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Abstract 

Owing to the rise of the internet, emails have become a tool that almost everyone 

uses. This has been leveraged by corporations in their marketing quests, giving way 

for emails to become an undeniably powerful method of marketing. With that being 

said, the popularity of emails as a key component of marketing strategies has shown 

signs of counterproductivity due to their saturation. Companies must carefully curate 

and devise their email marketing strategies and their execution in order to achieve 

effective engagement from their target audience.  

This research is built on the framework of the theory of reasoned action, relating it to 

the drivers of engagement with marketing emails amongst recipients. This was done 

by surveying 61 participants to screen for factors that both, encourage and discourage 

engagement with marketing emails. The primary data collected was then analyzed 

quantitatively to investigate the relationship between various factors of email 

anatomy and recipient engagement. It was found that the variables were correlated, 

and the most significant factors were identified. The findings of the study act as a 

guide for marketers looking to devise an email marketing strategy or improve the 

performance of an existing one.  
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1 Introduction  

1.1 Background 

Emails are all around us: from signing up for weekly newsletters about how to keep 

your cat happy to receiving that flight confirmation, it is undeniable that emails are a 

pillar for communicating with anyone, anywhere, easily. With virtually everyone 

seeming to have at least one email account, it has become a standard form of reaching 

ƻǳǘ ǘƻ ǎƻƳŜƻƴŜΣ ǿƘŜǘƘŜǊ ƛǘ ōŜ ǘƘŀǘ ǊŜŎǊǳƛǘŜǊ ǿƘƻΩǎ ƘƛǊƛƴƎ ŦƻǊ ǘƘŜ ƎŀǊŘŜƴŜǊ Ǉƻǎƛǘƛƻƴ 

ȅƻǳΩǾŜ ŀƭǿŀȅǎ ŘǊŜŀƳŜŘ ƻŦΣ ƻǊ ȅƻǳǊ classmate to share with them your notes on the 

accounting class they missed. Thinking of a world before emails seems impossible, but 

relatively speaking, emails are somewhat of a new advancement, having earned their 

place in the Oxford English Dictionary in 1979 (OED, 2012). Since then, emails have 

developed slowly but surely to infiltrate all aspects of our daily lives; no longer are 

they limited to research or academic purposes, nor are they restricted to those who 

could afford a hefty desktop computer to access them on. They have become as 

common as the internet and expecting the stranger next to you to have an email 

account is the default. Without access to emails, one can expect to be shunned from 

countless activities, including creating a social media profile, starting a university 

application, and even purchasing a gym membership. Knowing their prevalence, it was 

only a matter of time before companies leveraged emails to their advantage, more 

specifically through means of email marketing. Email marketing has become an 

invaluable tool for the brands of today, and a solid money-maker for many. This begs 

the question of just how effective emails are, and what makes them so. Ultimately, 

engagement with emails is what drives the oh-so-desired conversionsτhowever, 

there are blurred lines regarding marketing emails. Is sending out just any old email 

enough? Or is there a recipe behind success?  

By virtue of its name, email marketing describes the marriage of two concepts: 

marketing and emails. Marketing is defined as the processes to create, communicate, 

deliver, and exchange offerings of value for customers, clients, partners, and society 

(American Marketing Association, 2017). Email, short for electronic mail, is a method 

of exchanging messages through the internet (Sampson, 2003). Simply put, email 
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marketing is the activity of sending emails to current and prospective customers 

(Email Marketing, 2011).  

Email marketing is part of a bigger picture ς electronic marketing ς and is used as a 

ƳŜŀƴǎ ǘƻ ƛƴŎǊŜŀǎŜ ǎƛǘŜ ǘǊŀŦŦƛŎ ŀƴŘ ŀŎǘǎ ŀǎ ǎŀƭŜǎ ǎǳǇǇƻǊǘ όYǊƛǑ ϧ IŀǊǇŜǊΣ ŎƛǘŜŘ in Hudak 

et al., 2017). While emails can be compared to traditional letters, they are less 

obtrusive and are a much swifter way to communicate in writing (Dürscheid & 

Carmen, 2013). The nature of emails as an electronic tool means that they can 

incorporate sophisticated aspects that traditional forms of communication cannot 

compete with. For example, emails tend to have links accompanying their call-to-

ŀŎǘƛƻƴ ό/¢!ύΤ ǘƘƛǎ ƳŜŀƴǎ ǘƘŀǘ ŀ ά±ƛǎƛǘ ƻǳǊ ǿŜōǎƛǘŜ ǘƻŘŀȅΗέ /¢! ƛǎ ƭƛƴƪŜŘ ǘƻ ŀ ōǳǘǘƻƴ 

that, when pressed, will send you directly to the landing page that the sender 

designated (Els, 2018). This eases the consumer journey for recipients as they are not 

required to exert any complex effort to engage with the brand through email. For 

companies, this has uncovered a stream of revenue opportunities and a chance to 

reach their target audience directly.  

It must be noted, however, that the benefits of email have made it skyrocket in 

popularity to an almost counterproductive extent. This can be seen with the 

abundance of brands attempting to grow their mailing list, with little regard for those 

on the receiving end potentially feeling bombarded with the number of marketing 

emails flooding their inbox. Unsubscribing from emails is arguably easier than 

subscribing to them in the first place, and with recipients having all the power in terms 

of deciding whether to engage or not, companies are desperately attempting to keep 

up with just what makes them tick exactly.  

1.2 Email Prevalence Today and Success Measures  

In 2017, the figure for emails being sent each day stood at 269 billion and it has 

increased gradually every year since; this trend is expected to continue, with a 

projected number of 376.4 billion emails a day being sent in 2025 (Ceci, 2022). This 

averages at a yearly marginal increase of 4.29% over the eight years (Ceci, 2022). With 

the numbers being so substantial and showing no signs of slowing down, emails are a 

dominant form of communication that businesses can ς and do ς leverage. However, 
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the abundance of emails can be counterproductive as they begin to compete for 

ǊŜŎƛǇƛŜƴǘǎΩ ŀǘǘŜƴǘƛƻƴΦ  

The average open rate of marketing emails across all industries stands at 21.33% 

(Mailchimp, 2019).  This is a key performance indicator (KPI) that is descriptive of the 

number of emails that receivers open compared to the number sent out. Another KPI 

that can be considered is the amount of time receivers spend reading emails once 

they have been opened. In 2018, it was 13.4 seconds; this fell to an estimated 10 

seconds in 2021 (Ceci, 2021).   

The clickthrough rate (CTR) is also another significant KPI of email marketing. It can be 

ŀǘǘǊƛōǳǘŜŘ ǘƻ ǘƘŜ /¢!Υ ŀ ƘƛƎƘ /¢w ƛƴŘƛŎŀǘŜǎ ŀƴ ŜŦŦŜŎǘƛǾŜ /¢! ƛƴ ǘƘŀǘ ǘƘŜ ǊŜŀŘŜǊǎΩ 

attention has been piqued enough for them to want to clickthrough the email and 

onto whatever page is linked, usually the company website, for more information 

(Singh & Kumari, 2019). CTRs on emails can be extremely significant and accountable 

for the greatest number of conversions across the board, in relation to other 

marketing efforts (Singh & Kumari, 2019). Conversions are the ultimate goal of many 

marketing efforts; they happen when an action deemed as valuable by the company 

has been takenτanything from visiting the landing page to making a purchase 

(Google, 2022). 

The average open rate of emails with the ample number of them going out daily, as 

well as the declining amount of time spent reading them, adds up to form a war for 

ǊŜŀŘŜǊǎΩ ŀǘǘŜƴǘƛƻƴΦ All aspects of an email must be carefully curated for them to stand 

a chance of being opened, much less read, in a sea of competing emails. From the 

subject line to the images used, copywriters and marketers alike must carefully take 

into account all components to elevate the probability of email marketing success. 

This raises the question of exactly what a winning formula for email marketing entails, 

if one even existsτ after all, perhaps sheer luck runs the show.  
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1.3 Relevance of the Study  

While emails are a part of the everyday lives of the majority, and we find ourselves 

opting in for promotional emails or newsletters more often than not, there is a lacuna 

in research investigating the anatomy of a successful email. This thesis will delve into 

recipient perception of emails, studying ways to improve various KPIs, from email 

frequency to length and layout. The results will act as a starting point for companies 

looking to begin implementing an email marketing strategy or improve on an existing 

one.  

The main research question of the study is: Which factors influence receiver 

engagement with marketing emails?  

This will facilitate for the following secondary questions to be simultaneously studied:  

- Is there a correlation between factors that influence marketing email 

engagement? 

- How can marketing email receiver engagement be improved? 

 

IŜǊŜΣ άŜƴƎŀƎŜέ ǊŜŦŜǊǎ ǘƻ ŀŎǘƛǾƛǘies correlated to marketing emails, which involve KPIs 

such as open rate. These are the same KPIs that concern the secondary research 

question regarding improving marketing email receiver engagement. Factors 

influencing the un-subscription rate will also be investigated and related to marketing 

email frequency, length, and calls to action. A 2020 global study conducted by the 

Statista Research Department (2022) found that maintaining an engaged list was the 

most common challenge amongst marketers, with 45% of respondents identifying it 

as a difficult objective to achieve (Statista Research Department, 2022).  

By determining the motivators and deterrents of email marketing success, companies 

can have a benchmark insight into how marketing emails are perceived. This can act 

as a guide to establishing a successful email marketing strategy, and what to avoid 

when sending out marketing emails. 

This research adopts a deductive theoretical approach, studying the impact that the 

theory of reasoned action (TRA) has when used within email marketing. The data 
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collection was done in a quantitative manner through an online survey. Results were 

then analyzed using Jamovi and RStudio, before conclusions were drawn and 

suggestions were made.  

