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Abstract

This study examines the effectiveness of email marketing as a direct
communication channel in an era dominated by social media. Through a
qualitative literature review approach, this research analyzes the fundamental
characteristics of email marketing compared to social media, the role of each
channel in the consumer journey, and the factors influencing implementation
quality. The findings reveal that email marketing possesses distinct advantages
including data ownership, high level personalization, guaranteed reach, and
effectiveness in driving conversion and long term customer relationships.
Social media excels in broad reach, virality potential, and brand awareness
building. Both channels serve complementary functions within an integrated
marketing communication framework. The effectiveness of email marketing
is largely determined by implementation quality, including precise
segmentation, substantive personalization, intelligent automation, and
accurate measurement. Regulatory developments regarding data privacy and
evolving consumer behavior strengthen email marketing's position as a
channel aligned with transparency and consent requirements. This study
contributes to the conceptual development of integrated digital marketing
communication and provides practical guidance for marketers in allocating
resources across channels.
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Introduction

Digital marketing communication has undergone a very rapid evolution
along with the development of information technology and changes in
consumer behavior in accessing information. This is inseparable from how
access to technology and digital skills have now become the primary bridge
in opening various new opportunities in the modern era (Arifin &
Darmawan, 2021). In the last two decades, the digital marketing landscape
has been dominated by the emergence of various social media platforms
that offer two-way interaction capabilities between brands and consumers.
Platforms such as Facebook, Instagram, Twitter, and various instant
messaging applications have changed the way companies communicate
with their audiences, shifting the paradigm from conventional mass
communication toward communication that is more personal and
fragmented. This change also reflects the increasingly dynamic patterns of
social interaction within today's virtual communities (Darmawan, 2021).

Companies are racing to build a presence on social media in the
hope of reaching consumers more effectively through viral content and
continuous interaction (Appel et al., 2020). Investment in social media
marketing has increased significantly, while budgets for traditional
marketing channels such as direct mail, print advertising, and even email
marketing have declined. This shift in resource allocation reflects the belief
that social media is a more relevant channel for modern consumer
behavior, which spends a massive amount of time on digital platforms
(Dwivedi et al., 2021; Niveditta & Padmavathy, 2017). However, questions
regarding the actual effectiveness of each digital marketing channel,
including whether email marketing still holds relevance amidst social
media dominance, remain an issue that needs deeper examination.
Shifting consumer preferences and constantly changing social media
platform algorithms create complex dynamics in determining the optimal
marketing communication mix.

Email marketing, as one of the oldest forms of digital marketing
communication, has fundamentally different characteristics from social
media (Gonxhe, 2016). This strategy often intersects with technical and
ethical efforts in maintaining business visibility in the digital realm
(Eddine & Darmawan, 2021). Unlike social media, which relies on

algorithms to determine what content is seen by users, email marketing
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operates in a space more controlled by the sender and receiver (Fariborzi
& Zahedifard, 2012). Consumers who receive marketing emails have given
explicit permission through an opt-in process, creating a foundation for a
relationship that is more legally and ethically legitimate. Full ownership of
audience data by the company, rather than a third-party platform, provides
a significant strategic advantage in building long-term relationships with
consumers (Hudak et al., 2017).

The ability to perform segmentation and personalization at a very
detailed level allows senders to tailor messages to the preferences and
behaviors of each individual. In an era where consumers are increasingly
critical of irrelevant advertisements, this targeted approach becomes even
more valuable. Moreover, understanding how consumers make
spontaneous decisions in the digital market is a vital key to a brand's
success (Darmawan & Gatheru, 2021). Additionally, mature and
standardized performance measurement metrics for email marketing, such
as open rate, click-through rate, and conversion rate, provide precise
analytical capabilities to optimize campaigns. These characteristics indicate
that email marketing has a different foundation than social media, which
relies more on organic reach that is increasingly limited due to continuous
algorithmic changes.

The effectiveness of email marketing as a direct communication
channel needs to be understood within the framework of a complex and
multidimensional consumer journey (Hartemo, 2016; Lemon & Verhoef,
2016). Modern consumers no longer move linearly from awareness to
purchase, but rather through various touchpoints scattered across different
digital channels. Within this framework, email marketing functions as a
channel capable of reaching consumers at the point where they are most
receptive, namely their personal inbox, which is a digital space relatively
undisturbed by excessive information noise. In contrast to social media
news feeds that are crowded with content from various sources competing
for attention, the email inbox provides a more structured environment and
allows for more focused attention.

Consumers who voluntarily open marketing emails demonstrate a
higher level of engagement compared to consumers who only view content
passively on social media (Sahni et al., 2018). The ability to deliver longer
and more informative messages compared to the character limits on social
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media is also a distinct advantage for communication that requires detailed
explanation. In the context of long-term relationship-oriented marketing,
the ability of email marketing to maintain consistent communication with
an existing customer base becomes a strategic value that cannot be replaced
by social media, which is more oriented toward acquisition and broad reach.
Ultimately, the appropriate utilization of technology and an understanding
of user behavior will significantly determine the sustainability of a business
in the future (Arifin & Darmawan, 2021; Darmawan, 2021).

Technological developments and data protection regulations have
also helped reshape the landscape of email marketing and its position
relative to social media (Sabbagh, 2021). In the midst of this situation,
maintaining business visibility ethically and technically poses a unique
challenge for every digital entrepreneur (Arifin et al., 2021). The
implementation of various regulations such as the General Data Protection
Regulation in Europe and personal data protection laws in various countries
has increased awareness regarding the importance of consent in the
collection and use of consumer data (Martin et al., 2017). Email marketing,
which operates based on optin principles, is inherently more compliant
with these regulatory demands compared to social media models that often
rely on extensive and sometimes ambiguous data collection.

