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Setting the Stage
Welcome to the first in a series of ExactTarget whitepapers addressing the impact of consumer 
communication preferences on marketing success. The 2008 Channel Preference Survey 
contains primary research and analysis that highlights the opportunities and challenges 
marketers face in today’s world of multi-channel, one-to-one communications. 

Through the course of this whitepaper, you’ll learn why preferred communication channel 
is not synonymous with preferred marketing channel. You’ll also understand why long-term 
one-to-one marketing success will come to those who give their subscribers greater control 
over the means and manner of marketing message delivery, content, and frequency.

Are You Tired of Guessing?

Today’s multi-channel marketing environment has but one constant: change. With the 
rise of emerging messaging channels like mobile email and SMS text messaging, 
marketers face some pretty tough decisions. How should you structure your one-to-one 
marketing strategy? How should you address audience fragmentation? Should you choose 
communication channels based on message type? Subscriber preferences? Both?

Many marketers based their 
decisions on research regarding the 
adoption of new communication 
tools.  But often, such research 
does not address how consumers 
actually use those tools to interact 
with marketers. 

Without reliable research on 
consumer channel preferences to 
guide them, marketers have been 
forced to throw darts in the dark—hoping to hit the perfect channel/message bulls-eye. But 
with marketing dollars at a premium, that’s a risky game to play. Today more than ever, you 
can’t afford to waste scarce time and resources on ineffective communications.

That’s why we recruited Morgan Stewart, ExactTarget’s Director of Research and 
Strategy, to conduct one of the most extensive consumer messaging channel 
preference studies to date: ExactTarget’s 2008 Channel Preference Survey. Following 
in the footsteps of the Email Marketing for the Third Screen Whitepaper—his 2007 mobile 
email marketing study—Stewart’s 2008 Channel Preference Survey delivers cutting-edge 
data to help marketers develop informed multi-channel marketing strategies.
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How Consumer Preferences Impact One-to-One Marketing Success

What is SUBSCRIBERS RULE! ?

At exacttarget, we believe the most effective 

one-to-one marketing programs seek to 

communicate with people—not lists.  

this statement is much more than an 

affirmation of our long-held policy that one-to-

one marketing must be built on permission. it is 

a broader acknowledgement that we all bear a 

responsibility to put subscriber needs first. 

the SUBSCRIBERS RULE! philosophy is built 

upon three simple directives:

1. Serve individuals. 

2. Honor their unique preferences   

 with regard to communication,   

 channel, content & frequency. 

3. Deliver timely, relevant    

 content that improves their lives.

Without reliable research on consumer channel 

preferences to guide them, marketers have 

been forced to throw darts in the dark—hoping 

to hit the perfect channel/message bulls-eye. 

We think it’s time they stop guessing.

—Morgan Stewart 

ExactTarget Director of Research and Strategy 

“

”

http://email.exacttarget.com/Resources/Whitepapers/EmailMarketingfortheThirdScreen.html
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What Are Marketers’ Responsibilities in a Multi-Channel World?

The once rock-solid audiences commanded by newspapers, magazines, television, and film 
studios are shrinking as consumers scatter to the four corners of the Internet in pursuit of 
personally-relevant content. Audience fragmentation is not, however, limited to the mass 
media.  Thanks to the rise of mobile devices and ubiquitous social networks, the one-to-one 
communication options at the consumer’s disposal have grown exponentially to include:

Email•	
Mobile Email•	
Voice Messaging•	
Direct Mail•	
Phone•	
SMS Text Messaging•	
Instant Messaging•	
Messaging through Social Networking Sites•	
Messaging through RSS•	

With so many choices, how can marketers make sure they deliver the right message to the 
right person at the right time? Consumers want to be in control of all the types of marketing 
messages they receive and the channels through which they receive them. We think the 
first step is to read this study and learn what consumers are really thinking about marketing 
channels. 