2 Literature Review  

2.1 A Short Trip Down Internet History Lane  

American computer programmer Ray Tomlinson is credited for sending out the 

ǿƻǊƭŘΩǎ ǾŜǊȅ Ŧirst email, which was in 1971 (Swatman, 2015). Not only that, but 

Tomlinson is also widely recognized as the inventor of the email, for which he chose 

ǘƘŜ άϪέ ǎȅƳōƻƭ ƛƴ ƛǘǎ ŀŘŘǊŜǎǎŜǎ ǘƻ ƭƛƴƪ ǘƻƎŜǘƘŜǊ ǘƘŜ ǳǎŜǊƴŀƳŜ ŀƴŘ ŘƻƳŀƛƴ όaŜǘȊΣ 

2012). Not long after, ŀƴ ŜƴƎƛƴŜŜǊ ƴŀƳŜŘ [ŀǊǊȅ wƻōŜǊǘǎ ŘŜǾŜƭƻǇŜŘ ǘƘŜ ǿƻǊƭŘΩǎ ŦƛǊǎǘ 

email management program. This was in response to complaints arising in 1973 about 

the difficulty of managing receiving a significant number of emails each day, when the 

email was not as optimized or sophisticated as it is now (Stanford, 1999). This program 

enabled features such as deleting, listing, forwarding, and responding to messages 

(Left, 2002). Both Tomlinson and Roberts worked on the ARPANET system, short for 

Advanced Research Projects Agency Network, which came about in 1969 (Left, 2002; 

Hauben & Hauben, 1998). The ARPANET was the first system for exchanging messages 

near-instantaneously regardless of geographical location, and is often referred to as 

the precursor to the internet as we know it today (Left, 2002). The !wt!b9¢Ωǎ 

unprecedented accomplishments were recognized by another one of its pioneers, 

Vinton Cerf ς ƛƴ ŀ ǇƻŜƳ ǘƘŀǘ ǿŀǎ ǇǳōƭƛǎƘŜŘ ƛƴ ¢ǊŀŎȅ [ŀvǳŜȅΩǎ ōƻƻƪ Users' Dictionary 

of Computer Networks (1990) ς describing the change the network has had on 

computer science research.  

ά[ƛƪŜ Řƛǎǘŀƴǘ ƛǎƭŀƴŘǎ ǎǳƴŘŜǊŜŘ ōȅ ǘƘŜ ǎŜŀΣ  

We had no sense of one community.  

We lived and worked apart and rarely knew  

¢Ƙŀǘ ƻǘƘŜǊǎ ǎŜŀǊŎƘŜŘ ǿƛǘƘ ǳǎ ŦƻǊ ƪƴƻǿƭŜŘƎŜΣ ǘƻƻΧέ 
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The world began to see more widespread access to the internet with the introduction 

of Internet Service Providers (ISPs) (Downs & Greenstein, 2000). ISPs were supported 

in their development from the mid-1990s by university computer science and 

engineering programs, as well as federal and government research; they offer the 

internet to the masses, mainly medium and small-sized users (Downs & Greenstein, 

2000). ISPs are known to provide services across the internet, with the most critical 

one being the provision of a connection to the internetτthis is in exchange for a fee. 

The first ISP, The World, had its first user in November of 1989 (Ilacqua, 2016). Fast 

forward to the modern day, and the USA has a total of 2,885 internet service providers 

across the nation (BroadbandNow, 2022).  

2.2 Marketing Strategies  

Marketing has evolved from a functional management focus to a strategic element 

within the overall corporate strategy (Furrer, 2006). Globalization has impacted the 

economy in that it is now more open, consumersΩ tastes are not confined or limited 

to borders, and markets across the globe are more interconnected and 

interdependent than ever, owing to the world wide web (Furrer, 2006). The 

development and execution of a marketing strategy is critical in the realm of 

marketing (Morgan et al., 2019). An effective strategy involves making decisions 

concerning goals and how they are to be accomplished; this is regarding aspects 

including but not limited to target market selection and positioning (Morgan et al., 

2019). A marketing strategy encompasses deliberate strategic decisions ς such as 

which and how many segments to target ς and tactical marketing decisionsτsuch as 

the channel selection and merchandizing platform design (Morgan et al., 2019).  

As information technology and internet availability increase in prevalence, companies 

have no choice but to digitalize their processes, and marketing is no exception 

(Durmaz & EfendioƐlu, 2016). By shifting communication to a digital format, 

companies can interact with customers easily and efficiently (Durmaz & EfendioƐlu, 

2016). While this is also possible with traditional marketing methods, digital 

marketing has the added benefit of being able to reach the desired target audience 

through means such as search engines and social media (Durmaz & EfendioƐlu, 2016). 
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Traditional marketing, unlike digital marketing, uses tools that reach a wide audience 

range; these tools include television, newspapers, magazines, and radio, for example 

(Bhayani & Gghh, 2014). The two-way communication feature that the internet 

enables allows for any activities or exhibited behaviors to be traced (Bhayani & Gghh, 

2014). This means that firms are able to collect data on consumer behavior, which can 

then be used to optimize the digital marketing process and its targeting (Bhayani & 

Gghh, 2014).  
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Table 1. 

The advantages and disadvantages of a selection of traditional and digital marketing 

tools. 

Marketing 
Category 

Marketing 
Tool 

Advantages Disadvantages Reference 

Traditional Television - Encourages viewers to visit online or 
physical stores 

- Can target audience via slots purchased 
for certain times 

- Able to create a captive audience 

- Complex to develop and deploy 
- Costly 
- Not as effective for targeting certain 

generations (millennials and 
generation Z) 

Kuyucu, 2020 

Traditional Radio - Leverages the trusting environment 
that stations create 

- Less costly than other platforms e.g., 
television 

- CǊŜǉǳŜƴǘ ƳŜƴǘƛƻƴǎ ƛΦŜΦΣ άōǊƻǳƎƘǘ ǘƻ 
ȅƻǳ ōȅ ·έ ƘŜƭǇ ŎǊŜŀǘŜ ŀ ǇƻǎƛǘƛǾŜ ōǊŀƴŘ 
image  

- Temporalτcannot be kept for 
future reference like with websites 
or magazines 

- Possibly less impactful due to lack of 
visuals  

- Cannot be played back by audience 
since it is live 

Kuyucu, 2019 

Traditional Newspaper - Print marketing is perceived as 
trustworthy 

- Coupon-users turn to newspapers to 
obtain them 

- Various advertisement options and 
sizes, with a range of costs  

- Facing a decrease in readership 
- Short shelf-life, with many being 

released on a daily basis 
- Non-intrusive ads on a cluttered 

page mean that the highest impact 
is on those already looking for them 

Elliot, 2017 

Digital Newsletter  - Support branding and customer 
relationship development  

- Flexibility in format and content 
- 9ǎǎŜƴǘƛŀƭ ŀǎǇŜŎǘ ƻŦ ǘƻŘŀȅΩǎ ǇǊƻƳƻǘƛƻƴŀƭ 

strategies 

- Require effort from number of 
departments to design, produce, 
and distribute 

- Low visibility  
- Limitation of audience to certain 

segments 

Zbuchea & Mocanu, 2013 

Digital Social 

media 

marketing 

- Customers can be easily targeted 
- Reduced cost  
- Greater reach 

- Time-intensive to successfully 
execute due to its nature of two-way 
communication 

- The use of third-party platforms 
must be carefully considered for 
adherence to policies 

- Potential for negative posts from 
unsatisfied customers or industry 
competitors 

Nadaraja & Yazdanifard, 
2013 

Digital Emails - High return on investment (ROI)  
- Can be customized  
- Able to be measured for relevant KPIs 

- Junk-mail filters may result in 
undelivered mail 

- Difficulty with sustaining 
engagement 

- Email overload due to number of 
ŜƳŀƛƭǎ ƛƴ ǊŜŎŜƛǾŜǊǎΩ ƛƴōƻȄ 

GetResponse by implix, 
2009; Jenkins, 2009; 
Fusion, 2011; Business 
Marketing Plan, 2011, 
cited in Fariborzi & 
Zahedifard, 2012.  

 Note. Table 1 shows the advantages and disadvantages of a range of marketing tools. (Created 

by the author, 2022). 
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Table 1 touches on a range of marketing tools, traditional and digital. Although the 

pros and cons mentioned are not a comprehensive list, they do provide a general 

guide to the tool in question. When considering the information presented, it 

becomes apparent that the advantages and disadvantages are closely interlinked 

since they can be traced back to the category of the tool: traditional or digital. For 

example, traditional tools such as newspapers or television do a less effective job of 

segmenting the audience. Digital tools, like social media marketing and emails, have 

a lower cost of execution. With overlapping advantages and disadvantages, the lines 

can become blurred between various tools; however, it is evident that tools must be 

carefully considered prior to adoption since they serve differing purposes.   

2.2.1 The Rise of Email Marketing  

Email marketing is a direct form of marketing in which commercial or fund-raising 

communications are relayed to an audience (Fariborzi & Zahedifard, 2012). It is 

regarded as one of the tools utilized by electronic commerce (E-commerce) to gain 

competitiveness globally (Fariborzi & Zahedifard, 2012). The very first use of this tool 

can be traced back to Gary Thuerk, a marketing representative that sent out an 

unsolicited mass email to ARPANET users along the west coast of the United States in 

May of 1978; it was an invitation to a product presentation. This was an evident 

Ǿƛƻƭŀǘƛƻƴ ƻŦ !wt!b9¢Ωǎ ǇƻƭƛŎȅΣ ǿƘƛŎƘΣ ŀǘ ǘƘŜ ǘƛƳŜΣ ƭƛƳƛǘŜŘ ƛǘǎ ǳǎŜ ǘƻ ǎǳǇǇƻǊǘ ŜŘǳŎŀǘƛƻƴ 

and research (Delany, 2006).  

Speaking of the email, Thuerk stated the following: άL ƪƴŜǿ L ǿŀǎ ǇǳǎƘƛƴƎ ǘƘŜ 

envelope. I thought of it as e-marketing. We wanted to reach as many people as 

ǇƻǎǎƛōƭŜ ǘƻ ƭŜǘ ǘƘŜƳ ƪƴƻǿ ŀōƻǳǘ ƻǳǊ ƴŜǿ ǇǊƻŘǳŎǘΧέόWǳǊōŜǊƎΣ нлнм). Due to KPI 

tracking not being as developed or sophisticated as it is nowadays, the exact impact 

of this first-ever email marketing campaign could not be gauged (Jurberg, 2021). 