Companies that rely on social media for marketing communication
face a high risk of dependency on platforms whose policies can change at any
time, including algorithmic changes that can drastically reduce the organic
reach of published content (Bakhtiari, 2023). Such policy uncertainty requires
business actors to have stronger survival strategies in facing managerial
obstacles (Mardikaningsih & Darmawan, 2021). The phenomenon of
declining organic reach across various social media platforms has forced
companies to allocate increasingly larger budgets for paid advertising to
maintain visibility. On the other hand, email marketing provides higher reach
certainty because the messages sent will go directly into the recipient's inbox
without having to pass through complex algorithmic filters. The aspects of
data ownership and independence from third-party platform policies make
email marketing an increasingly important strategic asset in a company's
digital marketing portfolio. Good management between management,
technology, and business aspects will greatly assist companies in maintaining
their operational stability (Darmawan et al., 2015).
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The COVID-19 pandemic and the accompanying acceleration of
digitalization have changed consumer behavior in interacting with brands
and influenced the effectiveness of various marketing channels. This digital
transformation has also encouraged many sectors to optimize the use of big
data for the smooth operation of supply chains and services (Putra & Arifin,
2021). During the period of mobility restrictions, consumers spent more
time at home and significantly increased online shopping activities (Mason
et al., 2021). The surge in the volume of emails received by consumers
during this period created new challenges in terms of the battle for attention,
but also proved the resilience of email marketing as a communication
channel that remained effective amidst crisis conditions.

Email open rates and conversions from email campaigns showed
relatively good resilience compared to other channels that experienced
sharper fluctuations (Gu et al., 2021). Beyond technical factors,
understanding consumer behavior in using personal data for more
personalized advertising is the key to marketing success today (Fared &
Darmawan, 2021). Experience during the pandemic also showed that
email marketing plays a unique role in maintaining relationships with
customers when physical channels are unavailable, as well as in conveying
important information about business operational changes. The ability to
communicate directly and measurably proved to be a valuable asset for
businesses that had to adapt quickly to changing market conditions. While
social media remains important for building brand awareness and public
engagement, email marketing demonstrates superiority in terms of
conversion and relationship maintenance with the existing customer base,
reinforcing the argument that both channels have complementary
functions rather than competing directly.

The main issue that arises in the discourse regarding the relevance of
email marketing in the era of social media dominance is the erroneous
assumption that social media has completely replaced the function of email
marketing. This assumption often emerges alongside the rapid development
of digital literacy among the younger generation (Kurniawan et al., 2021).
This assumption is based on observations that the younger generation is
more active in using social media and spends less time on email, as well as
the trend of companies reducing their use of email as a primary marketing
channel (Voorveld et al., 2018). However, this assumption ignores the fact
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that digital media consumption behavior is multitasking and contextual,
where consumers use different channels for different purposes.

Email marketing serves a different function than social media, where
email is more effective for transactional communication, deep
personalization, and long-term relationship maintenance, while social
media excels in building brand awareness, public interaction, and viral
reach (Stephen, 2016). Although the digital world appears global, there are
sometimes clashes between the local values of traditional societies and the
modern marketing strategies implemented (Mardikaningsih et al., 2021).
Combining both channels under the assumption that they have identical
functions will result in a strategy that is not optimal. This problem is
complicated by a lack of understanding regarding the appropriate
effectiveness metrics for each channel, where the use of metrics such as
follower counts or engagement rates on social media is often not
comparable to the more direct conversion metrics of email marketing.
Without a clear understanding of the specific functions and strengths of
each channel, companies tend to make resource allocation decisions that
are not based on a comprehensive comparative analysis.

Another problem lies in the gap between the perception of email
marketing's effectiveness and the reality of its implementation in business
practice. Often, obstacles arise not because of the technology, but due to a
lack of understanding in managing consumer reviews to increase product
competitiveness (Negara et al., 2021). Many companies that have adopted
email marketing are unable to optimize its potential due to various factors,
including imprecise segmentation strategies, shallow personalization, and
a lack of integration with consumer behavioral data from various sources
(Zhang et al., 2017). As a result, the emails sent are often perceived as spam
by consumers because they are irrelevant to their needs or preferences.
This can certainly affect the public's perspective on the reliability of a
digital service amidst the challenges of social integration (Fariz, 2021).

Negative experiences with irrelevant marketing emails then reinforce
the perception that email marketing is ineffective, when in fact the
problem lies in the quality of implementation, not the channel itself. On
the other hand, social media often receives a more positive perception due
to the ability of viral content to reach large audiences at a relatively low
cost. The appeal of social media promotion has been proven to frequently
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trigger impulsive buying behavior across various marketplaces
(Mardikaningsih et al., 2018). However, high engagement metrics do not
necessarily correlate with an increase in sales or customer loyalty (Hoffman
& Fodor, 2010). An unbalanced comparison between the potential reach
of social media and the cost per conversion of email marketing creates a
distortion in the evaluation of each channel's effectiveness

The study on the effectiveness of email marketing in the era of social
media dominance lies in the need to provide clear guidance for marketing
practitioners in allocating limited resources amidst the continuously
changing dynamics of the digital landscape. Beyond business matters, the
principle of providing the best for the interests of the parties involved, just
as in family or parenting matters, is also very important to consider (Fajar et
al., 2021). Investment in digital marketing continues to increase
significantly; however, without an adequate understanding of each channel's
contribution to business objectives, the risk of resource wastage becomes
very high (Chaffey & Ellis-Chadwick, 2019). Companies that focus too
heavily on social media may lose opportunities to build more valuable long-
term relationships through email marketing, while companies that ignore
social media may lose the chance to reach a broader new audience.

Furthermore, increasingly strict privacy policy changes and the
decline of organic reach on social media create an urgent need to re-
evaluate the dependency on third-party platforms (Bleier et al., 2020). In
dealing with disputes or rights violations in the digital world, an
understanding of the inhibiting factors in the legal process also becomes a
crucial aspect of protection (Hardyansah et al., 2021). This study is
important because it provides a theoretical foundation for understanding
the role of email marketing within the framework of integrated marketing
communications, and helps identify specific conditions where email
marketing can provide a competitive advantage compared to social media.
Without adequate understanding, companies will find it difficult to design
optimal and sustainable digital marketing strategies.

This study aims to analyze the effectiveness of email marketing
within the framework of digital marketing communication by comparing
its characteristics, functions, and performance metrics relative to social
media. The analysis is conducted by tracing literature that discusses the
fundamental differences between email marketing and social media, the

SISI - Vol. 1 No. 2, 301324 [ENLA}




Studi Ilmu Sosial Indonesia

role of each channel in the consumer journey, as well as the factors
influencing the effectiveness of email marketing implementation. The
results of this study are expected to provide a theoretical contribution to
the development of integrated marketing communication concepts in the
digital era, as well as practical contributions for marketing practitioners in
designing an optimal channel mix in accordance with business objectives
and audience characteristics.

