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Abstract 

In modern times customers are much concerned about their privacy and privacy of customers is halted by unwanted marketing 

communications. Organizations now have a variety of alternatives for marketing their brands and products/services in an 

efficient and cost-effective manner thanks to electronic marketing, but it is important to take great care to protect privacy of 

customers. The adoption of electronic marketing is directly influenced by consumers’ worries about unethical online 

behaviour. While many people are prepared to exchange goods and services, many are hesitant to make online purchases due 

to a lack of trust. Due to privacy concerns with e-marketing, consumers continue to favour traditional channels when making 

purchases. Review of the literature reveals privacy has become a major problem for all online businesses. The permission 

marketing strategy a novice concept can provide solution to customers from unwanted marketing information and privacy 

concerns. This research study aims to look into the theoretical framework of permission marketing. The study looked at the 

various theories explaining the theoretical framework of permission marketing, constructs identified by various theories for 

customer acceptance for permission marketing and conceptual framework for cost - benefits of permission marketing program 

to consumers. The study will contribute to the existing dearth literature on permission marketing.  
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Introduction 

In modern marketing era, permission marketing technique 

that relies on customers' consent to receive marketing 

information has become significantly important for 

marketers in building positive and strong relationships with 

customers. Due to their prior consent to get such 

information, the volunteered customers are more likely to 

pay attention to marketing materials, and customer attention 

has emerged as the most crucial tool for success of business. 

The practice of interruption marketing used by marketers 

has persuaded customers to accept permission marketing 

because they desire to shield themselves from an abundance 

of irrelevant and unwanted marketing information. 

Prospective customers need to be given personalized and 

relevant information because customers dislike being 

disturbed by persistent unwanted marketing messages and 

feel bothered by them (Bhatia, 2020) [5]. 

Seth Godin an American entrepreneur used the term 

permission-based marketing in the year 1999 in his book 

entitled as “Permission Marketing: Turning Strangers into 

Friends and Friends into Customers”. According to Seth 

Godin, permission marketing is the privilege—not the 

right—of sending personalized, relevant, and anticipated 

messages to people who have agreed to receive them. He 

also claimed that permission marketing is more successful 

than interruption marketing, which aims to reach a mass 

audience with a single marketing message. Giving 

customers the option to decide whether they want to receive 

marketing messages is the goal of permission marketing, 

which also offers an entirely different way of looking at 

consumers and advertising (Godin, 1999) [14]. Beginning 

with customers' express and active desire to receive 

marketing information, permission relationships are 

established. Permission marketing provides people the 

option to cancel permission granted at any time. Permission 

marketing is becoming more crucial than ever due to the 

overabundance of advertising in today's world. Since Godin 

described how, quickly developing digital technology has 

boosted the significance of both m-commerce and e-

commerce and the ability to engage with customers in new 

ways, the possibility to connect with customers has greatly 

increased. The most recent debut of the "the Internet of 

Things "— the idea of connecting any device, whether a 

phone, wearable technology, or other– has contributed to 

this increase as technology has gotten more and more 

ingrained in people's lives. Customers are now increasingly 

willing to exchange their personal information for goods 

and services in their daily lives in exchange of incentives 

like awards, deals, or schemes (Kulina et al., 2016) [26]. 

Customers are encouraged to opt-in to receive promotional 

messages through permission marketing, which encourages 

them to pay more attention to such messages than they 

would do to unsolicited ones. Permission marketing has 

emerged as a key strategy for attracting new customers and 

maintaining relationships with current ones. Because 

commercial organizations can concentrate on those who are 

genuinely interested in their marketing initiatives rather than 

having a target on wide number of people, permission 

marketing has become a very successful and affordable 

technique of marketing (Sweeney, 2006) [40]. 

Sending large number of marketing messages to a big 

audience, even though these messages are irrelevant to them 

and are not according to their preferences is known as 

interruption marketing. Marketing that interrupts customers 
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involves flooding their inboxes with too many promotional 

messages while disregarding their interests and preferences. 

