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Abstract: Usually the marketer applied various strategies of marketing to approach target audience. Mass 

marketing and Interruption marketing are some of the strategies in which marketer interrupt the customer 
in their activities in order to send advertising massages. But traditional era is replaced with permission 

marketing. Permission Marketing is one of important strategy which is used by marketer now days. 

Increasing competition compel the marketers to look for a good strategy of reaching out to the target 

customers suitably. The concept of Permission Marketing overcomes these challenges for the marketers. 
Permission marketing begins with shifting focus from market share to share of customer. This paper 

discusses some variables influencing customer/prospect Permission/Consent while receiving promotional 

information/data from marketer. Understanding of these variables helps the marketer to gain the 
consent/permission. It also discusses what real permission is? By getting someone email address doesn't 

mean you have permission. Real permission is different from presumed or legalistic permission 

Keywords: Permission, Marketing, Target audience, Variables/Factors 

 
 

Introduction 
 

Traditionally mass marketing and interruption marketing are applied as marketing strategies. These 

marketing strategies interrupt the customer in their activities. The concept of permission marketing 
overcomes this problem. Seth Godin is the person who founded the first company in the world to put 

promotional campaigns through internet, turned the same into the online permission marketing pioneer. 

Permission Marketing and Seth Godin have become synonyms of each other. He introduce the term 
permission marketing in his book – “Permission Marketing: Turning Strangers into Friend and Friend into 

Customers” (1999). He also focuses on quality of the advertisement messages, adoption of which is happily 

acceptable by the customers. The permission marketing is useful for small as well as large companies. In 

modern era of Permission marketing, customer consider the marketing communication as they have opted 
to be marketed and rewarded with payment or other benefits for going through marketing messages. But 

the marketing messages should not interrupt the customers. On the one side permission marketing makes 

the advertisement effective and on another side it helps the marketers to create and maintain long-term 
interactive relationship with the customers. The permission marketing is the way of marketing that gives 

the marketer the opportunity of getting the customer permission to engage him in an interactive relationship 

based on dialogue. In the permission marketing, the customer is rewarded to pay attention to relevant 
advertising message by the marketer. The success factor of advertising messages is to offer the customer 

what he really wants. The consumers are asked to specify their preference so that the message is relevant 

to them. The marketing communication have three characteristics of powerful marketing communication 

i.e. Anticipated, Personal, and Relevant. In other words Permission marketing is built on three pillars i.e. 
Anticipation: The marketer is known to the consumer and consumer look forward to hear from him. 

Personalization: The marketer should sent only those message which is directly related to the consumer‘s 

profile. Relevance: Only relevant messages are sent to the consumer in which he/she has interest. 
 

Statement of Problem 
 

Gaining permission is the process of getting consent or personal data from customer/prospect whom the 

marketer is going to send the promotional data/information. If marketer sending the promotional data to 

any customer/prospect without the appropriate permission, he may be violating. Many people operate 
illegally, either intentionally or through ignorance. While sending promotional data or collecting customer 

data, companies has to be use more transparent approach when dealing with the customer. Today, when we 
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are flooded with digital ads, customers are not always fully aware that their private data is being used or 

how. For this reason, all consumers must have the option to opt in to their data being collected, and they 
should also be aware of how and when this data is being used. 

 

Scope of the Study 
 

The scope of the current study is limited to Punjab State.  The respondents belongs to Urban or rural area. 

The sample/respondents included Students, shopkeeper, housewife, professional, engineer, doctor, 
teachers, clerk and labor etc. on the basis of their involvement in various occupations/profession statuses. 

The respondents in the survey cover the range of age groups, Income and education. The respondents were 

sending a digital survey structured questionnaire for expressing their views on the topic and the various 
dimensions of impact of the same. The findings of the study may be applicable to all most every type of 

marketing. However the personal bias and perceptional differences may be exists. 

 

Purpose of Study 
 

Permission marketing is becoming an important tool in maintaining relationships with prospect via the 
Internet. Its growing importance can be seen in marketing. With an increase in industry use, the 

effectiveness of this technique needs assessment. Email is certainly the best way to reach your audience. 