Method

This research is a literature study with a qualitative approach focusing on
the analysis of literature discussing email marketing and social media
within the context of digital marketing communication. Singleton and
Straits (2018) explain that research with a qualitative approach in the social
sciences allows researchers to explore complex phenomena through the
interpretation of various relevant written sources. The nature of this
research is exploratory as it aims to understand in depth how email
marketing functions as a direct communication channel and how its
effectiveness compares to social media. In this study, the collected library
materials include academic literature from the fields of marketing,
communication, and information technology, as well as industry reports
discussing email marketing and social media practices. Scheurich (2014)
emphasizes that in qualitative research, researchers must be aware of their
interpretative position in reading and understanding the sources studied.
Therefore, the approach used is a conceptual analysis that seeks to identify
key concepts, relationships between concepts, and the theoretical and
practical implications of the existing findings. Lampard and Pole (2015)
add that high-quality library research requires the ability to perform a
synthesis of various sources that may have different perspectives, as well as
the ability to identify gaps in the existing literature.

The process of collecting library materials in this study was
conducted through a systematic search of academic databases and trusted
sources discussing the topics of email marketing and social media.
Singleton and Straits (2018) underscore the importance of careful source
selection in library research to ensure that the analysis is based on literature
with high credibility and relevance. The keywords used in the search
include terminology related to email marketing, social media, digital
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marketing communication, channel effectiveness, and digital consumer
behavior. The collected sources were then analyzed using a thematic
analysis method, which allows researchers to identify emerging patterns
from various literatures. Lampard and Pole (2015) explain that thematic
analysis in qualitative research involves a process of coding, grouping, and
synthesis to develop a complete understanding of the phenomena being
studied. In this study, the analysis was conducted by comparing different
perspectives on the effectiveness of email marketing, identifying factors
that influence said effectiveness, and formulating a conceptual framework
that can explain the role of email marketing within the digital marketing
communication mix. Scheurich (2014) adds that in postmodern research,
it is important to question the underlying assumptions of existing
practices, including assumptions about the superiority of social media
compared to email marketing. The results of the analysis are organized
systematically to answer the research problems while considering the
complexities and nuances emerging from the various sources gathered.

Result and Discussion

The effectiveness of email marketing as a direct communication channel
must be understood through the lens of fundamental differences between
the working mechanisms of email and social media. In general, every
business needs to understand how the right combination of marketing
strategies can create an advantage over competitors (Darmawan & Grenier,
2021). Email marketing operates in an environment based on explicit
permission from the recipient, where every individual receiving a message
has given consent to receive communication from the sender. This opt-in
concept creates a qualitatively different relationship foundation compared
to social media, which often relies on algorithms to determine who sees
the content (Hartemo, 2016; Sabbagh, 2021). Email recipients have
demonstrated a higher level of initial interest in the brand or product, so
they tend to be more receptive to the messages received. The email inbox
is also a relatively private and structured digital space, unlike social media
news feeds which are crowded with content from various sources
competing for attention. This aligns with the observation that consumer

behavior in choosing a product is often heavily influenced by how the
marketing mix is delivered to them (Khayru & Issalillah, 2021). When
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consumers open a marketing email, they do so in conditions that allow for
more focused attention because there are no distractions from other
content appearing simultaneously. This characteristic gives email
marketing an advantage in terms of the quality of attention received, even
though its reach might be smaller compared to social media. Additionally,
the ability to send messages of unlimited length allows for the delivery of
more comprehensive information, which is invaluable for products or
services requiring detailed explanations or for communication aimed at
building authority and trust.

The aspect of data ownership and independence from third-party
platform policies becomes a crucial factor distinguishing email marketing
from social media in the context of long-term effectiveness (Sabbagh,
2021). It is important for us to see that the success of a service is not just
about promotion, but also about how to manage the marketing mix
holistically to remain competitive (Darmawan & Grenier, 2021).
Companies that build a customer email database possess an asset that is
entirely under their control, independent of algorithm changes or social
media platform policies that can change at any time (Katsikeas et al., 2020).
The phenomenon of declining organic reach on various social media
platforms has shown how fragile dependency on third-party platforms can
be. Content that could previously reach tens of thousands of followers
organically is now seen by only a small fraction of them, forcing companies
to allocate increasingly larger budgets for paid advertising to maintain
visibility. On the other hand, email marketing provides a much higher
certainty of reach because the messages sent go directly into the recipient's
inbox without having to pass through complex algorithmic filters
(Chittenden & Rettie, 2003). This high delivery rate is a significant
advantage when a company needs to convey important information or
when conducting transactional communications that require a guarantee
of receipt. Furthermore, data collected from email interactions can be used
to build increasingly rich customer profiles over time, creating a data asset
whose value continues to grow as the volume of interaction increases.
Ultimately, a deep understanding of consumer shopping behavior toward
specific products will greatly assist companies in determining their next
strategic steps (Khayru & Issalillah, 2021). Within a long-term
relationship-oriented marketing framework, the ability to own and manage
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customer data independently becomes a strategic advantage that cannot be
underestimated (Verhoef et al., 2010).

Segmentation and personalization are areas where email marketing
demonstrates an advantage that is difficult for social media to match. The
ability to divide a customer database into highly specific segments based
on behavior, preferences, demographics, and interaction history allows for
the delivery of messages that are highly relevant to each individual (Ansari
& Mela, 2003; Begqiri, 2016). Personalization in email marketing can reach
a high level of granularity, ranging from mentioning the recipient's name
to tailoring product recommendations based on purchase history or
browsing behavior. This high level of relevance directly correlates with
increased engagement levels, such as open rates and click-through rates,
and ultimately with conversion rates (Kumar et al., 2014). On the other
hand, social media has limitations in terms of personalization because
published content is generally "one-size-fits-all," despite the ability to target
ads to specific audience segments. However, personalization in social
media advertising remains within the boundaries set by the platform and
cannot achieve the same level of specificity as email marketing.
Additionally, personalization in email can be combined with marketing
automation to create communication flows that are responsive to recipient
actions (Hummel et al., 2021). For example, the email sent can change
dynamically based on whether the recipient opened a previous email,
clicked a certain link, or made a purchase. The ability to create an adaptive
and contextual dialogue makes email marketing a highly effective channel
for guiding prospects through the consumer journey toward a purchase.

