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(Abstract)

E-mail has indeed developed from "a means of instant
communication" to an indispensable part of online marketing.
Therefore, companies need to implement consistent customer
management. Communication with customers and marketing
through e-mail is a powerful way of communication and
adapting one-to-one marketing strategies to customer trends,
habits and taste preferences. Since setting accurate targets is
especially important in the fashion industry, e-mail marketing is
the most effective way to communicate with customers and
one-to-one marketing constitutes a very important strategy.

In this study, | will analyze this powerful one-on-one marketing
tool, particularly actual e-mail messages sent by an Internet
Shopping Mall from June 12 to July 30, 2005, examine the
effect of these messages on sales growth and analyze actual
feedback received . Regarding e-mail read rates broken down
by age and gender, | found that females in their late twenties
recorded the highest rate at 21.66% and their contribution to
sales growth was recorded at 3.5%. From actual sales records,
we found that 28.10% of total sales were attributable to people
in their late twenties, showing that the age group that reads
e-mails the most also buys the most. Regarding feedback by
e-mail title, e-mails from the "Casual'category seemed to be
the most effective, in that most of these e-mails were read.
Also, messages sent on Tuesdays were read the most,
according fo the feedback analysis by weekday. Section
e-mails were read more often than regular e-mails. Regarding
the view rate according to the time e-mails were sent,
messages sent to females in their late twenties at two o’clock in
the afternoon were read by 20.93% of recipients, recording the
highest read rate. By offering informative content and practical
tips, visitors will be attracted to the site and generate site traffic.
Therefore, we can conclude that sending e-mail messages can
greatly contribute to sales growth and e-mail marketing is very
effective. Also, in order to make e-mail campaigns more
effective and improve marketing results, we need to analyze
actual results and apply our findings in future e-mail campaigns.
With this, we get successful marketing results.

(Keyword)
Internet Fashion Shopping Malls, E-Mail Marketing
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