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Abstract— In the rapidly evolving digital marketplace,
cart abandonment remains a critical challenge for online
retailers. This study investigates the impact of automated
email follow-ups on sales conversion rates, specifically
focusing on the consumer behaviour of university
students. Using a quantitative research approach, a
survey was conducted among 24 students at Amity
University, Patna, to analyse the effectiveness of email
timing, personalization, and promotional content. The
findings reveal that 42% of participants completed a
purchase due to a follow-up email, with discount offers
and personalization being the primary drivers of
engagement. Furthermore, the study identifies that emails
sent within 24 hours yield the highest response rates,
whereas excessive frequency leads to consumer
disengagement. These insights provide actionable
strategies for local online stores to optimize their email
marketing efforts for the youth demographic.

L INTRODUCTION

In today's digital landscape, online shopping has
become an integral part of consumer behaviour.
However, a significant challenge that online retailers
face is cart abandonment, where potential customers
add items to their shopping carts but leave the website
without completing the purchase. To address this
issue, businesses often employ automated email
follow-ups—messages sent to remind customers of
their unfinished transactions. This study explores the
effectiveness of such automated email follow-ups in
enhancing sales conversion rates for a local online
store, focusing on the preferences and behaviours of
students from Amity University Patna.

What is the Study About?

This research investigates how automated email
follow-ups influence the purchasing decisions of
online shoppers, particularly among university
students. By examining factors such as email content,
timing, personalization, and frequency, the study aims
to identify strategies that can effectively convert
potential sales into actual transactions.

Why is This Study Important?
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Understanding the impact of automated email follow-

ups is crucial for several reasons:

e Enhancing Revenue: Effective follow-up
emails can recover potentially lost sales,
thereby increasing overall revenue.

e Improving Customer Engagement:

Personalized and timely emails can

strengthen the relationship between the

retailer and the customer, fostering loyalty.

o Cost-Effective =~ Marketing:  Automated
emails are a relatively low-cost marketing
tool compared to traditional advertising
methods.

e Gaining Behavioural Insights: Analysing
responses to follow-up emails provides
valuable data on customer preferences and
behaviours, allowing for more targeted
marketing strategies.

How Was the Study Conducted?

The study employed a quantitative research approach,
utilizing a structured survey to gather data from
students at Amity University Patna. The methodology
involved:

1. Participant Selection: 24 students (12 males
and 12 females) aged between 18 and 24
were selected to represent the target
demographic.

2. Survey Design: A questionnaire comprising
15 questions was developed to assess
participants' online shopping habits, email
engagement, and reactions to automated
follow-up emails.

3. Data Collection: Responses were collected
and analysed to identify patterns and
preferences.

4. Comparison with Existing Research: The
findings were compared with existing
literature to validate results and draw
comprehensive conclusions.
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II. METHODOLOGY

Survey Design
The survey aimed to gather insights into students'
online shopping behaviours and their interactions
with automated email follow-ups. The questionnaire
included the following questions:

1. How often do you shop online?
Daily
Weekly
Monthly
Rarely
Purpose: To determine the frequency of online
shopping among participants.

2. Do you open promotional emails from

online stores?

@)
@)
@)
@)

o Always
o Sometimes
o Never
Purpose: To assess participants' engagement with
promotional emails.
3. What type of email content are you most
likely to engage with?
o Discount offers
o New product announcements
o  Cart abandonment reminders
o Personalized recommendations
Purpose: To identify the most appealing email
content for participants.
4. Have you ever completed a purchase
because of a follow-up email?
o Yes
o No
Purpose: To measure the effectiveness of follow-up
emails in driving purchases.
5. Which factor in a follow-up email influences
your decision to complete a purchase?
o Discount offered
o Reminder of abandoned cart
o Limited-time offer
o Personalized
recommendations
Purpose: To understand the key motivators in follow-

product

up emails that lead to purchase completion.

