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ABSTRACT

Foronline business, marketing communication is considered to be extremely crucial in terms of distributing
information, building recognition, and stimulating purchase behavior. Since online business is fairly new, the
channels of available marketing communication are wide-ranging. This research aims to study what the main
factors of marketing communication for online business are, and how many factors there are. A survey research
design is used for data collections. The instrument used in the research is a range of questionnaires. The
samples comprise of four hundred customers online shopping behavior. The data are analyzed by using factor
analysis.

This research found that there were ten marketing communication factors for online business : web
usability, online IMC tools, word of mouth (WOM), products, customer cost, privacy keeping, website credibility,
web design, offline IMC tools, and web owner.
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