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Abstract  

 Blooming of information technology make every unit 

bussines can be nearly the consumer in spite of via 

electronic  media.  One of effort can doing with 

bussines unit for reach to consumer is using blooming 

of information technology. The efectif mothode for 

reach to potencial onsumer at large number is using 

computer technology especialy with internet.. With 

applaid e-commerce  every bussines unit can reach to 

global consumer in short time and minimum cost. 

Scope of this research is to look impact of advertasing 

applaid  with internet and maketing by e-mail of food 

industry toward processing information and deciton 

buying internet user at Jakarta, Bogor, Depok, 

Tangerang and Bekasi. Data of this research 

collectecd by qustionair distribution  to internet user 

and respondence have 15 years minimum age. 

Internet have the role not only to information search, 

but  have big potency as marketing media. At 

Indonesia advertising media with internet not yet 

usefull using, in spite of at procentase indonesia have 

higher growing comparison other country at asia 

pacific for advertasing expenditure. The goals of the 

reseach is 1). Recite impact of applaid product 

advertasing program  in internet and marketing  by e-

mail toward buying decition after information 

precessing of internet user, and 3). Recite impact of 

information processing of respondence toward buying 

decition of food industry.  

Factor of precised  factors of this research is research 

variable illustrated scope and relation and   which 

targeting in this research, that are food industry 

advertasing program, marketing with e-mail, 

information processing and buying decition. In this 

research using only 6 primer step of IP model, that 

are exposure, attention, comprehention, agreement, 

retention and purchase. 

 

Keynote : E-commerce, Internet, E-mail, Information 

technology 

 

INTRODUCTION 
 
Product marketing is a pillar to every company 

besides other activities that must be done to 

reach the best goals in selling its products. The 

development of recent information technology 

becomes one of the alternative media in 

marketing products, and futhermore as a tool to 

promote a company thoroughly to public.   

 

Globalization and liberalism of trading lead to 

the global market for Indonesian products on the 

other hand,  the domestic market is open for 

international products. This conditon give the 

national companies opportunities to develop and 

compete in line with the fast growing 

globalization process.. 

 

Recently, the role of Internet is not only as a tool 

to search for information but also as marketing 

and trading media. Internet advertising media in 

Indonesia has not been maximally used, 

although Indonesia is the highest in percentage 

of advertising consumption growth compared to 

other countries in Asia-Pasific. Based on the 

expalaination, it can be concluded that the use of 

Internet for advertising has important role in 

operating a company.  

 

The scope of the research is Internet advertising 

that is done by food industry in Indonesia using 

the combination of websites advertising and the 

use of e-mail (electronic mail) method in 

influencing the decision making of consumers. 

This is based on research conducted by Sularo 

(2007) that stated the effective advertising is 

advertising .using websites and e-mail.  
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This reserach is limited into two tests. The first 

test is to examine the influence innternet 

advertising and e-mail marketing of food 

industry in Indonesia on the information 

processing and purchasing decision of Internet 

users. Followed by examining the influence of 

Internet advertising of food industry in 

Indonesia.on the increasing of product selling. 

 

Problem of The Research 

 

As expalined before, this reserach is aimed to 

develop the advertising media and effective 

marketing activities for food industry products in 

Indonesia. The measurement used isa 

combination of advertising decision model as 

advertising program (Kotler, 2005), E-mail 

marketing model (Kalyanam, 2002), Information 

processing model (McGuire, 1999) with the 

main questions:  :  

1. Does the conducting of product Internet 

advertising program and e-mail marketing of 

food industry in Indonesia significantlly 

influence the processing of advertising 

information? 

2. Does the conducting of product Internet 

advertising program and e-mail marketing of 

food industry in Indonesia significantlly 

influence, both directly and through 

advertising information processing phase, 

the purchasing decision of the Internet 

users?. 

3. Does the information processing of 

consumers or Internet usesr influence the 

purchasing of a product?  

 

Aims of The Research 
 

The main purposes of the research are : 

1. To examine the influence of the conducting 

of Internet advertising program and e-mail 

marketing of food industry products in 

Indonesia on the advertising information 

processing by the Internet users. 

2. To examine the influence of the conducting 

of Internet advertising program and e-mail 

marketing of food industry products in 

Indonesia on the purcashing decision of 

Internet users both directly and through 

advertising information processing phases. 

