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ABSTRACT

Currently the Internet is still considered as a complement instead of a substitute for
conventional advertising media as we know it. The existence of significant differences
between the effects of the advertising effectiveness of online media and offline media to
consumer purchase decision process at the present time which people are using mobile
internet to find information anywhere and anytime is not yet confirmed.

The research method used is descriptive research which describes a condition
associated with other conditions. It is aimed to present an overview in a structured,
factual and accurateas to facts, properties, and the relationship between the variables in
research and further analyzed them statistically to obtain a conclusion. Satistical testing
using t test and simultaneously using the F test will determine whether the ads through
online media and offline media effectively influence consumer purchase decision process
are significant or not.

The research analysis showed that the advertising effectiveness of online media is
the average 585, the score was included in the criteria of"Effective’ and also has an
influence on consumer purchase decision process based on t test (20.5>1.6). While the
advertising effectiveness of offline media is the average 578, that score was included in
the criteria of "Adequate Effective” but do not have an influence on consumer purchase
decision process based on t test (-6.1 <1.6). Consumer purchase decision process is the
average 626, the score was included in the criteria of "Fagt", it can be said that the
respondents have a favor able view of the high consumer purchase decision process.

The simultaneity between advertising effectiveness of online media and the
advertising effectiveness ofofflinemediahas an influence onconsumer purchasedecision
process based on the test F (211.7>3.05). It can be concluded that the advertising
effectiveness of online media and the advertising effectiveness of offline media
simultaneously have an influence on consumer purchase decision process. Companies
need to set about the best proportion for use between advertising of online media and
offline media in promoting and marketing their products in accordance with company
requirements.

Keyword: Advertising Effectiveness of Online Media, Advertising Effectiveness of
Offline Media, Consumer Purchase Decision Process.



A. Background

Companies nowadays face an increasingly tough ctitigpe caused by a number
of competitors with similar products but with offey of better quality product and a
more affordable price. Consequently, companiesreqeired to be able to overcome
these problems: they can take advantage of cumentlopments in information
technology, which allows each company to reachrthensumers through electronic
media. One of the effective methods to reach p@tiecdbnsumers in large numbers is to
use computer technology using the internet or enfiredia. By using the internet, they
will be able to reach global customers in the gfgirtime and smallest sum of money.
This because the role of the Internet is not oslyaaneans of finding information, but
also its great potential as a medium for markesing trade.

According to the Minister of Communication, the rhem of netizen in Indonesia
has reached 45 million people. Indonesians hadestdo enjoy connecting the world
through online media. This phenomenon is a potemi#aket for the marketer to win the
competition in the Indonesian market in the 3rdlenihium era. Therefore, marketers
should be able to utilize online media to grow thH®isiness with ease. Because of its
wide and fast dispersion, the dissemination of pet&lto be marketed will also have
faster and wider range, including a wide open foolihe business opportunity in the city
of Bandung (Marketeers, 2011).

Since its launch in June 2010, Reza Nurhilmanfigwre behind the success of Ma
Icih, managed to raise popularity of this spicycin@/henhe originally issued capital to
produce Ma Icih, Reza had only Rp 2.000.000,00. Nle&vturnover per day to reach
USD 33,000,000.00 is different when it is done tigioa bold marketing strategy. In one
day some 2,000 to 3,000 packs of crisps Maicih etabehavior. With prices ranging
from Rp 15.000,00 each pack Reza earned a turradvgp to Rp 1,000,000,000.00 per
month. Maicih brand becomes the top of mind forcgphips from Bandung. Now
following in the footsteps of Maicih, the developmef online business for a typical
food in Bandung is increasing rapidly, even if poesly there were already a lot of food
business who have got ahead into the online wofktKeteers, 2011).

