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ABSTRACT

Current technological advances, especially the Internet of Things (IoT), are widely used by people in their
daily lives to transact, communicate, and find various information. The research analyzed the effectiveness of
promotions carried out by companies based on the concept of marketing communication from technological
developments, namely the Attention, Interest, Search, Action, and Share (AISAS) model, and how to increase
consumer purchases. The research applied a descriptive approach by distributing questionnaires to Zomato Gold
members, with a sample size of 180 people. Data analysis applied Structural Equation Modeling (SEM) to see
the relationship between promotion, attention, interest, search, action, and share variables. The finding shows that
the effectiveness of promotional advertising based on the AISAS model is not significant enough to encourage
consumers to make purchases by visiting restaurants with Zomato Gold benefits. Therefore, Zomato needs to
increase promotional activities on social media to increase consumers’ attention regarding these promotions
by maximizing social media features. The increase in consumers’ attention to promotions will increase their
opportunities to be interested, seek information, make purchases, and share information and experiences with
others. However, when consumers pay attention to a promotion, they are not immediately interested in the
advertisement. So, it is necessary to study other factors, such as internal factors that affect consumers, apart from
external factors that influence consumers’ interest and purchasing decisions.
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INTRODUCTION

emerged to facilitate the interaction. The most well-
known social networking sites are Facebook, YouTube,
WhatsApp, Instagram, and Twitter (Katadata, 2020).
The interactions that occur are not only communication
but also the share of various kinds of information.
Internet users’ interaction is not limited to one area,
but they can interact with other users in different parts
of the world. It is also not limited by time and can be
done anytime and anywhere.

Current technological advances, especially the
Internet of Things (IoT), are widely used by people
in their daily lives to transact, communicate, and find
various information. The projection of Internet users
in Indonesia in 2020 is estimated to reach 199 million
people based on Figure 1 (Nurhayati-Wolff, 2020).
The projection results show that Internet users will

increase, and the Internet is necessary for society in
the digital era.

The Internet is not only used to find information
but also to interact with people. Humans are social
creatures, so that various social networking sites have
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Companies widely use this opportunity to
market products or services offered by using marketing
communications that take advantage of Internet-
based IoT. Besides having an impact on marketing
communications, IoT can also expand the scope of
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Figure 1 Projection of Internet Users in Indonesia 2015-2025

marketing related to advertising analysis (Shah &
Murthi, 2020). The Internet is used in business for
promotional media, product catalogs, and information
exchange (Stephen, 2016). Marketing using the
Internet is called digital marketing. For example, the
marketing activities with various web-based media
are search platforms, advertisement platforms, social
media, transactional platforms, and service platforms
(Rangaswamy et al., 2020).

The advantages of digital marketing for
companies are better brand awareness, lower
marketing costs, and increased sales (Dwivedi et al.,
2021). Moreover, corporate social media can advertise
or communicate more efficiently (Akram & Kumar,
2017). The most popular digital marketing tools
are Facebook, Instagram, and WhatsApp (Sharma,
Sharma, & Chaudhary, 2020).

Digital marketing is more scalable and
interactive (Pifeiro-Otero & Martinez-Rolan, 2016).
It is a promotion with all forms of digital advertising
to reach market segments (Mandal, Joshi, & Sheela,
2016). In addition, consumers are very active in using
social media, allowing companies to interact with
them through social media to get feedback about
their products (Algharabat, Rana, Dwivedi, Alalwan,
& Qasem, 2018). Similarly, social media is used by
consumers to find information to support decision-
making (Bu, Parkinson, & Thaichon, 2020).

Promotion is a way for companies to
communicate with consumers using a promotional mix
(Kotler & Keller, 2016). It is carried out by companies
to increase product sales (McAlister, Srinivasan,
Jindal, & Cannella, 2016). The sales promotion has a
significant and positive effect on consumers’ purchase
intentions, but price discounts have an insignificant
impact on it (Bhatti, 2018).