3. To examine the influence of information 

processing of consumers on the purchasing 

of food industry products decision.   

 

THEORETICAL FRAMEWORK  
  

In Indonesia, Internet is mostly used to promote 

than to sell (e-commerce) (Andam, 2003). 

Advertising has a main inluence that is to give a 

contribution to comapny’s profit. However, 

profit can be defined broader. Profit can be 

measured in monetery measurement, such as   

the increasing of profit or the higher stock 

exchange. it also can be measured in other unit  

such as the decrease of accident caused by 

alcohol while driving (Rossiter and Percy,  

1998). Thera are three fundamental waysfor 

companies to achieve maximal profits: by 

increasing  the price of the products, by 

decreasing budget , or by increasing the volume 

of selling (Rossiter and Percy, 1998). Hoewever, 

advertising can be connected to the increasing of 

selling volume. This way influence the three 

factors. Therefore, advertising that increase 

profit of advertised company-by the increasing 

of selling volume, the increasing of the 

willingness of consumers to pay or to decrease 

budget related to the psroducts- can be assumed 

as effective advertising. (Bergkvist, 2000). 

However in many researches, it is found that the 

goal to gain profit is not the main goal of 

Internet advertising.  The result of the research 

by International Federation of the Periodical 

Press (Consterdine, 2005) on websites magazine 

shows that the main goal of websites magazine is 

to broaden publication exceeding the number 

consumers of printed edition by creating new 

online consumers (84%). The second main goal 

is to use the websites to attract new readers of 

printed edition magazine (81%). The goal to gain 

new income in shor or long period is in the next 

position.  

 

According to Kalyanam et.al (2002), e-mail is 

used for three main functions: The first 

function,is to promote the product, the second 

function is to give consumer services , and the 
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third function is to accept questions from 

consumers. The first function is related to  

promotional e-mail, the second. and the third 

functions are related to service related e-mail. 

Service-related e-mail is an e-mail received by 

consumers when a transaction between different 

parties happens.This e-mail contains information 

related to the transaction. Therefore, it shows 

that service related e-mail is more or less 

specific for  different consumers and that 

promotional e-mail is sent in bigger amount than 

service related e-mail to all or most of the 

consumers.  

 

Consumer’s decision procees as the rsult of 

advertising expossure generraly begins with the 

introduction of neec, information searching, 

alternative evaluation, and the last is purchasing 

and satisfactory (Sumarwan, 2003). However, 

for the decision process of Internet purchasing, 

Champy et.al (1997) arrange new mode that 

consisits of: Knowledge: (to search information 

of a product to have an understanding), 

Interaction: (to communicate with producer), 

networking (to interact with other consumers that 

have similarities in need and experience), 

sensory experiences: (to use sensory input such 

as, pictures, and sounds before making 

purchasing decision), ubiquity: (to acquire all of 

consumer’s need in line with the time and place 

wanted by consumers (not producers)), 

aggregation: (to meet a number of services 

related to consumers in the certain place) , 

customization: (to adjust the product in line with 

consumer’s need). 

 

E-mail marketing can be deemed as a tool of 

electronic marketing (e-marketing). E-mail 

marketing is included into the group of direct 

marketing (Kotler, 2005). Direct marketing is 

direct communication of producer and consumer, 

it can be by mial, fax, e-mail, or SMS. Direct 

marketing is defined as ’interaction system that 

uses one or more advertising media to influence 

measurable responses, and or transaction 

wherever the place is”  (Lincoln and Vanden 

Bergh, 1990). E-mail marketing, therefore, is 

direct marketing that is managed by online 

instrument, namely e-mail. According to 

Kalyanam et.al (2002), e-mail is used for three 

main functions: The first function,is to promote 

the product, the second function is to give 

consumer services , and the third function is to 

accept questions from consumers. The first 

function is related to  promotional e-mail, the 

second. and the third functions are related to 

service related e-mail. Service-related e-mail is 

an e-mail received by consumers when a 

transaction between different parties 

happens.This e-mail contains information related 

to the transaction. Therefore, it shows that 

service related e-mail is more or less specific for  

different consumers and that promotional e-mail 

is sent in bigger amount than service related e-

mail to all or most of the consumers.  

 

The information processing used in this research 

model is based on information-processing 

model/ ip model that is written by  William J. 