We know that the previous media such as newspapagazines, brochures, radio
or television may lead to different emphasis dependn the media used in advertising
and today many companies use the internet as asnodanarketing their products. The
internet, commonly called as online media, hasrs¢aelvantages than other media used
to advertise as previously described. It also hsaddantages in that it takes a long time
for success, a lot of fraud such as fictitious slowphit-and-run buyers, the loose
regulationof internet marketing and limited rangénternet reach in Indonesian towns.

Offline advertising oral so referred to as convemail advertising is a type of
advertising that has been around since the firse tan ad is used as distributing
advertising using television, radio media, newspgpbanners, billboards, and others.
Conventional advertising is still used by comparngesadvertise their products because it
is still considered as away to advertise effecyivaeid efficiently, especially advertising
in Indonesia. Advantages of the conventional adsiag that advertising can be accepted
by all walks of life, can reach the farthest pkteough and also people who receive
exposure from advertising need not have any spekiiéd.



This type of advertising that can be published o Internet is getting more and

more diverse. An estimated amount of advertisindglets in cyberspace is still less than
1% of total media ad spending in Indonesia. Soméhefcauses are the existence of
doubts about the effectiveness of advertising we&alhternet, the lack of business people
who understand the benefits of internet in busirsesk advertising agencies who utilize
the Internet as an alternative medium to advertSerrently the Internet is still
considered as a complement instead of being caeside substitute for conventional
advertising media (Zakiah, 2007). The existencasighificant differences between the
effects of the effectiveness of online advertidimgpugh the media with offline media to
consumer decision-making process at the preseret iSnthat people are using mobile
internet to find information has not yet confirmed.
Based on those subjects, the writer is interesiaggsearch: Compar ative Analysis of
The Effectiveness of Advertising between Online Media and Offline Media toward
the Process of Customer Purchase Decision in SnackBusiness (Snack Consumer
Survey in Bandung).”

B. Theoretical Background

Advertising is a form of indirect communication, i is based on information
about the excellence or superiority of a produdtictv is arranged so as to cause a sense
of fun that will change someone's mind to make rlpase (FandyTjiptono, 2008:226).

Effectiveness is a measure that states how famatget (quantity, quality, and time)
has been reached. The greater percentage of @aechetved, the higher the level of
effectiveness (Durianto, 2003:5).

Effective advertising is advertising that thinkslamderstands customer needs, the
ads communicate the specific benefits, advertigngphasis on specific actions to be
taken by the consumers and also advertising thist agention and mind and makes
people act to make a purchase.

According to Durianto (2003:15), the effectivene$sdvertising can be measured
using the EPIC model developed by AC Nielsen, ditepmarketing research company
in the world. EPIC models include four critical dinsions namely Empathy, Persuasion,
Impact, and Communication. The following descriptiof the four critical dimensions
EPIC models as follows:

1. Dimensions of Empathy
Dimensions of empathy provide valuable informataiout the appeal of a brand.
Empathyis a mental condition that makes a persentifies or finds himself on the
state of the same feelings or thoughts to otheplpemr other groups.

2. Dimensions of Persuasion
Dimensions of persuasion in form what can be gigenad for improvement or
strengthening a brand's character, so that adeestigain an understanding of the
impact of advertising on consumers' willingnesptimchase and acquire the ability
to develop an advertising appeal of a brand.

3. Dimensions of Impact
Dimensions of the impact shows whether a brandstand out compared to other
brands in the same category and whether an adyesist is able to engage



consumers in the message. The desired impact aidhe the number of consumer
product knowledge achieved through the level ofscomer involvement with the
product or the election process.

4. Dimensions of Communication
Dimension of communication to provide informatidmoat the ability of consumers
to recall the main message delivered, consumerrstaoheling, as well as the strength
of the impression left that message.

Internet as a medium for advertising and promotiame a number of advantages
(Morissan2010:327-328), namely the ability to reackery specific group of individuals
who visit the web in which the relevant producbftered, the target consumers so that
messages can be targeted to meet the needs arglafanspecific audience targets, the
ability of the internet to get immediate feed bdbkt encourages consumers to better
understand product offerings and improve custoratsfaction, has the ability to provide
information to users, can enhance the positive en@zghe company through a web site
designed attractive and creative as well as thedspe get information on goods and
services offered is very high.