The role of email marketing in the customer lifecycle differs
fundamentally from the role of social media, so comparisons of
effectiveness must consider the stages of the consumer journey that are the
focus of each respective channel (Soegoto & Fahreza, 2018). Social media
has an advantage in the early stages of the customer lifecycle, namely in the
awareness and consideration phases, where broad reach capabilities and
viral potential allow brands to reach new audiences on a large scale.
Engaging and shareable content on social media can create a digital word-
of-mouth effect that expands reach exponentially. However, once
consumers have entered the conversion and loyalty phases, email
marketing demonstrates a significant advantage (Hartemo, 2016). At this
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phase, consumers have shown enough interest to provide their contact
information, and personal as well as relevant communication becomes the
key to driving purchase decisions and maintaining long-term relationships
(Chittenden & Rettie, 2003). Email marketing also plays a crucial role in
the post-purchase phase, such as order confirmations, product information
delivery, review requests, and complementary product offers. This
transactional communication requires guaranteed delivery and a high
degree of personalization, which are primary strengths of email marketing.
Thus, a comparison of effectiveness between email marketing and social
media cannot be done simply by comparing the same metrics, as each
channel serves a different function and is optimal for different stages in
the relationship with the consumer.

Measuring marketing effectiveness requires an understanding of the
appropriate metrics for each channel, and the use of unsuitable metrics
can lead to erroneous conclusions about relative effectiveness (Paramo et
al., 2021). Email marketing has relatively mature and standardized metrics,
such as delivery rate, open rate, click rate, conversion rate, and revenue per
email (Ellis-=Chadwick & Doherty, 2012). These metrics provide the ability
to precisely calculate the return on investment for every email campaign.
On the other hand, social media metrics such as follower counts,
engagement rates, and impressions often do not have a direct correlation
with business outcomes like sales or customer loyalty (Hoffman & Fodor,
2010). A high engagement rate does not necessarily mean an increase in
sales, as consumers can engage with content without having an intention
to buy. Furthermore, social media metrics are often influenced by factors
not directly related to marketing effectiveness, such as algorithm changes
that can drastically alter organic reach without any change in content
quality. In the context of measuring effectiveness, email marketing
provides greater clarity regarding the contribution of each campaign to
specific business goals. The ability to accurately track the consumer journey
from email to purchase allows for more precise revenue attribution.
Meanwhile, conversion attribution from social media is often more
complex because social media's role in the consumer journey may be
indirect, such as building awareness that later leads to brand searches
through other channels.
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Psychological factors influencing how consumers respond to
marketing communications also differentiate the effectiveness of email
marketing and social media (Tomas, 2015). The email inbox is perceived
by consumers as a more intimate personal space compared to social media
news feeds, which are public in nature (Sahni et al., 2018). When
consumers receive an email from a brand they know and trust, they tend
to give it greater attention compared to when seeing the same brand's
content on social media. This difference in perception relates to the
concept of permission in marketing communication, where consumers
who have granted permission to receive emails feel they have a more
personal relationship with the sender (Marinova et al., 2002). On the other
hand, social media content is often perceived as part of a broader flow of
public information, so consumers tend to give it shallower attention and
easily switch to other content. Additionally, the factor of social media
content fatigue which increases with the amount of content consumed
daily can affect the effectiveness of marketing messages delivered through
that channel. Consumers who feel overwhelmed by the volume of content
on social media tend to develop defense mechanisms in the form of
mindless scrolling. Conversely, email provides a space where consumers
are in a state more ready to receive and process information, especially if
they open emails at a time of their own choosing. This psychological aspect
shows that the effectiveness of a marketing channel is not only determined
by reach or frequency, but also by the mental state of the recipient when
receiving the message.

The development of personal data protection regulations has
fundamentally changed the digital marketing landscape and influenced the
relative effectiveness of various channels (Beqiri, 2016). Regulations such as
the General Data Protection Regulation in Europe and personal data
protection laws in various countries establish strict standards regarding how
companies can collect, store, and use consumer data for marketing purposes.
Email marketing, which operates based on opt-in principles, is inherently
more aligned with this regulatory framework, as explicit consent becomes a
strong legal basis for conducting marketing communications. On the other
hand, social media business models that rely heavily on collecting consumer
data to target advertisements face increasing regulatory challenges. Changes
in privacy policies by Apple, which allow users to block cross-app tracking,
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have significantly reduced the effectiveness of ad targeting on social media.
The ability to target ads precisely based on user behavioral data is becoming
increasingly limited, which in turn reduces the return on investment from
social media advertising. Meanwhile, email marketing is relatively unaffected
by these changes because the data used for personalization is sourced directly
from consumer interactions with the brand, rather than from data collected
by third parties. In a landscape that increasingly emphasizes privacy and
consent, marketing models based on direct relationships with consumers
who have granted permission become increasingly valuable. This
indicates that email marketing possesses better regulatory resilience
compared to social media in facing ongoing privacy policy changes (Bleier
et al., 2020; Martin et al., 2017).

The effectiveness of email marketing also needs to be understood in
the context of its integration with other marketing channels within an
integrated marketing communication framework (Hartemo, 2016). Email
marketing functions optimally when used as part of a broader strategy
involving various touchpoints with consumers. For example, social media
can be used to build awareness and drive email sign-ups, which then
become the entry point for more personal communication via email (Valos
et al.,, 2016). Email can be used to convert prospects who have been
attracted through social media content, while social media can be used to
reinforce messages delivered through email. This integration allows each
channel to leverage its unique strengths and compensate for the
weaknesses of other channels. Within this framework, the question of
relative effectiveness becomes less relevant than the question of how to
combine channels optimally to achieve business objectives. Companies
that are able to effectively integrate email marketing and social media can
create synergies that produce greater results than using each channel
separately. For instance, data regarding consumer behavior on social media
can be used to refine email segmentation and personalization, while data
from email interactions can be used to target more relevant ads on social
media. The ability to connect data from various channels is a key factor
determining the overall effectiveness of a digital marketing program.