Need is to use the permission marketing as a tool in an appropriate manner. The basic ideology of 
permission is that you will create content of intrinsic value and simply earn the attention of the prospect, 

which is almost ignored. Overall, everyone’s mailbox is cluttered with unwanted emails, which are 

categorized even well as crap emails. Therefore, as permission marketing evolves, the question is not just 
about ‘how to create compelling content, which will also be liked by people. It is important to understand 

that emails still work best and there are tools that can even make it work better. Permission also depends 

upon the context. People do look at the design of your website, quality of the material that is published for 

free, your reputation with your audience, colleagues, and how do people talk about your business on various 
social networks. Understand that you need quality content, which is basically the fuel that permission 

marketing runs on. However, at the same time you also need to place that content into a context, which lifts 

it up above the ordinary. 
 

Objectives of the Study 
 

The specific objective of the study is: 

1. To study the various variables/determinants influencing Consumer Consent/Permission while receiving 
the promotional data/information in the sample. 

 

Sources of Data 
 

For the purpose of study, data required is collected from both primary and secondary sources. The primary 

data is collected from a structured questionnaire prepared and tested through pilot study. The secondary 
data is collected from both print and electronic sources. The print sources includes books, journals, research 

based thesis, review reports, policy documents and other unpublished data from the libraries. The electronic 

sources includes, data bases, e-journals, web sources, websites, government sites and other media sources. 
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Data Collection Tools 

 
For the purpose of data required for the analysis and to test the hypotheses, the primary data is collected 

through a structured questionnaire prepared on the basis of review of literature and tested through pilot 

study. 

 

Pilot Study and Reliability Test 

 

The pilot study was conducted by distributing 51 questionnaires to customer/consumer. Cronbach Alpha 
Test was used to determine the degree of consistency among the multiple measurements of each factor. 

 

Factors Affecting the Consumer’s Consent/Permission while receiving Promotional 

Data from Marketer 
 

The respondents/customers were asked the reasons for giving or deny the Consent/Permission to 

marketer. The reasons why the respondents have given the permission/consent such as well-known 

brand, promise to provide good incentives, promise to send relevant information, interested in the 
company and its products and others. The mean and std. deviation of all variables are as follow: 

 

Table 1.Variables/Reasons 

 

 

No. Variables/Reasons Mean Std. 

Deviation 

Chi-

Square 

Df p-

value 

1 Well-known Brand 4.38 0.804 17.38 3 0.00 

2 Promise to provide good Incentives 3.58 1.172 12.07 4 0.02 

3 Promise to send relevant information only 3.85 0.967 18.61 4 0.00 

4 Interested in the company and its products. 4.08 0.935 11.23 3 0.01 

5 They provide information on special offers. 3.81 1.059 12.46 4 0.01 

6 Deals in regularly demanding products 3.62 1.061 6.308 3 0.10 

7 Keep me up–to-date 3.81 1.021 17.46 4 0.00 

8 This would save the efforts of repeatedly 
visiting the Sites/Websites 

3.73 1.251 9.76 4 0.04 

9 Privacy policy 4.04 1.216 17.07 4 0.00 

10 Security System 4.27 1.218 22.92 3 0.00 

11 Quick OPT-OUT policy 3.92 1.197 12.84 4 0.01 

12 Types of information asked 3.88 1.033 18.61 4 0.00 

13 Attitude towards giving consent/permission 3.73 0.962 3.846 3 0.28 

14 Quality product 3.96 1.148 12.46 4 0.01 

15 Strong company’s commitment 4.00 0.98 20.92 4 0.00 

16 Customer care 4.08 1.129 10.00 3 0.02 

17 Secured payment system 4.23 1.032 13.69 3 0.00 
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In order to check uni-dimensionality of the scale, Exploratory Factor Analysis (EFA) has been applied on 

seventeen statements given in Table to explore the number of factors. The reliability of statements as 
measured by Cronbach’s Alpha is 0.950 which is fairly acceptable (Hair et al., 2010). The suitability of 

data for factor analysis was tested through correlation matrix, anti-image correlations, Overall Measures of 

Sampling Adequacy (KMO= 0.782) and Bartlett’s Test of Sphericity. From these criteria, the data were 

found to be fit for factor analysis. 
 