Of all the media used in advertising media, inteaigo has a weakness (Morissan,
2010:328-330); the unavailability of accurate dettaut the audience who visit on a web,
no accurate data on the number of hearings duestoapid changes in the characteristics
of the audience, the cost of installing advertisorgthe internet is cheaper but can be
more expensive if the company wants a great websidnteresting.

Conventional advertising is a type of advertisingtthas been around since the first
time used the ad is still used by companies to ideetheir products to prospective
customers. Dissemination of advertising messag@sg usonventional print media,
television media (television commercial), radio mechewspapers, banners, billboards,
leaflets, flyers, brochures, and others.

The advantages of conventional advertising areithatacceptable to all sections of
society without looking at the background of eaelnspn, can reach the farthest places
though and the people who receive the exposura @dadoes not need to have special
skills. The down side of conventional advertisirsgadne-way so it cannot have the
feedback generated from these ads quickly and atetyr and cost to be incurred to
produce and disseminate advertising is not chedpeatively expensive.

Introduction Information Evaluation Purchasing Post-
of Problem » Retrieval » of » Decision —» Purchase
Alternatives Behaviour

Sources: Kotler & Keller (2009:675)
Figurel
The Purchase Decision Process



Here's an explanation of the picture above the hase decision process by the

consumer:

1. [Introduction of needs
The first stage in the consumer purchase decisigadognition needs. Introduction
of the requirement arises when consumers face ldgmothat is a condition where
there is a difference between the desired statetivt actual situation occurred.

2. Information retrieval
At a time when consumers need the goods or sert@easeet the needs of the
consumers will be looking for more on the existewethe desired products or
services. The quest for information held at theetiof start looking for more
information, the value assigned to additional infation and the satisfaction derived
from information retrieval.

3. Evaluation of alternatives
Evaluation is a process known alternative optiom$ @oose products and brands in
accordance with the evaluation criteria of the comsr. The evaluation criteria are
the set of attributes or characteristics of thedpots and services that are used to
evaluate and assess alternative options.

4. Purchasing decisions
Consumers will process information about the brahdice to make a purchase
decision. At this stage of the consumer purchasenative goods or services that are
considered to satisfy their needs and provide itjedst satisfaction.

5. Post-purchase behavior
After the use of goods or services, consumer posthase behavior, if satisfied then
he will re-purchase satisfaction will even sharme éxperience with their friends and
relations, and vice versa if consumers feel letrdtven he will leave us.

Internet evolved because of the needs and easeteshet browsing. Researchers
then measured using the EPIC model so effectivetgrchine whether or not the ads on
the internet. By sell online on the internet carilfimte the consumers to buy the products
easily without having to directly face to face. Tpréce and the product are listed in the
online advertisement. Measurement of offline meddvertising effectiveness was
measured using the EPIC method to determine efeeatiodels whether or not the ad is
because until now, especially in Indonesia, thegames still consider offline advertise
their products very effectively and efficiently laeise these ads can be accepted by all
levels of society, can reach the farthest placeagh and also the people who received
the exposure of an ad does not need to have sgé&dlal

Utilization of various media through media adventseither online or offline media
is a means for companies to communicate their mtsdo the target market has its own
advantages and disadvantages. But this is nottaopaonsumer behavior which is part
of the human activities that reveal causes someoriguy certain goods or services.
Consumer behavior will also determine the decisi@king process in the purchase for
every customer is the same, but the whole proces®i always carried out by the
consumer. The decision making process is a proBtamng approach to human activity
to purchase a good or service to meet their needs.



