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Abstract  

Online consumer behavior is different from 

offline consumer behavior, onlineconsumer 

behavior is generally influenced by factors 

relating to ease,convenience and trust. 

Online shopping has become a habit 

among“generation next” consumers. They 

shop online for products and servicessuch as 

travel tickets, fashion goods and cinema 

tickets. People search aboutvarious products 

using various infomediaries and if satisfied 

they buy online.This trend is seen for less 

involvement goods and services, although 

for highinvolvement purchases such as cars 

and real estate, people use internetmainly as 

a search and information seeking tool. 

Another important feature ofthe interactive 

marketing communications is that they can 

be tailoredaccording to an individual at a 

relatively low cost, unlike in traditional 

media\ where the same message tends to be 

broadcast to everyone. Importantly, 

thisindividualization can be based on the 

intelligence collected about site visitorsand 

then stored in a database and subsequently 

used to target and personalize 

communications to customers to achieve 

relevance in media.The number of online 

consumers is rapidly growing day by day. 

The rate isvarying in various parts of the 

globe, with more online consumers 

indeveloped countries than that of 

developing or less developed ones. It 

isevident that changing life-style and rapid 

technological development can beconsidered 

responsible behind the growth of the 

electronic buying behavior.Internet is used 

in various stages of decision making process 

from the initialscan to the more detailed 

comparison and even for final check 

beforepurchase. 

Introduction  

Globalization of world economy and global 

economic reforms led toderegulation of 

banking sector. This further evolved the 

concept of bankmarketing in Indian context. 

Consumers of banking services are now 

havingmore choices available to them. As a 

result, banks have started exploringnew 

approaches for satisfying “stated” as well as 
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“unstated needs” ofcustomers. Customers 

are now choice-empowered and therefore 

marketingstrategy of banks should be 

capable enough. Given the vast number 

ofproducts and services, marketer of 

financial services is challenged 

todifferentiate themselves from the 

competitors. Banks have to emphasize 

onmodern ways to enhance customer 

experience and relationship. Banks 

aretransforming themselves by providing 

new banking channels, such as themobile 

phone banking and on-line banking. Banks 

are using contemporarymarketing strategies 

to create interest of consumer in their 

products andservices.Modernization has 

changed the way of life for people in 

different parts of theworld. Technological 

development has brought new ideas and 

modern waysof living. Introduction of the 

Internet has revolutionized the whole world. 

Thecase is no different for financial 

institutions like banks. Traditional 

bankingsystem has significantly been 

transformed into Internet based 

bankingsystem. Banks started to use the 

Internet not only as an innovative 

paymentmethod and to increase customer 

convenience, but also as a way to 

reducecosts and enhance profits. Fierce 

competition between banks, both in retailand 

wholesale banking, has forced banks to find 

new and profitable areas tosurvive and 

grow. Internet makes revolutionary changes 

in banking system. 

Objectives and Purpose of the Study 

1. The present study seeks to determine the 

status of Permission Marketing inIndia 

and the extent to which it is being 

accepted by banking consumers 

ofdifferent types of banks. 

2. It also tries to explore the acceptance & 

practicing ofconcept by Indian banks. 

3. It further determines the extent to which 

PermissionMarketing practices vary 

across different types of banks, viz, 

public, private and foreign. 

Significance of the Study 

The study is of almost significance for the 

following theoretical and practicalconcerns: 

Theoretical Concern 

The study is of theoretical importance for 

the following reasons: 

1. Theoretically, the present study seeks to 

explore the extent to whichthe permission 

based e-mail practices in selected Indian 

banks are insynchronization with other 

foreign banks. Moreover it also helps 

inunderstanding how much concern for 

customers is being shown byIndian banks. 

2. The findings of the study reveal some 

new techniques and/or practicesto seek 
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consumer permission by various Indian 

banks under study 

3. Since not much research has been done in 

the field of PermissionMarketing in India, 

this would be a significant contribution to 

theexisting body of knowledge. 

4. The findings of the study reveal a distinct 

pattern of relationshipbetween different 

demographic variables and thus, help in 

findinghidden fact related to Permission 

Marketing. 

5. It will be helpful to the future managers 

and researchers who plan toundertake in 

depth research studies and practices in 

differentdimensions of Permission 

Marketing. 

Practical Concern 

The study is of practical importance for the 

following reasons: 

1. Practically the study will be of much 

importance to marketing officialswho are 

planning /or have planned the activities 

related to PermissionMarketing for seeking 

Customer’s permission. The study will also 

bebeneficial for consumers as they can 

realize the positive features ofPermission 

Marketing. 

2. The results of study will enable the 

managers of banks in particularand other 

industries in general to focus their concern 

on variousinternal and external factors 

influencing Permission Marketing. 

3. It will help them to formulate a more 

realistic managerial policyregarding 

Permission Marketing. 

4. It will help banks to cut down their 

marketing expenses and expectbetter return 

on marketing investment. 