McGuire (1976). This model is one of the 

models that based on  hierarchy of effects 

models. hierarchy of effects models are able to 

esplain internal psychological factor that 

influence the process of decision making of 

consumers by making tracks and phases on that 

process. These models explain that ”effects 

models help to analyze the influence of message 

and structure goals” (Wells et al, 1998). 

   

In this research, only six main phases of IP 

model that are used, namely,  exposure, 

attention, comprehension, agreement, retention, 

and purchase intention. This is based on the 

research conducted by Sengupta (2005). He 

connected information processing models with 

advertising performance, meanwhile, the 

purchase behavior variable in McGuire’s IP 

models (1978) is replaced by purchase intention 

because it should be in line with the influenced 

variable, namely, purchasing decision in which 

the replacing is based on consumer decision 

model stated by Howard, J and Sheth, J (1988) 

in zuraida’s writing (2001) in which it is proven 

that purcahse intention influence the real 

purchasing.  
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METHODOLOGY 

 
This reserach is descriptive and verifcative. The 

decriptive reserach is aresearch that aims to 

acquire descriptions of characteristics of a 

variable. Verificative research is a research that 

aims to find out the relation between variables 

trough a hypothesis testing. 

 

Analysis unit in this research is the Internet users 

and food industry in Indonesia, it means this 

research uses consumers and producers as 

observation unit. From the time horizon, this 

reserach begins with preliminary research cross 

sectionally, that is information from population 

is collected empirically, in purpose to find out 

from the studied object (Sekaran, 2000, 

Boudreau et al, 2004). Further, time senes 

reserach is conducted to measure the distinction 

among food industries performances in 

Indonesia.    

  

The Operating of Preliminary Research 

Variables 
The type of data required for this reserach is dta 

that directly from the field (primary), and every 

variable tested needs emphasis in definitive 

comprehension related to the topic of the 

research. Therefore, conseptually the 

confirmation of definition and the operating of 

every variable can bestated as below: 

1. Advertising Program Variable (AP); This 

variable consists of four indicators namely, 

Market, Mission, Message, and Medium. 

2. E-mail marketing variable (EM); E-mail 

marketing is included into the group of 

Direct Marketing. This variable consists of 

two indicators namely, promotional e-mail 

and E-mail service related. 

3. Information Processing Variable (IP); it 

reflects how the behavior of Internet users is 

in processing the information. This process 

is inluded into invicible behavior for other 

people. This variable consists of six 

indicators, namely ,exposure, attention, 

comprehension, agreement, retention and 

purchase Intension) 

4. Purchasing decision variable (PD), it reflects 

hoe the behavior of Internet users is in 

making decision on acquired advertising 

information. This variable consists of six 

indicators, namely, range, attention, 

comprehension, interaction, networking, and 

purchasing.  

 

The Source of Data and Determination of 

Data Information  
 

The obkect of the research is divided into two 

objects: the first one is the object of preliminary 

research that is about the advertising of food 

industry productsin Indonesia especially, Jakarta, 

Bogor, Depok, Tangerang, and Bekasi. Sample 

chosing is done by exploring data, and observing 

and interviewing the practitioners in Internet 

fiels to collect various information related to the 

scope of Internet advertising. 

 

RESEARCH DESIGN  
 

Considering this purchase decision is a variable 

used to measure the advertising performance and 

the influence the e-mail marketing, the model 

satted by Chapy  et.al (1997) need to be 

modified into range, attention, comprehension, 

interaction, networking, and purchasing.  

 In this research model, the advertising program 

on the Internet and simultaneously e-mail 

marketing influence advertising information 

processing of the Internet users. This processing 

influences the purchasing decision. The Internet 

advertising program   and simultaneously e-mail 

marketing directly influence the purchasing 

decision, and indirectly influence it (through 

information processing). The measurement of 

advertising performance program on the Internet, 

e-mail marketing, advertising information 

processing, and purchasing decision through 

Internet in this model are measured form 

consumers’ perception. 
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    Figure 2  Research Model Used 
 

The empiric test of the influence of Internet 

advertising program and e-mail marketing on the 

information processing and purchasing decision 

of Internet users in Indonesia. The empirical 

testing method is done by structural equation 

modelling (SEM) approach toward primary data 

of the result of questionnaires that are given to 

340 Internet users in Jakarta, Bogor, Depok, 

Tangerang, and Bekasi.  