C. Research Method

This type of research is a descriptive and vetifilea Verifikative test the
hypothesis that search for truth, while the deseepanalysis of research that describes a
condition associated with other conditions, the agmto present an overview in a
structured, factual and accurate as to facts, ptiege and the relationship between the
variables studied and further analyzed statisfidalllater obtained a conclusion.

To see how the effectiveness of online media awbegt and offline media
advertising toward the process of customer purchkiasesion will be made to test the
hypothesis test a causal relationship between #r@hles. Hypothesis testing using
regression models. Methods of analysis undertakethis research is the causality
analysis methods, then performed path analysiseterhine the effect between the
variables. To meet the requirements of the pathysisamethod for at least the data
obtained is interval data.

Based on the following hypothesis is proposed cotueze causal structure between
variables such as Figure 2

X1

< +—

X2 >

Figure2
Causal Structure Between X1, X2, and Y

Description:
X1 = Effectiveness of online media advertising
X2 = Offline media advertising effectiveness
Y = The consumer purchase decision process
E = Epsilon (other variables)



D. Discussion

1. Effectiveness of Online Media Advertising
Summary of hypothesis testing results based ororelgmt assessment of the
effectiveness of advertising through online medéeaes follows:

Tablel
Summary of Hypothesis Test Results |
Hypothesis Average Criteria Decision
Score
The use of advertising through online media effectively 585 "Effective” | Ho is rejected
in snack food business and H1 is
accepted

Source: Results of data processing (2012)

This means that respondents have the perceptidrthdaadvertising through
online media is effective. This indicates that pe@ple of Indonesia, especially the
in Bandung City is responsive to the internet iargk of a mobile information
anytime, anywhere. So this is a business area thighpotential to market the
product by using the advertising through online medspecially for snacks
business in Bandung City.

Promote the brand as well as snack products thronljhe media can be done
to create a website by purchasing your own donedmertise on the site or shop
selling on Kaskus (Social Media for Indonesian Camity). Product can also use
social networking sites like Facebook and Twittehas been done by The famous
snack brand are Ma Icih and Karuhun in Indonesia.

But keep in mind that advertising on the internegahto set limits if not then it
could cost you more than need. So that companiesv kmhat the purpose of
advertising he want. The absence of objective eian of the goals can destruct
the web images and information on a massive sbale it is meaningless to use
the web.

Once it is determined that using the web as a leelicadvertise then it will
really benefit the company in order to achievedbal so Management's attention
should turn to web. They need to understand whatb and how it functions,
and should be aware of the importance of short-tmymmitment on the delivery
of information. Then we will be able to decide theney will be spent to advertise
on the internet.



2. Offline Media Advertising Effectiveness
Summary of hypothesis testing results based oronelgmt assessment of the
effectiveness of advertising through offline mealia as follows:

Table2
Summary of Hypothesis Test Results|1
Hypothesis Average Criteria Decision
Score
The use of advertising through offline media 578 "Adequate | Hois rejected
effectively in snack food business Effective" and Hlis
accepted

Source: Results of data processing (2012)

This means that respondents have the perceptidrtitbaadvertising through
online media is quite effective or adequate effector market their products have
a level of ease of recall and understand the ctst@Enthe message that enough, it
can display a good corporate image, wide rangedeérdising was to place the
farthest corners though and do not need any spgkiéd and advance technology
like cell phone or modem to see the advertising.

Although using conventional advertising or offlimeedia was considered quite
effective and is widely used by Indonesian peoblg, not as effective as online-
based advertising. So the use of conventional &édirer slowly began shifting its
use with online-based advertising.

This is because the product information on advagithrough offline media are
less well packed with a lack of innovation and preation of information such as
billboards on the roadside, the reader is the s and the majority of driving
with a certain speed. If the product name is taayJahen maybe the road users
through the ad before it finished. Or you just sae the color of newspaper only
use black and white color, that makes the viewed kif boring.