Extraction Method and Number of Factors Extracted 
 

Principal Component Analysis was used for extracting factors and the number of factors to be retained was 

based on latent root criterion, variance explained and scree plot analysis. The results were obtained through 
orthogonal rotations with Varimax. Factors with eigen values greater than one were extracted and all 

statements with factor loadings greater than 0.45 (ignoring the sign) were retained (Tabachnick and Fidell, 

2001; Hair et al., 2010). However, the results showed three factor structure which explained 56.771per cent 

of total variance. However, some statements were again found with factor loadings less than 0.45. The 
results showed a three-factor structure. Step by step EFA is shown as follow: 

 

Table 2. Descriptive Statistics 

 Mean Std. Deviation Analysis N Missing N 

X1 4.38 .804 26 0 

X2 3.58 1.172 26 0 

X3 3.85 .967 26 0 

X4 4.08 .935 26 0 

X5 3.81 1.059 26 0 

X6 3.62 1.061 26 0 

X7 3.81 1.021 26 0 

X8 3.73 1.251 26 0 

X9 4.04 1.216 26 0 

X10 4.27 1.218 26 0 

X11 3.92 1.197 26 0 

X12 3.88 1.033 26 0 

X13 3.73 .962 26 0 

X14 3.96 1.148 26 0 

X15 4.00 .980 26 0 

X16 4.08 1.129 26 0 

X17 4.23 1.032 26 0 

 

The Descriptive Statistics table simply provides mean, standard deviation, and number of observations for 

each variable included in the analysis. 
 

Table 3. Correlation Matrix 

 

 X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 X16 X17 

Correlation X1 1.000 .392 .388 .545 .325 .133 .289 .266 .394 .380 .074 .393 .191 .407 .305 .451 .323 
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X2 .392 1.000 .822 .542 .834 .507 .598 .656 .573 .643 .546 .421 .676 .404 .662 .630 .117 

X3 .388 .822 1.000 .633 .751 .642 .698 .758 .686 .749 .507 .342 .599 .391 .760 .744 .117 

X4 .545 .542 .633 1.000 .541 .555 .561 .668 .490 .578 .363 .590 .335 .450 .611 .601 .147 

X5 .325 .834 .751 .541 1.000 .501 .668 .563 .472 .569 .461 .198 .497 .388 .694 .615 .152 

X6 .133 .507 .642 .555 .501 1.000 .557 .582 .415 .671 .637 .432 .443 .348 .539 .627 .340 

X7 .289 .598 .698 .561 .668 .557 1.000 .710 .651 .751 .544 .206 .557 .403 .720 .638 .272 

X8 .266 .656 .758 .668 .563 .582 .710 1.000 .770 .758 .573 .440 .636 .577 .718 .780 .329 

X9 .394 .573 .686 .490 .472 .415 .651 .770 1.000 .857 .524 .290 .762 .459 .705 .756 .343 

X10 .380 .643 .749 .578 .569 .671 .751 .758 .857 1.000 .590 .344 .713 .465 .737 .799 .394 

X11 .074 .546 .507 .363 .461 .637 .544 .573 .524 .590 1.000 .478 .746 .580 .545 .596 .436 

X12 .393 .421 .342 .590 .198 .432 .206 .440 .290 .344 .478 1.000 .411 .536 .316 .385 .214 

X13 .191 .676 .599 .335 .497 .443 .557 .636 .762 .713 .746 .411 1.000 .642 .679 .646 .468 

X14 .407 .404 .391 .450 .388 .348 .403 .577 .459 .465 .580 .536 .642 1.000 .604 .651 .649 

X15 .305 .662 .760 .611 .694 .539 .720 .718 .705 .737 .545 .316 .679 .604 1.000 .904 .277 

X16 .451 .630 .744 .601 .615 .627 .638 .780 .756 .799 .596 .385 .646 .651 .904 1.000 .431 

X17 .323 .117 .117 .147 .152 .340 .272 .329 .343 .394 .436 .214 .468 .649 .277 .431 1.000 

Sig. (1-

tailed) 

