
IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

  

 Volume 2, Issue 3, January 2022 
 

Copyright to IJARSCT                258 

www.ijarsct.co.in 

Impact Factor: 6.252 

What are the Most Significant Benefits and 

Drawbacks of Email Marketing? 
Niranjan Tambe1 and Chetan Solanki2 

Assistant Professor, BMS, Suman Education Society’s LN College, Borivali East, Mumbai, India1 

Student, BMS, Suman Education Society’s LN College, Borivali East, Mumbai, India2 

 

Abstract:  This essay largely discusses the functions of email marketing and online shopping. One of the 

most cutting-edge tactics and marketing strategies used nowadays is email marketing. Modern information 

and communication technologies also make it easier to send and circulate electronic communications with 

the greatest level of accuracy and quality. Email marketing efforts also aid in boosting sales in electronic 

stores and effectively and lawfully targeting clients. Even yet, there are a number of drawbacks to email 

marketing that make it difficult to sell and promote using this communications platform. In order to analyse 

the success aspects of this marketing by avoiding these drawbacks and gaining from all of them, this study 

focuses on examining the most significant benefits and disadvantages of email marketing. 
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