Once we know what our consumers want, we bear the responsibility to deploy one-to-one 
marketing technologies in ways that put their needs first—even if that means changing the 
way we manage our marketing strategy. That’s why marketers are seeking to streamline their 
marketing processes using tools like ExactTarget’s One-to-One Integrated Platform which 
lets them create, deliver, and track all their digital messaging from a single console. 

We need to change the way we think. It’s time to communicate with people—not lists. We 
need to let SUBSCRIBERS RULE!

What Was Our Research Methodology?

ExactTarget’s 2008 Channel Preference Survey is one of the most comprehensive studies of 
messaging channel preferences in the industry to date. Data was collected from February 
8th to February 15th, 2008 through an online survey of 1,555 internet users owning a cell 
phone and living in the United States. The sample contains 220 to 226 respondents from 
seven age groups and represents consumers above the age of 15. The sample was drawn 
from the TrueSample™ online panel maintained by MarketTools. Individuals in the marketing 
profession were excluded from the sample.

What Should Readers Expect?

Consumer data. Research trends. Sophisticated analysis. And detailed graphs and charts—
lots of them. So if you’re looking for deep-dive research to help use your consumers’ 
preferences to drive your multi-channel marketing strategy, then this whitepaper is for you.
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one-to-one integrated platform 

Create, deliver, and track highly-

personalized communications across 

emerging digital media channels—

including SMS, Voice, and email—from 

the convenience of a single interface.

A note for B2B Marketers 

exacttarget’s 2008 Channel 

preference Survey is primarily geared 

towards B2C marketers. however, 

B2B readers will also benefit from 

Stewart’s analysis of how channel 

permission and acceptability affect 

the responsiveness of your audience.
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Personal Communication Preferences
There is no question that the landscape of written communication has changed rapidly. The phenomenal growth of social networking 
sites such as MySpace (founded in 2003) and Facebook (launched in 2004) and the increasing use of text messaging demonstrate 
how communication has changed over the past five years—especially for teenagers and young adults.

Of cell phone users age 15 to 17, 75% have used SMS in the past 6 months.  Of those age 18 to 24, the number jumps to 85%1. For 
many teens, text messaging has become the primary form of written interaction with friends and family. Pew Internet & American 
Life Project found that texting was the most popular form of written daily social communication for US teens (age 12 to 17)2.

ExactTarget research found that among teens age 15 to 17, text messaging is the most commonly used form of written 
personal communication, followed by email, instant messaging, and then posting messages through social networking sites. The 
preference toward text messaging is less pronounced for young adults age 18 to 24 where the use of text messaging and email is 
equally popular. Teen and young adult males are significantly more likely to use instant messaging (22%) than are females (14%), 
whereas females appear to lean more toward text messaging and use of social networking sites for personal communication. 
(Figure 1)

1  Williams et al. (2008) teen talking and texting: Monetizing the transition from pCs to Cell phones, Jupiter research, February 28, 2008. 

2  Lenhart et al. (2008) Writing, technology and teens, pew internet & American Life project, Washington, DC, April 24, 2008.
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Figure 1: preferred communication channels—written messages to friends
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Comparing the personal communication preferences of teens versus senior citizens highlights the dramatic shift personal 
communication preferences. Senior citizens prefer written communication through email and traditional letters/postcards, 
while teens leverage many more modes of communication. The vast majority of seniors prefer to communicate through email, and 
this clear preference also holds true of those age 35 and above—email is the preferred channel of personal written communication 
from Gen X to Baby Boomers and beyond. (Figure 2)

However, just because email is the preferred tool for written communication online does not mean that other forms of communication 
are not used by older consumers. Use of instant messaging is prevalent even among senior citizens.  Baby Boomers are also 
adopting text messaging and participating in social networking communities.

As of February 2008, 98% of the online US population used email, 52% used instant messaging and 48% used text messaging 
(SMS). As new tools for personal communication are introduced into the culture, they are adopted across all age groups, simply at 
different rates. 

