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Abstract: The aim of the article is to describe the current state of the issue of user preferences when using mobile 

devices in relation to e-mail marketing issues. The article focuses on the theoretical background of mobile marketing, 

e-mail marketing and defines the key areas of the subject areas. The article deals with the current global trends in the 

online environment, which, based on multiple analyzes, describes user preferences for the usage of mobile - smart 

devices which is linked to e-mail marketing activities. The aim of the article is also to evaluate and point out the 
possible future direction of the examined issues. 
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1. Introduction 

The current popularity of mobile devices like smartphones or tablets forces organizations and their marketing 

activities to adapt to current trends. The goal of organizations is to create space for communication with the target 

audience. The goal is also to create a space for the presentation of their products and services, but also to build a 

positive image in the eyes of the public. It is the online character of mobile devices that are constantly connected to 

the Internet, in most cases in relation to maximizing the use of their potential. The popularity and constant 
technological development of these devices has made mobile marketing one of the fastest growing marketing 

methods.  

The concept of mobile marketing by Backer and Arnold (2010) perceives a set of procedures that enable 

organizations to communicate and collaborate with their audience in an interactive and relevant way through any 

mobile device. The authors formulate the benefits that mobile marketing brings from users' point of view. 

Specifically, it is a quick access to information, a time-efficient solution and personalization.  

Mobile marketing is a systematic planning, implementation, and control of a mixture of business activities, 

which are designed to bring buyers and sellers together for mutually beneficial product exchanges where the main 

point of contact with the consumer is the use of their mobile device (Michael and Salter 2006). 

Mobile marketing is a new marketing communication tool, which uses mobile technology to present goods, 
services or ideas. We should emphasize that mobile technologies according to Sharl et al. (2005) allow immediate 

interaction with target groups anytime, anywhere, depending on their geographical location or the situation where 

they are at the time of receiving the marketing message, making it an effective marketing communication tool. 
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In agreement with Dodson (2016), mobile marketing is a set of procedures that allow organizations to 

communicate and engage with customers in an interactive and relevant way through a mobile device or network. 

Mobile marketing creates a connection that fuses traditional media and digital marketing. 

In addition to the popularity of growing social networks, to which users access through their smartphones or 

tablets, we can also include an email. Even though email as such and the issue of e-mail marketing is not a new topic, 

it can also be marked as a constantly evolving and, more importantly, from the point of view of marketing 

communication, it is still highly relevant (Metke 2010).  

Marketing activities made through mobile - smart devices enable organizations to communicate directly with 
potential customers quickly and wherever they are. According to Miklošík (2013), mobile marketing is focusing on 

the active use of mobile devices (most often smartphones and tablets). In agreement with Krum (2010), mobile 

marketing is nowadays an ever-expanding type of marketing and assumed to be the marketing of the future. 

Mobile devices like smartphones or tablets, according to Adamko (2013) provide marketing research with one 

major advantage, namely the real-time data collection. The advantage of mobile marketing is in particular its 
efficiency and readiness for the action. We can use mobile marketing as a more effective alternative to other 

marketing communication techniques because it is focusing on the purchase. Moreover, mobile marketing can 

convince consumers to visit the store.  

In this regard, it is worth mentioning that the goal of mobile marketing is to provide information at a given time, 

which promotes products, services and ideas with the help of wireless media, which is beneficial to all parties 

(Thangadurai 2016).   

As reported by Janouch (2011), e-mail marketing as one of the spectrum of online marketing tools belongs to 

the very effective forms of online marketing. It requires a great deal of marketing effort and overcoming legal and 

technical barriers. Through e-mail marketing, we can not only sell, but also build a long-term relationship with the 

customers. Kotler and Armstrong (2009) state that the success of the campaign can be verified because e-mail 
marketing provides accurate e-mail statistics, for example, how many people clicked on a link or what was their next 

step.  

At first glance, addressing target groups by e-mail may seem very simple. We must be aware of the problems 

associated with this form of e-marketing. The biggest obstacles are anti-spam filters, poor integration with other 

forms of communication, inadequate personalization or incorrectly retrieved e-mail (Kozák 2009). It is necessary to 
add that the prerequisite for the implementation of e-mail marketing activities is the customer database, which 

represents an organized set of important data about existing or potential customers (Poliačiková 2007). 

According to Karlíček et al. (2016), mobile marketing is a risk to a certain extent, because people consider a cell 

phone to be a private medium. Mobile communication through mobile devices can also provoke a negative reaction. 

Nevertheless, they see the advantage of targeting by the location. This means that they send an ad SMS only to the 

customers who are currently on the website of the store.  