Thuerek, however, estimates that it resulted in $12 million worth of sales, which is 

equivalent to $80 million today (Jurberg, 2021). The open rate was also estimated to 

be around 50%, with a CTR of 10%. The success of the email can be attributed to the 

innovative ς at the time ς and targeted nature of emails (Jurberg, 2021).  ¢ƘǳŜǊƪΩǎ 
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predicted open rate, compared to the current average open rate across all industries, 

is significantly higher. 

Fast forward to today and emails have become a staple for marketers, with 87% of 

marketers using them to circulate content in an organic wayτthe figure places emails 

in second place as the most popular channel for content distribution, behind social 

media which stands at 89% (Content Marketing Institute, 2020; DMA, 2019, cited in 

Mohsin, 2022). This comes as no surprise when taking into account the consistently 

high-performing ROI that email generates; a $1 spending on email marketing can be 

expected to result in an average return of $42 (Content Marketing Institute, 2020; 

DMA, 2019, cited in Mohsin, 2022). The CTR across all industries is 2.62% (Mailchimp, 

2019ύΦ ¢Ƙƛǎ ƛǎ ŀ ƳŀƧƻǊ ŘǊƻǇ ŎƻƳǇŀǊŜŘ ǘƻ ¢ƘǳŜǊƪΩǎ ŜƳŀƛƭΣ ŀƴŘ Ŏŀƴ ōŜ ŜȄǇǊŜǎǎƛǾŜ ƻŦ ǘƘŜ 

prevalence, almost saturation, of emails.  

EƳŀƛƭǎ ƘŀǾŜ ōŜŎƻƳŜ ǎǳŎƘ ŀƴ ƛƴǘŜƎǊŀƭ ǇŀǊǘ ƻŦ ōǳǎƛƴŜǎǎΩ ƳŀǊƪŜǘƛƴƎ ǎǘǊŀǘŜƎȅΣ ŀƴŘ ǘƘŜ 

statistics are telling of that. It has been shown that 37% of companies are upping their 

email budget; 33% send weekly marketing emails and 26% send out multiple each 

month; and 77% of marketers have had a rise in email engagement over the last year 

(Kirsch, 2022).  
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Figure 1. 

The worldwide email marketing revenue from 2020 to 2027.  

Note. Figure 1 is based on the statistics published by the Statista Research Department (2022). 

The numbers from 2021-2027 are predicted; the annual compound growth rate is expected to 

equate to 13.3%.   

Figure 1 is descriptive of the impact of emails as a critƛŎŀƭ ŀǎǇŜŎǘ ƻŦ ŎƻƳǇŀƴƛŜǎΩ 

marketing strategies. The positive correlation between the years and revenue 

indicates that the effects of email marketing are not expected to slow down any time 

soon, with a positive trend towards emails being a source for generating substantial 

revenue. This can be linked to the power of emails to raise awareness about business 

activities, as well as create conversions by means of users clicking through and 

following CTAs.  
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Figure 2. 

The return on investment (ROI) of email marketing from 2014-2019.  

Note. Figure 2 is a depiction of the ROI of email marketing from 2014-2019. Data from 2017 is 

unavailable. Based on Compu-Mail, 2014; van Rijn, 2015; Campaign Monitor 2016; Hatch, 

2018; Freedman, 2019. 

Return on investment (ROI) is a performance indicator related to investment; it is 

expressive of the extent to which the amount invested in a particular action creates a 

profit or loss, thereby measuring its profitability (Zamfir et al., 2016). The ROI can be 

either a positive or a negative figure; a negative ROI is indicative of an unprofitable 

action and the higher the ROI, the more profitable the action (Zamfir et al., 2016).  

Figure 2 showcases the ROI based on each $1 invested in email marketing. This can be 

comparable, more retrospectively, to the data presented in Figure 1. While the data 

in Figure 2 appears to fluctuate over the years, it is important to note that the highest 

ROI was $44.25 in 2014, and the lowest was 38 in both 2015 and 2018τthis gives a 

range of $6.25, which is relatively insignificant when looking at the ROI as a whole. 

Instead, it can be deduced that despite the fluctuations, email marketing has 
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consistently had a profitable ROI in that it is positive over the years in Figure 2. 

Furthermore, the ROI has been a minimum of $38 for every $1 invested, meaning that 

email marketing is a highly profitable tool for companies to generate revenue. The 

ROI could be based on the number of conversions that, for example, equated to a 

purchase being made. The troughs can be attributed to internal or external factors 

that negatively influenced email marketing, such as poor strategy execution or a 

ǊŜŘǳŎǘƛƻƴ ƛƴ ǘƘŜ ǊŜŎƛǇƛŜƴǘǎΩ ŘƛǎǇƻǎŀōƭŜ ƛƴŎƻƳŜΣ ƛƴ ǘǳǊƴ ƭƻǿŜǊƛƴƎ ǇǳǊŎƘŀǎŜ-based 

conversions. The peaks can be a result of promotional email marketing campaigns that 

promoted a sale for example, which then drove an influx of visitors to the company 

website through a high clickthrough rate, and as a result equated to a great number 

of purchase-based conversions, therefore increasing the ROI.  

2.3 Email Perception 

2.3.1 The Theory of Reasoned Action 

Developed by Martin Fishbein and Icek Ajzen in 1975, the reasoned-action theory is 

regarded as a highly influential approach to predicting and understanding intentional 

ōŜƘŀǾƛƻǊ ŀƴŘ Ƙŀǎ ŜǎǘŀōƭƛǎƘŜŘ ƛǘǎ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƛƴ ǇǊŜŘƛŎǘƛƴƎ ƛƴŘƛǾƛŘǳŀƭǎΩ ōŜƘŀǾƛƻǊ 

across many contexts (Hagger, 2019). The theory centers around the construct of 

intentionτa strong determinant of behavior. Intention is indicative of the likelihood 

of an individual to plan to participate and invest effort in following a certain behavior; 

it can be explained as the result of the following constructs: attitudes and subjective 

norms (Hagger, 2019). Attitudes are the positive or negative perceptions of engaging 

in the behavior in the future, whereas subjective norms are reflective of beliefs that 

significant others would want them to engage in the given behavior (Hagger, 2019).  

Fischbein and Ajzen (1975, p. 216, cited in Myresten & Setterhall, 2015) define 

ŀǘǘƛǘǳŘŜ ǘƻǿŀǊŘǎ ŀ ǎǇŜŎƛŦƛŎ ōŜƘŀǾƛƻǊ ŀǎ ά[Χ] ŀ ǇŜǊǎƻƴΩǎ ƎŜƴŜǊŀƭ ŦŜŜƭƛƴƎ ƻŦ 

favourableness or unfavourableness toward some stimulus objectέΦ Attitude is related 

to three aspects of an individual: their belief that conducting the behavior will result 

ƛƴ ŀ ŘŜǎƛǊŜŘ ƻǳǘŎƻƳŜΤ ǘƘƛǎ ƻǳǘŎƻƳŜΩǎ ŜǾŀƭǳŀǘƛƻƴΤ ŀƴŘ ǘƘŜ ƴǳƳōŜǊ ƻŦ ōŜƭƛŜŦǎ ǊŜƎŀǊŘƛƴƎ 

conducting this specific behavior (Fischbein & Ajzen, 1980, cited in Myresten & 

Setterhall, 2015ύΦ ¢ƘŜ ǎǳōƧŜŎǘƛǾŜ ƴƻǊƳ ƛǎ ŘŜǎŎǊƛōŜŘ ŀǎ ά[Χ] a person's perception that 
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most people who are important to him or her think he should or should not perform 

the behaviour in questionέ όFischbein & Ajzen, 1975, p. 302, cited in Myresten & 

Setterhall, 2015). They explain it to be made up of the following components: 

perceived expectations from others; the motivation to meet these expectations, 

performing the behavior; and the number of reference group beliefs. This behavioral 

intention will ultimately determine the pursuit, or lack thereof, of the behavior 

(Sathapornvajana & Watanapa, 2012). 

Figure 3. 

The theory of reasoned action. 

 

 

 

Note. Figure 3 showcases how the factors of attitudes and subjective norms come together to 

shape the behavioral intent of an individual, which then impacts the behavioral outcome. From 

άCŀŎǘƻǊǎ !ŦŦŜŎǘƛƴƎ {ǘǳŘŜƴǘϥǎ LƴǘŜƴǘƛƻƴ ǘƻ /ƘƻƻǎŜ L¢ tǊƻƎǊŀƳΣέ ōȅ {ŀǘƘŀǇƻǊƴǾŀƧŀƴŀΣ {Φ and 

Watanapa, B, 2012, Procedia Computer Science. 13. 60ς67.  