X1  .024 .025 .002 .052 .258 .076 .094 .023 .028 .361 .024 .175 .020 .065 .010 .054 

X2 .024  .000 .002 .000 .004 .001 .000 .001 .000 .002 .016 .000 .020 .000 .000 .285 

X3 .025 .000  .000 .000 .000 .000 .000 .000 .000 .004 .044 .001 .024 .000 .000 .284 

X4 .002 .002 .000  .002 .002 .001 .000 .006 .001 .034 .001 .047 .011 .000 .001 .237 

X5 .052 .000 .000 .002  .005 .000 .001 .007 .001 .009 .166 .005 .025 .000 .000 .229 

X6 .258 .004 .000 .002 .005  .002 .001 .018 .000 .000 .014 .012 .041 .002 .000 .045 

X7 .076 .001 .000 .001 .000 .002  .000 .000 .000 .002 .157 .002 .021 .000 .000 .090 

X8 .094 .000 .000 .000 .001 .001 .000  .000 .000 .001 .012 .000 .001 .000 .000 .050 

X9 .023 .001 .000 .006 .007 .018 .000 .000  .000 .003 .075 .000 .009 .000 .000 .043 

X10 .028 .000 .000 .001 .001 .000 .000 .000 .000  .001 .043 .000 .008 .000 .000 .023 

X11 .361 .002 .004 .034 .009 .000 .002 .001 .003 .001  .007 .000 .001 .002 .001 .013 

X12 .024 .016 .044 .001 .166 .014 .157 .012 .075 .043 .007  .019 .002 .058 .026 .147 

X13 .175 .000 .001 .047 .005 .012 .002 .000 .000 .000 .000 .019  .000 .000 .000 .008 

X14 .020 .020 .024 .011 .025 .041 .021 .001 .009 .008 .001 .002 .000  .001 .000 .000 

X15 .065 .000 .000 .000 .000 .002 .000 .000 .000 .000 .002 .058 .000 .001  .000 .085 

X16 .010 .000 .000 .001 .000 .000 .000 .000 .000 .000 .001 .026 .000 .000 .000  .014 

X17 .054 .285 .284 .237 .229 .045 .090 .050 .043 .023 .013 .147 .008 .000 .085 .014  

 
The Correlation Matrix table provides correlation coefficients and p-values for each pair of variables 

included in the analysis. A close inspection of these correlations can offer insights into the factor structure. 

 
Table 4. KMO and Bartlell's test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .668 

Bartlett's Test of Sphericity Approx. Chi-Square 395.257 

Df 136 

Sig. .000 

 

The table shows the Kaiser-Meyer-Olking (KMO) statistic should be greater than 0.600 and the Bartlett's 
test should be significant (e.g. p < .05). KMO is used for assessing sampling adequacy and evaluates the 

correlations and partial correlations to determine if the data are likely to coalesce on factors (i.e. some items 

highly correlated, some not). The Bartlett's test evaluates whether or not our correlation matrix is an identity 

matrix (1 on the diagonal & 0 on the off-diagonal). 
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Table 5. Communalities 

 Initial Extraction 

X1 1.000 .730 

X2 1.000 .744 

X3 1.000 .871 

X4 1.000 .793 

X5 1.000 .703 

X6 1.000 .513 

X7 1.000 .702 

X8 1.000 .754 

X9 1.000 .686 

X10 1.000 .797 

X11 1.000 .708 

X12 1.000 .608 

X13 1.000 .789 

X14 1.000 .793 

X15 1.000 .780 

X16 1.000 .807 

X17 1.000 .739 

Extraction Method: Principal Component Analysis. 

 

Communality (h?) is the sum of the squared factor loadings and represents the amount of variance in that 
variable accounted for by all the factors. For example, all five extracted factors account for 73% of the 

variance in variable y1 (h? = .73). 

 

Table 6.Total variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Rotation Sums of 
Squared Loadings 

Total % of 

Variance 

Cum % Total % of 

Variance 

Cum 

% 

Total 

1 9.651 56.771 56.771 9.651 56.771 56.771 9.195 

2 1.569 9.230 66.001 1.569 9.230 66.001 5.473 

3 1.297 7.629 73.630 1.297 7.629 73.630 3.854 

4 1.001 5.891 79.521     

5 .741 4.356 83.877     

6 .676 3.979 87.856     

7 .530 3.119 90.975     

8 .389 2.286 93.262     

9 .299 1.761 95.023     

10 .202 1.187 96.210     

11 .187 1.101 97.311     

12 .149 .875 98.187     

13 .116 .681 98.868     
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14 .093 .544 99.412     

15 .067 .394 99.807     

16 .024 .141 99.947     

17 .009 .053 100.000     

Extraction Method: Principal Component Analysis. 