We also found strong correlations in the use of IM, SMS, and social networking. This suggests there are basically two groups 
of consumers: adopters and non-adopters. Non-adopters only use email for online communication and comprise 27% of online 
consumers, while adopters have embraced additional modes of online communication. We found 23% of online consumers use 
email, IM, SMS, and social networking. Non-adopters tend to be older and have higher levels of education and income than the 
adopters.
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Figure 2: online communication activities by age group
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The change in preferred communication channels does not equate to the replacement of other channels. Text messaging and 
participation in social networking communities are additional modes of communication that get layered on top of pre-
existing channels1. These tools facilitate new types of communication that have not been possible in the past. 

Social networking sites provide an environment of creative expression and affiliation with groups of people with similar interests2, 
and text messages facilitate sending short private messages—akin to passing “digital notes3.” With the incorporation of additional 
tools into the communications tool belt, more established forms of communication such as email and phone calls have not been 
eliminated—they’re simply used less frequently as the primary channel of personal communication. 

An 18-year-old college student shared his experience:

Even with the introduction of new communication technologies, simply calling on the phone remains the most common means of 
communicating with friends—people prefer phone communication (41% of the US online population) to written communication 
(16%). Again, there are generational differences. Baby Boomers have a significant preference for communicating with friends on 
the phone compared to their children. Nevertheless, the majority of those less than 34 years of age use both written and phone 
communication equally. (Figure 3)

1  Lenhart et al. (2007) teens and Social Media, pew internet & American Life project, Washington, DC, December 19, 2007. 

2  ibid.

3  Lenhart et al. (2005) teens and technology, pew internet & American Life project, Washington, DC, July 27, 2005. 
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Figure 3: preferred communication channels—phone v. written messages

Thinking that the email market to people my age is going to disappear is rather silly. Everyone I know checks their email 
a number of times a day, with a few exceptions. Facebook probably causes people to look at their email often in my 
demographic because of the email notifications.  It is true that some people choose to have the email sent as texts to their 
phones for such notifications, but many do not have the money to maintain so many text messages. I personally check my 
email constantly while I’m on my computer, which is about half of my waking hours.

“

”
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Messaging Preferences Do Not Equal Marketing Preferences
Obviously these trends in personal communication preferences have a bearing on the direction of marketing communications in 
the future. Some have suggested that as personal communication preferences change, marketing budgets should shift in similar 
proportion—toward new mediums and away from more established channels such as email and direct mail. This logic relies on 
the premise that the best way to communicate with customers is to communicate with them using the channels they use 
with their friends. However, we know this premise is false. If marketing success followed consumer preferences for personal 
communication, we would be calling customers on the phone.

As marketers navigate the new landscape of one-to-one communications, we need to be mindful of the lessons learned through 
telemarketing. Some modes of communication are seen as more appropriate than others. Moreover, the content and timing of 
communications are critical. The challenges associated with telemarketing—including intervention by the Federal Trade Commission 
and establishment of the National Do Not Call Registry—came about because marketers failed to respect customer preferences 
and privacy. Simply stated, marketers acted in ways that consumers felt were inappropriate.

Understanding Marketing Channel Preferences
(a.k.a.—Email is Alive and Well. But Other Channels Are Gaining Steam.)

Permission is the first step in determining consumers’ communication preferences. The vast majority of US online consumers 
(95%) have provided at least one company with permission to communicate with them through email. In contrast, only 7% of online 
consumers have provided a company permission to communicate with them through text messaging—this equates to 12% of 
online consumers who use SMS on a regular basis.  

The survey data shows email is a channel 
that consumers have deemed acceptable 
for marketing communications, while text 
messaging and instant messaging are still 
trying to establish themselves as an acceptable 
marketing channel for companies to leverage. 

However, this is not to say that these aren’t 
viable channels for marketers when permission is 
explicitly acquired. In fact, that is the whole point 
of SUBSCRIBERS RULE! 

Some subscribers may want to receive weather 
alerts or stock updates via SMS or IM, or join a pet 
enthusiast group on a social network, or receive 
an automated voice message from the auto dealer 
when it is time for their 30,000 mile check-up. 