Examples of interruption marketing include banner 

advertising, commercials during TV and sports broadcasts, 

pop-up ads, telemarketing calls, and pointless SMS 

messages. With so much marketing information is being 

sent out at once, people experience information overload, 

which causes them to become ignorant and disregarding the 

messages. Customers give marketers permission to send 

them marketing materials based on their interests. Usually, 

this is accomplished by having the customer complete a 

survey showing their interests when signing up for a service. 

The marketer then connects customer interests with 

advertising messaging. This is a fresh notion. Despite the 

fact that targeting the right clients has long been 

acknowledged as a fundamental marketing strategy the 

majority of targeting done today is better characterized as 

"targeting on averages."  

Permission marketing literature highlights the importance of 

the internet for permission marketing and how it has grown 

significantly with the use of the internet. It can be done in 

any direct media, but with the use of the internet it has 

become a real concept as internet encourages advertisers to 

create campaigns that allow recipients to connect in a 

variety of ways, resulting in the rise of online advertising as 

a critical component in increasing the number of people 

exposed to their messages (Serna, 2022) [36]. There are two 

reasons for this: (1) on the internet, the cost of 

communication between marketer and customer is minimal 

(Shiman, 1996; Hoffman and Novak, 1996) [18, 37]; and (2) 

immediate two-way communication on the internet has 

permitted a rapid feedback mechanism (Hoffman and 

Novak, 1996) [18]. Permission marketing has been become 

popular digital marketing approach from some time (e.g., 

consumers signing up for newsletters), but with the rise of 

mobile marketing and social media marketing, customer 

consent is becoming increasingly vital (Im and Ha, 2013) 

[19]. Permission marketing makes use of "newmedia" 

channels (e.g., web, e-mail, mobile, social media), which are 

well suited for interactive marketing and research work 

performed by (Waring and Martinz,2002; Marinova et 

al.,2002; Tanakinjal et al.,2007; Kent and Brandal,2003; 

Bamba and Barnes,2007; Radd et al.,2010; Jayawardhena et 

al., 2009; Richard and Meuli,2013;Reimers et al.,2016; 

Grubor et al., 2018) [3, 16, 20, 24, 30, 34, 35, 41, 47] studied 

permission marketing in context of newmedia (SMS, email, 

mobile phone etc.). The failure of the direct mail strategy of 

distributing unsolicited advertising communications is 

another factor driving the expansion of permission 

marketing on the web (Krishnamurthy, 2001) [25]. Email is a 

widely utilised medium for formal and business 

communication because of its open access, speed, and 

reliability (Yaseen, 2021) [49] but unsolicited commercial e-

mail, also known as "Spam," is a prime example of this 

(Cranor and LaMacchia, 1998) [8].Spam would lead to large 

number of messages for consumers which would results in 

weakening of brand reputation, weakening of customer trust 

and a slowing of entire network and in turn influence the 

purchase intention and this is the reason permission 

marketing is being seen as a feasible alternative for internet 

marketing communication (Krishnamurthy, 2001; Laxmana, 

2016) [25]. On the Internet it is now large-scale activity 

(Krishnamurthy, 2001) [25] and thus there is need to enquire 

this concept intensively even though there are large numbers 

of studies on the concept of permission marketing. 

Three aspects of permission marketing, as outlined by Seth 

Godin, illustrate that: 

 

Permission marketing is anticipated: As customers have 

consented to receive such marketing messages in advance, 

permission marketing messages are anticipated by them. 

 

Permission marketing is personal: It sends 

communications to specific people who have consented to 

receive them. 

 

Permission marketing is relevant: Permission marketing is 

important since it tailors marketing messages according to 

customers' tastes and preferences. 

 

Today's businesses can communicate with their customers 

in a number of ways. One of the most often used methods of 

communication in business is email. One of the most 

important channels for marketing communications is email, 

but spam annoys customers in a variety of ways. Email 

marketing with permission (PEM) can aid in reducing spam. 

Permission email marketing is known as emails forwarded 

to customers who have granted the sender consent to receive 

such mails. Customers may receive opt-in emails or 

unsolicited emails. Customers frequently see unsolicited 

emails as spam. Email has become most popular medium 

for both formal and business communication and this is 

because of its open access, reliability and speed (Yaseen, 

2021) [49].  

