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The Mediating Role of e-Marketing on the Relations among Internet
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on Small Medium Enterprises (SMEs)

Abstract

abcFaculty of Economics and Business,

through e-marketing.
 From the analysis of 172 effective questionnaires to the travel services of Small and Medium
Enterprises (SMEs), it was obtained that Internet marketing and e-marketing affect the exploratory
buying behavior tendencies, both directly and indirectly. Meanwhile, Intranet marketing does not have
a direct effect on exploratory buying behavior tendencies, but in moderation by e-marketing.
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Exploratory Buying Behavior Tendencies (EBBT) as a trend of exploratory buying behavior, where it
begins by testing the product prior to the decision to purchase. This is difficult to be applied to online
businesses. This study aims to examine the influence of internet and intranet marketing toward EBBT

« Keywords: E-marketing, Buying Behavior, Internet based promotion, e-adoption, Internet marketing,
Intranet Marketing, SMEs

* The emergence of wireless networks and the enormous diffusion of technology dramatically changed
human life towards the latest technological means. The widespread application of electronic or e-
adoption among consumers creates new opportunities for companies to communicate product
information rapidly and effectively (Persaud and Azhar, 2012, Zahid et al., 2018). Currently, companies
cannot ignore that the application of technology in business operations is required to survive from the

global competition (Ho etal., 2011).

* The growth of informatics has an impact on the utilization of e-marketing in people's lives (Rondan-
Catalufia et al., 2015). Some researchers have conducted empirical assessments on distinctive
internet-based promotion media, such as intranet marketing (Nelill and Richard, 2012), and internet
marketing (Mathews et al., 2016). In the consumer perspective, the influence of e-marketing toward
Exploratory Buying Behavior Tendencies (EBBT) has not been well researched.

 EBBT (exploratory buying behavior tendencies) is an exploratory tendency to buying behavior, namely
buying behavior that begins by testing the product prior to the decision to purchase.
 EBBT (exploratory buying behavior tendencies) is an exploratory tendency to buying behavior, namely
buying behavior that begins by testing the product prior to the decision to purchase. Meanwhile,
purchasing by using electronics is difficult to analyse products (Zahid et al., 2018). So that in marketing
the product, it is essential to consider the usage of e-marketing (Abdul & Yang, 2018).
* This study aims to examine the influence of internet and intranet marketing on EBBT or the tendency of
exploratory buying behavior through e-marketing which is viewed from B2C or Business to Customer
perspective on small and medium scale travel services companies.
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 From testing of the hypothesis, it shows that internet
marketing directly affects EBBT and indirectly through e-
marketing, and e-marketing directly affects EBBT. The
results of this study are in accordance with the previous
research (Abdul and Jianhua, 2018) that have been
performed that internet usage in marketing activities is
used as a form of information sharing. The company
shares information about products to be marketed
through internet technology. The ease and low cost turn
out to be the main choice for companies to switch from
conventional marketing to internet marketing. As for
intranet marketing, itis proven that it does not have direct
or direct influence toward EBBT. The application of
intranet marketing to small companies and moderate
company scale do not affect EBBT. So that the
application of intranet in the company is only limited to
the usage in the interests of the company and its
employees and not related with the passengers. Sharing
Information regarding financial reports, ticket sales
reports, driver absences, and passenger data that can
only be identified in secrecy by the company by
connecting a network, namely the intranet.
 For further research, e-loyalty should be added
(Joonhyeong et al., 2018), by considering customer

loyalty especially the loyalty attached to online business.
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