The quality of implementation is a highly significant determining
factor in the effectiveness of email marketing, often more decisive than the
choice of the channel itself. Many companies adopt email marketing but are
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unable to optimize its potential due to various implementation weaknesses.
Imprecise segmentation strategies lead to emails being sent to irrelevant
recipients, resulting in low open rates and increasing the risk of spam
complaints. Shallow personalization, such as merely mentioning the
recipient's name without more substantial content adjustments, is
insufficient to create the relevance necessary to drive engagement (Sahni et
al., 2018). A lack of integration with consumer behavioral data from various
sources causes the emails sent to not reflect the context of the consumer's
relationship with the brand at a given moment. A/B testing that is not
conducted systematically results in companies missing opportunities to
optimize various email elements, such as subject lines, content, send times,
and calls to action. On the other hand, companies that implement email
marketing well are able to achieve very high levels of engagement and
conversion, demonstrating that this channel remains highly effective if
managed professionally. It is this gap between potential and reality in
implementation that often leads to erroneous perceptions regarding the
effectiveness of email marketing. Comparisons of effectiveness between
email marketing and social media must consider that the effectiveness of
each channel is highly dependent on the quality of implementation, not just
the inherent characteristics of the channel (Zhang et al., 2017).

Consumer behavior in managing email and social media has also
undergone changes that affect the effectiveness of each channel. Modern
consumers tend to have different strategies in managing these two
channels, which influences how they receive and process marketing
messages. Email is often managed with a more structured approach, with
consumers creating folders to categorize emails, deleting irrelevant ones,
and setting aside specific time to read emails deemed important (Reinecke
et al., 2017). On the other hand, social media consumption tends to be
more impulsive and carried out in short durations scattered throughout
the day. These differences in consumption behavior affect the level of
attention that can be obtained from each channel. Emails opened when
consumers dedicate specific time to check their inboxes have a greater
chance of receiving serious attention compared to social media content
consumed while performing other activities. Furthermore, consumer
strategies in managing information noise also differ between the two
channels. Consumers who feel overwhelmed by the volume of emails
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received may unsubscribe or block certain senders, while consumers who
feel overwhelmed by social media content tend to reduce the frequency of
opening the application or scroll without serious attention. These
behavioral shifts indicate that the effectiveness of marketing channels is
not static but continues to change along with changes in how consumers
interact with technology (Appel et al., 2020).

The aspects of cost and return on investment provide an important
perspective in evaluating the effectiveness of email marketing relative to
social media. Email marketing has a relatively stable and predictable cost
structure, with the main components being email marketing platform fees,
database management costs, and human resources for content creation
and strategy. The cost per message sent is very low, especially once the
database has been built and automation has been implemented (Tomas,
2015). On the other hand, social media has a cost structure increasingly
dominated by spending on paid advertising, as organic reach continues to
decline. Companies wishing to maintain visibility on social media must
allocate significant budgets for content promotion and ads. In
comparisons of return on investment, email marketing consistently shows
higher results in various industry studies, with the revenue generated per
dollar spent often exceeding other digital marketing channels. Higher
conversion rates from email marketing, coupled with lower costs, create
greater efficiency in the use of marketing resources. However, it is
important to note that cost comparisons must also consider the cost of
building a quality email database, which is a long-term investment
requiring time and resources. Meanwhile, social media can provide faster
results in terms of reach and brand awareness, even though direct
conversions may be lower. In the context of resource allocation, an optimal
combination of both channels will yield the best results, with email
marketing used for activities requiring conversion and loyalty, while social
media is for awareness and reach (Hanna et al., 2011).

The ability of email marketing to adapt to changes in technology and
consumer behavior ~demonstrates remarkable resilience as a
communication channel. Since it was first used for marketing purposes in
the early 1990s, email marketing has undergone various transformations
that allow it to remain relevant to this day. The development of marketing
automation technology enables the delivery of emails triggered by
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consumer behavior in real time, creating highly responsive and contextual
communication (Tomds, 2015). Advances in artificial intelligence and
machine learning allow for personalization at a level impossible to do
manually, such as send times optimized for each individual and
personalized product recommendations based on complex behavioral
patterns (Katsikeas et al., 2020). Interactivity within emails also continues
to evolve, with the ability to include interactive elements such as surveys,
quizzes, and expandable content without having to leave the inbox.
Meanwhile, social media also continues to evolve, but often with changes
that are more disruptive for marketers, such as algorithm changes that
drastically alter organic reach or the emergence of new platforms requiring
significant strategy adaptation. The resilience of email marketing largely
stems from its decentralized nature and independence from any single
specific platform. As long as email protocols remain the standard for
digital communication, email marketing will continue to have a stable
foundation to operate. This adaptability makes email marketing a reliable
channel in the long run, unlike social media which may experience a
decline in popularity as consumer preferences shift to new platforms
(Chaffey & Ellis-Chadwick, 2019; Foroudi et al., 2017).

The role of email marketing in B2B or business-to-business
communication exhibits different characteristics compared to B2C or
business-to-consumer communication, yet it still demonstrates high
effectiveness. In the B2B context, the decision-making process tends to be
longer and involves more stakeholders, thus requiring consistent and
informative communication over an extended period. Email marketing
provides an ideal channel to nurture relationships with prospects
throughout a long sales cycle by gradually delivering educational and
relevant content (Soegoto & Fahreza, 2018). The ability to track individual
interactions with the sent content allows sales teams to identify prospects
who are most ready for personal engagement. On the other hand, social
media in a B2B context plays a more limited role, primarily in the
awareness stage and for building credibility through thought leadership.
LinkedlIn, as the primary B2B platform, has higher effectiveness compared
to consumer social media platforms, yet it still cannot replace the role of
email marketing in maintaining deep and personal relationships.
Conversion rates from email marketing in a B2B context also tend to be
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higher compared to social media, as prospects who have provided their
email addresses and accepted communication demonstrate a more serious
level of interest. In this context, email marketing functions as the primary
channel for building relationships, while social media serves as a
complement to build awareness and credibility (Cawsey & Rowley, 2016).