Consumer behavior focuses on making
consumers’ decisions, meeting needs, buying products,
and using services (Tang, Hao, & Feng, 2020). The
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consumption stage starts with a pre-purchase problem.
Consumers decide that they need a product and the best
source of information to learn more about alternative
options. The next stage of purchase focuses on
whether acquiring the product is a pleasant or stressful
experience. The last step after purchase is whether
the product is as expected or not. Consumer behavior
can be evaluated from the determinants that affect the
purchasing process and the decision-making process
with the purchases (Oke, Kamolshotiros, Popoola,
Ajagbe, & Olujobi, 2016).

Nevertheless, the Internet also impacts changing
consumer behavior, especially at the stages of the
purchase decision process (Abou-Elgheit, 2018).
Therefore, it is relevant to marketing communications
developed from technological developments,
namely the Attention, Interest, Search, Action, and
Share (AISAS) model (Sugiyama & Andree, 2011).
Marketing communication is based on technological
developments, especially the Internet, and changes in
consumer behavior due to technological developments.
Consumer behavior with the Internet is considered
more accurately described by the AISAS model.

AISAS model is a basic framework for decision-
making resulting from reactions to promotional
activities. Consumers’ attention and interest in
products in the AISAS model are obtained from
advertisements and promotional messages displayed
through digital media. The last three stages in the
AISAS model involve consumers to search, act, and
share. Search and share activities are relevant to
consumers who interact via social networking sites or
use smartphones.

The Internet impacts the emergence of social
networks and online reviews as a new source of
information for consumers (Ratchford, 2020). The
search and analysis results of the obtained information
are followed by the action stage for purchasing the
product. Consumers have evaluated and gained
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experience using the offered products. In the next stage,
consumers will share the results of evaluations and
experiences in using these products via the Internet.
Consumers share experiences on social media based
on their experiences and emotions. Hence, it becomes
a form of electronic word of mouth (eWOM) (Kim &
Fesenmaier, 2017).

Online consumers’ reviews and ratings are
influential against purchasing decisions (Ardianti &
Widiartanto, 2019). The review and rating variables
are proven to have a significant relationship to the
users’ purchase interest in the online marketplace in
Indonesia. Text-based reviews have had an impact
more significant than rating-based reviews (Farki,
Baihaqi, & Wibawa, 2016). Consumers make
judgments about products after reading reviews.
When evaluating reviews, consumers focus on the
negative side of the review (Zhang, Zheng, & Wang,
2020). Negative reviews are considered important
information for consumers to rate products. So, the
importance of review is to reduce the uncertainty and
risk felt by consumers (Zhang et al., 2020).

The research will analyzes the effectiveness
of promotion based on the AISAS model analysis
because the model is very relevant to the activities in
Zomato. Zomato is a restaurant dictionary application
with various restaurant information. The information
includes the name of the restaurant, address, menu,
and price. Restaurant owners or Zomato members can
upload restaurant and food photos on the application.
Moreover, Zomato members can give ratings to
restaurants that have been visited by writing ratings
and reviews on the application. Zomato issues a paid
membership (Zomato Gold) with benefits of 1 + 1 food

or 2 + 2 drinks at restaurants that work with Zomato
Gold (Putri, 2019). Promotional advertisements
regarding Zomato Gold are mostly carried out through
social media, especially on Instagram, because most
Zomato users are aged 25-34 years (Reily, 2019).

Promotional activities carried out by Zomato on
social media provide information about Zomato Gold
and restaurants. These activities are expected to attract
consumers’ attention. When Zomato Gold members
have seen promotions on social media, they will likely
be interested in the conveyed information, such as
restaurants and the menus. Interest in this information
makes Zomato Gold members seek additional
information through the Zomato application or ask
directly to people who have visited the restaurant.
The obtained information from these activities can
encourage consumers to visit restaurants by utilizing
the benefits of Zomato Gold. After visiting the
restaurant, consumers are expected to provide reviews
and recommendations to others through the Zomato
application.