5. It will lead to better and profitable 

management of the bankingcustomers. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication 

In order to find whether there exists any 

difference in the opinion ofrespondents 

about e-mails being superior to other forms 

of communication,following set of 

hypotheses 1(a) to 1(e) were tested across 

variousdemographic variables. Further, 

hypothesis 1(f) was tested across 

therespondents of different types of banks 

viz. public, private and foreign. 

Opinion about E-Mails Being Superior to 

Other Forms of 

Communication across Two Gender 

GroupsIn order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across twogender groups, 

following hypothesis was formulated and 

Kruskal Wallis H test was used. 
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Hypothesis 1(a) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across two gender 

groups.The value of p was found to be 

0.880>.05 (5% level of significance), 

thereforenull hypothesis is accepted, hence 

there is no difference in opinion 

ofrespondents about e-mails being superior 

to other forms of communicationacross two 

gender groups. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication across 

Various Age Groups 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across variousage groups, 

following hypothesis was formulated and 

Kruskal Wallis H test was used. 

Hypothesis 1(b) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across various age 

groups.The value of p was found to be 

0.741>.05 (5% level of significance), 

thereforenull hypothesis is accepted, hence 

there is no difference in opinion 

ofrespondents about e-mails being superior 

to other forms of communicationacross 

various age groups. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication across 

Groups with Different Educational 

Qualification 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across groupswith different 

educational qualification, following 

hypothesis was formulatedand Kruskal 

Wallis H test was used. 

Hypothesis 1(c) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across groups with 

differenteducational qualification.The value 

of p was found to be 0.188>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

superior to other forms of communication 

across groups with different educational 

qualification. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication across 

Groups with Different Occupation 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across groupswith different 

occupation, following hypothesis was 
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formulated and Kruskal Wallis H test was 

used. 

Hypothesis 1(d) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across groups with 

differentoccupation.The value of p was 

found to be 0.170>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

superior to other forms of 

communicationacross groups with different 

occupation. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication across 

Groups with Different Income Level 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across groupswith different 

income level, following hypothesis was 

formulated and Kruskal Wallis H test was 

used. 

Hypothesis 1(e) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across groups with 

different incomelevel.The value of p was 

found to be 0.161>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

superior to other forms of 

communicationacross groups with different 

income level. 

Opinion about E-Mails Being Superior to 

Other Forms ofCommunication across 

Groups from Different Types of Bank 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being superior to other forms of 

communication across groupsfrom different 

types of bank, following hypothesis was 

formulated and KruskalWallis H test was 

used. 

Hypothesis 1(f) 

Null Hypothesis: There is no difference of 

opinion about e-mails beingsuperior to other 

forms of communication across groups from 

different typesof bank.The value of p was 

found to be 0.110>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

superior to other forms of 

communicationacross groups from different 

types of bank. 
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Table:1 

The result of the hypotheses 1(a) to 1(f) has been summarized in table 1 

Parameter under study Chi-square df Asymp. Sig. Opinion 

Gender 0.023 1 .880 No difference 

Age 1.25 3 .741 No difference 

Educational qualification 4.78 3 .188 No difference 

Occupation 6.41 4 .170 No difference 

Income level 5.15 3 .161 No difference 

Account in bank 4.41 2 .110 No difference 

 

Opinion about E-Mails Being Faster In 

Terms of Speed and Content 

In order to find whether there exists any 

difference in the opinion ofrespondents 

about e-mails being faster in terms of speed 

and content,following set of hypotheses 2(a) 

to 2(e) were tested across 

variousdemographic variables. Further, 

hypothesis 2(f) was tested across 

therespondents of different types of banks 

viz. public, private and foreign. 

Opinion about E-Mails Being Faster in 

Terms of Speed and Content across Two 

Gender Groups 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across two gendergroups, following 

hypothesis was formulated and Kruskal 

Wallis H test wasused. 

 

 

Hypothesis 2(a) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across two gender 

groups.The value of p was found to be 

0.636>.05 (5% level of significance), 

thereforenull hypothesis is accepted, hence 

there is no difference in opinion 

ofrespondents about e-mails being faster in 

terms of speed and content acrosstwo gender 

groups. 

Opinion about E-Mails Being Faster in 

Terms of Speed andContent across 

Various Age Groups 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across various agegroups, following 

hypothesis was formulated and Kruskal 

Wallis H test wasused. 
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Hypothesis 2(b) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across various age 

groups.The value of p was found to be 

0.129>.05 (5% level of significance), 

thereforenull hypothesis is accepted, hence 

there is no difference in opinion 

ofrespondents about e-mails being faster in 

terms of speed and content acrossvarious 

age groups. 

Opinion about E-Mails Being Faster in 

Terms of Speed andContent across 

Groups with Different Educational 

Qualification 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across groups withdifferent 

educational qualification, following 

hypothesis was formulated and Kruskal 

Wallis H test was used. 

Hypothesis 2(c) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across groups with 

different educationalqualification.The value 

of p was found to be 0.481>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

faster in terms of speed and content 

acrossgroups with different educational 

qualification. 