The effectiveness of email marketing also needs to be understood in
the context of its changes in response to challenges arising from social
media. Email marketing practices have evolved significantly in recent years,
with many marketers adopting more sophisticated approaches to increase
relevance and engagement. The application of account-based marketing
principles, where emails are personalized not only for individuals but also
for the organizational context in which they work, enhances relevance in the
B2B context. The use of interactive content within emails, such as videos
playable directly in the inbox, polls, and interactive calculators, increases
engagement levels by providing added value to recipients. Smarter frequency
strategies, taking into account recipient preferences and previous interaction
behavior, reduce the risk of fatigue and increased spam complaints.
Integration with customer relationship management systems allows for the
synchronization of email communication with interactions through other
channels, creating a cohesive experience for consumers (Hartemo, 2016).
The development of these practices shows that email marketing is not static,
but continues to innovate to maintain its effectiveness amidst competition
with social media. Marketers who successfully adopt these latest practices
can achieve significantly higher effectiveness levels compared to traditional
email marketing approaches. Thus, the effectiveness of email marketing in
the era of social media dominance is heavily determined by the marketer's
ability to continuously learn and adopt innovations in email marketing
practices (Kumar et al., 2020).

The greatest challenge faced by email marketing in the era of social
media dominance is the battle for attention in increasingly crowded inboxes
(Sabbagh, 2021). The volume of emails received by the average consumer
continues to increase year after year, creating tighter competition to capture
the recipient's attention. Strategies to overcome this challenge include
improving content quality, better personalization, and optimizing delivery
times (Ansari & Mela, 2003). The email subject line becomes a critical factor
determining whether an email will be opened or ignored; therefore, marketers
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need to invest significant resources in testing and optimizing subject lines. The
sender's name is also an important factor, as consumers tend to open emails
from senders they know and trust. Using a consistent and easily recognizable
sender name can significantly increase open rates. Furthermore, strategies to
manage sender reputation through good sending practices are becoming
increasingly important to ensure emails do not end up in the spam folder.
Marketers also need to pay attention to technical aspects such as email
authentication and good list management to maintain high delivery rates.
This challenge of the battle for attention shows that email marketing
effectiveness cannot be achieved with a "send-and-forget" approach but
requires a careful and sustainable strategy. Companies capable of overcoming
these challenges will benefit from a highly effective communication channel,
while those who fail will view email marketing as a channel that does not yield
adequate results (EllisChadwick & Doherty, 2012).

The COVID-19 pandemic has become a turning point that
strengthened the relevance of email marketing as a reliable communication
channel in the midst of a crisis. During periods of mobility restrictions and
economic uncertainty, email marketing became the primary channel for
many companies to communicate with customers regarding operational
changes, new policies, and available support. Email open rates increased
significantly during this period, as consumers sought reliable information
amidst a confusing flood of information. Emails from brands that had built
relationships with customers through consistent communication prior to
the pandemic showed higher levels of engagement. The experience during
the pandemic also demonstrated that email marketing possesses better
resilience compared to social media in facing crises, as communication via
email is not disrupted by potential changes in algorithms or platform
policies. Companies with a strong email database could continue to
communicate with customers directly, while companies overly reliant on
social media faced difficulties when organic reach dropped drastically. This
experience provided valuable lessons on the importance of diversifying
communication channels and having channels that are fully under the
company's control. Email marketing proved to be a highly valuable strategic
asset in crisis situations, reinforcing the argument that this channel remains
relevant and even increasingly important amidst rising uncertainty (He &

Harris, 2020; Wang et al., 2020).
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The future prospects of email marketing indicate that this channel will
continue to evolve and remain relevant even as social media continues to
dominate consumer attention. The development of artificial intelligence
will enable increasingly sophisticated personalization, with the ability to
predict consumer behavior and adjust content dynamically. The integration
of email with other communication channels such as instant messaging and
apps will create a more seamless experience for consumers (Tong et al.,
2020). The use of real-time data to optimize delivery times and content will
increase relevance and reduce the risk of consumer fatigue. On the other
hand, social media will continue to face regulatory challenges and privacy
policy changes that may affect its effectiveness as a marketing channel.
Companies that invest in building and maintaining a quality email database
will possess an increasingly valuable asset in the future, where the ability to
communicate directly with consumers who have granted permission
becomes increasingly rare. The evolution of email marketing will also be
influenced by changes in how consumers interact with technology,
including the increased use of mobile devices requiring responsive email
designs optimized for small screens. Marketers who can anticipate and adapt
to these changes will be able to maintain the effectiveness of email marketing
as a highly valuable direct communication channel. Thus, although social
media will continue to be an essential part of the digital marketing

landscape, email marketing will still hold a strategic role that cannot be
replaced (Hadi et al., 2019; Mogos & Acatrinei, 2015).

Conclusion

Email marketing remains an effective direct communication channel in
the era of social media dominance, with effectiveness that is contextual
and dependent on specific objectives, the quality of implementation, and
integration with other channels. Email marketing holds advantages in
terms of data ownership, high-level personalization, guaranteed reach, and
the ability to drive conversions as well as maintain long-term relationships.
Social media excels in broad reach, viral potential, and building brand
awareness. Both channels perform complementary functions, rather than
competing ones, within an integrated marketing communication
framework. The effectiveness of email marketing is heavily determined by
the quality of implementation, including precise segmentation, substantial
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personalization, smart automation, and accurate measurement. The
development of privacy regulations and changes in consumer behavior
actually strengthen the position of email marketing as a channel more
aligned with the demands for transparency and consent.

The implication of this study is the need for companies to view email
marketing as a strategic asset requiring continuous investment, rather than
an obsolete channel that can be ignored. The suggestion that can be
proposed is that companies need to develop email marketing strategies
integrated with social media, leveraging the strengths of each channel for
different stages of the consumer journey. Companies also need to invest
resources to build and maintain a quality email database with a focus on
obtaining explicit permission and good sender reputation management.
Continuous testing and optimization of various email elements, including
subject lines, content, send times, and personalization, are necessary to
maintain effectiveness amidst increasingly tight competition. Further
research is needed to examine the effectiveness of email marketing in
various industrial contexts and different consumer segments, as well as to
explore the integration of email marketing with new technologies such as
artificial intelligence and the Internet of Things.

