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Email marketing in the era of the empowered consumer
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Future research

As the majority of empowerment research has so far been conceptual in nature, empirical research
is emphasized in the future recommendations. There are six potential areas of research, five of
which concern stage 4 on the framework presented in Figure 3. The first two of them concentrate on
relevance and last two study how consumers can become active participants in email marketing.
Fifth one reviews psychological factors and consumers’ resources in order to understand the effect
of empowerment strategies on consumer response. One research topic concerns stage 2, reviewing

channel acceptance and its’ influence on consumer responsiveness in general.
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