Marketers who are smart enough avoid sending spam 

emails. Building solid customer relationships can help firms 

and permission-based email marketing is made simple for 

marketers by the internet. In the current marketing 

environment, e-permission marketing is quite common. The 

act of friend requests, like, signing up for email alerts, 

visiting business websites, and subscribing to other digital 

networks are all examples of permission marketing. Users 

can upload their own videos to video-sharing websites like 

YouTube and many business firms utilize this website to 

advertise their goods and services. Customers can choose to 

‘subscribe' these businesses, allowing marketers for sending 

them updated information about their items. People who 

subscribe to newsletters from different institutions, such as 

banks, are engaging in permission-based marketing. 

Customer privacy issues generally revolve around security 

and privacy of sensitive customer information related to 

online sales and services transactions, the collection and use 

of customer data and statistics, as well as the protection of a 

customer’s right to privacy. It is also important to note that 

there is a distinction between private and personal 

information. Personal information is information containing 
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personal attributes of a person, such as a phone number or 

an address that might not always be private information, 

although this would depend upon the person and the 

application. The essence is that not all personal information 

is necessarily private information, but by treating it as such, 

involuntary privacy violations could be avoided. 

 

Review of literature 

With more than a billion active users India has had 

enormous growth in the telecom sector, making it one of the 

largest wireless marketplaces in the world. One of the most 

affordable ways to reach potential consumers and sell 

services and products through telemarketing is short 

messaging service (SMS), which has minimal call and SMS 

prices. SMS and direct calling has become very important 

ways for the telemarketers to increase sales. Issue of large 

number of unsolicited telemarketing communications has 

created problems for the people. The marketers always 

remain busy in sending unwanted promotional information 

to customers who always make customers bombarded with 

lot of advertising clutter and this advertising clutter has no 

significance for the customer till the time customer is not 

willing to obtain such promotional information. Permission 

marketing (Godin, 1999) [14] considers that marketers need 

to seek prior permission of their customers’ before sending 

them any promotional information and can save customers 

from such clutter. It provides customers the chance to 

become volunteer for marketing and also provides business 

organization a completely different viewpoint to think about 

customers and advertising for the growth of business 

(Godin, 1999) [14]. Permission relationships begin when 

customer is ready to give an explicit and active desire to 

obtain promotional information with the chance to 

customers to stop obtaining messages at their willingness at 

any time (Tezinde et al., 2002) [42]. Permission marketing 

has two types 1) opt –in marketing and opt – out marketing. 

Opt-in marketing refers to that strategy in which firm 

explicitly ask customers for their permission and only after 

the permission of customer any information is passed on to 

the customers and in opt out marketing firms send 

promotional messages to customers on the basis of prior 

relationships when customer has not explicitly denied to 

receive any marketing messages but providing customers an 

option to opt out at any time (Soundararaj, 2012) [39]. It is 

concerned with making target customers to be interested in 

the process and target customers should consider it valuable 

what the business firm is going to do for them. If the target 

customers feel that there is no advantage in participating 

permission marketing process they will not give permission. 

Permission marketing is not intrusive and this feature makes 

it more effective (Sweeney, 2006) [40]. It can significantly 

contribute in getting new customers and stabilizing relations 

with existing customers (Sweeney, 2006) [40].It is very 

efficient and cost effective way of marketing because 

business organizations don’t need to focus on such a large 

population of customers but they focus on the prospective 

customers who really shows interest in their marketing 

activities. To gain intensive insight into the concept it has 

been researched in many contexts since from the time it was 

coined by Godin. 