The total number of Zomato Gold members
is 100.000 people. However, those who make
purchase transactions are only 4% of all Zomato
Gold members (Putri, 2019). So, the research needs
to be done to analyze the effectiveness of promotional
advertisements carried out by Zomato on social media
regarding purchasing decisions of Zomato Gold
members based on the AISAS model. It also seeks
solutions to increase the purchase of Zomato members
based on the results of this analysis.

Based on the theoretical study described, the
hypothesis is based on modifying or developing
the AISAS model using the promotion variable as

Promotion

Figure 2 Conceptual Framework
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the research variable. The relationship between
variables is based on Sugiyama and Andree (2011).
The conceptual framework of the research is shown
in Figure 2. The hypotheses that will be tested are as
follows.

HI1 : Promotion has a significant effect on attention.
H2 : Promotion has a significant impact on interest.
H3 : Promotion has a significant effect on search.
H4 : Promotion has a significant effect on action.
HS5 : Promotion has a significant effect on share.
H6 : Attention has a significant effect on interest.
H7 : Interest has a significant effect on search.

HS8 : Search has a significant effect on action.

HO : Action has a significant effect on share.

METHODS

The research applies a descriptive analysis to
determine the respondents’ characteristics in tabular
form using the SPSS application software. The used
data are primary data obtained from questionnaires.
Those questionnaires are distributed to Zomato Gold
members through social media, using convenience
sampling. The number of samples is 180 people.

Then, the relationship between variables
is tested using the Structural Equation Modeling
(SEM) model using Lisrel 8.8. The variables consist
of the dependent variable and the independent
variable. SEM can describe the relationship pattern
between latent constructs and indicator variables.
SEM measurements are carried out by the stages
of wvalidity testing, reliability testing, feasibility
testing of SEM models, and significance testing. The
tested variable relationship between the promotion,
attention, interest, search, action, and share is based
on the tested hypothesis. The operational definition
for each research variable can be seen in Table 1 (see
Appendices).

RESULTS AND DISCUSSIONS

Characteristics of respondents are based on
the results of descriptive analysis. It includes gender,
age, and frequency of using Zomato Gold promotions
per month. The results can be seen in Table 2 (see
Appendices).

Based on the results of descriptive analysis,
the characteristics of respondents are dominated
by women (78,9%), whose ages are between 22—31
years (81,2%). Therefore, they can be said to be the
millennial generation. Then, the frequency of using
the Zomato Gold promotion per month is 61,1% or
1-2 times per month.

The value of the Standardized Loading Factor
(SLF) is > 0,5. Then, the construct validity is valid
according to Hair, Black, Babin, and Anderson (2013).
Meanwhile, the value of Average Variance Extracted
(AVE) is > 0,5, the value of Construct Reliability (CR)
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is > 0,7, and the value of the t-test is > 1,96 to measure
reliability. The evaluation of the measurement model
for each variable is based on SEM, as seen in Figure 3.

The stages of evaluating the suitability level of
the SEM modelinclude the overall model fitassessment,
structural model suitability, and measurement model
suitability (Hair et al., 2013). The Goodness of Fit
Index (GFI) will be considered sufficient to assess the
serviceability in a model if the requirement of four to
five criteria is met. The results can be seen in Table 3.

In the measurement of the Goodness of Fit Index
(GFI) criteria based on Table 3 (see Appendices), it
finds that the research model has met the eligibility
requirements with 4-5 criteria with a good fit. The
model fit test is conducted by looking at several criteria.
The Root Mean Square Error of Approximation
(RMSEA), Root Mean Square Residual (RMR), GFI,
Normed Fit Index (NFI), Non-Normed Fit Index
(NNFI), Comparative Fit Index (CFI), Incremental
Fit Index (IFI), and Relative Fit Index (RFI) obtain a
good fit. Meanwhile, Adjusted Goodness of Fit Index
(AGFTI) gets marginal fit.

The promotion variable consists of three
indicators. The results of the analysis of the latent
promotion variable towards the indicators based on
Figure 3 are tested for validity and reliability with
SLF, CR, and VE values. The results of the validity
and reliability tests for the variable promotion are
in Table 4. The results of testing promotion variable
show a bigger t-value than 1,96. The highest loading
factor value is obtained from the PRO2 indicator
(Zomato often advertises 1 + 1 food promotions on
social media). However, the PRO1 indicator has the
lowest loading factor value (Zomato often promotes
Zomato Gold).