The question is...do yours?

The key for marketers is to understand the 
preferences of each subscriber by asking for 
permission, then tailoring channel selection and 
messaging based on this knowledge. (Figure 4)
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Figure 4: permissions granted by channel



Purchasing Channel Preferences
83% of our surveyed consumers have made a purchase 
online, and online shopping has been widely adopted 
across all age groups (Figure 5). Of adults 18 and older, 80% 
of consumers across all age groups have made an online 
purchase. Women (85%) are more likely than men (80%) to 
have made an online purchase. 

Consumers are still more likely to be influenced to purchase 
through traditional direct channels such as direct mail, email, 
and telemarketing, but the influence of emerging channels 
is becoming more prevalent among younger consumer 
segments. 

13% of teens have made a purchase as a result of receiving 
a text message, whereas 12% have purchased in response 
to a message or ad on a social networking site. 11% of 
teens also shared that their purchasing decisions have been 
influenced by IM. (Figure 6)

Teens and young adults are clearly responding to marketing 
messages through newer channels; however, the rate of 
adoption of these channels for marketing communications is 
slower than it is for personal communications. 

Marketers need to consider how to integrate these new 
channels and create the right balance. As with personal 
communication preferences, new marketing channels 
are being layered on pre-existing ones instead of 
replacing them.
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  Figure 5: online purchasing habits

Figure 6: purchases resulting from marketing messages



What Are Acceptable Types of Messages?
A significant portion of our research on this subject has been dedicated to understanding where online consumers draw the 
line between marketing messages they deem appropriate and inappropriate by channel. We focused on common and distinct 
types of direct messages that companies send to consumers and asked that they rate—on a scale of 1 (Completely Unacceptable) 
to 5 (Completely Acceptable)—their attitudes toward each type of message by channel. 

We also asked users to select through which channel they preferred to receive each type of communication. Respondents were 
given the choice of seven direct marketing channels (email, direct mail, phone, text messaging, RSS, social networking sites, and 
instant messaging).

Respondents provided preferences for the following communications:

Promotional Messages 1. (i.e., sale, special offers)

	 	 •	 With Permission 
      (“From companies whom I have granted permission to send me ongoing information”)
  
	 	 •  Without Permission—But with a Prior Business Relationship 
         (“From companies whom you regularly conduct business, but have not specifically asked for ongoing information”)

	 	 •	 Unsolicited  
      (“From a company with whom you have never interacted”)

Confirmations (or “Thank You” messages)2.  for a transaction you initiated

Financial Alerts 3. (such as fraud detection) from your banking or financial institution

Regular Status Updates4.  on an account you maintain with a company

Sweepstakes Invitations5.  from a company you know

Polls, Surveys, or Questionnaires6.  related to the products or services of a company you know 

© 2008 exacttarget. All rights reserved. 8
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Across channels and the types of messages we evaluated, the average “acceptability score” was 2.8 compared to a theoretical 
average of 3 based on a scale of 1 to 5. 

As seen in the distribution of attitudes toward messages by channel, there are instances that are perceived as highly relevant and 
those that are perceived as an annoyance. The standard deviation of acceptability scores is 0.8.  As such, scenarios with a score 
of 3.6 or higher are very acceptable in the minds of most consumers and scores lower than 2.1 are unacceptable to consumers1. 
(Figure 7)

Holistically, direct mail had the highest acceptability score of the channels we researched. Email received the highest acceptability 
scores across digital channels. The overall scores of these two channels are very similar, with the exception of attitudes toward 
promotions that are sent without expressed permission. Send an unsolicited promotion through direct mail and consumers do not 
mind.  Send the same message through email and it is SPAM. 

After direct mail and email, there is a significant drop-off in consumer perception of acceptability for other channels. While 
new and mobile media are preferred messaging channels for personal communication among some demographic groups, they are 
significantly more sensitive ground for marketers. 

1  the difference between 2.0 and 2.1 in this instance is due to rounding.
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Figure 7: Message acceptability by channel



There are three primary factors driving consumer attitudes towards communication channels:

Disruptiveness 1. 