Literature on permission marketing revealed several factors 

that affect customer’s wish to give consent to the marketers 

such as a previous relationship,brand equity, (Tezinde et al., 

2002) [42], income, gender, advertising message volume, 

previous experience with mobile ads, trust and brand image  

(Jayawardhena et al., 2009) [20], personal experience, 

perceived usefulness & perceived behavioral control has 

positive influence on permission (Kalyoncuoglu & 

Faiz,2015) [21] and perceived monetary incentives,personal 

relevant messages and perceived entertainment enhance 

customers’ attitude for permission marketing (Bhatia,2020) 

[5]. Customers’ opt-in decisions are affected by the above 

mentioned factors, it is also important to identify the factors 

that drive customers’ wish to opt –out so that firms can 

make deep and intensive efforts to retain their existing 

subscribers. Previous research on customers’ opt-out 

decisions has revealed that customers’ interest in a 

permission marketing program is positively influenced by 

message relevance and monetary benefit (Krishnamurthy, 

2001) [25], that highly personalized messages (e.g., using the 

customer’s name in the e-mail subject line) drive customers 

opt out (Marinova et al., 2002) [30], and that lengthier-mails 

and those with fewer links lead to higher unsubscription 

rates. An extensive review of articles revealed major 

determining factors for permission marketing in context of 

emails, mobile and SMS. 

 

Objective of the study  

To study the theoretical framework of permission marketing 

by reviewing literature. 

 

Conceptual framework 

Krishnamurthy proposed comprehensive cost-benefit 

conceptual framework get knowledge about the consumer's 

experience with a permission-marketing program. The 

objective was to frame a conceptual framework at a 

sufficiently high level of generality. This framework can act 

as a guide for future empirical research in the area. Benefits 

from a permission marketing program have a positive 

impact on a person's level of interest, while expenses have a 

negative impact on interest for permission marketing 

programme. Relevance of the message and financial gain 

are two potential benefits. The fundamental reason that 

encourages individuals to join a permission marketing 

program is the promise of receiving relevant information. 

According to studies (Biel & Bridgwater, 1990; Grunert, 

1996; Milne & Gordon, 1993; Reynolds, Gengler & 

Howard, 1995) [6, 17, 31, 32], people value the relevance of 

promotional messages. The consumer makes decisions 

about the advertising messages' applicability to his or her 

demands at every stage of programme participation. If this 

judgment is negative, there will be a loss of interest. Below 

given figure provides information of Cost-Benefit 

conceptual framework.  
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Fig 1: Cost-Benefit conceptual framework Source: Krishnamurthy, 2001 [25] 

 

Cost- benefit conceptual framework reveled that five factors 

cost and benefit factors such as monetary benefit, message 

relevance, personal information and modification cost, 

privacy and message processing cost influence customers’ 

interest for permission marketing campaign. 

 

Framework for customers’ acceptance for permission 

marketing  

Past research studies report that for the success of 

advertising and marketing it is important that it should be 

permission based (Barwise & Strong, 2002; Wei et al., 

2010; Unal et al., 2011) [2, 48] and the reason responsible for 

this is that customers will have explicit control over how 

their personal information is being used by the marketers 

and this will lower the possibility of resistance of customers 

for advertising (Tucker, 2012) [43]. Even if marketing 

information is permission-based, it is also significant to 

determine whether customers are accepting it as expected. 

This is because without acceptance of marketing 

information it is difficult to make sure that it will be 

processed (Soroa-Koury & Yang, 2010) [38]. The acceptance 

behavior of users toward marketing information has 

previously been examined using three primary behavioral 

theories: Theory of Reasoned Action (TRA), Technology 

Acceptance Model (TAM), and Theory of Planned Behavior 

(TPB). Below is a quick rundown of behavioral theories. 

