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1. INTRODUCTION 
 

The presence of information and 

communication technology makes the 

internet inseparable from the daily life of 

modern humans today. The development of 

information technology has been responded 

to by the penetration and behavior of 

Indonesian internet usage, which has grown 

from year to year. Internet users in Indonesia 

in early 2021 reached 202.6 million people. 

This number increased by 15.5 percent or 27 

million people compared to January 2020. 

The total population of Indonesia itself is 

currently 274.9 million people. This means 

internet users in Indonesia in early 2021 will 

reach 73.7 percent. The development of the 

number of internet users makes Indonesia 

one of the great opportunities for business 

people. Currently, the internet is often used 

as a medium for shopping and online 

marketing a product because of the 

convenience and practicality it offers 

(Nikmatlloh and Wijayanto, 2021: 837-838). 

The popularity of the internet has 

opened up many opportunities for various 

advertisements that can be offered to the 

public, including Social Networking Sites 

(SJS), websites, e-mail, videos, widgets, 

games, pop-ups, instant messaging, and 

others. Advertising on the internet has 

advantages over traditional media. The 

presence of the internet has revolutionized 

the phenomenon in the history of mass 

communication technology. Although 

television received a higher initial 

acceptance rate than the internet, the number 

of people who can access the internet 

increases every year. 

The utilization of social networks as 

internet-based media has the potential as a 

means of communication and virtual 

interaction without being limited by space 

and time. It has excellent potential for SME 

entrepreneurs to develop their businesses 

because they can reach a wide area and are 

cost-effective. Through social networks, 

SME business players can market their 

products by sharing information on the latest 

business activities, sharing product images in 
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the broader market, building product images 

in cyberspace, establishing communication 

with potential customers, and expanding 

their business network. These business 

activities can be carried out with minimal 

costs because the capital required is only an 

internet network. Thus, it is hoped that the 

marketing of SME products in the regions 

will no longer experience obstacles. 
 

 

2. LITERATURE REVIEW 

2.1. Internet Advertising 
 

According to Schlosser and Shavin 

(1999), the definition of internet advertising 

is a form of commercial content on the 

internet designed by businesses to inform 

consumers about products or services. 

Internet advertising can be delivered through 

many channels (e.g., e-mail messages, 

interactive games, etc.) in various forms 

(e.g., video clips, print, or audio). According 

to Strauss and Frost (2009), internet 

advertising is non-personal communication 

that is persuasive, communicating about 

products or ideas by certain sponsors. 

Jayawardhena et al. (2007) stated that 

consumers have the choice to use the internet 

or other traditional media in making 

purchases. Therefore, marketing practitioners 

are advised to try digital media on the 

internet as a development of traditional 

marketing activities. According to Walmsley 

(2007), with the increasing volume of 

activity on the internet and its ability to 

transform communication media into 

interactive media, marketers, and consumers 

are and between consumers (Ramadhani et 

al., 2021). 

When compared with traditional 

media, the internet is not only a two-way 

communication medium but is also used for 

collecting, storing information, receiving 

orders, and making payments from 

consumers. These diverse functions make the 

internet a tool to convey not only marketer 

messages but also a forum for consumers to 

increase alternatives in decision making 

(Walmsley, 2007; Fadilurrahman et al., 

2021). Chaffey (2007) provides various 

characteristics that make digital media 

different from traditional media: 

1. Internet media can create interactions 

between marketers and consumers and 

between consumers. 

2. Internet media can bring opportunities for 

marketers to develop consumer profiles and 

enable them to further process information. 

Coupled with the development of Social 

Networking Sites (SJS), marketers can 

quickly obtain and disseminate vital 

information to develop potential consumer 

profiles. 

3. Internet media can communicate with 

specific individuals personally. This ability 

is essential in maintaining good customer-

based relationships for online marketers 

because, with personal attention, it can 

capture consumer desires in a customized 

and fast manner. Marketers can use the 

internet to facilitate feedback from 

consumers on promotions or after-sales 

services. 

4. Digital media on the internet can integrate 

the functions of other marketing 

communication tools, audio functions, 

images, text, animation, and others so that 

one medium can have rich media properties. 

5. The use of the internet as an advertising 

medium is not limited by location. Marketers 

have the advantage of virtual access to the 

whole world, an obstacle for traditional 

media. 

6. With internet advertising, marketers can 

select specific consumer segments and 

customize the site according to consumer 

behavior profiles. According to Chaffey 

(2007), internet advertising applies the 

concept of "pull" advertising, allowing 

consumers to voluntarily learn and compare 

one brand of goods with other brands more 

easily and quickly than traditional media. 

Yaakop and Hemsley-Brown (2013) add that 

the advantages of the internet allow 

information on websites to be delivered 

twenty-four hours a day, seven days a week, 
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quickly and conveniently by consumers. In 

addition, advertisers can track the number of 

visitors to their sites and interact with 

consumers.  
 