References

Ansari, A., & Mela, C. F. 2003. Ecustomization. Journal of Marketing Research, 40(2), 131-145.

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. 2020. The future of social media in marketing.
Journal of the Academy of Marketing Science, 48(1), 79-95.

Arifin, S, Y. R. Al Hakim, D. Darmawan, M. Irfan, & D. S. Sigita. 2021. Technical and Ethical
Dimensions of Search Engine Optimization in Managing Online Business Visibility,
Studi Ilmu Sosial Indonesia, 1(1), 193-208.

Arifin, S., & Darmawan, D. 2021. Technology Access and Digital Skills: Bridging the Gaps in
Education and Employment Opportunities in the Age of Technology 4.0. Jowrnal of Social
Science Studies, 1(1), 163-168.

Bleier, A., Goldfarb, A., & Tucker, C. 2020. Consumer privacy and the future of data-based
marketing. Journal of Interactive Marketing, 50(1), 1-10.

Cawsey, T., & Rowley, ]. 2016. Social media programme implementation strategies: a B2B case
study. Journal of Direct, Data and Digital Marketing Practice, 18(1), 50-66.

Chaffey, D., & EllisChadwick, F. 2019. Digital marketing: Strategy, implementation and practice.
Pearson UK. (Catatan: Meskipun ini buku teks utama, riset pendukungnya
dipublikasikan dalam Journal of Marketing Management).

Chittenden, L., & Rettie, R. 2003. An evaluation of e-mail marketing and factors affecting
response. Journal of Targeting, Measurement and Analysis for Marketing, 11(3), 203-217.

SISI - Vol. 1 No. 2, 301324 [EZE}




Studi Ilmu Sosial Indonesia

Darmawan, D. 2021. Social Interaction in Digital Society: Changes in Online Communication
Patterns and Dynamics of Virtual Communities, Studi Ilmu Sosial Indonesia, 1(1), 325-350.

Darmawan, D., & Gatheru, J. 202 1. Understanding Impulsive Buying Behavior in Marketplace.
Journal of Social Science Studies, 1(1), 11-18.

Darmawan, D., & Grenier, E. 2021. Competitive advantage and service marketing mix. Journal
of Social Science Studies, 1(2), 75-80.

Darmawan, D., Mardikaningsih, R., Gunawan, A., & Karina, A. 2015. Manajemen, Teknologi,
dan Bisnis. Addar Press, Jakarta.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Kushwaha, R., Sigala, M., ... & Wirtz,
J. 2021. Setting the future of digital and social media marketing research: Perspectives
and propositions. International Journal of Information Management, 59, 102168.

Eddine, B. A. S. & D. Darmawan. 2021. Technical and Ethical Dimensions of Search Engine
Optimization in Managing Online Business Visibility, Studi Ilmu Sosial Indonesia, 1(1),
209-226.

EllisChadwick, F., & Doherty, N. F. 2012. Web advertising: The role of email marketing. Journal
of Business Research, 65(6), 843-848.

Fajar, A. S. M., Darmawan, D., & ElYunusi, M. Y. M. 2021. The Principle of the Child’s Best
Interests in Custody and Post-Divorce Care. Studi Ilmu Sosial Indonesia, 1(1), 113-128.

Fared, M. A. & D. Darmawan. 2021. Use of Consumer Behaviour Data for Personalised
Advertising in Digital Marketing, Studi Ilmu Sosial Indonesia, 1(2), 93-108.

Fariborzi, E., & Zahedifard, M. 2012. E-mail marketing: Advantages, disadvantages
andimproving techniques. International Journal of e Education, e-Business, eManagement and
eLearning, 2(3), 232.

Fariz, F. A. B.M. 2021. Populist Ethno-Religious Nationalism: Challenges to Global Governance
and Domestic Social Integration, Studi Ilmu Sosial Indonesia, 1(2), 75-92.

Foroudi, P., Gupta, S., Nazarian, A., & Duda, M. 2017. Digital technology and marketing
management capability: Achieving growth in SMEs. Computers in Human Behavior, 77,
446456.

Gonxhe, B. 2016. Social media and its impact in marketing strategy. European journal of economics
and management sciences, (2), 39.

Gu, S,, Slark, J., & Gountas, J. 2021. The effects of COVID-19 on digital marketing strategies:
A review. International Journal of Environmental Research and Public Health, 18(22), 11956.

Hadi, R., Stephen, A. T., & Berger, ]. 2019. The Role of Artificial Intelligence in Marketing: A
Review and Research Agenda. International Journal of Research in Marketing.

Hanna, R., Rohm, A., & Crittenden, V. L. 2011. We're all connected: The power of the social
media ecosystem. Business Horizons, 54(3), 265-273.

Hardyansah, R., D. Darmawan, & D. S. Negara. 2021. Analysis of Inhibiting Factors in the Filing
of Civil Lawsuits by Copyright Holders, Studi Ilmu Sosial Indonesia, 1(2), 223-248.
Hartemo, M. 2016. Email marketing in the era of the empowered consumer. Journal of Research

in Interactive Marketing, 10(3), 212-230.

He, H., & Harris, L. 2020. The impact of Covid-19 pandemic on corporate social responsibility

and marketing philosophy. Journal of Business Research, 116, 176-182.




Relevance of Email Marketing in the Contemporary Digital Marketing Communication Mix
(Ella Anastasya Sinambela & Didit Darmawan)

Hoffman, D. L., & Fodor, M. 2010. Can you measure the ROI of your social media marketing’.
MIT Sloan Management Review, 52(1), 41.

Hudak, M., Kiani¢kov4, E., & Madlendk, R. 2017. The importance of email marketing in e-
commerce. Procedia engineering, 192, 342-347.

Hummel, G., Schoder, D., & Low, W. C. 2021. The effects of marketing automation on
personalized communication. Journal of Interactive Advertising, 21(3), 185-202.

Katsikeas, C., Leonidou, L., & Zeriti, A. 2020. Revisiting the marketing strategy-performance
relationship: Examining the role of dynamic capabilities and environmental uncertainty.
Journal of the Academy of Marketing Science, 48(1), 1-22.