▪ The theory of reasoned action 

The Theory of Reasoned Action (TRA) was first time 

proposed by Fishbein & Ajzen in the year 1975 [13].The 

basic tenet of the theory is that human beings are rational 

individuals that use information at their disposal for making 

judgments, framing evaluations and taking decisions. The 

theory considers that attitude of an individual towards 

performing behaviour is related with his/her beliefs related 

with certain consequences and evaluation of those 

consequences in performing that behaviour and the theory 

determine that attitude as one of major factor influencing 

person’s intention to perform certain behaviour. Along with 

attitude, person’s intention is influenced by normative 

beliefs as normative beliefs are viewpoints of certain 

referent people such as family, friends, media etc about 

performing or not performing certain behaviors. The 

normative beliefs and motivation leads to normative 

pressure and the collective impact of normative pressure is 

known as subjective norms.Thus the attitude towards 

behaviour and subjective norms are considered as 

determinants of intention to perform some behavior and 

intention leads to performing a behavior. As long as the 

behaviour is voluntarily controlled by the individual, this 

hypothesis properly describes the antecedents related to 

adoption of any system or strategy (Beiginia, 2011) [4].TRA 

is depicted in figure 1. 
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Fig 2: Theory of Reasoned Action (Fishbein & Ajzen, 1975) [13] 

 

▪ Technology Acceptance model 

Davis extended the TRA model to create the Technology 

Acceptance Model (TAM) in management information 

systems research (see Fig. 3). TAM claims that the two 

beliefs of perceived usefulness (PU) and perceived ease of 

use (PEOU) are the most important for acceptance 

behaviour of customer. The subjective likelihood that using 

a certain technique or strategy will improve one's 

performance is known as Perceived usefulness (PU). 

Perceived ease of use (PEOU) is a measure of how easy it is 

to use a strategy or technique. Attitude is predicted by both 

PU and PEOU. PEOU has a connection to PU. TAM differs 

from TRA primarily in one aspect: the person's attitude 

toward using the something and perceived usefulness both 

are jointly used to determine a person's behavioural  

intention. The TAM model has a fundamental flaw in that it 

ignores subjective norms. As a result, the TAM model falls 

short of describing the forced use of some system where 

subjective norms (social pressures) play a significant role. 

Venkatesh and Davis (2000) [46] followed up with their new 

adapted TAM model, which is commonly referred to as the 

Extended Technology Acceptance Model (TAM2). In terms 

of social impact and cognitive instrumental processes, 

TAM2 describes perceived usefulness and usage intentions. 

Subjective norm, voluntariness, and image are social 

influence traits, whereas job relevance, output quality, 

outcome demonstrability, and perceived ease of use are 

cognitive instrumental processes. TAM 2 was then 

expanded to create TAM 3 (Venkatesh & Bala, 2008) [45].  

 

 
 

Fig 3: Technology Acceptance Model (Davis, 1986) 

 

▪ The Theory of Planned Behaviour  

Another extension of TRA, the Theory of Planned 

Behaviour (TPB) (Ajzen, 1991) [1], suggested a new 

construct termed perceived behavioral control as a 

determinant of behavioral intention. Perceived behaviour 

control refers to an individual's perceptions of the ease or 

difficulty of performing behaviour, as well as the skills, 

resources, and opportunities required to perform the 

behaviour. Rather than TRA, the TPB model seeks to 

anticipate both voluntary and involuntary behaviours when 

it comes to perceptions of performance control (Beiginia et 

al., 2011) [4]. 
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Fig 4: Theory of Planned Behaviour (Ajzen, 1991) [1] 

 

Major constructs identified from theoretical framework 

Major factors identified in literature affecting customer 

acceptance of permission marketing: 

 

▪ Subjective norms: SN are called as influence of 

family, friends and social pressures in order to perform 

or not perform a specific behaviour and the beliefs of 

influential people surrounding an individual influence 

an individual’s behaviour (Ajzen,1991) [1]. Subjective 

norms can influence customers willingness to give 

consent for specific marketing information under 

permission marketing campaign of organizations. 

 

▪ Perceived Ease of Use: According to Davis (1989) [11, 

12] attitude of users towards any technology is 

influenced by ease of use and perceived usefulness is 

also affected by perceived ease of use. Therefore, 

perceived ease of use influence attitude of users both 

directly and indirectly through perceived utility. 

According to Karjaluoto et al., (2008) [22] perceived 

ease of use and familiarity plays a significant role in 

influencing the attitude of users’ towards SMS 

advertising. Carroll et al., 2005 [9] reported that 

customer should be made comfortable with the 

procedure opt-in and granting permission for 

marketing/advertising otherwise customers may lead to 

unfavorable attitude towards marketing which will lead 

to failure of adoption of marketing/advertising. 