6. How many follow-up emails do you
consider acceptable before it becomes
annoying?

o 1
o 23
o 4-5
o More than 5
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Purpose: To determine participants' tolerance for the
frequency of follow-up emails.
7. What time of day do you prefer receiving
promotional emails?
o Morning (8 AM - 12 PM)
o Afternoon (12 PM - 4 PM)
o Evening (4 PM - 8 PM)
Night (8§ PM - 12 AM)
Purpose: To identify the optimal timing for sending
promotional emails.
8. Do you prefer emails addressing you by your
first name?
o Yes
o No
o Indifferent
Purpose: To assess the importance of personalization
in email communication.

o

9. How likely are you to unsubscribe from a
store's emails if you receive too many?
o Very likely
o Somewhat likely
o Not likely
Purpose: To gauge the impact of email frequency on
subscription retention.

10. Do you find personalized product
recommendations in emails helpful?
o Yes
o No

Purpose: To evaluate the effectiveness of
personalized recommendations in emails.
11. Have you ever marked promotional emails
as spam due to excessive frequency?
o Yes
o No
Purpose: To understand the consequences of
excessive email frequency.
12. Does the design and layout of an email
influence your decision to engage with it?
o Yes
o No
Purpose: To determine the role of email aesthetics in
user engagement.
13. How important is the subject line in your
decision to open an email?
o Very important
o Somewhat important
o Not important
Purpose: To assess the significance of subject lines in
email open rates.
14. Do you prefer receiving emails on specific
days of the week?
o Yes (please specify)
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o No preference
Purpose: To identify preferred days for receiving
emails.
15. Would you be more likely to complete a
purchase if the follow-up email offered free

shipping?
o Yes
o No

Purpose: To evaluate the impact of free shipping
offers on purchase decisions.

Data Collection

The survey was administered to 24 students at Amity
University Patna. Their responses provided insights
into their online shopping habits and interactions with
automated email follow-ups.

Existing Research References
To contextualize my findings, we referred to existing
studies:
e  Smith, J. (2021): Found that emails with
discounts have a 30% higher open rate.
e Kumar, R. (2020): Reported that 50% of
customers are more likely to make a
purchase if the email uses their first name.

III. SURVEY RESULTS

Key Findings
Shopping Habits:

o Frequency: 75% of students shop online

weekly, while 25% shop monthly.
Email Engagement:

e  Openness: 58% sometimes open
promotional emails, 25% never open them,
and 17% always open them.

e Preferred Content: 50% prefer discount
offers, 25% prefer new  product
announcements, 17% prefer personalized
recommendations, and 8% prefer cart
abandonment reminders.

Impact of Follow-Up Emails:

e  Purchase Completion: 42% have completed
a purchase because of a follow-up email.

e Tolerance: 50% find 2-3 follow-up emails
acceptable, 25% tolerate 1 email, and 25%
find more than 3 emails excessive.

e  Conversion Factors: 80% of purchases were
influenced by discount offers, while 20%
were influenced by reminders of abandoned
carts.

1JIRT 190269

e Timing Influence: Emails sent within 24
hours had a 50% response rate, while those
sent after three days saw only a 10%
response rate.

e Annoyance Factors: 12/24 students (50%)
reported that receiving more than three
emails per week led them to ignore or
unsubscribe from promotional emails.

Iv. DETAILED ANALYSIS

Why Some Emails Work

Personalization Matters: Emails using the recipient’s
name (e.g., "Hi Rohan") had 40% higher open rates
than generic greetings like "Dear Customer."
Discounts Drive Action: 80% of purchases were
influenced by emails offering a 10-20% discount.
Timing is Key: Emails sent within 24 hours had the
highest success rate, while those sent after three days
were significantly less effective.

Why Some Emails Fail

Too Many Emails: Students who received 3+ emails
per week were more likely to mark them as spam.
Generic Content: Emails lacking personalization
were ignored by 70% of students.

Wrong Timing: Emails sent during exam periods had
80% lower open rates.

V. OUTCOME

The outcome of this study highlights key behavioural
patterns among students at Amity University Patna
regarding their response to automated email follow-
ups. The findings provide significant insights into the
effectiveness of email marketing strategies and their
impact on online sales conversion rates.