Channels that give consumers a greater sense of control over how they interact with marketing messages are preferred. Direct 
mail, email, and even RSS can be processed when the consumer chooses. Modes of communication that are interruptive 
(phone, IM, and text messaging) are viewed less favorably as a marketing channel. The fact that all digital mediums can 
potentially be interruptive (e.g., email popup reminders) means they are less acceptable overall than direct mail.

Personal Space2. 

The closer you get to the individual, the more likely consumers are 
to sense that their personal space is being violated. Direct mail and 
email can feel anonymous if the consumer chooses.  

However, phones, text messaging, and social networking sites 
feel more personal. Let’s face it, regardless of the “relationship” a 
consumer has with a company, interaction through these channels 
can feel creepy, pushy, and just generally uncomfortable.

Time in the Market 3. 

How long a technology has been around has a direct correlation with how acceptable consumers find it for marketing purposes.  
It takes time for consumers to welcome marketing communication through new channels.

© 2008 exacttarget. All rights reserved. 10
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Marketers need to exercise caution when using 

phones, text messaging, and social networking 

sites. Recipients often feel messages delivered 

through these channels are an invasion of their 

personal space.

—Morgan Stewart 

ExactTarget Director of Research and Strategy 

“

”



Permission and Promotional Messaging
When asked if consumers were comfortable receiving varying types of communications, we made clear distinctions among 
promotional messages based on the type of relationship consumers have with a company. 

Three types of promotional messages were highlighted throughout the survey: 

Promotions With Permission1. 
Unsolicited Promotions 2. 
Promotions Without Permission (but with a prior business relationship)3. 

It is not surprising that permission-based messages are considered the most acceptable in the minds of consumers. The tenants of 
permission marketing are well established and survey results demonstrate that this expectation holds true across the board. 

Regardless of channel, permission-based messages are more welcome than messages sent without permission, regardless of a 
prior existing business relationship. (Figure 8) 

Nor is it surprising that unsolicited messages are the least welcome regardless of channel.

© 2008 exacttarget. All rights reserved. 11
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Figure 8: Acceptability of promotional messages by channel



This clear and distinctive order in marketing preferences has parallels to personal communication preferences: permission (friends), 
no permission, but with prior business relationship (acquaintances), and unsolicited (strangers). 

The closer the relationship, the more receptive people will be to being contacted by you. As much as some marketers may want 
to deny this trend—by insisting that a prior business relationship constitutes permission—the reality is that we must invest in and 
nurture relationships (Figure 9). The analogy does not stop there, as new friends can become annoying, especially if they abuse the 
relationship and become noticeably self-serving.

© 2008 exacttarget. All rights reserved. 12
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Figure 9: promotional message channel preferences—permission granted



When it comes to outbound promotions, direct mail, email, and RSS are the only safe territories. In the case of direct mail, 
consumer attitudes toward unsolicited promotions appear to be polarized. 27% of consumers feel they are completely unacceptable 
and 25% feel they are completely acceptable. Comparatively, only 6% of consumers feel unsolicited email is completely acceptable 
and only 4% feel unsolicited messages through phone, IM, or text messaging are completely acceptable. (Figure 10)

When given the choice of which channel consumers preferred to receive messages through, 59% said they preferred to receive 
unsolicited promotions through direct mail, and 37% said they preferred to receive promotions through email. However, even of 
those 37% who said these were best received through email, 59% indicated these messages were unacceptable (score of 1 or 2) 
on the 1 to 5 ranking scale. 

When it comes to unsolicited promotions, the only safe channel is direct mail. This is largely a function of the three factors 
outlined on page 10. Direct mail is not disruptive, it does not invade a consumer’s personal space, and it is established. For better 
or worse, consumers are used to it. 

© 2008 exacttarget. All rights reserved. 13
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Figure 10: promotional message channel preferences—unsolicited



Non-permission email faces unique challenges. Consumer attitudes toward promotional email received from acquaintance 
companies—companies they have a business relationship with, but have not opted-in for email—are above average. 