Next, the attention variable consists of three
indicators. The results of the analysis of the latent
attention variable towards the indicators based on
Figure 3 are tested for validity and reliability with
SLF, CR, and VE values. The results of the validity and
reliability tests for the attention variable are in Table
5. The results for all indicators have a bigger t-value
than 1,96. The highest loading factor value is obtained
from the ATT]1 indicator (Zomato consistently posts
Zomato Gold promotional advertisement on social
media). Meanwhile, the ATT3 indicator has the lowest
loading factor value (consumers see and read 2 + 2
drink promotional advertisements on social media).

Next, the interest variable consists of three
indicators. The results of the analysis of the latent
interest variable towards the indicators based on
Figure 3 are tested for validity and reliability with SLF,
CR, and VE values. The results tests for the attention
variable are in Table 6. It shows that all indicators
have a bigger t-value than 1,96. The highest loading
factor value is on the INT3 indicator (consumers are
interested in the ratings of restaurants that work with
Zomato Gold). Then, the lowest loading factor value
is on the INT2 indicator (consumers are interested in
reviews of restaurants that work with Zomato Gold).
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Figure 3 Structural Equation Modeling (SEM)
Table 4 Validity and Reliability Tests of Promotion Variable
Indicators Loading Factor T-Value Error Variance CR VE
PRO1 0,78 11.95 0,40 0,90 0,75
PRO2 0,94 16.12 0,12
PRO3 0,88 14.52 0,22
Table 5 Validity and Reliability Tests of Attention Variable
Indicators Loading Factor T-Value Error Variance CR VE
ATTI 0,87 0,00 0,24 0,89 0,71
ATT2 0,85 13,32 0,27
ATT3 0,80 11,70 0,36
Table 6 Validity and Reliability Tests of Interest Variable
Indicators Loading Factor T-Value Error Variance CR VE
INT1 0,84 0,00 0,29 0,87 0,69
INT2 0,79 12,31 0,37
INT3 0,86 14,00 0,26
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The search variable consists of two indicators.
The results of the latent search variable analysis for
the indicators based on Figure 3 are tested with the
SLF, CR, and VE values for validity and reliability.
The results of the validity and reliability tests for the
attention variable are in Table 7. The result indicates
that all indicators have a bigger t-value than 1,96. The
highest loading factor value is found in the SRCI
indicator (consumers look for additional information
about the restaurant through the Zomato application).
Meanwhile, the lowest loading factor value is from the
SRC2 indicator (consumers seek further information
by asking other people who have visited the restaurant).

The action variable consists of four indicators.
The results of the analysis of the latent action variable
on the indicators based on Figure 3 are tested with the
values of SLF, CR, and VE for validity and reliability.
The results of the validity and reliability tests for the
attention variable are in Table 8. The results show that
all indicators have a bigger t-value than 1,96. The
highest loading factor value is in the ACT4 indicator
(consumers make purchases by visiting restaurants
after reading reviews and ratings). Meanwhile, the
lowest loading factor value is in the ACT2 indicator
(consumers make purchases by visiting restaurants
because they are interested in the Zomato Gold
promotion).

The share variable consists of four indicators.
The results of the latent share variable analysis based
on Figure 3 are tested the validity and reliability with
the SLF, CR, and VE values. The results of the validity
and reliability tests for the share variable are in
Table 9. The results indicate that all indicators have a
bigger value than 1,96. The highest loading factor value
is in the SHR3 indicator (consumers will recommend
restaurants that they have been visited). However, the
lowest loading factor value is from the SHR4 indicator
(consumers provide testimonials about Zomato Gold).

Then, hypothesis testing is done with an alpha
(&) value of 0,05. If the t-value is bigger than 1,96, it is
declared significant. The results of hypothesis testing
can be seen in Table 10.

