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Abstract- In Indonesia, online banner advertising remains a top choice for marketers in advertising, but through literature 
study it was known that in Europe and America online banner advertising is going to be obsolete and they have been 
switched to an online native advertising. In Indonesia, the native online advertising have been used but it is infrequent as 
compared with online banner advertising Therefore, the purpose of this study is to examine the effectiveness of online native 
advertising as compared to online banner advertising by using the theory that  belief about online advertising influence on 
consumer attitudes and behavior toward online advertising. One of advertising in Kompas.com used as researchobject. 
Survey are conducted among 402 readers of Kompas.com and structural equation modeling from previous study was used to 
measure the influence among variables. The results showed that belief about online advertising is positive significant 
influence on consumer attitudes and behavior toward online advertising; consumer attitudes is positive significant influence 
on behavior toward online advertising. As compared to online banner advertising, online native advertising are more 
acceptable by respondents. 
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I. INTRODUCTION 
 
Internet development both globally and in particular 
in Indonesia helped generate new marketing trends in 
online advertising. In Indonesia online advertising 
activity is still dominated by the advertisements in a 
form of online advertising banner. Growing numbers 
show that online advertising activities in Indonesia 
continues to grow. However, studies conducted in the 
United Kingdom and the United States shows that 
online advertising with online banner format already 
began to lose favor because they interfere. It causes 
the decline in the value of click trought rate (CTR) of 
ads is less than 1 click per view (Kohl, 2016). Other 
phenomenon that occurs is the tendency of Internet 
users to use or install adblocking. Even the use rate of 
adblocking in Indonesia is 7% or 3.1 million active 
users per month will install adblocking into the 
browser they use. The above phenomenon would 
impact the online advertising business, content 
publishers consequently lose revenue of USD 25 
billion (Tarin I.A, 2015). Therefore, they must be 
responsive and marketers must continue to innovate 
in order to improve efektitas advertising. 
One solution that is used by the mass media is to use 
native online advertising (native advertising). The 
term native advertising began to be discussed since 
2012 and is increasingly popular in 2013-2014. One 
of the most famous online native advertising 
advertising is an ad for the Netflix series "Orange Is 
The New Black" advertised in The New York Times 
(Deziel, 2013). Popuarity of native online advertising 
continues to increase. One study conducted by the 
NII Association of National Advertisers (ANA) 
showed that 63% of advertisers in the United States 

increase their budget for online format native 
advertising. Furthermore, ANA also estimated that in 
2018 the native users of online advertising will reach 
$ 21 billion (Tarin I. A, 2015). 
Furthermore, some sayonlineformatnative advertising 
can be trusted to capture the audience's attention 
better than online display or online banner 
advertising. Through a survey conducted by Nielsen 
(2013)t shows that advertising with the 
onlineformatnative advertising gain consumer belief 
for higher than banner ads with online format. On the 
other hand the term native advertising has yet to get a 
definition that fits even it is still being debated. Even 
in Indonesia the term native advertising is still a new 
thing for the media, advertisers and consumers to the 
Internet in Indonesia. In Indonesia, the native online 
advertising have also begun to be used, but the 
frequency is still very low. Among the media and 
advertisers in Indonesia this term refers to ads that 
appear like news to display or display similar to the 
original media. Each media have their own terms for 
this kind of content, including "Sponsored Content, 
Paid Post, Branded Content, Content Partner" and 
others. The online news site is one of the media on 
the internet that also utilizes native advertising 
formats. 
The success of an ad can be seen from how 
consumers accept the ad and how they perceive ads 
so we can know how they behave to the messages 
being conveyed (Keller, 2013 in Boshoff, 2015: 7). 
Other opinions mention that consumer’s belief and 
behavior towards online advertising is a very 
important benchmark in assessing the effectiveness of 
advertising (Ducoffe, 1996; Russell et al., 1994; in 
Ying &Shaojing, 2009). 
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Therefore, based on these data it is known that there 
is positive phenomenon in Indonesia for digital 
advertising which shows growth in Indonesia. On the 
other hand the existence of the phenomenon of 
increased usage ofadblokingand declining use of CTR 
make online advertising can not be conveyed 
properly. Thus this study wanted to see and compare 
the influence of consumer confidence in Indonesia 
towards online advertising on consumer attitudes and 
behavior in online advertising with native advertising 
formats and online banner advertising. One of the 
advertisement materials in the online news site 
Kompas.com will be used as the research objects. 
 