 

▪ Perceived Usefulness: The Technology Acceptance 

Model (TAM), created by Davis in 1989 [11, 12], explains 

the factors that influence user acceptance any system. 

Here, he defined perceived usefulness as the extent to 

which an individual thinks that utilizing a specific 

system/strategy would improve his or her ability to 

accomplish their purpose. In context of permission 

marketing it is concerned with ease of use of 

permission marketing purchasing decisions. 

 

▪ Perceived Behavioural Control: PBC in context of 

permission marketing can be called as the total control 

people can have behaviours related to promotional 

information they receive. It refers to receiving 

marketing messages only when consumers have granted 

permission to companies empower consumers to 

control frequency, time and content of the messages 

they receive (Jayawardhena et al., 2009; Karjaluoto et 

al., 2008) [20, 22] and it is seen in studies that consumers 

are more willful to give their consent to companies if 

they have authority to control the frequency and content 

of marketing messages (Jayawardhena et al., 2009, 

Kautonen et al., 2007) [20, 23]. 

 

▪ Attitude: According to Fishbein and Ajzen (1975) [13], 

attitude is "an individual's favourable or negative 

feelings (evaluative affect) towards completing certain 

behaviour." If a person has a positive opinion of 

executing the behaviour, Ajzen (1991) [1] asserts, 

"Intention to conduct the behaviour will take place." A 

connecting link between belief factors and behavioural 

intention has also been found to be attitude (Lai and Li, 

2005) [28]. 

 

▪ Behavioural intention: Behavioural intention has been 

interpreted as a person's level of willingness to try and 

amount of effort they intend to put forth in order to 

carry out a behaviour. People are more likely to engage 

in the behaviour when their intentions are stronger, 

according to Ajzen (1991) [1]. 

 

Conclusion  

Following a review of the literature, it was determined that 

models such as the Theory of Reasoned Action, TAM 

model, Theory of Planned Behavior and a few more 

theories/models not covered in this study contributed to 

customer acceptance of permission marketing. The analysis 

of the three models/theories listed above showed that there 

are numerous constructs that determine customer acceptance 

towards permission marketing. The main focus of this study 

is on three models/theories (TRA, TPA, and TAM) and 

conceptual cost benefit framework proposed by 

Krishnamurthy (2001) [25]. Conceptual cost –benefit 

framework for consumer interest for permission marketing 

program reveled that five factors i.e. message relevance, 

monetary benefit, personal information and modification 

cost, privacy and message processing cost largely influence 
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customer interest. Constructs identified in these three 

models/theories are focused; however, there are many other 

factors also contributing to customer acceptance which are 

left out in this study and future researchers can focus on 

studying other theories and factors by considering the 

limitations of this study. Permission marketing is studied in 

different contexts in the marketing arena, according to this 

literature evaluation. Researchers have looked into this topic 

from a variety of angles, including antecedents of 

permission marketing, consumer attitudes regarding 

permission marketing, and customer intentions to grant 

permission. Despite the fact that there have been a number 

of studies on this topic, research on this concept needs more 

attention of scholars. After doing this investigation, it was 

discovered that no review studies have been conducted on 

this topic since its conception. This study will greatly 

contribute to the literature of permission marketing. On a 

theoretical level, this review adds much to the existing 

literature. 

 

References 

1. Ajzen I. The theory of planned behavior. 

Organizational Behavior and Human Decision 

Processes,1991:50:179-211. 

2. Barwise P, Strong C. Permission based mobile 

advertising. Journal of Interactive 

Marketing,2002:16(1):14-24. 

3. Bamba F, Barnes SJ. SMS advertising, permission and 

the consumer: a study. Business Process Management 

Journal,2007:13(6):815-829. 

4. Beiginia AR, Besheli AS, Soluklu ME, Ahmadi M. 

Assessing the Mobile Banking Adoption Based on the 

Decomposed Theory of Planned Behaviour. European 

Journal of Economics, Finance & Administrative 

Sciences,2011:28(28):7–15.  