Table 10 shows that the promotion variable has
a significant impact on two variables, namely attention
and share variables. However, the promotion variable
does not significantly affect interest, search, and
action variables. Then, the attention variable does not
impact interest significantly. Meanwhile, the interest
variable has a significant effect on the search variable.
Similarly, the search variable affects the action
variable significantly. Then, action variable impacts
share variable significantly.

Based on the H1 test results, the promotion
variable has a significant effect on attention. It has
a coefficient value of 0,86 and a t-value of 11,58,
which are higher than the t-table value of 1,96. H1 is
accepted. Advertising in social media has succeeded in
making consumers aware and pay attention, especially
regarding 1+1 food promotions. These results are
supported by previous research that social media has a
positive effect on consumers’ attention (Abdurrahim,
Najib, & Djohar, 2019).

The result of H2 indicates that the promotion
variable does not significantly affect the interest
variable, with a coefficient value of -0,10 and t-value
-0,49 (lower than the t-table value of 1,96). H2 is
rejected. Promotional advertisement does not affect
consumers’ interest in Zomato Gold. Consumers will
be more interested in promotions showing the hedonic
and utilitarian benefits of the product (Sinha & Verma,
2020).

Hence, Zomato needs to create promotional
content with more information about the offered
product to make consumers more interested. In this
case, it is Zomato Gold.

Similarly, in H3, the promotion variable has
no significant effect on the search variable, with
a coefficient of 0,10 and a t-value of 1,59, which is
lower than the t-table value of 1,96. H3 is rejected.
Consumers do not seek further information about
promotions advertised by Zomato. The results of
hypothesis testing are supported by the previous
research, which states that consumers will seek further
information if a promotional advertisement can change
their interest (Cheah, Ting, Cham, & Memon, 2019).

Table 7 Validity and Reliability Tests of Search Variable

Indicators Loading Factor T-Value Error Variance CR VE
SRCl1 0,83 0,00 0,31 0,71 0,55
SRC2 0,64 9,32 0,59

Table 8 Validity and Reliability Tests of Action Variable
Indicators Loading Factor T-Value Error Variance CR VE
ACTI 0,84 0,00 0,30 0,92 0,73
ACT2 0,85 13,92 0,29
ACT3 0,86 14,27 0,26
ACT4 0,88 13,02 0,22
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Therefore, Zomato needs to create promotional
content that consumers are interested in so that they
will find more information about the promotions.

In H4, the promotion variable also does
not affect the action variable significantly. It has a
coefficient value of -0,02 and a t-value of -0,33 (lower
than the t-table of 1,96). H4 is rejected. It implies
that after seeing the promotional advertisement,
consumers do not immediately come to the restaurant
to make purchases and take advantage of Zomato Gold
promotions. The relationship between advertisement
content in social media and purchase intention is not
significant (Raji, Rashid, & Ishak, 2019).

Consumers do not immediately buy after seeing
the advertisement. It may be because the information
in the advertisement is unclear and limited. The
appearance of social media has limitations, such as
the number of displayed words and the duration of the
show, so consumers need to find additional information
to make purchase decisions.

The result of HS shows that the promotion
variable has a significant effect on the share variable.
It has a coefficient value of 0,21 and a t-value of
3,08, which are higher than the t-table value of
1,96. H5 is accepted. Consumers share promotional
information with others. The behavior of social media
users in sharing information is considered attractive
(Diomidous et al., 2016).

So, Zomato promotional information is deemed
attractive by consumers to share it with others.

In H6, the attention variable does not affect the
interest variable significantly. It has a coefficient value
of 0,37 and a t-value of 1,84 (lower than the t-table
value of 1,96). H6 is rejected. The information created
by marketers cannot attract consumers because the

conveyed information is less detailed or does not
explain its advantages (Pashootanizadeh & Khalilian,
2018).

The information factor is not clear, and it can
be influenced by limitations on social media to display
information, such as a limited number of words or
image resolution.