Even so, the deliverability landscape still makes this practice dangerous. The incremental consumers who are annoyed with this 
practice can be enough to push SPAM complaints above the threshold set by ISPs, leading to an erosion of a marketer’s deliverability 
“reputation.”  Keeping complaints low at ISPs is the best way to avoid commercial emails being blocked or put in the junk/
SPAM folder. (Figure 11)
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Figure 11: promotional message channel preferences—no permission, but with existing business relationship



Given the outlined insights about the relationship between promotional messages and channels, marketers can begin making more 
informed strategic decisions. We also encourage you to consider these key takeaways when evaluating marketing channels for  
your promotional messages:

RSS is moderately acceptable, but adoption is still remarkably low. 1. 

RSS is a permission only channel—at least some form of permission is implied when consumers opt to receive feeds1.  This 
is a clear advantage, but there is simply not enough adoption for this to be considered a mainstream one-to-one channel. To 
be fair, many consumers interact with RSS feeds without their knowledge. 

For example, My Yahoo pages can easily be configured to consume RSS feeds, and many consumers may have done so 
without the knowledge that they were using RSS. While many creative uses for the technology have emerged, RSS simply 
has not caught on as a widely understood and adopted direct marketing channel. 

Text messaging is not a widespread promotional channel—but its niche is emerging. 2. 

Overall, SMS promotions are seen as less acceptable than telemarketing. 52% of regular SMS users feel that telemarketing 
calls are preferable to text messages, with another 16% on the fence. Only 9% prefer SMS marketing messages to email. Most 
notably, low tolerance for text messages persists across all age and income based segments. 

However, there are true text aficionados that are open to receiving 
promotions through SMS. These consumers are found equally within 
age groups from 18 to 34 who have unlimited data plans and are 
moderate—not heavy—text users. 

The fact that there is no easy way to identify these aficionados 
based on demographic characteristics makes it imperative to adopt 
aggressive opt-in practices. Double opt-in is strongly recommended, 
especially since consumers are easily angered by unwelcome SMS 
marketing messages.

The overwhelming majority of frequent SMS users do not believe that SMS is a convenient way for marketers to 
communicate with them.  They still prefer to receive marketing messages through email and direct mail (and even telemarketing 
calls) over SMS.  

That said, consumers do tend to believe that SMS is the “way of the future.” So while SMS may evolve into a broad marketing 
channel, it has not arrived yet.  This may be due in part to cost considerations as 80% of customers feel that marketers should 
pay them (to offset data costs) when they send SMS marketing messages.  Thus, general acceptance of SMS marketing 
messages that are “pushed” to consumers is low. 

1  While some level of permission is implied by the very nature of rSS technology, we still asked survey respondents questions about non-permission and unsolicited promotions. this was partially to 

maintain consistency throughout the survey, but also intended to provide insight into the distribution of promotional messages through the channel where subscribers were only expecting to receive 

something else—e.g., news feeds.
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The vast majority of frequent text message 

users do not think SMS is a convenient way for 

marketers to communicate with them.

—Morgan Stewart 

ExactTarget Director of Research and Strategy 

“
”



Additional Message Types
Overall, research showed the types of messages considered most acceptable were transaction confirmations. And—not 
surprisingly—unsolicited promotional messages were largely seen as unacceptable by consumers. 

