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Abstract

Online marketing is marketing in the online media. The main objective is to make known
the increase by different methods to sales the goods and services which present our products
to the public by social media. So that others can recognize and generate interest then they use
services or purchase our products in the most. The Online Marketing is sends a message to mass
recipients. In today’s society, we can classified consumers into three generation; Generation X,
generation Y and generation Z when we know the characteristics of the recipients, marketer will
send the message with social media to correctly understanding and more convenient. This is
the duty of the marketer to understand the behavior of Generation XYZ and creation to
consumer acceptance, Adoption of Innovation and Technology Innovation diffusion and adoption
of innovation. In order to plan for online marketing success, under the terms of the innovation

itself.

Keywords: Innovation; Online Marketing, Generation
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