2.2. Variety of Internet Advertising 

 

With the development of digital 

technology on the internet, marketers can 

choose various types of advertising offered. 

However, consumers also have control over 

digital advertising on the internet because 

consumers can easily ignore or close the ads 

they get. Therefore, many digital advertising 

technologies offer various strategies for 

advertising messages to reach consumers.  

Strauss and Frost (2009) and Laudon 

(2010) describe various types of internet 

advertising, including display advertising, 

rich media, transition and superstitial 

advertising, e-mail advertising, sponsorship, 

mobile advertising, and websites. The 

following is an explanation of each type of 

internet advertising: 

1. Display advertising is a type of advertising 

that consists of more graphics than text. This 

type of ad is often called a pop-up. This ad is 

aimed chiefly at brand awareness; 

2. Rich media is a type of advertising that 

has various types in various formats of 

choice, including banners, interstitial 

advertising, floating advertising, wallpaper 

advertising, trick banners, video advertising, 

and others; 

3. Translation is a type of advertisement 

which appears when other content is loading 

(between pages), while superstitial is a kind 

of mini video advertising that appears when 

a visitor's mouse moves from one part of the 

site to another; 

4. E-mail advertising is a form of advertising 

in text format; 

5. Sponsorship (advertorial) is a combination 

of editorial articles with advertisements; 

6. Mobile advertising is advertising media 

with cellular phone media. In addition to 

internet advertising, online marketing 

communication media that can be utilized 

include Marketing Public Relations (MPR), 

Sales Promotion, and Direct Marketing 

(Strauss and Frost, 2009). 
 

2.3. Customer Relationship Management 

Through Internet Advertising 
 

The importance of internet advertising 

also supports the concept of Customer 

Relationship Management (CRM). Customer 

Relationship Management (CRM) is a 

process for targeting, acquiring, transacting, 

servicing, retaining, and building long-term 

relationships with consumers (Straus and 

Frost, 2009). These CRM functions can be 

carried out more easily and quickly by using 

internet media. For example, with Social 

Networking Sites, satisfied consumers can 

recommend websites, online stores, and 

products to others.  

Strauss and Frost (2009) add that 

Electronic Word of Mouth (eWOM) among 

consumers can be said to be the heart of 

CRM. Positive word of mouth can attract 

many consumers, but negative word of 

mouth can make consumers leave the 

company's products. Word of mouth can 

quickly spread through e-mail, newsgroups, 

blogs, social networks, websites, etc. 
 

2.4. Viral Marketing With Social 

Networking Site Support 
 

The use of the internet as an 

advertising medium has now undergone an 

evolution. One of the evolutions in internet 

advertising in the last five years is social 

networking sites as part of the promotional 

mix (Mangoed and Faulds, 2009). The idea 

of using Social Networking Sites such as 

Youtube, Facebook, and Twitter to 

disseminate product information is 

associated with the ability of these sites to 

facilitate electronic Word of Mouth (eWOM) 

or viral marketing among consumers.  

Porter and Golan (2006) provide an 

initial definition of viral marketing, namely 

peer-to-peer communication (between 

consumers) that is not paid for provocative 
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content obtained from certain sponsors using 

the internet to influence audiences to spread 

messages to others. Porter and Golan (2006) 

introduced that viral marketing is usually 

obtained from e-mail lists of loyal consumers 

or company websites.  

Social networking sites such as 

Facebook allow target consumers to be 

messengers by sending advertising to 

friends, linking friends to advertisers 

explicitly, or commenting on advertisements 

(Chu, 2011). Facilities in Facebook such as 

groups are also media to support viral 

marketing. With Facebook, groups can allow 

advertisers to send inbox messages to group 

members. When group members resend viral 

advertising to other friends, it is as if they 

become endorsers in product brands 

advertised on Facebook and increase the 

desire of other friends to see the ad (Wijaya 

et al., 2021) 
 

 

4. CONCLUSION 
 

The internet as a promotional medium 

is growing and adding alternative options 

other than traditional media. The various 

advantages of the internet compared to 

traditional media make this media 

increasingly popular in the eyes of 

marketers. The popularity of internet 

marketing has opened many opportunities for 

various advertisements to the public, 

including Social Networking Sites (SJS), 

websites, e-mail, videos, widgets, games, 

pop-ups, instant messaging, and others. So, 

nowadays, consumers are not only crammed 

with traditional media advertisements but 

also advertisements through internet media. 

Given the variety and overwhelming volume 

of advertising that consumers face, it is 

possible for consumers to ignore ad content 

or not read advertising messages they do not 

like. Despite the variety of internet 

marketing options with various advantages, 

it is necessary to know how consumers 

respond to internet marketing and how they 

impact consumer purchasing decisions. This 

is done so that the company's investment in 

this field can be measured and evaluated if 

there are impacts that have not met the 

company's targets. 
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