools can improve the personalization and engagement of emails
advertising pamphlets.

e psychological and behavioural aspects: Exploring the ways that customers trust, their feelings, and perception of
intrusiveness affect how they react to marketing emails can assist in understanding the motives behind the sales.

e integration with Omnichannel strategies. More study could examine how the combination of email marketing and
other digital touchpoints, like advertising retargeting, as well as loyalty programs, affects consumers' decision-making as
well as loyalty to brands.

Conclusion:

According to the study, when done strategically, email marketing campaigns can significantly impact consumers' decisions
to buy. Relevant and personalized content for email improves trust, engagement, and loyalty, in line with the Relationship
Marketing Theory as well as Utilizations in conjunction with Gratifications Theory that emphasize the importance of
meeting customer needs and creating lasting relationships. The optimal timing and frequency help to avoid messages from
becoming fatigued, thereby supporting the theory of Optimal Stimulation Level, while pleasing designs with clear call-
to-actions help users navigate their journey through the AIDA Model and lead to greater conversion rates. The research
suggests that campaigns for email are best when they incorporate personalized content, value-driven content with optimal
scheduling, and a compelling design. For marketing professionals, this emphasizes the need for data-driven tactics,
ongoing performance monitoring, and audience segmentation in order to maximize return on investment. To sum up, well-
thought-out email marketing not only boosts sales right away but also improves the bond between companies and
customers, fostering loyalty and long-term company growth.
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