The solution of that problem you can create adsutlin offline media with an
attractive appearance that viewer can easily rereemmbd understand the content
of advertising messages, and displays the imagleeofompany with a wide range
for example by creating a special page in the napsipor a brochure with a large
picture full color, clear language, straightforwamd concise so that the content of
advertising messages featuring the memorable irobtje company.



3. TheProcess of Customer Purchase Decision
Summary of hypothesis testing results based ororelgmt assessment of the
process of customer purchase decision are as fllow

Table3
Summary of Hypothesis Test Results |11
Hypothesis Average Criteria Decision
Score
Consumer purchase decision process qualifies as a 626 "Fast" Ho is rejected
"Fast" in snack food business and Hlis
accepted

Source: Results of data processing (2012)

This means that respondents have the perceptidrilidgrocess of customer
purchase decision start from introduction of ne@dsymation retrieval, evaluation
of alternatives, purchasing decisions until postcpase behavior is fast. It's
possible happens because the selected producteess viell-known brand, has
good quality ingredients, and reasonably priced does not take long to decide to
buy the product.

Today, the consumers are beginning to pay atterdfainie quality of health,
resulting in the selection of snack food producesenconsidered the materials do
not interfere with health than the brand of proditte materials must contain with
high nutrition for example using the mushroom whighiich of fiber-nutrient as a
key for produce of snack foods such as chips.

Legal requirements of food products by the BPOMi@mal organization which
provides legal to food products in Indonesia) beggled by a customer as one of
the alternatives in deciding on the purchase optioeuct.

And also to be aware of customers that is besidecteasing the frequency of
their purchases is how to maintain customer loy@ltthe product. Providing added
value to consumers that will build loyalty to thastomer by making customer
loyalty program such as provide services such\as g@iguarantees for consumers to
make sure no trouble later today after settled product.

The above matters can increase customer satisfactithough only 2%
increase, but it remains to be done because dftdreacustomer or the buyer is a
king which all demand must be filled as much assjiobe.



4. The Effect of Effectiveness of Advertising Between Online Media and
Offline M edia Toward The Process of Customer Purchase Decision
Summary of hypothesis testing results of the effetteffectiveness of
advertising between online media and offline medveard the process of customer
purchase decision are as follows:

Table4
Summary of Hypothesis Test Results |V
Hypothesis F count F table Decision
There is a significant positive influence on the 211.743 3.05 Ho is rejected
effectiveness of advertising through online media and and H1is
offline media toward the process of customer accepted
purchase decision

Source: Results of data processing (2012)

This means that the effectiveness of advertisingvéen online media and
offine media toward the process of customer ptsehdecision simultaneously
have an influence on consumer purchase decisicregsobased on the provisions
hypothesis is H1 is received with using the tese€ause F count > F table.

Then the use of advertising through online andrefimedia in promoting and
marketing their products should be targeted tolrgrdtential consumers. Also keep
in mind that the development of the internet artdrimet-based technology tools is
rapidly increasing Iinternet users also makes thelewionline advertising
opportunities to be very effective and thereforttdsgoroportions advertise through
online media should be far greater than througlnefimedia.

5. Significant Different of Effectiveness of Advertising Between Online Media
and Offline M edia Toward The Process of Customer Purchase Decision
Calculation results of data analysis of online raeddvertising effectiveness

variables and offline media advertising effectivendo the consumer purchase

decision process can be seen that the effectiverfessdine media advertising has
an influence on consumer buying decision procedslewthe effectiveness of
offline media advertising has no influence on comsubuying decision process so
that there is significant differences between ftifiecéveness of advertising through
online media and offline media to the consumer hgglecision process.