II. THEORETICAL BASE, RESEARCH 
FRAMEWORK AND METHODOLOGY 
 
2.1  Theoretical Base 
A. OnlineAdvertising 
A research by Louisa Ha has attempted to 
defineonline advertising as “As deliberate messages 
placed on third party web sites including search 
engines and directories available through Internet 
access.” (Ha, 2008:31). However several other 
researches (such as Hwang, McMillan dan Lee 2003; 
Macias2003)mentioned that websitea dver t i sing  is 
included in online ads,however this research will 
focus more on theadvertising activity done by the 
online mnedia advertisers. 
 
B. Online BannerAdvertising 
Online display advertising is often considered as 
online banner advertising in accordance with the 
standards established by the Interactive Advertising 
Bureau (IAB) includes text, logos, images and other 
multimedia attributes. Novak & Hoffman (1997) 
defines online display advertising "As small 
rectangular graphic images that are linked to targeted 
advertisements and serve as a lead-in to the visitor to 
surf and find out more information." In general, 
online banner advertising or online display 
advertising will instantly bring internet users to a 
page or company website marketers who are 
advertising a product or company. This was disclosed 
by O'Guinn, Allen & Semenik (2013) that  state"The 
consumer who sees the ad has the ability to click on it 
and be linked to the marketer's website, Thus giving 
Gives exposure to the brand or company and 
providing users access Reviews their peak to sites 
that interest. "(Maksy,2015:5). 
 
C. Online NativeAdvertising 
Furthermore native advertising is a collaboration 
between the brand owner with a website site owners 
who place ads among other editorial content (Mareck, 
2014: 23). In general understanding of native 
advertising expressed by (Campbell & Marks, 2015: 
600) that "Native advertising is a term used to 
describe a spectrum of new online advertising forms 
that share a focus on minimizing disruption to a 

consumer's online experience by Appearing in- 
stream. " 
In the journal entitled "Native Advertising: The Old 
Is New Again" (Seligman, 2015) it state that the 
native advertising and sponsored content is designed 
to be in accordance with editorial content where the 
ad is placed. The understanding of native advertising 
used in this study refers to standards that have been 
set by the IAB (IAB, 2013) that "Paid ads that are so 
cohesive with the page content, assimilated into the 
design, and consistent with the platform behavior that 
the viewer simply feels that they belong. "Today IAB 
has identified six (6) types of native formats of 
advertising that is often used, namely: in-feed units, 
paid search units, recommendation widgets, promoted 
listings, in-ad with native elements units and custom 
units , Based on the purpose of this study, researchers 
will focus its research on the type of in-feed ads 
advertisement. As for the definition of in-feed 
advertisement according to IAB it is "In-feed adverts 
are adverts within a publisher's normal content where 
the content has been written by or in partnership with 
the publisher's team to match the surrounding stories 
like any editorial story (IAB, 2013). "the content in 
native advertising is often indicated by a" sponsored 
by "or" advertorial "located above the title or under 
the title of an article advertisement native. 
 