The result of H7 shows that the interest variable
has a significant effect on the search variable, with
a coefficient value of 0,95 and a t-value of 12,13,
which are higher than the t-table value of 1,96. H7 is
accepted. When consumers are interested in Zomato
Gold promotions, restaurant reviews, and ratings, they
will seek additional information about the restaurant
through the Zomato application and ask people who
have visited the restaurant. Hence, if the consumers
are interested in a promotion, they will do a search
activity (Liu, Polman, Liu, & Jiao, 2018).

Based on the highest loading factor, consumers
are more interested in restaurant ratings.

The result of HS indicates that the search
variable affects the action variable significantly. It
has a coefficient value of 0,95 and a t-value of 12,06,
which are higher than the t-table value of 1,96. HS is
accepted. After getting additional information about
restaurants, consumers make purchases by visiting
the restaurant to take advantage of Zomato Gold
promotions. They obtain further information from the
Zomato application, such as information about menus,
prices, restaurant addresses, food pictures, restaurant
atmosphere, reviews, and other consumers’ ratings.
They make purchases mostly because of reading the
reviews and ratings. loT allows them to find more
additional information through various digital media
so that they pay more attention to eWOM in culinary

Table 9 Validity and Reliability Tests of Share Variable

Indicators Loading Factor T-Value Error Variance CR VE
SHR1 0,76 0,00 0,42 0,84 0,57
SHR2 0,72 9,40 0,49
SHR3 0,85 11,08 0,28
SHR4 0,70 9,15 0,51

Table 10 Hypothesis Testing Results

Hypothesis Variable Coefficient T-Value Conclusion
H1 Promotion = Attention 0,86 11,58 Significant
H2 Promotion = Interest -0,10 -0,49 Not significant
H3 Promotion - Search 0,10 1,59 Not significant
H4 Promotion = Action -0,02 -0,33 Not significant
HS Promotion = Share 0,21 3,08 Significant
H6 Attention = Interest 0,37 1,84 Not significant
H7 Interest = Search 0,95 12,13 Significant
HS8 Search = Action 0,95 12,06 Significant
H9 Action = Share 0,64 7,70 Significant
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tourism (Litvin, Goldsmith, & Pan, 2018).

The credibility of information sources, positive
quality of information, and strong arguments will
influence purchasing decisions (Zhu, Chang, & Luo,
2016).

In HY9, the action variable has a significant
effect on the share variable, with a coefficient value
of 0,64 and a t-value of 7,70, which are higher
than the t-table value of 1,96. H9 is accepted. After
tasting the products, consumers’ evaluation and
experience with the product will be informed and
recommended to others. Social media allows them to
share information with others. It becomes consumer
behavior in the digital era (Jang, Lee, Kwak, & Ko,
2019). Consumers more recommend restaurants that
they have visited than writing reviews and ratings on
the Zomato application. The experience of using a
product will shape consumers’ involvement in the form
of eWOM and their willingness to share experiences
and recommendations (Kim & Fesenmaier, 2017).
Prospective consumers’ purchasing decisions can
be driven by eWOM. EWOM can be a reference
for companies to improve products and marketing
strategies (Sun, Niu, Yao, & Yan, 2019).

Managerial implications that can be used
as an alternative to increase the effectiveness of
promotional advertisement and consumers’ purchases
start with consumers’ awareness and attention.
Consumers’ awareness and attention to the Zomato
Gold promotional advertisement does not make them
interested in the promotion. They are more interested
in restaurant ratings and reviews and the 1 + 1 food
benefit from Zomato Gold. The main factor for
consumers’ interest is the rating and reviews. When
consumers are interested, they will look for additional
information about restaurants in the Zomato Gold
application. Then, consumers make purchasing
decisions to restaurants with reviews and ratings as the
driving factors. After making a purchase, consumers
will have the experience to share with others.
However, consumers are more willing to recommend
the restaurants they visit. Therefore, review and rating
activities on the Zomato application are the second
alternative for the consumers.