Confirmations (“Thank You” Messages) 

Our research indicates it makes sense to send confirmations (of purchase, registration, etc.) by the channel through which the 
transaction was initiated. For example, text messages may be appropriate for cell phone purchases such as ringtones or wallpapers. 
However, email is the clear preference when it comes to confirming transactions. (Figure 12) 

This is most clearly appropriate for transactions through a website, but should be considered for other transactions as well. In many 
instances, these emails may be stored as a paperless confirmation for future reference.
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Figure 12: Channel preferences—Confirmations



Financial Alerts

There was more variation in the preferred channel for companies to send financial alerts than any other of the message types 
included in the channel preference survey. Behind email, phone (30%) is the most preferred mode of communication for these 
urgent messages. 10% of 25 to 34-year-olds and 8% of 18 to 24-year-olds want to get alerts through SMS messaging. (Figure 13)

Fraud alerts serve as an example for similar urgent messages. Other urgent messages that provide a service to consumers can be 
expected to have similar preference patterns. For example, travel advisories or alerts would fall into the same category. In these 
instances, the key is to have a multi-channel approach to alerting customers. Don’t rely on a single channel to serve these 
notices, but attempt to contact customers through a combination of voice, email, and text messages—where permission exists. 
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Figure 13: Channel preferences—Financial Alerts



Account Status Updates 

Account updates are not as urgent as alerts, but they are still seen as a service to the customer. In this case, email and direct mail 
are the clear preferences across the board. Again, these channels facilitate archiving for future reference—as such, they are the 
most appropriate means for transmitting these messages. (Figure 14)
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Figure 14: Channel preferences—Account Status Updates



Sweepstakes, Polls, Surveys, and Questionnaires 

Email is the preferred channel for both sweepstakes and polls. Consumers lean more toward receiving sweepstakes through direct 
mail compared to polls, likely due to the expectation that poll results are tabulated quickly and can easily be displayed online.  
(Figure 15)

That said, arguably the most successful use of text messaging in the US to date was polling for American Idol. Obviously, text polls 
can be very successful, especially when they incorporate interactive responses. Based on survey response, this tactic may appeal 
more to teens than to young and middle age adults.
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Figure 15: Channel preferences—Sweepstakes Invitations

Figure 16: Channel preferences—Polls, Surveys, and Questionnaires



Conclusions: Honor Your Consumers’ Channel Preferences
The proliferation of one-to-one marketing technologies has spurred audience fragmentation 
and increased the challenges marketers face when devising multi-channel strategies. 
Consumers spend more and more time interacting with new channels, such as text messaging 
and social networking sites. However, welcoming marketers into these new channels is 
tempered by concerns about privacy and the invasion of personal space. 

Put Power Back in the Hands of Consumers

Consumers want control over the marketing messages they receive—and the channels 
by which they receive them. While new channels have made it easier for them to stay in 
touch with friends, family, and the world at large, the same features threaten the barriers 
consumers have created to protect themselves from marketers. 

Luckily for marketers, consumer adoption of new technologies for personal communication 
does not automatically warrant the dramatic shifts in marketing budget that some analysts 
have suggested. “Teens only use text messaging” and “Email is dead!” are the commonly-
heard rallying cries of these self-proclaimed agents of change. 

But they couldn’t be more mistaken. 

We are not facing an exchange of one channel for another. Instead, we are embarking into 
a one-to-one environment that will require us to listen carefully to our customers and get 
smarter about relationship marketing.

Think about what your marketing program would look like if you communicated with 
consumers more like you communicate with your friends and family. How do you send your 
messages out? Via email? Text message? Do you only call your closest friends by phone? 
More than likely, you communicate to different people differently. 

Your subscribers are no different.  They are not a list.   They are people.  They are individuals.  
They are your best customers.  Treat them like a number—like everybody else—and they will 
return the favor.

Start Building Relationships Now—And Reap the Rewards Long-Term

Now is the time to evolve and take consumer channel preferences seriously. Through the 
course of this whitepaper, we have provided averages, trends, and insights into how one-
to-one marketing is evolving—but data is only the tip of the iceberg. Long-term one-to-
one marketing success will depend on our ability to listen over time, effectively capture 
preferences, individualize our communications, and proactively adapt to the needs of our 
subscribers. 

Accomplish this, and not only will your SUBSCRIBERS RULE!, so will your one-to-one 
marketing ROI. 
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hungry for More? 

Be on the lookout for the next  

whitepaper in the SUBSCRIBERS RULE!  

series addressing the impact of 

consumer communication preferences 

on marketing success. 