It has been acknowledged by the developers of the theory, Fischbein and Ajzen, that 

it is limited ǘƻ ŘŜŀƭƛƴƎ ǿƛǘƘ ōŜƘŀǾƛƻǊǎ ǘƘŀǘ ŀǊŜ ǳƴŘŜǊ ŀƴ ƛƴŘƛǾƛŘǳŀƭΩǎ Ǿƻƭƛǘƛƻƴŀƭ ŎƻƴǘǊƻƭΣ 

ǿƘŜǊŜ Ǿƻƭƛǘƛƻƴŀƭ ŎƻƴǘǊƻƭ ƛǎ ŘŜǎŎǊƛōŜŘ ŀǎ ƻƴŜΩǎ ŀōƛƭƛǘȅ ǘƻ ǊŜŀǎƻƴŀōƭȅ ŜȄǇǊŜǎǎ ǘƘŜ ǿƛƭƭ ǘƻ 

perform a behavior (Sheppard et al., 1988; Fischbein & Ajzen, 1980, cited in 

Rawstorne, 20лрύΦ ¢Ƙƛǎ ƳŜŀƴǎ ǘƘŀǘ ŀƴȅ ŜȄǘŜǊƴŀƭ ŦŀŎǘƻǊǎ ǘƘŀǘ ǘǊŀƴǎŎŜƴŘ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭΩǎ 

voluntary control fall beyond the conditions of the theory of reasoned action 

(Sheppard et al., 1988). These external factors include but are not limited to any 

knowledge, resources, or cooperation from others, which would be a prerequisite of 

performing a certain behaviorτregardless of the strength of the intention (Sheppard 

et al., 1988). Sheppard et al. (1988) elaborate on this limitation with several examples, 

such as an individual being unable to purchase a house due to their purchase offer 

being refused. This showcases that intention is not the defining factor for the 

execution of behaviors, as there are many external factors that can also play a part. 
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Rawstorne (2005) also referǎ ǘƻ ǘƘŜ ǘƘŜƻǊȅΩǎ ƭƛƳƛǘŀǘƛƻƴ ƻŦ ŎƻƴǎƛŘŜǊƛƴƎ ŜȄǘŜǊƴŀƭ ŦŀŎǘƻǊǎΣ 

stating that volitional control is dependent on subjecting elements ς which concern 

the individual ς and objective elements, which concern the behavior in question; an 

example of climbing Mount Everest to be an activity only within the reach of a select 

number of people ς those with the needed skill, conditioning, and experience ς is 

given. The theory of reasoned action claims that a high level of volitional control 

corresponds to a strong relationship between behavioral intention and behavior 

(Rawstorne, 2005). In addition to the level of volitional control being a factor for the 

correspondence between behavioral intention and behavior, the time lapse between 

the behavioral intention and the execution of behavior also plays a role (Rawstorne, 

2005). ¢ŀƪƛƴƎ ǘƘŜ ǘƘŜƻǊȅ ƻŦ ǊŜŀǎƻƴŜŘ ŀŎǘƛƻƴΩǎ ŎƻƳǇƻƴŜƴǘǎ ŀƴŘ ƭƛƳƛǘŀǘƛƻƴǎ ƛƴǘƻ 

account, it becomes clear how this can be tied to marketing, and email marketing to 

be more specific.  

Figure 4. 

The theory of reasoned action in relation to email engagement.  

 

 

 

 

 

Note. Figure 4 showcases how the attitudes towards act or behavior and subjective norm can 

be impacted by factors relevant to a recipient engaging with an email, as well as behavioral 

ƛƴǘŜƴǘƛƻƴ ŀƴŘ ōŜƘŀǾƛƻǊ ŎƻƴŎŜǊƴƛƴƎ ŜƳŀƛƭ ŜƴƎŀƎŜƳŜƴǘΦ .ŀǎŜŘ ƻƴ άFactors Affecting Student's 

LƴǘŜƴǘƛƻƴ ǘƻ /ƘƻƻǎŜ L¢ tǊƻƎǊŀƳΣέ ōȅ {ŀǘƘŀǇƻǊƴǾŀƧŀƴŀΣ {Φ ŀƴŘ ²ŀǘŀƴŀǇŀΣ .Σ нлмнΣ Procedia 

Computer Science. 13. 60ς67; Fischbein & Ajzen, 1975, p. 302, cited in Myresten & Setterhall, 

2015.  

In Figure 4, email engagement is referred to as the act of opening, reading, or clicking 

through an email. This is because these can be KPIs used to measure marketing email 
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engagement and, ultimately, success. Email engagement is the goal of marketing 

emails, and by devising Figure 4, email engagement can be operationalized with 

regard to TRA for the specific purposes of this research.  

2.3.2 Emails, Safety Concerns, and the Law  

The nature of advancements in information technology brings along with them the 

potential for behavioral, social, and ethical issues (Eining, 1997, cited in Duggal, 2002). 

This can be attributed to the realm and amount of data stored by organizations, 

thereby subjecting it to the possibility of theft, destruction, or misuseτthis is a threat 

to not only personal privacy, but also corporate intelligence and national security 

(Apte, 1990, cited in Duggal, 2002). In their study regarding internet privacy, The 

Consumer Reports National Research Center (2008) found that 35% of those surveyed 

provide an alternative email address online in an attempt to avoid providing real 

information. This shows that internet users have reservations about how their 

personal information will be used by organizations, and raises questions regarding the 

ŀŎŎǳǊŀŎȅ ƻŦ ŎƻƳǇŀƴƛŜǎΩ ŜƳŀƛƭ ŘŀǘŀōŀǎŜǎ ŀƴŘ ƛƴ ǘǳǊƴΣ ǘƘŜ ǊŜŀƭ ŜȄǘŜƴǘ ƻŦ ǘƘŜƛǊ ǊŜŀŎƘΦ  

A common concern regarding email safety is the presence of malicious emails. 

Choudhary and Ghusinga (2013) mention three types of malicious emails: spamming, 

phishing, and spoofing.  
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Table 2. 

Types of malicious emails. 

Malicious Email 
Type 

What it is  Associated Safety Concerns 

Spam  Unsolicited/unwanted mass email message, 
often related to advertisements of services of 
questionable legality. There are two types: 

1. Intentional: stems from fraud spammers or 
solicited products.  

2. Unintentional: stems from virus-infected 
computer systems, sent out without the 
ŎƻƳǇǳǘŜǊ ƻǿƴŜǊΩǎ ƪƴƻǿƭŜŘƎŜΦ 

These are generally not dangerous to the 
recipient, although they are undesirable. 
Some email systems are able to 
automatically block spam, however due to 
them often changing addresses, it is 
difficult to fully prevent them.  

Phish ! ǘȅǇŜ ƻŦ ǎǇŀƳ ŜƳŀƛƭ ǘƘŀǘ ƛƴŎƭǳŘŜǎ ǘƘŜ ǎŜƴŘŜǊΩǎ 
banking information with the intention of data 
theft and fraud. They often mimic well-known 
organizations, enhancing their credibility and 
increasing their chances of success.  

This can result in theft of identity, money, 
ŜǘŎΦΣ ŀǎ ǘƘŜ ǊŜŎƛǇƛŜƴǘΩǎ ǇŜǊǎƻƴŀƭ Řŀǘŀ ƛǎ 
collected and misused.  

Spoof An email originating from a fraud or imposter but 
appearing to be from a legitimate source; this is 
ŘƻƴŜ ōȅ ŀƭǘŜǊƛƴƎ ǘƘŜ άCwhaΥέ ŜƳŀƛƭ address. 

Spoof emails can have a number of 
malicious intentions, including spreading 
viruses or collecting sensitive information 
e.g., passwords.   

Note. Table 2 encloses three types of malicious emails: spam, phish, and spoof, as well as their 

ŘŜŦƛƴƛǘƛƻƴǎ ŀƴŘ ǊŜƭŀǘŜŘ ǎŀŦŜǘȅ ŎƻƴŎŜǊƴǎ ŦƻǊ ǘƘŜƛǊ ǊŜŎƛǇƛŜƴǘǎΦ  .ŀǎŜŘ ƻƴ ά9-mail Security: Issues 

ŀƴŘ {ƻƭǳǘƛƻƴǎΣέ ōȅ /ƘƻǳŘƘŀǊȅΣ aΦ ŀƴŘ DƘǳǎƛƴƎŀΣ wΦΣ нлмоΣ Procedia Computer Science. 7(4). 

42ς46. 

From Table 2, it is evident that there are several ways in which malicious or unwanted 

emails can reach the inbox of a recipient. These can pose serious safety concerns 

regarding monetary theft, identity theft, or otherwise.  According to Dixon (2022), 

spam emails made up approximately 84% of all emails sent out worldwide in 

September 2021; this is a significant volume of emails, amounting to 88.88 billion 

spam emails. The number is a testimony to prevalence of email misuse and can 

therefore explain the reservation of users to disclose their email addresses. 

Furthermore, in a study conducted by Avanan (2019), in which over 55 million emails 

were analyzed by security scientists, it was found that one in every 25 branded mails 

is phishing, and that over half of phishing emails contained malware. When it comes 
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to spoof emails, it is approximated that there are thirty thousand attacks on a daily 

basis (Jonker et al., 2017).  

Despite the potential misuse centered around emails, a study conducted by Google 

found that almost a third of customers are willing to share their email without an 

incentive (Southern, 2022). In exchange for an incentive, however, this figure 

increases to 90% (Southern, 2022). A survey conducted by the Advertising Research 

Foundation (2019, cited in Swant, 2019) found consumers to be reluctant to share 

their email addresses with companies, with 54% stating that they would be willing to 

do so. Paul Donato, the Chief Research Officer of the Advertising Research 

FƻǳƴŘŀǘƛƻƴΣ ŎƭŀƛƳŜŘ ǘƘŀǘ ŀ ǊŜŀǎƻƴ ōŜƘƛƴŘ ŎƻƴǎǳƳŜǊǎΩ ǊŜƭǳŎǘŀƴŎȅ ǘƻ ǎƘŀǊŜ ƛƴŦƻǊƳŀǘƛƻƴ 

is related to them not understanding how the data is used (Advertising Research 

Foundation, 2019, cited in Swant, 2019). 