D. Belief Attitude and BehaviorToward 
Online Advertising 
The definition for belief have been disclosed by 
Eagly et al (Eagly&Chaiken, 1998; Fishbein&Ajzen, 
1975) as "Belief is typically conceptualized as 
estimates of the likelihood that the knowledge one 
has acquired about a referent is correct or, 
Alternatively, that an event or state of affairs has or 
will occur. "(Wyer&Albarracin, 2004: 7). More 
(Wyer&Albarracin, 2004: 7) that the beief can refer 
to a person's subjective belief.Pollay and Mittal 
(1993) distinguishes between belief by the manner in 
which belief is a descriptive statement about the 
attributes of an object while the attitude is a summary 
of the evaluation of an object (Saadeghvaziri, 
Dehdashti, &Askarabad, 2013: 100). Mahmoud 
(2012a: 92) defines belief in the Internet advertising 
as a whole knowledge by someone that can be 
considered true for Internet advertising (Mahmoud, 
2013: 298). 
In general attitude (attitude) refers to the tendency of 
a person's positive or negative cognitive to a 
reference (Mahmoud, 2013: 298). Further through 
Lutz (1985: 53) that defines the attitude toward 
advertising in general as a lesson against the tendency 
to respond to things that are favorable and 
unfavorable from advertising. As in the context of the 
Internet, Mahmoud (2012a:92) defines attitudes 
towards Internet advertising as a general tendency to 
like or dislike towards advertising messages delivered 
online (Mahmoud, 2013: 298). 
Some of the factors or indicators that affect belief in 
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the Internet advertising were compiled by Mahmoud 
(2013: 298), namely: information, 
entertainment,irritation, social rule, materialism, 
falsity, and value corruption. Ducoffe (1995, 1996) 
explains that the values of the ads depends on the 
level of entertainment, informative ness,andirritation 
that are perceived. C Wang, Zhang P, R Choi, M 
D'Eredita (2002: 1145) concluded that motivational 
factors such as Entertainment, informativeness, 
Irritation, Credibility, Interactivity, and Demographic 
influence consumer attitudes toward advertising. 
Ying Wang and Shaojing Sun (2009) states that the 
belief factors are information, entertainment, 
credibility, and the economy has proven to have 
partially positive effect on consumer attitudes toward 
advertising, while the value factor proved to have a 
negative influence on consumer attitudes toward 
advertising. Research Boshoff (2015) used the belief 
factors that comes from previous studies (Singh &Vij, 
2008; Olson & Mitchell 2000) that is informative / 
uninformative, interesting / uninteresting, credible / 
not credible, useful / useless, intrusive / not 
intrusive(Boshoff, 2015).The success of an ad can be 
seen from how consumers accept the ad and how they 
perceive ads so we can know how they behave to the 
messages being conveyed (Keller, 2013 in Boshoff, 
2015: 7). Other opinions mention that consumer’s 
belief and behavior towards online advertising is a 
very important benchmark in assessing the 
effectiveness of advertising (Ducoffe, 1996; Russell 
et al., 1994; in Ying &Shaojing, 2009). 
2.2  Research Framework 
From the above description, a framework is formed 
which will underpin this study. Here is a framework 
of this study. 

 
Figure 1. Framework 

 
Based on the background, the formulation of the 
problem and framework, it is determined that the 
hypotheses in this study, are as follows: 
Ha.1 :     Belief through ATOA 
simultaneouslyhave a significant influence on 
behavior towardsonline native advertising. 
Ha.2 :    Belief through ATOA 
simultaneouslyhave a significant influence on 
behavior towardsonline banner advertising. 
Ha.3 :     Belief have a significant influence 
on behavior toward online native advertising. 

Ha.4 :      Belief have a significant influence 
on behavior toward online banner advertising. 
Ha.5 :    Belief have a significant influence 
on ATOA toward native advertising formats. 
Ha.6 : Belief have a significant influence 
on ATOA towardbanner advertising formats. 
Ha.7 : ATOA  have a significant influence 
on behavior in ads which use online native 
advertisingformat. 
Ha.8 : ATOA  have a significant influence 
on ATOA on advertising using online banner 
advertising format. 
Ha.9 :   There are differences between beliefon 
online native advertising and belief on online banner 
advertising. 
Ha.10  :  There are differences between ATOAon 
online native advertising and ATOA on online banner 
advertising. 
Ha.11  :   There are differences between 
behavioron online native advertising and behavior on 
online banner advertising. 
 
2.3Methodology 
This study uses a quantitative approach using 
descriptive comparative research approach  and 
verification. Comparative descriptive is used to 
compare variables and beliefs factors, variable 
attitudes or attitude toward online advertising 
(ATOA), and behavior of online native advertising 
with belief factors, variable attitudes or attitude 
toward online advertising (ATOA), and behavior on 
online banner advertising. Verification method is 
used to test the hypothesis by using a calculation of 
statistical data. Collection of data was done using 
cross sectional method, then the data is processed, 
analyzed, and then conclusions are drawn. This 
method fits the study because the data for native 
online advertising as well as online banner 
advertising can be obtained in the same time. Data 
analysis was performed using a structural equation 
modeling or SEMvariants based. The statistical 
analysis used is Partial Least Square (PLS) to verify 
the influence between variables to answer the first 
and  second research question and hypothesis 1 (one) 
to 8 (eight). Paired samples t-test (t test) is used to 
answer the third research question or hypothesis 9 
(nine). 
 