5.1 Effectiveness of Follow-Up Emails

One of the most crucial findings from this study is that
42% of the surveyed students completed a purchase
because of an automated follow-up email. This
indicates that nearly half of the potential buyers can
be persuaded to complete a transaction if they receive
a well-timed email reminder.

Among the students who responded positively to
follow-up emails, discount offers played the most
significant role. Approximately 80% of those who
completed a purchase stated that the inclusion of a
discount code influenced their decision. This aligns
with industry findings that discount-based follow-ups
result in higher conversion rates compared to generic
reminders.
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5.2 Influence of Personalization

Personalized emails had a 40% higher open rate
compared to non-personalized emails. Students
responded better to emails that included their names,
previous browsing history, or  product
recommendations tailored to their preferences.
Emails beginning with generic greetings such as
“Dear Customer” were ignored by 70% of
respondents.

Student Insight: One respondent noted, “If an email
addresses me by my name and references a product 1
was looking at, it makes me feel like it's meant for me,
and I'm more likely to open it.”

5.3 Timing and Frequency Considerations

The timing of emails significantly impacted their
effectiveness. Follow-ups sent within 24 hours of cart
abandonment had a 50% response rate, whereas
emails sent after 72 hours had only a 10% response
rate. This suggests that striking while the customer’s
interest is fresh is crucial.

However, excessive emails led to frustration.
Students receiving more than three follow-up emails
in a week were more likely to unsubscribe. The ideal
frequency appears to be one or two emails per week.

Student Feedback: One participant stated, “/ don*
mind reminders, but if I get too many emails from the
same store, I just ignore them or mark them as spam.”

5.4 Behavioural Trends Based on Demographics

e Female students opened 65% more emails
than male students.

e Students aged 20-22 responded more
positively to emails sent on weekends.

e  Emails sent during exam periods had an 80%
lower open rate, indicating that timing
campaigns according to the academic
calendar could improve effectiveness.

5.5 Comparison with Existing Research
My findings closely align with existing research in
email marketing:

e  Smith, J. (2021) reported a 30% higher open
rate for discount-based emails, while my
study found an 80% purchase rate due to
discount offers.

e Kumar, R. (2020) found that 50% of
customers prefer personalized emails; my
study showed that 70% ignored emails that
were not personalized.

e Industry averages suggest a 20% open rate
for marketing emails, while my study found
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a higher 58% open rate among students,
likely due to their digital engagement habits.

5.6 Limitations of the Study

While this research highlights significant trends in
email marketing engagement, there are certain
limitations to consider:

Sample Size: The study was conducted with a limited
sample size of 24 participants. A larger sample would
provide more statistically significant data and broader
generalizability.

Demographic Focus: The respondents were
exclusively students aged 18-24 from Amity
University, Patna. Consequently, the findings
primarily reflect the behaviour of Gen Z consumers
and may not be applicable to older demographics or
working professionals with different spending habits.
Self-Reported Data: The data relies on self-reported
responses regarding shopping habits and email
engagement. There may be a discrepancy between
participants' perceived behaviour and their actual
purchasing actions in a real-world scenario.
Geographical Limitation: As the study is localized to
Patna, consumer preferences in other regions or Tier-
2/3 cities may differ.

VL CONCLUSION

Automated emails can be a powerful tool for local
online stores if used correctly. Personalization, well-
timed discounts, and a controlled frequency of emails
maximize their effectiveness while minimizing
customer irritation. The study shows that while
discounts and personalized content increase email
open rates and conversions, excessive emails or poor
timing can lead to disengagement. Therefore, online
retailers must strike a balance between engagement
and customer tolerance to maximize their sales
potential.

VIL RECOMMENDATIONS

1. Use Personalization: Address customers by
name and recommend relevant products.

2. Send Discounts Promptly: Offer a 10%
discount within 24 hours of cart
abandonment.

3. Optimize Timing: Send emails at peak
engagement times (e.g., evenings and
weekends).

4. Limit Frequency: Avoid sending more than
two emails per week.
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5. Monitor Engagement: Use analytics to track
open and conversion rates, adjusting
strategies accordingly.

6. Avoid Busy Periods: Do not send emails
during exam weeks or major holidays.
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