There are laws in place concerning emails, in order to protect users. For example, in 

ǘƘŜ 9ǳǊƻǇŜŀƴ ¦ƴƛƻƴΩǎ ŜtǊƛǾŀŎȅ 5ƛǊŜŎǘƛǾŜΣ ƳŀǊƪŜǘŜǊǎ ŀǊŜ ǘƻƭŘ ǘƘŀǘ ǘƘŜȅ Ƴǳǎǘ ƻōǘŀƛƴ 

prior consent from users; the General Data Protection Regulation (GDPR) elaborates 

on this further by stating that the consent must be freely given, specific, informed, 

and unambiguous (YǳōƝőŜƪ et al., 2022). The GDPR regulates the protection of data 

regarding people living within the European Union, namely its collection, processing, 

and use, through its regulations, to which every organization must adhere; this 

includes organizations that are outside of the European Union but offer their products 

or services for those in it (SŀǾƛŏ & ±ŜƛƴƻǾƛŏ, 2018). The GDPR is relevant when it 

pertains to data that is processed in a fully automated manner, or partially manually 

ƛƴ ǎƻƳŜ ŎŀǎŜǎΤ ƛǘ ŘŜǎŎǊƛōŜǎ ǇŜǊǎƻƴŀƭ Řŀǘŀ ǘƻ ōŜ ǘƘŀǘ ǿƘƛŎƘ ƛǎ ƭƛƴƪŜŘ ǘƻ ŀƴ ƛƴŘƛǾƛŘǳŀƭΩǎ 

behavior, including identification numbers; online identifiers; and location data 

(Blanchard et al., 2016, cited in SŀǾƛŏ & ±ŜƛƴƻǾƛŏ, 2018). Compliance with the GDPR is 

heavily monitored, and fines for non-compliance reach up to 20 million Euros, or, if 

ƘƛƎƘŜǊΣ п҈ ƻŦ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ Ǝƭƻōŀƭ ŀƴƴǳŀƭ ǊŜǾŜƴǳŜ ό{ŀǾƛŏ & ±ŜƛƴƻǾƛŏ, 2018). With 

the GDPR, individuals also have rights regarding their data, including the right to 

revoke consent of its processing, and the right to information regarding any personal 

data concerning them being processed and its erasure, provided that the legal 

requirements are met (Austrian Data Protection Authority, 2021). 
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Under the GDPR, organizations are only able to send out marketing emails to 

individuals provided that they have obtained their active, specific, consent (GDPR EU, 

2022). When it comes to existing customers, the regulation lays out a rule which is at 

times referrŜŘ ǘƻ ŀǎ ŀ άǎƻŦǘ ƻǇǘ-ƛƴέΤ ǿƘŀǘ ƛǘ ƳŜŀƴǎ ƛǎ ǘƘŀǘ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭ ǿŀǎ ŀ ǇǊŜǾƛƻǳǎ 

customer, provided their details, and did not choose to opt out of receiving marketing 

messagesτthey ought to have been offered a simple and easy way to opt-out (GDPR 

EU, 2022). ¢ƘŜ ¦ƴƛǘŜŘ {ǘŀǘŜǎΩ /!b-SPAM Act is a law in place to regulate commercial 

emails; its requirements include having a clear and conspicuous way for recipients to 

opt-out of any future emails from a business (Federal Trade Commission, 2022).  

2.4 Neoclassical Economics: Where Do Emails Stand?  

Thorstein Veblen, an economist that took an interdisciplinary approach, coined the 

ǘŜǊƳ άƴŜƻŎƭŀǎǎƛŎŀƭ ŜŎƻƴƻƳƛŎǎέ όBehrent, 2022). Generally speaking, neoclassical 

economics centers around the factors of supply and demand (Weintraub, 2023). Its 

core is concerned with utility maximization (Simon, 2001). Utility maximization can be 

traced back to a paradigm established in the eighteenth century: a classically rational 

subject is a utility maximizer i.e., they choose the best alternative(s), based on utility 

function (Aleskerov et al., 2007). In other words, buyers seek to maximize their gains 

from the goods they purchase, which is achieved by increasing their purchasing of a 

good until a certain point is reachedτthat point is where their gain from an extra unit 

is equivalent to the opportunity cost, which is what they must give up in order to 

obtain it; this, in turn, maximizes their utility: the satisfaction attributed to the 

consumption of goods and services (Weintraub, 2023). Opportunity cost is also known 

as alternative cost, and represents the association between scarcity and choice; 

without it, all demands for all needs would be met, and individuals would not be faced 

with the prospect of choosing between options, nor would there be a need to 

prioritize demands (Buchanan, 2008). As is widely discussed within economics, 

consumers must make choices at the margin, which means that they must consider 

gains and opportunity costs; this is what builds the theory of demand when it comes 

to goods, and supply in terms of production (Weintraub, 2023). Within neoclassical 

economics, it is believed that agents ς households or firms ς optimize, or maximize, 

value subject to constraints; value is associated with unlimited desires faced with 
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limited constraints or scarcityτhere, prices are the determining signal (Weintraub, 

2023). A high demand from consumers is balanced by a price increase by producers, 

allowing demand and price to be optimized under constraints, thereby reaching an 

economic equilibrium; this is the neoclassical vision (Weintraub, 2023).  

Figure 5. 

Market equilibrium.  

 

 

 

 

 

Note. Figure 5 showcases the relationship between supply and demand, and the point at which 

an ŜŎƻƴƻƳƛŎ ŜǉǳƛƭƛōǊƛǳƳ ƛǎ ǊŜŀŎƘŜŘΦ CǊƻƳ άIƻƳƻ 9ŎƻƴƻƳƛŎǳǎ ƛƴ bŜƻŎƭŀǎǎƛŎŀƭ 9ŎƻƴƻƳƛŎǎΥ 

Some Conceptual Curiosities about Behavioural CriticismsΣέ ōȅ YƘŀƴŘŀƪŀǊΣ 9ΦΣ нлмрΣ Homo 

Oeconomicus. 32. 23ς51.  

From Figure 5 it can be established that the market equilibrium is achieved by the 

collaboration of both, supply, and demand. Subject to constraints that make 

consumers choose at the margin and weigh up their opportunity costs, the demand is 

variable depending on consumer behavior. As seen in Figure 5, high demand is 

associated with a low price and vice versa. This is because, as mentioned previously, 

price is a determining signal. It is a widespread constraint amongst consumers, who 

often weigh up their options and opportunity costs depending on the price. In a similar 

vein, companies are profit-seeking entities, i.e., their goal is to maximize profits. This 

explains the supply curve increasing in quantity as the price increases: for greater 

returns, companies are willing to produce more. It must be noted here that because 

constraints also apply to companies, in terms of production resources and the like, an 

optimal point is reachedτthat point is the market equilibrium.  
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Neoclassical economics is related to email marketing. After all, email marketing is a 

tool that companies use to meet their goals, which are often related to maximizing 

revenue, hence the aim of marketing emails being to generate conversions. This 

introduces the point of external factors impacting email engagement: beyond the 

anatomy of the email, rŜŎƛǇƛŜƴǘǎΩ ǊŜǎƻǳǊŎŜǎΣ ƻǊ ƭŀŎƪ ǘƘŜǊŜƻŦΣ Ŏŀƴ ǇƻǎŜ ŀ ŎƻƴǎǘǊŀƛƴǘ ǘƘŀǘ 

limits email engagement. For example, a marketing email promoting a new product 

at a certain price may fail to generate significant engagement due to it being beyond 

ǘƘŜ ǊŜŎƛǇƛŜƴǘǎΩ ŦƛƴŀƴŎƛŀl resources. This, in turn, implies that companies must take 

neoclassical economics into consideration when marketing their products or services 

through emails as they may be insufficient in creating value beyond the opportunity 

cost or limitations of the target audience.  

2.5 The Power of Content: Personalization  

Personalized marketing is also known as one-to-one marketing, a concept in which 

ŎǳǎǘƻƳŜǊǎΩ ŘŜǎƛǊŜǎ ŀƴŘ ƴŜŜŘǎ ŀǊŜ ǎǘǳŘƛŜŘΣ ǘƘŜǊŜōȅ ŜƴŀōƭƛƴƎ ǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ ŀ 

personalized experience for them (Pine et al., 1995, cited in Dewan et al., 1999). The 

rise of the internet has facilitated the development of one-to-one marketing, owing 

to its tracking abilities, which allow companies to build a relationship with customers 

directly and send out specific messages to a selected audience (Hagel & Rayport, 1997; 

MeKenna, 1995, cited in Dewan et al., 1999). Personalization can be described as a 

process in which customer preferences are learned, allowing offerings to be matched 

ǘƻ ǘƘŜƳ ŀƴŘ ŦƛǊƳǎΩ ŜŦŦƻǊǘǎ ƛƴ ŘƻƛƴƎ ǎƻ ǘƻ ōŜ ŜǾŀƭǳŀǘŜŘ όaǳǊǘƘǳ ϧ {ŀǊƪŀǊΣ нллоΤ ŎƛǘŜŘ 

in Chandra et al., 2022). Blom and Monk (2003, cited in Chandra et al., 2022) added 

to this by describing personalization as a process that involves altering aspects such 

as functionality, interface, and information access, to be relevant to individual 

customers.  

The internet has been pivotal in significantly scaling up the amount of data available, 

as well as how the data is processed; the large volume of a diverse range of digital 

information that requires specific technology and analysis to be converted into 

information of value is referred to as Big Data (De Muro et al., 2016, cited in Pinarbasi 

& Canbolat, 2019). Big data generated from the internet can be derived from various 
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sources including social networking websites, search engines, and transaction history 

(Romanowski et al., 2014). Using big data, personalization can be offered to customers 

without their direct involvement, i.e., without active or conscious efforts from their 

side; the only prerequisite would be that they are frequent users of the internet 

(Romanowski et al., 2014). Customer profiles, and therefore preferences that are 

taken into account to accommodate for personalization, can be created through 

monitoring of activities such as website visits, social network interactions, and online 

purchases (Romanowski et al., 2014). Personalization can be seen in advertising, 

wherein the form of the message can be adapted to the profile of the particular 

recipient, as well as the ad content; for example, the same product could be 

advertised to customers differently depending on their profilesτthis is said to be 

άŘŜŜǇέ ǇŜǊǎƻƴŀƭƛȊŀǘƛƻƴ ŀƴŘ ǎƘƻǳƭŘ ōŜ ǇǊƻǾƛŘŜŘ ŦƻǊ ŜǾŜǊȅ ŎǳǎǘƻƳŜǊ όwƻƳŀƴƻǿǎƪƛ Ŝǘ 

al., 2014).  

According to McKinsey & Company (2021), the value of personalization from a 

customer perspective is high, with 71% expecting personalized interactions from 

companies and 76% becoming frustrated when this is not delivered. Personalized 

actions include recommending relevant products/services, offering targeted 

ǇǊƻƳƻǘƛƻƴǎΣ ǘŀƛƭƻǊƛƴƎ ƳŜǎǎŀƎƛƴƎ ǘƻ ŎǳǎǘƻƳŜǊǎΩ ƴŜŜŘǎΣ ŀnd personally addressing 

communications to customers (McKinsey & Company, 2021). Companies that 

personalize increase their likelihood of customers purchasing, repurchasing, and 

recommending their products; it was also found that companies that excel at 

personalization generate 40% greater revenue than those that are average (McKinsey 

& Company, 2021). When it comes to emails, those with a personalized subject line 

are 26% more likely to be opened compared to their non-personalized counterparts 

(Experian, 2013).  