 

THE RESULT OF THE RESEARCH  
  
The Influence of Internet Advertising and E-mail 

Marketing on Information Processing of Food 

Industry Products Advertising in Indonesia and 

Its Implication toward Purchasing Decision.  

 

The hypothesis testing is done by using 

Structural Equation Model (SEM) concept with 

help from computer program AMOS ver. 4.0. 

The testing of pattern and structure of relation 

between variables is don simultaneously and 

graded in line with the goal and hypothesis of 

the research. The testing of hypothesis done in 

this research is: 

• The influence of advertising program and e-

mail marketing variables on the advertising 

information processing. (H1) 

• The influence of advertising program and e-

mail marketing variables on purchasing 

decision (H2) 

• The influence of information processing on 

variable on purchasing decision (H3) 

 

The relation patterns between variables in this 

research is arranged and represented as graded 

and structured. The pattern and structure of the 

relation of each variable are  

1. Advertising program and e-mail marketing 

directly influence the advertising 

information processing.  

2. Advertising program and e-mail marketing 

directly influence on the purchasing 

decision. 

3. Advertising program and e-mail marketing 

indirectly influence the purchasing decision 

(through the information processing 

variable).  

 

The result of elaboration that has been done 

before indicates that advertising program and e-

mail marketing influence the purchasing 

decision both directly and indirectly . (Through 

the information-processing variable)    

The result of hypothesis is done by comparing 

the probabilty value (p), its is stated significant if 

p ≤ 0.05 and critical ratio (C.R) ≥ 1.96 

(Ferdinand, 2002). Degree of freedom (df) = 

183, the t tabel (α = 5%) is 1.96. The hypothesis 

testing is displayed on the table below:  

 

Purchasing 
decision  

-range 
-attention 

-comprehension 
-interaction 
-Networking 

-Purchasing 

Advertising 
program 

-target segement 
-aims of the 
advertising 

-the message  
 

Information 
processing 
 -expossure 
-attention 
-comprehension 
-agreement 
-retention 

-purchase  E-mail marketing 
-Promotional e-mail  

- service related e-mail 
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Table of Hypothesis Testing 

INFLUENCE Standardized 

Regression 

Weight 

C.R Prob NOTIFICATION 

Advertising 

Program (AP) 
->  Information 

Processing 

   (IP) 

0.500 2.284 0.022 Significant 

E-mail Marketing 

(EM) 
->  Information 

Processing 

 (IP) 

0.247 1.832 0.067 Insignificant 

Advertising 

Program (AP) 
-> Purchasing 

Decision (PD) 

-0.202 -

1.427 

0.154 Insignificant 

Email Marketing  

(EM) 
-> Purchasing 

Decision (PD) 

0.644 3.465 0.001 Significant 

Information 

Processing 

              (IP) 

-> Purchasing 

Decision (PD) 

0.381 1.889 0.059 Significant 

 
 

The Influence of Internet Advertisng 

Program and E-mail Marketing of Food 

Industry Product in Indonesia on the 

Information Processing.  
 
The first hypothesis testing is to prove the 

influence of Intenet advertising program and e-

mail marketing on the information processing of 

advertising. The result of the first hypothesis 

using the structural equation model shows that 

advertising program directly influences on the 

information processing as much as 0.500, with 

level of significance 5% (P-value is 0.022 or ≤ 

0.05), and  critical ratio (CR) value is  2.284 

(CR ≥ 1.96). Meanwhile,  e-mail marketing 

alson directly influnces the information 

processing as much as 0.247, with level og 

significance  5% (P-value is.067 or ≥ 0.05), 

critical ratio (CR) value is 1.832 (CR ≤ 1.96). 

Based on that, it can be concluded that 

advertising program of San Miguel Indonesia 

significally has positive influence on the 

information processing, however,  the e-mail 

marketing is proven not to have significant 

influence on the information processing   This is 

because there is no serious reponses on the 

organization of incoming e-mail to food industry 

in Indonesia, so according to the consumers or 

prospective consumers , they have less 

information about food indutry products.  

 

The influence of Intenet advertising 

program  and e-mail marketing of Food 

Industry in Indonesia on Purchasing 

Decision  
 
The second hypothesis testing using SEM is 

done to prove the influence of Intenet 

advertising program and e-mail marketing on the 

purchasing decision. The description  of the 

testing result completely displayed on the table 

below:  
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Table: The significance of the influence of Internet advertising program and e-mail  marketing on 

purchasing decision. 