5. Bhatia V. Drivers and barriers of permission-based 

marketing. Journal of Research in Interactive 

Marketing,2020:14(1):51-70. 

6. Biel AL, Bridgwater C. Attributes of likable television 

commercials. Journal of Advertising 

Research,1990:30(3):38–45. 

7. Bulk SMS Gateway. Bulk SMS Services Pricing India, 

Bulk SMS Price List, Bulk SMS Rates in Hyderabad, 

India, 2022. 

https://www.bulksmsgateway.in/smspricing.  

8. Cranor LF, LaMacchia BA. Spam!. Communications of 

the ACM,1998:41(8):74-83. 

9. Carroll A, Barnes SJ, Scornavacca E. Consumers 

perceptions and attitudes towards SMS mobile 

marketing in New Zealand. In International Conference 

on Mobile Business (ICMB'05), 2005, 434-440. 

10. COAI. Cellular Operators Association of India, 2019. 

https://www.coai.com/. Online. 

11. Davis FD. Perceived usefulness, perceived ease of use, 

and user acceptance of information technology, MIS 

Quarterly,1989:13(3):319-340. 

12. Davis FD, B Agozzi RP, W Arshaw PR. User 

acceptance of computer technology: a comparison of 

two theoretical models. Management 

Science,1989:35:982-1003. 

13. Fishbein M, Ajzen I. Belief, attitude, intention, and 

behavior: An introduction to theory and research. 

Reading, MA: Addison-Wesley, 1975. 

14. Godin S. Permission marketing: Turning strangers into 

friends and friends into customers. Simon and Schuster, 

1999. 

15. Gupta N. A study of consumer behaviour towards 

permission based email marketing in selected Indian 

banks. Ph.D. Thesis, Shobhit University, Meerut, 2012. 

16. Grubor A, Đokić N, Milićević N. The use of e-mail 

marketing in accordance with permission marketing 

approach in promotion of a study program. Strategic 

Management,2018:23(4):26-31. 

17. Grunert Klaus G. Automatic and strategic processes in 

advertising effects, Journal of 

Marketing,1996:60(4):88-101 

18. Hoffman DL, Novak TP. Marketing in hypermedia 

computer-mediated environments: Conceptual 

foundations. Journal of marketing,1996:60(3):50-68. 

19. Im H, Ha Y. Enablers and inhibitors of permission-

based marketing: A case of mobile coupons. Journal of 

Retailing and Consumer Services,2013:20(5):495-503. 

20. Jayawardhena C, Kuckertz A, Karjaluoto H, Kautonen 

T. Antecedents to permission based mobile marketing: 

an initial examination. European journal of 

marketing,2009:43(3/4):473-499. 

21. Kalyoncuoglu S, Faiz E. A study on determining the 

factors which affect consumers’ permission for 

marketing messages sent by companies. International 

Journal of Business and Social Science,2015:6(10):11-

27.  

22. Karjaluoto H, Lehto H, Leppaniemi M, Jayawardhena 

C. Exploring gender influence on customer's intention 

to engage permission-based mobile marketing. 

Electronic Markets,2008:18(3):242-259. 

23. Kautonen T, Karjaluoto H, Jayawardhena C, Kuckertz 

A. Permission-based mobile marketing and sources of 

trust in selected European markets. Journal of Systems 

and Information Technology,2007:9(2):104-123. 

24. Kent R, Brandal H. Improving email response in a 

permission marketing context.International Journal of 

Market Research,2003:45(4):1-13. 

25. Krishnamurthy S. A comprehensive analysis of 

permission marketing. Journal of Computer-Mediated 

Communication,2001:6(2):JCMC623. 

26. Kulina A, Loyalty C, Beard M. The Importance of 

Permission Marketing in the Digital Age. TSYS, 2016. 

27. Kumar MS, Sharma RR. Privacy in Electronic-

Marketing: A Theoretical Framework. Srusti 

Management Review, 2012, 5(1). 

28. Lai VS, Li H. Technology acceptance model for 

internet banking: an invariance analysis. Information & 

management,2005:42(2):373-386. 