Consumers’ opportunities to make purchases
(action) are when they are already interested by
just paying attention to social media promotions.
Advertisements carried out on social media only
encourage consumers’ attention. Hence, Zomato can
continue to utilize social media to make consumers
aware of and pay attention to Zomato Gold products
and maximize its social media features. A currently
frequently used part is the story feature, which is on
the main page of social media with a red button. It can
be easily accessed by consumers when opening social
media. Then, Zomato can also measure how many
consumers that pay attention to the advertisement. It
can be done by looking at the number of viewers on
the feature to stimulate consumers to see a promotional
advertisement on the story.

Another thing to measure whether consumers
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pay attention to and are aware of promotional
advertisements is the question and answer content.
For example, Zomato can provide questions about
Zomato Gold to its consumers. The higher the level
of consumers’ attention is, the greater the chance of
making consumers interested and continuing at the
next purchase decision stage will be.

Moreover, people’s interest in something is not
only influenced by external factors but also internal
factors, such as personality. Interest is one of the
psychological aspects that can encourage people to
achieve a goal (Afriany, 2018). Therefore, Zomato
needs to examine more deeply what factors that
can influence consumers’ interest and improve the
promotional content that is more informative about
the products. Promotional content should be attractive
to the younger generation with a striking and more
informative color display. In addition, Zomato can
use influencers to promote the products, in this case,
Zomato Gold.

Then, the social media account of Zomato with
many followers is Instagram, so it can maximize the
features on social media and engage consumers in
promotional activities as an alternative promotion
to increase consumers’ interest. The main factors
that drive consumers’ purchases the most are the
ratings and reviews. So, promotional activities can
involve consumers, such as Instagram live that invites
influencers or food bloggers who review Zomato
Gold, restaurants, and food. This promotional activity
can make consumers get complete information about
what Zomato promotes. In addition, artists or famous
people can create consumers’ awareness and interest
in the products (Balasubramanian, Gopal, & Reefana,
2016).

Zomato should post more promotional
advertisements featuring images of the restaurant’s
food and atmosphere. Pictures of food and atmosphere
become an exciting part of promoting culinary or
restaurant. When Zomato uploads photos of food
or atmosphere, consumers will look for additional
information, such as restaurant addresses, menus,
prices, ratings, and reviews. The obtained information
will be evaluated and will lead to a purchase decision.

Apart from changing the content of promotional
advertising, Zomato also needs to benefit Zomato
members. Consumers are more interested in the
benefits of 1 + 1 food than 2 + 2 drinks. So, Zomato
needs other forms of benefits to consumers, such as
discounts when making purchases.

Then, consumers will share information with
others if the information is considered interesting or
important. Promotional advertisement of Zomato
is deemed attractive by Zomato Gold members, so
they share it with others. However, sharing activities
that Zomato needs to improve are providing ratings
and writing reviews on the Zomato application
because ratings and reviews are the main factors that
encourage Zomato Gold members to make purchases.
As an alternative way to increase rating and write
reviews, Zomato can reward Zomato Gold members
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after doing these activities. Rewards can be given in
the form of points for renewal membership payments
or collaboration with digital wallets. These points can
be converted into e-money that can be used during
payment transactions at restaurants affiliated with
Zomato.

CONCLUSIONS

The research results indicate that advertisements
regarding Zomato Gold on social media based on the
AISAS model are not significant enough to make
consumers visit restaurants using the benefits of
Zomato Gold. Promotional advertisement is only
able to make consumers aware and pay attention to
the advertisement. However, it does not make them
interested in what is promoted. So, they do not take
further actions, such as seeking additional information
about Zomato Gold, making purchasing decisions by
coming to restaurants that work with Zomato Gold to
take advantage of the benefits, and sharing information
and providing information to others about the Zomato
Gold. Therefore, to increase consumers’ purchases,
Zomato must make consumers pay more attention to the
promotional advertisements. The more the consumers
pay attention to promotional advertisements, the
higher the chances of consumers being interested in
the promotion will be. Therefore, the opportunities
for consumers’ interest will increase. Then, it will
also increase the opportunities for information search,
consumers’ purchases, and sharing information and
recommendations to others about promotions and
restaurants that consumers have visited.