Summary of hypothesis testing results the sigmficiifferent of effectiveness
of advertising between online media and offline rmetbward the process of
customer purchase decision are as follows:



Table 5
Summary of Hypothesis Test Results V

Hypothesis t count t table Decision
There is a significant different between of Online Media: 1,654 Ho is rejected
effectiveness effect of advertising through 20,553 and H1is
online media and offline media toward the Offline media: accepted
process of customer purchase decision -6,118

Source: Results of data processing (2012)

This means that there is a significant differerfoetsveen effectiveness effect of
advertising through online media and offline mediaard the process of customer
purchase decision can be viewed from:

a. Effectiveness of advertising through online media bn effect on customer
purchase decision process is based on the prosisiothe hypothesis HO is
rejected, using the t test for t count > t tablleisTmeans that the respondents
have perceived level of effectiveness of adverigshrough online media is
high. This indicates that the Indonesian peopl@e@slly the city of
Bandung is responsive to the internet in seardhfofmation whenever and
wherever. So this is an area of potential busitessarket their products by
using online advertising through the media esplycsalack food business in
the city of Bandung. Promote the brand and snaokumts through online
media can be done by creating a website by pumfagur own domain,
advertise on the site also can Product can alscsosial networking sites
like Facebook and Twitter as has been done by am®dis snack brand are
Ma Icih and Karuhun in Indonesia. But keep in mihdt advertising on the
internet need to set limits if not then it couldstgou more than need. So
that companies know what the purpose of advertismgvant. The absence
of objective evaluation of the goals can destruw tveb images and
information on a massive scale then it is meansggte use the web. Once it
is determined that using the web as a vehicle weréide then it will really
benefit the company in order to achieve the godilanagement's attention
should turn to web. They need to understand whatwkb and how it
functions, and should be aware of the importancghoft-term commitment
on the delivery of information. Then we will be altb decide the money
will be spent to advertise on the internet.

b. While the effectiveness of offline media advertisihas no influence on
customer purchase decision process is based omrthasions of the
hypothesis HO is accepted by using the t test frtable. This indicates that
at the present time in seeking any informationadamger effective through
conventional media such as newspapers, brochuessels, and so on,
because with the internet that can be accessedhengvand anytime making
it easier for us in the search for information. i8&sd by technologies such
as Blackberry devices and smartphones increaseagier and faster access
to the information sought. Advertising through oelimedia intended for a



different dynamic. Television, radio, newspapersl anagazines rely on
advertising in-your-face and into the consciousnetsa person, while
advertising through online media can affect peaifierently because of its
interactive nature. Companies need to assess whéliey have the
commitment of manpower, time and financial resosirce decide to adopt
online advertising through the media in promotimgl anarketing the brand
and its products. However the lack of commitmeritl, @nly make online
media advertising company will not take anywheredose the dynamics or
change information on the online media is very ktacattract visitors.

E. Conclusion and Suggestion

1. Conclusion

a. Effectiveness of advertising through online medialiies as "Effective".
Effectiveness of advertising through online medansists of empathy,
persuasion, impact and communication in generatigrd pretty well.
Especially the implementation of empathy in adeerg through online
media such as social networking sites facebook teiter in marketing
their products have high interest for consumerdirid out the product
information offered. While the implementation ofrgpeasion than others-
involvement is still low. This is due to the lewa consumer confidence is
still low because there are many scams using omfiedia and there is no
guarantee of security for online transactions givesiness.

b. Effectiveness of advertising through offline meutighe criteria "Adequate
Effective®. Effectiveness of advertising througtflioE media consists of
empathy, persuasion, impact and communication neige executed pretty
well. Especially the implementation of the commauattien on offline media
advertising which has a level of ease of recall anderstand the contents
of the message that enough, can display good agpanage, advertising
reach even wider to the farthest place though amdat need to use a
specific technology. While the implementation ofpeat compared to the
other levels of involvement is still low. This isi@to the level of consumer
recall of the brand and the product is still lovcéese of the language used
in the offine media advertising in general is vdong and wordy so
consumers rather difficult to remember the essehtiee message content.

c. Consumer purchase decision process qualifies &gt which consists of

problem recognition, information search, alternat®valuation, purchase

decision and post purchase behavior. Evaluatioth@fimplementation of
alternative fared best among the others seen fhenselection of products

with high quality, always compare prices with comipes, always choose a

brand that is well known, choosing distribution hels are always choose

to buy snacks from end sellers / retailers andntie¢hod of payment is
made on cash. While the execution of the purchasesidn than the other
levels of involvement is still low. This is due tioe level of frequency of



purchase and the purchase rate at the time theopimmis still considered
low because of possible errors in the determinatddnsegmentation
research potential customers so that the leveltils lsw consumer
purchasing decisions.