 

The next table displays the amount of variance accounted for in the variables' or items' variance-covariance 

matrix by each of the factors and cumulatively by all the factors. Here we see that all 3 extracted factors 
account for 56.771% of the variance in the items' variance-covariance matrix. 

 

Table 7. Pattern Matrix 

 Component 

1 2 3 

X3 1.002   

X5 .939   

X2 .892   

X7 .891   

X15 .828   

X10 .791   

X8 .740   

X9 .703   

X16 .668   

X6 .622   

X17  .960  

X14  .760  

X11  .577  

X13 .539 .543  

X1   .861 

X12   .657 

X4 .493  .622 

As a general conclusion, we can say we have three factors accounting for 56.77 % of the variance in our 17 
items. In the above Matrix table we see clear factor structure displayed, each item loads predominantly on 

one factor. For instance, the first ten items load virtually exclusively on Factor 1. Next four items loaded in 
Factor 2 and next three in Factor 3. 
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Factor 1, Factor 2 and Factor 3 is named as primary factors, Secondary factors and others factors. 

 

Kolmogorov-Smirnov Test and Shapiro-Wilk Tests 
 

Kolmogorov-Smirnov test is one-sample test. It is goodness of fit test, where the comparison is made 
between observed sample distribution and theoretical sample distribution. When calculated value is greater 

than the critical value, the null hypothesis is rejected. 

Factor 1 

X3 

X2 

X7 

X10 

X15 

X5 

X8 

X9 

X16 

X6 

Factor 2 

X17 

X13 

X11 

X14 

Factor3 

X1 

X12 

X4 

Figure 1. Factors 
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Table 8. Test of Normality 

  Kolmogorov-

Smirnov
a
 Shapiro-Wilk 

Statistic df Sig. Statistic Df Sig. 

X1 Well-known Brand 0.316 26 0.000 0.743 26 0.000 

X2 Promise to provide good Incentives       0.295 26 0.000 0.858 26 0.002 

X3 Promise to send relevant information only 0.294 26 0.000 0.837 26 0.001 

X4 Interested in the company and its products. 0.275 26 0.000 0.791 26 0.000 

X5 They provide information on special offers. 0.264 26 0.000 0.863 26 0.003 

X6 Deals in regularly demanding products 0.218 26 0.003 0.849 26 0.001 

X7 Keep me up–to-date 0.306 26 0.000 0.841 26 0.001 

X8 
This would save the efforts of repeatedly 
visiting the Sites/Websites 

0.278 26 0.000 0.842 26 0.001 

X9 Privacy policy 0.285 26 0.000 0.782 26 0.000 

X10 Security System 0.380 26 0.000 0.655 26 0.000 

X11 Quick OPT-OUT policy 0.256 26 0.000 0.809 26 0.000 

X12 Types of information asked 0.314 26 0.000 0.821 26 0.000 

X13 Attitude towards giving consent/permission 0.226 26 0.001 0.879 26 0.005 

X14 Quality product 0.240 26 0.000 0.831 26 0.001 

X15 Strong company’s commitment 0.308 26 0.000 0.798 26 0.000 

X16 Customer care 0.281 26 0.000 0.751 26 0.000 

X17 Secured payment system 0.310 26 0.000 0.736 26 0.000 

 

Conclusion 
 

Permission marketing is the opportunity of delivering anticipated, personal and relevant messages to people 

who actually want to get them. Permission marketing has various benefits for both marketers and 
consumers. It helps the customer to receive more relevant messages and products, and the marketer can 

lower selling costs and increase retention rates. But, in turn, permission marketing requires a complete 

change in the way of doing the business. Individual relationship with the customer make the marketing 
effective and each had agreed to receive company’s advertising, either because they want the information 

or because they’ve been tempted by an incentive. Permission marketing involves different treatment for 

different people. Need is to spread the awareness of this concept. It helps the marketers to obtain permission 

from the customers in advance and communicate with them in the way it is intended for by the customers. 
The customers don’t like someone unknown or not permitted to disturb them with their own preferences. 

Perhaps, the customers prefer to interact with appropriate marketers who are given with the permission. 

Moreover, permission given for a particular objective cannot be used for another objective. The concept of 
Permission Marketing facilitates effective target precision with the required permission intensity. Need is 

to select the best strategy to effectively reach out to their target customers. 
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