In their research, Sahni et al. (2018), conducted several experiments by collaborating 

with three companies with a diverse product portfolio and experimentally tailoring 

ŜƳŀƛƭ ŀŘǎΦ Lǘ ǿŀǎ ŦƻǳƴŘ ǘƘŀǘ ōȅ ŀŘŘƛƴƎ ǘƘŜ ǊŜŎƛǇƛŜƴǘΩǎ ƴŀƳŜ ǘƻ ǘƘŜ ǎǳōƧŜŎǘ ƭƛƴŜΣ the 

probability of opening it increased by 20%τthis translated into a sales lead increase 

of 31% and a 17% reduction in the number of those unsubscribing from the email 

campaign (Sahni et al., 2018). The successful impact of personalization within emails 
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can be attributed to the notion that information associated with oneself attracts 

attention; it has been shown that people automatically divert their attention to their 

own name when in environments filled with distractions (Wolford & Morrison, 1980, 

Cherry, 1953, Tacikowski & Nowicka, 2010, cited in Sahni et al., 2018).  

3 Methodology 

3.1 Introduction 

This section covers the methodology conducted in order to answer the research 

questions of this study, as well as the research model that formed the foundation of 

the survey. The research used a questionnaire to obtain qualitative primary data, 

which was then quantitatively analyzed. The data was then analyzed quantitatively to 

establish relationships, or lack thereof, with the variables studied. This was primarily 

done through RStudio to create a correlation matrix between the various questions 

and draw any relationships. Jamovi was also used to illustrate frequency and paired 

contingency tables of various questions. Additionally, a SWOT (strengths, 

Weaknesses, Opportunities, Threats) analysis was created using the findings of the 

survey, thereby creating a cohesive image of the data to enhance the identification of 

email engagement and the various factors surrounding it, as well as to expose further 

possibilitƛŜǎ ŦƻǊ ŎƻƳǇŀƴƛŜǎ ǘƻ ōŜǘǘŜǊ ǘƘŜƛǊ ǊŜŎƛǇƛŜƴǘǎΩ ŜƴƎŀƎŜƳŜƴǘ ǿƛǘƘ ƳŀǊƪŜǘƛƴƎ 

emails. A SWOT analysis can help in the creation of an actionable plan, drawing 

attention to key areas for improvement (Gavril, 2014).  
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3.2 Research Model  

Figure 6. 

The research model.  

 

 

 

 

 

 

Note. Figure 6 shows three categories: beliefs, value-creation, and conformity, which combine 

ǘƻ ŦƻǊƳ ǘƘŜ ƘȅǇƻǘƘŜǎƛǎ ǘƘŀǘ ǘƘŜȅ ŘƛǊŜŎǘƭȅ ƛƳǇŀŎǘ ǊŜŎƛǇƛŜƴǘǎΩ ŜƴƎŀƎŜƳŜƴǘ ǿƛǘƘ ƳŀǊƪŜǘƛƴƎ 

emails. (Created by author, 2022). 

The research model is depicted in Figure 6. It brings together a range of factors that 

are hypothesized to result in engagement with marketing emails, noted in the model 

as Hypothesis 1 (H1). H1 can also be referred to as an alternative hypothesis, and is 

often referenced in conjunction with H0, which is a null hypothesis (Zhang, 2020). 

Whereas H1 predicts a relationship between the variables in question, which in Figure 

6 are the three categories of belief, value-creation, and conformity, with all of them 

impacting marketing email engagement, H0 would be that there is no correlation 

between the variables and that they do not lead to marketing email engagement. The 

categories are based on adaptation from the theory of reasoned action, relating them 

directly to the behavior of recipients to engage with marketing emails. As seen in 

Figure 6, it is hypothesized that three categories of factors impact engagement with 

marketing emails: beliefs, value-creation, and conformity. The survey questionnaire 

was developed based on the categories in Figure 6, in order to investigate their impact 

and relationship, if any, between them and marketing email engagement.  
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.ŜƭƛŜŦǎ ŀǊŜ ŘŜǎŎǊƛǇǘƛǾŜ ƻŦ ǊŜŎƛǇƛŜƴǘǎΩ ōŜƭƛŜŦǎ ǘƘŀǘ ŜƴƎŀƎƛƴƎ ǿƛǘƘ ŀ ƳŀǊƪŜǘƛƴƎ ŜƳŀƛƭ ǿƛƭƭ 

result in a desired outcome. The outcome, in this case, can differ from one individual 

to another, depending on what they, subjectively, deem to be a desired outcome; for 

example, it could be by making a purchase during a promotional period, therefore 

believing to have gained in a monetary sense, which could be a desired outcome for 

some recipients. For others, a desired outcome may be to obtain more information 

ǊŜƎŀǊŘƛƴƎ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎǘǎΣ ŀƴŘ ƛƴ ǘƘŀǘ ŎŀǎŜΣ ǘƘŜƛǊ ōŜƭƛŜŦ ǘƘŀǘ ōȅ ŜƴƎŀƎƛƴƎ ǿƛǘƘ 

ŀ ƳŀǊƪŜǘƛƴƎ ŜƳŀƛƭ ǿƛƭƭ ǊŜǎǳƭǘ ƛƴ ǘƘŜƛǊ ŜŘǳŎŀǘƛƻƴ ƻƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎǘǎ ǿƻǳƭŘ ōŜ 

the desired outcome that they seek. This is presented in the questionnaire of this 

ǎǘǳŘȅ ǘƘǊƻǳƎƘ ƳŜŀƴǎ ǎǳŎƘ ŀǎ ƛƴŎƭǳŘƛƴƎ ά5ƛǎŎƻǳƴǘ ƻǊ ǇǊƻƳƻǘƛƻƴŀƭ ƻŦŦŜǊέ ŀƴŘ ά¸ƻǳǊ 

ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜ ōǊŀƴŘέ ŀǎ ǊŜǎǇƻƴǎŜ ƻǇǘƛƻƴǎ ƛƴ ǘƘŜ ƳǳƭǘƛǇƭŜ-choice questions.  

The category of value-creation can be interlinked with that of beliefs, as it pertains to 

the value that recipients gain by engaging with the marketing email, whether it be 

informative, economic, or otherwise; this can manifest as a marketing email with 

information on an upcoming product launch, or with a discount code, for exampleτ

these are factors represented in the questionnaire through multiple-choice 

responses. This is also explored in questions investigating personalization within 

emails, as well as the use of emojis and GIFs, which can be perceived similarly and 

associated with a more personalized tone. GIFs, short for graphic interchange formats, 

are quick-moving images that loop over a momentary period (Eppink, 2014). 

When it comes to the final category ς conformity ς ǘƘŜ ǊŜŎƛǇƛŜƴǘǎΩ ŘŜǎƛǊŜ ǘƻ ŎƻƴŦƻǊƳ 

with expectations to engage with a marketing email is the focus here. This can be tied 

to factors such as feeling an obligation to engage as they opted in to receive marketing 

emails from that particular company, or as a way to showcase their loyalty to the 

brand. This is explicitly investigated in the questionnaire in question 15, which asks 

participants if they feel obligated to engage with emails that they subscribed to.  
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3.3 Research Design  

When acquiring data, there are three main methods that can be utilized: a qualitative, 

quantitative, or mixed methods approach. The nature of the data and the research 

question being investigated will determine the chosen approach.  

Qualitative data collection involves words and sentences that often capture thoughts 

and feelings, revealed through open-ŜƴŘŜŘ ǉǳŜǎǘƛƻƴǎ ŀƛƳŜŘ ŀǘ ŜǎǘŀōƭƛǎƘƛƴƎ ǘƘŜ ΨƘƻǿΩ 

ŀƴŘ ΨǿƘȅΩ όYŀōƛǊΣ нлмсύΦ ! ǉǳŀƭƛǘŀǘƛǾŜ ǊŜǎŜŀǊŎƘ ŘŜǎƛƎƴ ƛǎ ǎǳƛǘŀōƭŜ ŦƻǊ ŀ ŘŜŜǇŜǊ ŀƴŀƭȅǎƛǎ 

of the topic in question and can contribute to the establishment or support of a 

hypothesis. Common ways of obtaining qualitative data are through in-depth 

interviews and case studies (Kabir, 2016).  

The quantitative approach on the other hand is for the acquisition of numerical data, 

ŀŘŘǊŜǎǎƛƴƎ ǘƘŜ ΨǿƘŀǘΩ ŀǎǇŜŎǘ ƻŦ ŀ ǊŜǎŜŀǊŎƘ ǉǳŜǎǘƛƻƴΣ Ƴŀƛƴƭȅ ǘƘǊƻǳƎƘ ǘƘŜ ƳŜŀǎǳǊŜƳŜƴǘ 

of a variable (Kabir, 2016). The data collection process is based on random sampling 

and collection through surveys and questionnaires that are designed to allocate the 

data to predetermined categories (Kabir, 2014).  

Mixed methods is a combination of both, the qualitative and quantitative approaches 

to data collection. This can be beneficial in improving the validity and reliability of the 

research and drawing on the benefits of each research method whilst minimizing their 

weaknesses (Kabir, 2016). However, a drawback of this approach is its time-intensive 

nature (Kabir, 2014).  

Since this research aims to investigate pre-existing key performance indicators, and 

their relationship with email engagement, a qualitative survey was conducted. The 

research followed a deductive approach as it was based on the theory of reasoned 

action, with a formulated hypothesis, as seen in section 3. This means that upon the 

data collection and its subsequent analysis, the hypothesis will then be rejected or 

accepted accordingly. The main research question of the survey is: which factors 

influence receiver engagement with marketing emails? With the following sub-

questions: 
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- Is there a correlation between factors that influence marketing email 

engagement? 

- How can marketing email receiver engagement be improved? 