Effectiveness of online media advertising and o#limedia advertising
effectiveness on consumer purchase decision pratesdtaneously have
an influence on consumer purchase decision procHssn the use of
advertising through online and offline media in nppating and marketing
their products should be targeted to reach potergizssumers. Also keep in
mind that the development of the internet and mgebased technology
tools is rapidly increasing internet users also esakhe wider online
advertising opportunities to be very effective atiderefore better
proportions advertise through online media shoutd far greater than
through offline media.

Significant differences between the effectiveness amline media
advertising and offline media advertising on coneurmpurchase decision
process. Effectiveness of online media advertisiifiect consumer purchase
decision process, while the effectiveness of oniiredlia advertising does
not affect the consumer buying decision processhémpresent in search of
whatever information is no longer effective througbnventional media
such as newspapers, brochures, banners, and sbeoause with the
internet that can be accessed anywhere and angtelkéng it easier for us
in the search for information is supported by d-tzased technologies that
use is growing internet wide and the phenomenaooial networking sites
that facilitate and accelerate the process of ntiaudk@ particular product.

2. Suggestion

a.

Information given an advertisement for an increaaseonsumer confidence
is still low so the desire to see the ad was stilloubt despite consumer
appeal advertising messages is high enough to gegsconsumers to buy
the product in advertising through online mediangk that can be done is
to maintain the trust of consumers by providingpogses rapid and precise
for 24 hours non-stop to provide service, answedagtomer complaints
must be in a pretty positive response. Purchasesdcdion and payment
process is fairly easy, as well as in conductingety delivery of goods.

The impact of offine media advertising is stillwer mean levels of
consumer recall of the brand was low so the consuevel recall of the
product is low. Should be easy to remember bramdiymts are made in
short, not long, and there is no negative meanimgamy language.
Additionally you can do is create a logo that i¢eao display the image of
the company and is easy to remember and is tieth upe minds and
emotions of consumers.



c. Seen the level of consumer purchase decisions r@hase frequency and
purchase rates at the time of the promotion i$ stihsidered low. This
should be done is to know who are potential praspeased on research so
that it will be easier to market their products amake it as easy as possible
for consumers to do business. Also by providingealdealue for consumers
by providing after-sales service and customer camfd service for
consumers that provides assurance to ensure gheeetiouble later on after
settled on a product.

d. Implementation of advertising through online mediad advertising
through offline media influence on consumer purehdecision process
snack products. The development of the internet amdrnet-based
technology tools is rapidly increasing internetrasalso makes the wider
online advertising opportunities to be very effeetiand therefore better
proportions advertise through online media shoutd far greater than
through offline media advertising by developingragram as a integrated
marketing communications strategies, increase tineoer of purchases and
strengthen the impression of the brand in consumsenory.

e. today for any information has been ineffective tlglo conventional media
because with the internet that can be accessedhangwand anytime
making it easier for us in the search for informatby using the social
networking site that facilitates and accelerates fglocess of marketing a
particular product such as promoting a product faieebook, or twitter
kaskus and can also make use of Blackberry Messelige has a
Blackberry phone.

As consideration for further research in the saitle that effectiveness of
advertising between online media and offline meaard the process of
customer purchase decision, only the object ofareseis changing. Consumer
research object is the field of fashion as womelgthing and men in the city
of Bandung. As well as consideration for futureegesh is the effectiveness of
online media advertising to increase product quabtand image and service
quality improve
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