Opinion about E-Mails Being Faster in 

Terms of Speed andContent across 

Groups with Different Occupation 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across groups withdifferent 

occupation, following hypothesis was 

formulated and Kruskal WallisH test was 

used. 

Hypothesis 2(d) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across groups with 

different occupation.The value of p was 

found to be 0.980>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

faster in terms of speed and content 

acrossgroups with different occupation. 

Opinion about E-Mails Being Faster in 

Terms of Speed andContent across 

Groups with Different Income Level 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across groups withdifferent income 
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level, following hypothesis was formulated 

and KruskalWallis H test was used. 

Hypothesis 2(e) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across groups with 

different income level.The value of p was 

found to be 0.183>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

faster in terms of speed and content 

acrossgroups with different income level. 

Opinion about E-Mails Being Faster in 

Terms of Speed andContent across 

Groups from Different Types of Bank 

In order to find whether there is any 

difference in opinion of respondentsabout e-

mails being faster in terms of speed and 

content across groups fromdifferent types of 

bank, following hypothesis was formulated 

and KruskalWallis H test was used. 

Hypothesis 2(f) 

Null Hypothesis: There is no difference of 

opinion about e-mails being fasterin terms of 

speed and content across groups from 

different types of bank.The value of p was 

found to be 0.480>.05 (5% level of 

significance), thereforenull hypothesis is 

accepted, hence there is no difference in 

opinion ofrespondents about e-mails being 

faster in terms of speed and content 

acrossgroups from different types of bank. 

Table 2 

The result of the hypotheses 2(a) to 2(f) has been summarized in table 4.5 

Parameter under study Chi-square df Asymp. Sig. Opinion 

Gender .224 1 .636 No difference 

Age 5.67 3 .129 No difference 

Educational qualification 2.46 3 .481 No difference 

Occupation .435 4 .980 No difference 

Income level 4.85 3 .183 No difference 

Account in bank 1.46 2 .480 No difference 

 

Suggestions  

1. Banks should encourage the use of e-

mails for correspondence with customers 

and also motivates them to use e-mails 

in case offeedbacks, query or any 

suggestions. It will also be taken from 

the point of view of going green as a 

need of the day. 

2. Banks should undertake a special drive 

from time to time to educatetheir 
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customers regarding importance and 

relevance of e-mailmarketing in general 

and e-mail based Permission Marketing 

inparticular. 

3. Banks should emphasize more on 

sending e-mails which have personalized 

and attractive subject lines as well as 

message content. 

4. Banks should avoid sending the same 

message to all customers through bulk e-

mail as it does not have better 

acceptability and isviewed as a junk e-

mail. 

5. Banks need to give training to their 

employees in order to make them 

conversant with latest marketing 

techniques and practices so that theycan 

serve their customers better. 

6. Banks are supposed to be very cautious 

while outsourcing theirmarketing 

activities as these outside parties 

generally indulges inunethical marketing 

practices which lead to bad image of 

bank in themind of consumers. 

7. Banks should also create code of 

conduct for their affiliates so 

thatPermission Marketing practices are 

encouraged at their level also. 

8. While opening up of new accounts of the 

customers, separate formseeking 

permission for marketing of banking 

product and servicesshould be provided 

by banks. 

9. KYC forms can also be made Permission 

Marketing enabled. 

10. Banks must inform customers from time 

to time about how banks manage privacy 

of customer’s details. This will create an 

environment of trust and will also bring 

in transparency. 

11. Finally, it is suggested that banks should 

also seek feedback from customers 

regarding e-mail communication being 

sent to them onyearly basis again either 

through permitted e-mails or net 

bankingtechniques. 

Conclusion 

E-mail emerged as an important means of 

communication. This factwas well accepted 

by the respondents in which they considered 

itsuperior to other forms of communication. 

The main source of awareness regarding 

Permission Marketing wasmedia. Overall, 

general awareness of Permission Marketing 

was foundto be good. The consumers who 

were unaware did not considered theconcept 

of Permission Marketing significant.There is 

a relation between demographic variables; 

genderand educational qualification with 

awareness of Permission Marketing.The 

respondents viewed that getting updated 

information of choice isthe most important 
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reason for giving permission to the marketer 

forsending permission based e-mails. This 

was followed by choice ofselecting marketer 

and expectation of availing discounts and 

offersfrom the marketer to whom permission 

had been granted. Loss of privacy was a 

common concern among respondents of 

privateorganizations (banks in this case), 

while permitting the marketer.Perceived 

benefit, trustworthiness and ease of 

differentiation werefound to be important 

factors considered by customers while 

givingpermission to marketers for sending 

permission based e-mails.Acceptability of 

giving permission to banks for sending e-

mails hasbeen found to be good. People are 

ready to give permission becauseof the 

advantages associated with these permitted 

e-mails.Consumers of the private banks and 

foreign banks receive more emailsas 

compared to consumers of public banks on 

weekly basis. Thisshows that private banks 

and foreign banks actively practices 

Permission Marketing. 
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