   

Notification Direct 
Influence 

Indirect 
Influence 

Total 
Influence 

CR P-
value 
5% 

 Advertising Program� Purchasing 
Decision  

-0.202 0.1905 -0.0115 1.957 0.050 

 E-mail Marketing� Purchasing 
Decision 

0.644 0.094 0.7381 2.990 0.003 

 
The first testing result shows that the direct 

influence of advertising program on the 

purchasing decision is -0.202, and the indirect 

influence is 0.1905 (0.500 x 0.381). The level of 

significance is 5% (P-value is 0.050 or ≤ 0.05), 

and critical ratio (CR) value is1.957 (CR ≥ 

1.96). Based on that it can be concluded that 

advertising program significantly influence the 

purchasing decision directly. This shows that the 

Internet advertising program has not been able to 

influence the purchasing decision of consumers 

and prospective consumers that have visited the 

food industry directly and indirectly. This is 

because  one or some of elements in advertising 

program namely, message, media, budget, and 

the measurement of food industry in Indonesia 

has not been designed well to influemce the 

purchasing decision.  

  

E-mail marketing directly influence on the 

purchasing decision as much as 0.644, on the 

other hand the indirect influence as much as 

0.094 (0.247 x 0.381). The level of significance 

is 5% (P-value is 0.003 or≤ 0.05), and critical 

ratio (CR) value is 2.990 (CR ≥ 1.96). Based on 

that, it can be concluded that e-mail marketing 

significantly influence the purchasing decision 

both directly and indirectly.  

  

The Influence of information processing 

on Purchasing Decision  
 

The third hypothesis testing is done to prove The 

Influence of information processing on 

purchasing decision. The result shows that 

information processing directly influence on 

purchasing decision as much as  0.381, with 

level of significance 5% (P-value is0.059 or ≥ 

0.05), and  critical ratio (CR) value is 1.889 (CR 

≤ 1.96). Based on that, it can be concluded that 

information processing of consumers or 

prospective consumers is not proven to have 

positive influence on purchasing decision.  

 

CONCLUSIONS 
 

First, the result of the analysis and discussion 

shows that based on the point of view of Internet 

users, Internet advertising program of food 

industry products in Indonesia significally has 

positive influence on the information processing, 

in contrast, e-mail marketing is not proven to 

have real influence on information processing. 

This is because the incoming e-mail to the food 

industry does not have serious response from 

consumers. 

 

Second, the perception of Internet users about 

Internet advertising program and e-mail 

marketing done by food industry in Indonesia 

shows that Internet advertising program is 

proven does not influence the product 

purchasing decision of cunsumers or prospective 

consumers  that have visited the food industry 

websites both directly and indirectly. This is 

because  one or some of elements in advertising 

program namely, message, media, budget, and 

the measurement of food industry in Indonesia 

has not been designed well to influemce the 

purchasing decision.  

  

Third, the result shows that information 

processing of consumers or propective 

consumers  of food industry in Indonesia is not 

proven to have influence on the purchasing 

decision. This is because e-mail marketing of 
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food idustry does not influence the information 

processing of advertising, besides that the 

advertising program has negative influence on 

the purchasing decision of cunsumers. If the two 

variables is improved, the information 

processing of advertising of food industry in 

Indonesia will be better and in the end it will 

increase the purchasing decision, 

 

SUGGESTIONS 
 

First, the result of this reserach generally shows 

that Internet advertising program and e-mail 

marketing of food industry product in Indonesia 

is not proven tobe able to influence the 

purchasing decision of cunsumers. Therefore, it 

is important to do some improvement to 

advertising program elements namely, the gioal, 

messages, media, fund, and measurement by 

food industry in Indonesia.  

  

Second, the result of testing and analysis shows 

that information processing does not have 

positive influence on purchasing decision. Based 

on that, in designing advertising program e-mail 

marketing, it is important tonotice that the design 

should aim to influence the process of 

advertising expsossure, to get consumers 

attention, to make the comprehension easier for 

the consumers, to get agreement from the 

consumers on the advertising, atas iklan yang 

dipaparkan, to suport consumers, so they will be 

able to remember the advertising and to push the 

consumers’ purchasing intention. 
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