
 

 

SUMMARY 

 
PRASETIYO. The Impact of Price and Promotion Cost on Marketing 

Performance of Tissue Product PT Cakrawala Mega Indah at Hypermarket 

Supervised by IDQAN FAHMI dan KIRBRANDOKO.  

 

Business value of modern market grew between 10% -15 % per year. In 

2006 total business value was Rp 49 trillion and in 2012 the total business value 

reach Rp138 trillion. The high business value growth of modern market will 

change the business orientation of indsutry to seriously work on the modern 

market and spent high investment to compete and become market leader. This 

conditions was aggravated by the retailer by demanded some supports as per 

outlined in the cooperative agreement (trading term).  And it made the investment 

cost paid by suppliers in the modern market becomes very expensive. This 

condition is also experienced by PT. Cakrawala Mega Indah (PT CMI) especially 

in Carrefour, Giant and Hypermart Jabotabek. During 2007-2011 promotion cost 

increased fastly (84%). Price increased 39%, but revenue only increased 4 %. 

Sales volume decreased 25%, profitability tends to be volatile, and market share 

tends to decline. 

Based on that we decide to analyze the impact of prices, promotion cost and 

promotion mix cost to sales volume, profitability and market share. The aim of 

this research are (1) to analyze the effect of price and promotion cost (promotion 

mix) to sales volume, (2) to analyze the effect of price and promotion cost 

(promotion mix) to profitability, (3) to analyze the effect of price and promotion 

cost (promotion mix) to the market share, and (4) to formulate pricing strategies 

and promotion mix to improve marketing performance of PT CMI. 

The null hypothesis (Ho) is price and promotion cost (KAM, MKT and 

SPG) doesn’t have significant effect to marketing performance (sales volume, 

profitability and market share). The alternative hypothesis are (H1) price has 

negative effect on sales volume, (H2) promotion cost (KAM, MKT, SPG) has 

positive effect on sales volume, (H3) price has positive effect on profitability, 

(H4) promotion cost (KAM, MKT, SPG) has negative effect on profitability, (H5) 

price has negative effect on the market share, (H6) promotion cost (KAM, MKT, 

SPG) has positive effect on market share. 

The data used are secondary data from monthly sales reports of PT. CMI, 

store scan sales data, and field observations. Monthly sales reports observed 

during 2007-2011. Data market share (% revenue bases) obtained from selling out 

data (scan sales data) from each store during 2009-2011. The data analysis 

methods used are interactive model, panel data model and regression model using 

eView 6 application. 

The results showed that price has negative effect on sales volume, and 

positive effect on company profit. Price also has negative effect on market share 

(Carrefour and Hypermart), while in Giant price has positive effect on market 

share. Promotion cost has positive effect on sales volume and market share, but 

has negative effect on profits. KAM has positive effect on sales volumes in all 

observations, and market share in the total observation, Carrefour and Hypermart. 

Marketing has positive effect on profit. Marketing is has positive effect on the 

sales volume only in Carrefour (softpack and kilogram), and Hypermart (total and 



 

 

softpack), whereas in Giant (total) marketing activity has negative effect on sales 

volume. To the market share, marketing only has positive effect on the 

observation in Carrefour (total and softpack). In all observations SPG has negative 

effect on profits, and positive effect on sales volume (except in Carrefour). SPG 

has positive effect to market share in Giant, meanwhile in Carrefour and 

Hypermart, SPG has negative effect on market share. 

Increasing price is the best alternative to maintain profitability, in order to 

support the operations of PT CMI, since demand elasticity of tissue included 

inelastic, price increase by a certain percentage will be followed by a decreasig 

sales volume but with a smaller percentage. Hence price increase will impact to 

increasing revenue, and it will directly impact on profitability and market share.  

Pricing strategy of PT. CMI use plus one pricing by positioning product 

quality is higher rather than competitors. Pricing strategies without considering 

the needs of consumers would cause PT CMI easily get caught up in price 

competition. Price wars should be completely avoided, especially for tissue 

products softpack and kiloan which has demand elasticity tends to elsatic (> 1) in 

Carrefour and Giant. 

The cost ratio calculation of each campaign should be carefully calculated so 

the promotion executed will deliver sales volumes and revenue increase, and 

overall will has positive impact on increasing profits and market share. PT. CMI 

need to insight the promo type, intensity, when promo cunducted, location, media 

and other critical factor that impact to promo effectiveness. Also required 

measurement tools to evaluating the promo effectiveness. 

Display, location and space of the display (space share) are important 

factors, especially in Giant. Since the display is a silent salesman that directly 

affect to sales. Display also associated with block shelving hence the product can 

be more exposed in the store. Display also treated as stock/buffer in stores. 

Without proper display all KAM and marketing promo can not be executed 

properly. 

SPG at Hypermart and Carrefour need to be improved shorthly, since has 

negative effect on profit and market share. Aggressiveness, selling skills and 

product knowledge becomes a major factor that must be owned and improved by 

SPG. In addition, SPG has to aggresively conducted customer contact to 

introduce, and influence consumers to buy. Cost ratio of SPG has to carefully 

calculated, hence SPG will has positive effect on sales volume, profitability, and 

market share. 
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