The research limitation is that the respondents
are only limited to the Zomato Gold members who
have special advantages and other factors causing
indirect promotions to attract consumers. Future
research needs to study Zomato users who are not
members of the Zomato Gold on promotions carried
out by Zomato on social media regarding restaurants.
Other factors that influence purchasing decisions
can be analyzed with the AISAS model. Apart from
promotions with the AISAS model, one of the factors
is consumers’ internal factors towards promotional
advertisement that can encourage consumers’ interest
and purchase interest. The other factors can be based
on consumers’ making purchases that are influenced
by external and internal factors.
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Table 1 Research Variables and Indicators

APPENDICES

Variable Operational Definition Reference Code  Indicator
Promotion Promotions carried out Marketing Management PRO1  Zomato often advertises about Zomato
by Zomato through social (15" ed.) (Kotler & Keller, Gold on social media
media to promote Zomato 2016)
Gold PRO2  Zomato usually announces 1+1 food
promotions on social media
Zomato usually announces 2+2 drinks
PRO3 . . .
promotions on social media
Attention Consumers see and pay The Dentsu Way (Sugiyama ATT1  Zomato consistently posts Zomato Gold
attention to Zomato Gold & Andree, 2011) promotional advertisement on social media
promotional advertisement )
ATT2  Zomato Gold members view and read 1+1
food promotions on social media
ATT3 Zomato Gold members view and read 1+1
drink promotions on social media
Interest Consumers are interested The Dentsu Way (Sugiyama INT1 Consumers are interested because of the
in Zomato Gold promotion & Andree, 2011) Zomato Gold benefits
when visiting restaurants .
INT2  Consumers are interested because of
restaurant reviews
Consumers are interested because of
INT3 .
restaurant rating
Search Consumers look for The Dentsu Way (Sugiyama SRC1  Consumers look for more detailed
additional information about & Andree, 2011) restaurant information through the Zomato
restaurants that work with application
Zomato Gold » ) )
SRC2 Consumers look for additional information
by asking other people who have visited the
restaurant
Action Consumers visit restaurants ~ The Dentsu Way (Sugiyama ACT1  Consumers go to a restaurant after seeing a
that work with Zomato Gold & Andree, 2011) promotional advertisement
and take advantage of the
promotion ACT2  Consumers go to a restaurant because they
are interested in the benefits of Zomato
Gold (1+1 food or 2+2 drinks)
Consumers go to the restaurant after getting
ACT3 .. . .
additional information
ACT4 Congumers 2o .to the resta}lrant after
reading the rating and review
Share Consumers share their The Dentsu Way (Sugiyama SHR1  Consumers give ratings and restaurant
experiences and recommend & Andree, 2011) reviews on the Zomato application
restaurants that work with )
Zomato Gold after visiting SHR2  Consumers share experiences through
personal social media
SHR3  Consumers recommend restaurants that
they have visited
SHR4  Consumers give testimonials using Zomato

Gold
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Table 2 Characteristics of Respondents.

No Characteristics Frequency (%)
1 Gender Male 38 21,1
Female 142 78,9

2 Age 17-21 years 9 5
22-26 years 73 40,6
27-31 years 73 40,6
32-36 years 17 9,4
Over 36 years 8 4,4
3 Frequency of using Zomato Gold promo per month 1-2 times 110 61,1
3-5 times 48 26,7
More than 5 times 22 12,2

Table 3 Goodness of Fit

Goodness of Fit Measures Cut-off Value Result Conclusion
Root Mean Square Error of Approximation (RMSEA) <0,08 0,065 Good Fit
Root Mean Square Residual (RMR) <0,050r<0,1 0,085 Good Fit
Goodness of Fit Index (GFT) >0,90 0,90 Good Fit
Adjusted Goodness of Fit Index (AGFI) >0,90 0,85 Marginal Fit
Normed Fit Index (NFI) >0,90 0,97 Good Fit
Non-Normed Fit Index (NNFI) >0,90 0,98 Good Fit
Comparative Fit Index (CFI) >0,90 0,99 Good Fit
Incremental Fit Index (IFI) >0,90 0,99 Good Fit
Relative Fit Index (RFI) >0,90 0,96 Good Fit
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