III. RESEARCH RESULTS AND DISCUSSION 
 
E. Respondent Characteristics 
Respondent data collected in this study amount to 402 
respondents, where based on the completeness of the 
data contained in the questionnaire all respondents 
are considered valid. Some interesting findings from 
the characteristics of respondents among which is the 
average of respondents (55%) spend as much as 4-5 
hours per day to surf. Only 18% of respondents have 
heard these terms native advertising, while 56% of 
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Figure 2. Line Diagram for Advertising A 
Hypothesis Test 

 

respondents already knew the terms of banner 
advertising. 
Based on the descriptive statistical analysis showed 
that the belief in native online advertising is at a good 
or positivelevel, while the belief in online advertising 
banner is at a sufficient enough level and tend to lean 
towards the negative sense or not to believe. Then, 
the attitude in online native advertising is at a good 
level or respondents have a positive attitude, while 
the attitude on online banner advertising tends to 
sense a negative attitude towards online advertising 
banner. As for the behavior towards native 
advertising online are at a good level or behavior of 
respondents to an online native advertising is 
profitable, whereas the behavior of the online banner 
advertising is considered to be less profitable and 
even tend to lead to this behavior of avoiding the 
emergence of online banner advertising. 
 
F. Model Test 
Based on test results SEM-PLS models using 
smartpls2.0 software with bootstrapping method a 
summary of the path diagram obtained is as follows: 

 

Figure 2. Line Diagram for Advertising A Hypothesis Test 

 
Figure 2. Line Diagram for Advertising B Hypothesis Test 

 
 
Based on the picture above, the following is a 
summary of the of inner weight test results to see the 
effect of belief to behavior, belief towards attitude, 
and attitude toward behavioron native online 
advertising (ad A) and online banner advertising (ad 
B). 
 

Table 1.Inner Weight Test 

 
 

Based on Table 1. Inner Weight Test in the above has 
positive T-statistic value, meaning that the effect 
between these variables is significantly positive both 
on native online advertising (ad A) and online banner 
advertising (ad B). 
 

G. Paired SimpleT-Test 
In addition, based on test results of paired sample t-
test itis known that there are significant differences 
between native online advertising with online banner 
advertising as follows: 
 

Table 2.Paired Simple T-Test Test 
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Based on Table 2. Paired Simple T-Testabove it can 
be seen that each variable has tcount>ttablewith a 
significance probability value of <0.05 so that the 
confidence level of 95% it can be stated that there are 
real differences between the belief, attitude, and 
behavior on online native advertising with the belief, 

attitude, and behavior on online banner advertising. 
H. Hypothesis Test 
Based on the description of the statistic, test models 
and calculations on the paired simple t-test mentioned 
above, then the following is a summary of the 
hypothesis testing in this study:  

 
Table 3.Hypothesis Test Results Summary 

 
(Continued) 
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(Continuation fromTable 4.Hypothesis Test Results 
Summary) 
 
CONCLUSION 
 
Based on the hypothesis test results above we can 
conclude several things, namely: 
1. That belief in the online advertising has a 
significant effect on the attitude on online advertising 
and attitude towards online advertising in the native 
format or online banner advertising. 
2. Belief in the online banner advertising has a 
greater influence on the attitudes and behavior in 
online banner advertising, it can happen because the 
respondents are more familiar with online banner 
advertising than online native advertising so the 
response of respondents to the online banner 
advertising is more straightforward. 
3. However, based on descriptive statistics it 
shows that the online native advertising have 
confidence in the value of advertising that is larger 
and more positive than online banner advertising. So 
the attitude generated is more positive and the 
resulting behavior is more profitable for advertisers. 
4. Based on descriptive statistics it is shown 
that the behavior of respondents to the online banner 
advertising is more likely to avoid the advertising and 
even the majority of respondents prefer to install 
adblock so that banner ads no longer pops up when 
they use the internet. 
5. Therefore, it can be concluded that the 
native advertising online is more acceptable to 
respondents and can bea more profitabledigital ad 
format. 
 
 Based on the research results, analysis and 
conclusions in this study, the following are the 
suggestions for advertisers, media management and 
further research: 
1. It is suggested for marketers and online 
media management based on the results of this study 
to continue to develop online ads that meet the factors 
of belief in online advertising, attitudes and behaviors 
in advertising online. Marketers and online media 
management should consider more to use ads in 
native format online advertising by increasing the 
frequency of appearance of native online advertising 
in online media. 
2. Suggestions for further research are to 
develop the factors that affect belief in the online 
advertising, factors that influence attitudes (ATOA), 
and factors that can affect the behavior that have not 
been examined in this study. In addition, further 

research is also expected to further describe how is 
the development of online native advertising in 
Indonesia. 
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