 

For this, as further explored in section 3.4, the questions of the survey were focused 

on various factors of marketing emails, establishing their like/dislike. This is to gauge 

the impact of various factors and determine recipient preferences. The correlation 

between the factors can then be studied, with those showcasing significant levels of 

preference made clear in the analysis portion of the study.  

When it comes to recruiting participants for a study, there are two strategies to gather 

a sample: probability sampling and non-probability sampling (Etikan et al., 2016). In 

probability sampling, each member of the population has an equal chance of being 

selected as a participant, whereas with non-probability sampling, not everyone in the 

population has an equal chance of being selected (Etikan et al., 2016). A drawback of 

probability sampling is that it is costly and time-consuming, and at times may not be 

feasible since a complete list of everyone in a population is unavailable (Wilson, 2014).  

Types of nonprobability sampling include quota sampling, dimensional sampling, 

convenience sampling, purposive sampling, and snowball sampling (Wilson, 2014). 

Convenience sampling, sometimes referred to as Haphazard or Accidental Sampling, 

involves the inclusion of participants that meet certain criteria, such as ease of access, 

geographical proximity, or willingness to participate (Dörnyei, 2007, cited in Etikan et 

al., 2016). Participants of convenience sampling may be subjectively selected based 

on their proximity, spatially or administratively, to the data collection (Etikan et al., 

2016). Although a drawback of convenience sampling can be its bias, benefits of this 

method include its affordability, ease, and how readily available the participants are 

(Etikan et al., 2016).  

3.4 Questionnaire Design 

Testing the relationship between a range of variables and their impact on email 

engagement was the aim of this research. Therefore, various factors were considered 

as variables; some of these factors were devised by the researcher, while others were 
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based on SendGridΩǎ 2019 Email Benchmark and Engagement Study. The questions 

and their source can be seen in detail in Appendix A.  

The introductory portion of the questionnaire included a purpose statement, citing 

that the survey will contribute to research in its respective domain, as well as a 

statement regarding confidentiality: no personal data was being collected, and the 

information obtained was solely for academic and research purposes. This was 

specified with the purpose of encouraging individuals to participate and warding off 

any potential privacy or confidentiality concerns that they may have. It was also stated 

that the questionnaire takes 5-10 minutes to complete; this is to ensure prospective 

participants that it is relatively fast to contribute to this study, and that it does not call 

for a significant time investment. Participants were also reminded that they were able 

to discontinue the questionnaire at any point.  

The questionnaire consisted of 16 questions, namely structured questions with a 

multiple-response option, Likert scale questions, choice questions, and yes-no 

questions. The knowledge level of participants was taken into consideration, with 

terms in some questions being defined to ensure clarity. This was the case for the 

following terms: άǇŜǊǎƻƴŀƭƛȊŀǘƛƻƴέΣ άŜƴƎŀƎŜέΣ ŀƴŘ άŎŀƭƭ ǘƻ ŀŎǘƛƻƴέΤ ǘƻ ŀǾƻƛŘ ŎƻƴŦǳǎƛƻƴ 

and promote accuracy in the response, a short definition was embedded in the 

question.  

A Likert scale was used to measure four of the questionnaire questions. The Likert 

scale allows for attitudes to be measured in a way that is scientifically accepted (Joshi 

et al., 2015). In a questionnaire, following a statement, the Likert scale presents itself 

ŀǎ ŀ ǎŜǘ ƻŦ ŀƴǎǿŜǊ ŎƘƻƛŎŜǎ ǘƻ ƎŀǳƎŜ ǘƘŜ ƭŜǾŜƭ ƻŦ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ŀƎǊŜŜƳŜƴǘΣ ŦǊƻƳ ǎǘǊƻƴƎƭȅ 

disagree to strongly agree (Joshi et al., 2015).  

3.5 Research Ethics 

This study strictly adhered to the research code of ethics concerning privacy. No 

personal data was collected from any of the participants, as their participation was 

confidential and entirely anonymous, meaning that the responses could not be linked 
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back to the participants in any way. Furthermore, the data or findings obtained were 

not in any way altered or manipulated, nor were they shared with a third party. 

3.6 Data Collection  

To collect data, a non-probability sampling strategy, namely convenience sampling, 

was followed. The researcher leveraged their personal social media accounts, such as 

Instagram, Facebook, and LinkedIn, as well as messaging platforms, such as WhatsApp 

as a means to share the questionnaire, including on Facebook and WhatsApp, where 

posts asking for participation and further circulation of the questionnaire were made. 

¢ƘŜ ŜŦŦƻǊǘǎ ƳŀŘŜ ǘƻ ŜȄǇŀƴŘ ǘƘŜ ǎŀƳǇƭŜ ōŜȅƻƴŘ ǘƘŜ ŀǳǘƘƻǊΩǎ ŘƛǊŜŎǘ ƴŜǘǿƻǊƪΣ ōȅ ŀǎƪƛƴƎ 

ŦƻǊ ŦǳǊǘƘŜǊ ŎƛǊŎǳƭŀǘƛƻƴ ŀƳƻƴƎǎǘ ŀŎǉǳŀƛƴǘŀƴŎŜǎΩ ƴŜǘǿƻǊƪǎΤ ǘƘŜ ŘƛǾŜǊǎŜ ǊŀƴƎŜ ƻŦ 

platforms also allowed for the sample bias to be reduced, since LinkedIn, for example, 

ƘŀŘ ŀ ŘƛŦŦŜǊŜƴǘ ŘŜƳƻƎǊŀǇƘƛŎ ǘƻ ǘƘŜ ǇƻǇǳƭŀǘƛƻƴ ƻŦ ǘƘƻǎŜ ƻƴ ǘƘŜ ǊŜǎŜŀǊŎƘŜǊΩǎ LƴǎǘŀƎǊŀƳ 

reach. Furthermore, the direct network ranged in age and background, from 

university classmates to senior work colleagues. By widening the reach and 

diversifying the pool of participants, the external validity of the data collection was 

heightened. The advantages of convenience sampling, such as its low cost, efficiency, 

and ease of access to participants made it a good choice for the researcher, 

considering their resources. The total number of participants in the questionnaire was 

61.  

3.6.1 Data Collection Limitations  

The main methodological limitations that impacted the survey is the sample size of 

61, which is evidently a modest sample. This can raise concerns of it being too small 

of a sample size to effectively extrapolate the collected data, thereby impacting the 

internal validity. In order to reduce or omit any possible bias and obtain a more 

representative sample, a larger sample size would have been ideal. However, despite 

exhausting several avenues of the chosen method of convenience sampling for the 

data collection, a larger sample size was not able to be obtained. It is also important 

to note here the time limitation for the study to be completed, which meant that 

prolonging the window for data collection was no longer possible beyond a certain 

point. 
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Another data collection limitation is that the questionnaire asked for the self-

reporting of data, which is subjective to the respondents. For example, one question 

ŀǎƪǎΣ άIƻǿ ŦǊŜǉǳŜƴǘƭȅ Řƻ ȅƻǳ ŎƘŜŎƪ ȅƻǳǊ ǇŜǊǎƻƴŀƭ ŜƳŀƛƭ ƛƴōƻȄΚέ ŀƴŘ ŀƴƻǘƘŜǊ ŀǎƪǎΣ 

άIƻǿ Ƴŀƴȅ ƳƛƴǳǘŜǎ όŀǇǇǊƻȄƛƳŀǘŜƭȅύ Řƻ ǎǇŜƴŘ ǇŜǊ Řŀȅ ǊŜŀŘƛƴƎ 

ƳŀǊƪŜǘƛƴƎκǇǊƻƳƻǘƛƻƴŀƭ ŜƳŀƛƭǎΚέΦ ¢Ƙƛǎ Ŏŀƭƭǎ ŦƻǊ ǘƘŜ ǇŀǊǘƛŎƛǇŀƴǘ ǘƻ ǳǎŜ ǘƘŜƛǊ ƧǳŘƎŜƳŜƴǘ 

to report the frequency and minutes, respectively. As a result, the answers may be 

inaccurate due to the inability to independently verify them. Answers may be subject 

to biases such as exaggeration, wherein the participant overestimates the number 

minutes they spend reading marketing emails, for example.   

3.7 Data Analysis  

The nature of the study and survey was aligned with the aim of the data analysis being 

to establish the relationship, or correlation, between various aspects of emails, from 

the perspective of recipients. A primary way to do this is by creating a correlation 

matrix, which in this case was done using RStudio. This was in combination with 

Jamovi in order to support the process. Initially, the questionnaire data was exported 

as an Excel file directly from Google Forms before being imported into Jamovi. For the 

multiple-choice questions, which were questions 5, 7, 8, and 9, the various response 

options were divided to create chronological sub-questions, with yes and no 

ǊŜǎǇƻƴǎŜǎ ōŀǎŜŘ ƻƴ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ŎƘƻƛŎŜǎΦ ¢Ƙƛǎ ǘƘŜƴ ŜƴŀōƭŜŘ ŦƻǊ ǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ 

frequency and contingency tables. Before importing the same data set into RStudio 

for further analysis, the data was transformed into numeric data in Jamovi. This was 

to simplify the process and avoid having to deal with converting what would be string 

data in RStudio.  

After loading the data onto RStudio, it was standardized using the z-score in order to 

improve its comparability. The next step was to investigate the correlation between 

the variables and determine if a factor analysis is feasible. The correlation matrix 

created showed the degree of correlation between the various factors. A factor 

analysis was also conducted to deduce the number of factors in the dataset.  
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4 Results  

This section analyses the responses to the various questions from the survey. Some of 

the questions that had nominal or ordinal scales are presented here using frequency 

tables created by analysis using Jamovi, showcasing their count, total percentage, and 

cumulative percentage. Paired sample contingency tables were also created to 

establish the relationship between various questions. The correlation matrix was 

developed using RStudioΣ ŀƴŘ ŀ .ŀǊƭŜǘǘŜΩǎ ǘŜǎǘ ǿŀǎ ŎƻƴŘǳŎǘŜd as well as a Kaiser-

Meyer-Olkin (KMO) factor adequacy test. This was followed by a common factor 

analysis since the study aims to summarize the underlying factors of email 

engagement.  