 

2. The current state of the problem 

Return Path (2017) notes that by 2017, the number of email users will reach more than 3.7 billion, accounting 

for more than half of the world's population. We can note that the global share of users using their mobile phones to 

access the Internet was 52.70% in 2015. Subsequently, the years 2016-2019 predict the growth of users using their 

mobile phones to access the Internet. In particular, the growth of 10,70% is expected, which makes 63.40%. The 

average annual growth rate in this case is estimated at 4.74% (Statista 2016a). 
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Chart 1 Share of expenses on promotion in the mobile and non-mobile segments 

Source: IAB/PwC 2016 

 

  In addition to the development of mobile communication applications, e-mail maintains its strong position at 

the business level. At the global level, organizations are the preferred channel of online marketing communications. 

In the case of expenses on individual forms of online promotion, it is worth mentioning that up to 50.52% of the 

budgets of online promotion organizations in 2016 were spent on mobile marketing (IAB / PwC 2016). As Chart 1 

shows, by 2016, the non-mobile segment of online marketing communications dominated. In the case of the year-on-

year comparison of the growth of the mobile segment, we see a growth of 34.73% (2015) to 50.52% (2016).  

 

 
Chart 2 The usage share of individual types of devices (2015 - 2016) 
Source: Litmus 2017 

 

The analysis of Litmus (2017) points to the current importance of mobile - smart devices for e-mail marketing 

purposes. Based on the findings of the analysis, which was observed between 2015 and 2016, it can be concluded that 

mobile - smart devices are dominated by their use for e-mail access (evaluated based on the number of opened e-mail 
messages). Specifically, the analysis shows a growth in the share of mobile – smart devices in 2016 from 54% to 



eXclusive e-JOURNAL 

ISSN: 1339-4509 (Online) Journal homepage: http://www.exclusiveejournal.sk 

ECONOMY & SOCIETY & ENVIRONMENT   

 

© 2016 The Author(s). Published by eXclusive e-JOURNAL. 

This is an Open Access article distributed under the terms of the Creative Commons Attribution License 
(http://creativecommons.org/licenses/by/3.0/), which permits unrestricted use, distribution, and reproduction in any medium, 

provided the original work is properly cited. The moral rights of the named author(s) have been asserted.  

4 

56%. In the case of desktop PCs (e.g. Microsoft Outlook application) it was a shift from 19% to 16%, in the case of 

webmail (e.g. Gmail.com, Outlook.com, Yahoo.com) it was a shift from 27% to 30% (Chart 2)|.  

 

 
Chart 3 Developing the access to email-message processing (2014-2016) 

Source: eMarketer 2017 

 

The user preferences of the organization’s target audience change, marketing strategies and methods that are 

copying current trends are also adapted. Based on Chart 5, we can see a shift in the processing of ad emails. In 2014, 

organizations focused on traditional emails (not adapted to mobile-smart devices). The shift happened in 2015 and 

responsive emails (50% in 2016) dominated in 2016, i.e. email messages are adapted for mobile - smart devices 

(eMarketer 2017; Chart 3). We expect that the focus on mobile devices will continue. 

 

Chart 4 The usage share of individual types of devices (2017) 

 
Source: IBM – Watson marketing 2017 
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The 2016 Email Marketing Metrics Benchmark Study of IBM - Watson Marketing (2017), similarly to the 

above-mentioned analysis, focused its attention on assessing the importance of individual device types from an e-mail 

marketing perspective based on their share of user usage. The analysis states that globally up to 49% of all e-mail 
users are reading on their mobile - smart devices. Chart 4 shows that mobile - smart devices dominate in the UK 

(55%) and in developing economies (56%), where the mobile - smart device is the first device through which the user 

had the opportunity to access the Internet. Traditional PCs or laptops are not relevant in this case. 

 

3. Conclusion 

E-mail as a cornerstone of online communication in the online environment even after 1945 is still an 

irreplaceable channel for marketing managers and for small and large companies. The current trend of using mobile - 

smart devices such as smartphones or tablets with access to the Internet and the use of a wide range of online services 
has become a common and accepted part of consumers' lives around the world. This development raises the issue of 

mobile marketing to the forefront of the marketers' interest around the world. 

It is worth mentioning the fact that ten years ago mobile marketing was only referred to as a part of marketing 

strategies. The implemented research in this area points to the fact that we will continue to use these mobile devices 

even more frequently in the future. Just as smartphones and tablets have started to change and customize websites and 
apps on mobile devices, the perception and access to the e-mail marketing activities also changed. Based on the 

above-mentioned analyzes, it can be concluded that the surveyed issue from the point of view of marketing activities 

in the online environment is a relevant source for a better understanding of the current issue of e-mail marketing 

under conditions of mobile - smart devices. In relation to this, it will be interesting to monitor the technological 

development of e-mail services and the development of e-mail messages as such in the hands of marketers around the 

world. 
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