Khayru, RK. & F. Issalillah. 2021. Study on Consumer Behavior and Purchase of Herbal
Medicine Based on The Marketing Mix, Journal of Marketing and Business Research, 1(1), 1-
14.

Kumar, V., Rajan, B., Venkatesan, R., & Lecinski, ]. 2020. Understanding the Role of Artificial
Intelligence in Personalized Engagement Marketing. California Management Review, 61(4),
135-159.

Kumar, V., Zhang, X., & Luo, A. 2014. Modeling customer optin and optout in a permission-
based marketing context. Journal of Marketing Research, 51(4), 403-419.

Kurniawan, Y, D. Darmawan, & R. K. Khayru. 2021. Social Media and Contemporary Youth
Digital Literature, Studi Ilmu Sosial Indonesia, 1(2), 109-124.

Lampard, R., & Pole, C. 2015. Practical social investigation: Qualitative and quantitative methods in
social research. Routledge.

Lemon, K. N., & Verhoef, P. C. 2016. Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69-96.

Mardikaningsih, R, S. N. Halizah, R. Nuraini, & D. Darmawan. 2021. Clashes Between Local
Values and Green Marketing Approaches in Traditional Communities, Studi Ilmu Sosial
Indonesia, 1(2), 157-172.

Mardikaningsih, R., & Darmawan, D. 2021. Business Sustainability Strategies in the Facing of
Regulatory Uncertainty and Managerial Challenges. Journal of Social Science Studies, 1(2),
111-118.

Mardikaningsih, R., Sinambela, E. A., Hariani, M., Arifin, S., Putra, A. R., Darmawan, D., &
Irfan, M. 2018. Studi Tentang Pengaruh Daya Tarik Promosi, Media Digital dan
Kelompok Referensi terhadap Pembelian Impulsif Pada Marketplace Tokopedia. Jurnal
Ekonomi dan Bisnis, 8(2), 21-30.

Marinova, A., Murphy, J., & Massey, B. L. 2002. Permission-based e-mail marketing: A strategic
business-to-business tool. Journal of Interactive Marketing, 16(4), 61-73.

Martin, K. D., Borah, A., & Palmatier, R. W. 2017. Data privacy: Effects on customer and firm
performance. Journal of Marketing, 81(1), 36-58.

Mason, A., Narcum, J., & Mason, K. 2021. Changes in consumer decision-making during
COVID-19: pandemicdriven evolution at the nexus of 4Ps and omnichannel retailing.

Journal of Consumer Marketing, 38(7), 891-908.

Mogos, R., & Acatrinei, C. 2015. The Role of Email Marketing in the Era of Social Media.
Economic Computation & Economic Cybernetics Studies & Research, 49(4).

SISI - Vol. 1 No. 2, 301-324 m




Studi Ilmu Sosial Indonesia

Negara, D. S., Darmawan, D., & Gardi, B. 2021. The Approach of Consumer Reviews
to Product Competitiveness and Management Strategies. Journal of Social Science
Studies, 1(2), 149-154.

Niveditta, B., & Padmavathy, G. 2017. Digital, Social Media and Facebook Marketing: A
Brief Overview of its Development and Application. Imperial Journal of
Interdisciplinary Research, 3(11).

Paramo, A. ]. L., Garcia, A. H., & Pelaez, J. C. 2021. Modelling e-mail marketing
effectiveness - An approach based on the theory of hierarchy-of-effects. 21(1), 19-
27. https://doi.org/10.5295/CDG.191094AH

Putra, A. R., & Arifin, S. 2021. Supply Chain Management Optimization in the
Manufacturing Industry through Digital Transformation: The Role of Big Data,
Artificial Intelligence, and the Internet of Things. Journal of Social Science Studies,
1(2), 161-166.

Reinecke, K., Nguyen, M. K., & Bernstein, M. S. 2017. LabintheWild: How to Design
and Conduct Online Experiments with Hundreds of Thousands of Participants.
Jowrnal of Human-Computer Interaction, 32(5-6).

Sabbagh, F. 2021. Email Marketing: The Most Important Advantages and Disadvantages.
1(71), 32-40. https://doi.org/10.35940/1JDCN.B5005.061321

Sahni, N. S., Wheeler, S. K., & Chintagunta, P. 2018. Personalization in email marketing:
The role of non-informative advertising content. Marketing Science, 37(2), 236-258.

Scheurich, J. 2014. Research method in the postmodern. Routledge.

Singleton, R., & Straits, B. C. 2018. Approaches to social research. Oxford University Press.

Soegoto, E. S., & Fahreza, T. H. 2018. Email Marketing as a Business Promotional Media.
407(1), 012182. https://doi.org/10.1088/1757-899X/407/1/012182

Stephen, A. T. 2016. The role of digital and social media marketing in consumer
behavior. Current Opinion in Psychology, 10, 17-21.

Tomas, R. A. 2015. Assessing the Relative Performance of Online Advertising Media.

Tong, S., Luo, X., & Xu, B. 2020. Personalized Mobile Marketing Strategies. Journal of
Marketing, 84(3), 64-78.

Valos, M. J., Haji Habibi, F., Casidy, R., Driesener, C. B., & Maplestone, V. L. 2016.
Exploring the integration of social media within integrated marketing communication
frameworks. Marketing Intelligence & Planning, 34(1), 19-40.

Verhoef, P. C., Venkatesan, R., McAlister, L., Malthouse, E. C., Krafft, M., & Ganesan, S.
2010. CRM in datarich environments. Jowrnal of Interactive Marketing, 24(2), 124-137.

Voorveld, H. A., van Noort, G., Muntinga, D. G., & Bronner, F. 2018. Engagement with
social media and social media advertising: The differentiating role of platform type.
Journal of Advertising, 47(1), 38-54.

Wang, Y., Hong, A., Li, X., & Gao, J. 2020. Marketing innovations during a global crisis: A
study of China's hospitality industry. International Jowrnal of Hospitality Management, 88,
102549.

Zhang, X., Kumar, V., & Cosguner, K. 2017. Dynamically managing a profitable email
marketing program. Journal of Marketing Research, 54(6), 851-866.