29. Laksamana P. The role of permission on purchase 

intention in mobile marketing in banking. Journal of 

Marketing Management,2016:4(2):49-56. 

30. Marinova A, Murphy J, Massey BL. Permission e-mail 

marketing as a means of targeted promotion. Cornell 

Hotel and Restaurant Administration 

Quarterly,2002:43(1):61-69.  

31. Milne George R, Mary Ellen Gordon. Direct mail 

privacy-efficiency trade-offs within an implied social 

contract framework, Journal of Public Policy & 

Marketing,1993:12(2):206. 

32. Reynolds Thomas J, Charles E Gengler, Daniel J 

Howard. A means-end analysis of brand persuasion 



International Journal of Commerce and Management Research www.managejournal.com 

86 

through advertising, International Journal of Research 

in Marketing,1995:12(3):257–267. 

33. Raad M, Yeassen NM, Alam GM, Zaidan BB, Zaidan 

AA. Impact of spam advertisement through e-mail: A 

study to assess the influence of the anti-spam on the e-

mail marketing. African Journal of Business 

Management,2010:4(11):2362-2367. 

34. Reimers V, Chao CW, Gorman S. Permission email 

marketing and its influence on online shopping. Asia 

Pacific Journal of Marketing and 

Logistics,2016:28(2):308-322. 

35. Richard JE, Meuli PG. Exploring and modelling digital 

natives' intention to use permission-based location-

aware mobile advertising. Journal of Marketing 

Management,2013:29(5-6):698-719. 

36. Serna FJA. The Legal Regulation of Spam: An 

International Comparative Study. Journal of 

Innovations in Digital Marketing,2022:3(1):1-11. 

37. Shiman DR. When e-mail becomes junk mail: The 

welfare implications of the advancement of 

communications technology. Review of Industrial 

Organization,1996:11(1):35-48. 

38. Soroa-Koury S, Yang KCC. Factors affecting 

consumers’ responses to mobile advertising from a 

social norm theoretical perspective. Telematics and 

Informatics,2010:27(1):103-113. 

39. Soundararaj JJ. Permission Marketing-Interruption is 

replaced by invitation.Zenith International Journal of 

Business Economics & Management 

Research,2012:2(3):214-221. 

40. Sweeney S. 101 ways to promote your web site: Filled 

with proven Internet marketing tips, tools, techniques, 

and resources to increase your web site traffic.6th 

edition. Maximum Press, 2006. 

41. Tanakinjal GH, Deans KR, Gray B. Management of 

permission-based mobile marketing diffusion: A 

conceptual model. International Journal of Business 

and Management,2007:2(6):52-59. 

42. Tezinde T, Smith B, Murphy J. Getting permission: 

Exploring factors affecting permission marketing. 

Journal of Interactive Marketing,2002:16(4):28-36. 

43. Tucker CE. The economics of advertising and privacy. 

International Journal of Industrial 

Organization,2012:30(3):326–329. 

http://doi.org/10.1016/j.ijindorg. 2011.11.004 

44. Ünal S, Erciş A, Keser E. Attitudes towards mobile 

advertising - A research to determine the differences 

between the attitudes of youth and adults. Procedia - 

Social and Behavioral Sciences,2011:24:361–377.  

45. Venkatesh V, Bala H. Technology Acceptance Model 3 

and a research agenda on interventions, Decision 

Sciences,2008:39(2):273-315.  

46. Venkatesh V, Davis FD. A theoretical extension of the 

technology acceptance model: Four longitudinal field 

studies, Management Science,2000:46(2):186-204. 

47. Waring T, Martinez A. Ethical customer relationships: 

A comparative analysis of US and French organisations 

using permission-based e-mail marketing. Journal of 

Database Marketing & Customer Strategy 

Management,2002:10(1):53-69. 

48. Wei R, Xiaoming H, Pan J. Examining user behavioral 

response to SMS ads: Implications for the evolution of 

the mobile phone as a bona-fide medium. Telematics 

and Informatics,2010:27(1):32–41.  

49. Yaseen Q. Spam email detection using deep learning 

techniques. Procedia Computer Science,2021:184:853-

858. 


