
 

 

 

 

SUMMARY 

 
MARDEKA. Effects of Trade Promotion Strategies on sales performance of 

Piattos Potato Snack in JABODETABEK. Supervised by RITA NURMALINA 

dan IDQAN FAHMI. 

 

 Food industries or Fast Moving Consumer Goods (FMCG) in Indonesia is 

very potential market, every year the industry has experienced significant growth. 

Research Institute and Consultants Spire Research noted that estimated growth 

rate of FMCG industry a minimum of 10 percent every year so that if it converted 

in the rupiah figures of growth is not less than 15 trillion rupiah every year, 

Nielsen Survey Institute also recorded the fast growth FMCG industry. One of 

FMCG industry that its development is quite rapid industry is a snack that in 2013 

average value of his transaction reach more than 495 billion every month, the 

dominant contribution contributed by potato snack in 2013 average value average 

transactions reached 160 billion per month, contributing 30% to the overall snack 

industry. Under these conditions the potential of the potato snack industry is very 

good. However, the competition among manufacturers is also very tight. PT URC 

Indonesia is one manufacturer in the snack industry. One of the products produced 

are Piattos potato snack brand equity in terms of the product proved to be quite 

strong because it has five  times in a row to get the "Best Brand Award" organized 

by the Research Institute Mars and Swa Business Magazine. This condition needs 

to be supported again by the appropriate trade promotion strategy that the 

company's sales can be further increased. 

 In this study assessed the types of trade promotion that affect to sales 

performance, store categories are divided into three categories of star outlets, 

grocery, and retail are differentiated based on the value of transactions each month. 

Trade promotion type used is discount, merchandise, redemption, free product and 

incentives, the types of trade promotions is measured effect on each category of 

stores to increase sales of product. The purpose of this study was to analyze the 

effect of trade promotional activities on the sales of potato snack Piattos and 

recommend appropriate trade promotional strategies to increase sales Piattos 

potato snack. The data were collected during the period of six months, ie January 

2014 to June 2014. Secondary data obtained from the Division of Trade 

Marketing Group PT URC Indonesia, such as sales data and promotional costs. 

The sample used to make a selection of 500 stores in the Greater Jakarta area with 

details of the 90 categories of star outlets, 170 categories of grocery and 240 

categories of retail, while the data processing technique used is descriptive 

analysis and regression analysis.  

 The results of the study are related to trade promotion on the star outlet 

category of the 90 samples selected regression model yields a value of R-Square 

of 0,876 only trade promotion discount is not significant means that the company 

was recommended to focus more on the type of free product promotions and 

incentives. At the grocery store category sample of 170 stores, the regression 

model yields a value of R-Square of 0,90, with the free product and merchandise 

promotion were significant. However, the types of promotional merchandise 

produce a negative coefficient. The last category is retail with a sample size of 

240, the regression model yields a value of R-Square of 0,524 in this category 



 

 

 

companies are encouraged to focus on the trade promotion of free products 

because trade promotion redemption was not significant. 
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