Table 3. 

Frequency table for questions 1 and 2. 

  

Note. Table 3 presents the response findings of questions 1 and 2 as a frequency table.  

Table 3 shows that 77% of respondents check their emails once a day or more. The data in 

Table 3 also shows that, at 65.6%, having notifications ŜƴŀōƭŜŘ ŦƻǊ ƻƴŜΩǎ ǇŜǊǎƻƴŀƭ ŜƳŀƛƭ ƛƴōƻȄ 

was the more common response.  
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Table 4. 

Paired sample contingency table for questions 1 and 2. 

Note. Table 4 presents the response findings of questions 1 and 2 as a paired sample 

contingency table. 

From Table 4, it can be seen that at the highest response level option for question 1, 

which is Many times a day (5 times or more), the responses for question 2 are equal 

for both options. This indicates that for the most frequent email checkers, the 

enablement of notifications is not a determining factor. When looking at A couple of 

times a day (2-4 times), Table 4 shows that the number of respondents that opted for 

yes is 133.3% more than those who opted for No. For the Once a day option, the figure 

for those who opted for Yes is 175% of that for those who opted for No.  

Table 5. 

Mean and median for questions 3 and 13.  

Note. Table 5 depicts the ƳŜŀƴ ŀƴŘ ƳŜŘƛŀƴ ŦƻǊ ǉǳŜǎǘƛƻƴ оΣ άIƻǿ Ƴŀƴȅ ƳƛƴǳǘŜǎ 

(approximately) do ȅƻǳ ǎǇŜƴŘ ǇŜǊ Řŀȅ ǊŜŀŘƛƴƎ ƳŀǊƪŜǘƛƴƎκǇǊƻƳƻǘƛƻƴŀƭ ŜƳŀƛƭǎέΣ ŀƴŘ ǉǳŜǎǘƛƻƴ 

моΣ άIƻǿ Ƴŀƴȅ ƳŀǊƪŜǘƛƴƎ ŜƳŀƛƭǎ όŀǇǇǊƻȄƛƳŀǘŜƭȅύΣ Řƻ ȅƻǳ ǊŜŎŜƛǾŜ ǇŜǊ ŘŀȅΚέΦ 

From table 5, it can be deduced that the average (mean) for approximate time spent 

reading emails is lower than the approximate number of emails received per day, at 

4.96 minutes and 6.42 emails, respectively.  
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Table 6. 

Mann-Whitney U test for questions 3 and 13. 

Note. Table 6 showcases the Mann-Whitney U test conducted by Jamovi to test the 

ǊŜƭŀǘƛƻƴǎƘƛǇ ōŜǘǿŜŜƴ ǉǳŜǎǘƛƻƴ оΣ άIƻǿ Ƴŀƴȅ ƳƛƴǳǘŜǎ (approximately) do you spend per day 

ǊŜŀŘƛƴƎ ƳŀǊƪŜǘƛƴƎκǇǊƻƳƻǘƛƻƴŀƭ ŜƳŀƛƭǎέΣ ŀƴŘ ǉǳŜǎǘƛƻƴ моΣ άIƻǿ Ƴŀƴȅ ƳŀǊƪŜǘƛƴƎ ŜƳŀƛƭǎ 

όŀǇǇǊƻȄƛƳŀǘŜƭȅύΣ Řƻ ȅƻǳ ǊŜŎŜƛǾŜ ǇŜǊ ŘŀȅΚέΦ  

Table 6 shows that the Mann-Whitney U test has a p-value of 0.553, meaning that the 

finding is statistically insignificant and that there is no relationship between the time 

spent per day reading marketing emails and the number of marketing emails received 

per day.  

Table 7. 

Frequency table for question 4.  

Note. Table 7 presents the response findings of question 4 as a frequency table. 

In Table 7, it can be seen that the mode is ά!ƎǊŜŜέΣ ǿƛǘƘ снΦо҈ ƻŦ ǊŜǎǇƻƴŘŜƴǘǎ 

agreeing or strongly agreeing that personalization in an email is valuable to them. This 

suggests its significant importance over non-personalized emails for readers, which is 

in line with the studies discussed in section 2.5 of the literature.  
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Table 8. 

Paired sample contingency table for questions 10 and 14. 

Note. Table 8 presents the response findings of questions 10 and 14 as a paired sample 

contingency table. 

From Table 8 it can be seen that around 90% of respondents find that they receive too many 

marketing emails, with approximately 80% stating that they would like to receive emails from 

a mailing list once a week or less.  
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Figure 7. 

Correlation matrix for all questions.  

 Note. Figure 7 is a correlation matrix, illustrating the correlations between all the survey 

variables and their strength from a scale of 1 to -1. As shown, this is color coded as a spectrum 

from dark blue for the most positive of correlations to dark red for the most negative.  

When it comes to a strongly positive relationship between pairs of variables, there 

were several, as can be seen in Figure 7. The strongest correlation observed in Figure 

7 is of that between questions 9.4 and 7.4, at 0.65. Question 9.4 is άWould the use of 

GIFs make you unsubscribe from a mailing list?έ, and question 7.4 ƛǎ ŎƘƻƻǎƛƴƎ άWould 

the use of DLCǎ ƳŀƪŜ ȅƻǳ ƴƻǘ ŎƻƴǘƛƴǳŜ ǊŜŀŘƛƴƎ ŀƴ ŜƳŀƛƭΚέ.  
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Table 9. 

Paired sample contingency table for questions 9.4 and 7.4. 

Note. Table 9 presents the response findings of questions 9.4 and 7.4 as a paired sample 

contingency table. 

From Table 9 it is evident that there a strong correlation between questions 9.4 and 

7.4 is for those that answered No for both questions, which is representative of 

approximately 74% of the sample population. 26% however do deem GIFs as a 

deterrent and would stop reading an email due to themτhowever only half of those 

would unsubscribe due to their use.  

The second strongest correlation in Figure 7, at 0.64, was between questions 7.3 and 

7.4, which, respectively, ŀǊŜ άWould the use of emojis make you not continue reading 

an email?έ ŀƴŘ άWould the use of GIFs make you not continue reading an email?έΦ 

CǊƻƳ ¢ŀōƭŜ фΣ ƛǘ Ŏŀƴ ōŜ ǎŜŜƴ ǘƘŀǘ тл҈ ƻŦ ǊŜǎǇƻƴŘŜƴǘǎ ŀƴǎǿŜǊŜŘ άbƻέ ǘƻ ōƻǘƘ 

questions.   

Table 10. 

Paired sample contingency table for questions 7.3 and 7.4 

Note. Table 10 presents the response findings of questions 7.3 and 7.4 as a paired sample 

contingency table. 
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Table 11. 

Paired sample contingency table for questions 9.3 and 9.4.  

Note. Table 11 presents the response findings of questions 9.3 and 9.4 as a paired sample 

contingency table. 

At 0.63, the third strongest correlation observed in Figure 7 is between questions 9.3 

and 7.3: άWould the use of emojis make you unsubscribe from a mailing list?έ ŀƴŘ 

άWould the use of emojis make you not continue reading an email?έ, respectively. 

From Table 12 it can be observed that 75% of respondents selected No for both 

questions.  

Table 12. 

Paired sample contingency table for questions 9.3 and 7.3. 

Note. Table 12 presents the response findings of questions 9.3 and 7.3 as a paired sample 

contingency table. 

In Figure 7, there are several pairs of variables that display a significantly negative 

correlation. The most negative correlation, at -0.44, is present between question 3, 

ά3. How many minutes (approximately) do you spend per day reading 

marketing/promotional emails?έ ŀƴŘ ǉǳŜǎǘƛƻƴ фΦсΣ άWould the saturation of emails 

make you unsubscribe from a mailing listΚέΦ Table 13 shows that the negative 

correlation can be attributed to 54% of respondents that answered Yes to question 
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9.6 spending an approximated two minutes or less a day reading 

marketing/promotional emails.  

Table 13. 

Paired sample contingency table for questions 3 and 9.6.  

 

 

 

 

 

Note. Table 13 presents the response findings of questions 9.6 and 3 as a paired sample 

contingency table. 

4.1 Common Factor Analysis 

! .ŀǊƭŜǘǘŜΩǎ ǘŜǎǘ ǿŀǎ ŎƻƴŘǳŎǘŜŘ ƻƴ w{ǘǳŘƛƻ ǘƻ ŘŜǘŜǊƳƛƴŜ ǘƘŜ ŎƻǊǊŜƭŀǘƛƻƴ ƻŦ ǘƘŜ ǎǳǊǾŜȅ 

variables. The p-value was 4.496487e-20, which is much lower than 0.05, meaning 

that it was statistically significant and that the variables are correlated. A KMO test 

was also conducted to determine the measure of sampling adequacy (MSA). The 

result of the KMO determined an MSA of 0.5. Anything less than 0.5 is deemed 

unacceptable (Kaiser & Rice, 1974). A common factor analysis was then proceeded 

with, following the orthogonal model, meaning that it investigated the common 

factors that significantly impact all variables.  
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Figure 8. 

Common factor analysisτwithout cutoff value.  

 

 

 

 

 

 

 

 

 

 

Note. Figure 8 represents the 13 established factors from the common factor analysis and their 

loading relation to various questions.  

Factor loadings are essentially a measure of how much of an impact a variable has on 

a factor (Bandolas, 2018). The authoǊΩǎ ŘƛǎŎǊŜǘƛƻƴ ǿŀǎ ǳǎŜŘ ǘƻ ŎƘƻƻǎŜ ŀ cut-off value 

for loadings of 0.5 and above, which will be discussed in this section. Table 13 outlines 

the variables with a minimum loading of 0.5 and their associated factors. Factor 12 is 

omitted from Table 13 since it has a negative loading.  
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Figure 9. 

Common factor analysisτwith cutoff value.   

Note. Figure 8 represents the 13 established factors from the common factor analysis and their 

loading relation, with a cutoff value of 0.5, to various questions. 

 

 

 

 

 

 

 

 








































